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ABSTRACT
The electronic commerce businesses have been growing over the years to cater the
consumers’ need. The aim of this research was to investigate the factors affecting online
purchase intention towards cosmetic products among the working women in Kota
Kinabalu. Several factors such as online vendor trust, brand trust and product trust that
influenced the purchase intention through online were analyzed. Respondents who were
selected was the working women around Kota Kinabalu areas. The study used reliability
analysis, pearson correlation analysis, univariate data analysis and multiple regression
analysis to analyze the hypothesis. The results suggested that the brand trust affected the
online purchase intention. Brand trust has been found to be important determinant
towards the intention to purchase. The limitation of this study is it was tested based on
gender only which is female and only one product was used which is cosmetic without

specifying the cosmetic brands.
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