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ABSTRACT

The advancement of technology nowadays has led to the changes of human lifestyle
by providing opportunities for them to access internet anywhere they want using the
mobile gadgets. This situation allows the users to purchase goods and services
through online store, especially from the online stores on social media network sites
like the apparel stores on Facebook. This situation creates opportunities to individual
and organization to start doing online business. However, not all of the online
retailers manage to survive in the virtual market for a long period of time due to poor
business strategy plan. Therefore, the purpose of this study was to investigate the
influence of the business strategy of online apparel retailers on Facebook using the
marketing mix model towards the consumers’ attitude among School of Business
Management (SBM) female postgraduate students while making purchasing
decision. A survey data was collected from a total number of 197 SBM, Universiti
Utara Malaysia female postgraduate students as respondents, and the data was
analyzed by using the Statistical Package Social Science (SPSS) 22" version
software. Based on the analysis findings, it was found that the product strategy,
distribution strategy and promotion strategy has a positive significant relationship
with the female consumers’ attitude, while the price strategy was found not to be
significant to female consumers’ attitude. Promotion strategy showed the strongest
positive relationship with the female consumers’ attitude compared to the other
independent variables. Recommendations and suggestions that can be used by future
researchers and apparel online retailers have been suggested at the end of the study.

Keywords: business strategy,marketing mix model, female consumers’ attitude,
apparel online retailers, Facebook



ABSTRAK

Kemajuan teknologi pada masa kini telah membawa kepada perubahan gaya hidup
manusia dengan menyediakan peluang kepada mereka untuk mengakses internet di
mana-mana sahaja dengan menggunakan peranti mudah alih. Keadaan ini telah
membolehkan pengguna untuk membeli barangan dan perkhidmatan melalui kedai
dalam talian, terutamanya daripada kedai-kedai dalam talian di laman rangkaian
media sosial seperti kedai pakaian di halaman Facebook. Keadaan ini mewujudkan
peluang kepada individu dan organisasi untuk mula melakukan perniagaan atas
talian. Walau bagaimanapun, tidak semua peniaga dalam talian berjaya bertahan di
pasaran maya untuk tempoh masa yang panjang. Oleh yang demikian, tujuan kajian
ini dijalankan adalah untuk mengkaji pengaruh strategi perniagaan dengan
menggunakan model campuran pemasaran keatas sikap pengguna wanita dalam
kalangan pelajar-pelajar pasca-siswazah perempuan daripada Pusat Pengajian
Pengurusan Perniagaan semasa membuat keputusan pembelian barang di kedai
pakaian atas talian dalam halaman Facebook. Data kajian telah dikumpul daripada
seramai 197 orang pelajar pasca-siswazah perempuan Pusat Pengajian Pengurusan
Perniagaan, Universiti Utara Malaysia sebagai responden, dan data dianalisis dengan
menggunakan perisian Statistical Package Social Science (SPSS) versi ke-22.
Berdasarkan dapatan analisis, didapati bahawa strategi produk, strategi pengedaran
dan strategi promosi mempunyai hubungan yang signifikan positif dengan sikap
pengguna wanita, manakala strategi harga didapati tidak mempunyai hubungan yang
signifikan dengan sikap pengguna wanita. Strategi promosi telah menunjukkan
hubungan positif yang kuat dengan sikap pengguna wanita, berbanding dengan
pembolehubah bebas yang lain. Saranan dan cadangan yang boleh digunakan oleh
penyelidik dan peniaga pakaian atas talian pada masa depan telah dicadangkan pada
akhir kajian.

Kata Kunci: strategi perniagaan, model campuran pemasaran, sikap pengguna
wanita, peniaga pakaian atas talian, Facebook
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CHAPTER 1

INTRODUCTION

1.0 Introduction

The introduction chapter gives introductory information regarding this research
study. The researcher briefly explains the background of the study, problem
statement, research question, research objective, scope of study, significance of
study, operational definition, and last but not least the explanation of the organization

of remaining chapters.

1.1 Background of the Study

Nowadays, the emergence of science and technology sector has really changed the
way we perform our daily activities; from a simple task like cooking our food, to a
more complex task like performing business collaboration via web conferencing
meeting across the continents. Technology by itself is a vast area of practices and
internet is one of the prominent technology practices in a current human
surroundings. By using internet technology, people manage to do their task

anywhere, anytime and free-without any boundaries.

