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Abstract 
 
The purpose of the study was to determining factors of online shopping decision among one of the best private University 
Students in Malaysia. The research distributed an online forms survey to collect empirical data from 230 online shoppers 
among one of the best Private University Students by using convenience sampling. The independent variables for this 
study consist of enjoyment, relative advantage, risk with online purchase decisions as to the dependent variable. The 
reliability of the data was confirmed by the Cronbach alpha scores. IBM SPSS was utilized for data analysis. The 
demographic of the respondents revealed that young people are the most online shoppers while their educational 
qualification too also plays a role. The research findings indicate that all factors considered explanatory variables for 
this work positively impact online shopping decisions of consumers. The study's findings offer some emerging perspectives 
that could be leveraged to improve online shopping for consumers. This study if properly implemented will be of immense 
help in making online shopping experience a worthwhile for students and Malaysians. The study further pointed out some 
limitations encountered for further studies. 
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1.0 Introduction  
 
            Buying goods or services through online shopping platform is internet shopping. The process consists of five steps 
like traditional buying practices (Jain, R., & Kulhar, M., 2019). Online Shopping is a type of electronics trade that enables 
customers, through the web browser, to directly buy goods or services from sellers. Internet shopping is developing 
phenomenally. Numbers of customers shopping using online platform are increasing, or even searching for fun. Online 
shopping catches up to desktop shopping easily; it is easier to do than people always go (Kytö, E., Virtanen, M., & 
Mustonen, S., 2019). 
                So, in this study we will be focusing on; the factors of online shopping decision among students in one of the 
best private universities in Malaysia, which will be tested by our independent variables: enjoyment, relative advantage, 
and risk. 
 
              Besides that, this paper will be significance to business industry, researcher, and the students. This is because in 
the business industry it helps to have a better understanding on the purchasing behaviour of consumers. The result of this 
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study may give some ideas for the strategic implication that can be implemented in their business plan to provide more 
benefits to their online shopping platform (Jain, R., & Kulhar, M., 2019). While, to the students, it helps to the development 
of literature. It also contributes to the future students or researcher to have richer references for further investigation on 
the determinants of the factor influencing online shopping. Lastly, the result will help researchers to learn about factors 
which influence consumer buying behaviour in social media. It will therefore allow them to grasp their intentions more 
fully and effectively.  
 
              The research report is organised accordingly. Section 2 deals with the creation and elaboration of the overall 
literature analysis, followed by Section 3 with the approach adopted, while Section 4 outlines analyses of evidence and 
observations. The article closes in the last segment. 
 
1.2 Research Objectives 
 

1. To examine the relationship between enjoyment and online shopping decision. 
2. To identify the relationship between relative advantage and online shopping decision. 

3. To analyse the relationship between risk and online shopping decision 
 
2.0 Literature Review 
 
2.1 Online Shopping 
 
Online shopping is an electronic business, which enables the purchase directly from the seller of products or services 
through the internet (Kytö, E., Virtanen, M., & Mustonen, S., 2019). More people use the internet to buy a wide range of 
products and services, from shoes to plane tickets because of the many options available for choosing products and services 
on an online platform (Rahman, Islam, Esha, Sultana, & Chakravorty, 2018). In recent years, online shopping has grown 
rapidly due to the significant benefits it offers customers and retailers: reduced dependency on shopping, cost savings, 
increased market areas, lower overhead costs, and a wide range of products (Ukonu, C. C., & Agu, P. C., 2022). 
 
2.2 Factors of Online Shopping Decision   
 
Koufaris (2017) identified a strong prediction of the intent of online shopping both as a pleasure to shop and as a perceived 
usefulness (website). On the contrary, the shopping enjoyment found in Lee and Lin (2015) can increase customer intent 
but not necessarily guarantee customers' returns. In fact, the Web Store that uses value-added mechanisms and provides 
customers with a difficult experience can enhance customer enjoyment. More consumers are aware of the relative 
advantage of online purchase, less willing they are to cross channels the more likely they are to visit the internets, decide 
to buy and purchase online (Arilaha, M. A., Fahri, J., & Buamonabot, I., 2021). 
 
2.3 Benefits 
 
(Khilders et al., 2019) indicates that online shopping attitudes are a reliable and powerful signal of happiness. When 
customers like to shop online, they are more favourable to shopping online and are more likely to embrace the internet as 
a shopping method. Online purchasing has had positive consequences either for buying or for buying, or for public and 
online purchasing purposes (Koufais, 2017). 
2.5 Challenges 
 
Without a social network management service, it would be difficult for corporations to compete. Somebody must monitor 
each network, respond to comment, answer questions and post information that are relevant for the customer (Barefoot & 
Szabo, 2010). In addition to the data involved, other difficulties, such as receiving negative feedback. Unfortunately, 
consumers and competitors in the sector have the option of publishing gross or offensive pictures, articles or videos (Ali, 
B. J., 2020). The marketing of a brand, product or service may also include problems of trust, privacy, and data protection. 
Ratnasingham's (1998) survey showed fears that online credit card fraud did not encourage customers to make any bigger 
purchases. Companies running their blogs or other social networks must also maintain comprehensive policies that 
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encourage information collection, usage, and retention and third-party privacy and data security obligations (Odeh, M. M. 
M., Azam, S. F., & Rafida, N. (2021). 
 
