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Abstract  

______________________________________________________________________________________________________ 
In the 1960s, the emergence of technology introduced by humans spurred the establishment of the 

Internet that can engage all people globally. Since 1994, the Internet has contributed tremendously 

towards the evolution of online shopping through the development Electronic Commerce (EC). There 

are many online shopping websites that have been established by various companies as other 

alternatives for consumers to purchase their goods or services rather than shopping at the stores. In 

Malaysia, the reputation and brand image of ZALORA has become the centre and the focus of society. 

It automatically raises a question among the marketers regarding the motives of the consumers in 

choosing ZALORA rather than other online shopping websites. This is due to the attractiveness of 

ZALORA that has led the consumers’ intention in purchasing or ordering the goods or services online. 

Therefore, it is vital to investigate and identify the factors that influence the consumers' purchasing 

behaviour as well as their intentions in shopping online at ZALORA. In order to fill the gap of this 

study, the data of 377 respondents were collected and analysed by using the Statistical Package Social 

Science (SPSS) software version no.25. The findings show that the website designs of ZALORA have 

been portrayed as the main factor that has contributed to the purchasing behaviour of consumers for 

online shopping at ZALORA in comparison to other factors which were convenience, time saving and 

security. 

 

Keywords: consumer, online shopping, convenience, website design, ZALORA 

______________________________________________________________________________________________________ 
 
 
Introduction  

 

The Internet has contributed to the development of Electronic Commerce (EC) for the benefits of 

people, globally. Therefore, e-commerce has developed a competitive market which has spurred the 

establishment of numerous online shopping websites including ZALORA. Online shopping can be 

defined as the process of buying and selling of products and services using the internet (Julietneddon, 

2004).  
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There are many marketing strategies that have been implemented by marketers to enhance and 

promote their brand awareness as well as the services provided by them through websites to help the 

public. This form of marketing coincides with the online shopping at ZALORA. It is as a kind of 

marketing that benefits its customers. At the same Zalora maintains as the centre of consumers’ 

attention to purchase goods because of its reputation as the No.1 Online Fashion shopping platform in 

Malaysia.  

 

 Therefore, consumers’ purchasing behaviour towards online shopping at ZALORA is the main 

objective of this study that intends to find the reasons that persuade consumers to purchase or not to 

purchase from ZALORA. According to Muhammad and Nasir Uddin (2011), their study concluded 

that there were several factors like of convenience, time-saving, website design and security that 

influenced consumers to shop online.  

 

 However, these factors will only help the marketers as well as the other companies if they are aware 

of the success as well as the prohibitions of the company in gaining consumers' satisfaction and 

happiness. This is because marketers adopt many methods to establish a strong relationship with 

customers, but in the end, these methods not only damage their relationship instead of strengthening it 

(Berry, 2001). “An increasing number and variety of firms and organizations are exploiting and 

creating business opportunities on the Internet”, Liao and Cheung (2000, p.299). The marketers need 

to analyse and identify the consumer behaviour to stay competitive as there is fierce competition in 

online shopping. In addition, Zalora as an e-commerce organization that needs to adapt to the 

challenges, because customers change their nature with the changes in technology. Online 

demography in terms of age, gender, average spending and education of shoppers are equally 

important that define their strategies effectively.  

 

Based on the problem statement, the research objectives are outlined below; 

i. to examine the consumer’s behaviours towards their intention to purchase goods from 

ZALORA and 

ii. to identify which of the four factors which are convenience, time saving, website design and 

security adopted by ZALORA is most important.  

 

Literature Review  
 
Definitions 
 

Muhammad Umar Sultan & MD Nasir Uddin (2011) conducts a study on consumers’ attitude towards 

online shopping factors that influenced Gotland consumers to shop online. The objective of their study 

was to determine the consumers’ attitudes towards online shopping and specifically to study the 

factors that influenced consumers to shop online. The research used convenience sampling technique 

and distributed 100 questionnaires to the respondents who were Gotland University students. The 

places where the questionnaires were distributed were the university cafeteria and Gotland Public 

Library. The findings that were obtained from this study were the four factors selected for this 

research. The most attractive factor that influenced online shoppers in Gotland was the Website 

Design/ Features, followed by convenience as the second most influencing factor and third was time-

saving. Results also showed that security was of great importance among online shoppers in Gotland. 

