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ABSTRACT 

Online shopping is growing rapidly in Malaysia as a new way to shop due to the 
advancement of the internet. The convenience of onJine shopping rendering it an emerging 
trend among consumers, especially the young generation. Therefore, the purpose of this 
research is to identify the factors that influence online shopping spending among students 
in Unjversity Utara Malaysia. The specific objectives in this research include to identify 
how consumer socioeconomk characteristics and characteristics of the web as a sale 
channel such as security and time saving influence online shopping spending among UUM 
students. It also examined the influence of website characteristics towards online shopping 
spending. Primary data collection method in the fonn of self-administrated questionnaire 
and multistage sampling technique was used to collect the data. University students that 
currently pursuing their s tudies in University Utara Malaysia were selected as the subject 
of analysis. 304 out of 400 sets of questionnaires distributed were valid for analysed using 
SPSS version 22. Independent sample t-test, Pearson ' s correlation analysis and multiple 
regression analysis were used to test hypotheses and detennine the significance and degree 
of relationship between dependent and independent variables. TI1e results and findings 
show that in terms of gender, female make online purchased more than male and in tenns 
of age, higher age group make more online purchased compared to lower age group. For 
the allowance, respondents who have higher allowance spend more on online shopping 
compared to respondents who have lower allowance. Moreover for security, time saving 
and website design variables, there was found to be significant and positive relationship 
with consumer spending. Security is the most relatively powerful independent variable in 
influencing consumer spending towards online shopping. The study recommended that 
various risk reducing strategies should be developed by online retailers because 
consumers are more likely to make online purchases if they feel their security and privacy 
provided by online vendors are adequate. Another recommendation is that further research 
could examine variant groups of online consumers in other contexts, for example sample 
from working adults were to be included to minimise sampling bias. 
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ABSTRAK 

Melalui perkembangan Internet, pembelian di atas talian semakin berkembang pesat di 
Malaysia sebagai cara barn untuk membeli-belah. Kemudahan membeli-belah di alas 
taliau menjadi trend yang semakin meningkat di kalangan pengguna, terutamanya 
generasi muda. Oleh itu, tujuan penyelidikan ini adalah untuk mengenalpasti faktor-faktor 
yang mempengaruhi perbelanjaan di alas talian dalam kalangan pelajar di Universiti Utara 
Malaysia. Objektif khusus dalam kajian ini adalah untuk mengenal pasti bagaimana ciri­
ciri sosioekonomi pengguna dan ciri-ciri web sebagai saluran jualan seperti keselamatan 
dan penjimatan masa mempengaruhi perbelanjaan mernbeli-belab di atas talian di 
kalangan pelajar UUM. Kajian ini juga mengkaji pengaruh ciri-ciri laman web terhadap 
perbelanjaan membeli-belah di atas talian. Kaedah pengumpulan data primer dalam 
bentuk soal selidik dan teknik pensampelan berganda digunakan untuk meogumpul data. 
Pelajar universiti yang sedang mengikuti pengajian di Universiti Utara Malaysia dipilih 
sebagai subjek analisis. 304 daripada 400 set soal selidik yang diedarkan sah untuk 
dianalisis dengan menggunakan SPSS versi 22. Sampel bebas t-test, analisis korelasi 
Pearson dan analisis regresi berganda digunakan untuk menguji hipotesis dan menentukan 
kepentingan dan tahap hubungan antara pembolehubah bergantung dan tidak bergantung. 
Keputusan penemuan menunjukkan bahawa dari segi jantina, wanita membuat pembelian 
dalam talian lebih banyak berbanding Jelaki dan dari segi umur, kumpulan umur yang 
lebih tua membuat lebih banyak pembelian dalam talian berbanding dengan kumpulan 
umur yang lebih muda. Bagi elaun, responden yang mempunyai elaun lebih tinggi lebih 
banyak berbelanja dalam talian berbanding responden yang mempunyai elaun yang lebih 
rendah. Tambahan pula keselamatan, penjimatan masa dan reka bentuk laman web, 
mempunyai hubungan yang signifikan dan positif dengan perbelanjaan pengguna. 
Keselamatan adalah pemboleh ubah bebas yang paling kuat dalam mempengaruhi 
perbelanjaan pengguna ke arah membeli-belah di atas talian. Kajian ini mencadangkan 
bahawa pelbagai strategi pengurangan risiko yang berbeza perlu dibangunkan oleh 
peruncit dalam talian kerana pengguna lebih cenderung untuk membuat pembelian dalam 
talian jika mereka merasakan keselamatan dan privasi yang disediakan oleh vendor dalam 
talian adalah terjamin. Satu lagi cadangan adalah penyelidikan Janjut dapat mengkaji 
kumpulan pengguna dalam talian yang berbeza dalam konteks lain, contohnya orang 
dewasa yang bekerja dimasukkan dalam kajian untuk mengurangkan persampelan berat 
sebelah. 
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CHAPTER 1 

