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Abstract 

Omni channel has gained particular attention among both scholars and practitioners as the 

future of retail shopping. Our study aims to identify the determinant factors (i.e. perceived ease 

of use, perceived usefulness, perceived security, and perceived personalisation) influence 

purchase intention towards Omni channel, and provide a comparison between young Muslim 

and non-Muslim consumers. We collected 421 useable data for this study. Our respondents 

were young consumers who have had prior purchasing experience with the Omni channel 

stores. Our findings discovered that the perceived ease of use, perceived usefulness, perceived 

security, and perceived personalisation were the predictors of purchase intention in Omni 

channel among young consumers in Malaysia. Nevertheless, there was no significant 

difference between young Muslims and non-Muslims in Malaysia, except for purchase 

intention. Young consumers in Malaysia seems to be more homogenous with Omni channel 

since they are a digital native generation.      

 

Keywords:  Omni channel, Technology Acceptance Model, purchase intention, young Muslim 

consumers 
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Introduction 
 

Technology has changed us not just with what we do and how we live, it has fundamentally 

transformed us as people and as a culture (Kadirov et al., 2020; Mirsch, Lehrer, & Jung, 2016; 

Schwab, 2015). It is an age characterised by 'consumer power' which affects every aspect of 

the business (Melero, 2016). With Apple at the forefront of user-friendliness, shopping is just 

a "swish" forward, and Netflix knowing you well enough to recommend a video–consumer 

expectations have skyrocketed and raised the bar across sectors dramatically. Consumers are 

now seeking a seamless consumer experience through a streamlined buying process made 

possible by new technological improvements. These processes need to be studied from the 

Islamic marketing perspective (Kadirov, 2014; 2018; 2019; 2021).  

Technology has increased the number of potential contact points between customers and 

retailers while reducing the barriers between offline and online (Brynjolfson, Hu, & Rahman, 

2013), with 80% of consumers using some form of technology while purchasing either online 

and offline (MasterCard, 2016). Nowadays, users switch in and out of their networks and touch 

points as they see fit (Melero, 2016; Mirsch et al., 2016). Since they only consider that there is 

‘a unique, technology-enabled platform that puts all the touch points together' (Bloomberg, 

2014). To explain, a purchase might start by finding the product information online, followed 

by visiting a physical store to assess the product and then order it via smartphone.  

Omni channel is recognised as much more than just a marketing buzzword to analysts and 

professionals alike (Bloomberg, 2014; Verhoef, 2015) and has been recognised as a top priority 

internationally for coping successfully with the changing business world (Melero, 2016; 

Verhoef, 2015). Researchers claim that Omni channel is a central part of the future of retailing 

(Brynjolfson et al., 2013; Mirsch et al., 2016; Pantano & Viassone, 2015; Piotrowicz, 2014) 

with Omni channel features evolving from ‘nice-to-have’ to ‘must-haves’ (Bell, 2014; Peltola, 

Vainio, & Nieminen, 2015). Therefore, it is more important than ever for retailers to fully 

understand consumer expectations. When shopping, the Omni shoppers that push these 

improvements use several outlets and have been described as the most important customers of 

the companies (Pantano & Viassone, 2015; Stone, 2002; van Baal & Dach, 2005). Although 

75 percent of customers are already using two or more outlets in their purchasing process 

(Melero, 2016), their global market reach is steadily growing (MasterCard, 2016; Schlager & 

Maas, 2013; Yurova et al., 2017). Therefore, predicting the drivers of Omni shoppers’ 

behaviour is vital for marketers. We have five research questions in this study namely; 1) Does 

perceived ease of use (PEOU) influence consumer purchase intention towards Omni Channel? 

2) Does perceived usefulness (PU) influence consumer purchase intention towards Omni 

Channel? 3) Does perceived security (PS) influence consumer purchase intention towards 

Omni Channel? 4) Does perceived of personalisation (PP) influence consumer purchase 

intention towards Omni Channel? 5) Does young Muslim and non-Muslim consumers differ 

on perceived ease of use, perceived usefulness, perceived security, perceived of 

personalisation, and purchase intention? 
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Hypotheses Development  
 

Perceived Ease of use 

 

The perceived ease of use (PEOU) is characterised as the degree of effort-free use of a specific 

system by an individual (Davis, 1989) when it comes to technology at various points of 

reference during the purchasing process (Juaneda-Ayensa, Mosquera, & Murillo, 2016; 