Moreover, the advancement technology of mobile devices like mobile phone, tablets,
and portable WiFi router allow users to access internet anytime whenever they want
to do it. Not only that, the development of technology provides another alternative

for users to do merchandise purchasing, which is by doing online shopping,



The contents of
the thesis is for
internal user
only



REFERENCES

Abdul Ghafar, M.N. (2003). Reka Bentuk Tinjauan Soal Selidik Pendidikan. Skudai:

Universiti Teknologi Malaysia.

Abiodun, A. (2013). Challenges Militating against Adoption of Online Shopping in
Retail Industry in Nigeria. Journal Of Marketing Management, 1(1); June
2013, pp. 23-33.

Adielsson, J. & Leivo, J. (2015). TO STANDARDIZE OR TO ADAPT THE
MARKETING MIX: EXPLORING ONLINE RETAILING IN THE NORDIC
REGION.

Biggs, M. (2000), “Enabling a successful e-business processmap”, Infoworld,Vol.
22. No. 10, pp. 64-5.

Block, J.H, Kohn, R, Miller, D, & Ullrich, K. (2014). Necessity entrepreneurship and
competitive strategy. Small Business Economics: an entrepreneurship journal.
d0i:10.1007/s11187-014-9589-x

Boyd, d. & Ellison, N. (2007). Social Network Sites: Definition, History, and
Scholarship. Journal Of Computer-Mediated Communication, 13(1), 210-230.
http://dx.doi.org/10.1111/j.1083-6101.2007.00393.x

Chaffey, D. (2016). Global Social Media Statistics Summary 2016. Smart Insights.

Retrieved 24 April 2016, from http://www.smartinsights.com/social-media-

marketing/social-media-strategy/new-global-social-media-research/

Che Nawi, N. (2012). Small Online Apparel Businesses In Malaysia: A Framework

for Customer Satisfaction.

Chng, C. (2014). Statistics Proves That Malaysians Love To Do Their Shopping
Online. Vulcan Post. Retrieved 2 March 2016, from

https://vulcanpost.com/14127/statistics-malaysians-love-shopping-online/

Chrisman, J. & Danforth, G. (1993). STRATEGY AS A DETERMINANT OF THE
PERCEIVED VALUE OF OUTSIDER ASSISTANCE TO NEW

82


http://dx.doi.org/10.1111/j.1083-6101.2007.00393.x
http://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
http://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
https://vulcanpost.com/14127/statistics-malaysians-love-shopping-online/

VENTURES: AN EXPLORATORY STUDY. Journal Of Small Business
Study.

Chua, Y.P. (2006). Kaedah Penyelidikan. Shah Alam: McGraw-Hill.

Darban, A. & Li, W. (2012). The Impact of Online Social Networks on Consumers’
Purchasing Decision: The Study of Food Retailers (Master Degree). Jonkoping

University.
Degu, G. & Yigzaw, T. (2006). Research Methodology.

Dennis, C., Morgan, A., Wright, L., & Jayawardhena, C. (2010). The influences of
social e-shopping in enhancing young women's online shopping
behaviour. Journal Of Customer Behaviour, 9(2), 151-174.
http://dx.doi.org/10.1362/147539210x511353

Dominici, G. (2009). From Marketing Mix to e-Marketing Mix: a literature overview
and classification. 1JBM, 4(9). http://dx.doi.org/10.5539/ijbm.v4n9pl17

Ducker, C. (2010). Why Are So Many Internet Start-Up's Failing
Today?. chrisducker.com. Retrieved ) April 2016, from

http://www.chrisducker.com/internet-business-failures/

Esichaikul, V. & Chavananon, S. (2001). Electronic Commerce and Electronic
Business Implementation Success Factors. 14Th Bled Electronic Commerce

Conference.

Faroog, F. & Jan, Z. (2012). The Impact of Social Networking to Influence
Marketing through Product Reviews. International Journal Of Information And

Communication Technology Research, Volume 2(No. 8, August 2012).

