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ABSTRACT 

The phenomenon of online purchasing is rapidly gaining 

momentum. Observing the exponential growth of 

businesses in this trade indicates that there is still a vast 

untapped potential for online marketplace to thrive. The 

primary objective of this study was to investigate the 

influence of low complexity, security and privacy on online 

marketplace competitiveness, considering the moderating 

role of trialability. The advent of the internet has 

transformed the nature of trade, making online purchasing 

critical and directly associated with consumers. Data was 

collected from four hundred respondents via online social 

media groups who had experience using online 

marketplaces. The data analysis was conducted using SPSS 

and Smart PLS to evaluate the hypotheses. The research 

approach was deductive, and the study focused on 

quantitative methods. The results indicate that low 

complexity and security and privacy have a significant 

positive impact on, while trialability positively influences 

the relationship between low complexity and online 

marketplace competitiveness. Online marketplaces have 

revolutionized our lives, providing a seamless and optimal 

solution for our busy lifestyles. Moreover, this study 

contributes to knowledge and enhances our understanding 

of this topic. Although the study was conducted with 

earnest effort, it has certain limitations, mainly 

concentrating on online customers and overlooking 

conventional customers. 
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INTRODUCTION 

The proliferation of information and communication 

technologies has led to a tremendous surge in the 

population of internet users. This has revolutionized 

business practices, enabling online purchasing to emerge as 

an alternative option for consumers to perform purchases. 

Ecommerce sales is projected to reach $5 trillion in the USA 

and will also reach $ 27.33 trillion worldwide by the end of 

2022 (M. Yuen 2022). However, the rapid recovery of in-

store retail will cause a slowdown in the growth of 

ecommerce retail in the coming years. Consumers will 

resume visiting physical stores and expect retailers to 

provide tools that bridge the gap between digital and in-

person shopping experiences (Kim, Libaque-Saenz and Park 

2019).  

 

Online marketplaces face a continuous challenge of 

attracting new online customers and retaining existing ones 

to accelerate sales growth. This paper specifically highlights 

the importance of being competitive with regards to existing 

online customers to achieve sales growth. This perspective 

aligns with the understanding that for internet-based 

businesses to thrive, regardless of their geographical 

location, retailers must find ways to reduce customer 

acquisition costs (Bowen and Morris 2019, Hoffman and 

Novak 2000). 

 

Moreover, the process of acquiring new customers is costly, 

with expenses ranging up to five times higher compared to 

retaining existing customers (Kumar 2022). Additionally, 

repeat customers tend to spend approximately 67 percent 

more than new customers on average (Henry 2020). As a 

result, researchers have increasingly focused on the topic of 

online customer retention, recognizing it as a crucial factor 

for achieving competitive advantages (Antwi 2021, Beheraa, 

et al. 2020, Costa and Castro 2021) and a key determinant 

of success for online stores (Meilatinova 2021). 

 

Online marketplace platform hosts need to explore ways to 
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enhance customer retention. It is beneficial to gain insights 

into customers' intentions to continue purchasing using 

online marketplace platforms to be competitive. However, 

it appears that the aspect of being competitive with regards 

to in-person shopping has received less attention in research 

studies despite the abundance of research on online 

shopping (Chetioui, Lebdaoui and Chetioui 2021, Jaller and 

Pahwa 2020, Melović, et al. 2021, Rita, Oliveira and Farisa 

2019, Wai, et al. 2019). With the extensive potential in the 

realm of online purchasing, this study specifically examines 

the intention of consumers to continue using online 

marketplace for their purchases. We aim to develop and 

prove an integrated model of online shopping intention by 

exploring customer characteristics, insights after online 

purchases, the overall online purchasing experience, and the 

intention to continue shopping online. In the realm of 

consumer behavior and shopping, it is important to consider 

customer perceptions and experiences (Kaufmann and 

Vallade 2022), as well as psychographics that encompass 

aspects such as personality, and perceptions (Liu, et al. 

2019). These factors play a crucial role in influencing 

consumer behavior. The importance of shopping, 

particularly in physical stores, has always attracted the 

interest of researchers. However, with the extensive 

acceptance of the internet, it becomes critical to investigate 

its prospective relevance in the circumstances of continued 

online marketplace adoption. While previous studies have 

examined the intention of users to adopt a technology 

(Chau, et al. 2019, Chiu and Cho 2021, Darmansyah, et al. 

