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Preface

Multidisciplinary Research on the Entrepreneurship and Business Colloguium
2022/2023 was held virtually on 30" January to expose undergraduate students to
the research. Besides, it is a platform for them to exchange and share ideas across
the field. The respective lecturers' supervision has assisted the undergraduate
students in understanding the research process incurred.

Moreover, the learning process throughout the research project will develop the
undergraduate students’ writing and critical thinking skills. It will also inculcate the
research culture among undergraduate students.

The editors’ team would like to express gratitude to all the participants and
committee for ensuring the success of the 5" Multidisciplinary Research on
Entrepreneurship and Business Colloquium 2022/2023.

Editor:

Norfazlirda Hairani

Dr. Mardhiah Kamaruddin
Nadia Hanum Amiruddin
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INTRODUCTION

« Consumer behavior is the activity of individuals directly
involved in assessing, obtaining, and using goods and services
(Mardiyanah and Rahajeng, 2022). In addition, a consumer's
decision to purchase products and services is not only
influenced by the type of product, level of education, and
income of the consumer but also by social, psychological, and
personal factors. (Mardiyanah and Rahajeng, 2022).

Social factors consist of groups, references, family, roles, and
status (Charisma, 2020). Whereas, psychological factors can
influence consumers purchasing behavior in terms of
motivation, perception, knowledge, and trust (Charisma, 2020).
Personal factors also include age, occupation, economic
circumstances, lifestyle, and personality. In making purchases
of products or services, the above factors can also affect
consumer purchasing behavior.

Table 3: Sp

Personal factor

Psychological factor

Social factor 398"
**¥_Correlation is significant at the 0.01 level (2-tailed).

&

Table 4.6. Model Summary of Multiple Linear Regression

Model
Summary
R R Square Adjusted R Std. Error of the
Square Estimate
1 0445 0.198 0.191 0.73770

a. Predictors: (Constant) Personal Factor, Psychology Factor and Social Factor
b. Dependent Variable: Consumer Purchasing Behavior

REFERENCES

o lcek Ajzen. (1991). The theory of Planned Behavior.
Organizational Behavior and Human Decision Processes 50, 179-
211 (1991)

e Xitong. X. T. (2021). Factors That Influence Consumer’s
Behaviors in Fashion Market. Open Journal of Business and
Management, 9, 2772-2779.
https://doi.org/10.4236/0jbm.2021.96154

* M, M. (2016, July 9). Personal Factors Influencing Consumer
Behavior. Business Jargons.

consumer-behavior.html

¢ Mrad, M.; Majdalani, J.; Cui, C.C; El Khansa, Z. Brand addiction in
the contexts of luxury and fast-fashion brands. J. Retail. Consum.
Serv. 2020, 55, 102089.

OBJECTIVES

+ To identify the relationship between psychological factors
among consumer purchasing behavior.

« To determine the relationship between personal factors among
consumer purchasing behavior.

* To examine the relationship between social factors among
consumer purchasing behavior.

« To recognize the most important factor that influences
consumer purchasing behavior.

MATERIALS AND METHODS

Data Collection:
Questionnaires

Sample Size:
357 Respondents

Research Statistical analysis :

Design: eDescriptive Analysis

Quantitative eReliability Analysis
Method #Spearman Correlation

CONCLUSIO!

In this study, providing empirical evidence al e factors
that influence consumer purchasing heh?%::ards the
fashion industry.

Based on the results, it can be concluded that the factors
explored which are personal, psychological and social have
a significant influence on consumer purchasing behavior in
the fashion industry.

The researchers have succeeded in achieving the objective
of determining the factors that influence consumer
purchasing behavior among UMK students, such as
personal, psychological, and social factors.

This research also shows that the personal factor is the
most important factor that influences consumer purchasing
behavior among students at University Malaysia Kelantan,
City Campus.

ACKNOWLEDGEMENT

We would like to express our sincere gratitude to our beloved
supervisor Dr. Suhaila Binti Abdul Kadir, for the continuous
support aleng the process of completing this research and to Dr.
Ainon@ Jamilah Binti Ramli as the examiner who gave detailed
guidance in the writing of this study. We also would like to thank
our groupmate for any advice, motivation, tips, and discussion
during the process of completing this task.
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MULTIDISCIPLINARY RESEARCH ON THE
ENTREPRENEURSHIP
AND

UNIVERSITI BUSINESS E-COLLOQUIUM
RaTArsIy 2022/2023
KELANTAN

FACTOR FOR CONSUMER PURCHASE INTENTION TO SHOP IN
HYPERMARKET (PANTAI TIMUR) AMONG STUDENT OF THE UNIVERSITY
MALAYSIA KELANTAN (UMK) CITY CAMPUS

0.8 8 ¢

MOHD MUIZZUDIN BIN NUR ANIS AKMAL BINTI
MOHD ROSLI ABDUL SAMAH STORIEAL DI o MOHDM"j\'ngM BN
(A19A0301) _(A19A0523) (A19A0537) (A19A1053)
ABSTRACT T —— & ACKNOWLEDGEMENT

st

. 7 We  wi like ir
This study aims to determine the factor for consumer purchase intention  The term purchase intention has been defined by Menon (2017) a5 the O ueill WD gt €1

to shop in hypermarket (Pantai Timur) among student of the U ity ility that the will be willing or will plan to buy a specific
Malaysia Kelantan (UMK) city campus. In this study, primary data is product in the future. g intent of can be

selected which is the quantitative method of data collection that will be  on a regular basis and used by marketers as a factor in forecasting sales
used as the survey method. Therefore, respondent in this study is and market share. The most y of all retail i are
‘consumer purchase intention at Pantai Timur. The sampling which combine grocery stores, department stores, and
method was use, with a total sample of 367 respondents. The data discount retailers. According to the International Markets Bureau (2012),

deepest appreciation to Dr. Nik
Syuhailah binti NIk Hussin as a
our study supervisor. We also
like to thank our examiner ,
Madam Fazlirda Binti Hairani,
for his advice to improve our
study.

collected were analysed by using Statistical Package Science Social

Malaysia is the country with the highest sales pro-portion in the

Version 26 (SPSS). Finding show that variety of product, interior
atmosphere, price and consumer trend have that relationship on
consumer purchase intention in Pantai Timur.

retail format, at which includes hypermarksts.

4 CONCEPTUAL ‘ METHODOLOGY
FRAMEWORK
OBJECTIVE
« RESEARCH DESIGN - Quantitative method
1. To investigate the relationship between variety of product VARETI QFPACOUCTS ¢ SAMPLE SIZE - Bﬁrespondem
and customers purchase intention to shop in Pantai Timur. ———— < SAM"[“NG u
2. To study the relationship between interior and \\ sampling)
customer purehase Intention In Pantai Timur. [ e * DATA COLLECTION METHOD - Questionnaire through

online

DATA ANALYSIS - SPSS Version 26, descriptive
analysis, Realibility analysis, Pearson correlation,
Normality test

3. To analyze the relationship between price and customer [M

purchase intention in Pantai Timur.
de.

4.To the between trend and
customer purchase intention in Pantai Timur.

g HYPOTHESES
RESULT
HI: There is a relationship between variety of product and
purchase intention of customers to L4
shop in Pantai Timur.
H2: There is a relationship between interior atmosphere and
purchase intention of customers NORMALITY TEST REALIBILITY TEST
‘to shop in Pantai Timur. - CoAcH] | (FRALRATTY
3: There I a relationship between price and purchase intention i | st | oot T “m-
of customers to shop in B | 2% o 2070 e corrnona
Pantai Timur. [V |- 5 =
Ha: There is a relationship between consumer trend and purchase e 40850 | 3SmS | aoea il
intention of customers to ST I T R
shop in Pantai Timur. L ahi | Al
Sid o of Skewnss | 037 | 0437
Krtoss 2z | 2om
PEARSON CORRELATION TEST s
rion. 1 sy o o
camaten
e ™ o0 o
et
B o @ 0
G osr i ome oar
Cammnin
- - o000 0000 o000
i)
- - - — There s  cgnficanty postive reltions
e o ome f asr

between variety of product and customers

purchase intention to shop in Pantai Timur.

There is 3 significantly positive relationship. r=0791"
between interior atmosphere and =0000
custamers [t
purchase intention to shopin Pantal Timur:

38 7
peaion o7 aem” asm”

There is & significantly positive relationship
between price and customers

purchaseintention to shop in Pantai High

icantly positive relationship
between consumer trend and customers

purchase intention to shop in Pantai

Timur.

CONCLUSION

ling to this study’: it has been that all i variable whi
variety of preduct, interior atmosphere, price and consumer trend affect the purchase intention
among student of UMK to shop at hypermarket (Pantai Timur) among student of UMK, Data
analysis techniques were used during data collection. A google form online survey with questions

DR. NIK SYUHAILAH BINTI

from the respondents will be used for the data analysis for this study. Finally, the results NIK HUSSIN

demonstrated that there is a signifi i between the il and

i (SUPERVISOR)
REFERENCES

1.Turhan, G., Akalin, M., & Zehir, C. (2013). Literature review on selection criteria of
store location based on performance measures. Procedia - Social and Behavioral
Sciences, 99, 391-402. i.org/10. 2013.10.507

MADAM FAZLIRDA BINTI
HAIRANI
(EXAMINER)

2.Varpio, Lara, et al. “The distinctions between theory, theoretical framework,
and conceptual framework." Academic Medicine 957 (2020): 989-994.

g/10.
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Reliability Analysis lation Analysis
N ofitems Conclusion

Moderately high
positive correlation
Moderately high
positive correlation
Moderately positive
correlation

Revisit Intention

Variety of Food
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FACTORS INFLUENCING CUSTOMER PURCHASE
INTENTION TOWARDS MR DIY BRANDING IN TAMAN
BENDAHARA, PENGKALAN CHEPA, KELANTAN

KAMARUL HAFIZ BIN KAMAL BAHARINZ
MAHGESHWARAN DEVAR A/L MANIVANNAN?,
NISREEN SOFIA BINTI MAHKTAR®

NOOR AQILAH BINTI AZMI*

FACULTY OF ENTREPRENEURSHIP AND BUSINESS,
UNIVERSITI MALAYSIA KELANTAN, MALAYSIA

INTRODUCTION

In order to fulfil the needs and wants of consumers, there
will exist the person who creates that product to reaches
their demand. The product will be various kinds which can
be tangible or intangible to be owned. After the same
product exist and duplicated, there will exist the terms of
“Brand”. Sammut-Bonnici, T. (2015) illustrated that a brand
can be explained as a tangible and intangible product with
an identity and reputation that needed to be build by an
organization. It requires branding strategy to build up the
image with the purpose of extra differentiation.

OBJECTIVE
1. To identify the influencing factor of Store Image that
related to the customer purchase intention towards MR
DIY’s Branding.
2. To identify the influencing factor of Customer Service that
related to the customer purchase intention towards MR
DIY’s Branding.
3. To identify the influencing factor of Product Availability
that related to the customer purchase intention towards MR
DIY’s Branding.

