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Abstract 
The growth of online shopping is impressive. The presence of social media platforms 
accelerates the way companies connect directly with consumers. In other words, consumers 
use internet as shopping channel instead of physically walk into the traditional brick-and-
mortar retail stores. Nowadays, majority of the young people are associated with 
technologies and digital media. Online shopping has become a significant part of their 
lifestyle. The objective of this study concerns to understand the demography and 
perceptions towards online shopping orientation of young Malaysian in Kelantan. Therefore, 
a sample of 101 young shoppers in Kota Bharu, Kelantan were asked for input and descriptive 
analysis was done to examine factors shaping their online shopping preference. Based on 
the result, the study highlighted three significant findings. Perceived ease of use, perceived 
usefulness and past online shopping experience are the key factors which influence online 
shopping orientation for young shoppers. Consequently, the finding is important for business 
developers to form their e-marketing strategies in creating a highly convenient e-store 
platform to fit the changing needs of young shoppers’ lifestyles towards online shopping 
experience especially in Kelantan. 
Keywords: Online Shopping, Young Shoppers, Shopping Perception, Shopping Preference. 
 
Introduction 
Electronic commerce (e-commerce) has helped businesses and individuals to buy and sell 
products by providing cheaper and wider distribution channels using internet. With the 
advent of online shopping in Malaysia in this era of globalization, physical access to crowded 
stores are replaced with just a few clicks away i.e. online shopping. Online shopping refers 
to electronic businesses that allows consumers to bargain items or services from the 
merchant through web. E-commerce also known as internet traded, refers to the purchase 
and sale of merchandise or services using the internet and can also be described as any type 
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of business transaction facilitated through the internet. E- commerce can give huge 
economic advantages for sellers and purchasers because of data and technology 
accessibility, new online services, access to different markets, lower transaction costs, sped 
up and precision, and shorter conveyance times (Janson & Cecez-Kecmanovic, 2005). In the 
real online-shopping circumstances, online reviews of the items have numerous positive 
reviews and a few negative reviews (Chu, 2017). According to Sheikh et al., (2019) the social 
commerce constructs (SCC) employed by online sellers facilitate online communication and 
consumer social interaction. Customers not only purchase the product online but also 
compare the costs, product characteristics and after-sales service facilities they obtain from 
a specific store (Shergill & Chen, 2005). This includes recommendation systems, reviews, 
ratings, and virtual group and forum development. Besides the great potential of the e-
commerce market, the online shopping platform offers companies a special and unique 
opportunity to achieve existing and potential customers more efficiently. For online stores like 
Amazon and eBay, customer reviews on their websites add value in creating prospective 
consumers. Hence, for producers, buyers are their key motivations to produce and sell their 
products and services.  
 
Gabor's early research (1979) suggested that there are two variables, among mainstream 
consumers, which are imperative in shaping consumer behaviours viz. price and patronage 
preferences. It is important to recognize how consumers perceive their shopping behaviours 
and according to Kacen et al. (2013), the marketer affects most consumer behaviour by 
gender, age, social status and advertising. Due to the advent of online shopping, there are 
other determinants which lead to shopping perception and preference of the consumers. 
Therefore, the intent of this study is to explore the key factors affecting online shopping 
preference among buyers whom are young shoppers. Therefore, this study has been 
conducted based on the objectives identified as follows: 

i. To examine the demographic determinants for online shopping buyers among young 
shoppers in Kelantan. 

ii. To analyse descriptively the key elements influencing the online shopping preference 
among the young shoppers in Kelantan. 

This study may prompt significant approach suggestion for government or administrative 
bodies in actualization better and viable e-commerce practices so as to improve business 
activities. Apart from that, it helps the Malaysian marketers to produce their own marketing 
strategies or formula to attract the young shoppers to buy online. Moreover, the importance 
of this study is to create awareness on the factors that shaped the online shopping 
preference for young shoppers especially for traditional retail shops who wish to join e- 
commerce. 
 