Furthermore, the other factors which influenced online shoppers were low price, discount, feedback 

from previous customers and quality of a product. 

 

Past Studies  
 

There were also other studies conducted by Momtaz (2011) on customers’ satisfaction on online 

shopping in Malaysia. Their study was to understand those factors that affected customers’ intention 

and satisfaction to shop online. The convenience sampling technique was used and a total of 130 

questionnaires were distributed but only 100 were successfully collected. This research was 

participated by the general public including students at the university. 
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Another case study on Zadora was conducted by Nurshafiqa Zamri & Izian Idris (2013) on the effects 

of attitude, social influences and perceived behavioural control on the I intention to purchase apparels 

online in Malaysia. This case study attempted to determine the factors that influenced consumers’ 

intention to purchase apparels using the ZALORA website in Malaysia. The research used the 

convenience sampling method and a total of 300 questionnaires were distributed. From this study, 

perceived usefulness was found as the most significant factor that influenced consumers’ purchasing 

intention towards ZALORA apparels.  

Chong (2014) did another research on the factors affecting online Shopping of apparels among young 

Adults. Furthermore, the research was to investigate the relationships between the independent 

(privacy/security, website design, customer service and atmospheric/experiential), mediator (e-

shopping satisfaction) and dependent variables (e-shopping intention). A total of 384 questionnaires 

were collected and the participants were the general public throughout Malaysia. From the study, it 

was found that the atmosphere experience was the most important factor to influence e-shopping.  

Hashim Shahzad (2015 also conducted a research on Online Shopping Behaviour. The objective of 

this study was to analyse the factors that influenced consumers’ online shopping behaviour in Swedish 

context. The research was answered by 100 participants who consisted of the general public. The study 

found out that, that it was to provide a clear picture to e-retailers that will help them to formulate their 

online marketing strategies according to the specific online risk factors involved in online shopping.  

Zhao, K. (2015) conducted a research in China on the consumer online Purchasing Decision and its 

influencing factors. It was to investigate the decision-making process of online consumption and to 

evaluate how cultural, social, personal, and environmental factors had an impact on the customers’ 

online shopping decision, specifically on the e-commerce market. The research used the convenience 

sampling method and 152 questionnaires were distributed was 152. This study showed that the impact 

of the factors on customer online shopping behaviour. There were two obstacles that negatively 

influenced both the customers and retailers in their online shopping decision.  

 

Riana Bashir (2015) had also done an empirical study in Pakistan on the effects of online shopping 

trends on consumer-buying Behaviour. This study was to examine the relationship between various 

factors that affected consumer behaviour towards online shopping. The focus of this research was to 

explain the influence of five major variables that were derived from literature. A total of 250 

questionnaires were distributed to the participants who were the students in the University of Punjab . 

The most relevant factor that seemed to affected consumer buying-behaviour towards online shopping 

that was related to the younger generation seemed to be the trust factor.  

 

Kumar & Sobha (2016) also did a study on consumers’ attitude towards in online shopping. The study 

was to determine the relationship between various demographic variables and consumers’ attitude 

towards online shopping. A total of 250 questionnaires were distributed and 230 were collected. This 

study had confirmed that there was a mix in perceived marketing and perceived reputation that could 

impact the consumers’ attitude in adopting online shopping, It also showed that the largest driving 

factor for online shopping was convenience.  

The study by Kanupriya (2016) was conducted on the behaviour of consumers towards Online 

Shopping. It was to investigate the online consumer behaviour, which in turn provided E-marketers 

with a constructional framework for fine-tuning their E-business strategies. This research distributed a 

total of 100 questionnaires and only 70 were collected from the general public participants. It was 

found most online shoppers used the Internet to search for information on products. The study 

revealed the most important motivating factor that influenced online shopping was convenience 

followed by time-saving and price. Regular online shoppers considered buying through Internet and 

were fewer prices sensitive.  