FRAMEWORK

INDEPENDENT VARIABLE

STORE IMAGE

DEPENDENT VARIABLE

CUSTOMER PURCHASE
INTENTION TOWARDS
BRANDING

CUSTOMER
SERVICE

PRODUCT
AVAILABILITY

RESEARCH METHODS

1) DATA COLLECTION (Quantitative, Questionnaire)

2) SAMPLING TECHNIQUE

(Non Probability Sampling = Convenience Sampling)

3) POPULATION

(People in Pengkalan Chepa, Kelantan and Students from
Universiti Malaysia Kelantan City Campus)

4) PROCEDURE FOR DATA ANALYSIS

(Descriptive Analysis, Reliability Test, Normality Test, Bivariate
Analysis, SPSS)

ACKNOWLEDGEMENT

We, as retailing students from group 5 would like to thank
everyone especially our respected respondents who have
contributed to the success of completing this report. We also
would like to express our deep gratitude to our supervisor,
En. Md. Zaki Bin Muhamad Hasan for the guidance,
constant encouragement, valuable correction, and
suggestion at the various stages of this thesis.

RELIABILITY TEST

Variable Cronbach’s Alpha  Number of items  Results
Customer Purchase Intention 0.850 6 Very good
Store Image 0.893 6 Very good
Customer Service 0913 6 Excellent
Product Availability 0.883 6 Very good
Overall Variable 0.960 24 Excellent

Kolmogorov-Smirnov* Shapiro-Wilk
Variable
Statistic df Sig. Statistic  df Sig.
Customer Purchase Intention 151 375 000 888 375 000
Store Image 160 375 000 861 375 000
Customer Services 23 375 000 834 375 000
Product Availability 171 375 00 873 a7s 000
a. Lilliefors Significance Correction
PART DIMENSION N MEAN STANDARD
DEVIATION
B Customer Purchase Intention 375 40276 69938
¢ Store Image 375 41013 67305
Customer Services 375 40409 64730
Produet Availability 375 40484 65141
Customer ~ Store Image Customer  Product
Purchase Service  Availability
Intention
Customer Correlation 1.000 074 656+ 6904+
Purchase Coefficient
Intention  Sig. (2 tailed) 000 000 000
N 375 75 375 375
StoreImage  Correlation 7070 1.000 708 690%
Coefficient
Sig. (2 tailed) 000 000 000
N 375 a7s 375 375
Customer Correlation 6567 708 1.000 703
Service Caefficient
Sig. (2 tailed) 000 000 000
N 375 375 375 375
Product Correlation 6997+ 90+ 703 1000
Availability Coefficient
Sig. (2 tailed) 000 000 000
N 375 37s 375 375

** Correlation Is significant at the 0.01 level (2-tailed).

REFERENCE
Sammut-Bonnici, T. (2015). Brand and Branding.
https://doi.org/10.1002/9781118785317 . weom120161

CONCLUSION

To conclude that all the results
can be summarized based on
the data analysis. This research
can confirm the findings that
consumer purchase intention
towards MR DIY branding can
be influenced by certain factors
such as store image, customer
service and product availability.

RECOMMENDATIONS
Future researcher is recommend
to expand the store image, MR
DIY needs to arrange the layout
inside the store and put label in
each row to make customer
easier to find products that they
want without going in one by one
and ask for help to the
employees.

Presented at: Multidisciplinary Research on the Entrepreneurship and Business E-Colloquium 2022/2023
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Multidisciplinary Research on the Entrepreneurship and Business E-Colloquium 20

R
COUNTERFEIT GOODS PURCHASE INTENTION AMONG PUBLI 4
weer HIGHER EDUCATION INSTITUTION (PHEI) STUDENTS’

KELANTAN

Ainamardhiah Salsabila Binti Ashraf A19B1176 | Aida Nadhirah Binti Khabil A19A0019 | Chip Ka Yong A19A0103 | Chu Wen Wen A19A0104 |

ABSTMCT Dayang Zuliana Binti Zainal A18A0978 | Norfazlirda Binti Hairani

This study aims to look at students' intentions to buy counterfeit items at public higher education institutions. This study evaluates the
relationship between price, lifestyle, and social influence among PHEI students’ intent to counterfeit goods. Researchers used a
quantitative research method to accomplish this study, and 384 respondents took part in it. The researcher will utilize the Statistical
Package for Social Science (SPSS) to examine all of the acquired data. Aside from that, future studies should also expand the
numbers of the population to private universities. Retailers also can gain the information to implement the marketing strategies

Keywords: counterfeit, lifestyle, PHEI students, price, purchase intention, social influence /

INTRODUCTION

» Counterfeit goods contain a trademark or
logo that is identical to or substantially
indistinguishable from the trademark of
another.

+ Counterfeit goods expanding quickly and
showing no signs of slowing down is global
counterfeiting (Zhang et al., 2012).

LITERATURE REV'IEW

ltem Definition of item
Price Factor in the marketing mix that benefits
the retailer, other factors that make up
the price are costs
Social standing, education, ethnicity, and
religious background, as well as the
individuals in immediate vicinity
Purchase Intention |customer's willingness to purchase a
specific product or service.

RESULT |5j]

Social Influence

OBJECTIVES

1. To determine a relationship between pricing
and intention to purchase counterfeit goods.

2. To examine a relationship between lifestyle
and intention to purchase counterfeit goods.

3. To determine a relationship between social
influence and intention to purchase counterfeit
goods.

= B
METHODOLOGY

Item Description

Research design Descriptive correlation design
Data collection design Questionnaire

Population 511,234 students

Sample size 384 respondents

Sample technique Convenience sampling

Procedure for data Descriptive analysis
analysis + Mean
« Standard Deviation
» Percentage

Pearson correlation analysis

==l | Price |Lifestyle| Social & G e
- Influence independent and dependent
earson = - - variables
- correlation e LR i)
urchase =

Intention (Szl-gt.ailed) 000 000 000 DISCUSSION ﬁ 1

N 384 384 384 Hypothesis Result
Independent variable (1V) H1: There is a positive and + Moderate correlation

Dependent variable (DV)

Purchase Intention

Lifestyle among PHEI students

Social Influence

RECOMMENDATION

+ Singh, A. S., & Masuku, M. B. (2014) stated that larger
sample numbers improve precision when estimating
unknown parameters. Therefore, to ensure data accuracy
the researcher should increase the sample size.

Future studies should also expand the population to private
universities. Besides, for future research, it can be
conducted by using a qualitative method like as focus
group.

REFERENCES

Hashim. N. H., et al. (2020). "Pu

4 aa

ing Counterfeit Mobile Accessories among

f Consumer and Family Economics 25: 138-153.

Nora, L. and N. S. Minarti (2017). "The role of religiosity. lifestyle. attitude as determinant
purchase intention." IMC 2016 Proceedings 1(1).

Novianto, W. and A. M. Zebua (2021). "Factors Influencing Decisions to Purchase
Counterfeit Fashion Products: Brand Image, Price and Lifestyle (Literature Review
Customer Behavior).” Journal of Law, Politic and Humanities 1(4): 154-163.

Safitri, L. (2018). "The Influence of Product Price on Consumers' Purchasing Decisions."
Review of Integrative Business and Economics Research 7: 328-337.

. (2014). Sampling techniques & determination of sample
research: An overview. International Journal of economics,
commerce, and management, 2(11), 1-22.

significant relationship
between price and PHEI
students’ intention to purchase
counterfeit goods

According to, Safitri (2018)
that price has a positive
significant relationship with
the product price on
consumers’ purchasing
decision

H2: There is a positive and + Moderate correlation
significant relationship It is proven that consumers
between social influence and will ask the opinion of
PHEI students’ intention to others, especially people
purchase counterfeit goods who are close to them like
relatives and friends who
have better opportunities to
influence an individual's
opinion (Hashim, Mohd
Zainal et al. 2020).

H3: There is a positive and * Moderate correlation
significant relationship Nora and Minarti (2017)
between lifestyle and PHEI stated that lifestyle reflects
students’ intention to purchase how people live, how they
counterfeit goods spend their money, and how
they spend their time

ACKNOWLEDGMENT

experience.

of the advice, support, and encouragement.

completing our group report project

Thanked to the Universiti of Malaysia Kelantan for providing the
course, which provided numerous benefits and research

Express our gratitude and appreciation to our supervisor, for all

Express our gratitude to everyone who assisted us in
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STUDY ON CONSUMER SATISFACTION TOWARD
KENTUCKY FRIED CHICKEN (KFC) IN EAST COAST
MALAYSIA

ACKNOWLEDGMENT INTRODUCTION

OBJECTIVE

RESULTS

Product Attributes

Responsiveness eI
P satisfaction

METHODOLOGY Consumer Significant

satisfaction (Yes/No)

R h Empath 0.831 0.00 (yes
ese-clrt; Quantitative B (ves)
design

Responsiveness 0.849 0.00 (yes)

Data
Product
collection Online Questionnaire GRS 0.843 0.00 (yes)

method

Department of Statistic CONCLUSION
Malaysia (2022), the total

populations: 3.1 million

peoples at east coast

Population

384 consumers who
experienced in any KFC East
Coast Branch at least one
times

Sample size

7 : REFERENCES
Sampling Convenience sampling, non-

technique probability method

MUHAMMAD HIDAYAT BIN ~ MOHD SHAHRUL NIZAM BIN NOOREZA HAIDA BINTI NOOR HAZIMAH BINTI
OTHMAN AMBRAN MOHAMED HABEHANIFAH
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ENVIR

LEE MUN LING, LEN KING QING, MARIAH BINTI NORSIDI, MIMI ATIKAH BINTI MOHD RAMZI

UNIVERSITI
wasia - SATISFACTION
KELANTAN

Introduction

An effective environment of the
cafe plays an important role in the
business. The physical
environment can either ensure
consumers' emotion which may
influence the customer satisfaction.
This research is aimed to study the
relationship between the effective
environment and customer
satisfaction of the cafe among
people in Kelantan.

Objectives

1.To determine the relationship between ambient

conditions and customer satisfaction of cafes in Kelantan.

2 To determine the relationship between visual factors and

customer satisfaction of cafes in Kelantan.

3. To determine the relationship between space layout and

customer satisfaction of cafes in Kelantan.

4. To determine the relationship between service guality

and customer satisfaction of cafes in Kelantan.

5. To determine the relationship between physical

environment quality and customer satisfaction of cafes in

« Data Analysis:

Analysis,

O
=
)]
-
O
<
m
Py

Kelantan.
Materials and Methods Results
i 1.Reliability Test
« Data collecting methods:
i R ) . Variable Number of | Cronbach Alpha Strongth of
-Quantitative by questionnaires approach 00 RN ]
Ambient Condition 5 0.826 Good
Visual Factor 5 0.842 Good
-Using SPSS that study about: Reliability e : i i
e ‘ Service Quality 5 0.802 Good
Descriptive  Analysis, and
) i Physical 5 0852 Good
Spearmen's Correlation Coefficient e ]
Customer 5 0.788 Acceptable
Satisfaction

Conclusion

» The research framework was developed
and supported according to the literature
that had been viewed from the previous
journal and article.