2020, Hu, et al. 2019, Leong, et al. 2021, Rahi, Khan and 

Alghizzawi 2021, Samar and Mazuri 2019, Saprikis, Avlogiaris 

and Katarachia 2020, Wang 2020), there remains a shortage 

of research focusing on the role of customer perception. 

This paper provides empirical findings that serve as a 

catalyst for further research in this field and contribute to 

advancing our understanding of continued online 

marketplace adoption. 

 

We aim to investigate customers' perception which includes 

online marketplaces’ complexities and security and privacy 

features, and trialability features and online shopping 

experiences. Therefore, the research question we seek to 

address is “what are the relationships between low 

complexity, compatibility, trialability, and online 

marketplace competitiveness ?” 
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LITERATURE REVIEW 

 

Online Marketplace (OM) 

In Malaysia, despite not having their headquarters located 

there, two major companies, namely Shopee and Lazada, 

dominate the online marketplace. According to Figure 1 

from (Statista 2022), Shopee and Lazada hold the first and 

second positions, respectively. Additionally, several local 

companies have achieved positions in the top 10 categories. 

Shopee has become the leading online marketplace in 

Malaysia due to its ability to attract over two million reliable 

Made-in-Malaysia sellers (Yee 2022). On the other hand, 

Lazada's marketing initiatives have successfully resulted in a 

doubling of online marketplace merchants with local sellers 

(Lazada 2022). With the increasing accessibility of digital 

technologies for small and medium enterprises (SMEs), their 

user-friendly nature and cost efficiency bring about 

advantages such as reducing overall costs in complex 

management processes. Moreover, these technologies 

foster collaboration and synergy among customers, 

suppliers, and businesses (Berends, et al. 2014, Walsh, 

Przychodzen and Przychodzen 2017). 

 

Figure 1: Top e-commerce Sites in Malaysia 

 

Source: Statista (2022). 

 

 

DOI 
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The foundation of this study is rooted in the principles of 

Diffusion of Innovations (DOI) theory. Diffusion pertains to 

the acceptance and integration of an innovation (such as a 

new technology, concept, or other novel idea) by individuals 

and groups (Lund, et al. 2020). Rogers characterizes the 

process of diffusion of innovations as an "information-

seeking and information-processing endeavor," wherein 

individuals utilize information to assess whether they will 

embrace and implement the said innovation (Rogers 2003). 

DOI is widely regarded as one of the most influential social 

theories of the 20th and 21st centuries, and it may be 

considered the most influential based on the number of 

citations to DOI works. Despite being proposed over fifty 

years ago, the DOI theory remains relevant and is still widely 

used today, transcending both time and disciplinary 

boundaries (Lund, et al. 2020). DOI is chosen due to its ability 

in predicting individual’s perception (technology 

complexity, security, and privacy) through its relative 

advantage of use when performing online shopping and the 

effect of trialability towards online shopping. As technology 

progresses, the use DOI has indicated its applicability in 

online learning (Taghizadeh, et al. 2022), purchasing 

sustainable products (Li, et al. 2021) (Li and Liu, 2014) and 

augmented reality use in mobile (Hung, Chang and Ma 

2021); although these studies have combined DOI with 

additional theories. Due to the similarity between the two 

main components of Diffusion of Innovations (DOI), namely 

relative advantage and complexity, and the crucial 

components of TAM (Technology Acceptance Model) and 

TAM2 (extended Technology Acceptance Model) known as 

perceived usefulness and perceived ease of use, respectively 

(Kaur, et al. 2020), this empirical study aims to expand upon 

the DOI theory by investigating the influence of customer 

perceptions, specifically towards technology complexity, 

security, and privacy. Our research primarily focuses on 

examining the significance of customer insights, 

perceptions, and online shopping experiences with 

emphasis on online marketplaces’ relative advantage 

towards competitiveness. 