INTRODUCTION 

1.1 Background of the Study 

E-commerce and online shopping has become a very important industry serving customers 

all over the world and has experienced rapid growth in the last few decades. According to 

Kearney, A. T. (2015), retail e-commerce has grown nearly to US$840 billions in 2014 

surpassing the sales of US$695 billions in year 2013 and it was estimated to increase to 

US$ l 506 billions in 20 I 8. The continuous sales increment indicated that e-commerce has 

huge market potential. Almost all the leading brands in the world use the best e-commerce 

brands to promote and sell online. Apa11 from customer engagement, the growth of the 

biggest e-conunerce companies in the world are driven by high value funding by venture 

capitalists and investors, as they see a huge potential in online selling in the future. Some 

of the lop world ecommerce companies in 2017 according to E-commerce Europe include 

Amazon, Alibaba, eBay, Rakuten, Zalando, GroupOn, Flipkart and Asos. Amazon stands 

at the helm of the e-commerce world with highest revenues. It is the first largest company 

to sell consumer goods and services and initially started by selling e-books online. 
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APPENDICES 

Qu.estiomaaire on f.ictors iDJJueaciag ooliae shopping spe■ding among UUM stadmts 
Soal slllidik. mengenai faktor-faldor }'tmg matpengtz11lld pm,elanjaan 11W111beli-belah dalmn 

talian di kalmtgan JMlajar UUM 

I am a postgraduate student undmmug a MaSM of Economics at University Utara Malaysia 
(UUM). & part of my comse work, I am coodocting a study of factop influencing llllline 
shopping spending among UUM stodmts. I would appreciate if you could take some time to 
answer tbe smvey questi<m, it will take approximately 10 mimtes to complete. The 
information collected is strictly oonfideotial aud for academic pmposes ooly. Thank you for 
agreeing to take part in this survey, I reallJ appreci2te your help. 

Saya seomng pelajar pascastswazah yang mengambU ljazah Sarjana Eltonomi di Unlwrsiti 
Utara Malaym (UUM). Sebagai sebalragian darlpada .brrsw-saya, S")'l'l sflfitmg nMnjalanlran 
kajian tmiangfalr:tor-fo)ctor ~ 111t119fJH111g,,n,bi p.-btuanjaan membBli-belal, dalmn talion di 
kalangan p«lajar UUM. ~ mmgltargai jiia anda bol.elt ,m,wangkan MOSa untuk mlllfjawab 
soalan...soalan tinjauan, ia akan mmgambil lriru-kim IO minit untuk disiaplam. Maklwnat yang 
tb1cumpul adalah suJit dan MN)IQ untuk tllj111111 alradmrik sahaja. T t1rim11 hm1l .brnina bersetujrt 
ll11lui mmgambil ba/tagian dalmn tinjauan mi, saya sangat rnengltargai bantuan anda. 

Section A:. Gmelal Tnfmmatim 
Bahagtan A: MaJdumat Ullfllm 

1. Geodell.Tantina 
[ ] Ma161Lela.a 
[ ] FamWPerempuan 

2Ar#Uimu __ _ 

3. Level of edocatim/Tahlq, pmdidfkan 
[ ] Bachel«' s Degree/ ljtmVJ Sarjana JJJlda 
[ ] ~•s Degree/ ljazah Sarjana 
[ ] Pbd'sDegree/ Doktorfalsafah 