» The theoretical framework used in this
study found that the hypothesis was

2. Normality Test

Test of Normality
Kolmogorov-Smirnovy Sharipo-Wilk
Statistic | df | Sig. | Statistic | df | Sig.
[ Ambient Condiion | 227 | 384 | 000 | 84D | 384 | 000

Visual Factor 218 384 | .000 836 364 | 000

Space Layout 02 384 | 000 Ba9 384 | 000

Service Quality 22 384 | 000 72 384 | 000

Physical 224 384 | 000 187 384 | .000

Quality

Customer 228 384 | .000 768 354 | 000

Satisfaction

a. Liliefors Significance Comrection

3. Spearmen'’s Correlation Coefficient

supported by the previous study. Variable s Coraton | Comite
» Effective environment factor and service

N p Ambient Condition 0433 Moderate

quality factors is one of the factors that R = T

influence customer satisfaction at cafe. e el e R,

Service Quality 0.594 Moderate

Physical Environment Quality 0.527 Moderate

References ..... . Acknowledgment ------ -

1.Namkung, Y., & Jang, S. S. (2007). Are highly
satisfied restaurant customers really different?
A quality perception perspective. 14.

2.Petzer, P. D., & Mackay, D. N. (2014). Dining
Atmospherics and Food and Service Quality as
Predictors of Customer Satisfaction at Sit-Down
Restaurants. 14.

We would like to express our heartfelt gratitude to
everyone who assisted us in completing this final
year project. We owed a lot of thanks and respect
to our supervisor, Dr. Mardhiah Binti Kamaruddin,
for her abundant guidance, assistance and
encouragement that she constantly gives us,
despite all the flawlessness and mistakes that we
made throughout the completion of this study.
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The Study of Facters Mfecting
Jedd Healthl Food Pyrchase in The
etail Mavket,

M ‘-’l Muhammad Izzat', Muhammad Lugman Lutillah , Ummu Aihuruh Urmmi Hakimah
wd * S Dr dhiah Binti Ki ddil
ey Emmlncr Prof. Mudyﬂ. Dr. Noorul Azwin Binti Md Nasir

Ql\‘ Faculty of

MAI.A\‘ SIA
KELANTAN

and L Kelantan

ip

QW INTRODUCTION

Fruits, vegetables, and health food consisting of healthy food are what we consider a nutritious dinner. But

‘some consumers like to buy unhealthy food since it's a ready-made product and instant.

. Bmd on research from 1996 until 2006, the Minister of Health informed that the National Center for Chronic
and Health (NCCDPHP) shows a rapid increase percentage of high blood

pressure (44%) cases and (80%) of diabetes mellitus among citizens. Eating healthy food can help the

eonsumer to reduce the risk of diabetes and other chronic disease.

There are factors (product quality, store layout, price, and promotion) that will affect the healthy food purchase

in the retail market

« This aims to the factors ing healthy food pi in the retail market. The study

will use quantitative methods such as surveys{questionnaires) to collect data from the consumers in Kota

Bharu, Kelantan.

Research Objective

To investigate the relationship between product quality and healthy food purchasingin the
retail market.

+ To investigate the relationship between the store layout and healthy food purchasing in the
retail market.

To investigate the relationship between the price and healthy food purchasing in the retail
market.

To investigate the relationship between the promotion and healthy food purchasing in the
retail market

To investigate the factors (product quality, store layout, price and promotion) towards
healthy food purchase in the retail market.

+ The last objective is to find out the result from regression analysis of the study.

L A

®
a},Acknowledgement References
- Biron. (2021).Nutrition: The Challenges of Healthy nutrition
| Biron
We would like to express our gratitude to everyone * Mokhtar, M., Yusoff, 5., & Muhamad Murad, N A. (2020).
‘who has patiently guided and supported us The f Fast Food
throughout our completion of this research project. Undergraduates: Evidence from Malaysia. Abvmess in
also like to thank our resps o BUSINESS RESEARCH INTERNATIONAL JOURNAL, 8(2),
Dr. Mardhiah Binti , lecturer  — 133.
of the Faculty of Entrepreneurship and Businessin = Chong,S., Appannah, G., & Sulaiman, N. (2019). Predictors
University Malaysia Kelantan. of Diet Quality as Measured by Malaysian Healthy Eating

Index among Aboriginal Women (Mah Meri) in Malaysia.
Nutrients, 11(1), 135.

Materials & Method

Conclusion
* Most of the to thefactors the -
f healthy food p g involve more than D o L=
one factor. Population Consumers in Kota Bhary, Kelantan

* The assumptions of the multiple linear regression by using only
significant predictors which the p-value must be less than 0.005 Sampling Technique
and all variables in the study have 0.001 as the p-value.

* The normality test was checked after finalizing multiple linear e due 351 Bespondents
regression with only significant variables. The bell shape in the ‘Data Collection Method | Primary Dala - Google Form
histogram shows that the data is normal and the multiple linear seiai
regression analysis is accepted. DeSx Ansrte by, mektsl

+ Jll the independent variables (product quality, store layout, Deceons Conriution Cosficient sed P05

ice, and affecting healthy food

’nl!nmailmwkm.
RESULTS
; )— Yy

= e NORMALITY TEST
Product quality | 4.05{0.60) 1 0.697 0.560 0.758 0.667
Store layout | 4.00[0.54) 0897 1 o668 () 0634 j N
Price. 4.0010.60) 0560 0.668 1 0544 0.654
Fromoton | 4110057 | 0738 063 | osw 1 0643
Healhyfood | 4.07(0568) | 0867 0634 0684 0643 1 LU
[r——
CORRELATION
W
simple Linear Regression Multiple Linear Regression
Variable
b tstat (7% 1) | Pvalue b tstat (95% C1) | Pvalue
Ll"EAn Praduct 0.72 | 22.25(0.65,0.78) | <0.001 0.21 4.57(0.12,0.30) | <0.001
REGRESSION "
Store 0.79 | 2241(0.72,0.86) | <0.001 0.17 3.41(0.72,027) | <0.001
layout
Price 0.75 | 23.73(0,63,0.80) | <0.001 036 0,00 (0.28, 0.43] | <0.001
Promotion | 0.74 | 21.25(0.67,0.81) | <0.001 on 4.55(0.12,0.30) | <0.001
er o 202212023
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THE INFLUENCE OF CUSTOMER SERVICES ON (o [

CUSTOMER SATISFACTION AMONG PANTAI TIMUR @ S e

HYPERMARKET IN PENGKALAN CHEPA, KELANTAN PRI A R o v cne
ABSTRACT OBJECTIVES

Pantai Timur Hypermarket became well-known around people in Kelantan especially in
Pengkalan Chepa. This study was conducted to study the relationship between customer
services and custorner satisfaction of Pantai Timur Hypermarket. The population that 2
involved in this research was people in Pengkalan Chepa that became as a customer of i bypesmaret [ Bengkabn Chepa:
that hypermarket. This study will investigate the relationship between independent
variable (duration of responsiveness, hypermarket facilities and Physical evidence) and
dependent variable (customer satisfaction). To ensure that the study purpose is archived,
quantitative research was used for the analysis to analyze the result and the sampling
technigue.

s To determine the relationship between duration of
responsiveness and customer satisfaction among Pantai

+ To identify the relationship between hypermarket facilities
and customer satisfaction among Pantai Timur
Hypermarket in Pengkalan Chepa.

« To study the relationship between physical evidence and
INTRODUCTION customer satisfaction among Pantai Timur Hypermarket in
As business groups nowadays realize that whatever advantages they try to develop || Pengkalan Chepa.

through their core goods and services quickly become obsolete when competitors

copy them. Due to the intense competition among businesses, they are always i* T© examine the most important factor that influences
looking for ways to differentiate their products from their competitors. competitive i CuStomer services on customer satisfaction among Pantai
environment. Focusing on offeting top-notch customer service is a viable and fjj Timur Hypermarket in Pengkalan Chepa.

important strategy. Services should strive to help businesses succeed. For businesses

in retail, iding excellent customer service may be a competitive advantage. !

RESEARCH METHODOLOGY
——— Pilot test, Descriptive
. . @ Alolal of 364 = analysis,
Data collection with , respondents answered — ormali Spearman
soogle s /5 ¢ q,g thequestonaire /70 N, eorrelation s and
@ G o iII Multiple regression

kB B i —— N b L = o I o ]
HYPOTHESIS 1 HypoTHESIS 2 HYPOTHESIS 3 REGRESSION ANALYSIS
There are positive relationship There are There are =0,
bet Juration of M positive  relationship positive relaﬂor::z e Mlﬁ{!s&tl?:l‘;;’;‘(nu,oﬂ]
and customer satisfaction among satisfaction among F=date
Pantai Timur Hypermarket in Hypermarket in
m‘ m HF 1-5tan(95% C\)-IS.E'JDLB.}E. 037
(P-value<0.05) (P-value<0.05) (P-value<0.05)
Sig. P=0.00 ig. P= 0.00 i P=0.00 B=023
r=0.825* r=0.813* r=0.864* = ek Al |
|

CONCLUSION '

The main aim for this research is to examine the factors that influence customer services on customer satisfaction among Pantai Timur Hypermarket in
Pengkalan Chepa. There are three variables that been using as the factors which is duration of responsiveness, hypermarket facilities and physical |
evidence. Total 364 questionnaires have been using for this research and have been distributed to the selected population. All the data of the research |
was analyzed by using descriptive analysis , Spearman correlation analysis and Multiple regression. All hypotheses are accepted, As it shows a moderate I
positive correlation. This study revealed that there is a moderate positive relationship between duration of responsiveness, hypermarket facilities and
physical evidence.This research also shows that pro-activeness is the most important factor that influences the Pantai Timur Hypermarket in Pengkalan |

Chepa, Kelantan.
ACKNOWLEDGEMENT
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guidance in completing this Research Proposal Paper. All the ideas, constructive comments, and guidance from him became the foundation for a good
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QUALITY IN CUSTOMER SATISFACTION OF FOOD DELIVERY
SERVICE AMONG UMK STUDENTS IN CAMPUS KOTA
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INTRODUCTION

Nowadays, many people like to use online food
delivery apps, especially working people or
students, because they are too busy and don't
have time to go out and buy food. Therefore, this
study was conducted to examine how the
functional and technical quality of apps can
influence customer satisfaction with food delivery
services among UMK student Campus Kota.

OBJECTIVES

« To determine the relationship between the ease
of use on application and customer satisfaction
of food delivery service among UMK Campus
Kota students.

To determine the relationship between
information quality on the application and
customer satisfaction of food delivery service
among UMK Campus Kota students.

To analyze the relationship between quality of
delivery service and customer satisfaction of
food delivery service among UMK Campus Kota
students.

To examine the relationship between quality of
delivered food and customer satisfaction of food
delivery service among UMK Campus Kota
students.

MATERIALS AND METHODS

1.Study Population
- 6013 students
(FKP &FHPK)

2. Sample Size
- 361 respondent

1. Research Design
-Descriptive
Correlational

2. Data Collection

1. Data Analysis Method
- Descriptive - Primary Data
Analysis, Reliability (Questionnaire)

Analysis, Pearson
Correlation, Multiple
Linear Regression.

ACKNOWLEDGEMENT

First of all, the researcher would like to thank
the supervisor, Dr. Amira Binti Jamil, lecturer of
Faculty of Entrepreneurship and Business in
University Malaysia Kelantan (UMK).for giving
us guidance to carry out this final year
research project (ARS 4112). Thank you also
to our friends and family for their help and
support throughout this study.

