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“THE ROLE OF E-COMMERCE IN REDUCING
OPERATIONAL COST OF SME'S IN MALAYSIA"

AHMAD IBRAHIM BIN MOHAMED?, AINA NAFISAH BINTI MUHAMAD ASHIK?, ALVIN THIEN ZHI
CONG’, FATIN NAJIHAH BINTI ZOLKAFLI* DZULKIFLI BIN MUKHTAR®

INTRODUCTION

SMEs have played an essential role in developing the national
All  praise is for  Allah economy. But these SMEs also face many problem.
subhanahuwaTa"ala for the blessings
and for giving my group member and n Malaysia, reviewing research done on SMEs, the statistics
me the strength and courage t0 clearly show the difficulities of getting loans from bank. The
complete this thesis. Everything cyrrent squeeze has resulted in difficulty for SMEs to obtain
happens by His will and permission.  financial assistance from commercial banks (Cassetta et al., 2019)

e Lack of skilled labor in technology

First of all, to Prof. Associate Prof Dr. o Lack of knowledge in the use of technology
Dzulkifli bin Mukthar as our excellent ¢ problem of buildings and sites involving high operating costs.
supervisor in helping and giving the This study found that one of the SMEs that can solve these

advice to make the Final Year problems is to focus on using E-commerce.
Research Project a success.

We want to thank all four owners- ;1 WWhat is the platform of e-commerce that can reducing
managers of small and medium

enterprises in Malaysia, especially
Public Gold and Pop Corn, who
participated in this study for their
cooperation and willingness to shar o identify the performance of using e-commerce in reducing
their thoughts and experiences. ~ gperating costs compared to doing business physically.

Without their cooperation, this study

would not have been completed. vfTo evaluate how e-commerce aids the reduction of operating

INTRODUC TIO_N costs by making a comparative analysis.

E-commerce can reduce costs
associated with warehouse rental,  (/Thelevel of readiness of SME’s in using the e-commerce platform
insurance, and storage, as well as

lbor and uwiliiy expensss. LITERATURE REVIEW REFERENCES

operational costs the most?
2. How can e-commerce reduce operation costs?

Additionally, it can also lead to | r Final Yoar Project Topics, RLAM.LN.O.E. (no date) Rolo of in

ddicionally, | 80l €0 o we T T R T G U TN TR TRV = ™ " MLAMLNOE o ol of o
advertising costs. E-commerce is an Etpriects. Avalabi a i o .
efficient way to buy and sell goods and Mobiliz=~ =~ “Problem- P T S e '
services as it saves time and costs. It tion R lization ot i s T i o Al (200 by 3 s Sl
RHOWS buSiﬂeSSES to Dpel"a.te With ; ‘ m‘ m.n.l.':.:‘.nsﬁ'uo-.-mw comP0191 2 10guainative-data-
limited thSical space and expand ] l Using the framework mathod for the analysis of qualitative data in multi-dissiplinary
their market globally. It also provides (] oo el DIN ) Seewe T Rok

e ‘Central. hitps:bmemedresmethodol lomedcantral.comvartiches/10.1186/1471-

convenience for buyers as they can Enrolle- Interess- 28813417

shop from home and access clear R E S EA RC H M ET H O D S

product information. LEIEEE et

Procedure for Data Analysis
CONCLUSION & DISCUSSION r ¥
Based on chapter one, we can conclude and summarise that E-commerce helps SME e+ 1 Organize the Data
entrepreneurs or organisations reduce operational costs. According to our research, e-

commerce significantly reduces the operating costs of Malaysian SMEs. We discovered - 2 Identify the Framework
that using this e commerce platform allows SMEs to expand their market by focusing
on other things rather than worrying about their operating costs. Most SMEs are at I :
ease with using the shopee platform to sell without having a physical store. In the C= 3 SortDarain to Framework
interview we conducted with the companies public gold and eng popcorn, we learned I
that these two companies use a website or platform that they created themselves, PG
Mall for public gold. Eng's Popcorn, on the other hand, uses their own website as well
as other platforms such as Facebook, Instagram, and Tiktok. Then, based on all of this,
we can answer our research question about this study. This issue has also provided a -
better understanding of e commerce, which has reduced operating costs for SMEs. I

4 Use the Framework for
Thematic Analysis

5  Second Order Analysis

PRESENTED AT: MULTIDISCIPLINARY RESEARCH ON THE

ETREPRENEURSHIP AND BUSINESS E-COLLOQUIUM 2022/2023



COMPARISON OF MARKETING STRATEGY FOR BALM
AROMATHERAPHY IN COSMETIC INDUSTRY :

UNIVERSITI
MALAYSIA

KELANTAN

A QUALITATIVE RESEARCH

Faculty of Entrepreneurship and Business
Universiti Malaysia Kelantan, Malaysia

ABSTRACT

i=p

This study utilizes applied research approach to help the founders of
aromatherapy balm based cosmetic industry to make decision in
managing their venture. Therefore, the purpose of this study is to
compare the marketing strategy that have been employed by the

company that sell balm aromatherapy within the cosmetics industry.
This study will use 4ps marketing strategy as research framework.
Qualitative research approach will be used in order to achieve the

purpose of this study .

INTRODUCTION

This study will look at the connection between marketing strategy
and the balm-based cosmetics market, which will help students and
cosmetic firms learn more about marketing strategy. They will be
able to collaborate with their firm to determine the target market and
develop a variety of strategies to increase customer value. Their
marketing skills will cause changes in the market.
¢ Marketing strategy

¢ Cosmetic
s Aromatherapy
* Balm

OBJECTIVES

i. To identify the value proposition that balm aromatherapy
products provided in the market.

ii. To identify the range of retail prices for balm aromatherapy
products versus weight in the market.

ii. To identify the promotion strategy that has been adopted for
balm aromatherapy products in the market.

iv. To identify the distribution strategy that has been adopted for
balm aromatherapy products in the market.

MATERIALS METHODS

A qualitative research approach will use to achieve the purpose of
this study.
« Type - applied research
« Research design (research onion)- inductive, inquiry research,
mono-method, cross-sectional
« Purposive sample technique- companies that produce
aromatherapy balm-based products
+ Document analysis
» Data analysis process- content analysis

RESULTS

Succerded In Meatifying The Valos Froposition That Bales
e Marker.

S T U ——
Amvmatberapy Frochicts Provided In'T Frecocts Ve

o Wcight I The Marke Hm Sexcecshd

blentify The Distrbution Stratcgy That 11as Been Adopted For
B ducrs I

Socceedd In Wil The P
I Aromatherapy Peodcts kn The Market Has Succceded b A

‘Adopucd For

CONCLUSION

The results imply that these phrases are not often used in the
study's sample populations. The research recommends that future
marketing strategy should highlight the 4 Ps in the company’s
website to change the market apart from creating a difference in
marketing strategy for the cosmetic industry. This new knowledge
shows that the balm aromatherapy cosmetic industry should
proactively evaluate new strategies for impact and changes in the

market.

REFERENCES

e Saunders, M. (2007). Research methods for business students.
England: Pitman Publishing imprint.

¢ Singh, M. (2012). Marketing mix of 4P'S for competitive
advantage. IOSR Journal of Business and Management, 3(6),
40-45. https://doi.org/10.9790/487x-0364045

e Azmi Hassali, M., & AL-Tamimi, S. K. (2015). Malaysian
cosmetic market: Current and future prospects.
Pharmaceutical Regulatory Affairs: Open Access, 04(04).
https://doi.org/10.4172/2167-7689.1000155
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ABSTRACT

Due to the implementation of MCO, people’s movement is restricted,
and most physical stores are closed, consumer online purchasing
increased and has become common. This study aims to examine
intention ameong
entrepreneurship (commerce) students of Universiti Malaysia
Kelantan during post-Covid-19. Six factors are examined which are
perceived ease of use, perceived usefulness, price, website design
quality, trust, and perceived risk. The research used a simple
random sampling technique to collect the sample. Besides, 260
valid responses were collected from UMK students through an
online Google Form consisting of four main sections. The IBM SPSS
Statistics version 26 was then used to analyze the data that had
been obtained. This study's hypothesis testing result shows that half

the influence factors on online purchase

of the hypotheses are significant.

online Purchasing Intention (BV)

lPerceived ease of use (Iv)

[Suhir, M., Suyadi, I, & Riyadi, 2014
[Davis, 1989
[Beneke et al., 2015

[Ranganathan and Ganaphaty,
(2002

[Kim, Ferrin, & Rao, 2008
lvan Ventre & Diana Kolbe, 2020

Perceived usefulness (IV)
Iprice (IV)

Website design quality (Iv)

Trust (Iv)
lPerceived risk (1Iv)

HYPOTHESIS

H1: Perceived ease of use has a positive influence on
the consumers’ online purchase intention

H2: Perceived usefulness has a positive influence on
the consumers’ online purchase intention

H3: Price has a negative influence on the consumers’
online purchase intention

H4: Website design quality has a positive influence to
online purchase intention

H5: Trust has a positive influence to purchase
intention toward online shopping

H6: Perceived risk has a negative influence to
purchase intention toward online shopping

Presented  at: Multidisciplinary ~ Research on  the
Entrepreneurship and Business E-Colloguium 2022/2023
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INTRODUCTION

Nowadays, consumers increasingly tend to buy things
more from e-commerce platforms instead of from
brick-and-mortar stores. According to Im, J.; Kim, H.;
Migo, L CEO (2021) the pandemic sparked a
miraculous rise in online shopping.

Numerous traders seized the chance to conduct
business online to develop their business and reduce
the loss of their business. This has also had an impact

PROBLEM STATEMENT

Due to Covid-19:-
1.Movement of people is restricted
2.Most brick-and-mortar stores are closed.
3.shopping behavior is affected

OBJECTIVE

To examine the influence of perceived ease of

on the development of online shopping.

shopping behavior has changed.

CONCEPTUAL FRAMEWORK

design
quality (Ha)

Perceived
usefulness
(H2)

Online

Perceived
ease of use Purchase
1 Intention

DATA ANALYSIS

L Coefficients

Independent] B | Std. [Beta | t | Sig. |
variable Error

(Constant) |-.487| .255 -1.913| .057

Perceived | .017 | .067 | .012 | .248 | .804
ease of use

Perceived | .457 | 121 | .368 [3.784] <.001
usefulness

Price 012 [ .045 | .012 | .276 | .783
Website | 0.95| .124 | .079 | .765 | .445
design

quality

Trust 440 | .053 | .456 [ B8.279] <.001
Perceived |.096 | .041 | 134 [ 2337 .020

risk

Dependent variable: online purchase intention

RECOMMENDATION

lincrease target population and sample size

2.Use a privacy notice when conducting an
online survey

3.Make the
interesting

4.Take more time to conduct

survey straightforward and

As a result, the Covid-18 pandemic has impacted
many people’s lives and motivations, and their

use, perceived usefulness, price, website design
quality, trust, and perceived risk on online
purchase intention among entrepreneurship
(commerce) students of Universiti Malaysia

Kelantan during post-Covid-18.

METHODOLOGY

DISCUSSION

* Perceived usefulness, Trust, and Perceived risk
had a pesitive significance on online purchasing
intention among Commerce students. Thus, HZ,
H5, and H6 were accepted.

® Hl, H3, and H4 were rejected as the Perceived
ease of use, Price, and Website design quality
were negatively significant on online purchase
intention.

CONCLUSION

* From the overadll results, many factors can
influence online purchase intention as well as
many processes that lead to the decision
toward online purchase intention.

* The findings cannot be generalized to the
general public because this study's target
population and sample size are small.

* Researchers can manage the risk of reporting
findings that are either false negative or
positive with larger sample sizes. The
precision of the results will increase with the
number of samples.
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FACTORS INFLUENCE CONSUMER ACCEPTANCE OF CASHLESS PAYMENT AMONG
STAFF OF UNIVERSITY MALAYSIA KELANTAN
ABSTRACTS
The purpose of this study is to examine the acceptance of cashless payment users among staff of Universiti Malaysia

Kelantan. This study showed that the factors that influence consumer acceptance of cashless payment are performance
expectancy, facilitating condition, social influence, innovativeness, perceived technology security, and hedonic motivation.

This decision may have been influenced by the benefits of cashless payment, which encourage its use.

Keywords: Acceptance of cashless payment,
innovativeness

Cashless payment is a behavioral change in the
consumer in which consumers could reduce the
usage of money as a medium of exchange for
goods and services by allowing electronic transfer
payments such as digital cash and e-wallet. The
purpose of this study is to determine factors
influence consumer acceptance of cashless
payment among staff of University Malaysia
Kelantan. In this study, primary data and secondary
data will be use as a research approach.

performance expectancy, facilitating condition, social influence,

« To analyse the relationship between performance
expectancy and consumer acceptance of cashless
payment among staff of University Malaysia Kelantan.

« To examine the relationship between facilitating

conditions and consumer acceptance of cashless

payment among staff of University Malaysia Kelantan

To investigate the relationship between social influence

and consumer acceptance of cashless payment among

staff of University Malaysia Kelantan

To analyse the relationship between Innovativeness and

consumer acceptance of cashless payment among staff

of University Malaysia Kelantan.

To investigate the relationship between perceived
technology security and consumer acceptance of
cashless payment among staff of University Malaysia
Kelantan

To examine the relationship between hedonic motivation
and consumer acceptance of cashless payment among
staff of University Malaysia Kelantan

Performance Expectancy

S

—_—

_________—--D

Hedonic motivation

Table 1: Reliability Analysis

» Qualitative method

Research Design

.\ Data Collection

Population » 420 Consumer

» Secondary and Primary data

Sample size » 195 Respondent

— Descriptive analysis,

—_ ’ Reliability analysis,

SPSS Normality analysis,

Sperman Correlation analysis,
Regression analysis

The results of this study showed that the
factors that influence consumer acceptance
of cashless payment are significantly affected
by performance expectancy, facilitating
condition, social influence, innovativeness,
perceived technology security, and hedonic
motivation. The results of this study also
indicate that most respondents do have a

Facilitating Condition

Social Influence Consumer acceptance of
cashless payment

Innovativeness

Perceived Technology Security

strong propensity to use cashless payment. iz Alpha Strength
This decisi h b infl d b Performance expectancy 4 792 Acceptable
's gecisian may have heen wuencec 2y Facilitating Condition 3 741 Acceptable
the benefits of cashless payment, which social Influence 3 805 Good
encourage its use. Innovativeness 3 769 Acceptable
Perceived Technology Security 3 .748 Acceptable
Hedonic Motivation 3 854 Good
Cashless Payment 3 .787 Acceptable
Firstly, we would like to say thank you to our Table 2: Correlation Analysis
supervisor, Prof. Madya Dr. Mohd Nazri Bin Zakaria Hypothesis | Sig. Value | Conclusion [ Coefficient Value Conclusi
for guiding us on the assignment. We also very H1 -000 Accepted 0.724 Large
thankful to our examiner Prof. Madya Dr. Mohd H2 000 Accepled 0.693 Large
) i L R H3 .000 Accepted 0.571 Large
Asrul Hery Bin Ibrahim for his time and patient for Ha 000 Accepted 0.781 Large
giving marks of our research study and H5 .000 Accepted 0.750 Large
presentation. Lastly, we would like to say thank you H6 .000 Accepted 0.767 Large

to our family and friends on giving us support
during the assigment.

* Rahman, M., Ismail, I., & Bahri, S. (2021). Analysing consumer adoption of
cashless payment in Malaysia. Digital Business, 1(1), 100004.
https://doi.org/10.1016/j.dighus.2021.100004
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We want to thank the Almighty in particular for providing us with a team on this occasion so that we can do this mission together.
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Over the past ten years, online buying has increased. The Covid-19 epidemic has given everyone a greater opportunity to make excellent use
of the online platform. Technology is the power of all sources and knowledge, as we are all aware. The students' situation was that the online
had changed their peri The final test or assessment extends to the final online evaluation as well as for the club
meeting, taking into account both their in-person and online studies. The announcement was probably spread mere through group messages
on Telegram and WhatsApp or through official university student websites. During the Covid-19 pandernlc online buying for mnege smdents
increased significantly. Students are well aware of the naoessity to think about online buying as a pr inaf
Online shopping has consmenliy sirong sales pared to in-pe purchasing, and the cost was ble for | As we entered the
era of technelogy, dents now enjoy a number of advantages. The pupils' varied lifestyles and cultures inside the pandemic are a
result of the recent globall.mtlon. Covid-19.

= (ROG) To siud)r the linkage between atlilude (A) and online -
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+ (RO2) To study the relationship & hiness (T) and

online purchase intention of UMK Campus Kota students in the

of

+ (RO4) To study the relationship between delivery time as
DATA COLLECTION
METHOD

soclal media (PUSM) and onina purchase intention of UMK
perceived risk (DEL) and online purchase intention of UMK
ﬁ

students Campus Kola in the period of quarantine.
students Campus Kota in the period of quarantine.
One of the Eellabllity test (110 regpondents)
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» From this research, it has been satisfied the minimum i 1) T 122
requirement of reliability since the Cronbal's Alpha coefficient L e St
shows less than 0.9 vﬂuch is all the lndependenl variables had oo e ey BT - i
the significant relati p to the d dent
=i has found that three \raﬂahlss onry have positive significant
hip to online ion while delivery time as g (output Sma
perceived risk has negaihre significant relationship in this study. ) m;ﬁ-;:m-‘-‘-‘ L]
+ The result showed the four factor that affects the online purchase o B
intention plays vital role to UMK studenis. e, || R i o, i i perchasing
e e e e
" UMK sedcon Comgus K
1 UMK student Kot

+ Aliaga, M. and Gunderson, B. (2002) Interactive Statistics.
[Th i Oaks]: Sage Publicatit
+ Dachyar, M., & Banﬂmanor. 1= (201?) Factors influencing

lnaangible Capilal, 13(5] 946-966,

« Ishfag, N., & Mengxing, H. (2021). C usage behavior of
internet-based servloes (IBS) |n Pakmn during COVID-19 crisis
from the p of logy pti medel.
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A STUDY OF FACTORS THAT INFLUENCE CONSUMER INTENTION
OF FOOD DELIVERY APPLICATIONS DURIYNO COVID-1%9
Cnmasam QUARANTINE AMONG UNIVERSITY MALAYSIA KELANTANM STUDENT

Malaris

i w

ANIS SYAMILA BINTI IMAN, AZRI ISKANDAR BIN FADLUN
CHEW JIA Y1, IZZATUN HUSNA BINTI MOHD SOBRI

UNIVERSITY MALAYSIA KELANTANM, KOTA BHARU, KELANTAN :'[EJ

INTRODUCTION OBJECTIVE

+ Toldenidy the relaliombdp belween o To  sapectancy and comdinued
Movement Control Orders (MCO) announced by umage intention towards food desvery applications smang Unbersiti

governments due to the coronavirus pandemic (COVID- Maiayzin Kelamton studenss dusing COVID- 19 quarnntine
19) are causing the worst disruption to the giobal
economy (Ramos, 2021). Faced with an unprecedented
situation, characterired by rapidly growing needs,
cansumers need to buy food and drinks to continue lving
(Ramas 2021). According to Ramos, 2021 Food dellvery

Ta identty ™ relationship DoTwsen Fasl ond DOVEIage Suality snd
continved u=ge ntention tewards feod delvery applcativns among
Lindhver il Mk sl Kelantan sludanis dui g SOVID - 19 guaranthie.

To ldentily e ielstivnship betwesn peviormance sapsctancy snd

applications can help people get daily food during sl wsge il m bowenccs food delvery appicatioos amung
Auarantine without having to leave the house, (Ramos Uneveral Malaysia Ketantan students during COVID-19 quarantine
2027).

« To ideniify the relaSionthip betwesn price fsaving and continwed
usage intantion towards food defvery applications among Unhmerelti
Malaysla Kelartan sluden s duing COVID- 1R qualuntiie

* RESEARCH DESIGN -~ OQuantitative design
= STUDY POPULATION - 11 463 student UMK

MATERIALS & METHOD THERETICAL FRAMEWORK

« SARPLE SIZE = 143 Reapondents [Roscos)
* DATA COLLECTION - Questionnadres
* DATA ANALYSLS - SPSE, GMART PLE, MLH

“—CONCLUSION

* This study has provided a further understanding on
relationship all independent variable and dependent
varible This study also had discussed about the
limitation that had been experienced during the
resoarch progross and recommendation for future
rosaarchoers

« Based on SPS5 analysis, food and beverage quality
and price savings were significantly related to
Continuance Usage Intention. While, the effort
expectancy and performance expectancy have not
statistically significance due to their p-value Is higher

+ Based on SMART PLS analysis.the P- value for both
independent varable such as effort expectancy
Jerformance sxpectancy and price savings which are
more than 0.05 and value of correlation coesffickent is

shows the pasitive relationship between them. AGKHDHLEDG“E“T
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THE IMPACT OF ELECTRONIC WORD-OF-MOUTH (e-WOM) ON PURCHASE INTENTIONS

DURING ONLINE SHOPPING: EXPLORING E-MARKETING

Electronic word-of-mouth (e-WOM) has become a significant emerging business strategy in the marketing and customer environments in the era of globalization. Electronic word-of-mouth, or e WOM, is one of

the platforms for consumers to express their views on products and services because of This study is to i ‘the impact of electronic word of-mouth (e-WOM) on purchase
intentions during online shopping among social media and internet application users who live in Pengkalan Chepa, Kelantan, Malaysia. This study was using a quantitative research app , with
a total of 390 respondents. The Statistical Package for the Social Sciences (SPSS) was used to analyse the data collected. Ci ly, several ies, including ipt reliability, and normality

analysis, were used to analyse the collected data from the questionnaire survey. The result reveals that the dependent variable is significantly impacted by the four remaining independent factors. This study
advances our knowledge of the still-limited persuasive potential of digital communication. Additionally, it may help the community when establishing its own social media communication approach and enlighten
businesses, especially Small and Medium-Sized Enterprises (SME), about the benefits of e-WOM adoption. Realistically speaking, this study offers suggestions to all aspects of society on how to use e-WOM
to encourage people to engage in effective e-marketing.

Keywords: e-marketing, electronic word-of-mouth (e-WOM), enline shopping, online review, purchase intentions.

B—

+ E-Wom is one of the platforms that consumers
use to express their opinions.,

= It help the community when establishing its
own social media communication approach
and enlighten businesses.

