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Abstract: Online shopping becomes one of the favourite channels among university
students in spending their money nowadays which include most of the Malaysian
community especially during the current pandemic, Corona Virus (COVID-19).
Everyone agrees that this activity could reduce the time constraints where some
money could be saved with a possible discount offered due to the certain event. It’s
also allowed them as a customer to search for the best and desired products and
services with better prices, better options and better offers for various choices. This
study aims to analyse student’s online shopping behaviour in a new Universiti Tun
Hussein Onn Malaysia (UTHM) Campus. The questionnaire was spread to 385
respondents by using convenience sampling methods online such as e-mail and
application Whatsapp to the Faculty of Applied Sciences and Technology (FAST),
Faculty of Engineering Technology (FTK) and Centre of Diploma Studies (CEDS).
This study considered to analyse student’s preferred way of buying a product
(comparison among online shopping and retail store), to investigate potential factors
that could influenced student’s online shopping behaviour and finally to identify the
student’s satisfaction level toward online shopping. Overall, the association of the
dependent variable and independent variable were determined through the Chi-
Square Test of Independence. It shows that all variables in this study have a
significant relationship with gender (p-value < 0.05), except for variables Frequency
Of Buying From Online Shopping and Preferable Place For Online Shopping. A
binary logistic model was built from the value of Chi-Squared with the significant
factor that influenced the behaviour of online shopping of students are Frequency Of
Buying From Online Shopping and Preferable Place For The Students To Buy Their
Product On Online Shopping. In addition, three types of highest satisfaction levels
chose by students which are Easy Track Parcel, No Need To Go Out and Easily

*Corresponding Email: norziha@uthm.edu.my
2021 UTHM Publisher. All rights reserved.
publisher.uthm.edu.my/periodicals/index.php/ekst



Che Him et al., Enhanced Knowledge in Sciences and Technology Vol. 1 No. 2 (2021) p. 244-252

Choose. A summary of student’s comments based on the satisfaction level toward
university management for delivery courier service where the majority of the students
rate the delivery courier in a new UTHM campus at point 3 out of 5 due to its
inconvenient (most word that used by the students in a comment section) for the
students to pick up their parcels when the courier delivered during the afternoon.
Next, the frequency of a most chosen words is inconvenient, place, pick, class and
time.

Keywords: Online Shopping, Binary Logistic Model, Student, Campus

1. Introduction

Online shopping is a process of buying goods and services from any merchants who sell through
the internet [1]. It’s another method for customers to purchase any product without visit the retail store.
The customer might easily purchase any product from only staying at home through online transaction
which is cashless and later their parcel will be delivered to the home address or office address by using
allocated courier services. Nowadays, online shopping become very popular and a new trend in various
business field. The consumer in range Generation Y (Gen Y) and Generation Z (Gen Z) are the aged
range that mostly used the service [2]. Interestingly, [3] discovered that men present bigger affection
toward online shopping compared to women. This is due to the reason that women have high perceived
risk more than male. Therefore, this could be one prove that gender is a good predictor in determine
customers online purchase intention and behaviour. In addition, factors that could influenced
consumer’s decision to purchase through online shopping in form socio-demographic, the pattern of
online purchase of the customer and examine the purchase perception that will influence the consumer’s
attitude toward purchasing product.

Meanwhile, [4] revealed that another factors affected customer’s online shopping behaviour are
perceived value, firm reputation, privacy, trust and functionality where that firm reputation could be
builds or based from positive satisfaction of the customers. The trust can lead to individual satisfaction
which make the customer to stay loyal to the services and products [5]. Company reputation is a crucial
point for the customer when the high level of brand engagement reduces the customer anxiety during
transaction for the goods. The customer also aware about the online purchasing service and product and
the insecurities apply for their information on credit card if it’s exposed. Also, there are guaranteed
while having online shopping, the information is sheltered from possible hacking. The privacy of the
customer is mention as secures and guards of the users online shopping information in the websites [6].
This perception could reduce the perceive risk and uncertainty avoidance.

2. Materials and Methods

This study aims to analyse student’s online shopping behaviour in a new Universiti Tun Hussein
Onn Malaysia (UTHM) Campus. The questionnaire was spread to 385 respondents by using
convenience sampling method through online such as e-mail and application Whatsapp to Faculty of
Applied Sciences and Technology (FAST), Faculty of Engineering Technology (FTK) and Centre of
Diploma Studies (CEDS). There are three objectives which are to analyse student’s preference way of
buying product (comparison among online shopping and retail store), later to investigate factors
influence student’s online shopping behaviour by using binary logistic model and finally to identify the
student’s satisfaction level toward online shopping. Contingency table could be used to investigate
potential relationship between two categorical variables which also known as analysis of contingency
table or cross-classified by two or more variables. The categories for one variable appear in the rows,
and the categories for the other variable appear in columns. Each variable must have two or more
categories. Each cell reflects the total count of cases for a specific pair of categories [7]. Meanwhile,
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the Chi-Square Test of Independence could be used to examine if there is an association between
categorical variables. It’s a non-parametric test and also known as Chi-Square Test of Association [8].