RESULT

RELIABILITY ANALYSIS

Dependent variable and Cronbach’s Number of Internal

Independent variable Alpha variable items Consistency

Customer Satisfacti 0921 [ Excellent

Ease of Use 0.901 5 Excellent

Information Quality 0.909 5 Excellent
| Quality of Delivery Service 0.903 5 Excellent

Quality of Delivered Food 0910 5 Excellent

Table 4.2: Summary of Reliability Analysis

PEARSON’S CORRELATION
Customer ~ Easeof  Information Quality of Quality of
Satisfaction Use Quality Delivery  Delivered
Service  Food
Customer  Pearson 18" {C £ Y R
Satisfaction Correlation
Sig. (2- 000 000 000 000
tailed)
Table 4.3: The Result of Pearson’s Correlation Coefficient
MULTIPLE REGRESSION
Unstandardized  Standardized
Coefficients Coefficients
B Std. Error Beta 1 Sig.
(Constant) 198 .143 1382 .168
Ease of Use 350 065 319 5.365 .000
Information Quality .280 065 268 4302 .000
Quality of Delivery Service 143 059 139 2427 016
Quality of Delivered Food 178 058 173 3.082  .002
Table 4.4: Coefficient
HYPOTHESIS TESTING
No. of Hypothesis Statement of Hypothesis Results
Hi There is positive relationship between ease of use and Supported
customer satisfaction of food delivery service among UMK
Campus Kola Student
"2 There is positive relationship between information quality | Supported
and customer satisfaction of food delivery service among
UMK Campus Kota Students.
w0 There is positive relationship between quality of delivered | Supported
food in customer satisfaction of food delivery service
among UMK Campus Kota Students.
H4 There is positive relationship between quality of delivery | Supported
food in customer satisfaction of food delivery service
among UMK Campus Kota Students.

Result of the hypotheses testing

CONCLUSION

This study shows customer satisfaction in using the
food delivery service application for students at UMK
Campus Kota. The ease of use of the application can
make it easier for students to place orders. The
information quality of also plays an important role in
providing satisfaction to the users.

REFERENCE

* Beliya, A., Kujur, R., Verma, M., Nagwanshi, K. V., Sahu, S.,
Uikey, N., & Bhat, A. A. (2019). Satisfaction of consumers by
using online food services. International Journal of Humanities
and Social Sciences, 8(4), 35-44.

« Mkandawire, S. B. (2019). Selected common methods and tools
for data collection in research. Selected Readings in
Education, 2, 143-153.

+ Mohsen Tavakol, (2011). Making Sense of Cronbach's Alpha.
June 2011 International Journal  of Medical Education 2:53-
55 DOI: 10.5116/ijme.4dfb.8dfd
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FACTORS THAT INFLUENCE ONLINE SHOPPING CONTINUANCE POST COVID-19
PANDEMIC AMONG STUDENT OF FKP IN UMK CITY CAMPUS

ABSTRACT
The GOVID-19 pandemic caused more people to shop anline because the govemment put resirictions in place and people were |,
worried about the health risks of shopping in stores. By the end of 2021, many health prablems would have been solved through 1. AISYAH BINTI ISHAK A19A0033

e 2. ALIANA AZREEN BINTI MUSTAPHA KAMIL A19B1228
3. IRENE FOO SIEW LIK A19B1169
in stores. This made it possible that the number of people shopping online would go down once stores reopened. Due to what | 4. JANARTHINI A/P SANGAR A19A0197

things like vaccinations and started to loosen their rules, and people started going back to shopping

people saw during the lockdown, they may continue to shop online mare than they did before the pandemic. This study seeks to oo

understand the factors that explain the potential of online shopping continuance post GOVID-18 pandemic among students of  DR. AMIRA BT JAMIL
FKP in University Malaysia Kelantan (UMK) Gity Gampus. Four important factors Fuffiment, Perceived Efficiency, Perceived o oo

Security, and Perceived Convenience are all important facters in contributing to online shopping continuance post COVID-19 DR. SALWANI BINTI ABDULLAH

pandemic. The target population for this survey are students among FKP in UMK City Campus. A sample size of 350 respondents
conducted by our group and questionnaires are distributed to the targeted sample size through online social media platforms. In
this paper, we met the research objective by using pilot test, descriptive analysis, reliability analysis, normality test, Pearson's
Correlation Coefficient and Multiple Linear Regression. The findings of our research indicated that all the hypotheses were
accepted as all of it showed a positive significant relationship. Limitations of this study are discussed as well as recommendations
for future research.

OBJECTIVES

i.To determine the effect of order fulfilment on the continuance of online shopping intention
post-COVID 19.

i.To determine the effect of perceived efficiency on the continuance of online shopping
intention post-COVID 19,

jii.To determine the effect of perceived security on the continuance of online shopping
intention post-GOVID 19.

iv.To determine the effect of perceived convenience on the continuance of online shopping
intention post-COVID 19.

INTRODUCTION

Online shopping in Malaysia increased sharply after our country was hit by Coronavirus
Disease (COVID-19). Based on Standard Operating Procadure (SOP) that the World Health
Organization (WHO) encouraged, we need to apply physical distance to siop the
transmission of COVID-19. Consumers should engage in contactless activities such as
transactions, according to the WHO. Therefore, the government also encourages customers
to buy basie needs online. During this pandemic, many customers became aware about the
importance of online shopping in their daily life (World Health Organization, 2020)

HYPOTHESIS CONCEPTUAL FRAMEWORK
INDEPENDENT VARIABLE
H1: There is a relationship between fulfillment and online

post COVID-19 pandemic l FULFILLMENT

H2 : There is a relationship between perceived efficiency and online

DEPENDENT VARIABLE

CONTINUANCE
INTENTION

shopping continuance post COVID-19 pandernic

PERCEIVED EFFICIENCY
Control Variable

PERCEIVED SECURITY
shopping continuance post COVID-19 pandemic . Year
Ha: There is a relationship between perceived convenience and online PERCEIVED CONVENIENCE z E;:de'

shopping continuance post COVID-19 pandemic conceptual framework

H3: There is a relationship between perceived security and online

LITERATURE REVIEW

Fulfillment

One of the aspects that determining the tot & quality when purchasing physical products online is the quality of order fulfiliment as measured by delivery time, order accura

delivery conditions.
Perceived Efficiency
Perceived efficiency is described as the better and faster understanding and learning as an outcome of using the application. Perceived efficiency as defined by Heliyon, 2021 is related to
the teaching and training of judgment, decision making, autonomy, and self-determination/
Perceived Security

s over the Internet pose a higher security risk because more parties are involved in transmitting sensitive financial information between the website of the retailer,
the Internet service provider, and the financial institution.
Perceived Convenience
Customers may quickly find what they need and learn more about products online which is saving compared to visiting a store with just a few clicks

FINDINGS AND RESULT
MATERIAL & METHOD Table 1 :Demographic Analysis
Demographic Categol Frequency [Percentage (%
Research Design graph o aumncy g0 (%]
- Sample size : 350 respondents Gender Male 128 3657
Female 222 6443
- Sampling technique : convenience sampling Age 7520 years oid 25 714 CONCLUSION
21-22 years old 99 2829 Overall, the findings of this study
23-24 years old 185 52.85
Data Collection Method 25 years above 41 11.71 can be a guide to provide
- Questionnaire Program SAA 4“4 1257 infermation for consumer, retailers
. . SAB 60 17.14
- Newspaper, article and related website SAE 45 12.86 and government to understand
S 50 Lk and examine the factors that
SAL 32 9.14
Data Analysis SAR 110 3143 influence  continuance  onling
- Demographic analysis Year Yeart % 1e57 shopping post Govid-19. This is
D,g " . Y Year2 73 20.86 B '
- Descriptive analysis Year3 11 3171 because, without direct intention
- Reliability test Yeard 122 34.86 the online shopping develop the
. Frequency of | More than two limes per week 116 3314
- Pearson correlation onling One to two times per week 13 3229 economy by increase the cash
- Multiple regression analysis shopping Occasionally(1- 2 times per month) 89 2543 flow of the country. further
Rarely(lessthanonetimepermonth) 29 8.29
Never a 0.86 research needs to be done in the
future to add reference material in
Table 2 : Result Reliability of Cronbach's Alpha Table 3: Regression Coefficients for independent variable N 5
the field of online shopping post-
Variables Number | Cronbach’s | Strength Model Unstandardized Standardized t Sig.
of liem Alpha Coefficients  Coefficients Covid-19.
Intention of online 5 0.794 Acceptable
S B __Sid. Error Bela
e i t
s T Constant) 611 200 3050 002
Fulfilment 5 0876 Good || Fulliiment 520 086 480 7912 <.001
Percsived Eficiency 5 0870 Good || Percelved efficiency 295 052 307 5834 <001
Perceived Securily 5 0.802 Good Perceived security -.085 024 -126 -3.487 <.001
Perceived Convenience 5 0.790 | Acceptable | | Perceived convenience 117 057 097 2,051 .0041
PRESENTED AT:
MULTIDISCILIPNARY ON THE ENT AND BL E-COLLOQUIUM
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Quantitative method

3,380.61 thousand persons (World
Data Atlas, 2022)

500 samples

Questionnaire (Google Form)
Analysis, Validity and

Reliability Test, Normality Test

and Correlations.

H1: There is a positive
perceived ease of use and
young adults in Malaysia.
H2: There is a positive between

ding beh in g young adults in Malaysia.

H3: There is a positive relationship between promotions and rewards and
excessive spending behaviour in e-wallets among young adults in Malaysia

Page 13



MULTIDISCIPLINARY RESEARCH ON THE ENTREPRENEURSHIP AND BUSINESS

INFLUENCE OF PRODUCT PLACEMENT ON PURCHASE INTENTION
IN TIK TOK AMONG UMK STUDENTS AT KOTA BHARU, KELANTAN

The product placement literature
numerous calls to regulate the use of

+ AMIRUL SHAFIQ BIN ABDUL RAZAK

(A19AB0047)
+ ANDI RAHMAN BIN MOHD ALI (A19A0048)

branded products in media content (Milne,
Bahl & Rohm, 2008: Van Reijimersdal et

al.,2013). Product placement in Tik Tok
offers many benefits to marketers due to
the fact that customers easily can identify
the product's advantages and
disadvantages.Product placement is
regarded as an unethical or even
deceptive practice by consumer advocacy
groups (Cain, 2011; Russell, 2019) and the
placement of brands targeting the
vulnerable group of children.

Independent variables

Brand Awareness

Brand Rocall

Dependent variable

Purchase intenticn

1. To determine the relationship
between brand awareness and

purchase intention in Tik Tok among

UMK Students.
2. To examine the relationship
between brand attitude and

purchase intention in Tik Tok among

UMK Students.
3. To identify the relationship

between brand recall and purchase

intention in TikTok among UMK

Students.

