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Abstract. COVID-19 is a global health crisis and an unprecedented challenge affecting the 

entire world. This pandemic caused a health and economic crisis. Due to Movement Control 

Order (MCO), many people decide to go from shopping physically to shopping online. 

However, the online shopping world is not all nice. There are multiple factors and risks to 

look out for before purchasing something online. This paper determines which of the 

following actors (time-saving factor, payment factor, security factor, and price factor) affects 

online shopping behaviour among Malaysians the most using the Likert Scale Analysis and 

Average Index to rank the factors. A total of 267 Malaysians participated in this study 

conducted using Google Form distributed via multiple platforms to reach Malaysians. The 

rank of the factors is as follows: price factor >> time-saving factor >> payment factor >> 

security factor. It can be concluded that most Malaysian are seen to be concern about the 

price factor. In many situations, every consumer will choose the best price and advantage 

when buying some things. On the other hand, Malaysians are least concerned about the 

security factor because they believe that the website they shop is safe. 
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1. Introduction 
An unknown infection in the acute respiratory tract was documented continuously in Wuhan 

City in Hubei Province, China, since 12th December 2019. This disease spreads rapidly 

amongst people living in Wuhan City from December 2019. This was rare, with unknown 

causes of pneumonia recorded. On 31st December 2019, the Chinese government informed 

the WHO of the virus. Comprehensive inquiries were carried out immediately, with more 

cases every day. On all three levels of the organization, the World Health Organization 

(WHO) formed a Management Incident Support Team (MIST) on 1st January 2020. 

COVID-19 pandemic is the biggest problem for everyone in the world. It is called the 

global health crisis and is an unprecedented challenge currently affecting the entire world. 

This pandemic is an economic and health crisis. Because of lockdown in some countries, 

citizens cannot purchase products physically. Therefore, many people decided to go from 

shopping physically to shopping online. It is a wonderful development that enables people to 

shop from their homes, which changed the shopping experience. But the world of online 

shopping, like everything else, is not all nice. Despite all e-commerce firms' efforts to 



minimize them, customers are still suffering during the COVID-19 pandemic on their online 

shopping process. 

 In terms of time-saving, certain people believe that online shopping can save a lot of 

time. In Spain, 78% of respondents chose accessibility of these services as one of the key 

reasons to buy online, while 73.2% chose sales and products at their lowest price. In 

comparison, 65.5% said that time has gone out of business without having to go to the store 

(Escobar-Rodroguez et al., 2018). Online shopping also allows the consumer to focus entirely 

on information collection and purchase decisions. This benefit partly depends on the degree 

of consumer time pressure and the view of the time-saving potentials (Alreck P. et al., 2002). 

Another research by Bellman et al. (1999) indicates the discretionary time that a person 

decides to shop online. The less time spent in traditional searching and buying products and 

services increases with the total number of hours worked by household members (Bellman et 

al., 1999). 

 In the knowledge economy approach, the time costs of finding cognitive information 

processes are stressed in approach to cognitive costs. In this respect, clients aim to maximize 

the price, quality, and efficiency of products and online traders (Bosnjak et al., 2017). In all 

countries implementing social distancing, most people could not go to work or shopping. As 

long as they remain at home, their psychology and emotion are more vulnerable to a new 

social life and save time to purchase goods (Pham et al., 2020). Besides, Meher Neger & 

Burhan Uddin (2020) found that product, time-saving, payment, and administrative variables 

greatly affect the consumers' internet purchasing actions. The key factors in attracting online 

shoppers were infrastructure, internet stability, transport, time savings, and delivery. Online 

shopping minimizes customer time and enables customers to collect a vast number of details 

on goods and services and compare prices with others. In particular, the e-commerce sector 

stressed its entry into Bangladesh's rural and remote business areas. 

On the other hand, in terms of payment, potential buyers make a small effort in the 

transaction to enable potential customers to buy their goods on the web (Edwar et al., 2018). 

Athapaththu et al. (2018) identified that trust has a full mediation effect between perceived 

ease of use and buying intent and its content and the purchasing intention. In addition, 

confidence has been found to have a partial mediation between perceived utility and intention 

to buy. In India, Praktiksinh Vaghela (2017) revealed that important online shopping 

parameters are perceived ease of use, the seller's characteristics, perceived usefulness, web 

design, perceived risk, and confidence. Another research by Gayatri Sharma Dixit (2018) 

suggested that convenience is the next important factor after cost affecting Indore products' 

online purchasing. The study shows that shopping in e-stores is preferred in most cases 

because it is convenient and straightforward. 