+ This research aims to study the impact of
electronic word-of-mouth (e-WOM) on

Y purchase intentions during online shopping

towards internet application users

in Pengkalan Chepa,

Table 3: Summary of Status of Hypothesis
Resis 5 i D Cocliii

—

Table 1: Summary of Descriptive Statistics

B Mean  Std. Deviation
Trust (IV1) 3.9333 .79868
Attitude (IV2) 4.2795 .69963
Perceived Relevancy (IV3) 4.1891 69448
Information Quantity (IV4) 4.2301 70238
Purchase Intention (DV) 4.1346 73724

Table 2: Actual reliability test of 390 respondents

0.830

4

0891 4

0.831 4
057

0.860

Quantitative
Method

159,700 384 1. Descriptive Analysis
i 2. Reli Analysis
3. Normality Analysis

4_Spearman Correlation

Purchase intention
during online shopping

Questionnaire
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+ This research has been carried out to give a proper analysis of the
variables influencing impact of EWOM on purchase intention during
online shopping.

« The result presented that trust is the mast important factor that impact the
purchase intention during online shopping.

= The result showed all the factors have a positive significant relationship
between purchase intention during online shopping.

+ People now a days were swayed by higher average customer ratings
while making online purchase decisions.
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ABSTRA

The aim of this study is to
intention to adopt mobile commerce (m- commerce) in Kota Kinabalu. Due to the postage fee from P

the rel;

perceived usefulness, perceived ease of use, perceived self-efficacy, perceived trust, and

Malaysia to East Malay is quite

expensive, so we as researchers want to determine how high the intention of citizens in Kota Kinabalu adopt the m-commerce for online purchasing
or selling. The researcher evaluated consumer behavioral intentions and the usage of m-commerce in Kota Kinabalu using the idea of the Technology

Acceptance Model (TAM) to meet the study's goals. This study uses non-probability sampling which is convenience sampling and SPSS to analyze
the data. The online survey will be spread among resu!ents in Kota Kinabalu and 384 respondents as its sample size. The findings of this study shows

that all of the hy

1ce and

have a high

gh the positive results show the relationship between dependent and

independent varlables are positive and very strong. In conclusion, this study will contribute to researchers, retailers, or marketers to understand
consumer behavioral and intensify the m-commerce market in the future.

INTRODUCTI

M-Commerce

Mobile commerce
(m-commerce) refers to
the purchase or sale of
goods and services via

wireless handheld
devices like cell phones

Perceived Usefulness

Perceived usefulness
(PU) defined by Fred
Davis as "the degree to
which a person believes
that using a particular
system would enhance

Perceived Ease of Use

Perceived Ease of Use
(PEOU) defined as the
degree to which
individuals perceive how
easy itis to use the
technology (Davis et al.

Perceived Self-Efficacy
Perceived seli-efficacy is
defined as people's beliefs
about their capabilities to
produce designated levels of
performance that exercise
influence over events that
affect their lives (Bandura,

Pescerved ease ofuse Mosmmal diswibuied

Perceived Trust
In the context of
m-commerce, perceived
trust is defined by Zhang et
al. (2012) as “the extent to
which an individual believes
that using m-commerce is

secure and has no privacy

and tablets (Yasar, 2022). their job performance”. 1989). 1994). threats”.
OBJECTIVE RESULTS
Demographic
e To determine the relationship Gender ge Ethnicity Education Frequency Usagetime Reason Transaction
between perceived usefulness and (In a day) (In a week)
intention to adopt m-commerce in ﬁ o
Kota Kinabalu. B _E-
* To determine the connection between
3 o - Female 2225 Bajau Diploma  5-7hours  7pm-11pm 5thchoice  once
erceived ease of use and intention to
; 2 i (55.7%) (31%) 29.9%) (43.5%) (33.3%) (38%) (51.8%)  (31.5%)
adopt m-commerce in Kota Kinabalu,
« To determine the correlation between
perceived self-efficacy and intention Reliability Analysis (Cronbach’s Alpha) Key Findings
to adopt m-commerce in Kota ;
Kinaba|up I Hypothesis Result ru:g::g of
L Analysis
« To determine the correspondence Parceied St ey L e e | Tt | e
between perceived trust and intention Perceivd Ease of Use o e 1 o s |
to adopt m-commerce in Kota Perceived Usefulness 0g HZ There is a significant r=0801" H2is
Kinabal relationship ben_ueen perceived  p=0.000 accepled
Inabalu. Intention to adopt mecommerce |G ease of use and infention to adopt ~ Strong
» To determine the most important i
o . H3:  Ther L ignificant =0.768* H3
factor that influences the adoption of TR LRear RegrEsaian Toationship between percenved self: | = 0000 | acospled
5 - efficacy and intention to adopt m- Strong
m-commerce in Kota Kinabalu. commerce in Kota Kinabalu
MDde' summary H4: There s a significant r=0740" H4is
Model R RSquare Adjusted R Square Sid. Eror of the Estimate relationship  between perceived  p=0.000 accepled
METHODOLOGY trust and intention fo adopt m.  Strong
I 549 721 s 42944 commerce in Kota Kinabalu.
‘ a Predictors: (Constant), MEAN_PT. MEAN_PU, MEAN_PSE. MEAN_PEOU
b Dependent Variable: MEAN [ HS: Tneretsaaqmicammﬂuen:e PU = 0000 H5 is not
- o RezsarchiDasign u:d peruwed[ u!mlms:d PEOU= accepled
‘:ﬂ S s ol Squam. i o' ot m:m: “aith 1 SE = 0.009
A5 Quantitative Approach SN Maies s T % Boaton of e commarcewhie | T - 0703
< 1 Regreassa w082 4 417 24 ook there is no significant influence
3 wid e adopion of moormeee n Kota
=]
@ Data collection Methods no = Toal Hous 103 s
Online Survey . B o (Comtun, MEAS,FT, MEAN. U, MEA'_PSE NEAY. PEOU Pearson Correlation
o [ ————
5 s - ozt
=
et o0 w BT H
i l| ',' !y o el e e :Ma @ s 0 £ e
gk Ayt Non- prol?abauty sam:_) ing - a1 s om s:
(convenience sampling) N - P—_— zg e=
© pata analysis @ 5
SPSS g s i
Intertion to adopt m-commerce 1313 21 Nosmal distributed £
B recnst i Nowmal dsebted Parceived Usetuiness  Porceled Easeof Use  Parcelvedseit€cacy  Percaivea Trust
CONCLUSION ki

« The overall analysis found that all the independent
variables meet the minimum reliability because all
Cronbach's Alpha coefficients show a value
greater than 0.6.

e il Y.-B. (2022). M-commerce adoption among youths in
. Baseg on {he relationship, it can be cunclu»ded that 0 Malaysia: Dataset article. Data in brief, 42, 108238.
the _intention (o adopt m-commerce in Kota [l | gingh s, Zolkepli I. A., & Kit, C. W. (2018). New Wave in
ek ol S (hcn ceCig i C D Cene et E Mobile Commerce Adoption via Mobile Applications in
var\abltes. WER & pgrce\ved tesilivEs, T8 Malaysian Market: Investigating the Relationship Between
perce!ved 2R 2 e el A, E Consumer Acceptance, Trust, and Self Efficacy.
perceived trust : International Journal of Interactive Mobile Technologies,
= The results show that all hypotheses have a high 12(7).
statistical significance.
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FACTOR INFLUENCING THE INTENTION TO USE E-COMMERCE
AMONG GENERATION-Y IN KOTA BHARU

INTRODUCTION

We has study the factors influencing the intention to use e-commerce among Generation Y in Kota Bharu because we
believe that COVID-19 still had a huge influence on the e-commerce. The academic community has less focused on
how COVID-19 will affect consumers' intention to use online banking. There has been a significant increase in the
number of sales made over the internet since the beginning of the pandemic. We found that Cyber-security has affects
consumers' online banking in e-commerce. This research analysed consumers' cyber security concerns and online

banking intentions to meet that requirement.

OBJECTIVE

To identify the relationship between perceived security
and intention to use internet banking in e-commerce
among Generation Y in Kota Bharu.

To identify the relationship between perceived usefulness
and intention to use internet banking in e-commerce
among Generation Y in Kota Bharu.

To identify the relationship between perceived ease of
use intention to use internet banking in e-commerce
among Generation Y in Kota Bharu.

To identify the relationship between consumer trust and
intention to use internet banking in e-commerce among
Generation Y in Kota Bharu.

To identify the relationship between malware attack and
intention to use internet banking in e-commerce among
Generation Y in Kota Bharu.

METHODOLOGY

+ Research design:
quantitative research

» Sampling « Population:
technique: o——a 358,000 generation
Stratify random Y in Kota Bharu

« Data collection: - « Sample size: 380

Questionnaire respondents

* Research instrument:n_ « Data analysis:

Google form descriptive
i analysis, pilot test,
reliability test, &
Pearson correlation
coefficient
CONCLUSION

This research report examines the factors influencing Generation Y's
proclivity to utilise e-commerce in Kota Bharu. The outcomes of this
study are expected to provide insight and knowledge of the variables
driving Gen Y's tendency to use online banking. It also helps to
improve the understanding about the effectiveness of online banking
towards Gen Y during pandemic and after pandemic.
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LITERATURE REVIEW

Theory
- Theory Technology Acceptance Model (TAM)
- Theory of Behaviour Planned (TBP)

CONCEPTUAL FRAMEWORK  Hypothesis statement:
Perceived Ease of Usel Independent variables
* Perceived security
Perceived Secury [ 1EENtON « Perceived usefulness
fo * Perceived ease of
Perceived Usefulness = use use
internet * Malware attack
Malware Atack o banking * Consumer trust
Dependent variable
Consumer Trust =

* Intention to use
internet banking

RESULT

Table 1: Summary of Mean and Standart Deviation

Descriptive Statistics

N Mean Std. Deviation

Intention to Use Internet Banking 380 3.8253 68777
Perceived Security 380  3.9247 62212
Perceived Usefulness 380  3.8968 62633
Perceived Ease of Use 380 41053 61749
Consumer Trust 380  4.0832 59871
Malware Attack 380 3.9147 65467
Valid N (listwise) 380

Table 2: Actual Reliability Statistics

Variables Dimensions / Number of Cronbach’s Strength
Items Item Alpha Value
Dependent Intention to Use 5 0.750 Good
Variables Internet Banking
Perceived Security 5 0.781 Good
Perceived 5 0.749 Good
Usefulness
Perceived Ease of 5 0.838 Good
Independent Use
Variables Malware Attack 5 0.823 Good
Consumer Trust 5 0.834 Good

Table 3: Summary of Correlation Analysis

Hypothesis  Correlation i Value Relationship Conclusi
Value (2-tailed)
H1 0.603 0.00 Moderate Pos Accepted
H2 0.655 0.00 Maoderate Pos Accepted
H3 0.578 0.00 Moderate Pos Accepted
H4 0.616 0.00 Moderate Positive  Accepted
HS5 0.579 0.00 Moderate Positive Accepted
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Small and medium-sized enterprises (SMEs) in Malaysia have been exposed to the new || @ To study whether the acceptance of E-Marketplace among SME in Kota Bharu,
business norm that has fast developed into one geared towards utilizing E-marketplace ||Kelantanis affected by perceived usefulness.
as its primary during the past two years. E-Marketplace offers opportunities for SMEs || ® To study whether the acceptance of E-Marketplace among SME in Kota Bharu,
to sell and market products and services to consumers.The expansion of the E- ||Ketanianis affected by perceived ease of use. .

A < A . @To study whether the acceptance of E-Marketplace among SME in Kota Bharu,
marketplace has almost dominated various parts of the world. It is imperative 10 ||yc)anian is affected by attitude.
understand the determinants of acceptance E-Marketplace. Identifying the factors that || @To study whether the acceptance of E-Marketplace among SME in Kota Bharu,
affect acceptance of E-Marketplace among SMEs will not only allow the prediction of ||Kelantan is affected
E- Marketplace usage but also make it possible to assess its future growth. Perhaps, ||®To study whether the acceptance of E-Marketplace among SME in Kota Bharu,
by identifying these factors can help SMEs success for implementing E-Marketplace, ||Kelantanis affected by perceived behaviour control.
which will afterwards result in economic growth in Malaysia.

S e m— i
Quantitative
Method Que:

METHOD
RESEARCH DESIGN
W H1: There is a significant positive relationship between perceived usefulness : stionnaire
and acceptance of E-Marketplace among SMEs.
W H2: There is a significant positive relationship between perceived ease of use
and acceptance of E-Marketplace among SMEs. POPULATION DATA ANALYSIS

W H3: There is a significant positive relationship between attitude and acceptance

of E-Marketplace among SMEs. 1900 SME's in SPSS
W H4: There is a significant positive relationship between subjective norm and K:ﬂ: 57‘:“-', 1. Preliminary analysis
acceptance of E-Marketplace among SMEs. SAMPLING Gwnan (pilot test}
W H5: There is a significant positive relationship between perceived behaviour TECHNIQUES g: Headselli ;:l’;’h’h']’iv
control and acceptance of E-Marketplace among SMEs. analysis

4. Pearson correlation

Depenten Vorabe
Varables Tl Crbis  Hesl THEORY
Be——— - INDEPENDENT VARIABLE
e i - - Theory Technology Acceptance Model (TAM)
== g O :
- Theory Planned Behaviour (TPB) Perceived Usefulness (H1)
Percsived sase of use. 320 respondests. 0.865 Good .
Perceived ease of use (H2)
A Worpeadss 0886 Gasd INDEFENDENT VARIABLE Alikete [35)
Seiveonm Rompdets 087 Good ey W o
g SubjectiveNorm {H4)
Ferceived bebions contil 120 respondeats 082 Good (e O R—— ' E
e e, g e Perceived behavior control (H5)
—
—— S DEPENDENT VARIABLES
N Minimum  Maximum  Mean _Sid. Deviation g Acceptance of E-Marketplace

Mean1_PU 320 3.00 500 48406 32087
Mean2_PEOU 320 3.40 500 48100 37795
Meand_SN 320 3.00 500 48075 36139
Msens_ PEC 820 200 500 48300 33720 + Fadli, Muchtar, Y. C., & Qamariah, I. (2019). E-marketplace acceptance and use by millennials
Mean6_AOE 320 340 500 48525 29456 for business start-up. Proceedings of the 2019 International Conference on Organizational
Valid N (listwise) 320 Innovation (ICOI 2019). https://doi.org/10.2991/icoi-19.2019.27

4.5 Normality Test

.

Hui Lim, C., & Ban Teoch, K. (2021). Factors influencing the SME business success in Malaysia.
Annals of Human Resource Management Research, 1), 41-54.

Kolmogorov-Smimov' Shapiro-Wilk https://doi.org/10.35912/ahrmr.v1i1.380
Statistic: df Sig.  Statistic dr Sig. « Dewi, K. C.,, & Ayuni, N. W. D. (2020). Factors affecting acceptance of E-marketplace based

Meanl_PU 420 320 000 -554 320 -000 on hybrid model of modified TAM-TRI. 2020 Fifth International Conference on Informatics and
Mean2_PEOU 399 320 000 575 320 000 Computing (ICIC).
Mean3_AU ADO 320 000 589 320 000
Meand_SN 397 320 000 598 320 000
Mean$_PBC 405 200 w0 57 30 000 —
Mean6_AOE A17 320 000 574 320 000

e S — o « The researchers aim to identify the relationship between five (5) independents variables

prieed it i e o S i norm and perceived behaviour control.

ooy S,

T T B 0 s i o Do At
pocaved sas0 of s an sccaplnce of €-Alhoiace
f——

TS Toar o v povins R See S R

- The SPSS programme was used to perform descriptive analysis, reliability tests,
normality testing, regression analysis and Pearson correlation analysis.

T ——
£ TThers & o sgefcam postve felasonsnp Dotween  Accepeed |

e b s = This study becomes beneficial to respondents which is SME’s owners and researchers
because of the new understanding and new knowledge it provides to them either directly

or indirectly.

=3 Vo o e e AT —w“:,‘,"?‘m in this study which is perceived usefulness, perceived ease of use, attitude, subjective
&
3
w5
&

FEThaw B @ selcan posiive ko between| Accepied
porosived behaviour conrel and mcceptance of E-
Marhetpince among SUEs.
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OBJECTIVES

» To determine the connection between the academic
performance of Malaysia’s local Universities students
and the students’ characteristics.

To determine the connection between the academic
performance of Malaysia's local Universities students
and the evaluation use of technology.

To determine the connection between the academic
performance of Malaysia's local Universities students
and institutional support.

To determine the connection between the academic
performance of Malaysia's local Universities students
and online interaction and social.

To determine the connection between the academic

performance of Malaysia's local Universities students
and perceived usefulness.

METHODS

RECOMMENDATION

INTRODUCTION

The concept of e-learning, according to the Ministry of
Education (MOE), encompasses systems capable of
gathering, manag , and transmitti
information in a variety of ways (Hassan, 2002). This
study aimed to study e-learning readiness towards
students’ academic performance according of gender,
age, level of education who attended at local university in
Malaysia.

RESULTS

{ © &

18-20 years old: Malay: Single
68.23% 64.32% 96.18%
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CONCLUSION

Students at local universities in Malaysia
have a bit of a reputation when it comes to
E-Learning. Due to the fact that the value of
the Cronbach Alpha coefficients is more
than 0.7, the fundamental need of the
reliability analysis has been satisfied as a
result of the examination of all of the
variables.
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THE STUDY ON FACTORS INFLUENCING CONSUMER PURCHASING
BEHAVIOUR ON ELECTRONIC PRODUCTS IN KELANTAN

AUTHORS:
Do Lim Yi Wei -A19A0118 ABSTRACT
Nagarupini A/P Ragu - A19B0394 Malaysia is home to many qualities electronic and electrical consumer products through homegrown
Nik Ahmad Syukri Bin Nik Mayudin - A19A0408 entrepreneurial efforts. Some of these brands have made a significant impact in the consumer electronics
Noorazean Binti Abu Bakar - A19A0435 industry locally and internationally. Consumer purchasing behaviour entails the steps that consumers take
before making a purchase of a good or service, both online and offline. Therefore, this study aims to study
SUPERVISOR: the factors influencing consumer purchasing behaviour on electronic products in Kelantan. Quantitative
Dr. Wan Mohd Nazdrol Bin Wan Mchd Nasir method was use and a total pf 392 p ts have been through q i ires. Data
was analyze by using IBM SPSS software. The results of the study shows there is a strong correlation

EXAMINER: between social factors, personal factors, price factors, promotion factors, and product factor that

En. Ahmad Syakir Bin Junoh @ Ismail influencing consumer purchasing behavi on el prod in Kelantan.

RESEARCH OBJECTIVES:

INTRODUCTION 1. To examir e consumer purchasing

The aim of the researcher wants to study is about the factors
2 To examine the relationship bety & d

purchasing behaviour on electronic products in Kelantan.
3. To examine the relationship between personal factors and consumer

influencing consumer purchasing behaviour on electronic
products in Kelantan. Furthermore, the researcher chooses to
study in this topic because of to know about what the

purchasir on p

consumer behaviour in the Kelantan when they use the 5
4. To examine the relationship between price factors and consumer

electronic product. It can show that the behaviour of the

purchasir on Kek: .

5. To examine the relationship between promotion factors and consumer
purchasir iouron icp in Kel 3

6. To examine the relationship between product factors and consumer

consumer is different depends on which factors and what is the
effect will happen to consumer. The user's tastes, perspectives,

aims, and decisions on the consumers' reaction come together

to form the

purchasir on p

2.5 Conceptual framework

Independent variable

HYPOTHESES STATEMENT
H1: There is a positive relationship between social factors and consumer purchasing behaviour

on electronic products in Kelantan

H2: There is a positive relationship between personal factors and consumer purchasing

Dependent variable behaviour on electronic products in Kelantan

Consumer purchasing on electronic products in Kelantan
SRS :

H3 H3: There is a positive relationship between price factors and consumer purchasing behaviour
- H4: There is a positive relationship between premotion factors and consumer purchasing

H

behaviour on electronic products in Kelantan
. HS5. There is a positive relationship between product factors and consumer purchasing

behaviour on electronic products in Kelantan

Product factors

Results and Findings
The Pearson Correlation Result

Material and Method Carrelations
Consumer
Purchasing  Socilal  Personal  Price  Promolion  Product
Research Design Benaviour  Factors  Factors  Factors  Factors  Factors
s 7 19~ ™ o 756~ 438
- Quantitative Method gﬁg‘ﬂﬁm ri m1g e oy = B
Benaviour Sig. (2-talled) 000 000 000 000 000
i N 392 392 392 392 382
Total population Social Factors Pearson 3 498~ 551~ Gy are”
- 1,739,594 Carrelation
Sig (2-tailed) 000 000 000
N 392 392 392
1 4407 361~

Sample Size Personal Factors  Pearson
-392 Correlation
Sig. (2-aled) 000 000
N 392 392 392
ata col on metho Pearson 648~ 560~
Data collecti: ethod
- Questionnaire ‘s;;r'f;:;;‘eo) 000 000
- Newspaper, article and N 392 392
i Promotion Factors  Pearson F: - 4407 - 1
website related eeaton
Sig. (2-alled) 000
Data analysis Frodii Fac : 32?3 ;?g
S : uct Factors earson
- Statistical Package for Social Correlation

Science (SPSS) Sig. (2-tailed) ggg

N 392
. Correlation is significant al the 0.01 level (2-tailed).

Table 1: Summary of correlation analysis
CONCLUSION

The findings indiate that the majoity of the

H1 Accepted 0.519 Substantial hypotheses that were tested had a high
statistical significance, and the findings of the
Lk Aepies ; Sebtictizl data that was acquired have been recognized
3 Accepted Substantial and analyzed. This is the overall conclusion
drawn from the research. Additional study is
H4 Accepted 75 High required in the future to provide reference
material to the topic of consumerism, and this

research must be done.

HS Accepted Moderate
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UNIVERSITI MALAYSIA KELANTAN

YOUTH ENTREPRENEURSHIP AND DIGITAL: A STUDY FROM MALAYSIANS

DIGITAL BASED BUSINESS.
Eh Way Chiam A/L Eh Bun Sing* Nik Mohamad Ezamie bin Nik Yusof? Nor Shafigah Hanum binti Mohd Nazri?

