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ABSTRACT

This 1s a descriptive research design of A Study of Customer Loyalty Towards Online Shopping
(Apparel) In Higher Learning Institution. These studies had conducted to identif y important elements
of customer online shopping experience and to understanding the relationship of COSE towards
customer loyalty at higher learming institution, which is Multimedia College Sabah that located in
Alam Mesra, Sabah. 150 of student respondent have selected to collect the data required. As the
customer online shopping apparel was experience personally and different from one to another,
therefore it’s needed to identify what customer experience dimension and what s the relationship of
customer experience and loyalty. The data collected through structured questionnaires and have been
interpreted by statistical analysis software of SPSS. This study will beneficial to future research and
online vendor that interested entering the online business. Moreover, it will help to develop better
understanding on the relationship of the customer online shopping experience towards customer

loyalty.
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