A Study was conducted by Mohd Razilan Abdul Kadir (2017) on customer online purchasing 

Behaviour based on a Malaysian perspective by. It was a study on the insights of customers on their 

online purchasing. The framework of the study contained the dimensions of information satisfaction, 

trust, convenience security and purchasing online. A total of 250 questionnaires were distributed to the 
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public users at the Perpustakaan Awam Raja Tun Uda (PPAS), Shah Alam. The findings confirmed 

the hypothesis based on information satisfaction, convenience, trust and security as the factors that 

influenced the customers positively towards online purchasing.  

 The studies by Muhammad Umar Sultan & MD Nasir Uddin, (2011), Nurshafiqa Zamri & Izian 

Idris,(2013), Chong, (2014), Kumar & Sobha, (2016), Kanupriya et al., (2016) and Mohd Razilan 

Abdul Kadir et al.,( 2017) agreed the factors that influenced the most in customer purchasing 

behaviour in online shopping were website design and convenience. This research fills the gap as the 

previous studies that were conducted in Kuala Lumpur, Malaysia studies were conducted outside 

Malaysia.  

 

 

Methodology 
 

Conceptual Framework 
 
The framework shows the relationship between the independent variables that influence the consumers 

to shop online. Convenience, time saving, website design and security act as the independent variables 

while the dependent variable is the consumer’s attitudes towards online shopping. The conceptual 

framework for this study is adopted from previous study by Muhammad and Nasir Uddin (2011). The 

framework developed will serve as a basis for this research and it will help in analyzing and 

interpreting the empirical results. 

 
Figure 1: The conceptual framework of factors influencing consumers’ behavior on online shopping 

 

 
 

Research Approach  
 

The study was conducted in Kuala Lumpur because the location is easily accessed and the community 

in the city has more tendencies to buy on online shopping. A study by the Malaysian Communications 

and Multimedia Commission (2017) found out that, about three-fifth of Internet users live in urban 

area across Malaysia (67.2%) while there is only 32.8% in rural area. Thus, the study is most reliable 

when it is conducted in urban area by using non-probability sampling approach which is purposive 

sampling specifically based on judgement sampling. There were 377 questionnaires that were 

distributed. The sampling here was confined to specific types of people who can provide the desired 

information This is mainly because they are the only ones who conform to some criteria set by the 
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researcher (Sekaran, 2003). Most of the respondents are millennials who resides, study or work in 

Kuala Lumpur and have experiences in using online shopping medium, particularly, ZALORA. The 

questionnaire was originally in English and translated into Malay and also Chinese version for the 

convenience of the respondents. The questionnaire was taken from a previous study on conducted by 

U. S. Muhammad and Nasir Uddin,) 2011). The questionnaire consisted of two main parts and one sub 

part. The first part covered the demographic profile of the respondents. The second part focused on 

questions pertaining to factors that influenced consumers to shop online which were convenience, time 

saving, website design and security. The questionnaire uses a five-point Likert scale ranging from 1 

(Strongly Disagree) to 5 (Strongly Agree). 

 

Reliability and Validity 
 

Cronbach Alpha’s test of reliability was conducted in order to determine the reliability of the multi-

item scales. Cronbach’s Alpha reliability ranges between 0 and 1. The closer the Cronbach’s Alpha is 

to 1.0, the more reliable is the variable. Reliability means that the variable is dependable in 

achievement, accuracy, honesty. The size of alpha is determined by both the number of items in the 

scale and the mean inter-item correlations. A reliability coefficient of 0.7 and above is considered 

adequate. Since all the variables achieved Cronbach’s Alpha of 0.70 and above, thus all the items were 

reliable and can be used in this study. Henceforth, based on the reliability test that had been conducted 

on the 15 items that were adapted from a previous study, the Cronbach’s Alpha result was 0.878 

indicated that the questionnaire was reliable and valid. 

 

 

Analysis and Discussion 

Respondents Profile 

The findings showed that out of the 377 respondents, 40% (150.8) were male and another 60 % 

(226.2) were female respondents as women prefer to shop online than men. 