Statement of the Problem 
In this study, there are two significant gaps that encouraged this study to be carried out in 
Kelantan. First, since the late 2000s, Kelantan has undergone major economic and social 
changes whose impact is expressed on all levels, including trends of online shopping 
behaviour. After opening the door to foreign investment in conjunction with the Eastern 
Coast Economic Region (ECER), which attracted investment worth RM72,26 billion as of 
2014, a number of global retailers are preparing to enter this market or raise their 
investments. Measures have been implemented to facilitate privatization initiatives, 
encourage significant investment in economic life by the private sector, attract foreign 
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capital and achieve economic growth and stability. Sadly, today, the results have been 
modest and participation is less than the level expected, and it is evident that public 
economic institutions tend to dominate. The shifts in the marketing system remain uncertain 
and no facts could be used to examine the situation. In order to achieve the research 
objectives, a theoretical framework was developed based on the existing literature in the 
area of consumer behaviour. There is an extensive study has been done in this context, 
indicating this is a mature area. Nevertheless, little study actually focuses on East Peninsular 
especially Kelantan. Therefore, this study used the existing research to develop a theoretical 
framework and validated this framework to a particular context, in this case, Kelantan. For 
this study, survey has been conducted in Kota Bharu.  
 
Second, Akroush & Al-Debei (2015) stated that, online shopping would reduce the threat of 
substitution and provide long-term profitability. According to News Strait Times dated 29 
March 2019, reported that in 2018 percentage of household access to the internet increased 
by 15.6% to 85.7% compared to 70.1% in 2015. This means that with this internet 
penetration rate can open great business online opportunities. Unfortunately, shops likes 
Bata, Aeon, Pacific, Giant and others in Kelantan are still not using online platform to sell and 
promote their product to more target market especially among young shoppers. Research 
on online shopping has been limited among young and educated customers relatively in 
many economic contexts, although they are the largest demographic group (Jibril et al. 
2020). Therefore, drawing on these significant gaps and conflict of findings, this study aims 
to fill this  knowledge gaps by investigating some fundamental factors influencing young 
shoppers’ perception on online shopping preference specifically in Kelantan. 
 
Literature Review 
Young shoppers in Malaysia 
Young shoppers are being targeted for this study because in prior survey indicated that more 
than half of the Malaysian population responded positively on online shopping in the 
previous 3 years and most of these online consumers comprised of the youth who have been 
overwhelmed with digital marketing particularly on social media platforms like Facebook, 
Instagram, Pinterest, WhatsApp, Snap Chat, Twitter and other media sharing networks. Thus, 
this youth cluster has experienced the largest impact of the increase in purchasing power in 
Malaysia. Among the different age groups of users, young people or young shoppers consider 
themselves most relaxed using technology (Mishra & Ayatham, 2017). Companies believe 
that if they can win the loyalty of young people, they will continue to be their customers all 
their lives. Consumers would opt for social shopping rather than traditional shopping 
because it fulfils the unmet social needs of consumers, particularly young consumers (Wu et 
al., 2018).  Malaysia has many young people who can readily embrace the use of technology 
in industry as the median age is around 25 to 26 years old for both male and female 
Malaysians. The influence of young people on social media has also given Malaysians a great 
opportunity to embrace e-commerce. Many Malaysians are literate in computers and can 
communicate in several languages for example, Malay, English , Chinese, Tamil and other 
languages which enable them to communicate easily with different people in other parts of 
the world.  
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Online shopping preference 
Perceived ease of use 
In this study, convenience in comparing products and prices, easier to select the right 
product, easy online payment method, and ability to save time from going to the physical 
store was surveyed to study on the young shoppers’ perceived ease of use. Parker & Wang, 
(2016) elaborated that the customer's online purchasing decision making activity is 
composed of 10 steps. Firstly, consumers are encouraged to shop online, locate websites 
and use the internet. They then search for products they want to buy, review products such 
as viewing product information images, analyze and compare alternatives such as consumer 
feedback scanning, compare prices with various websites, then make a temporary buying 
decision, pay, obtain the products and eventually decide to accept or reject the products. It 
shows that motivation play importance role in decision making for buying and selling. Hence, 
this hypothesis is developed: 
H1: There is a significant relationship on young shoppers’ perception about the ease of use 
in online shopping  
 