Multicollinearity occurs when independent variables in a regression model are correlated where this
correlation became a problem because independent variables should be independent. If the degree of
correlation between variables is high enough, it can cause problems when one fit the model and interpret
the results. In other word, multicollinearity occurred when the situation of two or more explanatory
variables in a multiple regression model are highly linearly related. The Variance Inflation Factor (VIF)
could be used to measure the collinearity among independent variables in a multiple regression model.
A value of 1 means that the predictor is not correlated with other variables and the higher the value, the
greater the correlation of the variable with other variables [9]. A binary logistic model could be used to
model the probability of outcome categorical dependent variable given all other another independent
variable [10]. Logistic regression is one of the popular methods to analyse binary response variable
other than the probit model and discriminant analysis [8]. Several link functions are available, but the
most common link for binary is the logit link function, defined as in Eq. 1 where later the model equation
in logit form as shown in Eq. 2 [9].

9(u;) = logit (1) = Iog[lf—iJ Eq. 1

|og(1Lj:a+ﬂlxl+ﬂ2X2 +..+ B X, Eq.2
—H

Both equation’s parameter shows that « is an intercept parameter, S is a regression coefficient,
4 1s the probability of an event occurring and 1— 4 is the probability of an event not occurring. In

addition, the Akaike Information Criterion (AIC) is an estimator of prediction error and thereby relative
quality of statistical models for a given set of data. Let k be the number of estimated parameters in the

model and L be the maximum value of the likelihood function for the model. Therefore, the AIC value
of the model as shown in Eq. 3.

AIC =2k —2In() Eq.3
3. Results and Discussion

Overall, 51% of the respondent are female and the rest 49% of the respondent is male. Meanwhile,
95% of the respondent is in age of 22 to 24 followed by 3% of the respondent is in age 19 to 21 and 2%
of the respondents is in age 25 to 27. In addition, 98% of the respondent is in degree level while only
2% of the respondent is in Diploma level which majority of the of this survey come from age 22 to 24
years old. Since in the new UTHM Campus consists of two faculties and one centre of studies, 83% of
the respondent from faculty FAST, 15% from faculty FTK and 2% from CEDS. Finally, only 3% of the
respondent from Year 1 and Year 2 while the rest of them from Year 3 to Year 4.

Figure 1 shows 219 (81%) students enjoy online shopping while 166 (19%) students say no to
online shopping and these is the proof that majority of the students used online shopping to buy their
necessary product, services and goods. Meanwhile, Figure 2 obviously presents 310 students choose
online shopping as their platform to buy necessities while 75 students prefer buying from the shopping
stores. Next is the frequency of students moderately often spend money to buy stuff from online shop
in one month (see also Figure 3). Next, Figure 4 shows that most of the students spend around RM59
to RM100 to buy stuff in a month through online shopping. In addition, here obviously present that
most of students choose to buy from Shoppe as their favourite platform as shown in Figure 5 and finally
Figure 6 revealed that the most of the students spend time around 2 to 3 hours for online shopping.
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Figure 1: Student’s Preferred Way Of Buying Product
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Figure 2: Student’s Preference Of Buying With Online Shopping

250

200

150

100

slightly often Moderately often Extremely often

Figure 3: How Often Student’s Buys Online In A Month?
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Figure 4: Amount Spend On Online Shopping Every Month (RM)
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Figure 6: Hour Spend On Online Shopping Daily
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Table 1 shows the result of variables that recorded the lowest p-value (< 0.05) which are Age, Level
of Studies, Faculty and Year of Study. Since all variables are significant, then, we will reject the null
hypothesis and conclude that there is a relationship between gender of the students with these
independent variables. Same goes to Table 2, the result of variables obviously present that lowest p-
value are Prefer Buying Way, How Often Shop In A Month, Spending In A Month and Hour Spend On
Online Shop. Since all variables are significant, therefore we will reject the null hypothesis and conclude
that there is a relationship between gender of the students with these independent variables. However,
the p-value for frequency of buying from online shopping and prefer way of buying product are greater
than 0.05 so we do not reject the null hypothesis. Hence, there is no relationship between the gender
and the variable. Interestingly that Table 3 shows all variables recorded lowest p-value which include
Functionality, Privacy, Reputation, Perceived Value and Trust. Same as previous, since all variables are
significant, we reject the null hypothesis and conclude that there is a relationship between gender of the
students with these independent variables.