Figure 2: Gender 

 

 

 

 

60
% 

40
%  



Malaysian Journal of Social Sciences and Humanities (MJSSH), Volume 6, Issue 11, (page 413 - 426), 2021 

DOI: https://doi.org/10.47405/mjssh.v6i11.1145 

 

418 

www.msocialsciences.com  

Figure 3: Age 

 

 

 

 

 

The analysis also showed that most of the respondents were aged between 15 and 20 years old which 

was 52% and those above 40 years old was only 5%. The people aged above 40 years old tend to 

store-shopping and prefer assets. 

 

Figure 4: Average spending 

 

 
 

35% of the respondents spent between RM51 and RM100 only, while a minority of 2% spent above 

RM450. This was because most of the respondents were aged below 30 and were usually students who 

had no fixed income. 
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Figure 5: Education level 

 

 
 

The study was conducted with 377 respondents among them 45% of the respondents were bachelor 

degree students and 2% were PhD students. In KL, there are many institutions located nearby that 

offering bachelor’s degree in many fields. The PhD students were spending their time mainly in their 

research.  

 

 

Analysis of the four factors  
 

The study will show the empirical results of the research that has conducted using the questionnaire 

that have been distributed in Kuala Lumpur. The table below shows the results of frequency for 

respondent’s agreement with statements. 

Table 1: Data Collection and Measurement of Central Tendency 

 

Attitude and Behaviour SD 

1 

D 

2 

U 

3 

A 

4 

SA 

5 

Total 

Weights 

Mean 

Convenience Frequency   

I get on-time delivery by shopping 

online 7 27 106 203 34 1361 3.61 

Detail information is available while 

shopping online 9 17 88 203 60 1419 3.76 

I can buy the products anytime 24 

hours a day while shopping online 8 21 69 186 93 1466 3.89 

It is easy to choose and make 

comparison with other products while 

shopping online 7 19 104 169 78 1423 3.77 

Website Design/Features   

The website design helps me in 

searching the products easily 6 17 87 198 69 1438 3.81 

While shopping online, I prefer to 

purchase from a website that provides 

safety and ease of navigation and 5 12 105 187 68 1432 3.80 
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order 

The website layout helps me in 

searching and selecting the right 

product while shopping online 7 14 66 164 126 1519 4.03 

I believe that familiarity with the 

website before making actual 

purchase reduce the risk of shopping 

online 7 13 77 158 122 1506 4.01 

I prefer to buy from website that 

provides me with quality of 

information 6 10 67 156 138 1541 4.09 

Time Saving   

Online shopping takes less time to 

purchase 5 31 129 170 42 1344 3.56 

Online shopping doesn’t waste time 5 27 104 179 62 1397 3.71 

I feel that it takes less time in 

evaluating and selecting a product 

while shopping online 7 37 86 176 71 1398 3.71 

Security   

I feel safe and secure while shopping 

online 3 24 153 110 35 1125 2.98 

I like to shop online from a 

trustworthy website 5 14 75 143 108 1466 3.63 

SD = Strongly Disagree 

D = Disagree 

U = Uncertain 

A = Agree 

SA = Strongly Agree 

 

 

Discussion 
 
In this section, the study will discuss the four factors that have played quite an influential role in 

determining customer satisfaction towards Zalora. Each question represents a module. 

Figure 6: Convenience Module 
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Convenience: Convenience factor carries four modules.\ 

Get on time delivery by shopping online: 62% of the respondents agreed with the statement that they 

get on time delivery by shopping online and only 9% of the respondents disagreed with the statement. 

The average score is 3.61 which shows on average Zalora’s customer get on time delivery. 

Detail information is available while shopping online: The analysis shows that most of the 

respondents agree with the statement that “detail information is available while shopping online.” The 

average score for this module that is 3.76 that shows a positive agreement of respondents towards the 

module. 

I can buy the products anytime 24 hours a day while shopping online: From the 377 respondents, 

74% agreed with the statement that “they can buy the products anytime 24 hours a day while shopping 

online”. The average score for this module was 3.89 and it showed strong positive agreement with the 

statement that they could buy the products anytime, 24 hours a day while shopping online.  

It is easy to choose and make comparison with other products while shopping online: The 

analysis showed that 65% of the respondents agreed with the statement. Majority of the respondents 

strongly agreed and agreed. The average score was 3.77 that showed a positive agreement that 

ZALORA’s customer believed that the products on the website were comparable. 