2.7 Technology Acceptance Model Theory 
 
In this research, we use TAM to further examine how users of social media comply. This theory tests how much people 
understand how technology, mobile devices and know-how on other systems are implemented. In this study, social 
networking is the mobile part. Social networking can be configured by users. (David 1989) states that when you use a 
specific method, the term "ease of use" is perceived to be less straightforward or effort free. We may therefore conclude 
that customization requires less effort to choose which products to buy according to the perceived ease of use. Technology 
also enables the finding of the commodity that customers want to meet. 
 
 
 
 
2.9 Theoretical Framework 
 
 
 
  
    
 
 
Figure 1 : Framework Mode 
 
 
2.10 Hypothesis 
 
H1- There is relationship between enjoyment and online shopping decision. 
H2: There is relationship between relative advantage and online shopping decision. 
H3: There is relationship between risk and online shopping decision. 
 
3.0 Methodology  
 
                The study attempts to explain and quantify the role of social media marketing in customer buying behavior by 
looking at social media features: contact, client relations, customization, manipulating social media and engagement. We 
used quantitative techniques for gathering our data in this study. After analyzing the essence of our sample, our analysis 
would be focused on surveys performed in a questionnaire that helps us to take a closer look at the perceptions, views or 
actions of multiple individuals towards our study. 
               While looking at the sampling, we conducted a study focusing on the population of that private university located 
in Shah Alam students for a study on consumer purchase intention and their attitude toward social media marketing during 
pandemic. The reason of us choosing one of the best private universities in Malaysia as our population sample is because 
of the wide range of cultures and ethnic groups. This diversity helps to consider the behaviours and comparatively limited 
samples of an entire population during the sampling process. In this research, around 230 university’s students 
participated.  
 
          
 
 
 
 
 

 

Enjoyment 

Relative 
Advantage 

Risk 

Online Shopping 
Decision 
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There were 2 sections in our questionnaire which are background information and variables question. Each question had 
its own number of number of items. A summary of summary measure will be attached below in figure 1.  
 

  
Variable 

No of 
Items 

Type of 
Scale 

Source  Sample Item 

Online Shopping 
Decision 

4 Likert 
Scale 

Maiyaki (2017) “I will definitely shop online in the future” 

Enjoyment 4 Likert 
Scale 

Chualan Lui 
(2007) 

“Internet shopping makes me feel good” 

Relative  
Advantage 

4 Likert 
Scale 

Chualan Lui 
(2007) 

“Using the Internet helps me to accomplish shopping 
tasks more quickly” 

Risk 4 Likert 
Scale 

Chualan Lui 
(2007) 

“Shopping on the Internet jeopardizes my privacy” 

4.0 Result and Discussion  
 
4.1 Descriptive Analysis  

Variables Mean SD MIN MAX 
Online Shopping 
Decision 

4.3880 0.45149 2.0 5 

Enjoyment 4.5196 0.48665 3.0 5 
Relative Advantage 3.8185 0.39994 2.0 5 

Risk 3.3087 0.71004 1.5 5 
Table 1. Descriptive Statistic 
 
 

For the first variables is online shopping decision. The table shows the mean count is 4.3880 and this means that 
respondents strongly agree on online shopping decision. Given the limits and the need for social incarceration, consumers 
are more likely to shop online during this pandemic period. They think shopping online is better. Second variables, namely 
enjoyment obtained a mean of 4.5196 which shows that respondents strongly agree that relative advantage positively 
effect on online shopping decision. In short, with effective relative advantage successfully engage customers to shop 
online. The third variable is that relative advantage obtained a mean of 3.8185 and showed that respondents almost agreed 
that enjoyment positively effect on online buying decision. These reasons demonstrate the ease of online shopping when 
a business. The last variable is risk which shows a mean of 3.3087 where respondents almost agree that there are risks if 
consumer shopping online. 
4.2 Reliability Analysis  

Variables No of items Reliability 
Online Shopping Decision 4 0.678 
Enjoyment 4 0.689 

Relative Advantage 4 0.618 
Risk 4 0.673 

Table 3. Reliability Analysis all variables 
 
Reliability analysis used to measure the consistency and stable of the variables that are chosen. Table 2 shows Cronbach’s 
Alpha for each of the variables. For this study, the reliability results all scores > 0.60, which is more than 0.40 indicate 
that our study is strong reliable. 
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 .3 Correlation Analysis 
 