 Furthermore, Meher Neger & Burhan Uddin (2020) revealed a solid, positive link 

between consumers' online purchasing activities and the payment, administrative, and 

psychological factors during the COVID-19 pandemic in Bangladesh. Moreover, three 

substitutes for self-service food shopping in Columbia are provided by the purchasing 

method: to collect the ordered food in the shop, wait in the vehicle outside his shop, while 

someone else puts the ordered food into the vehicle, and lastly, delivers the ordered foods 

home (Grashuis et al., 2020). Moreover, Young Kim et al. (2004) mentioned that purchasers' 

internet shopping encounters could be improved by motivation programs like putting away 



shopping records and collected limits or limits dependent on deals number, point, and 

impetus-based premium blessing programs. Two elements of exchange or cost and prize 

projects and four populace factors, including sex, age, preparing, and the number of 

youngsters, extended the customer's arrangements for buying apparel, jewelry, and extras. 

 In terms of security, consumers fear online purchases, as the e-commerce platform did 

not guarantee their customers' proper security, trust, and confidence (Meher Neger & Burhan 

Uddin, 2020). To increase customer intention to buy online, they must reduce the risk by 

offering protection. Online sellers must deliver on promises and commitments, such as high-

quality products and services, satisfy millennial requirements and demands, and preserve 

authenticity (Salim et al., 2019). The number of online sources is referred to as the exposure 

to online sources. A sense of the huge quantity of information from many sources is not easy, 

as contradictory, vague, and even false news circulates (Laato et al., 2020). Safety assurances 

are essential in building trust to minimize consumer interest by using personal and transaction 

data easily detrimental. This is because the confidentiality of transactions and customer 

information protection affects online customers' purchasing products and services. Esteem 

metrics like payment transactions consistently believe the items that fit the order and believe 

that personal data security is secure (Edwar et al., 2018). 

 At this point, visitors become more concerned with the brand technology and search 

mechanism in the purchase inherent in trust (Athapaththu et al., 2018). Several factors, such 

as the perception of risk, functional value, and utility perception, decide online shopping. 

Consumers' fear of being abused online or discovering financial information danger online 

leads to consumers' overall online threat bias (Praktiksinh Vaghela, 2017). They should show 

maximum capacity so that uncertainty does not lead to buyer mistrust and vulnerability on the 

Web, the seller, or the payment system (Escobar-Rodroguez et al., 2018). Note that risk types 

include financial risk, product risk, time risk, distribution risk, social security risk, and 

information risk. The results demonstrate that COVID-19 has a moderating role in the risk of 

product and information. In particular, product risks increased with moderator COVID-19 in 

online purchasing decisions (Pham et al., 2020). 

 Lastly, in terms of pricing, Edwar et al. (2018) stated that it refers to the amount of 

money paid or the amount of value traded for customers on the advantages of buying the 

commodity. People do not need to go from shop to shop to compare pricing and benefit from 

the convenience and saving time online. In addition to sales, discounts, and other promotional 

strategies, consumers should be drawn to online transactions (Gayatri Sharma Dixit, 2018). 

When carrying out such a transaction, the most critical assessment criteria can include 

discounts, price comparisons with brick-and-mortar shops, payment process, delivery time, 

product ratings, product description, and pictures (Bucko et al., 2018). Consumers seek to 

optimize price and quality choices as well as the productivity and credibility of online dealers 

(Bosnjak, 2007). Companies offer competitive prices instantly and offer a special discount to 

attract consumers for their products and services (Meher Neger & Burhan Uddin, 2020). A 

case in Mauritius mentioned that online shops could publish their website pricing 

information, making more customers available every day. Consumers who visit the online 

shop may also register a comparatively low price for a promotional deal, so the customer 

becomes aware of this through an e-mail or a message sent to them if the online retail shop 

provides a deal (Pudaruth et al., 2017).  



 According to Grashuis et al. (2020), the price seems to be the key characteristic, 

followed by the buying process, the time window, and the minimum demand for the order. In 

another research in the USA, on the off chance of seeing web spares time and exertion, 

anything but difficult to arrange, offer some benefit for cash, gives security or budgetary 

insurance, gives merchandise, and gives relevant and rich data will probably impact shoppers' 

purchasing possibility. As a rule, comfort and ideal cost or deal advancements assume a huge 

function in buyers' expectations to return to the shops (Young Kim et al., 2004). 

Based on the previous studies mentioned above, this study benefits the vendors in 

indicating how much these four factors affect consumers' online purchase intention. This 

study also benefits consumers who are now keener in purchasing online by giving insight into 

what factor is crucial in purchasing online, such as time-saving, payment, security, and price.  