5. College/ Kolej 
[ ]CX>B 
[ ]CAS 
[ ] COLGIS 

6. Natiomlity/ Kewargenegaraan 
[ ] Mala)~.Malaysia 
[ ] Non- Yala:ysim/Bulam Malaysia : __ _ 
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1. Race-'.&vlgsa 
[ ] Malayl.Melayu 
[ ] Chinese/Cina 
[ ] Indian.rind;o 
[ ] Other/ Lain-lain : __ _ 

8_ Momhly allO'wance (PTPTN/Scholarsbip) per semester 

Elaun bulanan (PTPTN!Scholarship) setiap semester RM _ _ _ 

Sedion B: Online shopping experiences 
Bahagtan B:Pengo/aman membeli belah otru talion 

9. Have you n'er purchased any product/savices online? 
.Aiiokah onda pemoh membeli produldkhidmot secara atas talian? 

[ ] Ycs!Ya -If~, please answer question 10-171.Jikaya, silajawab soalan 10-17 
[ ] NolTtdak •rr no, please answer section C oolyi.Jika tidok, silajawab bohagian C sahaja 

10. How often do you shop oul~?IBerapa kerap anda membell di atas tallan? 
[ ] Frequently (once a week)lKerop (sekali seminggu) 
[ ] Regularly (at least once a month)/Kimrng urap (sekurangnya sd>ulan sekali) 
[ ] Occasionally (once in 2-4 montbsYKadang-todang (sekall dalam 2-4 bu/an) 
[ ] Rarely ( once in a yr2t)1Jarang sekali (setahun sekoll) 

11. How many hoUls per day do you surf the internet? 
Berapa Jam sehari anda melayari internet? __ _ 

12. How omch do you spend on on1ine sboppiog ptt month? 
Buropa banyak yang anda be/m1iokan di alas talion dalam sebulan? RM __ _ 

13. Select o.nline shopping websites which you have used You can choose more than one 
Pllih kmum web membeli-belah alas talian yang pemah anda gunakan. Anda bole/, 
mmrillh lebih daripada satu 

[ ] Lazada [ ] Carouscll 

[ J lls1rcc:t [ ] e-bay 

[ ] Shopce ] z.atora 

] Lclong 

[ ]Mudah 
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\\i"hy do yoa pimr ODliDe shoppmg iD terms of the secm:i1y, time sa'l-ing, l\'ebsi.11es dl!sigp ad 
coasmner spemd:ing. (Please tici at approprtJte places} 
lmtgapal:ak tmda mrmiUk amwJ: Nmf»li ~lah dia arm talian dari ugi l:llulamtntm. 
]Klljimman ma.:-a. mta Ml'lll.k lamm'l w~ dan Pfll'Nimuaan ~na. (Si:0 tandabzn di 
1'1fl]Xl'tyartg .:-~r.•ai) 

~ ~ llelJhJ .Apee 

14.S«uity.rEnelal!laJP ~ ndm\- .>.wrnri Sa;ll 
Sa,izlrt squ 
ridai --.,j,, 

ll) I feel seaire ~ oat credit cad illfom:atiw u me ' 
webiitel .Sa,ra btrasa ;#Jamar llflllf~ nra.tilllSal 
Wkntlitdilama1tlrfb 
b) The 11.'ebs:ile b1S adeqiute !lfcmi~· tunns,'lea1! 
1111'.; AU • . -, • cm QSl/mntuD.1'1 l- .111f11ntnmi 
c} I feel slfe m my UJl1151Ctio!u with tbe website,'.S'a;);, 
.11'1,(ffasa u 1'affllar daa rranst:bi s~ dmgan Ja:tilOJJ 
no 
IS) I feel I cari trait Che websitt,'S~ r.ua SQJ\2' i>o-!IJI 
lffilllr_.cai'ai .lama1t 1111'b 

