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Abstract: This study examines a study of Generation Z attitudes 

toward internet usage for E-commerce in selangor, Malaysia. The 

specific factors studied were attitude toward internet usage; 

computer literacy; consumer lifestyle; and perceived ease of use. 

This study drew on a total sample size of 150 respondents and 

distributed questionnaires to collect the data. The collected data 

was analyzed using the Statistical Package for Social Science 

(SPSS) software, Version 23. All the results and findings based on 

the data collected were further summarized, including 

Cronbach’s Alpha, descriptive statistics, correlation analysis, and 

multiple regression. The results indicate that the independent 

variables have a significant positive relationship with the 

dependent variables in this study. This study could be beneficial to 

Generation Z because it increases our understanding of the 

factors of E-commerce. 

 
Keywords: E-Commerce, Attitude, Computer Literacy, Consumer 

Lifestyle and Perceived Ease of Use 

I. INTRODUCTION 

In the contemporary world, businesses are reaching new 

heights of excellence. The business environment has been 

consciously going through this change with variation over 

many dynamics. The 21
st
 century is viewed as the century of 

increased technological innovations and their use in practical 

life. The emergence of internet facilities in the U.S. in the 

1980s marks the beginning of these changes in the business 

environment. Later on, the U.S. facility revolutionized the 

work and gave it the status of a global village. Today, most 

research studies refer to it as a global theater (Chang et al., 

2013).  

 

 
Revised Manuscript Received on October 22, 2019.  

* Correspondence Author 

Ilangovan Perumal*, Faculty of Business, Accounting and 

Management, SEGi University, Kota Damansara, Malaysia. Email: 

ilangovan@segi.edu.my  

Azween Abdullah, School of Computing and IT, Faculty of Innovation 

and Technology, Taylor’s University, Subang Jaya, Malaysia. Email: 

azween.abdullah@taylors.edu.my  

Muthaloo Subramaniam, Faculty of Business, Accounting and 

Management, SEGi University, Kota Damansara, Malaysia. Email: 

muthaloo@segi.edu.my 

Ramesh Kumar Moona Haji Mohamed, Faculty of Business and 

Finance, University Tunku Abdul Rahman (UTAR), Kota Damansara, 

Malaysia. Email: rameshk@utar.edu.my 

Sugumaran Selladurai, Faculty of Business, Accounting and 

Management, SEGi University, Kota Damansara, Malaysia. Email: 

sugumaran@segi.edu.my  

The business world has progressed toward branchless 

business operations where the presence of a physical shop is 

viewed as useless based on the modern technology that allows 

computers and the internet to take its place. Today, most 

businesses have changed their daily operations by upgrading 

traditional systems to e-commerce. E-commerce is a 

cyberspace-based process which is designed to arrange the 

flow of the goods from one unit or business to another actor or 

individual who needs that service or product (Houliez and 

Gamble, 2012). The flow of goods and services through 

internet channels gave the rise to the term e-commerce. As a 

result, businesses have become keenly interested in the 

establishment of such channels, mainly because these 

channels can reduce if not eliminate the amount of manpower 

needed for ordinary business operations. The emergence of 

e-commerce and its adoption by many customers to fulfill 

basic benchmarking necessitated the need to analyze 

Generation Z attitudes toward internet usage for e-commerce 

in Kota Damansara, Malaysia, because the same city holds a 

particular position for this business and its use (Hussin and 

Noor, 2013). Today, e-commerce has become the most 

developed trend based on businesses competing against each 

other in terms of maximum customer facilitation (Seng and 

Wei, 2015). The rapid growth of innovation and technological 

development has been adopted by many businesses to gain 

access to their diversified target markets and leading toward 

the globalization of different businesses (Ho and Chau, 2013). 

E-Commerce eliminated the existing boundaries, allowing 

them to thrive. 

II. LITERATURE REVIEW 

A.  E-Commerce 

E-Commerce is considered one of the factors which has 

altered the fate of the business environment. Nowadays, 

e-commerce in Malaysia is accepted by all generations. 