Fenomena suka 'shopping’ online. (2015). Sinarharian.com.my. Retrieved 20 June
2016, from http://www.sinarharian.com.my/bisnes/fenomena-suka-shopping-
online-1.350314

Ghasemi, A. & Zahediasl, S. (2012). Normality Tests for Statistical Analysis: A
Guide for Non-Statisticians. Int J Endocrinol Metab, 10(2), 486-489.
http://dx.doi.org/10.5812/ijem.3505

83


http://dx.doi.org/10.1362/147539210x511353
http://dx.doi.org/10.5539/ijbm.v4n9p17
http://www.chrisducker.com/internet-business-failures/
http://dx.doi.org/10.5812/ijem.3505

Gilaninia, S., Taleghani, M., & Azizi, N. (2013). Marketing Mix And Consumer
Behavior. AJBMR, 2(12), 53-58. http://dx.doi.org/10.12816/0001270

Goldsmith, R. & Goldsmith, E. (2002). Buying apparel over the Internet. Journal Of
Product & Brand Management, 11(2), 89-102.
http://dx.doi.org/10.1108/10610420210423464

Guilford, J.P. (1956). The Analysis of Intelligence. New York: McGraw-Hill.

Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E., (2010). Multivariate Data
Analysis (7th. Ed.). Prentice Hall, Upper-Saddle River, New Jersey.

Hajli, N. (2014). A study of the impact of social media on consumers. International
Journal Of Market Research, 56(3), 387. http://dx.doi.org/10.2501/ijmr-2014-
025

Harris, L. & Dennis, C. (2011). Engaging customers on Facebook: Challenges for e-
retailers. Journal Of Consumer Behaviour, 10(6), 338-346.
http://dx.doi.org/10.1002/cb.375

Hirst, A. & Omar, O. (2005). Assessing Women’s Apparel Shopping Behaviour on

the Internet.

Hoffer, C. (1975). Toward a Contingency Theory of Business Strategy. Academy Of
Management Journal, 18(4), 784-810. http://dx.doi.org/10.2307/255379

Hsiao, M. (2009). Shopping mode choice: Physical store shopping versus e-
shopping.Transportation Research Part E: Logistics And Transportation
Review, 45(1), 86-95. http://dx.doi.org/10.1016/j.tre.2008.06.002

Hubspot, (n.d.). How to Use Facebook for Business. Hubspot,.
http://cdn2.hubspot.net/hub/53/blog/docs/facebook for business ebook hubsp

ot.pdf

James, R. (2013). Student Feature Male and Female Attitudes to Online
Shopping. Women In Society, Volume 6, Autumn 2013.

84


http://dx.doi.org/10.12816/0001270
http://dx.doi.org/10.1108/10610420210423464
http://dx.doi.org/10.2501/ijmr-2014-025
http://dx.doi.org/10.2501/ijmr-2014-025
http://dx.doi.org/10.1002/cb.375
http://dx.doi.org/10.2307/255379
http://dx.doi.org/10.1016/j.tre.2008.06.002
http://cdn2.hubspot.net/hub/53/blog/docs/facebook_for_business_ebook_hubspot.pdf
http://cdn2.hubspot.net/hub/53/blog/docs/facebook_for_business_ebook_hubspot.pdf

Jarvenpaa, S. & Todd, P. (1996). Consumer Reactions to Electronic Shopping on the
World Wide Web. International Journal Of Electronic Commerce, 1(2), 59-88.
http://dx.doi.org/10.1080/10864415.1996.11518283

Jun, G. & Jaafar, N. (2011). A Study on Consumers’ Attitude towards Online
Shopping in China. International Journal Of Business And Social Science, Vol.
2(No. 22; December 2011).

Karr, D. (2014). Men vs. Women Online Shopping | Marketing
Technology. Marketing Technology. Retrieved 19 April 2016, from

https://www.marketingtechblog.com/men-vs-women-online-shopping/

Kline, R. (2011). Principles and practice of structural equation modeling. New
York: Guilford Press.

Koku, P. & Ogbeh, C. (2012). Investigating Internet Marketing Strategies among
Hotels in Ghana. (Master of Arts). Lulea University of Technology.

Kothari, C.R., (2004). Research Methodology:Methods and Techniques. 2nd Ed.
New Delhi. New Age International (P) Ltd., Publishers.

Krejcie, R.V. & Morgan, D.W. (1970). Determining Sample Size for Research

Activities. Educational and Psychological Measurement. 30, 607-610.