~ 
llpl!e .-.. 
s,tu,iu 

=· :r ~ ~ I~ 

U. Tilne ~Pmji,,I_,, 11..w NtlJi1nd Seirll apee 
~ SCiU ~ 
adoi mju 
r«lll1.I 

ll) Sw,Pping OiW cbe U!lUlltl 1"0ll]d alJor.· me to do 
s.1ulppillg DIOR qaickl,·,'llnfb,~io.k Ji ilnmn am 
1.lflfJtbo-J#hkan ;am fMrblia,,..io. dfflr{JJI Wth ,~ 
b) Omlime sboppiDg ukes less Cia 10 

p!llci!.He'.ik.wblli-«kl',li do.in &aiiml mf.11!a!liJ 
rfii.kir .lll#sa IDll'Alk mn1ti,ii 
c) Online slioppmgutes lessti111u1enhutillg ind 
sel«ting a pniau.ctlll,awii~bfia,li tWo.m ralim.i 
lflft!4111biJ IUSa Y'fflt Mfmf daioat .,,,,,,_;w dOJt 
llNl!Wiil r,roilsk 
d) Onillle sboppiDg doe. 1111t -n,w -.IJlf!llb,/i-
bmh dam 11:ii.tm ridak mm!mmi~ IIW4 
e) I CJ11 shop nennw I nnt/ Sq1J !JoJ#,li 'IIIIJlllM/i-
Hlah b5a•oilt: IIIICQ )lfflf' S4U'a 11112.iu 

~ r:r J\IIIDI AP! :>1l1llglf 

H. Website usip.1 J,t., Nltlal bo "'' di5agnt NaamJ s.tu lglle 
Salp' .;u __, 
lido.l' 
~ 

SltlfU 

a) The sun page leads me easily 10 Ile infmmalion I 
1teedl Hanan p,_TltlJllaan IINlllm\1 SD.)'a d,ngllJI 
JIWdaJt lnada ,,iakJJmlat mM' s1m:1 N7llliml 
1') I lib cbe llyoat of Che website/ Soya s.ll'ka .nmm 
ar.la1.llaltwb 
~)The~ is user m.diy,' L:liurllri oo lffmr 
r 

Ii) The webs:ile provides me nhquliryof 
iruoan,arior/ 'Ltt'Mlt '!IYb mi..,_,_ .soya 
JIULtilll!W J-an~ !Jl.rhali!i 

96 



I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

17. ConsuJDn sptllding/ Pn-bn1111jaJJ11 pengg11na Strmgly ~ Nmll'LI ~ 
disagree Neutral s«uju 
Sangat 
tidak 

seruju 

seiuju 

a) I spend a lot of mooe}' mopping oolinr/Sa}n 
menvhaMskan bmn,,,k "Kmrv 

.. ·a dalam tab·ari. 
b) My choice to pmd>ase ooline wa~ a wise 
ODdPib1um sayu W1tuk m11mbw belah di ata.r talian 
adalah buak 
c) I am satisfied with my recent purchased ouline/Saya 
bmpuas lta5 dengan pgmbelian atas talia11 SQ)n l,tuu-

barouu 

Section C: Reason for not buying online (Only for rcspondcut who ans\l,'rl" No for question 9) 
Section C: Sebab tidak membeli be/ah di ata5 talian (Hanya 1mtuk re.sponde,1 yang menjawb 
lldak bagl soalan 9) 

18. Rnwo!S#bab ~ ~ 
J\aUal ~ 
~ s«uju = SltlefU 

setrtiu 

a) I prda- to touch aod feel !be podoct at 
the shop bc£o« blJying it.'Saya kbih .nlhi mmyentuh 
dan menua vrodulc di k«lai ssbebon membeli 
b) I am woaied about giving out my aedit card l!lllDber 
wbenmalcingonlinepocchasesfSaya bimbang unhlk 
memberikan n0'1lbor kad tredil saya apablla melabkan 
ntmtbelian di atas talian 
c) I do !Jot like providing pa$OOll1 infonnatian fm online 
purchases/Soya ttdak SIik.a membo'tkan maklumat 
PBribadi untuk r,emlHtlian alas talusn 
d) I find the process of ooline shopping is complex/ Saya 
datxtti r,roses 1rWmbeli-belah daJmn ta/Jan adalah .rui:zJr 
e) I do not know how to lll2IR mdme ~-Saya 
tidak tahu ba~fmcma 1'1Blola,kan voibalian atas talion 
f) I do not feel safe making online pon:bases/Saya raw 
fidak S6Ul1rlat m6lakukan 'lNllnbeliOII a/tJS talia1J 

:StrongJy 
agree 
Sangat 
setJlju 

Smmgl}· 
apt 
Sangat 
~ 
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