Malaysian consumers have the highest mobile and online 

usage rates; they are more reliant on the internet than many 

other countries. Malaysia has a strong online penetration rate 

of approximately 66% and around 20 million online users 

(Manjur, 2015). In contemporary times, e-commerce in 

business has changed the traditional look of business 

operations (Shih et al., 2013).  
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Managers and business practitioners are accustomed to 

adhering to modern technologies that can be used to facilitate 

the business processes through the addition of modern 

technological tools. This business process re-engineering has 

changed the overall look of how businesses work, and these 

developments have initiated the use of e-commerce in many 

business arenas. 

Many authors have contributed their efforts to define 

e-commerce as an electronic means of doing business; more 

specifically, the selling of products and services using internet 

technology (Peddibhotla, 2013). E-Commerce also refers to 

the electronic means of conducting business through an 

internet facility.Researchers have examined e-commerce in 

diversified dimensions to better understand the adaptability of 

specific technologies. The increased trend of development 

within specific areas of conducting business has caused 

researchers to contribute their efforts to determine its 

relationship with other variables (Kwon and Sung, 2013). One 

author stated that due to the increase in globalization, 

e-commerce is one of the most useful means of doing business 

across various boundaries, especially for businesses that 

cannot afford to penetrate the international market. This 

author further added that because of e-commerce, market 

competition has been observed to be continuously directed 

toward increase and growth (Ajmal and Asin, 2015). This 

author also stated that e-commerce resulted in an 

improvement in product and service quality based on the 

competition being directed toward a peak and the diversified 

customer standards for judging product and service quality 

(Shih et al., 2013). 

B. Literature Review of the Variable Attitude toward 

Internet 

Today, nearly everything humans do involves computers, 

technology, and the internet. For Generation Z, these are not 

only useful tools, but a way of life (Mastroianni, 2016). 

Attitudes toward internet usage refer to individual acceptance 

of the using the internet for various purposes (Riedl et al., 

2013). The development of technology and the availability of 

the internet facility for Generation Z has created different 

impacts for individual demands. One author stated that 

because of the readily available technology, differences are 

observed in attitudes toward its adoption. The author stated 

that Generation Z cannot consider executing anything without 

using the internet (Hussin and Noor, 2013). Generation Z’s 

dependence on the internet for information seeking has also 

directed the business sector’s focus toward developing their 

means of interaction through the internet using social media, 

web pages, etc. 

Generation Z is unique and distinct from the previous 

generation. Generation Z grew up with the rapid development 

of emerging technology innovations and the explosion of 

information. One of the most significant differences is the 

need to always be connected. Generation Z keeps in touch 

with everyone who fully utilizes advanced internet tools such 

as instant messaging and social media. In particular, WeChat, 

Weibo, Twitter, and Facebook are most popular, as well as 

Instagram (Mastroianni, 2016). Researchers believe that a 

person’s attitude develops according to his or her 

surroundings. The development of technology and the high 

dependence by individuals on the internet has resulted in 

increased demand from all sectors to consider it the primary 

medium of communication and interaction for new 

generations (Gangeshwer, 2013). The author stated that 

differences are observed within the ways the internet facility 

is used because of differences observed in how businesses 

operate. Arcand and Nantel (2012) added that the individual 

attitudes toward internet use have been observed to be highly 

developed and to have a large impact on internet demand for 

people seeking maximum convenience and ease in their daily 

routines. As stated by the experts, despite the differences 

among the new generation’s demands and needs, they share 

the common demand for basic facilities to be made part of all 

organization strategies. The author stated that attitudes 

toward the internet have directed the attention of the business 

sector to solve problems in managing individual demand and 

directing the maximum possible effort to acquiring favorable 

outcomes (Kabango and Asa, 2015). 

