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ABSTRACT

Nowadays, online shopping becomes popular, especially among the Generation Y and
Millennial. Malaysia has been forecast has a bright future for in online shopping. Consumer
more intend to purchase online because they feel convenient and has 24 hours to do the
purchase with using varies types of devises. The objective of this study is to identify the
type’s perceived risk in consumer online purchase and to determine the most prominent
type’s perceived risk toward consumer online purchase. Even thought, the online shopping
currently increasing, there still has a cynical issues that will make a consumer worries to
purchase. Perceived risk is the factor that influencing consumer when to purchase online. The
anxiety feeling will keep the consumer away from the online shopping patterns. This study
will help consumer or other parties find a ways or solution to avoid perceived risks in online
shopping. Research design of this study was argumentative study which used secondary data
such as journal article, websites, and online newspaper. This study focus on ten elements of
perceived risk; financial risk, time risk, performance risk, psychological risk, physical risk,
delivery risk, social risk, privacy risk, product risk and security risk. These studies show that
previous researcher agreed that performance risk is the most risks that consumer concern. The
performance of product or service was important to consumer when they purchase the items.
Then this study suggests future research should investigate on consumer experience and

handling the perceived risk in online purchase.

Keyword: online purchase, perceived risks.



TABLE OF CONTENT

ABSTRACT
ACKNOWLEDGEMENT
TABLE OF CONTENT
CHAPTER 1: INTRODUCTION
1.0 Introduction
1.1 Problem Statement
1.2 Purpose ofthe study
1.2.1 Objective ofthe study
1.2.2 Research Question
1.3 Theoretical Framework
1.4 Significant of study
1.4.1 Consumers perspective
1.4.2 Industry perspective
1.4.3 Country perspective
1.5 Definition ofterm
CHAPTER 2: LITERATURE REVIEW
2.0 Introduction
2.1 Online purchase
2.2 Perceived risks
2.2.1 Types of perceived risks
2.2.2 Delivery risk
2.2.3 Social risk
2.2.4 Privacy risk
2.2.5 Product risk
2.2.6 Security risk
2.2.7 Financial risk
2.2.8 Time risk
2.2.9 Performance risk
2.2.10 Psychological risk
2.2.11 Physical risk

2.3 Conclusion

coO ~N ~N N oo oo o o1 o1 w

12
12
13
13
14
15
15
15
16
17
17
18
18



CHAPTER 3: RESEARCH METHODOLOGY

3.0 Introduction

3.1 Research design

3.2 Source of Data

3.4 Conclusion

CHAPTER 4: FINDING AND DISCUSSION

4.0 Data analysis

4.1 Discussion

4.2 To identify the types perceived risk in consumeronline purchase

4.3 To determine the most prominentperceivedrisk towardsconsumer
online purchase

4.4 Implication

4.5 Limitation

4.6 Recommendation

CHAPTER 5: CONCLUSION AND RECOMMENDATION FOR
FUTURE RESEARCH

REFERENCES

19
19
20
21

22
27
27
31

34
34
35
36

38