RESEARCH DESIGN

DATA COLLECTION METHOD

Quantitative method

Questiennaire through online

SAMPLE SIZE

DATA ANALYSIS

275

SPSS

Reliability Analysis
Description Analysis
Correlation Analysis
Multiple Linear Regression
Analysis

SAMPLING TECHNIQUE

Non-probability
Convenience Samplin

UNIVERSITI
MALAYSIA
KELANTAN

» FOO SHUAN YING (A19A0156)
« HEMARANJENI AIP S.VELU (A19A0178)

Most product placement studies concentrated on
placement in films, television programmed, games, and
variety shows (Guo F, 2019). As a result, the purpose of
this study was to investigate viewers' intentions to
accept ads information for product placement in short-
video plots, so that the findings may contribute to the
research on short video marketing (Liu, Yuzhen, 2021).

1.What is the relationship between
brand awareness and purchase
intention in Tik Tok among UMK
students?

2. What is the relationship between
brand attitude and purchase
intention in Tik Tok among UMK
students?

3. What is the relationship between
brand recall and purchase intention
in Tik Tok among UMK students?

Multiple.
Regression

Coumrlation
Cosfficient

Vananies

T Thore & 3 Sgrefiant @ B0nEG EERween Biar Snariness

and purchane infention in Tik Tok.

Tz There & 8 Sigriicant reabonsip betveen brand amtude and

purchase inention in T Tok

The researchers must present the study’s goal in
relation to the subject under investigation. This study
investigates the relationship between brand awareness,
brand attitudes and brand recall on product placement
for purchase intention. The researcher intended to
examine the relationship between each of the
independent variables and the dependent variables.

Bandura, &. (197

AbuSeman, R. A, Lew, Y. 5, & Tes, J. N (2019} Corralation batween produ
Placemant in Film, purchase intantion and brand attitude. Jurnsl Pangajian
Roegia Malaysia, 2102, 61-73. IMIRSI001 QIEII0 28521 POMAGIZINGL S

T3 There &= 3 significant relabonship beBeen brand recal and

purchass intention in Tik Tak

We would like to thank Puan
Nadia Hanum Binti Amiruddin
for her continuing support,
patience, encouragement, and

vast understanding of our study

product placemant in f

Communication, 2831, 32-29. It
2450107001021 5

Chas, F. F., Lows, B, & Petravic, D. (2015). Young adults’ peresptions of

ing theory of i tof

1460

Kingdom and Hong Kong. Jourmal of Masketing Commusications, 2303, 311
328. hips/dol 0g(10 1020/13527266 2015 1061036
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Factors Influencing Online Shopping
Intention Among

Over the year, online shopping has become increasingly important
for everyone. The data of 384 of youths in Malaysia were collected
using purposive sampling. All hypotheses were analysed and
confirmed that perceived of usefulness, perceived ease of use and
trust directly influence online shopping intention among youths in
Malaysia. Hence, this study intends to produce new research data
on online shopping intentions among youths in Malaysia due to
outdated data on previous studies.

A fast expanding global trend toward online shopping or e-
commerce has caused changes in the way people conduct
business.

Youth between 20 to 39 years old were the primary age
cohort for online shoppers, making up three-quarters of online
shoppers' distribution (MCMC Internet Survey, 2017).

This study is confined to youth
between the age of

18 to 30 years old

in Malaysia.

...Eﬁé?.iﬁ'.?;‘@;’;‘;, To identify the To identify the

of perceived of influencing factor influencing factor

usefulness of perceived ease of trust towards

towards online Uil online shopping

ing i 8 online shopping intention among
s:?:g:,“:;:ﬁﬂ t;: 2 intention among youth in Malaysia.

Malaysia youth in Malaysia

Independent Variables Dependent Variables

Perceived of uscfulness

Online Shopping Intention

Conceptual Framework

Quantitative Research
To test relationship among variables

Data
Questionnaire in Google Form

384

respondents

Non-Probability
Purposive Sampling
Youths at the age of

18-30 years old

uths in Malaysia

GENDER
- . years old
—367%—
I 2426
Vears old

seL-EmpLOYED | 16 %

Cada
]

2
years old
18-20
years old

56.3%

AGE

1-23

27-30

— mwpove ) W17 OCCUPATION
[ | omrs ) 05%
Perceived Perceived Trust
Item of Ease of
Usefulness Use
~ Pearsom’sCorrelation _89**  .763**  .700*
Online
Shopping  sig(2-tailed) .000 .000 .000
Intention
384 384 384

The p-value is significant, indicating a high positive significance correlation
by 0.000 between the variables since p<0.01

HYPOTHESIS

CONCLUSION RESULTS
STATEMENT
HI: There are positive influencing  Highly positive  The helpful services from the online
factors of perceived  uscfulness correlation shopping  platform  can  influence
towards online shopping intention consumers' purchase decisions on_ the
among youth in Malaysia. products or services (Jason & Aishah,
2021).
H2: There are positive influencing  Highly positive  According to Shirazi et al, (2021)
factors of perceived ease of use  correlation perceived ease of use has typically been
towards online shopping intention associated with "user-friendliness” of e-
among youth in Malaysia. commerce platforms.
H3: There are positive inflicncing  Highly positive  Customers start to trust online stores

factors of trust towards online
shopping intention among youth in
Malaysia,

correlation

when the online store or seller provides
information  transparency with clarity
(Athapaththu & Kulathunga, 2018).

Online retailers need to understand the elements that support and discourage consumers' intention

to purchase online in order to persuade them 10 do so.

The overall resuits revealed that all three independent variables, perceived usefulness, perceived
ease of use, and trust have direct positive and significant influence factors on consumers’ online

shapping intention among youth in Malaysia.

d marketers should
Io suennmen their compelitiveness.

usefulness, ease of use, and trust

We would like to express our grafitude to Dr. Syamsuriana Binii Sidek our supervisor, and Madam
Hazrina Binti Hasbolah, our group examiner, appreiating for their valuable supervision, and  guidance,

expertise throughout completing this research study.

Sl e i e 80 0 B (el o i

questionaires given by the researchers.

We also thank University Malaysia Kelantan (UMK) for providing s to embark this project.
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Dr. Syamsuriana Binti Sidek

Faculty of Entrepreneurship and Business
MULTIDISCIPLINARY RESEARCH ON THE ENTREPRENEURSHIP AND BUSINESS E-COLLOQUIUM 2022/2023
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Variable

Quantitative method
6,237 UMK’s students

378 samples

Questionnaire (Google Form)
Analysis, Validity and

Reliability Test, Normality Test,

Multiple Regression

Attitudes
towards online
advertising

H1: There is a positive relationship between attiiudes towards online
dvertising and online p decisi

Ability to recall
online
advertising

H2: There is a positive relationship between the ability to recall
online advertising and onling purch lecisi

Click-through
rate online

H3: There is a positive relationship between click-through rate and
online p
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CUSTOMER SATISFACTION TOWARDS THE
E-RETAILING WEBSITE AT LOTUS KOTA BHARU, KELANTAN

UNIVERSITI NUR LIYANA BINTI AHMAD PUAD1 NUR NADIA BINTI MOHD ZAIN2 NURUL AKMA BINTI ROSLAN3 NURUL HASYIRAH BINTI MOHAMAD HASNOL4
MALAYSIA Supervisor : PUAN RAJA ROSNAH BINTI RAJA DAUD
KL T Examiner : ENCIK SYARIZAL BIN ABDUL RAHIM

FACULTY OF ENTERPRENEURSHIP AND BUSINESS UNIVERSITI MALAYSIA KELANTAN

Customer satisfaction is a phrase often applied in e-marketing, which is an estimation of how
product or service produce by organization to fulfil customer needs and expectations.
Measuring customer satisfaction can show where the business is getting right and where the
retailers are struggling to meet people’s expectation. Customer satisfaction can conduct survey
by ask customers to rate their engagement or interaction with the business using by Likert

scale.

- To identify the relationship between product
quality and customer satisfaction towards Lotus’s

website in Kota Bharu, Kelantan.

- To identify the relationship between security
customer satisfaction towards Lotus's website in

q Target SPSS
Primary Data  population  pescriptive
Quantitative Analysis

Method 358,000
Questionnaire iabili
(Google Form) 7\‘:‘:;]3?

Secondary Sample Size

Correlation
Kota Bharu, Kelantan. Data 384 Analysis
Journal, respondents
- To identify the relationship between price and article Normality
customer satisfaction towards Lotus’s website in Analysis

Kota Bharu, Kelantan.

Satisfaction

Table 1 : Result test of Reliability Coefficient Alpha on Dependent
Variables and Independent Variables

Variables Number of Cronbach’
Items Alpha

4

0.910

Product quality 4 0.891
[ pice [ 0851

Table 2 : Summary of Correlation Analysis

Hypotheses Correlat Conclusion
Val n Value
30

0 Accepted 8 High

BT 000 Accepted 770 Moderate

0 Accepted 810 High

We would like to thank you our respected
supervisor, Madam Raja Rosnah binti Raja
Daud, lecturer of Faculty of Entrepreneurship
and Business in University Malaysia Kelantan
(UMK). Biggest thank you for her contribution
and suggestion of great ideas which help us a lot
during the process to complete of our research
project. This is enhance and boost our research
project end result.

This research had been carried out to explore the
consumer satisfaction towards e-retailing websites. As
mentioned, a total of 384 respondent ranging from Lotus’s
Kota Bharu Kelantan, have been chosen, through
distributing questionnaires. The data and results were
interpreted using reliability analysis, descriptive analysis,
Spearman Correlation, and correlation. The finding
revealed that all the independent variables,which are
price, product quality, and security had a substantial
positive connection with dependent variable which
customer satisfaction. This entails a review of the major
site that will be significant to the quantitative research and
the study issue , as well as an overview of the statistical
evaluation. Finally, all three hypotheses have been shown
to have a positive association, and none of them are
rejected.

Febryanto, & Bernarto, |. (2018). The Effects of Service
Quality, Competitive Prices and Product Quality on
Customer Satisfaction. Journal of Environmental
Management & Tourism, 9(6), 1165-1171

Jahanshahi, A. A., Gashti, M. A. H., Mirdamadi, S. A.,
Nawaser, K., & Khaksar, S. M. S. (2011). Study the
effects of customer service and product quality on
customer satisfaction and loyalty. International Journal
of Humanities and Social Science, 1(7), 253-260.

Krejcie, R. V., & Morgan, D. W. (1970). Determining
Sample Size for Research Activities. Educational and
Psychological Measurement, 30(3), 607-610.
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DETERMINANTS INFLUENCE THE INTENTION OF ONLINE BUYING FOR CLOTHING AMONG

YOUTHS IN KELANTAN

BY: (1) NUR ALIA SABILA BINTI AZLAN, (2) NUR NAJIHA BINTI HAMID, (3) LIDIANIRA BINTI AWANG MANSOR, (4) LIVINIYA A/P VETIVEL
Faculty of Entrepreneurship & Business, University Malaysia Kelantan

INTRODUCTION

As by (1) Ouellette (2022) in a blog “Optinmonster”,
stated that online purchasing is expanding so fast that
it will almost reach $4 trillion in global sales by 2020

According to Muhammad Umar Sultan and MD Nasir

Uddin (2011) who had made a research on “Consumers’ o
Attitude towards Online Shopping:-Factors influencing
Gotland consumers to shop online” had stated that
the phrase "online purchasing” refers to the activity or
movement of acquiring services or items over the
Internet is known as online shopping. It is the process
of getting online, landing on a seller's
website,selecting something, and arranging for
delivery. The customer has two payment options: upon
shipping or online with a creditor debit card. The term
"online" in this text refers to "on the Internet."

