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Introduction
Nowadays, the society getting limitless and wall-less. The way and concept of trading and
doing business nowadays have been shifted to online-based relying on Internet connection, big
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data centre, and cyber-space systems that uphold the emerging of e-business trends. On the
other hand, e-business defined as several other business processes that uphold the transaction
of buy and sell products and services on the internet rather than e-commerce, which only covers
the commercial transaction on the internet. Thus, e-business cover beyond the commercial
transaction on the internet; it also includes its business stakeholders such as the supplier,
external and internal customer, etc. E-business is the host of e-commerce. E-commerce
transaction cannot take place without e-business (Dayton, 2020).

Consequently, the rising trend of online shopping among social media users has brought e-
business concepts to a new paradigm since web-based life has become a piece of individuals'
life nowadays, as the impact of the internet and technological advancement. Instagram is very
innovative in introducing many new features such as story-integration, which provided a self-
destruction story within 24 hours, which also allows users to edit their pictures and video clips
with so many interesting effects. The user can be creative by creating and adding their Graphic
Interchange Format (GIF) and stickers, which gives them freedom and have full control over
their Instagram story and feed. Instagram also has transformed the traditional ways of
communication toward picture-messaging apps that have created new forms of online
communication. Thus, the layout of Instagram also is very mobile-friendly, which you can
access it across devices such as a personal computer, tablet, or either smartphone (Shah, 2018).
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Figure 1: Malaysia’s internet users from 2017 to 2021 (in millions)
Source: (Statista, 2020)

Figure 1 shows Malaysia’s significant increase every year by at least 10 million per year, which
consist of about 84% of Malaysia total population as at March 2020 have access to the Internet
and own at least one device to navigate social media (United Nations, 2020).

Table 1: Photo-sharing Social Media Users in Malaysia by December 2019

Types of Photo-sharing Social Media | Percentage (%)
Pinterest 6.16
Instagram 5.59
Tumblr 0.3

Source: (Statcounter)
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Table 1 shows the number of social media apps users among Malaysians in December 20109.
Even though Pinterest is the highest used in photo-sharing sites, but Pinterest has the least user-
friendly features for people to buy on the websites. Pinterest mainly provides ideas for fashion,
home décor, DIY gifts, etc. Unlike Instagram, initially allows people to share their life journey
dedicated through photos. Additionally, Instagram also has business features that enable people
to become a seller and provides many key features such as analytics, promotion, etc., which
makes it the most used photo-sharing sites for e-business compared with Pinterest and Tumblr
(Kim, Seely and Jung, 2017).

The number of Instagram users worldwide is increasing blatantly by increasing 100 million
Instagram users every year. A massive step for Instagram as the number of users dominantly
increase by an enormous gap between 2017 and 2018, which is 200 million differences
(Statista, 2019). Hence, with more than 2.77 billion daily social media users, the marketing
department wants to further research in a manner to comprehend more about customer conduct.
Thus, the total of the Instagram user has been over 1 billion per month (Hootsuite, 2019).

Problem Statement

The e-business sectors are growing fast in Malaysia. As said by Meldo (2009), e-business not
only involves the pay and trading process but also includes internally such as employees, and
external stakeholders consist of customers, suppliers, etc. Many small-medium enterprises
(SME) have shift from physical store to online store to reach more and wider range of customer.
Since many SME adapted Instagram as one of their online platforms, there is a need to conduct
a comprehensive research to study the factors that would influence intention to purchase on
Instagram.

Above all, most of previous study generally did not solely focused on e- business platform to
identify the factors of purchase intention. As example, study by Haque et al. (2015); Mou et al.
(2019); Zhu et al. (2019), did not specifically focused on certain e-business platform i.e.,
Instagram, which did not reflect the factor that determine purchase intention on actual course.

Moreover, the research in this context here in Malaysia, which examines the different factors
affecting purchase intention, conceptual and calculated study is absent in the e-business
context. Although numerous examinations have proved the Technology Acceptance Model
(TAM) in the contexture of e-business i.e., Cho and Sagynov (2015), there is also the
inadequacy of research on how Perceived Usefulness (PU), Perceived Ease of Use (PEOU) and
Web content affect purchase intention in Malaysia by using Instagram as e-business platforms.
Plus, it is consequential to explore factors that shaping purchase intention in an e-business
context. In Malaysia, there is no empirical study among generation Z, precisely on Universiti
Teknologi Malaysia (UTM) local undergraduates, to investigate the factor that affects intention
to purchase on Instagram (Kulathunga, 2019).

The following section will discuss on the development of conceptual framework between
perceived usefulness (PU), perceived ease of use (PEOU), web content and purchase intention
on Instagram. Next sections, followed by a brief discussion of the research methods. This paper
concludes with the expected findings of the present study.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
116



EISSN: 2600-8777 E )

Volume 4 Issue 15 (March 2021) PP. 114-120
DOI 10.35631/1IMTSS.4150010

Literature Review

Perceived Usefulness (PU)

In this context of the study, PU is one of the indicators to see to what extent a customer will
use the application or system that can perform effectively and efficiently. (Delafrooz et al.,
2011). Moreover, PU is used to identify users of e-business on the subjective valuation of the
system to perform a specific task (Gefen, Karahana, and Straub, 2003). On the other hand, PU
has relatively had a positive influence toward actual internet usage, since Internet has embarked
its recent technology and bring convenience online shopping experience, the online shopping
behaviour will also turn out positive (Anisur et al., 2016). Thus, when the customer perceives
a high level of usefulness and has excellent experience, they tend to be more satisfied when
using e-business platform (Yusof, 2015). To add, PU also gives eloquent benefits towards the
technology users when they were using e-business platform (Nistah, Sura, Yusof, and Lee
2019).