Perceived usefulness 
Next, this study surveyed on young shoppers’ perceived usefulness of online shopping was 
measured cost savings,  consuming lower prices through promotion and more convenient to 
find and select unique items through online shopping. According to Wu et al., (2018) some 
scholars argue that social value would help influence consumer purchasing intentions 
because it fulfils the social motivations of consumers, such as getting acquainted with like-
minded members, interacting with others and referral group affiliation. Seo & Moon, (2016) 
examined reasons for online clothing consumption with American college students using CSI. 
Their study found a strong link between awareness of quality , brand awareness, fashion 
awareness, hedonistic shopping, impulsivity and brand loyalty and online clothing shopping. 
It shows that motivation can be contributing factors of consumer uses online shopping. 
Meanwhile, Narges et al., (2011) said the shopping attitude of an person is affected by four 
main psychological factors, such as motivation, awareness, conviction and attitude. Based on 
the Theory of Reasoned Action (TRA), Cha (2011) the study suggested that subjective norms 
are positively associated to purchase intention of actual and virtual things by young graduates 
students. This indicates the higher social influence on online purchase, the higher they will 
complete the online purchase process. Chen and Cheng ( 2009) confirmed the statements of 
the TRA by contributing four modifications to DeLone and McLean model. They demonstrated 
the association between satisfaction and behavioural intention and perceived use on online 
shopping intentions. Convenience is one of online shopping's most influential advantages 
(Bhatnagar & Ghose, 2004; Forsythe et al., 2006). Thus, the following hypothesis  is 
developed: 
H2: There is a significant relationship on young shoppers’ perception about the usefulness of 
online shopping  
 
Perceived past experience 
This study also measured young shoppers’ past online shopping experiences in terms of their 
perceptions related to receiving the right product ordered, prompt delivery and feeling 
satisfaction with the service. Consumers will continue to shop online in the future  when they 
gained good and beneficial experience (Shim et al., 2001). A study by Dholakia and Uusitalo 
(2002) indicated that The perceived hedonic and utilitarian advantages of in-house shopping, 
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including catalogue, television and internet shopping, have a positive effect. Therefore, the 
following hypothesis  is developed: 
H3: There is a significant relationship on young shoppers’ perception about their past 
experience and online shopping  
 
Perceived uncertainty 
The perceived uncertainty of online shopping was measured related to undelivered of the 
ordered items, not receiving the product on time, the product is not in good condition and  
wrong product delivery. There are many risks during the online shopping process, such as 
product performance, finance, time, convenience. The risk of product performance is 
characterized as the uncertainty concerning functional aspects of the product (Shimp & 
Bearden, 1982). Financial risk has been defined as uncertainty about possible financial losses 
related to internet transaction security threats or service interruptions (Grewal et al., 1994). 
Consumers may perceive a risk of time or convenience due to challenges or disruptions in 
navigating the website, submitting an order or awaiting for online shopping arrival (Biswas 
& Biswas, 2004; Forsythe & Shi, 2003). Early adopters typically enjoy a high degree of 
creativity and their initial decision to adopt is often driven by interest and epistemic value. 
However, after initial adoption, their decision to continue the innovation or not depends 
primarily on their own views and previous experience (Al-debei, Akroush, & Ashouri, 2015). 
Perceived risk involves uncertainty phenomenon that caused  customers’ subjective 
measurements in the  process of decision making whether the decision to purchase is wrong 
or not suitable (Murphy & Enis, 1986). The theory of consumers’ perceived risk by Taylor 
(1974) suggested that customers’ perceive risk in the state of uncertainty and undesirable 
situation when making unsuitable decision. Along with perceived waiting time, the perceived 
risk was both an antecedent to the abandonment of the shopping cart. (Rajamma et al., 
2009). Thus, the developed hypothesis is:  
H4: There is a significant relationship on young shoppers’ perception about the uncertainty 
of online shopping. 
 
