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	Variables
	Operational definition
	Items measuring the variable
	Sources adopted/adapted

	DV - 
Online Shopping

	Consumer behaviour in various retail formats, including online shopping. It implies that online shopping is a retail format where consumers can access a wide range of products and services, often with the convenience of home delivery and the ability to shop at any time (Fox, E. J. et al., 2004).

	1. I intend to continue using online shopping in the future.
2. I will continue using online shopping in the future.

SELF DEVELOPED

Scale: To what extent do you agree with the following statements, 
Indicate from: 
(1) Strongly disagree - (4) Strongly agree

	 Chang, et al. (2005)

	IV1 -
Convenience
	Consumers do not have to leave their home nor travel to find and obtain merchandise online. They can also browse for items by category or online store (Szymanski et al., 2000).
	1. I find online shopping is convenient.
2. Online shopping can be done from any place.
3. I can buy products which are not easily available in nearby markets.
4. I can save myself from the market crowd.
5. I feel convenient by online shopping at home.

Adopted from: Jadhav, V., & Khanna, M. (2016)

Scale: To what extent do you agree with the following statements, 
Indicate from: 
(1) Strongly disagree - (5) Strongly agree
	Jadhav, V., & Khanna, M. (2016)

	IV2 -
Time saving 

	Online shopping saves time during the purchasing of goods and it can eliminate the travelling time required to go to the traditional store (Rohm and Swaminathan, 2004).
	1. Shopping over the internet would allow me to do shopping more quickly.
2. Online shopping takes less time to purchase.
3. Online shopping takes less time in evaluating and selecting a product.
4. Online shopping does not waste time.
5. I can shop whenever I want.

Adopted from: Nur Harisa, A. (2018)

Scale: To what extent do you agree with the following statements, 
Indicate from: 
(1) Strongly disagree - (5) Strongly agree

	 Nur Harisa, A. (2018)

	IV3 -
Perceived usefulness
	Perceived usefulness refers to the users’ perception that using a website would result in a useful and faster online shopping experience as compared to an experience at a traditional store (Dash & Saji, 2007).
	1. Online shopping enables me to make purchases more quickly than at traditional stores.
2. Online shopping improves my ability to make the right decisions about products.
3. Online shopping is more useful than traditional shopping.
4. I find exactly what I want in an online store.

Adopted from: Alyami, E., & Spiteri, L. (2015)

Scale: To what extent do you agree with the following statements, 
Indicate from: 
(1) Strongly disagree - (4) Strongly agree

	Alyami, E., & Spiteri, L. (2015)

	IV4 -
Privacy
	Privacy denotes the extent to which an online shopping website is proven to be safe and safeguards the shoppers’ information (Monsuwe et al., 2004).
	1. I would likely to do online shopping if the level of online	security is well taken care of.
2. A good	 authentication of a website leads me to shopping frequently from a website. 
3. I want the ability to access my personal information on the website to ensure that it is accurate and complete.
4. I believe that internet online shopping will secure my personal information.

Adopted from: Farah et al. (2018)

Scale: To what extent do you agree with the following statements, 
Indicate from: 
(1) Strongly disagree - (4) Strongly agree
	 Farah et al. (2018)

	IV5 - 
Trust


	Discovered trust as an individual variable which can be determined by integrity, benevolence and competence (Lin, H., & Labiod, H., 2011).
	1.	The internet shopping site is trustworthy.
2.	I trust in the benefits of the decision of the internet shopping sites.
3.	Internet shopping site keeps its promises and commitments.
4.	I trust internet shopping sites.
5.	Making payments on the internet is secure.

Adopted from: Ali et al (2020)

Scale: To what extent do you agree with the following statements, 
Indicate from: 
(1) Strongly disagree - (5) Strongly agree

	Ali et al. (2020)



***Minimum numbers of IV is 3 and Maximum is 5. Each Variable must have items adopted/adapted from previous studies. No specific numbers of item for each variable. However, it should not consist too many items (3 - 10) to reduce response time***
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