UNIVERSITI Norzarifah binti Mat Zakri*

MALAYSIA ) )
TR Supervisor : Dr. Sathiswaran A/L Uthamaputhran
Examiner : Dr.Mohd Ikhwan bin Aziz

RESEARCH METHODS

INtRODUCTION o RESEARCH OB JECTIVE

[ 1 Quantitative methods

Small and medium enterprises have been a major
contributor to the growth of the country's
economic. According to Sathiabama (2010)
entrepreneurship is a dynamic process of
creating wealth by individuals or groups of
individuals. In Malaysia young unemployment is

¢ To identify key factors that support
the intention to do the digital base
business.

* To examine the effectiveness key

factors that can influence youth

entrepreneurs’ intention to start the

oy

2. Youth Entrepreneur in E(elantan]

[3. Sample size : 254 respondents@

[ 4. Convenience sampling ]

on the rise because of market instability and digital base business

#275. Online questionnaire: Google

"5{%’ Form

[ 6. Data Analysis: IBM SPSS

general economic conditions. The theory that we
used is Theory Planned Behaviour (TPB). Problem
statement : Academic gap, practice gap and
achievement gap

To propose a model that can
influence youth entrepreneurs’
intention to do the digital base
business.

Statistics Software

r 7. Result: Frequency analysis,
“} Descriptive analysis, Reliability
: and Validity, Spearman

Correlation , Descriptive and
Regression

RESULT %\

Model Summary

t Sig
4368 000

15751 000
dodel R R Square pusted R Square €
1 7040 455 433 54 218 1165 245
2 737 543 538 A% 088 o 1810 000
a. Predictors. (Constant), Prévious Experience Butiness 5
. Social Media 371 o73 38 5113 000
nt), Previous Experience Business, socisl media =
c Dependent Variable: intention to 6o digital based business . Depengent Vaiable: Intention 10 00 CigRal Dased Dusinels |
rrelations
——yr— - Hypathesis Status

There 1s a signaficant relatonshsp between

1 | social media and the ntention to do

Sy — T Cn Code
o Frmies e e
. = = = — H Accepted

|
{
Reliabili [rerre
tV::h: S digital based business ‘
Méan _ Deviaion N L 0 There 1s a signaficant relationship between
inkention 1o do digial 3.8506 67815 25 i > = , | previous expenence in busness and the S
based businesy = "% | intention to do digital based business e
Social Media 42475 58010 254 N N
Previous Experience 40811 648156 254 ' Z
ﬂu:::m‘a-.- sk Bzt Mecasel £ Loce There 1s a mgnaficant relstionshsp between
Role Model 42456 60224 254 H3 | role models and the mtention to do digital Accepted
F 4 based business

With the completion of this study dedication, the researcher hopes
this study will provide useful information and the information can help
in understanding the youth entrepreneurial intention specifically on
intention on digital entrepreneurship and hope that this study can be
used as reference to future study in similar context.

REFERENCE
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Malaysia is a country that is changing the state of society from a government-dependent society to a self-employed society. The government recommends that

people work alone without relying on the help of others to support themselves and their families. This means that the government has indirectly encouraged the

community to become entrepreneurs. This effort has also encouraged many parties, including the youth, to venture into the field of entrepreneurship. However,

youth entrepreneurs find it difficult to maintain performance in their businesses, which is the issue that prompts us to study the problems that cause things like this

to happen. One of the causes of this problem is that young entrepreneurs do not get a place to accept the initiatives given by the government in developing the

field of entrepreneurship which causes them to struggle just to ensure that their businesses continue to operate. Although there are already initiatives that have

started to be channeled to youth entrepreneurs, these initiatives are not enough to support youth entrepreneurs to continue to progress in their businesses. The

lack of research related to young entrepreneurs also causes them to be trapped without fresh and creative ideas for them to use in their business and the lack of

experience in business also causes young entrepreneurs to often be seen to fail because without experience young entrepreneurs are seen as less prepared to

face challenges in the field of entrepreneurship.

« To investigate the key drivers that support youth entrepreneurship

and business growth.

- To determine which key drivers, social network, digital knowledge,
and business experience most influence youth entrepreneurship
and business growth.

* To propose a model that supports youth entrepreneurship and
business growth.

6. Data Analysis: IBM SPSS
Statistic Software
7. Results: Reliability Analysis,

Descriptive Analysis, Spearman

1. Quantitative method

2. Youth in Malaysia

3. Sample size: 258
respondents

4. Simple random sampling Correlation, Multiple Linear

5. Online Questionnaire: Regression. Expert Validity

Google Form Analysis

D Ar Unstandardized ‘Standardzed
N Mean _ Std Deviation sl | o' | (e _ Coefients ___ Coefients
- youthstatup netwarks _knowledges _experiences Mode! B SuEnr  be t sg
growth of youth start-up 258 4.4756 37712 T xow o Fll e 1000 P 616 1007 1 (Constam) 1706 28 7600 000
social networks 258 44194 45405 tho. Startup Coeficient | digital knowtedges 61 049 612 12319 000
— 2  (Constant) 1382 220 6288 000
gl o 4 Lt fea 00 digital Knowledges: 418 058 419 72% 000
business 258 39163 77216 N %8 %8 28 258 j n 7 D6 ses 000
Vaiid N (listwise) 258 sodia networks | Correlation S8 1000 519" 1 a outh start
Coeflicient
Sig.(2aled) 000 000 000
N %8 18 258 8
Reliability Analysis L) Sl S L I I
inowledges | Coefficient Model Yy
Cronbach Aipha_ Sum of ltems N Sg (ied) W e ) e Ausiod R | S1L.Emor it
growth of youth start-up 1210 7% N 258 258 258 258 Model R R Square _— Esiimals
sodal nefworks 130 5 25 ‘ P A AF| T G ‘ 1 612 an an 20885
digital 7600 6 25 | {5 i) W = ) 2 666" 444 439 26243
business experiences 7560 5 258 i N x5 258 258 a. Predictors: (Constant), digital
* Comelation i sianificant atthe 0 01level (2tailed) b. Predictors: (Constant). digital social networks
Overall, the findings in this study can indirectly help youth We respect and thank our academic supervisors DR.

entrepreneurs grow in popularity because of the advancement of
internet technology that provides many business opportunities.
Other than that, it can helpful for business growth and value that
influence the strength of business start-up development strategies,
such as relationship building (social networks), digital knowledge,
and previous experience. These research findings also provide
sufficient information to those who will undergo similar studies in the

future as additional literature for their study.

1. Pugliese, R., Bortoluzzi, G., & Balzano, M. (2021). What drives the growth of start-up firms? A tool for mapping the state-of-the-art of the empirical literature.

SATHISWARAN A/L UTHAMAPUTHRAN, for helping and always
assisting us tremendously throughout the whole process in
improving and providing extensive supervision to complete this
research project. We also thanked our examiner DR. IKHWAN BIN
AZIZ for help to do this research.
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i12/4.pdf




FACTORS INFLUENCING ATTITUDE TOWARDS SOCIAL
COMMERCE SITES AMONG UNDERGRADUATE

s
STUDENTS AT THE FACULTY OF ENTREPRENEURSHIP o~
UNIVERSITI AND BUSINESS, UNIVERSITI MALAYSIA KELANTAN
MALAYSIA
KELANTAN

Nuralyia Nazureen Binti Ali : 5), Nurfarah Hanim Binti Zainal (A19B1103),

Ennly Aina Ponji (A19A0124), Noorsally Izzaty Binti Nordin (A19A0440)
Supervisor: Dr. Nur |zzati bigti Mohamad Anuar

L E S
* Social commerce sites are a new type df electronic commerce that incorporates the use of social media to aid in the
online buying of items and services. In the next five years, the result was stated that higher positives of social media
will become increasingly this day, as the system of making purchases online continues to expand across the globe,
* including in Malaysia.

* Quantitative
\ * DATA COLLECTION-

of Entrepreneurship and Business, Universiti Malaysia Kelantan. Google Form

of Entrepreneurship and Business, Universiti Malaysia Kelantan. e Krejcie and Morgan
3. To identify the relationship between perceived trust and attitude towards

social commerce sites among undergraduate students at the Faculty of .2
Entrepreneurship and Business, Universiti Malaysia Kelantan.

« Undergraduate Students
 » Faculty of
Entrepreneurship and

Business, UMK.

4. To identify the relationship between perceived social presence and attitude
towards social commerce sites among undergraduate students at the Faculty
of Entrepreneurship and Business, Universiti Malaysia Kelantan.

2. To identify the relationship between perceived ease of use and attitude N, ‘
towards social commerce sites among undergraduate students at the Faculty SAMPLE * 341 Respondents in

* NON- PROBABILITY

DESCRIPTIVE ANALYSIS
RELIABILITY TEST

Result of the Reliability Analysis on Constructs N ARZI W SPEARMAN

CORRELATION COEFFICIENT

STUDY INSTRUMENTS NUMBER OF ITEMS CRONBACH ALFHA

Perceived Useful 6 0.877
Perceived Ease of Use 6 0.888
Perceived Trust 6 0923
Perceived Social Presence 6 0.910
Attitude towards social commerce sites 6 0.903| * The increasing popularity of social media
has created a solid foundation for social
Normality Test commerce to prosper internationally.

¢ Because the purpose of this platform is not
only to make it easier to get information
quickly to others, but it may also become a

We employ the Kolmogorov -Smimo and Shapiro - Wilk methods. Based

on the obtained value, it indicates a value of 0.00. As a result, we can

therefore conclude that neither the IV and DV are normally distributed. 3
famous platform to buy goods on social

SPEARMAN CORRELATION: commerce sites while being able to interact
Variable Spearman Correlation Significant with contacts.

Perceived Useful * As a result, the purpose of this study was to
Perceived Ease of Use identify the factors that attitude

Perceived Trust undergraduate students' opinions regarding
social commerce sites at Faculty of
Entrepreneurship and Business, UMK.

Perceived Social Presence

The results of the study show that perceive useful (r= 0.854), Perceived « Independent variables are perceived

Ease of Use (r= 0.860), Perceived Trust (r= 0.764) and Perceived useful, perceived ease of use, perceived
Social Presence (r= 0.818) have a solid and positive correlation trust and perceived social presence.
between attitudes towards social commerce among Undergraduate e Dependent variables is the attitudes
students at Faculty of Entrepreneurship and Business, Universiiti toward social commerce sites.

Malaysia Kelantan. / = * The hypotheses are accepted

FACKNOWLEDGMEN
A -~ 5%

We want to show our gratitude to Dr 1zZati Anuar, our project research supervisor for her valuable encouragement,
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our final year project.
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UNIVERSITI MALAYSIA KELANTAN

FACTORS INFLUENCING THE INTENTION TO USE

UNIVERSITI

e E-WALLET PAYMENT SYSTEM AMONG GEN Z IN PENANG, MALAYSIA
RELANTAN ESWARAN A/L MORGAN' NURFARAHIN HANANI BINTI MOHD ASRIF NANCY KONG KAH MENG® NOR NASIHAH BINTI ZAINI*
SUPERVISOR: DR. NUR IZZATI BINTI MOHAMAD ANUAR
EXAMINER: DR. WAN FARHA BINTI WAN ZULKIFFLI
INTRCDUCTION RESEARCH 0BJECTIVES RESEARCH METHODS
Technological innovation is transforming financial « To examine the relationship between Quantitative methods
services and products. The desire for faster and Perceived Ease of Use and Intention to

easier payment methods has been fueled by the
advent of innovative services like e-commerce made
possible by the constantly expanding and changing

use E-Wallet Payment System Among Gen Z in Penang Malaysia

Gen Z In Penang, Malaysia.
Sample Size: 384

technologies (Hammond, 2018). In this study, the « To examine the relationship between respondents
researcher has been investigating the Factors Perceived Usefulness and Intention to

Influencing the Intention to use an E-Wallet Payment use E-Wallet Payment System Among Convenience sampling
System Among Gen Z In Penang, Malaysia. Due to Gen Z In Penang, Malaysia.

the form of online shopping and eCommerce « To examine the relationship between Online guestionnaire:
websites,the need for electronic payment methods § g : Google Form

e bomes ceretedly | e, o Perceived Security and Intention to use Data Analveis: 1EM SPSS
complicated consumer intention affects the e-wallet E-Wallet Payment System Among Gen Z Su\tisilci Software 26
system for online payments. The underpinning In Penang, Malaysia.

theory that has been used this study is Technology « To examine the relationship between Results: Frequency analysis,
Acceptance Model (TAM). It concentrates on four Perceived Trust and Intention to use E- RZE:;?::;':;:TAE;;',
major factors that influence people's acceptance of Wallet Payment System Among Gen Z In Pdrgon Epfralation

new t gy: p ed perceived
ease of use, perceived security and perceived trust

Coefficient and Multiple

Penang, Malaysia. Linear Regression

GENDER AGE E-WALLET
Male 22-25 years old Malay Touch’ n Go
(51.3%) (56.5%) (40.1%) (42.2%)
Std. Content | Cronbach’s  Sum N ﬁ Adjusted | Std. Error of
Category N |Deviation| Mean Alpha It:f Model| R R2 R? the Estimate
; ms 1 .8442 | .T13 710 .35235
Perceived 354 0.63144 |4.2004 Perceived
ease of use ease of use 0.869 6 384
Perceived - r
usefulness LA | LR e Li?:l:f:s 0.903 6 384
Perceived Cf> Perceived
security 384 0.70755 |4.2405 oy 0.908 6 384
Perceived i
384 0.71390 (4.2313 Perceived
Trust Trust 0.910 6 384
Intention to Intention to
use e-wallet use e-wallet
payment 384 0.65398 |4.2691 payment 0.882 6 384
system system
among gen z among gen z
Pgrcie'iWe:'easenic]bf use has a toUse AnE- |Perceived | o . | . fimin]
significal influence on Wallet Payment | Ease of | g ) Sig
Hl |intention to use an e-wallet Accepted System Among | Use | Usefulness | Security Trust
payment system among gen z in GenZ
Penang, Malaysia :
Perceived usefulness has a U
significant influence  on Wallet Payment 1 0.695 0.714 0.762 0.806 | 0.000
H2 intention to use an e-wallet Accepted System Among
payment system among gen z in 6:] GenZ
Penang, ySi 1
'Perceived security has a Ease of Use 0.695 0.743 0.706 0.680 0.000
significant influence on
H3 jintention to use an e-wallet Accepted Perceived 1
ety s Ao henzln g 0.714 0.743 0.805 0751 | 0.000
Penang, Malaysia
Perceived trust has a significant. Earcsited 0.762 0.706 0.805 Y 0832 | 0.000
g |Influence on intention to use an Acceptsd Secieity
e-wallet payment system among Perceived 1
gen z in Penang, Matysia i 0.806 0.680 0.754 0.832 0.000

The outcome of this research indicated that perceived trust is the most important factor influencing the intention to use e-wallet
payment system among Gen Z in Penang, Malaysia. This is because, without our realising the purpose and benefits of e-wallets,
there will be a lack of appreciation among e-wallet consumers for their contribution towards their strong belief in this cashless
society. In summary, this research can help the service provider gain a competitive advantage and researchers from other

countries can also use the data for their usage.
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ANALYSIS OF COMPETITIVE ADVANTAGE THROUGH SOFT SKILLS AND HARD

SKILLS AMONG UNDERGRADUATES IN UNIVERSITI MALAYSIA KELANTAN
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P i Introduction \:F --------------

1. In the current environment, graduates must possess both soﬂ\
skills and hard abilities to develop their competency and gain
a competitive edge via students

2. The main problem that arises is caused when the skills that
graduates have today do not tally with the needs and
requirements of the industry.

3. The purpose of this study is to investigate the competitive

\  advantage among students through soft skills and hard skills /

ol Framework |

Independent Variable (1V]

Communication skills

Dependent Variable (DV]

Interpersomalskils | [ Sofeskils ).
W
Leadership skills / Competitive advantage

Risk management /
analysis
\—,\ Hard skills
Digital analysis /
J
\

("
4 Result/ Discussion

Table 1: Percentage of Demographic

Gender Age Race Student
Female 22-24 years Malay Year 4
66.20%. 84.51%. 56.34%. 76.62%.

Table 2: Summary of Descriptive Statistic

Variable Mean Std.
Deviation
Soft Skills (IV,) 4.41 0.456
Hard Skills (1V3) 4.24 0.438
Competitive Advantage 4.38 0.466
(DV)

Table 3: Reliability Analysis

riables Number Cronbach’s Internal
of ltems Alpha Value Consistency

Soft Skills (IV,) Excellent
Hard Skills (V) Excellent
Comp e Excellent
Advantage (CA)

Table 4: Summary of Status of Hypothesis

Hypothesis Sig. Conclusion Coefficient Conclusion
' Value Valite |
H1 0.000 | Accepted 0.943 [ Very strong /
N E ] 0.000 | Accepted | 0785 | Stong |

Objective |- Y

{ 1. To identify the relationship between soft skills and A

competitive advantage among undergraduates in Universiti

Malaysia Kelantan, City Campus.

2. To analyse the relationship between hard skills and
competitive advantage among undergraduates in Universiti

Malaysia Kelantan, City Campus.

3. To propose the analysis influencing the competitive
\ advantage among undergraduates in Universiti Malaysia |

\

“.__Kelantan, City Campus. L
[ ]
____________ | Method .8 M
1 Py

/> Research design - Quantitative methods \

~ Data collection method - Primary & Secondary data
collection methods (Questionnaires, Internet)

~ Population - 6,237 undergraduate students at Universiti

Malaysia Kelantan, Campus Kota.

~ Sample Size - 361 undergraduate
Table Krejcie and Morgan (1970)

\ ~ Data Analysis Technique - Descriptive analysis, Normality /
. and reliability analysis and Pearson correlation analysis ./

€onclusion AT -

» Hypotheses testing show soft skills have a high positive
relationship with a competitive advantage, while hard skills have a
moderate with a competitive advantage.

> This study gives exposure to the importance of soft skills and hard
skills for graduates to compete for employment.

Y

Skills need to be the same level as academics in order to balance
abilities and meet the marketability value of graduates.

~ Institutions of higher education can provide early exposure to
graduates in the form of industry-oriented training, learning in

theory and practice, training workshop programs in the industry, |
\ SME Graduate, Enhancement Programmed Employability, and /

\_ others. /

[ ]
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TALENT DEVELOPMENT FOR ENTREPRENEURSHIP AMONG STUDENTS IN UNIVERSITY

KELANTAN

INTRODUCTICN

Entrepreneurship is considered one of the most
successful economic development techniques.
Government Incentive Programmes: PENJANA. In
2021, the number of graduates in Malaysia increased
by 4.7 percent. (Department of Statistics Malaysia,
2022). Problem Statement: Skills gap & talent
shortage.One of the primaryissues  with
talentdevelopment is the skills gap (McDonnell,
2011). Manshor (2014) indicated that poor
collaboration between universities and industries
also remains an issue of talent development. Talent
Management (TM) theory is the underpinning theory
that is adopted for conducting and completing the
research study.

RESEARCH OBJECTIVE

1. To examine the relationship between talent
and talent development for entrepreneurship
among students at University Malaysia
Kelantan.

2. To examine the relationship between
university  infrastructure  and  talent
development for entrepreneurship among
students at University Malaysia Kelantan.

3. To examine the relationship between
curriculum and talent development for
entrepreneurship among  students at
University Malaysia Kelantan.

MATERIALS AND METHODS

L
< e

e

| esripve anayis REGRESSION COEFFICIENTS
N Standardzed
i | O Oniaion Model Summary Unstandardized Coefficents  Coefficients
TALENTEV [ 4303 45485 MekdR 4 Emrolpe Model 8 Std. Emor Beta [} S
MEAN_T /4365 48624 Mol R RSoae d Exmace I 1 {Constant) 1088 02 ) 000
MEAN Ul w4 4576 1 ' 4 A% 34063 MEAN_T 210 050 24 4188 000
MEAN C 4 8uT o Predictor: (Constant], VEAN_C. MEAN WL VEAN.T MEAN_UI %6 051 m % 000
= - MEAN_C 1 053 85 a8 001
Vakd N (istuise) L 5 Dependent Varistle: TALENTEV
[t [ FITS
TMENTEY MEANT MEANU MEANC There are significant relationship between talent and
TALENTEY  Pearson Comwiation 1 CI " £
(it [T i Er w _om  m
“ wm_w w W =
Tl | 155, g ol VN om0 w There are significantrelationship between university Accepted
= 55 i) o w0 infrastructure and takent development for
et [ 1 B o R entiepeeneurship among stodents in UnversitiMalaysia
sy | i B * " smome w = ——
E ] m_wmm W There are sigaificantrelationship between curriculum Accegted
afin o :;’__“’"‘"‘” M snd taleet development for entrepreneurship among
urickn ] 1 i} ] m w w oW i Malayi
~ Comeanon st e 01 vt 2w

. .
o

This chapter has discussed the overall findings of the study. To assess the impact of talent development on students at the
university, the researcher conducted this study using a questionnaire survey. Based on a survey of data from respondents,
this study presents a summary of the final findings. This allows the researcher to classify and evaluate the data to determine
whether the goals of the analysis have been met by the findings. Therefore, the whole idea will be accepted. Future
researchers can also add more variables to the study to get more specific data and results. Finally, this chapter presents
some recommendations designed to improve this type of research in the future.
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POST PANDEMIC EFFECTS ON EMPLOYEE JOB PERFORMANCE
INMALAYSIA

INTRODUCTION

Employees are a company's greatest asset. They

play a vital part in an organization's growth, which

cannot be understated. The post-pandemic bring a new ecosystem of working arrangement
towards employees and organisations. It is create some flexible work options including remote and
hybrid. To get the required results from this new ecosystem of ongoing labour arrangements, a
brand-new set of skills will be needed. This study was conducted to identify the post-pandemic
effects on employee job performance in Malaysia.

— OBJECTIVE ) -

1.To identify the effects of transformational
leadership style on employee job performance.

2.To identify the effects of work environment on
employee job performance.

3.To identify the effects of the employee’s job
satisfaction on employee job performance.