 

Customer Perception 

Customer perception which pertains to the customer’s 

perceived value of online marketplace incorporates the 

elements of low complexity, compatibility and trialability 

using the DOI framework. The two kinds of online shopping 
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perceived value are the utilitarian value and experiential 

value (Lee and Overby 2004). Rational and goal-oriented 

shopping behaviors can be achieved through intentional and 

efficient product acquisition, also known as the utilitarian 

value (Mohd Satar, Dastane and Ma’arif 2019). This study 

uses the complexity and compatibility attributes to 

investigate the utilitarian value of customer perception, 

linked to online shopping experience. Meanwhile, 

experiential value encompasses the combined advantages 

and trade-offs derived from the online shopping process, 

encompassing aspects like entertainment, escapism, 

interactivity, and visual appeal. These elements contribute 

to enhancing the overall shopping experience for customers 

(Mir 2021). This study uses the trialability attribute to 

investigate the experiential value of customer perception, 

linked to online shopping experience.  

 

Relative Advantage 

Pertains to the added advantage of the innovation, product, 

or service being evaluated is in comparison to its 

predecessors. For instance, it may offer greater cost-

effectiveness, improved efficiency, or a higher level of 

prestige (Kaur, et al. 2020). Scholars have asserted that 

relative advantage, which aligns with the widely used 

measure of perceived usefulness in TAM (Longyara and Van 

2015), exhibits a strong positive correlation of relative 

advantage in DOI with intentions to use various products 

and services (Kaur, et al. 2020). Using these definitions, this 

research examines the competitiveness of online shopping 

by referring to it as an individual's inclination or intention to 

engage in future online shopping, specifically focusing on 

individuals who have previously made purchases via online 

marketplace platforms. 

 

OM Competitiveness 

Enhancing customer repurchase intention is considered a 

valuable strategy for gaining a competitive edge, as it 

demands less effort and time to retain existing customers 

compared to acquiring new ones (Widodo 2021). This study 

considers the elements of customer perception towards OM 

competitiveness. Since the growing presence of business 

players has intensified the competition among online 

marketplace companies and online sellers (Shi, et al. 2018), 

OM competitiveness can be influenced by repurchase 

intention factors pertaining to customer perception such as 
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complexity, security and privacy and trialability (Trivedi and 

Yadav 2020).  

 

Complexity 

Complexity is, “the degree to which the technology is 

perceived to be difficult to understand and use” (Rogers 

2003, p. 16). Complexity pertains to the utilization of 

internal characteristics, such as innovativeness, to enhance 

the knowledge of technology adoption (Min, So and Jeong 

2019). The adoption rate tends to be slower for products 

that are more complicated in terms of understanding and 

usage (Shirowzhan, et al. 2020). As product complexity 

grows, there is a rise in consumer loyalty since many 

perceive that the trust established is a result of the 

assistance provided by the intricate nature of the product 

(Panigrahi, Azizan and Shamsi 2021). However, as 

technologies become more convoluted, the likelihood of 

customers rejecting the product also increases (Rogers 

2003). Complexity in the online marketplace platform is 

perceived as needing additional time to understand the 

functionalities by the customers. This approach may reduce 

the platform’s usage and customer satisfaction. 

H1: Low complexity will have a positive significant effect 

towards online marketplace competitiveness. 

 

Compatibility 

Compatibility refers to, “the degree to which using 

innovation is perceived as consistent with 

the existing socio-cultural values and beliefs, past and 

present experience, and needs for potential adopters” 

(Rogers 2003, p. 240). Numerous previous studies have 

reported a significant impact of compatibility on user 

technology acceptance (Al-Rahmi, et al. 2019, Ali, et al. 

2019, Yuen, et al. 2021).  

 

Security and Privacy 

The relationship between compatibility pertaining to 

security and privacy aspects remains unexplored. Hence, 

this research aims to showcase a comprehensive perception 

of compatibility, specifically in relation to technology 

acceptance among online marketplace customers. The 

compatibility of online marketplace platforms aligns 

effectively with customers' "past values and beliefs." 
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H2: Security and privacy will have a positive significant effect 

towards online marketplace competitiveness. 

 

Trialability 

Trialability is defined as, “the degree to which an innovation 

may be tested on a limited basis”(Rogers 2003, p. 257). The 

rate of diffusion increases as the degree of trialability 

increases. This is because customers can try out the online 

marketplace service, evaluate its value, and further decide 

to accept or reject it. By enabling consumers to try the 

services, evaluate it, and then make a purchase commitment 

based on their assessment (Masri, et al. 2021), trials 

contribute to the ease of product or service diffusion. 