C. Computer Literacy 

Computer literacy is defined as awareness and knowledge 

about the usage and technical aspects of computers (Shih et 

al., 2013). People in the current era are directed to consider 

computers as basic equipment for education, in the business 

profession, and for day-to-day routines. It is nearly impossible 

for an individual to seek better outcomes in anything without 

understanding how to use a computer nowadays 

(Gangeshwer, 2013). The author stated that computer literacy 

means having the knowledge of how to use it; expertise level 

varies per individual need. The author further added that 

without a computer nowadays, any task is impossible. The 

transformation of manual work completely into digital means 

has resulted in a higher demand for computer literacy among 

individuals (Eid, 2011). The author stated that awareness or 

knowledge about computers is not only linked with an 

individual’s use for shopping and other personal things, but 

for one’s professional career, it is one of the most basic needs. 

Computer literacy and the awareness of how to manage things 

using a computer is a most basic and important need 

(Alqahtani et al., 2013). 

Arcand and Nantel (2012) stated that computer literacy has 

not remained a special skill among individuals as it once had 

been because the upcoming generations have experienced the 

availability of all such technologies since birth. The author 

stated that because the internet is readily available to newer 

generations, they are directed to learn and do things using it 

from childhood; they avoid the manual struggle experienced 

by many older people (Seng and Wei, 2015). Chang et al. 

(2013) stated that changes within the technology and demand 

within the external environment have created a high level of 

demand for internet access. Research conducted in 2015 at the 

National University of Malaysia reveals that respondents have 

a high rate of internet access and a high level of computer 

literacy as well as being able to operate the latest computer 

technologies and internet tools (Ahmad, 2015). 
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D. Consumer Lifestyle 

The consumer lifestyle is defined as an individual’s adopted 

ways of living and standards (De Vries et al., 2012). 

Malaysian consumers are increasingly going online to shop; 

online sales reached more than RM 1.2 billion in 2013 

(Manjur, 2015). These changes within the environment and its 

surroundings are directing people toward adopting new, 

different, and unique things. The author stated that these 

continuous and rapid changes in the surroundings have 

created significant changes to individual lifestyles. Riedl et al. 

(2013) further added that because of the higher level of 

dependency on different basic facilities, consumers are 

directed toward continuous changes and adopting of new 

things. The author also stated that as consumer lifestyle 

changes, so do the ways of doing things. The author stated that 

these changes are basically incurred because of the 

continuous changes taking place in the availability of 

products and services, the advancement of technology, and 

changes in buying power and behaviors (Hajli, 2013). The 

author stated that consumer lifestyle has a direct and 

significant impact on the corporate sector relating to 

reconsidering ways of doing businesses and bringing 

innovative and creative means of managing things to market 

(Ken Research, 2014). 

The author found that these lifestyle changes are resulting 

in the creation of different kinds of changes in outcomes being 

drawn from the acquired results. The situation has been 

observed to change over a period of time because of the 

spontaneous changes occurring in the market. Consumers are 

observing changes in their demands and needs, resulting in 

higher demand for more concise products and services that 

align their required features with the outcomes they want 

(Weisberg et al., 2011). The author stated that because of the 

changes taking place in consumer lifestyle, the corporate 

sector has been directed toward different changes and serious 

consequences. Individuals have faced problems based on the 

lack of defined lifestyle demands, and individuals are facing 

issues in managing their assigned tasks (Ingham et al., 2014). 

These are the issues faced in determining the highly 

unpredictable consumer lifestyles, which has resulted in 

different levels of success and failure in product and service 

offerings within the market (Wang et al., 2012). 

E. Perceived ease of use 

Perceived ease of use is defined as a person’s perception 

based on their personal experiences or on other opinions 

about the ease of using a specific thing (Shih et al., 2013). The 

author stated that nowadays people are looking for the 

maximum benefit and advantage to avoid problems and 

inconveniences in using a specific product or service. 

Consumer demand is observed to be directed toward setting 

different standards or measurement criteria so that they may 

select the best available option (Eid, 2011). Differences 

observed in individual perception are related to the ease or 

convenience of using a specific product or service. The author 

stated that perceived ease of use reflects a significant 

relationship with consumer buying behavior as well as 

willingness to accept new things (Wang et al., 2012). 