Website design/features: Website design/Features are divided into five modules, each module carries 

one question.  

 

Figure 7: Website Design Module 

 

 

The website design helps me in searching the products easily: The study showed that 70% of the 

respondents agreed with the statement. The average score was 3.81 which showed a strong positive 

agreement that the website features were helpful. 

While shopping online, I prefer to purchase from a website that provides safety and ease of 

navigation and order: Out of 377 respondents, only 67% of them agreed with this statement. The 

average score was 3.80 which showed a very good positive agreement as the website design had 

provided privacy and confidentiality. 



Malaysian Journal of Social Sciences and Humanities (MJSSH), Volume 6, Issue 11, (page 413 - 426), 2021 

DOI: https://doi.org/10.47405/mjssh.v6i11.1145 

 

422 

www.msocialsciences.com  

The website layout helps me in searching and selecting the right product while shopping online: 

Website layout is the graphic user interface of a web page. It includes the options, search bars, tools 

and buttons which helps user to browse and shop easily. Results indicated that 77% of the respondents 

agreed as the average score of the module was 4.03 and it showed strong agreement with the statement 

and need to be emphasized.  

I believe that familiarity with the website before making actual purchase reduce the risk of 

shopping online: It showed that 74% respondents react positively with the statement as the average 

score for this module was 4.01. This again showed positive result as a majorly agreed that past 

experiences with the had persuaded them to reorder.  

I prefer to buy from website that provides me with quality of information: 78% of the respondents 

showed agreement with this module with an average score of 4.09 as it helped them to make better 

decision to order online purchase. 

Time saving: Time saving is divided into three modules and each module is analysed and discussed. 

 

Figure 7: Time Saving Module 

 

 

Online shopping takes less time to purchase: It showed that 42 respondents strongly agreed, 170 

respondents agreed, 129 respondents were uncertain, 31 respondents disagreed and only 5 respondents 

strongly disagreed with the statement. The average score of 3.56 showed that online shopping took 

less time to purchase as compared to traditional shopping.  

Online shopping doesn’t waste time: It showed that 63% of the respondents out of 377 agreed with 

the statement. The average score calculated was 3.71 that showed positive agreement as it was one-

click buying.  

I feel that it takes less time in evaluating and selecting a product while shopping online: Only 

65% of the respondents agreed with the statement and the average score as calculated was 3.71 but the 

number of respondents who were uncertain was quite high as product evaluation took some time in 

selecting the best option.  

Security: Security is divided into three modules.  
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Figure 8: Security Module 

 

 

I feel safe and secure while shopping online: 40% of the respondents were uncertain, 38% agreed 

and 22% of the respondents disagreed with the statement. The average score of 2.98 showed a nearly 

negative reaction towards this module. This might be arising from online threats such as hacking. 

I like to shop online from a trustworthy website: The study indicated that 29% respondents strongly 

agreed, 38% agreed, 28% were uncertain, 4% disagreed and 1% respondents strongly disagreed with 

the statement .The average score was 3.89 as average respondents were attracted to purchase on a 

good rating website 

Figure 9: Comparative Analysis of Four Factors 

 

 
 

The study shows that the website design has the highest central tendency among other factors namely 

convenience, time saving and security. The website design has a mean of 3.95 while is followed by 

convenience (3.76), time saving (3.66) and security (3.31). Thus, it can be concluded based on this 

study that website design is the most important factor that could lead to customers purchasing and 

their satisfaction.  
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Thus, the result of the study shows that most of the respondents agree with the four factors that affect 

their buying behaviour on online shopping website especially at Zadora. Furthermore, convenience, 

website design, time saving and security shows the intentions of the customers and can be used to 

improve Zadora’s website in terms of these factors.  

 

 

Discussion and Implication 
 
The discussions of this empirical study involves the four factors that affect customers’ purchasing 

behaviour on online shopping at Zalora which are convenience, website design, time saving and 

security. The analysis was conducted by using central tendency calculation to find out the tendency of 

reaction of the respondents to the four factors mentioned. The comparative analysis shows that the 

website design plays the most important role in developing the online shopping medium to boost the 

customers’ purchasing behaviour. A good website design plays its role by creating positive feelings 

for the customers as a pleasant setting on the website is eye-catching. Thus, it helps in choosing the 

products and helps in making good decisions without feeling burdened and messed by the website 

design. The implications that have been drawing are based on the factors in this research which are to 

provide the best possible quality in term of the easy and quick procedures, privacy and confidentiality 

of every customer, and the unique features of the website design. These can give full information that 

are interrelated and can be useful for the customers in ZALORA’s policies and practices. 

