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ABSTRACT

“FACTORS INFLUENCING ONLINE SHOPPING BEHAVIORS AMONG
STUDENTS IN UiTM CAWANGAN MELAKA KAMPUS BANDARAYA”

The technology acceptance model has been a theory that is most widely used to
explain an individual’s acceptance of an information system. This study has reviewed
numerous literatures available in this area. The different studies in this area were
evaluated to understand the modifications that were done on this model. It is necessary to
better understand the antecedents and determinants of independent variables. Data
collected supported the hypothesis that an individual’s perception of a particular system
is anchored to their general computer self-efficacy at all times, and objective usability has
an impact on TAM theory perceptions about a specific system only after direct
experience with the system. This study then tries to provide an insight on future trends in

the technology acceptance model.
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