Table 1: Chi Squared Test of Gender With Demographic Variable

Variable N p-value
Age 14.895 <0.05
Level of Studies 7.7965 <0.05
Faculty 14.373 <0.05
Year of Study 9.7976 <0.05

Table 2: Chi Squared Test of Gender With Prefer Way Of Buying Product (insignificant-bold)

Variable N p-value
Frequency of Buying From Online Shopping 2.7533 >0.10
Prefer Buying Way 62.15 <0.05
How Often Shop In A Month 184.23 <0.05
Spending In A Month 127.55 <0.05
Preferable Place For Online Shopping 3.452 >0.10
Hour Spend On Online Shopping 94.826 <0.05

Table 3: Chi Squared Test of Gender With Online Shopping Behaviours Of The Students

Variable e p-value
Functionality 18.176 <0.05
Privacy 17.05 <0.05
Reputation 135.82 <0.05
Perceived Value 28.204 <0.05
Trust 61.454 <0.05

Table 4: Generalized Variance Inflation Factor (GVIF)

Variable GVIF Degree of Freedom (df) GVIF
Frequency Of Buying From Online Shopping 1.1816 1 1.008702
Preferable Place For Online Shopping 1.1816 5 1.016828
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Table 4 shows that the value of Generalized Variance Inflation Factor (GVIF) as the result of
multicollinearity in the model developed. The value of the GVIF presents value less than 5 which
indicated that the variable is less correlated with each other and fit the model well. Hence, the variable
of Frequency Of Buying From Online Shopping and Preferable Place For Online Shopping suitable for
binary logistic model. Based on previous result of Chi-Square Test of Independent, therefore predictors
that insignificant have been selected to be included into binary logistic model as present in Eq. 4.

Iog(ﬁj —0.1327 +0.9784 3, —16.67353, +1.2001,
~1.0980 8, — 2.0076 5, —15.6987 4,

Table 5: The Estimate Coefficient Values Of Binary Logistic Model

Variables Symbol Coefficient Std. Error Z-value p-value
Intercept a 0.1327 0.3245 0.409 >1.00
Frequency Of Buying From Online By 0.9784 0.2444 3.989 <0.05
Shopping (Yes)
Always buy from (Instagram) B, -16.6735 0.4945 -0.028 >1.00
Always buy from (Lazada) ﬁs 1.2091 5.942 2.445 <0.05
Always buy from (Shopee) B, -1.0980 0.3236 -3.393 <0.05
Always buy from (Website) ﬁs -2.0076 1.2082 -1.662 >0.05
Always buy from (WhatsApp) ﬁe -15.6987 14.3976 -0.011 >1.00

The Hosmer and Lemeshow Test adopted to test the goodness-of-fit of the binary logistic model.
The AIC value shows that binary logistic has high value of AIC and the Hosmer and Lemeshow Test
indicate the p-value < 0.05 (note that the p-value < 0.05 indicates that the model does not fit the data
very well).

Table 6: Deviance, Degree Of Freedom (Df) And AIC Value For Binary Logistic Models

Model Deviance Degree of Freedom (df) AIC
Null 533.51 384 490.67
Residual 476.67 378

Table 7: Hosmer And Lemeshow Test

Chi-Square Test Degree of Freedom (df) p-value
385 8 <0.05

Figure 7 presents three types high satisfaction level chose by student which are Easy Track Parcel,
No Need To Go Out and Easily Choose. Meanwhile, Figure 8 is a summary of student’s comment based
on the satisfaction level toward university management for delivery courier service where majority of
the students rate the delivery courier in a new UTHM campus only 3 out of 5 due to its inconvenient
(most word that used by the students in a comment section) for the students to pick up their parcels
when the courier delivered during the afternoon. Next, the frequency of most chosen word is
inconvenient, place, pick, class and time. Overall, students suggested university to prepare a specific
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place to store the parcel for the students to pick up their parcel during their free time or in the evening
as it will be easier for the students to cope with class and time to pick up the parcel.
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vailabilityoftheshop )

Q21_EasyCompareNetweenShop I
Q20_SaveTime i
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Figure 7: Student’s Satisfaction Level On Online Shopping In A New UTHM Campus
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Figure 8: Word Cloud of Student’s Satisfaction Toward University Management For Delivery Courier

4, Conclusion

In conclusion, all variables in this study present significant relationship with the gender (p-value <
0.05), except for variables Frequency Of Buying From Online Shopping and Preferable Place For
Online Shopping. A binary logistic model was built from the value of Chi-Squared Test (p-value > 0.05)
as discussed in the previous section. In conclusion, the significant factor that influenced the behaviour
of online shopping of students are Frequency Of Buy From Online Shopping and Preferable Place For
The Students To Buy Their Product On Online Shopping. In addition, three types high satisfaction level
chose by student which are Easy Track Parcel, No Need To Go Out and Easily Choose. Meanwhile, a
summary of student’s comment based on the satisfaction level toward university management for
delivery courier service where majority of the students rate the delivery courier in a new UTHM campus
only 3 out of 5 due to its inconvenient (most word that used by the students in a comment section) for
the students to pick up their parcels when the courier delivered during the afternoon. Next, the frequency
of most chosen word is inconvenient, place, pick, class and time.
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