“TO STUDY THE FACTOR AFFECT CONSUMER ATTITUDE TOWARD ONLINE

SHOPPING”

SITI HAJAR BINTI ISMAIL

2015282818

Submitted in Partial Fulfilment of the

Requirements for the

Bachelor of Business Administration with Honours (Marketing)

FACULTY OF BUSINESS MANAGEMENT

UNIVERSITI TEKNOLOGI MARA

KAMAPUS BANDARAYA

MELAKA

JULY 2017

i|lPage



ACKNOWLEDGEMENT
Assalamualaikum w.b.t

All praise to Allah S.W.T the Al-mighty for giving me happiness, health, patience and
motivation along the journey to complete this final project paper on “To Study The
Factor Affect Consumer Attitude toward Online Shopping”. This research make
around consumer area Melaka. A lot of things happened on my way to complete this
challenging duty. First and foremost, thank you to my beloved parents for their

support and encouragement from now and ever.

I would like to express my deepesr gratitude to my advisor Sir Nadi@Iatif Bin Bachok
for his support, guidance, cooperation, and of course patience in helping me to
complete my project paper. | also want to thank to my second advisor Madam Nor
Hamizah Bt Mohd Nor, for her support and comment in order to make sure that my

thesis more valuable.

| also feel grateful to extend my special acknowledgement to my beloved
respondents who are willing to answer my questionnaire. Finally, thank you to my

entire friends for their support and encouragement to complete this thesis.

Thank you.

iv|Page



TITLE PAGE

TABLE OF CONTENT

DECLARATION OF ORIGINAL WORK

LETTER OF SUBMISSION

ACKNOWLEDGEMENT

TABLE OF CONTENTS

LIST OF TABLE

LIST OF FIGURE

ABSTARCT

CHAPTER 1

CHAPTER 2

INTRODUCTION

1.0 Background of Study
1.1 Problem Statement
1.2 Research Objective
1,3 Research Question
1.4 Scope of Study

1.5 Significance of Study
1.6 Limitation of Study
1.7 Defination of Term

1.8 Chapter Summary

LITERATURE REVIEW
2.0 Introduction
2.1 Attitude toward Online Shopping

2.2 Factor affect Consumer Attitude

Vi

viii

10
11

12

13
13

16

v|iPage



CHAPTER 3

CHAPTER 4

CHAPTER 5

toward Online Shopping
2.3 Conceptual Framework
2.4 Research Hypothesis

RESEARCH METHODOLOGY
3.0 Introduction
3.1 Purpose of The Study
3.2 Research Design
3.3 Data Collection Method
3.4 Research Instrument
3.5 Questionnaire Scale Measurement
3.6 Population
3.7 Sampling Design
3.8 Data Analysis
3.9 Conclusion
DATA ANALYSIS

4.0 Introduction
4.1 Questionnaire
4.2 Frequency Analysis
4.3 Reliability Analysis
4.4 Correlation Analysis

4.5 Multiple Regression Analysis

CONCLUSION AND RECOMMENDATION

5.0 Introduction

5.1 Conclusion

5.2 Recommendation

REFERENCES

APPENDIX

23

24

25
25
25
26
27
31
31
32
33

37

38
39
39
48
50

55

57
57
59
62
68

vi|Page



ABSTRACT

This research is about to study the factor affect consumer attitude toward online
shopping. The objective of this research is to study the relationship between
perceived benefit and consumer attitude toward online shopping. The second aim
and objective is to find out the relationship between product characteristic and
consumer attitude toward online shopping. Other objective is to investigate the
relationship between personal characteristic and consumer attitude toward online
shopping. Last objective for this research is to identify the most influential factor that
affect consumer attitude toward online shopping among consumer in Melaka. The
demographic section such as gender, age, race, employment status, education level,
monthly income, type of mobile device use and time spent online per day also is
included into the questionnaire. That is easier to identify what actually consumer
demographic section have in area Melaka. About 55 respondents were selected as
sample size for this research. Other than that, convenience sampling technique was
used when selected the 55 respondent in Melaka. The respondent require to answer
guestionnaire that consist of 23 questions. Therefore, this research has been set up

and been carried out to test and reveal the answer of this research objectives.
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