Independent Variables Dependent Variable

Transformational Leadership Style

| Work Environment ‘

Employee Job Performance

RV2

| Employee's Job Satisfaction ‘

f(MA'I‘IRIAI. AND METIIOD) N

Material and Method

Quantitative Research Sample size:

150 respondents

Data Collection
Method: - >

Population:

Employees in Selangor
and Johor

Primary (questionnaire)

Data Analysis Technique:

Preliminary analysis (Pilot Test), descriptive analysis,
validity and reliability test, Chi-square test, Spearman
Correlation Analysis and analyze using Statistical Package

Rt el Err R for Social Sciences (SPSS) version 22.
_ : J Y,
RESULT
@ N
Table 1: Summary of Mean and Standard Deviation This study ai[ns to give an overview t_o
Variable N Minimum Maximum Mean Std. Deviation o communIty shauk Ehe emplc,yee JOb
performance. The profit of the company
Job Performance 150 2 5 4.18 547 is closely related to the employee job
(DV)
Transformational 150 2 - 4.11 551 !)erfnrmance. Wh.en compatly U.l'lable to
Leadership Style (IV) increase production and earn higher
Working 150 2 5 381 .604 profits, the country is also facing
Environment (IV) . . -
Job Satisfaction (IV) 250 B = Z7] 5 economic down'turn. Indirectly, this may
cause many social problems. So,
Table 2: Cronbach’s Alpha Reliability Test Result s
employee job performance cannot be
Variables Cronbach’s Alpha Number of Item (N) Strength ignored and should face serious about
Value this issue.
Job Performance (DV) .769 6 Acceptable b y
Transformational 809 74 Good
Leadership Style (IV)
Working Environment 706 8 Acceptable /‘(ACKNOWLENEME"%
aw)
Job Satisfaction (IV) 660 6 Questionable Sincere gratitude to Dr. Tan Wai
Table 3: Results of Spearman Correlation Analysis Hong, asour supervisor and Dr.
Muhammad Jaffri as our examiner.
Hypothesis Sig. Value Correlation Value Conclusion We are very appreciate of their
H1 0.000 0.446 Strong relationship s g . "
(Accepted) significant assistance and efforts in
H2 0.000 0.447 Strong relationship assisting and directing us with helpful
(Accepted) suggestions, thoughts, and
H3 0.000 0.656 Strong relationship 5 4 = hil L d
(Accepted) inspiration while we completed our
\_ y \research. )
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MINANTS OF SAVIN
MK STUDENTS

AMONG

INTRODUCTION

ITI

The saving behaviors among UMK students has a significant impact on the encourage them to save money hy
raising their financial knowledge. When a person develops a habit, that behavior has an effect on both their
spending and their savings. The ability to establish a savings habit would be beneficial to one's chances of
achieving financial success in life. Attending college is often the first time that students have experienced being
financially independent without the oversight of their parents. The purpose of this study was to determine what

factors encourage students at UMK to save money.

OBJECTIVE

[ RO1: To examine the relationship between financial
literacy and saving behavior.

[1RO2:To examine the relationship between parental
socialization and saving behavior.

[1RO3: To examine the relationship between self-
control and saving behavior.

CONCEPTUAL FRAMEWORK MODEL

RESULT

Table 1 : Descriptive Analysis

N Mean Std. Deviation
Sav in_n Behavior 150 X 915

150 a0 %

150 426 675
Self control (IV) 150 3 589
Table 2 : Actual Reliability Statistics

Variables Cronbach’s  No .of ltem Strength
Alpha
Value
Saving Behaviour .908 10 Excellent
Financial Literacy .939 9 Excellent
Parental Socialization 939 10 Excellent
Self control .950 10 Excellent
Table 3 : Summary of Correlation Analysis
Hypothesis Sig. Value Conclusion Correlation Value | Conclusion
H1 000 ACCEPTED .320 Moderate
relationship
H2 000 ACCEPTED 350 Moderate
_ relationship
H3 000 ACCEPTED 512 Strong
relationship
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CONCLUSION

The implications on the saving behaviour among UMK
students and the application of research results are
presented as a contribution of this research to that improving
self control will assist students in effectively managing their
money. In addition, future researchers are encouraged to
extend the sample size and cover a wider range of areas
because can conducting comparable studies in order to
obtain more trustworthy and accurate results.
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EXPLORING HOW LIVE STREAMING INFLUENCES THE
INTENTION OF PURCHASE IN MALAYSIA

UNIVERSITI
MALAYSIA
KELANTAN

INTRODUCTION

OBJECTIVE MATERIAL AND METHOD
Research Design:

Quantitative Research
Sample Size : Study Population:
150 respondent | 32.7 million people

Data Collection Method:

Questionnaires Forms

. .
R:m;m Sampling Technigues :
— Non-probability sampling

method

Data Analysis :
= Descriptive statistics
» Cronbach's Alpha
e Chi-Square test
« Spearman Correlation analysis

CONCLUSION

Intention of Purchase (OV)

Sources: Develop from Research

REFERENCE

Asymp. Sig. (2-sided)
000

10P & RT1
10P & PE 000
0P &T 000
10P & EQU 000

Mol Vald Cases
Sources: Develop from Research
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ASTUDY OF FACTOR INFLUENCING ONLINE PURCHASE
INTENTION IN TIKTOK AMONG GENERATION Z

Kalaiyarasi A/P Annathurait, Nor Syahira Nafisyah Binti Azman? , Siti Khadijah Binti Alias?, Mohammad Fakhrullah Bin
Majid 4, Muhammad Erwan Hakim Bin Alias®

UNIVERSITI

ey Faculty of Entreprenuerships and Business
MALAYSIA University Malaysia Kelantan
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SUPERVISOR
Dr. Nor Asma Binti Ahmad
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ABSTRACT

This research aimed to study the effect between perceived media richness, perceived price and perceived convenience on online purchase intention in TikTok

among generation Z. TikTok is social media platform to sharing entertainment videos. TikTok platform now popular with selling products at TikTok Shop. These

collected data analysed using SPSS version 24 and result gathered through Descriptive,Realibility Test and Pearson Correlation. As, the result, TikTok is advice
to employ approaches to improve those components and online buy intend.

INTRODUCTION OBJECTIVE

TikTok is a social network where people can share short videos.

It has more than billion users and is still growing,

since most made the platform's users are from generation Z,

short-form videos are mostly made to get their attention and raise their

1.To determine the relationship between perceived media richness
and the online purchase intention when using TikTok among
generation Z.

2.To determine the relationship between the perceived price fairess and

awareness. . . & A . .
Authenticity and engagement are the name of the game on TikTok and Eiscenlli purchase '”IE“"F’" when USRS a’“"“g R 2
because to the platform's constantly changing suite of tools, formats, 3.To determine the relationship between the perceived convenience
and trends, marketers never lack for motivation or ideas when it comes and lh‘e online purchase intention when using TikTok among
to producing entertaining video that has the potential to go viral. generation Z.
FRAMEWORK
MATERIAL AND METHODS INDEPENDENT VARIABLE (IV) DEPENDENT VARIABLE (DV)
Perceived Media Richness
RESEARCH DESIGN Online Purchased
o i " " | +  Intentionin
Perceived Convenience -t
Quantitative study | i | ’ sty
SAMPLE SIZE Perceived Price Faimess |
384 Respondents
RESULTS
SAMPLING TECHNIQUE
Non-probability sampling
Reliability Test
DATA ANALYSIS Vanables Number of ltems | Tronbach s Alpha
Convenience SEITIP"HQ Online Purchases Intention 5 0.854
Perceived Media Richness 5 0917
DATA COLLECTION Perceived Price Fairmess 5 0922
Questionnaire Perceived Convenience 5 0.900
RESEARCH INSTRUMENT Descriptive Analysis
Google Form
N Mean Std. Deviation
SPSS
Descriptive analysis, Validity & Realibility, Ontine Purchiss intention | N0 Gois
Pearson Correlation Nnrmality Perceived Media Richness 384 42573 0.62769
~ Perceived Price Fairness 384 39826 0.73992
Perceived Convenience 384 42245 068136
CONCLUSION Pearson correlation
v 1i}) nz L)
Pearson T K 50 £ )
o - DV Comal
The guestions and objectives of the study were answered and sm:“:d - - -
. = ig. (2-tadled) ]
achieved at the end of the process. All of the examined . - il o =
hypntheseg—perceweujj media richness, perceived price fairness, o— - ; - et
and perceived convenience—were shown to be accurate, and all - i
of the independent variables were significantly correlated with the e Cad 0 W0 ]
intention to make an online purchase in Tiktok. Additionally, ¥ £ £ E 5
Pearson Correlation Analysis has demonstrated that all factors Fenon W = T %
have significant positive correlations to online purchase intention, w2 Camslation
with the significance level for the correlation being set at 0.01. i il i o
k] kL) LD 358 EL2)
Parson Eid) 68T 706 T
w3 Correlation
ACKNOWLEDGEMENT Sig. (2-ailed) 000 000 £
¥ W = T ELE)
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CUSTOMER SATISFACTION TOWARDS FOOD DELIVERY
s APPLICATIONS: A CASE STUDY AMONG HOUSEHOLD IN
MALAYSIA KUALA LUMPUR

KELANTAN  yathiresan A/L Narayanan', Nur Ain Syafigah Binti Muhamad Zamri?, Nurul Akma Binti Abustaman?, Saranyah A/P Krishnan®
Supervisor: Dr. Nor Asma binti Ahmad
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INTRODUCTION

« E-commerce has enabled the food industry better serve
customers.

Due to shifting work patterns, families that use online food
delivery applications are busy at home and order food because
of the burden of raising a family while working.

Rahim & Yunus, (2021) indicate that, customer satisfaction is the
deciding factor when selecting an e-hailing food delivery
service.

Personal data security and privacy concerned consumers most.
The time-saving element boosts service value by reducing
customers' time and effort to buy a product.

Alalwan (2020) recommends considering price while choosing
between food delivery apps and traditional ways.

Thus, the study aims at exploring the determinants of customer
satisfaction towards food delivery applications among
household in Kuala Lumpur.

METHODS & MATERIALS
+ Research Design: Quantitative
« Population: Kuala Lumpur smartphone users who already used and are using food delivery apps
» Sample Size: 384 respond
« Data Collection Method: Google form
« Sampling Techniques: Non-Probability Sampling
« Data Analysis: SPSS

Pearson's
Delivery Service | Pearson correlation Hypothesis Correlation
Result

Sig. (2-tailed) = T 8 :
There was a positive and significant relationship between
N the delivery service and customer satisfaction towards food Significant
Pearson correlation delivery applications among household in Kuala Lumpur.

Sig. (2-tailed)

There was a positive and significant relationship between
N time and customer satisfaction towards food delivery : Significant

Security and applications among household in Kuala Lumpur
= Pearson correlation
Privacy

- - There was a positive and significant relationship between
Sig. (2-tailed) security and privacy with customer satisfaction on food i Significant
N delivery applications among households in Kuala Lumpur.

Pearson correlation ; P iz 5
There was a positive and significant relationship between

Sig. (2-tailed) the price and customer satisfaction on food delivery § Significant
N applications among household in Kuala Lumpur.
[ImoEFENDENT VARIABLE V) * Reseach Framencrk | pePENDENT VaRIABLE (V) |
H1
DELIVERY SERVICE

H2

TIME
H3 CUSTOMER SATISFACTION

SECURITY AND PRIVACY

H4

PRICE

CONCLUSIONS

On the rationale of the topics covered, it can be said that the
researchers accomplished the study's goal. The purpose of this
study is to identify of customer satisfaction towards food delivery
applications: a case study among household in Kuala Lumpur. In
addition, the study is intended to determine based on the
research that had been seen in the literature and was supported
by it. The quantitative method was used to gather data for this
study. As a result, the result was reliable and accepted for this
study. Therefore, all of the factors that have an impact on
customer satisfaction are related to one another.
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Nowadays, there are many types of investment such as stocks, real estate, mutual funds and ene of investment concepts which is really known
as gold investment. Generation Z these days are more creative and technulogy savvy than the older generation socially and financially however
they less Inclined to maks lan-term investmants and thinking that might effect theirsaving when Invasting gold. Thorafore, the aim of the study
is to know the factor influencing of hold among This research contained financial literacy, personal interest,

and as the factor to gold investment awarsnusa The method that researcher used in this study is usud
quantitative method which Is thmugh gpogﬂ: form to collect data from individuals. The finding of this research are positive and accepted during
the etween objs and Future research can further expand the study by studying in more detail about the other
gold and also expa dthe.ma pe of respondents

« Toidentify the relationship between financial literacy and gold
: nvestment awareness among GenZ
* An investment always concerns the outlay of some « To identify the relationship between personal interest and gold
resource time, effort, money, or an asset in hopes of a nvestment awareness among GenZ
greater payoff in the future than what was originally + To study the relationship between environment and gold
H investment awareness among GenZ
put "! (Adam Hayes,2021) . « Toidentify the relationship between perceived behaviour and
* Gold is well-known as a solid component, easy to bend gold investment awareness among GenZ
and also a very good electricity conductor. According to
Ibrahim (2012)
s GenZ, also known as Net Gen or digital natives, are the
age cohort born after the commercial success of the
Internet, circa 1995 to 2010 (Priporas et al, 2017;
Turner, 2015). Papiias
ul n " .
G Wha ek * Pilot Test. « Quantitative Method

+ Descriptive Statistic 5
Kelantan, Terengganu and = Data Collection:
Pahang, + Normality Analysis

Eale Shns + Reliability Test Questionalre
384 + Pearson Correlation
(Krejcie&Morgan,1970)  Coefficient

+ GenZ consumers are less inclined to make long-term

investments or to be concerned about the effects of a

financial catastrophe on their savings, characteristics

that in turn affect their desire for gold (Borate, 2019)
+ GenZ think that investing in gold is the same as buying

expensive and  cumbersome  physical gold « Female : 58.6%

(Contributors, 2022) SMale a1 4%

+20-23 years Old : 66.4%
*+Kelantan: 43.2%

+Undergraduate Degree : 62%
+ Malay : 74.7%

Financial Literacy Financial Literacy

1 Personal Interest

Environment
H2 | Perceived Behaviour
Gold Investment Awareness |

H3

Environment

Financial Literacy
Personal Interest
Environment

Gold Investment Awareness ;

«+ The result of these analyses showed that the overall findings indicated that
there is a positive and significant relationship between skills and performance,
networking and communication performance variables with financial literacy,
environment, perceived behaviour and gold investment awareness.

+ The indicates the :;u Z in east m-u lspeclllly in Kel-nt.m have strong

and genel it gold also helps and X . Accepted
influence on pni:imy and :ignlﬂ:lmiy in their umilrlunding of gold
investment awareness.

Accepted

Accepted

Accepted
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ABSTRACT I
Purchase intentions are vital for the food sector long-term success. Purchase intentions are key to competing with other businesses, thus it's crucial to pay attention
Ifo them. The purpose of this research was to identify the factors affecting purchase intentions in Generation Z towards hipster cafe in Kelantan. A research
framework was proposed with a dependent variable, which is purchase intention and the three independent variables are food quality, service quality and

d quality, service quality and environment has significant influenced on purchase intention of Gen Z towards hipster cafe.

environment. Data collection from 359 respondents will be analysed from questionnaire through IBM SPSS Statistics software. The finding of the study showed that
| foo

INTRODUCTION

¢ In this competitive market, hipster cafes are a well-known trend that has
been more likely by the Gen Z generation to visit.

¢ People in Gen Z, those born between 1995 and 2012, have grown up
surrounded by digital technologies like the internet, smartphones,
laptops, and digital media (Liew et al., 2021).

¢ The rise in café openings in Malaysia and social media will influence the
purchasing decisions towards hipster cafe.

’ ‘ RESULTS
YEAR OF STUDY
FEMALE: 54.32% YEAR 4: 45.96%
AGE:22-23: 46.80% INCOME LEVEL
Below RMI000: 54.32%
EACUETIES FREQUENCY OF VISIT
FKP: 68.25%

SERVERAL TIMES PER MONTH: 31.48%
TABLE I: SUMMARY OF DESCRIPTIVE ANALYSIS

Purchase Intention 350 3.76 0.751
Food Quality 359 386 0.640
Service Quality 350 3.86 0.662
Environment 350 407 0.720
TABLE 2: RELIABILITY TEST
Variables Items  Crombach’s Alpha (a) Results

TABLE 3: NORMALITY TEST RESULT

Purchase Not normally
e 116 359 <00l 959 359 <001 e
Food Quality 137 359 <001 958 359 <001 N"‘r m"”l :
Service Quality 146 350 <001 946 359 <001 le_ "‘.”m‘""l ;
Environment 154 35 <00l 910 359 <001 M"I e
: ! ] a5
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OBJECTIVE
* To identfify the relationship between food quality, service quality and
environment with purchase intention towards hipster café Gen Z in Kelantan.

METHODOLOGY
* A quantitative research approach will be selected in this study. This study will
utilise the questionnaire to collect the data. An online questionnaire will use
Google Form.
» The data was evaluated through three types of analysis: descriptive analysis,
reliability test, normality test and Pearson Correlation.

FIGURE 1: CONCEPTUAL FRAMEWORK

Independent Variables Dependent Variable
Food Quality

Variety of Food
Delicious Taste

Temperature
Nutrition of Food

Service Quality -

Delivery Service
Good Packaging
Friendly Staff

IT Service H3

p————————""""""  Purchase Intention

Environment

Antifacts
Relaxed feeling
Interior Decoration

DISCUSSION
» The value for all hypothesis is lower than 0.001, meaning that all of the independent
variables which are food quality, service quality and environment are highly significant with
the dependent variable which are purchase intention Gen Z towards Hipster Cafe.
o Thusly, all of the hypothesis in this research was accepted. The food quality, service quality
and environment really influence the purchase intention of Gen Z towards hipster cafe.
TABLE 4: SUMMARY OF HYPOTHESIS

H1 Food quality has a positive influence = 0.688, p <0.001 Significant
on purchase intention among Gen Z
towards Hipster Café.
m Service quality has a positive
influence on purchase intention
among Gen Z towards Hipster Café.
H3 Environment has a positive influence r=0.732, p <0.001

on purchase intention among Gen Z
towards Hipster Café.

£=0716,p<0.001  Significant

Significant

CONCLUSION

e The aim of the study was to understand factors affecting purchase intentions in
Gen Z towards hipster café in Kelantan

* Food quality in terms of aspect tastes, presentation of the food is among the
priority for gen z when choosing the type of food quality

 Service quality such as the type of service based on what customers demand is to
target loyal customers.

¢ The environment, such as beautiful design, cosy environment, makes a customer
feel good to enjoy the food.
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variable of

Malaysian Kelant

this study is behavioral intention and the independent variable is perceived security, trust, social influence, and effort expectancy in aing
mobile payment. In addition, this research is conducted based on the underpinning theory of UTAUT. The questionnaire, which consisted of

28 items was distributed to the resp

dents and suc

fully collected 372 feedback from respondents.

—

INTRODUCTION

b Mobile payments can refer to transactions that use mobile
~ technologies to authorize or complete payment. As a result,
it is critical to investigate the factors that make mobile
subscribers unwilling to accept mobile payments. Mobile
payment is not one of the most used mobile services, even
though the technology and payment solutions exist. One the
significant challenges mobile payment systems faces is the
increasing rate of cyber-crime that results in data theft and
cyber-attacks on financial data. Next, all their information is
available easily. The details of banking and mobile payments
are thus at risk, which can result in fraud. In conclusion,
although smartphones are now convenient, they also bring
many problems to the consumer and others.

METHODOLOGY

Research Design : Quantitative Research
Data Collection : Questionnaire

Sampling Technique : Non-probability :
Method sampling : Convenience sampling

ﬁ5i i Study Population : Students FKP and FHPK
Sample Size : 372 respondents

Data Analysis : Pilot Test : Descriptive
Analysis : Reliability Analysis : Spearman
Correlation Coefficient

CONCEPTUAL FRAMEWORK

INDEPENDENT VARIAELE DEPENDENT VARIABLE

N

~
—y

Behavioral Intention
Effort Expectancy /

i
CONCLUSION

The primary goal of this study is to investigate students'

Perceived Security
Trust

Social Influence

OBJECTIVE 4

1. To identify the relationship between perceived security
and behavioural intention to use mobile payment.

2.To identify the relationship between trust and behavioural
intention to use mobile payment. )

3.To identify the relationship between social influence and
behavioural intention to use mobile payment.

4. To identify the relationship hetw@:(?gﬁoﬂ expectancy
and behavioural intention to use mobile payment

RESULTS DEMOGRAPHIC
GENDER el COURSE
I‘* Female: 60.2%  Eoag

[

SAK : 19.9%
AGE f= HOW OFTEN DO YOU USE
: 2 MOBILE PAYMENT?
20123 Y oars :72W > 10 Times : 56.7%

FACULTY n
FKP : 63.2% |

DO YOU EVER PURCHASED
ANY PRODUCTS ONLINE?
Yes : 99.7%

THE TYPE OF PLATFORM
ﬁ USED TO CARRY OUT

.
il

v YEARS OF STUDY
® Final Year : 43.5%

PURCHASING?
Shopee : 40.3%

ANALYSIS RESULTS

TABLE1: DESCRIPWE ANALYSIS

Mean | Sed Deviation

Mesa_08 453 5287
Mean_F5 m [ 53683
bran_TRUST m 4164 =
Mhean_S1 ] T soxs)
Mesa_kE AT 52874

Valid Nl wive) | 372

TABLE 2 : RELIABILITY ANALYSIS

Variables Cronbach’s Alpha Value  Ne. of lem Strengih
Behavioural Intention 0875 4 Good
Perceived Sccurity 0917 4 Excellent
Trust | 0921 | 4 Excellent
Social Influcnee | 0593 | 4 Good
Effon Expectancy | 0892 I F] | Good

TABLE 3 : SPEARMAN CORRELATION COEFFICIENT

behavioral intention to use mobile payment at Universiti
Malaysia Kelantan. The targeted respondents pl i

372 questionnaires. Spearman Correlation Coefficient was
used to determine the relationship between the dependent

variable and the independent variables. According to the
findings of the study, all of the independent variables used
in this study have a significant value and a positive
_relationship with the dependent variable.
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Correlations
Wioar_Bl | Moan_PS | Mean_TRUST | Mean_51| Mean_EE
Sgeparmants rhe: | Moan_BI Corrolation Cosficiant 1.000 00 728 AT TE3
S (2-10ded) 000 000 000 000
[ 372 372 a1z 372 a2
Mean_P5 | Comolation Costficient | 700 1.000 838 208 T
Sy (2-t0ded) 000 000 000 000
0] 312 312 a1z 372 an
Mean_TRUST | Eorelation Cosficient | 728 B8 1.000 7ea 738
S (2-adod) 000 000 000 000
N 372 372 312 ar2 2
Mean_81 Conulation Costicien | 671 806 788 [ 1000 745
S (2-aded) 000 000 000 000
N an an 32 T2 m
Mean_EE | Corrolation Costicient | 763 726 736 g | 1000
Sig. (2aded) 000 000 000 000
N an an an a2 a2
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INTRODUCTION ] \

Online business, including selling and buying, is sometimes referred to as e-commerce, and it promotes the idea of developing popularity among
merchants and consumers in a nation. Nowadays, online business has become a trend and favored by the community. However, students can earn
money themselves by beginning an internet business. It is because online business was inereasingly popular among students in recent years. The
challenges of operating an enline business are more than ene may imagine. This is due to the difficulties they will face starting and running their
business. This problem arouses the interest to study what are the factors that influence successful online business among young entrepreneurs,
especially among students in Universiti Malaysia Kelantan (UMK).