Perceived security 
Lastly, in this study, the young shoppers’ perceived security of online shopping surveyed 
whether they are comfortable using credit cards with no unauthorized charges , feel safe 
about identity protection and consider online retailers trustworthy. For this reason, many 
internet subscribers withdrawn themselves from trading over the internet (Labuschagne, 
2000). In today's competitive business strategy, electronic commerce has become a critical 
component, even though, the electronic infrastructure that supports online transaction. 
However, with this development, some new problems and challenges have arisen, including 
security of payment, data protection, e-contract validity and enforceability, inadequate 
information disclosure, product quality and enforcement of rights (Kamalul Ariffin et al., 
2018). As a step to foster consumer confidence, Jordan's online shopping websites pay 
attention to privacy and security aspects as major drivers of reducing perceived risks from 
the perspective of online consumers. It is because privacy and security were widely 
recognized as two of the main barriers to adoption. (Al-debei et al., 2015). Therefore, the 
developed hypothesis is:  
H5: There is a significant relationship on young shoppers’ perception about security and 
online shopping. 
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Research Location  
This study focus on online shopping perception and its determinants (perceived ease of use 
, perceived usefulness, past online shopping experience, perceived uncertainty and 
perceived security) among young shoppers that shaped their shopping preference in Kota 
Bharu, Kelantan. The study location is based in Kota Bharu, Kelantan, a northeast state in 
Peninsular Malaysia. This particular state was chosen because it is rural in geographical 
context and economically less developed than the major cities in western Malaysia. 
According to Khazanah Research Institute (KRI), Kelantan is the poorest state by nominal GDP 
per person and second from the bottom in terms of nominal GDP, lies between richer 
Indonesia and poorer Sri Lanka in terms of GDP per person. As a typical rural state, Kelantan 
is facing many kinds of supply constraints like the inaccessibility of skilled labour, the trouble 
in getting crude materials, the hesitance to embrace modern strategies of productions or 
technology, the scarcity of credit facilities, the insufficiency of quality control measures in 
the productions process and others. Consequently, with the rising rates of online shopping 
users in Malaysia, there are some companies or retailers reluctant to adopt e-commerce 
platform as new business penetration method in Kelantan. This reluctant to adopt e-
commerce are related to not all houses are wired up to receive internet services through 
telephone lines or wireless. Nevertheless, Internet facilities are accessible at Internet cafes, 
colleges, and university computer labs or offices where the respondents are studying or 
working. For the purpose of this study, only those using the Internet have been interviewed. 
 
Methodology 
This study took place in two stages. First, an exploratory research design was adopted and 
qualitative data was collected. The data was used to understand the problems, gathering 
information about young shoppers’ perception regarding online shopping and refined the 
questionnaire design before construct  the five research hypotheses. Primary data collection 
technique through consumer survey method was developed. The data was gathered among 
all young shoppers age between 15 and 35 living in 10 districts of Kelantan, Malaysia. The 
questionnaire was used as the instrument for data collection. There are two sections in the 
questionnaire. The first section was the information on respondent’s demographic profile. 
The second section was questions on motivational factors that influence online shopping 
preference. Here, the five dimensions of the independent variables were asked namely 
perceived ease of use, perceived usefulness, past online shopping experience, perceived 
uncertainty and perceived security. 
 
In second stage, a descriptive analysis was conducted to investigate factors that influence the 
young shoppers’ online shopping preference. This quantitative study was to analyse and 
understand young shoppers’ shopping behaviour and check if the concepts and survey 
questions taken from other studies fitted with the Kelantan case. This second section was on 
the buyer’s likelihood of buying products using online shopping. Descriptive Analysis, Factor 
Analysis, Reliability Test, Regression analysis, Pearson's Coefficient of Correlation, and 
Multiple Linear Regressions were performed using the Statistical Package for Social Sciences 
(SPSS) to analyze data obtained through the questionnaire for better results and findings.  
 
Data Analysis  
A total of 101 questionnaires were distributed, returned and used for data analysis. Table 1 
summarized the main characteristics of the respondents and the frequencies test against all 
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demographic variables used in this study. The survey results indicate that among the 
respondents, female respondents 58.4% (59) were higher than male respondents 41.6 % 
(42). 83.2%  (84) of the respondents are aged between 15 to 30 years old while 16.8% (17) is 
above 31 years old. Moreover, the result indicates all respondents use online shopping  and 
majority of them do their online shopping more than once a month. 
  
Table 1:  
Respondents’ Demographic Profile 

Respondent’s Profile Frequency 
(n=250) 

Percent  
(100%) 

Gender Male 42 41.6 

 Female 59 58.4 

    

 SPM 24 23.8 

 STPM 7 6.9 

Education Diploma 24 23.8 

 Degree 41 40.6 

 Master 5 5 

    

Age 15-30 84 83.2 

 >31 17 16.8 

    

Income Below than RM5000 85 84.2 

 More than RM5000 16 15.9 

    

Frequency of Online 
Shopping 

Once a month 
 

41 
 

40.6 

 More than once a 
month 

60 59.4 

    

Online Buying Yes 101 100 

 No 0 0 

    

 
Table 2 presents the descriptive statistics for all variables reported in the table below. There 
are five dimensions  that have been shown to influence online shopping preference for young 
shoppers viz. perceived ease of use (EU), perceived usefulness (PU), past online shopping 
experience (PE), perceived uncertainty (UC) and perceived security (PS). The statistics 
indicate the highest mean for variables is 4.191 while the lowest mean score is 3.831. The, 
highest value of standard deviation is 0.809 and the lowest value is 0.666. The minimum and 
maximum value of the responses are also presented in Table 3. Briefly, all variables in the 
statistics are above satisfactory level and respondent agrees with the statement. 
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Table 2:  
Descriptive Statistics of the Variables 

Variables Minimum Maximum Mean Std. Dev. 