Venkatesh, James, & Xu, 2012). It is one of two main determinants of the TAM system 

(Venkatesh & Davis, 2000) and is often interchangeably used by Venkatesh et al. (2012), which 

establishes a strong functionality of development activity demand (San Martín & Herrero, 

2012). This parameter has the consequence of fast use. Davis (1989) indicates that a user-

friendly design is more appropriate for users, and the architecture has been theorised to be 

closely linked to "personal convictions and operational awareness" (Venkatesh & Bala, 2008), 

which require technical and functional practice and use of skills. Individuals also begin to 

understand how simple it is to use by anchoring it to their overall system values. This 

assumption is then revised on the grounds that the particular system has had practical 

experience (Venkatesh & Bala, 2008). Nevertheless, ease of use can be argued to influence 

usefulness as the easier it is to use, the more useful it will be (Venkatesh & Davis, 2000). In 

several previous studies, ease of use overall has shown a positive effect on the purchase intent 

(Davis, 1989; Juaneda-Ayensa et al., 2016; Venkatesh et al., 2012). Unlike practicality, 

however, it has no direct impact on behavioural purpose (Venkatesh & Davis, 2000). Cha 

(2011) showed that ease of use does not have a positive effect on the intention of purchases for 

online goods. Hence, it was hypothesised that:  

H1: Perceived ease of use positively influence consumers’ purchase intention on Omni 

channel. 

Perceived Usefulness  

 

Venkatesh et al. (2012) described user-friendliness as the advantages of consumer experience 

in software use and as how it is viewed to improve efficiency (Davis, 1989). This affects the 

utility value of a process (Pantano & Di Pietro, 2012). Venkatesh and Davis (2000) suggested 

that a mental assessment of the capacities of a process in relation to the function to be done is 

partially the interpretation of functionality. Since it is built from need, the building is often 

used interchangeably with the result assumptions (Venkatesh et al., 2012). This mechanism has 

increasingly become the strongest predictor of action expectations, as demonstrated by a strong 

commitment to a certain technology based on what quality it offers and how simple it is to 

produce expected performance (Davis, 1989; Juaneda-Ayensa et al., 2016; Venkatesh et al., 

2012; Venkatesh, Morris, Davis, & Davis, 2003). Therefore, it was hypothesised that: 

H2: perceived usefulness positively influence consumers’ purchase intention on Omni channel. 

 

Perceived Security  

 

The confidentiality of personal data (Jones, 1991) and responsibility for inconsistencies during 

purchasing (Fortes & Ritas, 2016; Pantano & Di Pietro, 2012) are important to online and 

offline advertising literature. Due to safety concerns, customers may be reluctant to give 

retailers personal and online payment information (Yenisey, Ozok, & Salvendy, 2005). The 
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"perception of consumers that Omni channel technology strategy includes the history of 

information security" is described as "security within an Omni channel context" (Juaneda-

Ayensa et al., 2016). It applies to the belief that sensitive information can be sent via the 

Internet (Cha, 2011; Escobar-Rodríguez & Carvajal-Trujillo, 2014) and to how far the person 

understands the institutional mechanisms and frameworks that operate to maintain 

confidentiality (Xu & Gupta, 2009). Cha (2011) has shown that security is a factor affecting 

customer purchasing behaviour, and several researchers (Frasquet, 2015; Salisbury, 2001) have 

suggested that security will have a positive effect in online buying intentions. Previous analysis 

also conjointly found that customers are sensitive to privacy and security problems because of 

the fears like fraud and spam (Wolfinbarger & Gilly, 2003). Consequently, lack of confidence 

by the absence of security and privacy of the location can become obstacles that stop e-

Commerce development (Cristobal, 2007). However, Kim (2009) and Fortes and Ritas (2016) 

indicates that the opposite definition – risk interpreted, in line with the previous debate – will 

have a negative effect on purchasing intention. Yet, Juaneda-Ayensa et al. (2016) reported that 

protection has no significant impact on buying decisions within the clothing industry in an 

Omni channel environment. 