FINDINGS

DESCRIPTIVE ANALYSIS FOR RESPONDENTS' DEMOGRAPHIC
. AT

OBJECTIVES

To determine relationship between attitude (IV1), subjective norm (IV2),
perceived behavioral (IV3) and online buying intention for clothing
among youth in Kelantan.

RESEARCH METHODOLDGY

A research design is specifying procedures for gathering, analyzing,
and presenting data and alsc how it has been used to answer the
research question

380 respondents extracted from the population which is Youth in
Kelantan by using the table of Krejcie and Morgan

We utilised random sampling.

An online survey was conducted.

We choose to use a close-ended questionnaires. The questionnaire
were divided into 3 part.

.The researcher will use a pilot test and online questionnaire to analyze
every data collection for this study

The Pearson Correlation Result

MO0 1-RM30D u oBl ATT 5N PBC
T o A
| suon(ss o Consien
, ST 0 ) )
¥ o = & s
ATT  Pearson 801" 1 798" TS5
Coreinien
EEL_L) i Sig. (L-railed) 000 000 000
- J—— ~ w = 4 s
- SN Pearson 749" 798" 1 791
Corelion
S ooy 0 @ ®
7 - = B I
e pann B e e
Corelion
. S oy 50 “ @
= % s 4 5 s
ot s s O e T

Reliability of Coefficient of the Questionnaires

« The significant level for all independent
variables are 0.000, which mean all of

them are highly significant with
dependent variable

Variables Number of Items Cronbach’s Alpha
Online Buyer Intention 5 0915
Attitude 5 0911
‘Subjective norms 5 0.929
Perceived behavioral control | 5 0.868
‘Overall Variables 20 0.930

« Therefore, all of the hypothesis

presented in this research are

Cronbach value for independent variables, which is attitude, subjective norm,
and perceived behavioral control shows a good coefficient value of 0.911, 0.929

and 0.868 respectively. The dependent variable, online
shows a good coefficient value which is 0.915

DISCUSSION

Hyporhees Result Findings of the data
analysis

HI There s @ sigmficant relmiosbip 10801 Hi s accepted

between atimde wd omline buying  p=0000

intention of clothing among youlh in

Kelastan

B2 There s o sigmbeant relnombip €= 07007 Hr s accepied

between subjective orms and euline  p=0000

buying inteation of lothing smoas youth i

Kelasian

PR
=0000

g intention of clothing amony
southin Kelantan

AHYPOTHESIS 1: ATTITUDE

As for attitude, p-value is 0.00 which is less than alpha value,
0.05 while Pearson Correlation Value is 0.801. This result
demonstrates that there is a positive relationship between
attitude and online buying intention among youth in Kelantan.

HYPOTHESIS 2 : SUBJECTIVE NORMS

As for subjective norms p-value is 0.00 which is less than alpha
value, 0.05 while Pearson Correlation Value is 0.749. This result
demonstrates that there is a positive relationship between
subjective norms and online buying intention among youth in
Kelantan.

HYPOTHESIS 3 : PERCEIVE BEHAVIORAL CONTROL

As for subjective norms p-value is 0.00 which is less than alpha
value, 0.05 while Pearson Correlation Value is 0.731. This result
demonstrates that there is a positive relationship between
attitude and online buying intention among youth in Kelantan.

REFERENCES

accepted. the researcher conclude
that, attitude, subjective norms and
perceived behavioral control influence
online buying intention among youth in
kelantan

buying intention also

CONCLUSION

Based on the result, it’s shown that attitude, subjective norms
and perceived behavioral controls have positive relationships
with online buying intentions. In shorts, the objective of this
study have been achieved which is to determine the
relationship between three independent variables, attitude,
subjective norms and perceived behavioral controls with
dependent variables, online buying intentions. This study also
can be used as references to improve the research in future.
This research especially would be very usefull for the online
sellers, buyers and organizations that might face some
difficulties with online buying.
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FACTORS INFLUENCING CONSUMERS IN USING SHOPEE FOR
ONLINE PURCHASE INTENTION AMONG UMK STUDENTS

NUR EMELIA SYAHIDA BT KAMARULZAMAN (A19B1094) NUR ATIQAH BT ZULKARNAIN SHAH
(AT9A0539)NUR FATHIAH NAJWA BT ZAMRI (A19A0555) NUR TASNIM BT YAAKOB (A1981207) SHDPEQ

INTRODUCTION

The growing trend of online sales through e-commerce platforms is a modern technology that
gives Malaysians more choices to do hualmn and ahupnnlino (Louﬂ d.,zozu. However, there

are still dies, it
llllboeniumdﬂmﬂmhekulhtentlmtnbuymﬂm is one of the first obstacles to the
of 08), has L!mutul. (2016) state
h 1i Py 4 Ny

OBIJECTIVES

.To examine the relationship between perceived
usefulness and online purchase intention among
UMK students.

[ To examine the relationship between perceived
ease of use and online purchase intention among
UMK students.

‘To examine the relationship between trust and
online purchase intention among UMK students.

.To examine the relationship between subjective
norm and online purchase intention among UMK
students.

RESULT
descriptive analysis
Std. | Cronbach’s Correlation |  Sig. (2-
Mean Devistion Alpha Nof Items talled) conclusion
4.6873 54802 .10 6 745 000 accepted
4.7055 49430 883 6 T39% 000 accepted
4.6006 60121 -898 6 796 000 accepted
4.6451 | .55086 .885 4 q2z+ 000 accepted
CONCLUSION
In summary, The findings show that of trust, and
as in this study, have a significant relationship with UMK
students' to use Shopee for onli According to the findings, using Shopes
for pu the factors of p
trust, and L Shopee
In this study to look further for future
researchers.
ACKNOWLEDGMENT REFERENCE
we would like to thank our respected
sourinator, sbseviariand penet, Wdim sl Ru, L. )., Kowang, T. 0., Long, C. S., Fun, F. S.
Rosnah Binti Raja Daud, Ms Azlinda Shazneem &Fei 6.C Factors Infl Onti
Binti Md Shuaib and Mdm Nadia Hanum Binti o0 () et g Qe
Amiruddin for giving us guidance and continuous bt
support for finalizing this e Mduulli‘lnhmuﬂm-l;:lmlulil:ahnlc
We are deeply grateful and thankful to have our Researchin B';:(':;';"B‘ 77?" Sclences,
friends who helped a lot to share ideas to T
complete this project together.
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FACTORS INFLUENCING CUSTOMER PURCHASING
DECISION TOWARDS ONLINE SHOPPING AMONG

UNIVERSTL UNIVERSITY MALAYSIA KELANTAN STUDENTS
MALAYSIA
KELANTAN
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INTRODUCTION

The online shopping open new window for the business where is known business-to-consumer (B2C) where individual benefits using internet
technology to buy and sell products electronically (Masoud, 2013). The advancement of Internet technology has made it possible for Malaysian
consumers to make online purchases of goods and services. Even though, they lack resources, but university students do identify on the top
list of using the internet and has excellent intentions for online shopping (Edmunds et al., 2010). Thus, this research study will identify the
factors influencing customer purchasing decision towards online shopping among University Malaysia Kelantan students. The advancement of
technology has made it possible for Malaysian consumers to make online purchases of goods and services. However, online shopping has
discovered some issues such as lack of product information due to the ineffective website.

OBJECTIVE MATERIALS AND METHODS

» RO 1- Identify which of the factors influence customer
purchasing decision towards online shopping among UMK
students.

» RO 2- Investigate whether design of the websites influence
customer purchasing decision towards online shopping
among UMK students. , SAMPLE SIZE 341 respondents

» RO 3 - Examine whether influencer marketing influence
customer purchasing decision towards online shopping
among UMK students.

» RO 4 - Determine whether feedback and rating influence
customer purchasing decision towards online shopping
among UMK students.

RESEARCH DESIGN Quantitative Method

Non-probability Technique
SAEEERCHECLEICEE (Convenience Sampling)

DATA COLLECTION Questionnaire

I CONCEPTUAL FRAMEWORK

Variables

CONCLUSION U

In a nutshell, three independent variables which is website
design, influencer marketing and feedback and rating have a

+ Preliminary Analysis
+ Reliability Test

Variables DATAANALYSIS + Descriptive Test
(e + Correlation Analysis

Custorg:rc:’urchasmg RESULTS

ision

One of the demographic questions

Fraquency of oine shopping / Kekerapon membedibelah dalam otas tallan

e

Reliability Test (341 Respondents)

s M : a Cronbach's | Noof | Interal
significant relationship with customers purchasing decision. VETHEED A e
Hence_, this study provides information regarding online shopping Webste Design o o leern
that will help consumers and future researchers to know more
about customers purchasing decisions. InfluencerMarketing |  0.912 6 | Excellent
Feedback & Rating 0.862 8 Excellent
Customer Purchasing
REFERENC(S (5 e 0.521 8 Excellent
& Ajzen, I, & Fishbein, M. (1980). Understanding attitudes and Hypotheses Testing
predicting social behavior. Estados Unidos De Norteamerica ; T Pearson's.
Prentice-Hall H1: There i ificant relationsh
; : nificant relationshy
€ Chen, Q. & Wells, W. D. (1999). Attitude toward the Site. betwen webs design & cusiomer | 0.671| Significant

Journal of Advertising Research, 39(5), 27-37

& Dincer  Ati. (2020). Analyzing the sirategic role of
neuromarketing and consumer neuroscience. Business
Science Reference

purchasing decision among UMK students
H2: There is a significantrelationship

between influencer marketing & customer | 0.625 | Significant
purchasing decision among UMK students.
H3: There is a significant relationship

between feedback and rating & customer | 0.634 | Significant
purchasing decision among UMK students

Presented at: Multidisciplinary Research on the Entrepreneurship and Business
E-Colloquium 2022/2023
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FACTORS THAT INFLUENCE OF CASHLESS TRANSACTIONS ON SPENDING
BEHAVIOR AMONG STUDENTS OF UNIVERSITY MALAYSIA KELANTAN (UMK)

CITY CAMPUS
GALIH MAULANA TEJOWANO’: HANIF FAHMIE MUHAMAD FUZI:,l MAIZATUL HANANI YUNUS:l, HARCHANA KURUNATHAN!
EACULTY OF ENTREPRENEURSHIP AND BUSINESS, UNIVERSITY MALAYSIA KELANTAN
’Introduction Objectives

« To determine the relationship between privacy and
security and spending behavior towards cashless
transactions among students of UMK City Campus.

Although people are heading toward a cashless world,
different generations have different levels of
acceptance for various trends, new innovations, and
new technology. According to research, younger
generations are more interested in and accepting of
new technological developments than older
generations (Taylor, 2018). In particular, the findings
show that all of the criteria have a favourable impact on
the uptake of cashless transactions towards students in

UMK City Campus.

« To analyze the relationship between convenience and
efficiency and spending behavior towards cashless
transactions among students of UMK City Campus.

« To identify the relationship between social influence
and spending behavior towards cashless transactions
among students of UMK City Campus.