OS 1.83 5.00 4.112 0.699 

EU 2.20 5.00 4.093 0.666 

PU 1.25 5.00 4.180 0.716 

PE 2.33 5.00 4.191 0.585 

UC 1.40 5.00 3.853 0.809 

PS 1.86 5.00 3.831 0.708 

*Five-points scale:1: strongly disagree; 5: strongly agree 
 
Reliability test was performed on the data and the results indicated Cronbach’s Alpha value 
are all greater than 0.5 which means that all variables are reliable and with high level of 
internal consistency. In addition, factor analysis was performed using the KMO and Bartlett’s 
Test. Based on the results, the measure of sampling adequacy is suitable the measure of 
sampling adequacy is suitable. Correlation coefficient was used in this study is to evaluate 
the relation between dependent and independent variables. Table 3 indicates there is a 
positive significant relationship between OS and EU,PU,PE,UC and PS at 0.01 level. A 
regression analysis were run to show the t-value and p-value of each variable that included 
in this study.  
 
Table 3:  
Correlation Analysis 

  OS EU PU PE UC PS 

OS 1 0.861** 0.845** 0.584** 0.687** 0.600** 

EU 0.861** 1 0.787** 0.556** 0.746** 0.683** 

PU 0.845** 0.787** 1 0.534** 0.644** 0.575** 

PE 0.584** 0.556** 0.534** 1 0.436** 0.360** 

UC 0.687** 0.746** 0.644** 0.436** 1 0.655** 

PS 0.600** 0.683** 0.575** 0.360** 0.655** 1 

** The correlation at level 0.01 is significant (2-tailed). 
 

 

 

 

 

 

 

 

 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 1 , No. 14, 2021, E-ISSN: 2222-6990 © 2021 
 

387 
 

Table 4: 
Regression Analysis 

  
Unstandardized 
Coefficients 

Standardized 
Coefficients 

  
Collinearity 

Statistics 

  

  t p 

      

Model B Std. Error Beta   VIF   

(Constant) 0.008 0.211  0.038   0.97 

EU 0.481 0.092 0.458 5.231 4.083 0.000** 

PU 0.401 0.071 0.411 5.686 2.787 0.000** 

PE 0.083 0.047 0.095 1.777 1.504 0.079*** 

UC 0.042 0.059 0.049 0.710 2.513 0.480 

PS -0.015 0.062 -0.015 -0.248 2.067 0.805 

F Value 87.428 

Sig. 0.000 

Adjusted 
R square 

0.812 

R Square 0.821 

Notes: *** and ** denotes the statistically important at 10% and 1% level respectively. 
 
The results in Table 4 showed that three factors EU, PU and PE, significantly affect the online 
shopping preference for young shoppers. This result indicates that  young shoppers 
perceived that online shopping is easy because of the perceived benefits gained from 
positive experiences to shop online. On the other hand, UC and PS were found to be 
insignificant to online shopping preference. This result means young shoppers who 
perceived that online shopping is high risk and high uncertainty prefer the traditional way, 
shopping at the physical store. 
 