This research focuses on the Malaysian public with the online shopping experience 

during the COVID-19 pandemic. This study experimented with online shopping behaviour 

among Malaysians to determine which factors triggered the consumer to go online. This 

paper considered four independent variables: time-saving, payment, security, and price 

factors.  

 

2. Methodology 
 

The data was collected using a google form from the Malaysian public from 1st November 

2020 until the middle of December 2020. The study adopted an online survey method using a 

five-point Likert scale standardized questionnaire, which includes only Malaysian consumers 

who possess online buying experiences. In this study, the analysis will be done using the 

Statistical Package for Social Science (SPSS) software program for Windows. Online 

shopping behaviour was defined as the dependent variable, while four factors were defined as 

independent variables: time-saving, payment, security, and price factors. In this 

Questionnaire, Section A collects the respondents’ socio-demographic [age, gender, marital 

status, employment, education level, ethnic group, state, household size, individual income, 

household income]. Moreover, in Section B, we enclose six items under the variable time-

saving factor, while in Section C, we enclose six items related to the payment factor. After 

that, in Section D, we enclose seven items related to the security factor, and lastly, in section 

E, we enclose six items related to the price factor.  

 

Figure 1: The theoretical framework 

To achieve the ojective of this research, we will employ the Likert scale analysis. The 

Likert Scale is a five-or seven-point scale that can be used to indicate how much you agree or 

disagree with a particular argument. A Likert scale considers the force or strength of an 



attitude to be linear, i.e., strongly disagree with the continuum and considers that attitudes can 

be measured. The Likert Scale is used in this paper to determine the effect of COVID-19 on 

Malaysian online shopping. The collected data is computed using the following method: 

𝐴𝑣𝑒𝑟𝑎𝑔𝑒 𝐼𝑛𝑑𝑒𝑥 =  
𝑆𝑅

𝑇𝑅
, 

where, 

SR = Sum all the scales are given by the respondent 

TR = Total respondent 

 

3. Results 
The study began with a validity evaluation using Statistical Package for Social 

Science (SPSS), a Windows software program. To ensure the variables involved are 

appropriate, an accurate test in the first stage was performed. The questionnaire has been 

piloted to 30 respondents before further spread out, and the result is shown in Table 1 below. 

Almost all variables have a higher Cronbach's Alpha of 0.7.  

 

Name of Aspects No of Items Cronbach's Alpha, α 

Time-Saving Factor 6 0.767 

Payment Factor 6 0.651 

Security Factor 7 0.753 

Price Factor 6 0.812 
Table 1: Reliability Statistics for Measurement Model 

 

3.1 Socio-demographic Profile 

This survey included 267 Malaysian online shopping users, 34.1% of whom were 

male, and the other 65.9% were female. This is shown in Table 2 below with other socio-

demographic features (age, race, state, jobs, marital status, household, personal income, 

household incomes). 

 

Variables Components N Percentage (%) 

Gender Male  91 34.1 

Female 176 65.9 

Age 20-24 135 50.6 

25-29 19 7.1 

30-34 31 11.6 

35-39 22 8.2 

40-44 20 7.5 

45 and above 40 15 

Race Malay 236 88.4 

Chinese 21 7.9 

Indian 9 3.4 

Other… 1 0.4 

State Federal Territory of Kuala Lumpur 16 6 



Federal Territory of Labuan 0 0 

Federal Territory of Putrajaya 3 1.1 

Johor  49 18.4 

Kedah  15 5.6 

Kelantan 66 24.7 

Melaka 7 2.6 

Negeri Sembilan 9 3.4 

Pahang 11 4.1 

Pulau Pinang 7 2.6 

Perak  24 9 

Perlis 3 1.1 

Sabah  5 1.9 

Sarawak 1 0.4 

Selangor 47 17.6 

Terengganu 4 1.5 

Jobs Government-sector employee 90 33.7 

Private-sector employee 22 8.2 

Self employed or business owner 22 8.2 

Retired 12 4.5 

Unemployed 73 27.3 

Other… 48 18.1 

Marital Status Single  155 58.1 

Married 76 28.5 

Married with kids 34 12.7 

Divorced 0 0 

Other… 2 0.7 

Household 2-3 70 26.2 

4-5 89 33.3 

6-7 73 27.3 

More than 7 35 13.1 

Personal Income RM3000 and below 163 61 

RM3001 to RM6000 53 19.9 

RM6001 to RM9000 36 13.5 

RM9001 to RM12000 8 3 

RM12000 and above 7 2.6 

Household Income RM3000 and below 101 37.8 

RM3001 to RM6000 59 22.1 

RM6001 to RM9000 50 18.7 

RM9001 to RM12000 25 9.4 

RM12000 and above 32 12 
Table 2: Descriptive Statistics 

Half of the respondent participated were in the 20-24 age group (50.6%). Between 25-29 

years old, there were 7.1% respondents, while 11.6% in the age group of 30-34. 8.2% of the 

respondents are between 35 and 39 years old, while 7.5% are between 40 and 44 years old. 

