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ABSTRACT 

The purpose of this study is to identify the factors influencing consumer trust on 

online shopping among undergraduate students of UiTM Melaka City Campus. The 

research is based on a sample of 230 respondents. The results show that perceived 

usefulness, perceived ease of use, company reputation, and perceived security have 

significant influence on consumer trust on online shopping among undergraduate 

students of UiTM Melaka City Campus. While perceived usefulness do not give 

impact toward consumer trust on online shopping among undergraduate students of 

UiTM Melaka City Campus. The strongest relationship is between perceived ease of 

use and consumer trust on online shopping. 
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