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PREFACE 

Online purchase is becoming more popular with the advancement of technology 

and introduction of web-based social networks such as e-bay, Groupon and 

Lazada. Furthermore, companies today are seeking new and attractive marketing 

plan to market their goods and services to customers. With all sort of theories and 

research being introduced by authors and researchers, perceived risk has become 

increasingly significant for marketers to determine the online purchase intention 

of their customers.  

The Technology Acceptance Model (TAM) and Theory of Planned Behaviour 

(TPB) has been widely accepted and used by researchers to test the online user’s 

purchase intention towards online shopping. This study being conducted uses the 

TAM to identify the acceptance towards the use of online shopping with perceived 

risk. The study narrows down to the undergraduate students that are still studying 

in university Malaysia either in public or private university. TPB is uses to explain 

conditions how individuals such as online shopper behave to purchase intention 

and react to perceived risk.   
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ABSTRACT 

Online shopping is currently trending in the society and it will continue to grow as 

it brings a lot of advantages for businesses and also consumers. The main purpose 

of this study is to identify how perceived risk will influence on the purchase 

intention of online customers. Furthermore, the study also highlighted reasons 

demographic factors such as age, gender and ethnicity will perceive differently on 

the risk.  

This study is to determine the negative relationship between six variables which 

are product risk, financial risk, security risk, time risk, delivery risk and physical 

risk towards online purchase intention. A sample of 300 has been selected 

randomly by distributing self-administered questionnaires to all the public and 

private university students in Malaysia.   
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