 

The findings of this study may add to benefit ZALORA. This is from the online apparel retailer 

perspective, and e-shopping quality dimension that provides positive contribution as customers are 

able to use successful online marketing strategy to improve the competitiveness and profitability from 

their perspective. Consumers will feel comfortable when shopping at ZALORA and feel secured too 

when doing their transaction via internet. 

The sample size is the limitation of this study. Another limitation is due to the customer who does 

online shopping at malls that offer many products and services including international brands. Besides 

that, the limitation of the study is the majority of the respondents were Malays compared to other 

ethnic groups.  

 

 

Conclusion 
 

Development of Electronic-Commerce (EC) has established Zalora as an online shopping platform for 

its customers globally. It is crucial for Zalora to understand customers’ need and expectations for 

online shopping especially when setting with their purchasing behaviours. Thus, by knowing the 

important factors that influence the customers purchasing behaviour, it helps Zalora to gain 

competitive edge over others. Zalora can adapt to challenges and make effective moves especially to 

customers changing nature and technology.  

 

The research questions proposed were as follows: 1. what are the factors that influence consumers to 

shop online? 2. Is there a positive relationship between convenience, time saving, website design and 

security?  

 

In first question, there are four factors that will affect the customers purchasing behaviour which are 

convenience, time saving, website design and security. It provides Zalora a clear map to develop 

successful strategies relating to these factors to attract their customers. In second question, the most 

important factor that plays a positive relationship to customers’ purchasing behaviour is the website 

design as it has shown the highest average score of 3.95. Most of the respondents agreed that they 

prefer to buy from website that provides quality information on product description as the customers 

are expecting honest and fair view. The second most important factor that plays a positive relationship 

with the customers’ purchasing behaviour is convenience. It had an average score of 3.76. It indicated 

that easy access of 24hours a day makes the customers’ intention to shop in Zalora. For time saving, it 

portrayed an average score of 3.66 and it also has a positive relationship with customers’ purchasing 
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behaviour. The respondents mostly agreed that they get the delivery on time. From this it can be 

concluded that Zalora has an effective delivery system to send the goods to the customers. The least 

important factor that brings positive relationship with the customers’ purchasing behaviour is security. 

It indicated an average score of 3.31 as the respondents agreed that they like to shop on a trustworthy 

website. It can be concluded that the security that is programmed within Zalora serves high quality 

internal control again malicious threat.  

 

 If we were to design this study again, there are a number of independent variables that we would 

consider such as promotion, return policy and economic conditions in the conceptual framework. 

These factors play important roles and allow us to see the customers’ purchasing behaviour in a wider 

scope/ these factors also allow us to see the comparison between each factor that might affect the 

intention to shop online. Most importantly we would go for a longer time period and be able to collect 

data by observation and interviews alongside with using questionnaire as they might be advantageous 

for us to gain a better descriptive of the phenomenon. For example, in this research, we found out that 

the people who were around 40 years old and above were less exposed to online shopping at Zalora. In 

addition, the study would address the same research problem in a different settings, context, location 

and culture such as society in rural areas to see the different pattern of customers. 

 

 

References  
 

Chong, H.T. (2014). Factors affecting online shopping of purchasing apparels among young adults 

(Master’s thesis, University Tunku Abdul Rahman).  Retrieved 21 September, 2021 from 

http://eprints.utar.edu.my/1296/1 

Hashim Shahzad. (2015).Online shopping behavior (Master’s thesis, Uppsala Universitet). Retrieved 

20 August, 2021 from http://www.diva-portal.org 

Ke, Z. (2015). Research on consumer online purchasing decision and its influencing factors in China 

(Bachelor’s thesis, Turku University of Applied Science). Retrieved 20 ugust, 2021 from 

https://pdfs.semanticscholar.org/e6f2/4262c65b7a028c9d97e7c28cd8b950eaadb3.pdf   

Mahesh, M. K. & Sobha, P. G (2015).  Online shopping behaviour among higher education students. 