Luthfi (2014) found that perceived ease of use had a 

significantly positive effect on Generation Z attitudes toward 

internet usage for e-commerce in Malaysia. Researchers 

stated that perceived ease of use refers mainly to personal 

experience or individual perception. Individuals are observed 

to be affected through what facts have been stated by people 

regarding a specific service or product (Gangeshwer, 2013). 

These changes are observed to take place within one’s 

perception developed according to the changes taking place in 

the individual’s surrounding facilities (Chang et al., 2013). 

The author stated that perceived ease of use helps businesses 

approach customers in the best possible ways to ensure that 

desired outcomes and better market results are achieved. 

Perceived ease of use has been observed to reflect a 

significant and high level of association with the demand of 

products and services being offered within the market. 

E-Commerce was introduced based on the concept that 

customers can receive desired products on their door steps 

without any delay or hassle. The main agenda for businesses 

using e-commerce is to approach customers instead of waiting 

for customers to approach them. The goal of e-commerce is to 

ensure that a business is providing maximum ease to 

customers by approaching them and fulfilling their demands 

and needs (Rezai et al., 2013). 

 

III. METHODOLOGY 

A. Research instrument/measurement 

A quantitative research method is applied in this study. 

Questionnaires were distributed as a data gathering method. 

Besides the low cost associated with this method, it allows the 

fastest responses from the targeted audience. The structure is 

designed according to the Likert scale, 5-point format. The 

design will be as follows: 1- Strongly Disagree; 2- Disagree; 

3- Neutral; 4- Agree; and 5- Strongly Agree. Each of the 

variables will be evaluated using six questions. Analysis will 

be conducted descriptively and SPSS Version 23.0 will be 

used to study correlative analysis. 

B. Pilot study 

A pilot study was conducted with Generation Z prior to the 

data collection. The purpose of the pilot study is to ensure that 

the questionnaire instructions and content are clear and 

understood by the respondents, as well as to test its reliability 

and validity. After the pilot test, Cronbach’s Alpha value will 

be used to examine the pilot test’s reliability. Amendments 

will be made to the questionnaires based on respondents’ 

suggestions. 
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IV. DATA ANALYSIS 

A. Correlation Analysis 

Table 4.1–Correlation Analysis 

 
 

Table 4.1 shows that the value of Pearson Correlation r 

Between E-Commerce and Attitude toward internet usage is 

0.528 with a significance of 000 at the 1% Level (<p=0.01), 

which shows a positive correlation between E-Commerce and 

Attitude toward internet usage. The value of Pearson 

Correlation r Between E-Commerce and Computer Literacy is 

0.603 with a significance of 000 at the 1% Level (<p=0.01), 

which shows a positive correlation between E-Commerce and 

Computer Literacy. The value of Pearson Correlation r 

Between E-Commerce and Consumer Lifestyle is 0.679 with 

a significance of 000 at the 1% Level (<p=0.01), which shows 

a positive correlation between E-Commerce and Consumer 

Lifestyle. The value of Pearson Correlation r Between 

E-Commerce and Perceived Ease of Use is 0.640 with a 

significance of 000 at the 1% Level (<p=0.01), which shows a 

positive correlation between E-Commerce and Perceived 

Ease of Use. 

B. Multiple Regression Analysis 

 

Table4.2–Model Summary 

 

 

 Predictors: (Constant), Attitude toward Internet Usage, 

Computer Literacy, Consumer Lifestyle, Perceived Ease 

of Use  

 Dependent variable: E-Commerce 

The Model Summary is shown in Table 4.2, which shows the 

value of R square that is .304 or 30.4%. This means that 

30.4% of the total variance in independent variables is 

explained, while the other 69.6% is subjected because of 

errors. 