Cheaper fees can be implemented to encourage trials that 

lead to purchases. Additionally, trialability further 

contributes to customer comfort, leading to a greater 

willingness to adopt the services by the consumers 

(Panigrahi, Azizan and Shamsi 2021). Trialability reduces the 

consumers' perceived risk of purchasing the service (Wulf, 

Westner and Strahringer 2022). A user wants to try the 

product before adopting it, even if many people are 

recommending it (Kebritchi 2010). Based on previous 

assertions, the trialability attribute of innovation plays an 

important role in predicting online marketplace 

competitiveness. 

H3: Trialability will have a positive significant effect towards 

online marketplace competitiveness. 

H4: Trialability moderates the relationship between low 

complexity and online marketplace competitiveness. 

H5: Trialability moderates the relationship between security 

and privacy and online marketplace competitiveness. 

 

RESEARCH METHODOLOGY 

 

Model Development 

Based on DOI, complexity, security and privacy and 

trialability are used to explain towards the relative 

advantage of online marketplace competitiveness. OM 

competitiveness denotes the perceived superiority of online 

marketplace platforms over other e-commerce websites. 

This competitive advantage can attract more users, sellers, 

and customers due to its perceived superior features or 

services and lead to increased adoption and usage of the 

platform. Following DOI and considering selected variables 

used by (Ali, et al. 2019) with an online marketplace context, 
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we used selected key determinants of DOI which are 

complexity, security and privacy as independent variables to 

denote customer perception and trialability as moderating 

variable towards online marketplace competitiveness with 

the inclusion of demographics analysis of respondents as 

shown in Figure 2. 

 

Figure 2: Theoretical Framework 

 
 

Instrument 

The questionnaire comprised of two sections. First section 

in the questionnaire included gender, marital status, age, 

highest educational level, monthly income, and mobile 

phone network, preferred online payment method and top 

3 choices of online marketplaces for demographic data 

gathering. Second section comprised elements for 

measurement of independent, moderating, and dependent 

factors, with mandatory responses ranging from “Strongly 

disagree” to “Strongly agree” using Likert scale value of 1 to 

5 adapted from survey questions framework from Atkinson 

(2007). The use of DOI framework for technology adoption 

towards OM Competitiveness is shown in Table 1 adopted 

from Aizstrauta, Ginters and Eroles (2015). 

 

Table 1: Criteria for technology adoption evaluation 

Construct Elements Criteria Criteria description 

OM 

Competitiveness 

Relative 

advantage 

Economic 

profitability 

 

Economic profitability is an 

advantage of using this technology 

  Low initial cost Low initial cost is an advantage of 

using this technology 

  Decrease in 

discomfort 

Decrease in some kind of 

discomfort is an advantage of 

using this technology 
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  Social prestige Use of this technology advances 

the social prestige of the user 

  Savings of 

time/effort 

Saving of time and/or effort is an 

advantage of using this technology 

  Immediacy of the 

reward 
The benefits of using technology 

are immediate and that is an 

advantage of using this technology 

Security and 

Privacy 

Compatibility Social/cultural 

values and 

beliefs 

The use of technology is 

positioned as compatible with 

social/cultural values and beliefs 

  Previously 

introduced ideas 

The use of technology is 

positioned as compatible with 

previously introduced ideas 

  With client needs The use of technology is 

positioned as compatible with 

client needs 

Low Complexity Complexity Complexity of 

technology 

The technology is positioned and 

should be perceived by potential 

users as easy 

Trialability Trialability Trial availability There are mechanisms (free 

downloads, trial versions, 

prototypes), that enable the users 

to easily try the technology 

 

Data Collection 

The study items were adapted from the literature with 

regards to customers with experience using online shopping 

services such as Shopee and Lazada who are members in 

Facebook Groups. These social media groups were chosen 

as they comprise of online marketplace customers who 

eagerly share products’ reviews and suggest ways to use 

items purchased for the benefit of their members. To assess 

the competitiveness of online marketplaces on customer 

preferences, data collection via online survey forms was 

sent to users nationwide. This study uses a convenience 

sampling approach by utilizing a survey-based 

questionnaire. Convenience sampling has been used in 

earlier studies focused on online shopping (Mohamed, et al. 