A
Material & Method

Step 2: Literature Review Step 4: Data Analysis
and Discussion

Step 1: Identify Problems Step 3: Data Collection Step 5: Conclusion and
and Obijectives Recommendations

Hla : Accepted
H1b: Rejected

Research Question

Is there any significant relati i privacy and ity and
i towards i among of
UMK City Campus?

Is there any significant relationship between convenient and efficiency
and ing behavi ions among
students of UMK City Campus?

p=0.0000
(p<0.05)
r=0.634

H2a: Accepted
H2b: Rejected

Is there any significant relationship between convenient and efficiency

H3a: Accepted

and ing b hl i among
students of UMK City Campus?

H3b: Rejected

Conclusion References

As aresult, the research shows that the hypothesis was|
accepted. The factors have a strong relationship with
spending behavior towards cashless transaction
students of UMK City Campus. This is because the
cashless transaction is one of the good ways that
students choose while making a payment and it
influence the students' spending behavior in their daily
life.

Taylor, J. (2018). From Boomers To Gen Z: How
Different Generations Adapt And React To New Trends
And Technologies. Retrieved from
https:llemea.epsilon.com/blog/from-boomers-to-gen-z
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and co-operation of our group members. We also
sincerely thank our lecturer for teaching us in this final
year project. Last but not least, we would like to 4
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FACTOR INFLUENCING THE SELECTION E-COMMERCE
PAYMENT METHOD AMONG COMMUNITY IN KOTA BHARU

MUHAMAD DANIAL SHAH BIN MOHD SUHAIMI (A19B1055), MUHAMAD IKMAL BIN MUHAMAD ZAMRI (A19A0311), NUR AINU
SYAMSI BINTI MUHAMAD (A19B0506), NUR AIDA NATASYA BINTI MUHAMMAD NIZAM (A19A0495)

UNIVERSITI
MALAYSIA
KELANTAN

Payment method are the ways in which
merchants can collect payments from their
customers for example credit cards, digital
wallets, cash or mobile payment. The e-
commerce trend comprises a very broad
Internet business sector, especially among
expanding businesses like manufacturers,
retailers, and customers engaged in online
transaction. This study was conducted the
factor influencing the selection e-
commerce payment method among
community in Kota Bharu.

® Research Design : Quantitative Method

* Data collection Methods : Questionnaire
(Google Form)

e Sample Size : 382 respondents

e Sampling Technigues : Quota Sampling
(Non-probability)

* Measurement of Variables : Nominal
Scale, Ordinal Scale

e SPSS : Descriptive Analysis, Reliability
Analysis, Normality Analysis, Anova,
Spearman's Correlation

¢ Allindependent variables have

ACKNOWLEDGMENT
Sincere gratitude to my research supervisor
Madam Hazrina Binti Hasbolah for her support,
assistance and patience in leading us through
this process. | am very thankful to all faculty
member of University Malaysia Kelantan who
gave their coordinate and cooperation for the
kind guidance and encouragement.

/\

l

RO1:To examine the social influence influencing the intention
of selection payment methods among community Kota Bharu.

RO2:To determine the trust influencing the intention of
selection payment methods among community Kota Bharu.

RO3: To evaluate the safety influencing the intention of
selection of payment methods among community Kota Bharu.

Descriptive Statistics
Mean Std. Deviation N
DV 43613 57541 382
IV1_SOCIAL 4.1565 70818 382
INFLUENCE
V2 TRUST 43476 62442 382
IV3_SAFETY 4.4147 59163 382

significant positive to dependent
variabe  hisstuy - ez D

The results of this study can be used
as guidelines for merchants and
consumers to make changes and
improve the selection of e-
commerce payments offered to
individuals to attract their attention

and offer satisfaction

Nn Variable Cronbach’s | Number of Result
Alpha Items
1 Intention of Selection 0.757 5 Acceptable
Payment Method
2 Social Influence 0.865 5 Good
3 Trust 0.850 5 Good
4 Safety 0.835 5 Good

e Banggang, W., Xiaoyu, D., & Xuebin, C.
(2020). Cash on delivery or online
payment: mobile channel, order size and
payment methods. Journal of
Contemporary Marketing Science, 225-
242.

NGUYEN, T. P. L., & NGUYEN, V. H. (2020).
Factors affecting online payment
method decision behavior of consumers
in Vietnam. The Journal of Asian Finance,
Economics and Business, 7(10), 231-240.

Hypothesi: Correlation Result
Hypothesis 1: 0.641 Moderate
There is significant
positive between social
influence and the
intention of selection

payment methods.

Hypothesis Correlation Result
Hypothesis 2: 0.462 Moderate
There is significant
positive between trust
and the intention of
sclection payment
methods.

Hypothesis Correlation Result
Hypothesis 3: 0.494 Moderate
There is significant
positive between safety
and the intention of
selection payment
methods.
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FACTORS INFLUENCING ONLINE IMPULSE BUYING & o

BEHAVIOUR ON THE SHOPEE PLATFORM AMONG
UNIVERSITI MALAYSIA KELANTAN (UMK) STUDENTS.

UNIVERSITI
MALAYSIA
KELANTAN

- b

Nur Aiqa Musliha binti Marzuki (A19A0507)" , Nur Fasihah binti Md Rohim (A19A0554),
Nurul Bibiyana binti Baharin (A19A0726) °, Nurul Hannah binti Hasan Basri (A19A0739) *

Introduction

These days, the Internet has taken over as the primary information resource, and people in Malaysia extensively use
it in their day-to-day lives. Because the internet is such a vital source, organizations use it to gain a competitive
advantage (Akram, 2017). . People can do their shopping online, which is one of the most appealing things they can
do. Shopee was the most visited online marketplace in Malaysia and attracted over 55 million users in 2018, making
it the most popular e-commerce site in Malaysia and all of Southeast Asia.

Research

Objectives
To understand the relationship between website stimulus )
and online impulse buying behaviour on the Shopee
platform among Universiti Malaysia Kelantan students.

Website Stimulus

To determine the relationship between marketing stimulus - .
and online impulse buying behaviour on the Shopee Marketing Stimulus
platform among Universiti Malaysia Kelantan students.

Online Impulse
Buying

To identify the relationship between product variety and : Behaviour
online impulse buying behaviour on the Shopee platform Product Variety
among Universiti Malaysia Kelantan students.

e To examine the relationship between perceived enjoyment Perceived
and online impulse buying behaviour on the Shopee platform
among Universiti Malaysia Kelantan students.

Enjoyment

Methodology L X 'l,

Data
ta A
Research . S. li Analysis
. Collection Mmho_d Sample Size ampiing
Design Population Procedure

« Descriptive
A lvsi:

* Questionnaire
+ Google Form

Faculty of
Entrepreneurship
Students in UMK

g
 Reliability Test
* Spearman
« Correlation

Coefficient
Results Conclusion

NORMALITY TEST The aim of this study is to examine factors that influence
online impulse buying behaviour among students at
Universiti Malaysia Kelantan (UMK). This research

examines the relationship between four factors namely
Online Impulse 4 R : website stimulus, marketing stimulus, product variety and
Buying Behaviour

perceived enjoyment. The hypothesis of all these variables
Website Stimulus ] | is accepted.
etng

Stimulus ' ' References
Product Variety 2 J A L

Md Wasiul Karim, Mohammad Abdul Matin Chowdhury, & Md
Abdullah Al Masud. (2021, June). Analysis of Factors
influencing Impulse Buying behavior towards e-tailing sites: An
application of S-O-R mode. ResearchGate | Find and share
research. https://www.researchgate.net/profile/Md-Karim-65
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Instruments Correlation | We would like to express our gratitude to Allah S.W.T., the
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341: Krejcie & Convenience
Morgan's table Sampling

Kolmogorov-Smirnov® | Shapiro-Wilk
Statistic Sig. Statistic  Sig.

Perceived
Enjoyment

Marketing Stimulus 563" 0001 enabled us to complete our mission until the end of time. Our
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**Correlation is significant at the 0.01 level (1-tailed).

5th Multidisciplinary Research on the Entrepreneurship and Business E-Colloquium 2022/2023

Page 23



UNIVERSITI

MALAYSIA
i

KELANTAN

ACKNOWLEDGEMENT

In preparation for this
assignment, we had to
take help and
guidance from some

respective people,
who deserve our
deepest gratitude.

First and foremost, we
would like to express
our deepest gratitude
to Dr. Amira Binti
Jamil who has given
us so much guidance
to us complete this
project as well
provided a good and
complete explanation
to all of us from the
very beginning to the
end of the research
paper. She also
introduced us to the
right way to find
articles and journals
related to the research
paper as supporting
references. On top of
that, we would also
like to thank our
parents  for their
generous support and
assistance, especially
in terms of financial
and mental support
for our successful
work. Without their
help and support, this
project would be
difficult for us. Every
member of our team
has made a very
strong and strong
commitment. We hope
this work will be a
guide for us and
anyone who reads it
for future use.
Everything good
comes from God, and
all weaknesses come
from our own
weaknesses.

THE INFLUENCE OF PLATFORM SERVICES QUALITY AND LOGISTICS SERVICES
QUALITY ON CUSTOMER SATISFACTION IN E-COMMERCE.
(GROUP 34)
THARANI A/P MANIAN ,NUR HAZWANI BINTI JUSOH, THANUSHIYA A/P BALAN,
SITI SARAH BINTI HUSSAIN

INTRODUCTION

Malaysia’s eCommerce market is quickly becoming one of
the largest in Southeast Asia. Its growth is eutpacing that
of traditional established markets in the region. This was
apparent euen before the impacts of the pandemic.
Malaysia’s  business-to-consumer  e-commerce  uvalue
increased by 39 percent in 2019 alone. This growth in e-
commerce has been coupled with the growing consumer
preference for online shopping and the availability of
customized payment options in recent years. Online
shopping developed among students due to ease and
reasonable ways.Two major factors that influence the
consumer are platform and logistic services quality.The
factors that influence customer satisfaction in the e-
commerce industry among UMK City Campus students from
their experience in using e-commerce services..The purpose
of this study is to examine the influence of platferm
services quality and logistics services quality on customer
satisfaction in e-commerce platforms.

OBJECTIVES

+ To determine the relationship between
product platform service quality on
customer satisfaction in e-commerce.

To determine the relationship between
logistic service quality on customer
satisfaction in e-commerce.

To determine the preferences of e-
commerce platform between generations
in e-commerce.

.

.

RESEARCH DESIGN DATA COLLECTION METHOD
e Primary Data
Quantitative method Secondary Data
SAMPLE SIZE SAMPLING TECHNIQUES

302 Students of UMK Non- Probability

Campus Pc Technique
MEASURERERT OL DATA ANALYSIS METHOD

THE VARIABLE
Nominal SPSS
Likert Scale

between shipping condition mad
oo uatistacs 5 o-tomm
plattocm

This research objectives of inuestigating the
influence of platform services quality and
logistics service quality on customer satisfaction
in e-commerce has been met.Product quality
ibli isfacation , delivery time
. and shipping cost are
adopted to the study of the influence of platform
service quality and logistics service quality on
customer satisfaction in ecommerce .According to
the findings,manipulation uvariables  have
positive rel ip with Customer i

Variable Skewness Seore | Kriodhs Score
Typedben o | Fearon | S
P Tdependent Variable 1 Tghiy o 353
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custemer atstacson = - commence |
platacm Dependent Variabi: Comemes Satifacton | 0317 ()
T Yo T v gl relsentiy | P80 [0 | Aot Table 423: Resubt of Normaliy Test
betven delveey S and Concmer Py —
saistssion i ¢-<ommarce lachem
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bares Shappeny cout nd coemser M neesen B[ e |7 squmalr T T |l
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[ Precacions: (Constanty Moan_ve, Mean _IV1, kisan_IV4, hisan_IV2, Mesn_V3

|5 Depandent vanatss: Wean OV

« A, Parasuraman, V. A. (1983). SERVQUAL: A Multiple-
Item Scale for Measuring Consumer Perceptions of
Service Quality. Journal of Retailing, vol. 64, no. 1,
page 12-40.