For the age 45 and above, there are 15% of the respondent participated. For the race group, 

88.4% are Malay, 7.9% are Chinese, 3.4% are Indian, and 0.4% are from Dusun. 

 Furthermore, most respondents are from Kelantan (24.7%), while 18.4% are from 

Kedah, 17.6% are from Selangor, 9% are from Perak, and 6% are from the Federal Territory 

of Kuala Lumpur. The other state is in the minority, which is below 6% of each state. 

Moreover, there are 33.7% government-sector employees, while both private-sector 



employees and self-employed are 8.2%. The minority is the retired group, which is 4.5%. The 

respondents from unemployed and other jobs are quite high with 27.3% and 18.1%, 

respectively. 

 Moreover, more than half of the respondents are single (58.1%), while 28.5% are 

married, and 12.7% are married couples with kids. None of the respondents were divorced, 

and the other marital status is 0.7%. For the number of households, 26.2% have 2-3 person in 

their household, 33.3% have 4-5 person, and 27.3% have 6-7 person in the household. The 

lowest percentage is the household for more than seven people in the house. 

 Lastly, 61% of the respondents earned RM3000 and below which is the majority of 

the respondent for the personal income. 19.9% of the respondents earned RM3001 to 

RM6000, 13.5% earned RM6001 to RM9000, 3% earned RM9001 to RM12000 and 2.6% 

were earned more than RM12000. For the household income, 37.8% earned RM3000 and 

below, 22.1% earned RM3001 and RM6000, 18.7% earned RM6001 to RM9000, 9.4% 

earned RM9001 RM12000, and 12% earned RM12000 and above. 

 

3.2 Likert Scale Analysis 

No. Factor Scale Average 

Index 

Rank 

1 2 3 4 5 

1. Time-saving 116 193 309 660 325 3.55 2 

2. Payment 92 180 447 621 262 3.49 3 

3. Security 122 350 697 559 141 3.13 4 

4. Price 69 145 311 667 410 3.75 1 
Table 3: Average Index of the factor 

 

 As shown in Table 3 above, the variable that affects online shopping behaviour during 

COVID-19 the most is the price factor. Edwar et al. (2018) supported that prices are one of 

the key marketing signs, and in all situations, prices are still available for purchase. 

Furthermore, every consumer will choose the best price and advantage in many situations 

when buying some things. Meanwhile, the second-highest rank in the average index is the 

time-saving factor. In other research by Pham et al. (2020) also reveals that this factor is 

important to the consumers. During the COVID-19 pandemic, many people rarely go out to 

go for physical shopping that can cause infection of the disease. So, they prefer to shop online 

that can save their time and prevent the disease. 

 Then, it is followed by the payment factor that ranks in third. It contrasts with other 

researchers, Athapaththu et al. (2018), that there are strongly important factors between 

payment and online shopping. These results explained that the payment factor is less 

important. People nowadays are more intellectual in technology that they do not have a 

problem with the purchase factor. Lastly, the lowest rank on the factor on online shopping 

behaviour is the security factor. It mentioned on other research by Meher Neger & Burhan 

Uddin (2020) said security factor has not much impact on the consumer. It is because the 

consumer believes that website that they shop is safe. 

 

Conclusion  



There are multiple factors and risks to look out for before purchasing something online. This 

paper determines which of the following actors (time-saving factor, payment factor, security 

factor, and price factor) affects online shopping behaviour among Malaysians the most using 

the Likert Scale Analysis and Average Index to rank the factors. A total of 267 Malaysians 

participated in this study conducted using Google Form distributed via multiple platforms to 

reach Malaysians. The rank of the factors is as follows: price factor >> time-saving factor >> 

payment factor >> security factor. It can be concluded that most Malaysian are seen to be 

concern about the price factor. In many situations, every consumer will choose the best price 

and advantage when buying some things. On the other hand, Malaysians are least concerned 

about the security factor because they believe that the website they shop is safe. 
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