C. ANOVA 

Table 4.3–ANOVA 

 

 

 

 

 Predictors: (Constant), Attitude toward Internet Usage, 

Computer Literacy, Consumer Lifestyle, Perceived Ease 

of Use 

 Dependent variable: E-Commerce 

 

Table 4.3 shows the value of Anova. The Anova summary 

shows the level of significance at 0.000 that demonstrates the 

fitness of the model and a reasonably good outcome. The 

value of F is 15.848, which shows the variance between 

independent and dependent variables. 

D. Coefficient Test 

Table 4.4–Coefficients 

 
 

 Dependent Variable: E-Commerce 

Table 4.4 shows the value of coefficients derived from 

multiple regression analysis. Table 4.4 represents that the 

value of VIF for all independent variables is less than 10, and 

that no multicollinearity relationship is seen among variables. 

The level of significance should be less than .05, and this table 

also shows the value of significance is lower than .05 for 

computer literacy, attitude toward internet usage, and 

perceived ease of use, showing its power to influence 

e-commerce in Generation Z. The consumer lifestyle has a 

higher value for significance than .05. 

The relationship between the variables could be denoted as t

he formula below: 

 
And the relationship could be redefined as 

EC= 7.597 + 0.143AIU + 0.394COL + (- 0.096) CL + 

0.216PEU 

EC = E-Commerce 

AIU = Attitude toward Internet Usage 

COL = Computer Literacy 

CL = Consumer Lifestyle 

PEU =Perceived Ease of Use 

c = Constant 

e = Error 
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V. DISCUSSION AND CONCLUSION 

The research was conducted using four independent 

variables of attitude toward computer literacy, consumer 

lifestyle, and perceived ease of use that indirectly influence 

e-commerce. All of these factors are sufficiently influential on 

the research results, but the researcher also found various 

influential independent variables such as perceived trust, 

perceived benefit, and perceived risk. These independent 

variables are also associated with e-commerce. 

A. Perceived trust 

Perceived trust is a combination of attitudes that can perform 

in uncertain times and dynamic situations. Generation Z 

represents open minded people who tend to trust in the words 

as described according to e-commerce behaviors (Garbarino, 

1999). 

B. Perceived benefit 

For Generation Z, perceived benefits tend to be associated 

more with positive responsiveness than with a derived threat 

toward e-commerce because this generation’s attitude plays a 

vital role in satisfaction level as it is influenced by 

e-commerce. As much as the perceived benefit is associated 

with them, more people can be engaged with e-commerce and 

will tend to explore a positive relationship with it (M.J, 2002). 

 

C. Perceived risk 

Perceived risk is associated with unpleasant factors of 

outcome regarding product, price, or quality according to 

customer perception that can influence e-commerce. This 

illustrates the behavioral aspects of Generation Z relating to 

risk factor (Forsythe, 2003). All the other described variables 

tend to explore the e-commerce information as being 

influenced by perceived trust, benefit, and risk. It is 

recommended that further research of e-commerce as it 

relates to Generation Z should be conducted on these 

variables. 

It is also recommended that for conducting more research 

studies, the time period should be longer than the almost three 

months achieved here. This is because using a sufficient time 

period will generate more accurate and qualitative research 

results. It is also recommended that the questionnaire would 

not only be distributed to the current area of research but also 

it among Malaysia’s other states; i.e., Kepong, Petaling, 

Penang, and Johor, because different societal groups tend to 

have different associations for the prescribed variables. More 

variety will create more effective and high-quality responses 

for the area of research. Societies also differ according to 

culture, norms, values, and thoughts about e-commerce. It 

would be good to discover how much different societies tend 

to encourage internet use, and the researcher would learn 

more about Malaysian e-commerce. 

The research questionnaires were distributed by hand in 

English to achieve the exact meaning the researcher intended. 

The research was conducted with a small sample size of 150, 

but it is recommended that future research be conducted with 

a larger sample size of the respondents from the various states 

of Malaysia. For further proceedings, the researcher should 

have to establish a relationship with respondents in order to 

perceive the influences of e-commerce on their personal lives 

and how they benefit from it. Because most of Generation Z 

are more attached to technologies, they tend to explore more 

work opportunities that are engaged with them. 
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