International Journal of Advance Research and Innovative Ideas in Education, 1(5), 2-5. doi: 

16.0415/IJARIIE-1471 

Mohd Razilan Abdul Kadir & Almah Saaid (2017). A study on customer online purchasing behavior: 

A Malaysian perspective. Paper presented at 8th International Conference on Information 

Technology (ICIT), Malaysia. 

Muhammad Umar Sultan & MD Nasir Uddin. (2011). Consumers’attitude towards online shopping 

(Master’s thesis, Högskolan på Gotland). Retrieved 21  September from https://uu.diva-

portal.org/smash/get/diva2:420724 

Nurshafiqa Zamri & Izian Idris. (2013). The effects of attitude, social influence and perceived 

behavioural control on intention to purchase online shopping apparels in Malaysia. Paper 

presented at International Conference on Management, Penang, Malaysia.  

Purushottam, A. P., & Kantilal N. T. (2018).  A study on online shopping behavior through mobile 

applications in Kolhapur City. International Journal for Research in Engineering Application 

and Management, 2(12), 69-72. 

 

 

Authors’ Details 
 

1. Nor Shairah Binti Aznor, Nur Asma’ Husna Binti A.Ramli, Nurul Nadhirah Binti Mamat 

Zamri, Sek Win Nye, Siti Nur Batrisya Najwa Binti Basri, Wan Syaril Bin Wan Mohd Khalid 

and Nurhanna Aiman Binti Shaharin. These authors were Diploma final year students from 

University of Malaya Centre for Continuing Education (UMCCeD). This was a group work for 

Business Research Methodology UDE 2012 which was supervised by Mr. Isai Amutan Krishnan and 

Ms. Vimala Davy G. Ramiah and Ms. Sheela Paramasivam who had contributed significantly in 

completing this final year project.   

 

https://uu.diva-/
https://uu.diva-/


Malaysian Journal of Social Sciences and Humanities (MJSSH), Volume 6, Issue 11, (page 413 - 426), 2021 

DOI: https://doi.org/10.47405/mjssh.v6i11.1145 

 

426 

www.msocialsciences.com  

Address: University of Malaya Centre for Continuing Education (UMCCeD) Wisma R&D University 

Malaya, Jalan Pantai Baharu, 59100 Kuala Lumpur, Federal Territory of Kuala Lumpur 
 

2. Vimala Davy G. Ramiah is currently the head   of the Department of Staff Development at 

Institute Aminuddin Baki, Sarawak Branch in Kuching, Sarawak. She was prior to this the Head of the 

Unit at the Schools and Sports Divisions of the Ministry of Education in Putrajaya. She has more than 

32 years of working experience in the field of education with the Ministry of Education, Malaysia. Her 

research interests are in communication, applied linguistics and Teaching English as a Second 

Language.  

 

Email: vimala@iab.edu.my, HP: 0192194642 

Address: Institut Aminuddin Baki Sarawak Branch, Jalan Sultan Tengah, 93050 Kuching, Sarawak. 

 

3. Sheela Paramasivam 

Senior Lecturer, Jabatan Bahasa Inggeris, Akademi Pengajian Bahasa, Universiti Teknologi MARA 

Universiti Teknologi MARA, 602, Jalan Seremban Tiga 18, 70300 Seremban, Negeri Sembilan, 

Malaysia. 

 

4. Isai Amutan Krishnan 

Senior Lecturer, School of Liberal Arts, Science and Technology, PERDANA University,Suite 5.3 5th 

Floor Wisma Chase Perdana Jalan Semantan Damansara Heights, Wilayah Perseketuan, Malaysia.  

 

https://www.google.com/search?sxsrf=AOaemvKjWruzPT1anIv8PQWijBhMgvAekg:1634352482496&q=umcced+address&ludocid=18128208187302006146&sa=X&ved=2ahUKEwi8mqC59c3zAhXxjeYKHeirAXYQ6BN6BAhFEAI

