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ABSTRACT

Online purchase intention is defined as a situation where a consumer is willing and intends to 

make online transactions. Consumers cannot touch, feel, or try on products before purchase as 

they have inability to physically examine apparel products directly. The purpose of this study is 

to investigate the influence of behavioral attitudes towards the social media in the world, 

Facebook, amongst UiTM students and staffs and their intention whether to purchase or not to 

purchase online food. This study has examines four factors which are trust, price, convenience, 

and purchase intention in online food purchasing. This study utilizes a survey approach to gather 

data regarding the factors of online food purchase. The questionnaires surveys were administered 

to 150 respondents in UiTM Terengganu. Some analyses had been done which are the 

frequencies, mean score, standard deviation through the descriptive analysis. The result tells that 

the factors are reliable for online food purchase and most of the respondents agreed that price 

and purchase intention is the most factors for online food purchase.

So the limitations in this study is about the limited of respondents, time constraint and the final 

result that only focused for the frequency, mean score and standard deviation. So for the 

researchers’ suggestion, lantern the time of next study, maximized the respondents to get the best 

result. So by doing this study, the four factors are acceptable in online food purchase.

Key words: purchase intention, social media, trust, social networks.

i



Table of Contents

Chapter Contents Pages

Abstract I

Acknowledgements ii

Table of Contents iii

List of Figures & Tables v

1.0

INTRODUCTION 1

1.1 Overview 2

1.2 Background of the Study 2

1.3 Problem Statement 4

1.4 Conceptual Framework 5

1.5 Research Objectives 6

1.6 Research Questions 6

1.7 Significant of Study 7

1.8Keyterms 8

2.0 LITERATURE REVIEW 9
2.1 Introduction 10

2.2 Overview 10

2.3 Past studies on Online Purchase Intention 11

2.4 Past studies on Online Food Purchase 13

2.5 Past studies on Trust 14

2.6 Past studies on Price 15

2.7 Past studies on Convenience 16

3.0 METHODOLOGY 18
3.1 Overview 19

3.2 Research Design 19

3.3 Population and Sample Size 20

iii



3.4 Data Collection Method 21

3.5 Instrumentation 21

3.6 Items measured in Section A of the Data Analysis 24

3.7 Items measured in Section B of the Data Analysis 25

3.8 Items measured in Section C of the Data Analysis 26

3.9 Items measured in Section D of the Data Analysis 27

3.10 Analysis of Internal Reliability Assessment 29

3.11 Summary 31

4.0 ANALYSIS AND RESULTS 32
4.1 Introduction 33

4.2 Respondents Profile Analysis 33

4.3 Descriptive Analysis 36

4.4 Analysis of Trust 37

4.5 Analysis of Price 39

4.6 Analysis of Convenience 41

4.7 Analysis of Overall Findings 42

5.0 DISCUSSION AND CONCLUSION 43
5.1 Overview 44

5.2 Discussion 44

5.3 Implication 46

5.4 Limitation and Possible Future Research 47

5.5 Conclusion 49

REFERENCES 50

APPENDICES 55

iv


	FACTORS AFFECTING ONLINE FOOD PURCHASE INTENTION : THE CASE OF UiTM TERENGGANU
	ACKNOWLEDGEMENT
	ABSTRACT
	Table of Contents

