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ABSTRACT 

 

Presently, online shopping is growing rapidly in Malaysia because the technology 

makes customer easy to make transaction through e-commerce shopping channel.  

Customer difficult to put their trust towards online shopping such as not friendly user 

interface, lack of information, lack of security and privacy.  So that trust plays the 

important role in online shopping because to gained trust from customer are very 

difficult. There are always have factors influence online shopping on customer trust.  

This study is to determine the factors influences online shopping on customer trust.  

Online questionnaire has been distributed through email and WhatsApp. This research 

was conducted in Negeri Sembilan and received 116 respondents that have been 

purchased in online shopping. The sampling technique that have been used in this 

research is non-probability which was the convenience sampling.  Lastly, the result 

showed that the user interface, information quality, perceived security and perceived 

privacy are significant towards customer trust. 

 

 

 

 

 

 

 

 

 

 



TABLE OF CONTENT 

  

TITLE PAGE  

DECLARATION OF ORIGINAL WORK  

LETTER OF SUBMISSION  

ACKNOWLEDGEMENT  

TABLE OF CONTENTS  

LIST OF FIGURES  

LIST OF TABLES   

LIST OF ABREVIATIONS  

ABSTRACT  

 

  Page 

CHAPTER 1 INTRODUCTION  

1.1 Preamble…………………………………………............................... 

1.2 Background of Study………………………………………………… 

1.3 Problem Statement…………………………………………………… 

1.4 Research Questions…………………………………………………... 

1.5 Research Objectives……………………………………………….…. 

1.6 Significance of Study………………………………………………… 

1.6.1 To entrepreneur…………………………………………………….. 

1.6.2 To future researcher……………………........................................... 

1.7 Scope of Study……………………………………………………….. 

1.8 Limitation of Study…………………………………………………… 

1.8.1 Generalizability…………………………………………………….. 

1.8.2 Limited Sources…………………………………………………… 

1.9 Definition of terms…………………………………………………… 

1.9.1 Customer trust…………………………............................................ 

1.9.2 User interface quality………………………………………………. 

1.9.3 Information quality…………………………………………………. 

1.9.4 Perceived privacy…………………………………………............... 

1.9.5 Perceived security………………………………………………….. 

1.10 Conclusion………………………………………………………….. 

1 

1 

2 

3 

4 

4 

4 

5 

5 

5 

5 

6 

6 

6 

6 

7 

7 

7 

7 


