
MALAYSIA CONSUMER'S PERCEPTION ON BUYING 

CLOTHING THROUGH ONLINE SHOPPING 

BY 

NOOR HASLINDA BINTIMD YUSOFF 

2002238181 

BACHELOR OF SCIENCE (Hons) IN BUSINESS COMPUTING 

THESIS SUBMITTED IN FULFILLMENT OF THE REQUIREMENTS FOR 

THE DEGREE OF BACHELOR OF SCIENCE 

FACULTY OF INFORMATION TECHNOLOGY AND QUANTITATIVE 

SCIENCE 

UNIVERSITITEKNOLOGI MARA 

MARCH 15,2004 



ACKNOWLEDGMENT 

"By the name of Allah, the most Gracious and Most Merciful" 

Praise to God the Almighty for showering me a good experience throughout this 

study period and for all that has bestowed on me. It is with His ascendancy the study 

is completed. 

Firstly, I would like to take this opportunity to express my deepest 

appreciation to my supervisor, Prof. Madya Dr. Noor Laila Md. Noor for the 

guidance, support, comments, and suggestions during the completion of this research 

project. Special thanks are due to Pn. Hajah Mardziah Hj. Hashim, whose familiarity 

with the needs of conducting IT-based research project. All of her contributions will 

be remembered and appreciated. 

In addition, I also would like to express my appreciation to my beloved 

parent for their special love, moral and financial support. Last but not least, to my 

fellow colleagues especially to all part six students of Business Computing (CS224), 

lectures and other in the faculty, who are simply too numerous to indicate, thanks for 

your encouragement and spiritual support, understanding and buttress. Sincerely 

thanks to all of you. 

May Allah bless all of them for their kindness and support. 

1 



ABSTRACT 

Electronic commerce is a potentially growing business for today's market. While 

online shopping was introduced to the market in the last decade as many individuals 

and organizations purchase through the World Wide Web. The shift from physical 

(brick and mortar) store toward electronic stores may be seen as in infancy and slow 

responses of consumers in Malaysia especially for clothes online shopping. Hence, 

the purpose of this study is to investigate consumer's perceptions on buying clothes 

through the online shopping and to identify the mode of shopping preference in 

buying clothes among consumers in Shah Alam. A research finding shows that, 

various perceptions either positive or negative perceptions involved in buying clothes 

via the Internet. Respondents used online shopping to buy clothes for the reason of 

time saving and anytime to search. However they do not used online shopping 

because buying clothes through online shopping is not easy, do not trust, do not 

touch and try, difficult to evaluate size, color of clothes, risky, confusing, frustrating, 

not secure, and importandy online shopping do not gives a fully satisfaction to them. 

In summarization, the finding of the research shows that respondents in Shah Alam 

preferred to buy clothes at store shopping rather than online shopping. 
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