Variables # of Items Cronbah 
alphas 

Online Shopping Enjoyment Relative 
Advantage 

Risk 

Online 
Shopping 

4 0.678 1    

Enjoyment 4 0.689 0.599** 1   
Relative 
Advantage 

4 0.618 0.362** 0.599** 1  

Risk 4 0.673 0.315** 0.402** 526**e 1 

 
Table 3. Correlation Analysis 
 
Correlation analysis table indicate the correlation between each of the variables. We use Pearson Correlation Value from 
SPSS to show whether the relationship between each of the variables are strong, moderate, weak or no relationship. 
According to the (Diana Mindrilla and Phoebe Balentyne, 2019), if the Pearson Correlation value > 0.7 indicate that the 
correlation is strong, 0.5 to 0.7 indicate moderate relationship, 0.3 to 0.5 show weak relationship and <0.3 show none or 
very weak relationship. However, we are focusing more into the correlation between independent variables to the 
dependent variable. In our study, there is positive and moderate relationship between enjoyment and online shopping 
decision, = .599. Relative Advantage and Risk have weak relationship with online shopping decision, = .362, while risk 
= .315.  
 
4.4 Regression Analysis 
 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) 2.545 .380  6.691 .000 

Enjoyment .335 .074 .296 4.528 .000 
Relative Advantage .075 .061 .080 1.231 .219 
Risk .014 .040 .021 .338 .736 

a. Dependent Variable: Online shopping 

 
Table 4 
Regression Analysis 
 
Regression analysis use to predict either the predictor is significant to criterion or not. In the other word, it used to predict 
does independent variable affect dependent variable. In this study we are having five predictors which are engagement, 
customer relationship, social media influencer, interaction, and customization. The only one criterion is purchasing 
intention. 
In this study, R2 value resulted .336 (33.6%), it is less than 50% might be because we are predicting human behaviour, 
since human are predictable (Jim Frost, 2018). However, our p value or sigma indicate real relationship between predictor 
and criterion. From the coefficient table above, there are three predictors that having p value <0.05 and t value >1.96 that 
indicate they are significant predictors. It is including enjoyment with sig 0.00, relative advantage with p value 0.219, risk 
sig 0. 736. Therefore hypothesis 1 is supported by the regression analysis and accepted, while hypotheses 2 and 3 are 
rejected due to the p value are greater than 0.05 and t value are less than 1.96.  
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Below we provide hypothesis summary table to get better understanding.  
 

No Hypothesis Status 
1 There is a relationship between enjoyment and online 

shopping decision 
Supported 

2 There is a relationship between relative advantage and 
online shopping decision 

Not supported 

3 There is a relationship between risk and online online 
decision 

Not supported 

 
Table 5. Hypothesis summary table  
 
4.5 Discussion  
 
Students have a good computer and ICT skills, and good perception of online and Internet as purchasing tool. Thus, the 
perception on the innovation does not guarantee for deciding to purchase items via the online platform. Some of the 
reasons may be due to other factors. For example, price and product diversity are the factors that determine online purchase 
decision. Slightly, the quality of service and product diversity have a major impact on online purchasing decisions while 
prices have less impact on online purchasing decision. (Amanah et all, 2017). Another factor may be satisfaction and trust, 
as studied by Muslikh et al (2017) consumer satisfaction and trust have positive effect and profound influence on online 
purchase decision. According to Kotler (2019) defined “satisfaction” as person’s happy feeling that comes after comparing 
perception or impression with the performance (or outcome) of a product and its expectations. According to Bagozzi & 
Warshaw (2021) perceived enjoyment can be refer as the degree of enjoyment a person gets from online purchases. The 
enjoyment is indicating internet shopping is fun and enjoyable to the consumers.  
 
 5.0 Conclusion     
 
All the objectives are achieved. The main findings of this research found that males used online shopping more than 
females. Observed limitations that can mitigate the purpose of embarking on this study have been identified for further 
recommendation. The chapter employed both descriptive and inferential statics to present results, analyse and interpret it 
in a concise manner. All the performed analyses were discussed in this chapter. The factor analysis and Cronbach’s alpha 
coefficient test confirmed the validity and reliability of the instrument adopted in this study. From the descriptive statistics, 
it was revealed from the frequency distribution of the respondents, it was revealed that youths mostly in the age of 21 to25 
years are the most online shopping customers. The result from the multiple regression        analysis indicated that all the 
three explanatory variables exact positive impact on the dependent variables. Although not all are in line with the A priori 
expectations. The data can in this study rely primarily on a larger sample size to explore the topic and yield highly 
comprehensive results.  
Similarly, the influence of demographic variables (age, wages, school level) is not taken into consideration in this analysis 
and it would also be helpful to determine the moderating impact on future research of these factors. Further studies may 
extend to a wider range of millennial consumers and other generation cohorts to produce a more accurate set of findings. 
Furthermore, this analysis relies only on the details gathered from the questionnaire. Customer activity and advertising 
must be evaluated on social media sites, however. New strategies (i.e., Nevis or the Scheduler R packet) may be needed 
to gather and interpret information from social media using a content analysis tool. Future research may use approaches 
and strategies to provide a clear picture of the customer's expectations, interest and behaviour.  
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