2014, Ramayah and Ignatius 2005), virtual banking (Liao, et 

al. 1999) and online channel (Lu, et al. 2011). This sampling 

technique has been extensively employed with primary data 

sets and proven to be cost-effective (Zikmund 2003). Out of 

the 850 questionnaires distributed among the respondents, 

400 were deemed usable, resulting in a response rate of 

47.06 percent. Furthermore, the adequacy of our sample 
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size was validated by adhering to the approach outlined by 

Comrey and Lee (2013).  

 

RESULTS AND DISCUSSION 

 

Data Analysis 

In this study, SmartPLS 4 was employed to analyze the 

research model. Previous research has shown that SmartPLS 

is preferred over other tools due to its various advantages, 

such as the absence of normality and multicollinearity issues 

(Purwanto 2021, Sarstedt and Cheah 2019). Additionally, it 

can handle both simple and complex models effectively (K. 

K.-K. Wong 2019). The study utilized two models: the 

measurement model and the structural model. 

 

Profile of respondents 

The survey elements used for descriptive analyses to 

measure the frequency and range of populations are shown 

in Table 2. With the majority 54% of respondents being 

male, the highest age group logged is below between 25 to 

45 years and the lowest recorded is 46 years and above. 

With regards to marital status, married respondents make 

up the majority at 51.5%. It is important to note that the 

majority 38% of respondents have selected degree as the 

highest education level while the majority 33.3% of 

respondents choose their monthly income of RM1,500-

RM,999. 4G mobile phone usage was the most popular 

mobile phone feature of respondents garnering a total of 

84.5% as their mobile phone network coverage. Pertaining 

to the preferred payment type, online banking fetched the 

highest percentage of respondents at 32% with credit card 

being a second close of 31.25%. It should be noted that 

Shopee, Lazada, and Zalora have made the top 3 spots on 

most popular online marketplace by receiving 26.4%, 24.1% 

and 17.4% of respondents respectively.  

 

Table 2: Profile of respondents 
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Measurement Model 

Demographic Items Frequency Percentile

Gender

Male 216 54.0%

Female 184 46.0%

Marital status

Single 180 45.0%

Married 206 51.5%

Divorced      8 2.0%

Widowed 6 1.5%

Age

Less than 25 143 35.8%

25 - 45  162 40.5%

46 and above 95 23.8%

Highest education level

Secondary education 77 19.3%

College diploma 87 21.8%

University degree 152 38.0%

Masters 48 12.0%

Postgraduate cert/Diploma 29 7.3%

PhD 7 1.8%

Monthly income

Less than RM1,500 76 19.0%

RM1,500-RM2,999 133 33.3%

RM3,000-RM4,599 73 18.3%

RM4,600 and above 118 29.5%

Mobile phone network

3G 12 3.0%

4G 338 84.5%

5G 50 12.5%

Preferred online payment method

Cash 21 5.3%

Credit card 125 31.3%

Debit card 69 17.3%

e-Wallet 56 14.0%

Online banking 128 32.0%

All listed methods 1 0.3%

Top 3 choices of marketplace

Shopee 287 26.4%

Lazada 262 24.1%

Zalora 189 17.4%

GoShop 162 14.9%

Lelong.my 78 7.2%

Carousell 99 9.1%

Others 12 1.1%
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In the realm of measurement, the model analyzes the 

theoretical connections between items and a specific 

construct as shown in Figure 3. Within this measurement 

model, the outer model is employed to evaluate the 

robustness of the framework in terms of reliability and 

validity (Hair Jr, et al. 2017). The measurement model 

comprises three essential components which are content 

validity, convergent validity, and discriminant validity (Bhatti 

and Akram 2020). The measurement model is depicted in 

Figure 3 showing factors loading of all variable items and 

Cronbach’s alpha. 

 

Figure 3: Measurement Model 

 
 

Content validity is met when the loading of a particular 

construct surpasses that of items belonging to other 

constructs within the same rows and columns (Rehman et 

al., 2019). Table 3 illustrates that reliability can be evaluated 

through composite reliability (CR), which should be greater 

than 0.7, and validity can be assessed using the average 

variance extracted (AVE), which should be at least 0.50. The 

table also demonstrates that both CR and AVE meet the 

suggested criteria (Hair Jr, et al. 2017). 
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Table 3: Convergent validity 

 
 

The Fornell-Larcker criterion is used to ensure discriminant 

validity, where the square root of the average variance 

extracted (AVE) for each construct should exceed the 

correlation with any other construct within the framework 

(Fornell and Larcker 1981) as depicted in Table 4. Where 

else, the cross-loadings method is employed to establish 

discriminant validity in which the outer loading of each item 

associated with a specific construct should be higher than its 

loading on other constructs (Rasoolimanesh 2022) as shown 

in Table 5. 