Kugan,.  (2014). Google: ~ Malaysians use  more  smartphone than
computers.MalaysianWireless.  Retrieved 23  April 2016, from

http://www.malaysianwireless.com/2014/11/google-malaysians-use-

smartphone-computers/

Kwahk, K. & Ge, X. (2012). The Effects of Social Media on E-commerce: A
Perspective of Social Impact Theory. 45Th Hawaii International Conference

On System Sciences.

Lee, E. (2013). IMPACTS OF SOCIAL MEDIA ON CONSUMER BEHAVIOR —
Decision Making Process.

Lieber, E. & Syverson, C. (2011). Online vs. Offline Competition.

85


http://dx.doi.org/10.1080/10864415.1996.11518283
https://www.marketingtechblog.com/men-vs-women-online-shopping/
http://www.malaysianwireless.com/2014/11/google-malaysians-use-smartphone-computers/
http://www.malaysianwireless.com/2014/11/google-malaysians-use-smartphone-computers/

Marn, M. & Rosiello, R. (1992). Managing price, gaining profit. Harvard Business

Review.

Merril, T., Latham, K., Santalesa, R., & Navetta, D. (n.d.). Social Media: The
Business Benefits May Be Enormous, But Can the Risks - Reputational, Legal,

Operational -- Be Mitigated?.
Mutlu, N. (2007). Consumer Attitude and Behaviour Towards Organic Food.

Nargesi, S., Jamali, S., & Babaeli, S., Zadeh, N.B., Mousavi, S.S., & Mousavi, R.S.
(2013). Comparative Study of Traditional and Online Marketing Mix
Willingness to Purchase the Cultural Products. AJBMR, 2(11), 33-47.
http://dx.doi.org/10.12816/0001257

Nielsen. (2010). Facebook Users Average 7 hrs a Month in January as Digital
Universe  Expands. nielsen.com. Retrieved 20 April 2016, from

http://www.nielsen.com/us/en/insights/news/2010/facebook-users-average-7-

hrs-a-month-in-january-as-digital-universe-expands.html

Nielsen. (2016). Ecommerce. Nielsen.com. Retrieved 2 March 2016, from

http://www.nielsen.com/my/en/press-room/2014/e-commerce.html

Nielson.  (2014). Marketing  Mix Modeling:  What —Marketers Need to
Know. nielsen.com. Retrieved 29 April 2016, from

http://www.nielsen.com/us/en/insights/reports/2014/marketing-mix-modeling-

what-marketers-need-to-know.html

Niharika. (2015). EFFECT OF MARKETING MIX ON CUSTOMER
SATISFACTION. International Journal Of Science, Technology &
Management, Volume No. 04(Special Issue No. 01, May 2015).

Nikolova, S. (2012). The effectiveness of social media in the formation of positive

brand attitude for the different users.

NSW Small Business Commissioner - Home. (2016). Toolkit.smallbiz.nsw.gov.au.
Retrieved 3 March 2016, from http://toolkit.smallbiz.nsw.gov.au/part/3/12/60

Number of Internet Users (2016) - Internet Live Stats. (2016). Internetlivestats.com.

Retrieved 29 April 2016, from http://www.internetlivestats.com/internet-users/

86


http://dx.doi.org/10.12816/0001257
http://www.nielsen.com/us/en/insights/news/2010/facebook-users-average-7-hrs-a-month-in-january-as-digital-universe-expands.html
http://www.nielsen.com/us/en/insights/news/2010/facebook-users-average-7-hrs-a-month-in-january-as-digital-universe-expands.html
http://www.nielsen.com/my/en/press-room/2014/e-commerce.html
http://www.nielsen.com/us/en/insights/reports/2014/marketing-mix-modeling-what-marketers-need-to-know.html
http://www.nielsen.com/us/en/insights/reports/2014/marketing-mix-modeling-what-marketers-need-to-know.html
http://toolkit.smallbiz.nsw.gov.au/part/3/12/60
http://www.internetlivestats.com/internet-users/

Owyang, J. (2010). The 8 Success Criteria For Facebook Page
Marketing. slideshare.net. Retrieved 16 April 2016, from

http://www.slideshare.net/jeremiah owyang/the-8-success-criteria-for-

facebook-page-marketing

Papulova, E. & Papulova, Z. (2006). COMPETITIVE STRATEGY AND
COMPETITIVE ADVANTAGES OF SMALL AND MIDSIZED
MANUFACTURING ENTERPRISES IN SLOVAKIA. E-Leader, Slovakia.