Perceived Ease of Use (PEOU)

According to Cho and Son (2019), the customers will perceive Instagram as easy to use if they
feel more connected with the seller, which will drive them to adapt Instagram as an e-business
platform further. Consequently, when the user has a positive experience when using Instagram
to shop online, it will increase the probability of the intention to purchase (Al-Adwan, 2019).
Another research by Othman, et.al, (2019) found that PEOU has been a critical factor shaping
Instagram's adoption on the e-business site. Plus, PEOU also has been proven can influence
customer intention to purchase on Instagram (Moslehpour, Pham, Wong and Bilgigli, 2018).
In addition, other scholars also supported that PEOU has direct influence toward the system
usage, depending on the context of the technology used as in this context, the e-business
platform (Anisur et al., 2016).

Web Content

Information is anything accessible to the customers, especially in terms of Instagram content
and information. The information displayed needs to be accurate, including product or service
description, seller contact information, payment, shipment details, and review of past
customers. These factors are crucial, which are very influential toward user perception when
using Instagram to shop (Zhang, Xu, Zhao, and Yu, 2018). Incomplete information regarding
the product sold will affect purpose of the user to spend on Instagram (Samira et al., 2017) and
affect the customer experience in a negative way (Sykes and Venkatesh, 2017). Instead, when
the customer has incomplete information on hand, they will reach the seller and their friend to
seek more relevant information to increase the intention to purchase (Suh et al., 2017). Thus,
another study by Lu, Guo, Lu, and Gupta (2018) showed that the communication between the
customer and seller most likely failed if the details presented is incomplete from the customer's
point of view.

Purchase Intention

Deimling et al. (2016) regarded that information on specific products has a very close
relationship with purchase intention whereby the source of information would influence
customers to buy without disregarding current and future occurrences. Thus, another scholar
also defines purchase intention as a customer’s transaction behaviour after assessing the
product as a whole and react emotionally toward brand attitudes, etc. (Chung et al., 2016) as
Jarvis et al. (2016) specified purchase intention as to how customer’s intention subjectively
pick a particular product or brand—supported by Rajaguru (2016) theory indicated purchase
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intention as customer need their judgment in judging the current and future situation whether
to repurchase the service or not.

Conceptual Framework
The conceptual framework of this study has been developed as follows;

Perceived
Usefulness
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Figure 2: Conceptual Framework Of Factors That Affect Purchase Intention On
Instagram Among UTM Local Undergraduates’ Students

Relationship between Perceived Usefulness (PU) and Purchase Intention

Buaprommee and Polyorat (2016) have validated PU has an eloquent impact on the purchase
intention of traceable meat that included in the food supply sector. Another significant study
that is within the Malaysia context, PU has bound to be impactful toward customer’s purchase
intention in e-business context (Hew et al., 2016). Consequently, Hypothesis 1 (H1) developed
as follows.

H1: PU will positively influence purchase intention.

Relationship between Perceived Ease of Use (PEOU) and Purchase Intention

Earlier research by Renny et al. (2013) and Ngoc et al. (2019) has shown that PEOU has
profound effect on website & purchase intention to purchase customers. This research, also
supported by Othman et al. (2019), outlined that PEOU has a significant effect on the intention
to buy in the e-business sense. PEOU proved to have a direct positive correlation toward the
easiness of using e-business platforms. Hence, Hypothesis 2 (H2) developed as follows.

H2: There is a positive effect of PEOU on purchase intention.

Relationship between Web Content and Purchase Intention

Study by Osburg et al. (2019), a high quality of facts and detail information regarding the
product appears on the website have beneficial impact on intention to buy. On the other hand,
another study by Cui, Jiang et al. (2019) in China showed that customer’s intention to purchase
indirectly affected by high quality and credibility of information on e- business platforms in
the food safety industry. Therefore, Hypothesis 3 (H3) developed as follows.

H3: Web content will have a profound effect on intention to purchase.
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Research Methodology

The population of this study consists of local undergraduates of UTM Skudai Campus. A
quantitative approach using self-administered questionnaire was adopted. Stratified sampling
technique was adopted to distribute questionnaire to the local undergraduates of UTM. The
data will be analysed using the Statistical Package for the Social Sciences (SPSS) version 26
to evaluate the purchase intention among students of local UTM undergraduates. Numerous
data analysis sets will be used in this study such as analysis on reliability, descriptive analysis,
t-test, one-way ANOVA, analysis of multicollinearity, and analysis of multiple regressions.
The pilot test has been conducted on 30 respondents from local undergraduates’ students from
Azman Hashim International Business School (AHIBS) local undergraduates to test the
reliability by using Google Form questionnaire and has collected 30 samples among Azman
Hashim International Business School local undergraduates. Below is the table of each variable
with each of their Cronbach’s Alpha Value. All of the value shows more than 0.7.

Findings

The expected findings show there is a positive relationship between Perceived Usefulness (PU),
Perceived Ease of Use (PEOU), Web content and purchase intention on Instagram among UTM
local undergraduate students.

Conclusion

The conclusion, this study will benefit the small-medium enterprise (SME) to help them
understand consumers’ behaviour on Instagram to fully adapted and utilized Instagram
application as e-business platform. This study also will help the SME to unlock their potential
to further explore and construct effective strategies to reach the right customer, that eventually
would boost their sales.
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