\

P
OBJECTIVE ] (%
J — o
1.To identify the significant relationship between digital e g
marketing skills and successful online business. Sample Design m hd
2.To identify the significant relationship between knowledge N =364 Data Collection Method
management and successful online business. Quantfitave using
Independent Variables e questionnaire
=
Digital Marketing Skills § Mt_l-l'l OD OLOGY
= Channel of Communication . E
- Relationships with Customers Dependent Variable I?.
'E_ N Su;n P:;:'L?lm.:.\h ::o d The students of Universiti Malaysia
Knewiedge Management 8 o e Kelantan (UMK) Pengkalan Chepa in
- Knowledge Level £ (convenient)
- Knowledge Application 8 2022.
. r

CONCLUSION

It can be conclude that digital marketing
skills and knowledge management have a
positive correlation with the factors that
influence the successful online business
among students in City Campus Universiti
Malaysia Kelantan. All of the objective
were accepted.
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INTRODUCTION

E-Wallet is very where in the thera are many stores that use an E-
Wallet service. However, the problems in using E-Wallet is onling fraud or scammers. This is
because users will feel hesitant to use it, where users need to put thelr information In the E-
Wallet. This causes users to fear that their inffoomation will be known by scammers, Straits
Times (2022). F the rise of has been g since the Covid-19 case
However besides the drawbacks this can conclude that still & lot of studenis at UMK
Pengkalan Chepa using E-Wallet for their daily transaction basis till this date.

HYPOTHESIS

E’? There is a i P [ and
Intention to use an E-Wallet among students of UMK in Pengkalan Chepa.

There is a Ease of Use and Behavioural
%Inwnliun to use an E-Wallet among students of UMK in Pengkalan Chepa.

There is a Trust and to use an
<7 E-Wallet among students of UMK In Pengkalan Chepa.
There is a /| and o

use an E-Wallet among students of UMK in Pengkalan Chepa.

There is a si Lifestyle Ci and
3 Intention to use an E-Wallet among students of UMK in Pengkalan Chepa.

r F i

ANALYSIS RESULTS
Table 1 Mean and Standard Deviation

Pereeived Usefulness 3 L

L00 41604 62806 A4
Perceived case of uselulnes 364 Loa 200 40451 68655 AT
Trust £ .00 00 s LTR35S A4
Enjoyment EC ] SO0 40396 69471 483
Lifestyle Comparibility 364 100 500 AOSTY 66802 A6
Behavioural Intention touse 364 100 500 41413 64254 413

an E-wallet

Valid N (Histwise) 364

Table 2 Reliability Analysis for all Variables

Variahle Namber of liem

Cronbach's Alpha

Behavioural Intention 5 0.966 Excellent

1o wse an E-Wallet

Perceived Uscfulness s 0.954 Excellent

Perceived Ease of Use 5 0.960 Excellent
Excellent
Excellent

Lifestyle | 5 0979 Excellent

Compatibility

AN |

Statistic  df Sig.  Setistic  df Sig.
Perecived Usclulness 270 L i A2 o4 e
Perceived Ease of Use 282 64 o000 B4 o4 iy
Trust 266 364 Jen B84 364 L)
Enjoyment 182 dad Aen B56 364 0
Lifestyle Compatibility 299 364 i B 364 (]
Behavioural Intention to 291 64 Do L o4 L)

wse an E-Wallet

Table 4 Multiple Regression

B34 895 891 35710 1.916

a. Prediciors: (Constant), MEANS, MEANZ, MEAN1, MEANS, MEANZ
b. Dependent Variable: MEANS

ANOVA*
1 104.216 5 20,843 163,451 D00F
Residual 45652 358 A28
Total 146,868 363

a. Dependent Vanable: MEANG

b. Predictors: {Constant), MEANS, MEAN3, MEAN1, MEANS, MEANZ
Coefficients®

1 (Comasn 839 0 ams 000
MEANT 204 058 20 At 000
MEANZ o4 s o (R}
MEANY 00 040 T
MEAMA 30 050 M5 AT 000
MEANS _ATT 083 S A om

Cashless

“A STUDY ON THE BEHAVIOURAL INTENTION TO USE AN E-WALLET AMONG
STUDENTS OF UNIVERSITI MALAYSIA KELANTAN, PENGKALAN CHEPA”
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OBJECTIVE
To determine the Signifi lationship ived Usefull and
Behavioural Intention to use an E-Wallet of UMK in |
Chepa
To ine the Signifi latiy ease of use and
Behavioural Intention to use an E-Wallet amongs of UMK in gl
Chepa
To determine the Signifi lationship & trust and Behavi | i
to use an E-Wallet ot d of UMK in Pengkalan Chepa
To the Signi i i joy and
Intention to use an E-Wallet 1y of UMK in Chepa
To determine the Signifi lationship t Lifestyle C ibility and
s~/ Behavioural Intention to use an E-Wallet d of UMK in
Chepa
CONCEPTUAL FRAMEWORK
Independent Variable Dependent Variable
Perceived Usefulness
Ll Behavioural Intention
Trust 1o Use an E-Wallet
Enjoyment
Lilestyle compatibility

MATERIALS & METHODOLOGY
Research Design: ~ DATA ANALYSIS:
@ Quantitative Study : Descriptive Analysis,
Data Collection:

Realibility Analysis,
Questionnaire

Normality Analysis,
Spearman’s Correlation

6,814 Coefficient & Multiple
Hllll.llallllll: (UMK Students Linear Regression
in Pengkalan, Chepa Analysts
Sampling Techniques:

Sample Size =5

Ci ient Sal
(Kle]me & Morgan 1970) bt mpling

under Non- Probability

Sampling
RESULT
22-24 Years Old l FKP
(68.1%) 2 (73.1%)
Monthly
Female l SAK (33.2%)
(74.2%) | (29.1)
» ‘ Malay l Year 4
%4 (e2aw (44.8%)
CONCLUSION
This ap with a di among of L
[} ysia K in Peng Chepa about awareness and knowledge of E-

Wallet usage based on their behavioural purpose. Based on their responses, the
study discovered that E-Wallet use among UMK students in Pengkalan Chepa
had a positive link. This illustrates the importance of E-Wallet adoption among
students for the next generation. As a result, the overall conclusion of this
study is that there is a p iy perceived utility, perceived
ease of use, enjoyment, lifestyle compatibility, and behavioral intention to use
an E-Wallet. While the relationship between the factor trust is low, this is due to
customers' reasonable doubts about totally trusting E-Wallet. This is because N
this technology is still new to everyone, and it has some drawbacks. Hopetully,
this study will help developers raise the security level in the future.

o
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INTRODUCTION 2=V

1. VALIDITY AND RELIABILITY TEST

ICT, or Internet-based digital technology, has changed
communication practices, service systems, and related

workflows. Nowadays, society and businesses have Construct C::r ?_laCh No. Item | Relationship
been wusing ICT in micro-enterprises that are P

considered important to economic growth. ICT can Perceived Usefulness 0.722 5 Acceptable
benefit micro-enterprises depending on company goals Perceived Ease of Use 0.738 5 Acceptable
and how well entrepreneurs an‘d employegs adapt to Social INUGNCE 0,779 5 Acceptable
the new system. Support for micro-enterprises to use

ICT more effectively, profit from new business Facilitating Conditions 0.750 5 Acceptable
prospects, and develop competitive advantages that Behavioral Intention to

take advantage of ICT-enabled commercial Use ICT 0.775 5 Acceptable
opportunities. The study aims to focus on the

behavioral intention to the adoption and use of ICT by 2. NORMALITY TEST

micro enterprises in UMK. The research problem is the
lack of knowledge and skills about ICT and the belief

that technology is not suitable for business demands. The result of the analysis for all dependent variables

and independent variables is 0.00. All variables are
not normally distributed because they are below than

OBJECTIVES 0.05.

To examine the relationship between 3. MULTIPLE LINEAR REGRESSION

the perceived usefulness and behavioral intention to

use ICT among micro-enterprises in Universiti Variables P-Value Results
Malaysia Kelantan Perceived Usefulness .000 Significant
To examine the relationship between the Perceived Ease of Use .243 No Significant
perceived ease of use and behgviora\ intrentionrto Social Influence 000 Significant
use ICT among micro-enterprises in Universiti — — —
Malaysia Kelantan. Facilitating Conditions 024 Significant

To examine the relationship between the
social influence of use and behavioral intention to
use ICT among micro-enterprises in Universiti CONCLUSION
Malaysia Kelantan.
_ To examine the relationship between the The objectives have been achieved in this study. All
facilitating condition and behavioral intention to use factors contribute towards behavioral intention to use

LU e Tl s U s Bl Lo L R ICT except perceived ease of use because the results
Kelantan. s
are a significant and below 0.05.

METHODS AND MATERIALS
: REFERENCES
1. Primary

and
secondary Busaidi, N.S., Bhuiyan, A.B. and Zulkifli, N. (2019) “The critical
data review on the adoption of icts in the small and medium
. 2.1143-FEB enterprises (smes) in the developing countries,” International
7. Multiple student, 532- Journal of Small and Medium Enterprises, 2(2), pp.33—40.

Linear FHPK student Retrieved from https://doi.org/10.46281/ijsmes.v2i2.437.

Regression
= under UMKEI Jaganathan, M., Ahmad, S.B., Ishak, K.A., Nafi, S.N., &

6. Reliabili Uthamaputhran, L. (2018). Determinants for ICT Adoption and
AR ,' 37 3.310 Problems: Evidence from Rural Based Small and Medium
Analysis respondents Enterprises in Malaysia. International Journal of

recorded Entrepreneurship, 22.
4. Non-
5. Descriptive  probability
Analysis  sampling
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ABSTRACT

« to determine
the relationship
between time
saving, cost
saving,
perceived
usefulness,
prior online
purchase
experience and
online food
delivery service
among UMK
undergraduates

e A
convenience
sampling
technique was
used to
conduct this
study. All the
data collected
was analyzed
by using IBM
SPSS 26

e Most of the
results show a
significant
relationship
between all
independent
variables and
dependent
variables
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INTRODUCTION

Online Food Delivery Services are an
act where the consumer can buy food
through an online platform and use a
delivery service instead of buying food
from a physical store. In general, this
research aims to study the use of online
food delivery services  among
undergraduates at Universiti Malaysia
Kelantan. Online food delivery (OFD)
services are becoming more popular in
Malaysia. OFDS give benefits to
undergraduates as it attracts them to
use it in their daily lives. Instead of
buying food from a physical store,
undergraduates can buy food through
an online platform and use a delivery
service,

OBJECTIVE

» To determine the relationship between time
saving and online food delivery services
among UMK undergraduates.

To identify the relationship between cost
saving and online food delivery services
among UMK undergraduates.

To determine the relationship between
perceived usefulness and online food
delivery service among UMK
undergraduates.

To identify the relationship between a prior
online purchase experience and online
food delivery service among UMK
undergraduates

METHOD &
MATERIALS
@ 375 Respondents' from UMK
undergraduates

Non probability sampling (Convenience
sampling)

@ Survey Questionnaires

DRRR

PROCEDURE OF DATA ANALYSIS
» SPSS
+ Frequency distribution
Descriptive analysis
Normality test
Correlation analysis (Pearson
correlation)

| 1 I.HIII ]I

RESULT

Pearson Correlation

Pearson
correlation

Sig. .000 | .000 | .000 | .000
(2-tailed)

There are positive significant relationship
between the independent variables (time-
saving (IV1), cost saving (IV2), perceived
usefulness (IV3), prior online purchase
experience (IV4)) and the dependent variable
(online food delivery services (DV)) among
UMK undergraduates.

FRAMEWORK

RESEARCH FRAMEWORK
Independent
Variables

| tTime Saving

Cost Saving

Perceived
Usefulness v

» [ TONLINE FOOD
DELIVERY
SERVICES

Prior Online
Purchase
Experience

CONCLUSION

Based on the Pearson Correlation
Coefficient analysis, prior online purchase
experience got the higher value among the
four independent variables. This shows that
customers always prioritize the prior online
purchase experience before buying
something through online applications.

This study helps determines the time
saving, cost saving, perceived usefulness,
and prior online purchase experience that
has influenced the UMK undergraduates to
use the online food delivery service.
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FACTOR ON ONLINE SHOPPING CART ABANDONMENT
| SSSBASED ON PRODUCT CATEGORY PERSPECTIVE TOWARDS
GEN Z
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NOR MUSTARIZAH BINTI JUWANAN, MUHAMMAD JAFFRI BIN MOHD NASIR

This study examines the industry e-commerce
on online shopping cart abandonment a
product category perspective. In this e-
commerce industry, there has likewise been
disregard of web based shopping basket
without paid.

This research project looked at the factors that
influence online shopping cart abandonment based on
product category in relation to gen z. The p
this study was to investigate the relationsh
price, experience and low purchase frequency as
dependent variable for factors influencing online
shopping cart abandonment. As a result, the findings of
this study show that there is a positive relationship
two variables of price, experience, low
purchase frequency and cart abandonment on online
shopping based on product category Gen Z.

Cart Abandonment

1. To examine the relationship between price and cart l]
abandonment on online shopping based on product " Low Purchase
category. | Experience Frequency
2. To examine the relationship between experience and i : : :
cart abandonment on online shopping based on product

category.

3. To examine relationship between low purchase

frequency and cart abandonment on online shopping

based on product category. Reliabi[ity Test

Variable Cronbach Alpha’s Number of Items
[ Price 0.902 [ 5

Experience 0.881
— -
Research Design Low purchase frequency 0.861

* Quantitation Data
Cart Abandonment 0.838

Normality Test
Tests of Normality
| Kolmogorov-Smirnov® | Shapire-Wilk
Data Collection

| Statistic | sig. l Statistic ar
* Primary Data

Cart Abandonment 1 1 | I 961 | 201
Price 204 e w06 | 201
Experience s . 88| 201

Low Frequency 189 . 904

Spearman's Rho Test
Independent Variables | Spearman’s Correlation Coefficient

Price | r=0.395

Experience | r=10.435

 Low P se Frequency | r=0.450

—
Sample Size
+ 201 Respondents
Price, experience and low purchase frequency of a
W - product have a positive relationships on online
shopping cart abandonment.

~ =Data Analysis
» Descriptive

Reliabilit;
: |,:=e,.enﬂ:1 (Spearman Aha. (2021). What is buyer experience? The World's #1 Product Development

Correlation Coefficient] Software | Ahal.
= NormalityTest

Akhtar, I. (2016). Research Design. Journal of Research in Social Science:
Interdisciplinary Perspectives , 69-70.

Alvi, M.H. (2014). A Manual for Basic Techniques of Data Analysis and

= Distribution. Retrieved from Munich Personal RePEc.
Thank you to those involved directly or

indirectly in completing this research project
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INTRODUCTION OBJECTIVES

¢ The Covid-19 pandemic has created a new reality for consumers around the world. Due to the need «  Toidentify are
to reduce social interaction, e-commerce and contactless store concepts have become more significance
valuable during the pandemic. difference

between attitude,
subjective norms,

* Some lockdown restrictions have been imposed by the government due to outbreaks of disease and
therefore directly affect people and businesses.

perceived
e According to Hashem (2020), due to unprecedented problems and restrictions on purchasing daily behavioral control,
necessities, students tend to adopt online shopping platforms as an alternative way of shopping post- trust, perceived
Covid-19. risk and online
purchasing
¢ This research aims to study the impact of the Covid-19 pandemic on online purchasing behavior behavior in Covid-
among university students. 19 Pandemic
: _ among university
Population : students.
University Students fllng Techniques
. . e ) - _ Cluster and Purposive
(Kelantan, Pahang and Terengganu) (
Regzaarntmggseign : MATERIALS AND METHODS _ Sample Size
- 384 respendents based on
Kre]me & Morgan table
Data Analysis N Data Collection Method
LERGENE T e Quest’ ionnaire (Google forrn)
variance (MANOVA) :
R ULTS
Multivariate Tests® Tests of Between-Subjects Effects
Effect Vilus F Hypothesis | Error df Sig. Partial Eta Source Dependent Type III df Mean F Sig. Partial
Variable Sum of Square Eta
df Squared
Squares Squared
Intercept Pillai's Trace 987 4768.925% 6.000 377.000 000 987 DAC Attitude 2.449 1 2,449 3.120 078 008
Wilks' Lambda 013 | 4768925% | 6000 | 377.000 | 000 987 Subjective norm 10.304 1 10.304 12.052 | ool 031
Hotelling's Trace | 75.898 4768.925% 6.000 377.000 .000 987 Behavioral control 1.753 1 1.753 1.969 161 .005
Roy's Largest 75.808 | 4768.925° 6.000 377.000 | .000 987 Trust .529 1 529 363 | 547 .001
Root Perceived Risks 41.688 1 41.688 25.319 .000 .062
DAC | _Pillai's Trace 0ss | ssso° | 6000 | 377.000 | 000 085 ::hl.:: o";:“'me 242 1 =42 Aty | 20 000
Wilks' Lambda I3 5.859° 6.000 377.000 :000 085 a. R Squared = .008 (Adjusted R Squared = .006)
Hotelling's Trace 093 5.8500 6.000 377.000 .000 085 b. R Squared = .031 (Adjusted R Squared = .028)
Roy's Largest .093 5.8500 6.000 377.000 .000 085 c. R Squared =.005 (Adjusted R Sqnared =.003)
Root d. R Squared = .001 (Adjusted R Squared = -.002)
a. Design: Intercept + DAC e. R Squared = .062 (Ad?usied R Squared = .060)
b Bxask siatistic f. R Squared =.001 (Adjusted R Squared = -.001)

CONCLUSION
¢ This present study explored about impact of the Covid-19 pandemic on online purchasing behavior ACKNOWLEDGEMENT

among university student in Malaysia.

We'd like to thank our research
supervisors, Dr. Nor Hafiza Binti
Othman. We appreciate her

# The final results reveal that only 2 independent variables have significant differences which is
subjective norms and perceived risk. While the other 4 independent variables of attitude, perceived
behavioral control, trust and online purchase behavioral have no significant differences of online
shopping in Covid-19 pandemic among university students. patience in providing our group

with complete assistance,
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INTRODUCTION

* Education in the 21st century also faces various

in st hening the system.

Competent leadership is needed to keep up with the current world of education, which is
increasingly turning to technology. A new dimension for leaders today is entrepreneurial leadership.
* Even though entrepreneurial education has been present in the school systems for an extended
period, studies show a worrying trend, as 86% of school students with entrepreneurial education
backgrounds are disinterested in entrepreneurship
® It is clear that there are apparent problems in the development of entrepreneurial intentions in
should be di d to

school students in Malaysia; thus, issues should be add d, and sol

improve the state of entrepreneurial education in Malaysia to achieve its purpose

To identify the relationship between strategic factor and
entrepreneurial leadership.

hip between ive factor and

To determine the

entrepreneurial leadership.

* To examine the relationship between personality factor and
entrepreneurial leadership.

* To determine the relationship between motivational factor and

entrepreneurial leadership.

To identify the relati

entrepreneurial leadership.

To identify the most contribution factors for strategic,

factor and

hip between

communication, personality, motivational, and education towards

entrepreneurial leadership.

RESEARCH METHOD

The total population of this study is 1,551 UMK student
entrepreneurs,

The sample size of this research was tested by 310 UMK student
entrepreneurs,

Random sampling method approach is used during this study.

ASSUMPTION MULTIPLE LINEAR REGRESSION

Linearity

Normality

REFERENCE

Soomro, B. A., Shah, N., & Mangi, S. (2019). Factors affecting the entreprencurial leadership in small-
and medium-sized enterprises (SMEs) of Paki : An empirical evidence. World Journal of
Entreprencurship, Management and Sustainable Development, 15(1), 31-44.
https://doi.org/10.1108/WIEMSD-035-2018-0054

Kasim, N. M. (2022). The influence of entrepreneurial leadership and sustainability leadership on high-
performing school leaders: mediated by empowerment. Leadership, Education, Personality: An
Interdisciplinary Journal, 3, 101-115. https://doi.org/10.1365/542681-022-00031-2

LITERATURE REVIEW

CONCEPTUAL FRAMEWORK & HYPOTHESIS STATEMENT

Strategic factor H1

| Communication facto

Personality factor .
Educational factor @

H1: There is a significant relationship between strategic factor and entrepreneurial leadership.
H2: There is a significant relationship communicative factor and entrepreneurial leadership.
H3: There is a significant relationship personality factor and entrepreneurial leadership.

H4: There is a significant relationship motivational factor and entrepreneurial leadership.

HS: There is a significant relationship educational factor and entrepreneurial leadership.
H6: Strategic, communication, personality, motivational, and educational are factors related to
entrepreneurial leadership in higher institution of Malaysia

DATA ANALYSIS

PEARSON CORRELATION COEFFICIENT

Variable Strategic G
Pearson 650" 633" 580" 628" 667"
5 l Correlation
ntrepreneurial g0 (5. tailed) 000 000 000 1000 000
Leadership
N 310 310 310 310 310

**_Correlation is significant at the 0.01 level (2-tailed).

MULTIPLE LINEAR REGRESSION
Adjusted R Std. Error of
Square the Estimate
4 742¢ sl .545 51609 1.775
d. Predictors: (Constant), Educational, Strategic, Motivational, Communication
e. Dependent Variable: Entrepreneurial Leadership

Model R R Square Durbin-Watson

Based on the table, shows that R is the value of correlation. The strength of association is high.
There is a positive association of about 0.794 between Strategic, Communication, Personality,
Motivational, and Educational to Entrepreneurial Leadership in higher institutions in Malaysia.
The most contribution factor is the educational factor.

