L

BEHAVIOURAL INTENTION OF CONSUMERS TOWARDS ONLINE FOOD
DELIVERY SERVICES

MUHAMMAD FIRDAUS BIN SY HISHAMMUDDIN
2016437854

BACHELOR OF BUSINESS ADMINISTRATION
WITH HONOURS (MARKETING)
FACULTY OF BUSINESS AND MANAGEMENT
UNIVERSITI TEKNOLOGI MARA
BANDARAYA MELAKA

JANUARY 2019



ACKNOWLEDGEMENT

First and foremost, Thanks to the Almighty God for the blessings, kindness,
and inspiration in lending us to accomplish the research project and with His willing
give us the opportunity to complete ‘Behavioural Intention of Consumers Towards
Online Food Delivery Services’ as my research product. Without Him, | could not
stay patient to finish my research project. This research report which is will
contributed some of the marks for subject Industrial Training Project Paper (MKT
672).

| realize | cannot complete this project without help of others. Many people
have helped us during the writing this report and it would be impossible to mention all
of them. | would like to extend my appreciation to all those who have made this
project a success in one way or another. Million thanks for those who involving in my

research report.

To mention a few, | would like to express my gratitude to Madam Zainah Binti
Jalil as my lecturer and advisor who has guided me to complete my research project.
She also gives me a very valuable reviews, ideas, guidance and comment while
preparing this report.. Without her support, this research report is impossible to

complete.

| have put my hundred percent efforts to complete this research project.
However, like any mortal beings, | may have some weaknesses while completed this
research report project. Unintentional they may be, for their existence, | will take full

responsibilities.



ABSTRACT

Malaysia has been increase in internet penetration rate of 67% which online
food shopping and purchasing is one of the options that are increasing in users.
Therefore, food industries and retailers need the information on customer’s
preferences in order to develop optimal production and how to do the marketing
strategies. Since the current technology now is arising in terms of online food and
grocery shopping, there is a basic requirement for better data on the components

that influence customers' decisions of online food item.

The main objective of this research is to study the behavioural intention of
consumers towards online food delivery services by focusing on factors that influence
the behavioural intention of the consumers which are; perceived risk, product quality,
time savings and perceived ease of use. The data have been collected and obtained
from the distribution of the questionnaire to 200 respondent around Melaka city using
convenience sampling. The finding showed that perceived risk, time savings and
perceived ease of use have a significant relationship towards behavioural intention of
the consumers but for product quality there is no significant relationship. The study
also found that perceived risk is the most factor that influence the behavioural

intention of consumers towards online food delivery.
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