Pavic, S., Koh, S., Simpson, M., & Padmore, J. (2007). Could e-business create a
competitive advantage in UK SMEs?. Benchmarking: An International
Journal, 14(3), 320-351. http://dx.doi.org/10.1108/14635770710753112

Piris, L., Fitzgerald, G., & Serrano, A. (2004). Strategic motivators and expected
benefits from e-commerce in traditional organisations. International Journal
Of Information Management, 24(6), 489-506.
http://dx.doi.org/10.1016/j.ijinfomgt.2004.08.008

Porter, M. Competitive Advantage, New York: Free Press (1985). Retrieved from
http://94.236.206.206/dohodi.net/books/en/Business%20Books/Michael%20Po
rter/Michael.Porter.-.Competitive. Advantage.pdf

Porter, M. Competitive Strategy, New York: Free Press (1980). Retrieved from
http://www.vnseameo.org/ndbmai/CS.pdf

Pour, B., Nazari, K., & Emami, M. (2013). The effect of marketing mix in attracting
customers: Case study of Saderat Bank in Kermanshah Province. African
Journal Of Business Management, Vol. 7(34), pp. 3272-3280.
http://dx.doi.org/10.5897/AJBM12.127

Pride, W.M. & Ferrell, O.C. (2003). Marketing Concepts and Strategies. Houghton
Mifflin Company Boston.

Rodgers, J., Yen, D., & Chou, D. (2002). Developing e-business; a strategic
approach. Info Mngmnt & Comp Security, 10(4), 184-192.
http://dx.doi.org/10.1108/09685220210436985

Salkind, N.J. (2012). Exploring Research. 8th Ed. Upper Saddle River, NJ: Pearson.

87


http://www.slideshare.net/jeremiah_owyang/the-8-success-criteria-for-facebook-page-marketing
http://www.slideshare.net/jeremiah_owyang/the-8-success-criteria-for-facebook-page-marketing
http://dx.doi.org/10.1108/14635770710753112
http://dx.doi.org/10.1016/j.ijinfomgt.2004.08.008
http://94.236.206.206/dohodi.net/books/en/Business%20Books/Michael%20Porter/Michael.Porter.-.Competitive.Advantage.pdf
http://94.236.206.206/dohodi.net/books/en/Business%20Books/Michael%20Porter/Michael.Porter.-.Competitive.Advantage.pdf
http://www.vnseameo.org/ndbmai/CS.pdf
http://dx.doi.org/10.5897/AJBM12.127
http://dx.doi.org/10.1108/09685220210436985

Schiff, J. (2015). 12 ways to improve the customer experience for online
shoppers. CIO. Retrieved 4 May 2016, from

http://www.cio.com/article/2914780/e-commerce/12-ways-to-improve-the-

customer-experience-for-online-shoppers.html

Schlosser, A., Shavitt, S., Kanfer, A. (1999), ‘Survey of Internet users attitude
toward Internet advertising’, Journal of Interactive Marketing, Vol. 13 No.3,
pp.34-54

Sekaran, U. (2003). Research Methods for Business: A skill Building Approach.
United State of America: John Wiley & Sons, Inc.

Sekaran, U., & Bougie, R. (2013). Research Methods for Business: A skill Building
Approach. 6th Ed. United Kingdom: John Wiley & Sons, Ltd.

Seock, Y. (2003). Analysis of Clothing Websites for Young Customer Retention

based on A Model of Customer Relationship Management via the Internet.

Shin,  N. (2001). Strategies for Competitive Advantage in Electronic
Commerce. Journal Of Electronic Commerce Research, VOL. 2(NO. 4, 2001).

Singh, M. (2012). Marketing Mix of 4P’S for Competitive Advantage. IOSR Journal
Of Business And Management, 3(6), 40-45. http://dx.doi.org/10.9790/487x-
0364045

Singh, P. & Kashyap, R. (2013). Assessing Attitude of Male and Female Shoppers
towards Online Shopping. International Journal Of Science And Research
(1JSR), Volume 4(lIssue 4, April 2015).

Strauss, J., Frost, R. (1999), Marketing on the Internet, New Jersey: Prentice-Hall,
Upper Saddle River

Sultan, M. & Uddin, M. (2011). Consumers’ Attitude towards Online Shopping
Factors influencing Gotland consumers to shop online. (MBA). Uppsala

University.