Conclusion and Recommendation 
From the above results,  it is found there are three main factors namely perceived ease of use 
of online shopping, perceived usefulness of online shopping and past online shopping 
experience that can shape the online shopping preference among young shoppers in 
Kelantan. These three factors are positive associated to their online shopping preference. No 
significant relationships were found between perceived uncertainty and perceived security of 
online shopping for young shoppers in Kelantan. It is observed that most young shoppers 
perceived that the benefits from easy to use of online shopping is vital when doing internet 
shopping. Young online shoppers in Kelantan considered online shopping eased the process 
of comparing the goods and prices, saving time and cost in choosing the right product and 
making online payment convenience. The online shopping is more appealing from offline 
stores for young shoppers in Kelantan because the online retailers provide more competitive 
prices and varieties of products with exciting shopping offers that make them feel good and 
at ease when adopting online shopping. This finding is supported by Urvashi Tandon, (2017) 
where the study focused on time performance, product related and promotion. The online 
shopping platform is a cost saving to consumer where there is no need to go or travel to the 
shops and consumer can choose product from any vendor anywhere,  obtain information and 
compare the price before purchase with the assistance of online services.  Similarly, Arora & 
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Aggarwal (2018) found that comfortability has a positive influence on the perception of online 
shopping attitude and online shopping intention. There are few studies examined the 
negative aspects of satisfaction such as dissatisfaction and complaint behaviour especially in 
the online context (Izogo & Jayawardhena, 2018). Clearly, this signifies that in order for the 
online retailers to increase their sales from young shoppers, they must increase speed and 
convenience by providing user-friendly and less mental effort websites. Young shoppers 
prefer to use the most advanced technology in doing business by computer as it is efficient 
and mentally stimulating as less human pressure or intervention. They can tailor things to 
their own needs and do a great deal more now than before with the available advanced 
technology. Perceived usefulness on online shopping has positive significant result in this 
study. This means that the online shopping is useful in helping young shoppers in Kelantan to 
buy online. This result is supported by Kim and Park (2013) as cited in Seo and Moon (2016), 
because of the popularity of social network sites such as Facebook and Instagram, social 
commerce is a new field of e-commerce.  As social network sites are used for social 
interaction, this enable customers to share product or service reviews and provide knowledge 
from their own experience that influences the decision making of other consumers. Hence, 
young shoppers perceived this useful piece of information attracted them to purchase 
through the social media platform. In other words, they look for hedonic values such as 
adventure / exploration, social, idea, value, authority and status on the Internet. Thus, the 
perceived usefulness affects the young shoppers’ preference on online shopping because 
online shopping is fun, make them feel good and they enjoy the exciting shopping offers. The 
result from this study shows past online shopping experience is significant in moulding the 
young shoppers’ online shopping preference. Young shoppers in Kelantan perceived that 
satisfaction with past online purchases lead them to continue with online shopping. The 
satisfaction includes receiving the right product ordered in timely manner. Good online 
shopping experiences depend heavily on good product information, easy payment method, 
fast delivery and low risk involved in terms of privacy and security, quality visual appeal, 
entertainment and enjoyment. Therefore, the perceived past experience affects the young 
shoppers’ preference to shop online when they are confidence from their previous online 
shopping experience that the outcomes were satisfactory. Based on the objectives of this 
study, it is concluded that, online shopping is more appealing from offline stores for female 
young shoppers age 15 to 30 years old in Kelantan do online shopping once among and 
majority of them with income below RM5,000. They prefer online shopping because the 
online retailers provide more competitive prices and varieties of products with exciting 
shopping offers that make them feel good and at ease doing online shopping. Among the 
preferences made, perceived ease of use is the most dominant factor that shape their online 
shopping preference. 
 
While this research has clearly identified the factors that influence young shoppers online 
shopping preference, however, this study performed with minimal sources that limits the 
scope of analysis and sample size that may affect the quality of the results. Despite the 
marked increase in online shopping, there is evidence that the wave in Kelantan is not the 
same. Lack of trust to sellers and security issues in online transaction are still a matter of 
concern to young shoppers when choosing online as their shopping channel. Nowadays, 
many sellers take advantage on breaching the consumers’ data privacy to engage with online 
fraud. Thus, it is important that young consumers are protected with responsible bodies like 
National Consumer Complain Centre (NCCC), Malaysian Communication and Multimedia 
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Commission (MCMC) and Polis Diraja Malaysia (PDRM) to eradicate the online fraud. With 
this security awareness, young shoppers are secured to do online shopping without having to 
worry on the misuse of their private data. There are several recommendations identified for 
future researchers. First, as this study use questionnaire to get a data, it was difficult to get 
the right information, availability of respondent and reliable resources in the internet. 
Second, similar studies should in future increase the sample size to a wider population for 
more reliable results to generalize the entire young consumer online shopping preference in 
Malaysia. Third, as e-commerce rise in popularity globally, future research should investigate 
the factors that affect young shoppers’ online shopping preference across multinational 
settings. 
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