DISCUSSION & CONCLUSION

¢ factors are significant to our d variable; P

respondents think education is a crucial factor in entreprencurial leadership that
d to develop their business.

shown are reliable and acceptable in this study. The research is to find out the relationship
factor that influence entreprencurial leaership in higher institutions of Malaysia
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OBJECTIVE

To explore the factors of E-Commerce
adoption during and after Covid-19
pandemic among small business

Kuguna Sundari A/P Partiban:, Mohd Jazali Farhan Bin Mohd Rizal,
Nur Aishah Nabilah Binti Mohd Shamsudin:, Siti Maimunah Binti

Mokhtar!, Nor Hafiza binti Othman?®
Universiti Malaysia Kelantan, Pengkalan Chepa, 16100 Kota Bharu, Kelantan

INTRODUCTION

Small business are primarily impacted by
this outbreak because they depend on
supply networks that are nearly ata
standstill, with growing delays in raw
material deliveries and an overwhelming
preparedness to accept changes in how
small business conduct transactions (Hadi &
Supardi, 2020)

There is also unanswered question about
the factors of E-Commerce adoption during
and after Covid-19 pandemic among small
business. Based on the interview most of

LITERATURE
REVIEW

Pandemic Covid-19 has changed the
purchasing habit of consumers around the
world. The effects of Covid-19 around the

world are uncontrolled and cannot be

stopped in a short time. During the
pandemic Covid-19 period, an industry
related to e-commerce is still growing. Even
some small and medium enterprises
(SMEs) receiving more orders than before
the pandemic Covid-19 (Arfan et al, 2020).

Past studies show that the ability of SMEs
in Malaysia to survive even during the
pandemic covid-19 is the result of
cooperation between the government and

the interview have a 5 to 9 staff so it is a

small business

The general purpose of this research is to
exploring the factors of E-Commerce
adoption during and after Covid-19
pandemic among small business. The
researchers use qualitative method through
in-depth interviews with 5 small business
participants who are business owners.

Research Design

SMEs themselves. They stand together to
obtain the best solution to survive the
negative effect of Covid-19 during the MCO
period (Alyash & Roslina, 2020). This
statement is also supported by a study in
2021, the study indicates that government
intervention plays an important role in
facilitating SMEs to maintain their business
in the industry (Hanafiah, 2021).

MATERIAL AND METHOD

Qualitative Method

Participant

5 Participant

Data collection method

Interview

Data analysis

Thematic Analysis

Sampling Technique

During Cov

With government support
Government | participant can continue
Support and expand their business
€ during the pandemic

Cost saving for business
Social Media promotion and income
Influence increase by using
f Facebook

Using delivery services,
online Payment and
Shopee to continue
company operation

Logistic and
Technology

REFERENCES

Mohammad Alyas, Z. A., & Roslinah, M. (2021). Pandemik Ci
Hanafiah Hasin, A. J., Yang Chik Johari, Eley Suzana Kasim,. (2021). COVID-19 and its Impact o

Malaysia

FINDING

After Covid-19

Business still survives
with the incentives
used before

More active to
promote and gain
more profit by various
media social

Continue to using e-
commerce because
can give more profit

Quo

P3: "The assistance provided
by Agrobank was very helpful
for me in restocking products
and expanding my business.
Agrobank sponsored me with
RM2,000 for me to expand and
upgrade my business”.

P1: "From social media | can
do free promotion. There is no
need to spend capital to make

a poster". P4:"Social media
has had a huge impact on my

business. It saves a lot in
terms of cost".

P3: "l will try to find a customer
close to my area which is my
housing estate area or my
village to make it easier for me
to deliver to the customer”.

19 Dan Perusahaan Kecil Dan Sederhana (PKS) Di Malaysia

nall and Medium Enterprises:

Judgemental

CONCLUSION

The Covid-19 pandemic has a catastrophic
effect on Malaysia's economy, especially on
small business whose businesses are still in
their infant stages. It has diminished
successful businesses and caused challenges
for under-performing ones worse. In general,
the outcome shows that economic stimulus
plans work well as a short-term strategy. In
other words, there is no doubt that the
government's stimulus package will be able to
stem the bleeding quickly. Small business
however, suffer several survival issues since
they lack the necessary resources and
knowledge to deal with the pandemic

Evidence from
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RESULTS

Variables

Financial Worry Among
Millennials in Malaysia

Spending Habit
Debt Management
Financial Preparedness

Retirement Savings

Cronbach Internal

Variables
Alpha C y/R

Spending Habit 0.622 Reliable

Debt Management 0.762 Good and Acceptable

Financial
Preparedness

0.613 Reliable

Retirement Savings 0.456 Unacceptable

Financial Worry
Among Millennials . Reliable
in Malaysia

INTRODUCTION

Financial worry refers to the emotional stress that is
specifically and highly related to money (Scott E.,
2022). Furthermore, (Allaya Cooks. C, 2021) also
defined financial worry as a state of where one is
constantly surrounded by the feeling of worry,
stress, anxiety or emotional instability related to
money, amount of debt and also future expenses.

RESEARCH METHODS AND
MATERIALS

Total population: Frequency Analysis,

Research Design: Approx. 8.3 Descriptive Analysis,
Reliability and Validity

Quantitative Study million
e Data e Sample size: ::::ysh :g;’:':s":;m
collection: 384 millennials Ana.,s.s’a"d
Questionnaire (Krecjie & Pearsons Correlation
Morgan, 1970) Coefficient

OBJECTIVES

RO1: To determine the relationship between spending habit with
financial worry among millennials in Malaysia

RO2: To evaluate the relationship between debt management with
financial worry among millennials in Malaysia

RO3: To examine the relationship between financial
unpreparedness with financial worry among millennials in
Malaysia.

RO4: To investigate the relationship between retirement saving
with financial worry among millennials in Malaysia.

LITERATURE REVIEW

Hypothesis Pearson Magnitude Accepted/
Correlation Relationship Rejected
(r value)

nding H:
Spending habit/are repetitie and somaetimaes. Debt management is a way to control debt through

unintentional routines and practices of using money to financial planning and budgeting (Jennifer Colonia,

':ﬂ‘:ﬁezr;g:;c:rzr sfens”f:es r(r::tavr;:;ln—itség:gatg' tﬁgﬁ_z)' 2022). Millennials tend to borrow heavily during

il wnd“ﬁjgns i tiheiriocen: e o their youth in order to live luxuriously but would
- - < + then face repercussions later on in life (Pitale &

properly control their savings and financial spendings in | | Neriekar, 2020)

adulthood (Pitale & Nerlekar, 2020). N B

CONCLUSION

For the overall conclusion, each of the variables that were proposed
are accepted as the determinants of financial worry among millennials
in Malaysia. For instance, most of our variables turned out to be
reliable in terms of reliability as they possess Cronbach Alpha values in
the range of 0.613 to 0.762 except for the retirement savings variable
‘which had weak reliability at only 0.456 Cronbach Alpha. While for the
correlation between all 4 variables with financial worry among
Malaysian millennials, all variables displayed moderately positive
correlation with r values staring at 0.567** to 0.689** which indicates
the 4 variables do make up the determinants for financial worry.

Holistically, the results shows that spending habit, debt management,
financial preparedness and retirement savings are indeed the
determinants of financial worry among Malaysian millennials,

Millennials show good financial knowledge, yet Many people who are in working age has
struggles with the means to actually achieve financial developed deep concerns about their ability to

well-being (Xiao, 2008). Financial literacy is closely nd for post: 1t lives. 81% of

related to financial outcomes and money Mslayslans has concerns about running out of
management behavior (Lusardi & Mitchell, 2014). money. (Kimiyaghalam. F et al., 2019)
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1
|
INTRODUCTION RESULTS
: : Technology Gender Age
F&B's convenience has been embraced by the rejection S0
millennial generation to support their activity-filled ]n AGE
lifestyles. The millennial generation surpassed the baby {(_7—- ]
boomer generation in 2015 to hecome the largest I Female I 31 - 35 years old
consumer group. Businesses are adjusting their L) 2o - (@oew)
expectations for customer service to this new generation Nation Marital status Education level
to remain competitive in the market. They must be e8eoe
aware of the needs of the millennial generation \ ) '
especially in technology to accomplish this. Others I Viarriod I Bachelor's Degree
- — —_— == (27.3%) I (38.5%) L (36.5%)
OBJECTIVES
Table 1: Summary of Descriptive Analysis

RO1: To determine the relationship between quality of
service and technology denial among millennials.

To explore the relationship between inaccurate
information and technology denial among millennials.

To identify the relationship between perceive risk and
technology denial among millennials.

To find out the relationship between

restriction issue and technology denial
millennials.

RO2:

RO3:

RO4: technical

amang

CONCEPTUAL FRAMEWORK

MATERIALS AND METHODS

Population
159,674 people

Research design
Quantitative method

Sample size
384 respondent

Data collection |
Questionnaire

SPSS

Descriptive Analysis, Validity and Reliability
Analysis, Normality Test, Pearson Correlation
Coefficent Analysis, Multiple Regression

PRESENTED

VELELES

Standard Deviation

Mean

Technology denial among millennials (DV) 3.66 j 1.13987
Inaccurate information i.I\J.’] | 370 1.08423
Perceived risk (IV) 3767 1.12528
Poor quality of product and service (IV) 378 | 1.16529
| Technical restriction issues (IV) | 379 | 115465

Table 2: Summary of Rebiality Analysis

Variables No.of Cronbach’s  Remarks
Items Alpha
Technology denial among 5 0933 Very good
| millennials (DV)
| Inaccurate information (V) 5 0.919 Very good
| Perceived risk (IV) 5 ] 0.930 Very good
Poor quality and product service (IV) 5 0.939 Very good ]
| Technical restriction issue (IV) 1 5 \ 0.935 Very good |

Table 3: Summary of Pearson Correlation Analysis

Hypothesis  Sig. Value Conclusion Coefficient Conclusion
Value
H1 0.000 = Accepted 0.306 Weak
H2 0.000 | Accepted 0235 Weak
H3 0.000 ‘ Accepted 0.227 Weak
H4 0.002 Not Accepted 0.179 Very Weak
CONCLUSION

In a conclusion, this poor quality of products and services has
had a profound effect on the rejection of technology among
millennials in Pengkalan Chepa compared to inaccurate
information, perceived risk, and also technical restriction issues.
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Introduction

The purpose of this study is to examine
entrepreneurial  intentions  among  IPTA
students on the Kelantan of Malaysia. This
study is able to measure the level of
entrepreneurship in students regardiess of the
faculties and universities in  Kelantan.
Unfortunately, studies on the intentions of
future entrepreneurs are very rare

Objective

I. To examine the relationships between
entrepreneurial curriculum and entrepreneurial
intention among IPTA student in Kelantan.

Il. To examine the relationship between
teaching method and entrepreneurial intention
ameng IPTA students in Kelantan.

Il. To examine the relationship between
university role and entrepreneurial intention
among IPTA students in Kelantan.

family for their financial support as well as for

standing by our side and encouraging us in IV. To examine the relationship between

our studies. entrepreneurial environment and
entrepreneurial intention among IPTA students
in Kelantan

Materials and Method

« Research Design - Quantitative method

Entrepreneuial
Cunisulum

(Rahim & Mukhtar, 2021)

= Study Population - 11413 students from UMK and 20386
students from UiTM

Teacliing Method

= Sample Size - 380 respondent from UMK and UiTM students

(Rabimn & Mukbtar, 2021) who take entrepreneurship education

(Lvetal, 2021)
(Ralim & Mukhtar, 2021)

Ly etal, 2021)
e, 2020)
(wuetal., 2021y
(Che Embi et ol 2019)
{Bazkiaci ¢t al., 2021)

« Data Collection - Questionnaire (Google Form)

« Data Analysis -Descriptive Analysis, Reliability and Validity
Analysis, and Pearson Correlation Coefficient

(Jena, 2020)

Figure 1.: Conceptual framework entrepreneurial intention
-among IPTA students in Kelantan

Table 3: Hypatheses Testing

Table 1: Descriptive statistic for all variables Table 2: Validity and Reliability Result

(Pearson Correlation Coefficient)
Variables | Cronbach's | Remarks
Variaoles Mean Standard
Deviation (D)
RAlpha Correlation (r | Relationship
= o 178 i E T =
T = T e L Ao - - e B
Universiy sl T or Tenchin Moo i o 5 TR | s por | A
Enfreprencurship Emronment a3 0606 University Role 0.904 Good o) TET Viodirne potie Fecepiod
EROprenGuS! THBAon 3 = Entreprencurial Environment 0.858 Accoplable soaries.
Entroprencurial Infention 0810 Aecopiabie
Conclusion References
« Bazkiaei, H. A., Khan, N. U, Irshad, A-u.-R., & Ahmed, A. (2021). Pathways toward entrepeeneurial intention among
Malaysian universitis' students. Business Process Management Journal, 27(4), 1008-1032.
) hitps idoi.0rq/10.1 108/BPMJ-01-2021-0021
* In summary, both the independent + Che Embi, N. A., Jaiyecba, H. B., & Yussof, S. A. (201). The effects of students’ entrepreneurial characteristics on their
variable and the dependent variable propensiy to become entrepreneurs in Malaysia. Education + Training, 61(7/8), 10201037, hiips:/idoi.org/10. 1108/ET-
11-2018-0229

generated positive results, indicating + wu, C.G., Opute, P. A, Nchu, R., Eresia-Eke, C., Tengeh, R. K., Jaiyeoba, O., & Aliyu, O. A (2021, 2021/03/01).
that the study's findings are logical, Entreprencurship education, curriculum and lec intention
correct, and significant. As a result, the I’“’ mam Journal of
research can be continued for further

study and learning

of student

19(1). 100295,

10187 jjme.
« Jena, R. K. (2020). Measuring the impact of business management Student's attitude towards entrepreneurship
education on entrepreneurial imtention: A case study. Computers in Human Behavior, 107, 106275
i 1016/].chb.2020,106275
« Ly, Y.. Chen, Y., Sha. Y., Wang, J.. An, L. Chen, T., Huang, X., Huang, Y., & Huang, L. (2021, 2021-July-06). How
ip Education at Universities Influences Inention: Mediating Effect Based on
Enuepreneurial Competence [Criginal Research]. Frontiers in Psychology, 12.
hitps:idoi.0rg/10.3380/fpsyg. 2021 655868
+ Rahim, I H. A., & Mukhtar, 0. (2021). Perception of students
Business and Social Science.

Journal of

Presented at:
Multidisciplinary Research on the Entrepreneurship and Business E-Colloquium 2022/2023




SHOPEE APPLICATICN AMONG
TEENAGERS IN KOTA BHARU

NUR FATIN NABILA BINTI AMRAN, NURUL WAJIHAH BINTI MOHAMADDI,

TAN CHUI TING

SUPERVISOR: EN. AHMAD SYAKIR BIN JUNOH @ ISMAIL

Faculty of Entrepreneurship and Business
Bachelor of Entrepreneurship (Commerce) with Honours
Universiti Malaysia Kelantan, Malaysia

FACTORS OF USING THE

INTRODUCTION

In June 2015, Shopee made its debut in Malaysia. Shopee is one
of Malaysia's leading online marketplaces, providing superior
product selections, high customer satisfaction, and positive
user evaluations compared to its competitors (Sea Group,
2019). According to an article on the iPrice website on online
shopping in Malaysia, Shopee has the greatest traffic and
ranking out of all the online platforms (The Map of E-Commerce
in Malaysia, 2019).

= To identify the relationship between consumer protection
rights and factors of using the Shopee application among
teenagers in the Kota Bharu area.

* To identify the relationship between secured payment
methods and factors of using the Shopee application among
teenagers in the Kota Bharu area.

* To identify the relationship between product warranty and
factors of using the Shopee application among teenagers in
the Kota Bharu area.

LITERATURE REVIEW

The Technology Acceptance Model (TAM)
TAM is used to forecast consumer behavior when they decide
to buy products or services online (Koththagoda & Herath,
2018). Davis (1989) developed TAM, which is frequently used to
describe user’s levels of technology acceptance.

Consumer protection rights

Ahmad Harun (2020) stated that Shopee provides customers
with the convenience of online buying with a number of
features that can help boost their 10 senses of security.

Secured payment methods

Cao Yong (2021) stated that consumers' choices in terms of
payment methods will have a big influence on how a nation's
economy and business model develop in the future.

Product warranty

The most crucial element for users is the protection of personal
information because websites frequently gather and retain huge
amounts of data about the activities of their users. (Barrera,
Garcia, & Altamira, 2016).

Trust and convenience are certainly the main factors for potential
consumers in making purchasing decisions. Based on the
Myilmupelita website (2020) states that through Shopee,
customers can also return goods, if damaged, defective or not
working properly.

Conceptual Framework
Independent variables Dependent variable
| consumer protection rights |

Factors of using the
Shopee application

Secured payment methods |—'

[ Product warranty ]

MATERIAL AND METHOD

Research Design: Quantitative research

Data Collection Method: Primary and Secondary

Sample Size: 384 respondents

Population: Teenagers in Kota Bharu

Data Analysis Technique: Descriptive analysis, Normality and
reliability and Pearson correlation analysis (SPSS version 26.0)

RESU

Table 1: Summary of Descriptive Statistic

Variables Mean | Std. Deviation
Consumer protection rights (IV1) 46005 43104
Secured payment methods (IV2) 45318 46746
Product warranty (IV3) 4.6000 43116
Factors of using the Shopee application (DV) | 4.6372 48205

Table 2: Actual Reliability Analysis

Variables No of item | Cronbach’s value | Remarks
Consumer protection rights (IV1) 5 0.707 Good
Secured payment methods (IV2) 5 0.791 Good
Product warranty (IV3; 5 0.742 Good
Factors of using the Shopee application 3 0.715 Good
V)

Table 3: Summary of Correlation Analysis

| Hypothesis | Sig. Value | Conclusion | Coefficient value | Remarks
H1 0.000 Accepted 0.674 Good
H2 0000 | Accepted 0.774 Good
H3 0.000 Accepted 0.768 Good

This study is aimed to identify the factor of using the Shopee
application in Kota Bharu. The results show that H1, H2, and H3 are
supported. Secure payment methods and product warranty have a
strong connection with the Shopee application usage factors, and
user protection rights have a high positive relationship with those
variables as well. The researcher can assess the situation and can
make some recommendations about how to improve it when the
issues are discovered.

Chew, I, & Kim, V. W. E. (2021). Examining the Factors Impacting
Consumer Online Purchasing Behavior During COVID-19 in Klang
Valley. The Journal of Management Theory and Practice (JMTP), 56-
73. https://doi.org/http://dx.doi.org/10.37231/jmtp.2021.2.4.156
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The researcher state that the hospitality sector is becoming more
competitive in terms of service quality, which influences the level
of success that hotels achieve or do not achieve. Since staff of
hotels play a significant part in the enhancement of the overall
quality of service, it is crucial for the organization to invest in their
growth and professional development by providing ongoing
training in relevant areas (Gazija, 2011). In the meantime, we can
see that employees have an issue with their emotions to fulfil the
organization's demand to meet the firm's requirements.
Employees will have a trend toward high-stress levels over time,
which will cause them to labour for longer hours and reduce the
employees’ motivation to perform better, which in turn would
restrict productivity (Goonetilleke, Priyashantha, & Munasinghe,
2018). Therefore, according to Hilsheger and Schewe (2011),
front line workers are likely to go through emotional exhaustion
due to the consequences of emotional labour since they spend so
much time directly interacting with consumers. Employee morale
and productivity will suffer as a result, which will have a
trickledown effect on the business's success as a whole (Lee &
Chelladurai, 2018). Since “emotional intelligence” became a
recognised term in 1964, human resource management needs to
take emotional intelligence into account especially in hotel
industries. Therefore, this research was carried out to determine
how the factor of emotional intelligence would affect the overall job
erformance of hotel employees.

1.To investigate the relationship between self-awareness and
job performance among hotel employees in Kota Bharu,
Kelantan.

2.To investigate the relationship between self-regulation and job
performance among hotel employees in Kota Bharu, Kelantan.

3.To investigate the relationship hetween empathy and job
performance among hotel employees in Kota Bharu, Kelantan.

4.To investigate the relationship between motivation and job
performance among hotel employees in Kota Bharu, Kelantan.

5.To investigate the relationship between social skills and job

performance among hotel employees in Kota Bharu, Kelantas

y- CONCLUSIONS
The study has proven that the employees' level of emotional
intelligence will have an effect on their job performance, leading to
the development of good behaviours that are essential to be put
into practice in the workplace. The hotel's employees can use
their good behaviour to assist their customers and solve problems
that emerge within their work environment. As a result, emotional
intelligence aids in regulating the emotional activity that improve
job performance.
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CONCEPTUAL FRAMEWORK

Independent Variable Dependent Variable

EMOTIONAL INTELLIGENCE

Self-awareness
Self-regulation
Empathy

Self-motivation
Social skills

JOB PERFORMANCE

METHODOLOGY
This research study adopts the quantitative approach.
Data from both primary (questionnaire) and secondary (past
studies and related information) were collected for this study.
The questionnaire will be measured by using a five-point of Likert
Scale.
The target population of the study is employees that are working
in hotel industries.
Sampling method is simple random sampling from probability
sampling technique where target population has an equal chance
of being included in the sample.
Sample size of the study is 300 respondents.
Data will be analysed using Statistic Package for the Social
Sciences (SPSS).

88

EMPLOYEES

4

Male (26. 3%) 20 —29 years
Female (73.7%) old (63.7%)

RESULTS

it Sup<deo.