Talpau, A. (2014). THE MARKETING MIX IN THE ONLINE
ENVIRONMENT. Bulletin Of The Transilvania University Of Brasov, Vol. 7
(56)(No. 2).

88


http://www.cio.com/article/2914780/e-commerce/12-ways-to-improve-the-customer-experience-for-online-shoppers.html
http://www.cio.com/article/2914780/e-commerce/12-ways-to-improve-the-customer-experience-for-online-shoppers.html
http://dx.doi.org/10.9790/487x-0364045
http://dx.doi.org/10.9790/487x-0364045

Trochim, W. (2006). Descriptive Statistics. socialresearchmethods.net. Retrieved 1
May 2016, from http://www.socialresearchmethods.net/kb/statdesc.php

Wang, H. (2014). Theories for competitive advantage. H. Hasan (Eds.), Being
Practical With Theory: A Window Into Business Research, pp. 33-43.

Wong, C. & Oh, A. (2013). eCommerceMILO: 7 reasons why online fashion
retailers FAIL.eCommerceMILO. Retrieved 19 April 2016, from

http://www.ecommercemilo.com/2013/09/7 -reasons-why-online-fashion-

retailers-fail.html

Wong, C. (2015). eCommerceMILO: Malaysian online shopping
trend. eCommerceMILO. Retrieved 17 April 2016, from
http://www.ecommercemilo.com/2015/01/malaysian-online-shopping-
trend.html

Yannopoulus, P. (2011). Impact of the Internet on Marketing Strategy Formulation.
International Journal Of Business And Social Science, Vol. 2(No. 18; October
2011).

Yusuf, R., (2004). Kaedah Pengumpulan Data (Primer & Sekunder).

Zhang, L. (2009). Business Model Analysis for Online Social Shopping Companies
Case Study: RunToShop Oy.

Zhou, L., Dai, L., & Zhang, D. (2007). ONLINE SHOPPING ACCEPTANCE
MODEL — A CRITICAL SURVEY OF CONSUMER FACTORS IN
ONLINE SHOPPING. Journal Of Electronic Commerce Research,VOL
8(NO.1, 2007).

89


http://www.socialresearchmethods.net/kb/statdesc.php
http://www.ecommercemilo.com/2013/09/7-reasons-why-online-fashion-retailers-fail.html
http://www.ecommercemilo.com/2013/09/7-reasons-why-online-fashion-retailers-fail.html
http://www.ecommercemilo.com/2015/01/malaysian-online-shopping-trend.html
http://www.ecommercemilo.com/2015/01/malaysian-online-shopping-trend.html

	COPYRIGHT
	TITLE PAGE
	PERMISSION TO USE
	ABSTRACT
	ABSTRAK
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	LIST OF ABBREVIATIONS
	CHAPTER 1: INTRODUCTION
	1.0 Introduction
	1.1 Background of the Study
	1.2 Problem Statement
	1.3 Research Question
	1.4 Research Objective
	1.5 Scope of the Study
	1.6 Significance of the Study
	1.7 Operational Definition
	1.8 Organization of Remaining Chapters

	CHAPTER 2: LITERATURE REVIEW
	2.0 Introduction
	2.1 Conceptual Definition
	2.2 Theory
	2.3 Social Media Online Business
	2.4 Influence of Marketing Mix on Consumers’ Attitude
	2.5 Chapter Summary

	CHAPTER 3: METHODOLOGY
	3.0 Introduction
	3.1 Research Framework
	3.2 Hypotheses Development
	3.3 Research Design
	3.4 Research Population and Sampling
	3.5 Research Instrument and Measurement
	3.6 Pilot Test
	3.7 Method of Data Analysis
	3.8 Data Collection Procedure
	3.9 Chapter Summary

	CHAPTER 4: RESULTS AND DISCUSSION
	4.0 Introduction
	4.1 Return Rate
	4.2 Data Screening
	4.3 Descriptive Analysis
	4.4 Inferential Statistics Analysis
	4.5 Chapter Summary

	CHAPTER 5: CONCLUSION AND RECOMMENDATION
	5.0 Introduction
	5.1 Discussion
	5.2 Research Limitation
	5.3 Recommendations and Suggestions
	5.4 Conclusion

	REFERENCES