Overall, previous researchers had outlined security and privacy contend a big role in 

consumers’ assessment of an internet website, influences perceptions of overall quality, 

satisfaction, and get intention notwithstanding cultural worth and kinds of net merchandising 

(Francis, 2009; Kim, Kim, & Lennon, 2011). The need for security is an important factor in e-

commerce, by offering the option of traditional in-store payment, which nullifies the effect of 

perceived risk in e-commerce. In this sense, Omni channel stores offer an opportunity to attract 

more conservative consumers who perceive an increased risk in e-commerce to a more 

interactive scenario in which retailers can use new technologies to manage customer 

relationships based on direct contact in the physical store. Thus, it was hypothesised that: 

H3: Perceived security positively influence consumers’ purchase intention on Omni channel. 

 

Perceived Personalisation  

 

More than 85% of shoppers in Omni are seeking tailored buying experience from the 

advancement of large-scale information processing and machine learning, resulting in an 

emphasis on personalisation in retailers of the Omni channel strategy (Purcarea, 2016). 

Bălășescu (2013) emphasised that retailers need to be interconnected through offline and online 

touch points to allow this personal connection with customers. According to Rogers (2003), 

personalisation is able, based on specified or inferred expectations and previous behaviour, to 

deliver an individual and tailor-made interaction strategy. The opportunity to provide 

personally tailored information aims to meet the desires and actions of customers (Pappas, 

Giannakos, & Chrissikopoulos, 2012; Pappas, 2014). Personalisation can be defined as actual 

personalisation or personalisation thought. Actual personalisation occurs when the 

organization intentionally customises and delivers an email based on information already 

gathered (Li, 2016). In the meantime, a perceived personalisation is "dependent on the receivers 

who perceive the message that fits their preferences" (Li, 2016) and is solely consumer-focused 

(Komiak & Benbasat, 2006). A few studies also highlight that the positive results of 

modification are accomplished only when the sender understands that the text corresponds to 

their desire (Roberts, 2003). Meanwhile, Noar (2009) shows that customised messages are 
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more effective than non-personalized messages. However, Pappas (2014) prove that 

personalisation in an online shopping sense contributes to positive emotions. The more fun the 

experience is, the more likely it will result in use and the more the purchase intentions will be 

enjoyed (Pappas et al., 2012; Pappas, 2014). Individualisation in a variety of contexts has 

shown an effect on product motivation (Pappas, 2014). Ha and Stoel (2009) argued that design 

information makes behavioural intent more quickly, and Zhang (2010) proved that 

personalisation greatly influences the intent of the transaction. Overall, when these factors are 

implemented correctly, personalisation can offer an appealing, cost-effective way for 

consumers to form an emotional connection to a particular product or brand, while retailers 

enjoy increased loyalty, intention and customer satisfaction rates. Theory on technology 

adoption, such as the TAM model, should be expanded to include the impact of the customised 

nature of technology, as described in Komiak and Benbasat (2006). Therefore, it was 

hypothesised that: 

H4: Perceived personalisation positively influence consumers’ purchase intention on Omni 

channel. 

 

Purchase Intention  

 

In many studies on consumer behaviour and technology adoption (Frasquet, 2015; Pappas, 

2014; Venkatesh & Davis, 2000), the construct of behavioural intention has been researched 

as a dependent variable and is affected by a variety of predictors. The purpose of conduct 

captures the motivational factors that motivate a person to conduct a certain conduct, and it 

demonstrates how intensely people will attempt to conduct this action (Ajzen & Fishbein, 

1980). Different research studies (Agarwal & Prasad, 1998; Juaneda-Ayensa et al., 2016; 

Khalifa & Liu, 2007) have taken behavioural intent as a buy intention. Intent to purchase refers 

to the desire and option of the customer to buy on one of the distributor's platforms (Juaneda-

Ayensa et al., 2016; Pantano & Viassone, 2015). This analysis thus tests the willingness of the 

customer to buy as the dependent factor expectation to purchase. 

 

Religion differences  

Malaysia is a multi-ethnic country with a diverse cultural background and a plural society  

(Fontaine, Richardson, & Peik Foong, 2002; Westwood & Everett, 1996). Islam is considered 

to be the religion of the Federation in Malaysia (Fernando, 2006), where the majority of the 

population are Muslims (61%) (Statista, 2019). Despite living in the same country, the 

multifaceted Malaysian population consists of various ethnicities, cultures, and religions 

(Milner, 1991). Therefore, it was hypothesised that:  

H5: There is a difference of perceived ease of use, perceived usefulness, perceived security, 

perceived personalisation and purchase intention on Omni channel between young Muslims 

and young non-Muslims.  