L}
1-5years RM1501 Housekeeping
SPM(BT%) (60.3%) - RM2000  (36.6%)
(57.7%)

Table 1. Reliability of the Actual Study by Cronbach's Alpha Coefficient

Malay (61.7)

Variable Cronbach’s Alpha | Numbers of items Results
Self-awareness 41 ) Good
Sell-regulation 676 5) Moderate
Empathy 818 5 Very good
Motivation 59 5 Good
Social skills 64 5 Good
Job performance 800 10 Very good
Overall Variable 935 35 Excellent
Table 2: Descriptive Analysis of Overall Mean Score
o STANDARD
PART DIMENSION N | MEAN | MODE | MEDIAN | by
B Self-awareness 300 | 4.3153 | 4.80 4.6000 .55388
Self-regulation 300 | 44913 | 480 4.6000 40241
Empathy 300 | 4.3340 | 4.80 4.6000 .59993
Motivation 300 | 4.5047 | 4.80 4.6000 45900
Social skills 300 | 44347 | 480 4.6000 47139
c Job performance 300 | 44387 | 4.60 4.5000 40758

Table 3: Result Tests of Normality by Kolmogorov-Smirnov and Shapiro-Wilk

Varahle Kolmogoroy-Smirnov* Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Self-awareness .207 300 000 861 300 000
Self-regulation 230 300 .000 .881 300 .000
Empathy 191 300 .000 .866 300 .000
Motivation 219 300 .000 .843 300 .000
Social skills .200 300 .000 .870 300 .000
Job performance .163 300 .000 902 300 000
Table 4: The Spearman Correlation Analysis Result
Correlations
Self-awareness [Self- Job performance
Self-awareness | Comelation 1.000 482"
Coefficient
[Sig. (2-tatled) z 000 -000 000 000 000
N 300 300 300 300 300 300
elf-regulation | Cerelation 481™ 1.000 526" | 614” 596" 538"
Coeflicient
Sig. (2-tailed) .000 E .000 -000 000 000
N 300 300 300 300 300 300
Empathy ‘Correlation 383" 526" 1.000 502 547 s
Coeflicient
Sig. (2-tailed) .000 .000 . .000 000 000
N 300 300 300 300 300 300
Motivation | Comelation 498" 6147 502" [ 1000 | 6777 630"
Coeflicient
Sig. (2-tailed) .000 .000 .000 5 000 000
N 300 300 300 300 300 300
Social skills | Comelation 479" 596" 347 | e 1.000 6187
Coefficient
Sig. (2-tailed) .000 .000 .000 000 i 000
N 300 300 300 300 300 300
Job Comelation 482 538 551 630 618 1.000
Coefficient
Sig. (2-tailed) .000 .000 .000 .000 .000 .
N 300 300 300 300 300 300
\|**. Comelation is si at the 0.01 level (2-tailed).
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LIVE STREAMING INFLUENCES CONSUMER’S
PURCHASE INTENTION IN SOCIAL COMMERCE

UNIVERSITI

MALAYSIA MUHAMMAD FIRDAUS HELMI BIN SHAFEE, NUR ILYANA SYAFIQAH BINTI ZULKIFLI,
NURULEZZAH BINTI ZOLKAFLI, TAN ENG PING, ENI NORENI BINTI MOHAMAD ZAIN

KELANTAN

INTRODUCTION OBJECTIVE CONCEPTUAL FRAMEWORK

« To determine the relationship between price

- Ecommerce live streaming is a type of promation and consumer’s purchase intention in live IBDELENDENT
ecommerce that uses live streaming streaming commerce among West Malaysians.
as a marketing channel stimulated —° To identify the connection between promotion time p—
il 69 Gk Sl preds limit and consumer’s purchase intention in live PRICE PROMOTION VARIABLE
- . . streaming commerce among West Malaysians
UTITRIIE D102 TEEEsiEs, - To determine the interrelation between visual
* The combination of live streaming and appeal and consumer’s purchase intention in live EROMATIONIMELIMIT CONUMERS BURGHEE
e-commerce is thriving. However, it is streaming commerce among West Malaysians.
unknown  how live streaming - To identify the relevance between consumer- VISUAL APPEAL
influences customer purchase streamer interaction and consumer's purchase
intention (Pl) in online markets.. |ntentac:m InflivesstieamipgicommerceRamoneiilest CONSUMER-STREAMER
Malaysians. INTERACTION

METHODOLOGY

DATA ANALYSIS

REASEARCH SAMPLING DATA + Descriptive
DESIGN TECHNIQUE COLLECTION RESPONDENT MEASUREMENT atﬁrisl)tF‘qs ”
o N + Reliability Test
Quantitative Non-Probability Online Questionnaire 384 respondents 5 Point Likert Scales + Pilot Test
Method Sampling « Pearson's
Correlation

Coefficient

RESULTS
Reliability Test Key Findings
Variables Number of | Cronbach’s Alpha | Reliability Level Hypotheses Reault Finding of Data Analysis
items (n) Coefficient = B
: H1: Price promotion has a r=0.543% Hl is accepted
gonshumcli ) 6 0.848 Very Good significan positive impact p=0000
urchase Intention on consumers' purthase Moderate
Price Promotion 6 0.889 Very Good intention in live shreaming
P!'m"nntlon Time- 6 0.929 Excellent commerce.
Limit H2: Prontotion time limit 1=0452%* H2 s acoepted
Visual Appeal 6 0915 Excellent bas a sigaificant positive p=0000
Consumer-streamer 6 0.907 Excellent impact on consumer's Low Positive
Interaction purchase intention in live
. streaming commerce
Nomahty Test H3: Visual appeal has a r=0411%* H3 is acoepted
VARIABLE SKEWNESS KURTOSIS RESULT significant positive impact p=0.000
Consumer Purchase -0.455 -0.260 Normal distributed on consumer’s purchase Low Positive
Len : . intention live streaming
Price Promotion -0.695 0.313 Normal distributed commerce.
Promotion Time- 0528 0387 Normal distributed H: Consumer-streamer r=0451 H4 is accepted
Limit interaction has 2 significant p=0.000
Visual Appeal -0.647 -0.040 Normal distributed positive impact on Low Positive
. — consumer's purchase
Consumer-Streamer -0.531 -0.202 Normal distributed intention in live streamino
Interaction

CONCLUSION

We would like to acknowledge with thanks our
This study looks at how live supervisor, Pn. Eni Noreni Binti Mohamad Zain. We also
broadcasting affects consumer purchase like to thank the Universiti Malaysia Kelantan (UMK)
i i : : campus Pengkalan Chepa and Faculty Keusahawanan
intentions in social commerce. The dan Perniagaan (FKP) for allowing us to conduct this

variables in this study can provide some research.
direction and knowledge to all
. . = . REFERENCES
Malaysians looking at customer buying
intentions. The findings also suggest = Apasrawirote, D., & Yawised, K. (2022). Factors Influencing the
that the variables utilised in this study Behavioral and Purchase Intention on Live-streaming Shopping.
are capable of changing the Asian Journal of Business Research, 12(1).

community‘s perception of purchase « Huang, Y., &_Sun, 5= _(2_02‘\). Fac-tnrs Af'fect!ng Chinese (nnsume_rs

_ % 3 : Impulse Buying Decision of Live Streaming E-Commerce. Asian
intention toward live streaming. Sacial Science, 17(5), 16.

« Lakhan, G. R., Ullah, M., Amanullah Channa, M. A., & Khan, M. A.

(2021). Factors effecting consumer purchase intention: live

streaming commerce. Psychology and Education, 58(5), 1553-6939.
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DOMINANCE OF TIKTOK IN ONLINE PURCHASING INTENTION

AMONG STUDENT OF UNIVERSITY MALAYSIA KELANTAN

UNIVERSITI - Myhammad Harith Bin Azmi, Nur Iman Syakirah Binti Abd Razak, Nurzaatul Barakah Binfi Zakaria
= Sathiswary A/P Uthaya Kumar, Eni Noreni binti Mohamad Zain Tik Tok
KELANTAN

Faculty of Entrepreneurship and Business, Universiti Malaysia Kelantan, Malaysia

Research Design
Quantitative approach

Data Collection Method
questionnaires - Distributed via
messaging paltforms such as
Whotsopp ond Telegram

- UMK'S students : 11,965 students
- 373 students
Kerjcie and Morgan (1970}]

L 4

=P

=y e

To study the Tolexamineie To determine the Sampling Techniques
relationship relationship relationship between Non - probability sampling
between perceived host between the perceived perceived price Convenience Sampling
interaction and online convenience and onling fairness and online
purchase intention purchase intention purchase
:‘f LIJDIVETS'}([!I ; of University Malaysia intention of University

alaysia Kelantan's . Malaysia
Stodicris g‘:?ﬁ'!ﬁskf’rtre“‘s Kela:lan‘s S Pracedure for Data Analysis
through TikTok. through TikTok. - Reliability Anclysis

- Spearman’s Cormrelation
- Descriptive Analysis

Population and Sample Size .

Perceived Host
Interaction

Perceived
Convenience

Perceived Price

Fairness
REFERENCE
- Changhan, L, Zhu, L, &Phongsatha, T. (2021).
Variables Number of items Cronbach’s Alpha FACTORS INFLUENCING CONSUMERS PURCHASE
Perceived Host Interaction 6 0.934 INTENTION THROUGHT TIKTOK OF CHANGSHA, CHINA RESIDENTS.
- = AU eJoumnal of Interdisciplinary
Perceived Convenience 6 0.948 Research (IsSN: 2408-1906), 6(2), 113-124.
Perceived Price Faimess 6 0.947

- Nair, R. K., Ganatra, V., Kee, D. M. H., Heng, S. W., Mei,
Purchase Online Intention 6 0.941 H., Huang, C., & Doshi, V. (2022). How Does Social Media
Platforms Help to Improve Business Performances during
the COVID-19 Pandemic? A Study of TikTok. Journal ofthe Community
Development in Asia (JCDA), 5(1), 41-53.
VARIABLES SPEARMAN'S CORRELATIONS ANALYSIS
= i il ot - Shaun. (2022). TIKTok Statistics, Usage Trends & Revenue2022.
Interaction Sig. (1-tailed) p—ua\ueio‘.DOD THEB2BHOUSE. Retrieved 8 November from
https:/iwww.theb2bhouse.com/tiktok-statistics/?

All Variables 24 0.982

Perceived Convenience Spearman'’s Correlations r=0.851
Sig. (1-tailed) p-value=0.000 ACKNOWLEDGEMENT

Perceived Price

Faimess

pearman's Correlations r=0.823

S
Sig. (1-tailed) p-value=0.000

HYPOTHESIS STATISTICAL RESULT
ANALYSIS
H1 | There is significant and positive relationship 0.809 Accepted
Between perceived host interaction and online
purchase intention
H2 | There is significant and positive relationship 0.851 Accepted
between perceived convenience and online SUPERVISOR : *  EXAMINER :
urchase intention &
H3 | There is significant and positive relationship 0.823 Accepted 5 ST . P e
between perceived price fairness and online Puan !Eﬂl Noreni Bintl Mehammad Zain » PUOO Whurivah Binil Mohsher
purchase intention noreni@umk.edu.my ) munirah@umk.edu.my
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Introduction

Electronic waste (e-waste) is currently the fastest-growing waste
stream in Malaysia. E-waste is electrical or electronic equipment
that is discarded and no longer used. One of the reasons why e-
waste is so important to know is because it can harm people and
the environment. Most e-waste comes from households.
According to the article by Thi Thu Nguyen, 2018 a survey based
on the Theory of Planned Behavior (TPB) model provides an
opinion and examines the influence of TPB on the e-waste
behaviour of the population. Therefore, this study takes the
residents of Taman Bahau, Negeri Sembilan, as the object of
study. Average Malaysians still throw away e-waste carelessly
because they do not know the dangers and importance of e-
waste, and the main problem is that they do not understand the
proper of e-waste disposal.

Findings & Discussion

RESIDENT'S PROFILE

PEARSON CORRELATION

Pearson Correlation 559**
Attitude ™) sig. (2-tailed) .000
N 376
Pearson Correlation  gg5ow
= sig. (2-tailed) 1000
N 376
Pearson Correlation .617**
Challenge ™ Sig. (2-tailed) .000
N 376

Social
Pressure

@There is a significant influence between attitude and intention
to dispose e-waste properly among residents in Taman Bahau,
Negeri Sembilan.

‘/There is a significant influence between social pressure and
intention to dispose e-waste properly among residents in
Taman Bahau, Negeri Sembilan.

@There is a significant influence between challenge and
intention to dispose e-waste properly among residents in
Taman Bahau, Negeri Sembilan.

Research Objectives

The objective of this research is to study the relationship
between attitudes, subjective norms and perceived behavioral
control towards intention to formally dispose of e-waste
among residents in Taman Bahau, Negeri Sembilan.

Conceptual Framework

Attitude

Social Intention to Dispose
Pressure E-waste properly
Perceived Behavioral

Control

Methodology

Quantitative research

00 . ,
pe Sample size: Population:
376 Respondents Residents in Taman Bahau,
! Negeri Sembilan

In conclusion, all variables have significant relationsip with
intention to dispose e-waste properly among the residents in
Taman Bahau. Proper disposal is very important for every
electronic consumer to ensure a safer environment in the
future. The study's implication is that residents are more aware
of the dangers of improper e-waste disposal and residents gain
new knowledge on how to properly dispose of e-waste.

OO0 Dpatacollection method:
11( Primary data &
Q Secondary data

Conclusion

Data analysis techniques:
Descriptive Analysis
Pearson Correlation
Analysis

Acknowledgment

We would like to thank our supervisor Mdm. Nik Madeeha Binti Nik
Mohd Munir for their inspires us greatly to work on this research by
keeping us important information. We are grateful our teammates who
helped each other assemble parts and advise throughout the research
process. Thank you to all great colleagues for their support us to
produce great research.

References

« Thi Thu Nguyen, H., Hung, R.-J., Lee, C.-H., & Thi Thu Nguyen, H. (2018).
Determinants of residents’ E-waste recycling behavioral intention: A case
study from Vietnam. Sustainability, 11(1), 164. https:/lwww.mdpi.com/2071-
1050/11/1/164

Arain, A. L., Neitzel, R. L., Nambunmee, K., Hischier, R., Jindaphong, S.,
Austin-Breneman, J., & Jolliet, O. (2022). Material flow, economic and
environmental life cycle performances of informal electronic waste recycling
in a Thai community. Resources, Conservation and Recycling,
180,106129.https://doi.orglhttps://doi.org/10.1016/j.resconrec.2021.106129

Presented for Multidisciplinary Research on the Entrepreneurship and Business E-Colloquium 2022/2023

44



A STUDY ON E-WASTE DISPOSAL PRACTICES AMONG RETAILERS IN TAMAN BENDAHARA
P PENGKALAN CHEPA

KELANTAN

Muhammad Mirza Muazzam Bin Zulkifli', Nur Intan Shuhada Binti Azli?,

Rosewann Ateera Binti Mohamed Ridzuan?®, Teh Hwee Yee*, Nik Madeeha Binti Nik Mohd Munir®
Universiti Malaysia Kelantan, Kota Bharu, Kelantan

mirza.al9a0357 @siswa.umk.edu.my, shuhada.al9a0585@siswa.umk.edu.my,
rosewann.al9a0815@siswa.umk.edu.my, hweeyee.al9a0932@siswa.umk.edu.my, nmadeeha@umk.edu.my

\ INTRODUCTION ,

Electronic waste (e-waste) is a global environmental problem, and Malaysia is no exception. E-waste refers to a process that includes various forms of
electrical and electronic equipment that no longer has any value to its owner. In a recent article related to electronic waste management, according to
Romana, Ahmad Kamaruzzaman and Khalid (2021), several findings on the associations among KAPs provided valuable insights and explore consumers’
KAP towards electronics waste manage facility of Dhaka city. This leads to this research project in suburban city which is Taman Bendahara, Pengkalan
Chepa.

Many retailers continue to dispose electrical and electronic products (e-waste) indiscriminately and unaware of the negative impact on health and the
environment (The Star, 2021) The main problem relating to e-waste among Malaysia retailers is the poor knowledge and attitude of retailers in Malaysia
toward proper e-waste disposal practice (Mahat (2019); Nduneseokwu (2017); Ho et al.,2015). Therefore this leads to this study on proper disposal among
retailers in Taman Bendahara, Pengkalan Chepa by employing theory of Knowledge, Attitude and Practices (KAP).

P RESEARCH To investigate the relationship between knowledge and
METHODOLOGY Quantltatlve OBJECTIVE attitude on e-waste disposal practices among retailers
in Taman Bendahara, Pengkalan Chepa.

Retailers in Taman
KNOWLEDGE \5

Bendahara
Skl PRACTICES
“wss ATTITUDE i
2 ¥ Sample size:
@ 137 respondent
FINDINGS
DISCUSSION
Primary Data DEMOGRAPHIC ' 0)
Secondary Data BACKGROUND EATERIES 4\ 5-10 YEARS
49.6% ODEN 60.6%
Descriptive Analysis,
Spearman Correlation .
Analysis SPEARMAN'S © 0 Spearman's correlation  .346**
CORRELATION ﬂ;&o " Sig. (2-Tailed) .000
ATTITUDES N 137
ACKNOWLEDGEMENT , :
Oo Spearman's correlation  241%*
_ _ _ Z@? L Sig. (2-Tailed) .005
Sincere gratitude to Madam Nik N 137
Madeeha Binti Nik Mohd Munir, our KNOWLEDGE
supervisor that helped us conduct this

study and consistently provides us with ] o ]
guidance in details on how to do our @ There is a significant influence between knowledge
research in order to qet qood results. and e-waste disposal practices among retailers in
Also. thankfull for Iheggrogp members Taman Bendahara, Pengkalan Chepa.

contributed to the completion of this

: et There is a significant influence between attitude and
gecsc:%al:'rgtf;glri%em complete dedication and @ e-waste disposal practices among retailers in

Taman Bendahara, Pengkalan Chepa.

In conclusion, all variables have significant relationship with e-waste disposal . kajana, J. A. (2010). Electical and electronic waste management
practices among retailer in Taman Bendahara, Pengkalan Chepa. The research practice by households in Shah Alam, Selangor, Malaysia.

i 2 . International Journal of Environmental Sciences, 1(2), 132-144
contribution for the body of knowledge where it can be useful to the future Mahat, H., Hashim, M, Nayan, N., Saleh, Y., & Norkhaidi, S. B.

.

researcher to conduct on e-waste in retailers’ perspective. Also, it will led to (2019). ‘E-v}v(astel Cc|1|:spoMsa| awareness among the Malagsiar}
understand the behavior of retailers in Taman Bendahara towards e-waste | S0 iz 505405 hioe /ol /10 34108] Kpel 2010 11 051

management. This will be a provision to the authorities to plan on how to J ¢ Tengku Hamzah, T. A. A, Yahya, A" S. M., & Shafie, A. (2020).

; Knowledge, Atitude, and Practices on E-Waste R ling amon
increase more awareness on proper way to manage e-waste among the Public ingPor‘t Dickson. Pertanika Journal of Socialecgccier?ces ang

retailers Humanities, 28(4). hitps://doi.org/10.47836/pjssh.28.4.13
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Online shopping is becoming an increasingly prefermed channel, with sales
incressing yeer-oreyear (Pahlevan, 2018). Shopper's online is popular among
the demographic of younger consumers. Because of this, people are more
likely to buy, shop for, or search products from internet cullets, regardless
of thelr income (Mokhter et al, 20201 “Youlh” wae referred to as the
trarsition period between childhood and adulthood, At thie peirt, this group
of people is entering a completely new phase of their life cycle, moving
from childhood to adolescence. This iz in line with the definition of the
Selangor Youlh Policy {2019, where the age of the youth is batween 15 o
30 yesrs. The convenience and efficiency of online shopping appesl to the
younger generation, who are slways on the go and have litlle free time. For
these reazons, online shopping hag become the preferred shopping method
for Malaysian youth,

MATERIAIL

AND METH

Research Design Population
Guantitative Method # 8,074,500 consumer
Data Collection Sample Size
Questionnaire 400 Respondent

Frequencies Analysis, Descriptive
Analysiz, Reliability and Validity Test,
Pearson Correlation,

OBJECTIVES

RO & To study the relationship between perceived ease of use
and onling shopping behaviour among youth in Malaysia.

RO2 : To identify the relationship between perceived benefits
and online shopping behaviour among youth in Malaysia.

RO3 : To investigate the relationshi p between past experience
and online shopping behaviour among youth in Malaysia.

Gender  Age Stste  Educationsl  Rece Incomo S e CCainREb

@éC@aﬁ “ﬂ@@ Om

2125 Peningular
Female MV;-I‘ Malaysia Degree Malay n:t'i‘.:un Bingho Student
S0.a8 56.8% 778%  S20% 540% 59.0% 89.3% 69.0%
—

LITERATURE R

Literature reviews play an important role in the intellactual,
methodological, and themaltic development of several fislds
(Palmatier, 2018). This offers an overview of the latest information to
identify applicable hypotheses, strategies and gaps in current
research studies.

Theory of Planned Behavior (TPB)
The Theory of Planned Behavior {TPB) started as the Theory of
Reasoned Action in 1980 to predict an individual's intention to
engage in a behavior at a specific time and place (Wayne W.
LaMorte, 2022).

Qnling shorping behavior among vouth in Malaysia DV

For online purchages, 8 customer could use a shopping rowser to navigate
2 shopping website to perform research and locate the items they wants.
Shopper's online is popular among the demographic of younger consumers.
Because of this, people are more likely 1o buy, shop for, or search products
from internet cutlets, regardless of their income (Mokhtar et al, 2020}

Parceived ease of uge (V]

Perceived ease of use can be defined which indicates how easy itis to
use a particular device. Ease of use is the extent to which users believe
in using certain technolegies easily (Ha-Brockshire, 2018).

Bast experiance (V]
A consumer who has Wried to shop online once and enjoyed the entire
process may confinue to repurchase online in the future. It implies that the
more positive the consumers’ experience with online transactions in the
past, the higher the likelihood for them to repurchese (Nwsizugbo &
Ifeanyichukwy, 2018,

Berceived benetits lIv]
In ihe conlext of online shepping, the perceived benefits from consumer
mesans the lotal of adventages or satisfaclion that could fulfil their needs
and wanls (Yew & Kamarulzaman, 2020). Perceived benefits, which can be
oxpressed ag economic profitability, social prestige or other advantages
are crugial iderations in the decisi king process.

CONCEPTUAL FRAMEWORK

)

Parcaived aasa

of use
Online shopping

Perceived benefits  —————————p behavior among

youth in Malaysia
Past axperiance /

Table 1: Summary of Descriptive Statistic

Variables Mean Std. Deviation
youth in Malaysia (DV) wE 2280
Perceived ease of use (V) . 442 0.585 |
Past experience (v} 425 0670

Table 2 : Actual Reliability Analysis

Cronbach’s  pamarks

Variable No. of ltem Alpha
Onling shopping behavior amaong v ]
youth in Malaysia {DV] 2 9807 Y

Pasl eupeﬁame llUl 5 0893 Very good
Fbmphad bemﬂls (I,V] 1 5 9 0d

Table 3 : Summary of Pearson Correlation Analysis

Hypothesis Sig. Values Conclusion  Cofficient Valus Conclusion

H1 0.000 Accepted 0635 Moderate
Accepted 0.683 Moderate

CONCLUSION

As a conclusion, this research focused to identify the relaticnship
between the eonling shopping behavior among youth in Malaysia, This
research can be a guideline for the future research as a reference
Hence, researcher found in this research has a significant relationshin
betwean parceived ease of use, perceived banefits and past experiance
towards online shopping behavior among youth in Malaysia. In this
research can be summarized that this study can be as a reference in
since the relationship between the dependent and independent variables
has significant relationshin,
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INTRODUCTION

Due to the rapid expansion of mobile device usage,
mobile commerce (MC) has gained popularity.
Generation X is one of the most popular target
groups because of their large population and high
purchasing power (Moorthy et al, 2017). Therefore it
is essential to comprehend Generation X’s motivation
for adopting mobile commerce.