 

Table 4: Discriminant validity using Fornell-Larcker criterion 

 
 

 

Table 5: Discriminant validity using cross loadings method 

Variables Items Factor Loading AVE CR R
2

OM Competitiveness 0.572 0.895 0.555

ARA1 0.744

ARA2 0.761

CRA1 0.853

CRA2 0.764

CRA3 0.741

CRA5 0.730

CRA6 0.723

CRA8 0.728

Low Complexity 0.585 0.763

FCM1 0.731

FCM2 0.765

FCM3 0.754

FCM4 0.806

Security and Privacy 0.576 0.864

SCP1 0.777

SCP2 0.757

SCP3 0.766

SCP4 0.743

SCP5 0.759

SCP6 0.752

Trialability 0.586 0.834

TR1 0.740

TR2 0.774

TR3 0.758

TR4 0.791

TR6 0.764

Variables LC OMC SP TR

Low Complexity (LC) 0.765

OM Competitiveness (OMC) 0.673 0.756

Security and Privacy (SP) 0.481 0.533 0.759

Trialability (TR) 0.494 0.599 0.638 0.766
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Structural Model 

 

The structural model (inner model) includes the discussion 

of both direct and indirect hypotheses. To assess the 

significance of the loadings and path coefficients in the 

model, the authors suggest performing bootstrap analysis 

with 5000 subsamples (Hair Jr, et al. 2017). This method is 

considered effective in establishing the statistical 

significance of the relationships in the model. Figure 4 shows 

bootstrap analysis values that portray significance of 

relationships. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: Structural Model without moderator 

Variables Items LC OMC SP TR

ARA1 0.579 0.744 0.378 0.416

ARA2 0.563 0.761 0.401 0.452

CRA1 0.492 0.853 0.456 0.555

CRA2 0.428 0.764 0.307 0.355

CRA3 0.526 0.741 0.402 0.471

CRA5 0.431 0.730 0.422 0.512

CRA6 0.479 0.723 0.400 0.369

CRA8 0.545 0.728 0.436 0.464

FCM1 0.731 0.548 0.370 0.398

FCM2 0.765 0.544 0.368 0.370

FCM3 0.754 0.468 0.298 0.319

FCM4 0.806 0.486 0.429 0.417

SCP1 0.389 0.515 0.777 0.450

SCP2 0.370 0.304 0.757 0.522

SCP3 0.378 0.351 0.766 0.498

SCP4 0.370 0.371 0.743 0.482

SCP5 0.342 0.413 0.759 0.468

SCP6 0.340 0.410 0.752 0.507

Trialability (TR) TR1 0.360 0.396 0.493 0.740

TR2 0.347 0.369 0.425 0.774

TR3 0.385 0.540 0.529 0.758

TR4 0.344 0.396 0.486 0.791

TR6 0.430 0.529 0.486 0.764

OM 

Competitiveness 

(OMC)

Security and 

Privacy (SP)

Low Complexity 

(LC)
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Table 6 demonstrates the three direct hypotheses between 

dependent and independent variables. The hypotheses tests 

revealed significant positive effect of low complexity on OM 

competitiveness (H1: Low Complexity ---> OM 

Competitiveness, β= 0.472, t= 10.289, p= 0.000). This is 

justified with prior studies that shows the negative 

relationships between complexity and perceived usefulness 

towards Uber mobile application adoption demanding 

fewer complex functions (Min, So and Jeong 2019). The 

significant positive effect of security and Privacy on OM 

competitiveness (H2: Security and Privacy ---> OM 

Competitiveness, β= 0.122, t= 2.174, p= 0.000) is further 

justified with prior study that reaffirms the positive 

significance of security towards mobile wallet adoption 

(Shaw, Eschenbrenner and Brand 2022). Furthermore, the 

tests also revealed significant positive effect of trialability on 

OM competitiveness (H3: Trialability ---> OM 

Competitiveness, β= 0.288, t=5.302, p= 0.000). Prior studies 

justify the significance of trialability towards adoption and 

continued use of technology (Panigrahi, Azizan and Shamsi 

2021, Wulf, Westner and Strahringer 2022). Hence, H1, H2 

and H3 are supported and accepted. 