Methodology 
 

Our study focuses on the Generation Y (Gen Y) in Malaysia. Gen Y has a greater number of 

members in Malaysia (Department of Statistics Malaysia, 2010; 2012), and they also represent 
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the future Malaysian consumers (Sharipudin, Fam, & Gazley, 2020). We conducted the study 

at major universities in Malaysia due to time and financial constraints. The respondents 

consisted of current undergraduate students. Each individual has an equal opportunity to 

participate in this study. The respondents were briefed that the participation in this study was 

strictly anonymous and voluntary.  

Measures 

 

Questionnaires were used for data collection in this study in order to obtain a more up-to-date 

information from respondents. In order to test the research hypothesis, the questionnaire sample 

was designed to collect all information on the online review towards purchase intention. We 

adapted the perceived ease of use and perceived usefulness scale from Davis (1989). 

Meanwhile, the perceived security item was adapted from Cha (2011), and the perceived 

personalisation was from Pappas (2014). Finally, purchase intention item was adapted from 

Juaneda-Ayensa et al. (2016). 

Results 

 
Table 1 shows that the majority of respondents were aged 21-23 (43%), followed by ages 24-

30 (38.2%) and 18-20 (18.8%). In terms of religion, Muslim contributed to a large number of 

the respondents (50.4%) as compared to other non-Muslim groups. Meanwhile, a majority of 

the respondents were females (62.2%) as compared to males (37.8%). 

Table 1: Respondent profiles 

Demographic  Frequency Percentage (%) 

Gender 

Male 

Female 

Age: 

159 

262 

37.8 

62.2 

18-20 79 18.8 

21-23 181 43.0 

24-30 161 38.2 

Religion:   

Muslim 212 50.4 

Non-Muslim 209 49.6 

 

Hypotheses Testing 

 

A multiple regression analysis was conducted to antecedents’ factors of Omni channel towards 

purchase intention among young consumers in general (H1-H4). The results show that the 

model explained 76.4% of the variance and that the model was a significant predictor of 

purchase intention. A significant regression equation was found R2 = .764, F (4, 346) = 

145.452, p = .000. While PEOU contributed significantly to the model (β = 0.263, p < .01), PU 

contributes (β = 0.390, p < .01), PS contributes (B = 0.200, p < .01), and PP contribute (B = 

0.455, p < .01). Thus, all H1, H2, H3 and H4 were supported.  
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For H5, an independent-samples t-test was conducted to compare the PEOU, PU, PS, PP, and 

PI scores for young Muslim and non-Muslim.  Our results found that young Muslim and non-

Muslim were not statistically significant difference for PEOU (Muslim, M = 35.10, SD = 

8.174), and non-Muslim (M = 34.79, SD = 9.722; t (419) = .354, p =.724), PU (Muslim, M = 

30.80, SD = 6.328), non-Muslim (M = 30.34, SD = 8.675; t (419) = .612, p =.541), PS (Muslim, 

M = 29.59, SD = 6.093), non-Muslim (M = 29.12, SD = 8.739; t (419) = .641, p =.522), PP 

(Muslim, M = 15.55, SD = 3.036), non-Muslim (M = 15.33, SD = 4.309; t (419) = .598, p 

=.550). The only statistically significant difference was PI (Muslim, M = 32.59, SD = 5.714), 

non-Muslim (M = 31.07, SD = 8.283; t (419) = .2.198, p =.028 (p<0.05). 

 

Conclusion 

 
The result indicates that perceived ease of use, perceived usefulness, perceived security, and 

perceived personalisation are the predictors of purchase intention among young consumers.  

However, in the case of young Muslims and non-Muslims in Malaysia, there was an absence 

in the difference of their behavior based on the perceived ease of use, perceived usefulness, 

perceived security, and perceived personalisation towards the omni-channel retailing. We note 

that these effects need to be thoroughly examined from the Islamic causality perspective 

(Kadirov et al., 2021). In contrast, purchase intention was the only difference found.  It could 

be argued that this might stem from the fact that a majority of the respondents were of 

Generation Y. This generation is particularly seen to be composed of digital natives and are 

technology savvy. Thus, they are considerably familiar with technology, and would not have a 

serious problem with using the Omni channel.  
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