(gz2e @3 o)

OBJECTIVES

RO1: To identify the relationship between usage and
adoption intention of mobile commerce among
Generation X in Malaysia.

RO2: To examine the relationship between value
and adoption intention of mobile commerce
among Generation X in Malaysia.

RO3: To identify the relationship between trust and
adoption intention of mobile commerce among
Generation X in Malaysia.

A

MATERIALS AND METHODS
ﬁesearch Design ) Data CoIIection\
v Quantitative K) ¥ Primary data
research methods =N (questionnaire)
Population ¢ & Sample Size
v Generation X in (£ /% v 384 respondents
Malaysia | (Krejcie & Morgan
1970)
1 SPSS
v Descriptive analysis, reliability
and normality test, Pearson

correlation analysis /

LITERATURE REVIEW

—

Theory of Innovation Resistance Theory (IRT
This study presents one underpinning theory
which is IRT that has been developed by Ram and
Sheth (1989) to explore what are the obstacles to
intent in mobile commerce adoption from the
perception of Generation X.

Mobile commerce Usage barriers (IV1
adoption intention (DV) The resistance fo an
Adoption intention in this invention caused by the
study refers to consumers'  inconsistency with current
level of intent to adopt routine and plan, according
mobile commerce. to concept (Barati and

Mohammadi, 2017).

Trust barriers (IV3

Value barriers (IV2)

They emphasized how Trust is essential whenever
their values and social there is risk, uncertainty or
system now include using interdependence, it plays a
mobile devices for mobile central role in  both

commerce communication interpersonal and business
(Mazen Ali, 2017).

relationships (McKnight and
Chervany, 2018).

Conceptual Framework

Mobile commerce

adoption intention
Trust

- ~

4 RESULTS |
Gender  Age Marital status R;a;e
oo .
i @ A
Female 40-44 Married Malay
58.9% 43% 71.9% 82.8%
Education Income  Occupation  Use of MC
: S ] did
High school RM1,001 - Government User
40.1% RM3,000 33.6% 79.9%
36.2%

Table 1: Summary of Descriptive Analysis
I

Deviation
Intention (DV]

Value Barriers (IV) 2.63 1.011
Trust Barriers (IV) 3.50 0.873

Table 2: Summary of Reliability Analysis
Items Alpha
Intention (DV]

Usage Barriers (IV) 4 0.920 Very Good
Value Barriers (IV) 4 0.883 Very Good
Trust Barriers (IV) 4 0.893 Very Good

Table 3: Summary of Pearson Correlation Analysis

Value

0.007 Not 0.137 Weak

Accepted
0.053 Not 0.081 No
Accepted relationship

0.000 Accepted 0.591 Moderate

C CONCLUSION

As a conclusion, this study fulfilled all of the goals and
questions of the research. The statistical significance of
the relationship that exist between the variables is
established. The most important barrier that influence
on mobile commerce adoption intention among
Generation X in Malaysia is trust barriers. Thus, the
usage and value barriers is insignificant predictor on
mobile commerce adoption intention.
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OBJECTIVE

MATERIALS

3
METH

Design:

CONCEPTUAL FRAMEWORK
endent Variable

ATTITUDE

RESULT
1: Descriptiv

Entrepreneurial Intention

Aftitude

Subjective Nomms

Perceived Behavioral Control

Entrepreneurial Education

RESULT

Table 4: Hypothesis

Dependent Variable

ENTREFRENUERIAL

INTENTION

RESULT

Table 2: Relia

Attitude

Subjective Norms

Perceived Behavioural Control

Entrepreneurial Education

RESULT

RD I To abeutify the relaticnship
et wbptne oom
emtropremeus imsention

ech Gocwtiom and CRpnT ot Tt of T Aoy
TIT [ Ty 1 Wt 1o the velotbomsiap berwoen | 7= 789°% | There o 3 sipaficam elatbomsbiy
sminade s cnmeprencurialimeraon? | p=01000 [ —
RO 1 To coamine the seltionship|  High | entreprencusialisicnticn amosg
betwren atinede d  cnpecncer 2aT St .Uty
Malayuia Kelantan, 1 ic
vyl
T | 0 = What s e reionsiup Brwren | 7= 712 | There s & wficant reasonth|
sibjective moom sl crarcprencuial | 0000 [ berwoen subjeciive somms and|
mcnshon? High | comepeencurisl imiemticn semong|

Juliadest 1 Univeesity Malsyaia
Kelarkan, H2 i acecpiod

Table 3. felulel}
VARIABLES PEARSON CORRELATION
COEFFICIENT
Attstude Pearson Correlation 0.789°*
Sig. (1-tailed) P=Valoe = 0.00
Subjective Nom Peassen Correlation 0.714%
Sig. (1-tailed) P=Valae = .00
Percerved Behavioural Control | Peasson Correlation 0.722%
Sig. (1-tailed) P-Value = 0.00
Entreprencunal Education Peasson Correlation 0.672%
Sig. (1-tmiled) P-Value = 0.00
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betworn cteprencural chucaton s
cmtrepreeus isteniion

[ s cotrcprencur itcraion s accepecd.
T | T 3 What s the elatiomslip Betwren | 7= B0 | Thewe
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AUTHOR INTRODUCTION

1 MUHAMMAD NURHELMI BIN NCRASID [1]

This study will identify the relationship between factors that influences the

[A12A0363)
2. NUR LYANA MASTURA BINTI MOHD SHUHARI [2] Usage of e-payment and online shopping decisions. The most efficient way to
(A1BA0596) shop online is using e-payment methods, it is a way to connect the seller and
3. THIAN XIN M1 [3] (A19A0348) the buyer. This research will focus on UMK students which will be a

4.UMMI AFIQAH BINTI ABDULLAH [4] (A13ADS58)  profitable target segment for Malaysian marketers as they have the financial

SUPERVISOR - ) )

BUAN MUNIRAH BINT! cam ability to meet their wants and desires. Thus, researcpt_ers also sludj_.' and

EXAMINER analyze what the consumer goes through when deciding and making a

PUAN ENI NORENI EINTI MCHAMAD ZAIN purchase over the internet, showing some factors that the consumer
considers.

i B D T vaRUABL
p—e

Ease 1o Use

e
———,
Scurity
-

Benedit

HYPOTHESIS STATEMENT

H1l= There is a significant relationship between
ease of use of e-payment and online shopping
decisions among UMK students.

H2 = There is a significant relationship between
security of e-payment and online shopping
decisions among UMK students.

H3= There is a significant relationship between
benefits of e-payment and online shopping
decisions among UMK students.

MATERIAL AND METHOD
Research Design

» Quantitative method
Sample Size

* 370

* Simple random sampling
Data Collection Method

= Questionnaire
Data Analysis

* SP5S

* Preliminary Analysis

« Descriptive Analysis

» Validity and Reliability Test

= Mormality Test

RESULT AND FINDINGS CONCLUSION
,‘:?,: P The main goal of this research focused is to factor that influence the

Umdiw Skappaag Puance ] L AT E o - - .- .
Deemicen e I usage of e-payment toward online shopping decisions among UMK
— - g N e o students to determine whether people will continue to use the service.

E'-':-:-- - = @8 dn Overall, The research has now been completed morally and with a
S e womm e great deal of dedication. By directing this research, it also adhered to
. = s e all the rules and regulations. Without a doubt, the goal of this study

o i m was to provide useful information and statistics to all users to assist
=, Comrelaton i o gai o anhe 000 level (Tasdel) . - ) “'lElTl With Cﬂ"pﬂring ﬂ'lE fac’tﬂr.
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THE EFFECT OF SCAMMERS ON CUSTOMER PERCEPTION
TOWARD E-COMMERCE PLATFORM AMONG
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MALAYSIA Thanabalan a/l B.Ramoo', Muhammad Shafie Bin Mohd Sharif?,
KELANTAN Nur Salina Binti Mohd Shariff3, Wan Nur Farah Nadhira Binti Wan Rahin4, Munirah Binti Mahshar®
INTRODUCTION OBJECTIVES
v'This study was conducted to _examine the effect of To identify the relationship between the privacy
scammers on customer perception toward e-commerce violations and the perception of e-commerce
platform among UMK students. platform by UMK students.
" ; \
c f E- S Mall . . - . e
RS ?;r;";eorf; .0?523 IR To identify the relationship between the social risk of
8000 5848 privacy breach and the perception of e-commerce
4000 il platforms by UMK students.
2000 3318 3612 L - : - : ;
To identify the relationship between the customers
2018 2019 2020 perceived vulnerability and the perception of e-
Figure 1.0 Cases of E-commerce Scams n Malaysa from commetce plaomseytMICstidents

2018 to 2020, (Bemama, 2021)

MATERIALS & METHOD

DATA COLLECTION PROCEDURE OF DATA
METHOD SAMPLE TECHNIQUES STUDY POPULATION ANALYSIS

* Primary data: Convenience sampling + 375 active UMK + SPSS
Survey -questionnaire N 2 ;tUdeEt-? ofghcampus - Pilot Test

’ engkalan Chepa, . Deacriotive Analvsi

OO@H ) . Bachok and Jeli. Reﬁcgﬁ. |veA nla e

. § ' . Krejcie & Morgan,1970 o L

+ Secondary data: [} . diagram ) - Normality Test

I @ @ i ! - Fﬁg@g?;s Correlation

THE OVERALL RELIABILITY ANALYSIS PEARSON’S CORRELATION
DESCRIPTIVE ANALYSIS (N=375) Variable Cronbach’s | Number CGalom S
Variable Mean Std. Alpha of items Perception
Deviation | | Customer Privacy 0.907 6 (DV)
Customer Privacy | 4.3320| 0.78529| | Violation (IV 1) (Excellent) Customer Privacy 0.672**
gD Social Risk of Privacy 0.908 5| |Violation (V1) | (Moderate)
Social Risk of 4.2176| 0.87875||Breach (IV2) (Excellent) o =
Privacy Breach(IV2) Vulnerability of 0927 5 P?“C":cy Il‘:’sre gch 0.7(.)5
Vulnerability of 4.2443| 0.87769 | |Privacy Breach (IV 3) | (Excellent) IV 2) (High)
PrivacyBreach (IV3) CEGES 0.891 5 Vunerabiliy of 0.785"
Customers 4.3419| 0.77813| |Perception (DV) (Good) Privacy Breach (High)
Perception (DV) (IV3)
Table 1.0: The Overall of Descriptive Analysis Table 2.0: Summary of Reliability Analysis Table 3.0: Summary of Pearson

Correlation Analysis

SUMMARY OF PROPOSED HYPOTHESIS
Code |Hypothesis Status

H1 Positive relationship between the privacy violations and the| Supported
perception of e-commerce platforms by UMK students.

H2 Positive relationship between the social risk of privacy breach and| Supported
the perception of e-commerce platforms by UMK students.

H3 Positive relationship between the customers' perceived vulnerability| Supported
and the perception of e-commerce platforms by UMK students.
Table 4.0: Summary of Proposed Hypothesis

» This study discovered convincing evidence of the| |0 Bernama. (2021, November 11). Significant increase in
effect of scammers on UMK students' perceptions reported cases of e-commerce fraud. New Straits Times
of the e-commerce platform. [Kuala Lumpur]. )

> All things considered, this study could enhance| [J G R. V. G, Dinesh, K., Asokan-Ajitha, A., & Jose, A.
customer awareness of the e-commerce platform (2021). Privacy breach perceptions and litigation intentions:

: o W Evidence from e-Commerce customers. IIMB Management
‘Q'Sr'i'ﬁgrg'rﬂ'iE"e'st'r”fn;ﬁﬁﬁﬂi%e of fraud and scams | | poyiew, 33(4), 322-336. doi:10.1016/}iimb.2021.11.001
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INTRODUCTION

Due to globalization and the removal of trade
obstacles in  cross-border transactions, the
counterfeiting problem has existed since the 1970s
and is still spreading. Based on the main statistics of
the Ministry of Domestic Trade and Consumer Affairs
(KPDNHEP) in 2022, the complaints made related to
counterfeit goods show that the number of complaints
has decreased from 2020 to 2022, which is 661,443,
and 153 respectively. Nevertheless, previous reports
showed that throughout the year 2018 to July 2020,
1,421 cases involving counterfeit goods were recorded
with a confiscation value of RM31,065,886.00.

This research examine the determinants factor (brand,
price, and attitude) in influencing customers in buying
online fake products from UMK’s students’ experience.

RESULTS

RELIABILITIY STATISTICS

Influencing Excellent
customer in
buying
Brand 858 Good
Price 846 Good
Attitude 874 Good

i rman Correlation Anali

ouua Accepted 681 Moderate
positive
correlation

0.000 Accepted .662 Moderate
positive
correlation

0.000 Accepted .576 Moderate
positive
correlation

In general, this study explores the connection between
brand, price, and attitude variables and consumers'
purchases of counterfeit goods. Even though only
65.09% of the 361 target respondents—undergraduate
students—on the UMK City Campus responded to the
questionnaire, a total of 235 of them had. By using
Google Forms as the approach, all study questions and
objectives have been satisfactorily addressed. Overall,
there is a good correlation between the independent
and dependent variables. These supported hypotheses
demonstrate how brand, price, and attitude
considerations affect consumers' decisions to purchase
counterfeit goods.

REFERENCES

OBJECTIVES

1: To identify factors that influence customers

buying fake products.

2: To determine the relationship between brand factor
and customers in buying fake products.

3: To determine the relationship between price factors
and customers in buying fake products.

4: To determine the relationship between attitude factor
and customers in buying fake products.

MATERIALS AND METHODS

- Quantitative method
* RESEARCH DESIGN

- 361 Respondent
* SAMPLE SIZE

- Non-Probability Sampling,

* SAMPLING TECHNIQUE - Purposive Sampling

- Primary Data ( Questionnaires)
* DATA COLLECTION - Secondary data (journals)
METHOD

- SPSS Version 26.0
- Freguency analysis
- Reliability analysis
- Normality analysis
- Spearman’s correlation
coefficient

* DATA ANALYSIS

DISCUSSION

H1: There is a positive relationship between brand
factors and customers buying fake products.

H2: There is a positive relationship between price
factors and customers buying fake products.

H3: There is a positive relationship between attitude
factors and customers buying fake products.
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This study endeavours to understand the factor affecting youth in kelantan on purchasing product, Icek Aizen
(1991). The factor include attitude toward the behaviour, subjective norm,
and perceived behavioural. From the findings, of this study revealed perceived behavioral
control were positively related to purchasing behaviour among youth in Kelantan.

ABSTRACT

INTRODUCTION
Ollectively, teenager's commands an immense amount of buyi
power. More importantly, teens are trendsetter's and early
adopters of technology. Therefore, purchasing intention are
interesting issue to be studies and figure out especially among
youth in Kelantan.

OBJECTIVE

To identify the relationships between attitude, subjective norm,
perceived behavioural control toward purchasing behaviour among
youth in Kelantan.

LITERATURE
REVIEW

TPB ( Theory of Planned Behavior ) : To predict the link between
intention and behavior is often considered weak due to the control of
the behavior. In addition, the model often only seems useful when there
are positive attitudes and norms towards the behavior (Kothe & Mullan,
2015)

Purchasing Behavior (DV) :
Purchasing behaviour can be

defined as the ability of youth
consumers to generate
purchasing intention for
specific products and services
in the market (Rani, 2014;
Khaniwale, 2015).

Attitude (IV) : The purpose of
this study is to understand
the perceptions of shopping
orientation among young
Malaysians in Kelantan (Aris,
2021).

Subjective Norm (IV) : Family,
peers, colleagues, and experts
are all social groups that have
a significant influence on a
youth behavior in purchasing
product (Rani, 2014;
Khaniwale, 2015).

G-

Perceived Behavioural
Control (IV) : focuses on
young people’s ability and
motivation of shopping and
its determinants on young
shoppers in Kelantan (Aris,
2021).

Subjective Norm Purchasing Behavior

Perceived Behavioural

Control
DISCUSSION

The hypothesis that were formed show that independent
variables have a significant relationship with effectiveness
on purchasing product among youth in Kelantan.

CONCLUSION

e result study shown that perceived behaviour control is 2
strong relationship with effectiveness
purchasing product among youth in Kelantan. The researchers
anticipate that this study review will be a useful resource and a
good starting point for future research

a

MATERIAL & METHOD

Research method: Quantitative approach
Target population: 426,686 youth in
Kelantan

Sample size: 384 respondents

Sampling techniques: Snowball sampling
Collect data: Questionnaire distributed
through google form

Data analysis: Statistical Package for the
Social Sciences (SPSS)

RESULTS
®

21-24 ylo hfialay
53.6% 62.2%

l 9
Student Degree <RM 1000 & below
60.7% 59.4% 60.7%

A
Female

Single
60.9% 2

90.4%

Summary of Spearman Correlation Analysis

H1 0.481 Low positive
correlation

H2

0.486

Low positive
correlation
Moderate
positive
correlation

H3

0.501
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| @ Online purchasing has been increasingly popular in
recent years. There is a rise in the number of people
who use the internet to shop, research products, or
browse for pleasure. As a result, the importance of
e-commerce platforms in the larger marketer-
consumer dynamic is expanding (Koo et al., 2008).

. Researchers acknowledge the supervisor, Dr Yusrinadini
Zahirah Binti Md. Isa@Yusuff for her wilingness to give
answers, opinions to queries and guidance throughout the
project process. And also our panel examiner, Dr Shah Iskandar
Fahmie Bin Ramlee. Thanks to all our team members who
@ In other words, consumers make purchases based | ,rovided complete collaboration and discussion as this task

primarily on the product's virtual look, such as|" geyeloped. Besides, researchers showed dedicated effort by
photos, descriptions, and videos (Brennan et al., sharing knowledge.

2008; Constantinides, 2004).

< This research investigates how these factors of
product details, product brand, product price
(independent variable), and product satisfaction
(dependent variable) influence students on online
purchasing satisfaction.

To determine the relationship between
MATERIAL & METHOD |[ e product brand and product satisfaction

influencing UMK City Campus students'

\ \ online purchasing satisfaction
s

To determine the relationship between
[ o product detail and product satisfaction
influencing UMK City Campus Students on
online purchasing satisfaction

ZO—#OCUO:ﬁ-;IZ—

Research Sample Size SPSS To ddete;'mipe thedrelat(ijoncsthiptp?t\.gtgen
Design . . = product price and product satisfaction
= =58 Bl e II[ (3] influencing UMK City Campus students'
+ Quantitative respondents dyst online purchasing satisfaction
Method . I'?Aellalbllgiy
Data . nalysis
colloction || chmiae || " F25SS (EEES
Collection Techniaue z%g;:i'g” RESULT
* Questionnaires || . Non-Probability ||« Spearman
= Judgement Correlation

/ What is the relationship There is moderate
between product details P=0.01 positive correlation
and product satisfaction (p<0.01) between product details
REALIBILITY ANALYSIS in an online purchasing = 0.614 and product satisfaction
Cronbach's CA based on satisfaction on ors:gze:fzgtrigr:]asmg
Alpha Standardized Items i I
Items " What is the relationship p=0.01 There is a moderate
785 849 16 between product brand ( p<0.01) positive correlation
and product r=0.567 between product brand
CORRELATION satisfaction in an online and product satisfaction
MEAN | MEAN_ | MEAN_ | MEAN_ purchasing satisfaction on online purchasing
PRS PD PB PP satisfaction
Spearman's | MEAN_ | Comrelation Coefficient | 1.000 614~ 567" - 5167 p=0,01
tho PRS Sig. (2-tailed) | . 000 000 000 What is the relationship ( p<0.01) There is a moderate
N 346 346 346 346 bet 1 product price r=-0.516 negative correlation
MEAN_ |_Correlation Coefficient | 614~ 1.000 603~ -.553" and product satisfaction between product price
Ly Sig. (2-talled) |00 L] 0o in an online purchasing and product satisfaction
N 36 | 36 | b ] M6 satisfaction on online purchasing
MEAN_ | Correlation Coefficient 567" .603” 1.000 -527" satisfaction
PB Sig. (2-tailed) | 000 000 000 v
H { 6 | A6 | O | O %fff’ MUTIPLE REGRESSION
MEAN_ | Correlation Coefficient | -516 -.553 527" 1.000
PP Sig. (2-tailed) | 000 000 000
N | 346 346 346 346 Model Summary
**_Correlation is significant at the 0.01 level (2-tailed). Adjusted R Std Error Df the
e 0 73
This study has explored the 3 factors (product details, - . . -
product brand and product price) that influence UMK City ANOVA®
Campus students on online purchasing satisfaction. During _
this study, all the factors influence student online purchasing Model SS“umar';; o S"ﬁ:'r‘e F Sig.
satisfaction, especially product details and brand. Product price T T Rezession 1§21—95 3 4:1]%5 13420 000
is negatively moderate, but this does not mean that the factors Regidual 18 i]SU EYY) 1'41 - -
do not influence student online purchasing satisfaction. 7 Total 18@ 75 35 -
REFERENCES Coaias
+ Mofokeng, T. E. (2021). The impact of online shopping aftributes on customer Unstandardized Standardized 95.0% Confidence Interval
satisfaction and loyalty: Moderating effects of e-commerce experience. Cogent | Coefficients | Coefficients | = forB
Business & Management, 8(1), 1968206 Model B Esrlrt:;r Beta t Sig. ;ﬁ; ggﬁ;
« Yaacob, N. M., & Fauzi, N. A. R. (2022). The Determinants of Online Purchasin
Satisfaction: From LInit\lr-‘l;irs\ly Students F ), i I Joumlal of A i 1| (Constant) 994 174 5716 -000 652 1.336
Research in Business and Social Sciences, 12(1), 1584-1597. MEANFD | 668 | .03 702 17715 | 000 593 742
+ Santos, K. E. 5., & Santos, A. R. (2020). Factors Affecting Consumer Satisfaction to MEAN_FB 153 033 178 4655 | .000 | 089 218
Online Shopping. International Journal of Humanities and Education Develop
r!;r-:‘[!‘;JJ, 2;’5")?';‘31 g oemerRRRLRRRIOSREACEECUtsaan MEAN PP | 029 021 -045 1409 | 160 -069 01
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