 

Table 6: Hypotheses testing of direct relationships  
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There are two indirect hypotheses where the moderating 

effect is tested as depicted in Figure 5. Referring to Table 7, 

the moderating effect of trialability on the relationship 

between low complexity and OM competitiveness is 

significant (H4: Trialability * Low Complexity ---> OM 

Competitiveness, β= -0.101, t= 2.310, p= 0.021) and is 

accepted. The simple slope analysis depicted in Figure 6 

shows the significance whereby one standard deviation 

increase in trialability would cause 0.472+(-0.101) change in 

relationship between low complexity and OM 

competitiveness. Additionally, one standard deviation 

decrease in trialability would cause 0.472-(-0.101) change in 

relationship between low complexity and OM 

competitiveness. Hence, trialability positively moderates 

the relationship between low complexity and OM 

competitiveness. Meanwhile, the moderating effect of 

trialability on the relationship between security and privacy 

and OM competitiveness is insignificant (H5: Security and 

Privacy * Low Complexity ---> OM Competitiveness, β=-

0.029, t= 0.680, p= 0.497) is not accepted. Delving in the 

realm of trust as part of security and privacy, prior study has 

shown that privacy enablement does not influence the use 

of technology which relates to the insignificant moderation 

effect of trialability (Wong, et al. 2023). Additionally, this 

shows that OM customers are more concerned on the ease 

of use of the online platform related to added perks when 

purchasing online rather than being anxious on how their 

private information is available online. As shown in Table 7, 

H4 is supported and accepted while H5 is not supported and 

rejected.  

 

Figure 5: Structural Model with moderator  

Hypotheses Paths Beta 

value

Sample 

mean

Standard 

deviation

T-values P-values Results

 H1: Low Complexity -> OM Competitiveness 0.472 0.471 0.046 10.289 0.000 Significant

 H2: Security and Privacy -> OM Competitiveness 0.122 0.126 0.056 2.174 0.030 Significant

 H3: Trialability -> OM Competitiveness 0.288 0.287 0.054 5.302 0.000 Significant
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Table 7: Hypotheses testing of indirect relationships 

 
 

Figure 6: Simple slope analysis: moderating effect of trialability  

 
 

 

CONCLUSION 

Hypotheses Paths Beta 

value

Sample 

mean

Standard 

deviation

T-values P-values Results

  H4: Trialability x Low Complexity -> OM Competitiveness -0.101 -0.099 0.044 2.310 0.021 Significant

  H5: Trialability x Security and Privacy -> OM Competitiveness 0.029 0.027 0.043 0.680 0.497 Insignificant
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The method of sharing information has undergone 

significant transformations both at the domestic and global 

levels. E-commerce has revolutionized our lives and 

provided a seamless solution towards enhancing user 

experiences. Moreover, this research has contributed 

valuable insights to the understanding of the deductive 

approach and employed a quantitative methodology. The 

primary objective of this study was to investigate how low 

complexity, security and privacy impact online marketplace 

competitiveness while also considering the moderating role 

of trialability. 

 

This study contributes to the field of OM competitiveness. 

However, there exist certain limitations in whereby the 

focused respondents were solely online marketplace 

customers which disregarded conventional shoppers. 

Future studies should consider both online and conventional 

customers and explore other relevant factors. Additionally, 

as this study utilized moderators, any upcoming research 

could consider further research on mediators as well. 

 

The considerable significance of this study offers a wealth of 

insights that can be utilized for governmental decision-

making, policy development, and guiding online 

marketplace merchants. By specifically addressing low 

complexity and trialability, it has the potential to enhance 

OM competitiveness. The valuable practical suggestions for 

upcoming OM merchants hold significant importance for 

platform providers and merchants seeking motivation in this 

domain. Low complexity, security and privacy, trialability 

and online marketplace competitiveness are the variables of 

current research and hence enables the opportunity for 

upcoming researchers who want to study and are further 

interested in this area. 
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