» Ahmod Samed Al-Adwan, M. M.-D. (2022). E-

commerce in high uncertainty aveidance cultures:

The driving forces of repurchase and word-of-mouth

intentions. Technology in Society, volume T1.

Daniel Winter Fernandes, R. G. (29 May, 2018).

Logistic service quality as a mediator between

logistics capabilities and customer satisfaction.

Retrieved from https://www.emerald.com/insight/

content/doi/10.1108/REGE-01-2018-0015/full/html
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THE EFFECT OF CUSTOMER SATISFACTION TOWARDS
E-HAILING FOOD SERVICES AMONG STUDENTS

UNIVERSITY MALAYSIA KELANTAN (UMK)

UNIVERSITI
MALAYSIA  1.NurLisa Hafiyah Binti Abdul Halil ( A19A0594), 2. Muhammad Arif Bin Bidin (A19B1063),

CELANTAN 3 Nur Edieyana Binti Edie Ahmad (A19A1093), 4.Nur Syakira Bint Basri (A19A0628)

Introduction

E-halling is a service that allows customers to book travel online and gives customers a platform to
communicate with e-hailing i In Malaysia, e-hailing services were introduced in January 2018
(Remi Tachet, 2017)1 . Malaysia's population is increasing, and there is an increase in the number of
people moving from rural to urban areas (Ahmad Sabhir Jais & Azizan Marzuki, 2018)2 . There are services
offered in Malaysia. It has worked so far. For several reasons, e-hailing services are now more commeon
than traditional taxis. As long as these service providers pay close aftention to their customers' requests,
get frequent feedback and improve the caliber of service they offer, customers will probably get their

1. To analyze the relationship between price and

%

customer satisfaction with e-hailing food services.

2. To determine the relationship between service quality \
and customer satisfaction with e-hailing food services.

3.To identify the relationship between food variety and

customer satisfaction with e-hailing food services.

4. To examine the relationship between convenience /'
and customer satisfaction with e-hailing food services.

CUSTOMER
SATISFACTION AMONG
STUDENT UMK

SERVICE QUALITY CONVENIENCE

Methodology

Research design  Data collection = Method population Sample size Data analysis

Quantitative Questionnare 361: Krejcie & | = Descriptive Analysis
Google form Morgan's table « Reliability Test

= Spearman

« Correlation Coefficient

Vanables Cronbach’s Alpha T
Price 302 Hypothesis sﬂqum!
5:::;%2:%:"" gg H1 | There is significant Accept H1
m‘m 7] relationship between customer | hypothesis
satisfaction towards e-hailing | supported
Kolmogorov- Shapira-Wilk service and price
Sl = = = H2 | There is significant Accepl H2
Price 351 00 508 001 relationship between customer | hypothesis
Service quality | 454 00 00 satisfaction towards e-hailing | supported
Food variety | 461 00 498 00 |__| service and service quality
| Convenience | 468 00 501 00 H3 | There 1s significant Accept H3
- relationship between customer | hypothesis
Va_ riable | Spearman Correlation | Significant satisfaction towards e-hailing | supporied
Price ] 0.876 0001 service and food variety
Service quality 0911 0.001 I 'H4 | There is significant Accept H4
Food variety 0.907 0.001 relationship between customer | hypothesis
Convenience 0.952 0.001 satisfaction towards e-hailing | supported
**Correlation is significant at the 0.01 level (1-tailed). || service and convenience

In a nutshell, the study's goal is to identity the
variables that influence student food e-haiing.  * A- Bernama (Ed.). (2020). Food Delivery Riders e would like to express our
The swdy's results indicate that e-hailing Categorised Under E-haling - Human deepest appreciation to Dr Nik
services like food delivery have a substantial Resources  Ministry. Retrieved November | ¥ i
m‘ jon with price, SGMDB quality, food 20,2022,from :z?hiazyﬂlgp:::gssu
:ﬂu N;:a mm;wmmm gl ! ! joeload would also like to thar-lk our
C lest, which a sirong -ddlverylnderscategqnsed-mner-etmllnq examiner, Madam NorFazlirda
: kit i human-resources-ministry-255932 ginti Hairani e o
factors and . the e-hailing service If aspects  * Athirah, N., Idros, N. M., Mohamed, H., & Jenal, x A
like price, qualty service, variety of food, and R, (2020). Cuslomer Satisfaction of E-hailing: COMMents and advice to
corvenlences are prioritised and beter  An llem Development. International Journal of MProve our study.
applied, the use of e-hailing services amond \apagement (M),  11(11), 1157-1165.

students will rise.. Both the food industry and B
s by this htips://doi.org/10.34218/1JM.11.11.2020.108

study.
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RESULTS
INTRODUCTION AGE (YEARS OLD)
ETHNIC
- To aim the effect of digital marketing on m Age (Years Old)

purchase decisions towards T
University students in Malaysia. 2527
22-24
Itis to fill the research on how this technology tea
affects university students’ decision-making in the
market.
marketing is a dynamic, ever evolving and restless 200
corporate activity. Due to various crises, including
shortage of material and energy, inflation, economic
r ion, high ploy t rate, industries and
companies on the verge of bankruptcy, as well as
the results of rapid technological progress in some 100
industries, leading to a significant change in the
marketing.

OBJECTIVE

- To identify the email marketing
influences the purchase decision among
university students in Malaysia.

- To identify social media marketing
influences the purchase decision among
university students in Malaysia.

- To identify mobile marketing influences

mMalay mChineese mindian mOthers

257
0=
0 S0 100 150 200 250 300

Manthly Income

Gender

-

<RM1,500  RM1501-RM 3000 RM3001-RM4000  >RM4001 S T—

University Malaysia

Descriptive summary

Reliability analysis

Variable N Mean Std.

Deviation
the purchase decision among university Eoh]) o 34 3868 1os4 [ 5 L —
students in Malaysia Social media 384 4222 0.827 L letin gy -

marketing '5'::.1::?:;1\« S 0879 Goox
g rketi
:::l](]:ling 4| 4008 | L0 pphite 5 0932 Excellent
marketing
EROBLEM STATEMENT Parchase 3844278 079 purchase s 0725 Acceptable
decision decision

Digital marketing is cost-effective, has a
huge impact on the business of enterprise
(Al Sukani,A.K.M. 2022)

The buying habits and behaviour patterns
of young people have a big effect on how
they spend their money (Abdullah, T.
abdullah,2020)

Further understand students’ reaction
towards digital marketing as they are the
highest contributors as internet users
(Kusumawati, A. 2019)

MATERIAL & METHOD

Research
Design

Spearman’s correlation

Hypothesis ~ Sig.  Spearman’s Results
Correlation
Email 0.00 0.601 Acceptable
marketing
Social media  0.00 0.705 Acceptable
marketing
Mobile 0.00 0.621 Acceptable
marketing
CONCLUSION

We found that the variables that in this study today lead people
to use digital marketing has become one of the prevalence. Data
collected in this study are very useful and valuable because we
know what happens to the latest technologies that causes them
to use digital marketing as one of the services in their daily affairs
in the surrounding society. Without making them have to go

Quantitative iaumls_&&e somewhere to make some payment, this technology will save
Sufficient | time
sample size for Mﬂ!mg
the study Lechnique ACKNOWLEDGE
should be 384 Cluster sampling
Data sample. Technique. We had wanted to express our gratitude to indi‘lidflals who have
Collection offered us support and encour . Most ficantly, Puan
online Hazrina Binti Hasbolah as our supervisor for sharing their pearl of
¥ 5 wisdom with us during conducting this research, and we thank all
Quesdiaielie, anonymous reviews for their so-called insights, although any errors
are our own and should not tarnish the reputations of these esteemed
persons.
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THE FACTORS INFLUENCING SOCIAL MEDIA MARKETING
ACTIVITIES TOWARDS PURCHASE INTENTION ON READY-TO-DRINK
(RTD) PRODUCT AMONG GENERATION Z IN MALAYSIA

MALAYSIA  Muhammad Aidil Azhar bin Mohd Zailani Nor Amirah Syafigah binti Roslan
Nor Fathonah binti Bohan

UNIVERSITI

KELANTAN  NorAuni Irdina binti lbrahim

INTRODUCTION

Social media marketing activities can be defined as a
marketing activity through the digital platform (Appel et al.,
2020). For example, of social media is Facebook, Tumblr,

YouTube, Twitter, TikTok, etc. Social media refers to the
internet-based channels that can make users can interact
with the other big group and also can get the feeling of
community in the world, (Caleb. T, 2015). This study
shows that the important of social media marketing
activities towards purchase intention on Ready-to-drink
(RTD) product.

LITERATURE REVIEW
v

Entertaiment
Hi
2

H4
Advertisement
H5

Purchase Intention

i

OBJECTIVE

1.To identify the relationship between entertainment and
purchase intention among generation Z in Malaysia.
2.To identify the relationship between interaction and
purchase intention among generation Z in Malaysia.
3.To identify the relationship between trendiness and
purchase intention among generation Z in Malaysia.
4.To identify the relationship between advertising and
purchase intention among generation Z in Malaysia.
5.To identify the relationship between customization and
purchase intention among generation Z in Malaysia.

MATERIAL AND METHOD

Research design — Quantitative method

Study population — Generation Z aged between

18 until 26 years old.

Sample size — 354 respondents

Data collection — Questionnaire (Google
Form)

Data Analysis — Descriptive Analysis, Reliability

Test, Normality Test, and Spearmen Correlation

Coefficient

Descriptive Reliability Correlation Coefficient
Analysis Analysis
RESULTS Mean Sed
Deviation
Entertaiment 4.12 0.488 0.812 There is a significant positive correlation between
entertaiment and purchase intention
Interaction 4.16 0.521 0.819 There is a significant positive correlation
betweeninteraction and purchase intention
Trendiness 4.22 0.471 0.842 There is a significant positive correlation between
trendiness and purchase intention
Advertisement 4.26 0.525 0.800 There is a significant positive correlation between
advertisement and brand purchase intention
Customization 4.26 0.525 0.810 There is a significantly positive correlation

REFERENCE
Aji, P. M., Nadhila, V., & Sanny, L. (2020). Effect
of social media marketing on Instagram
towards purchase intention: Evidence from
Indonesia’s ready-to-drink tea industry.
International Journal of Data and Network
Science, 91-104.
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a deep sense of gratitude to those who have
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advice, especially our classmates, friends.
Lastly, a special thanks to those who had helped
participate in my questionnaire for spending their

@e filling out the survey. j

between customization and purchase intention

/ CONCLUSION \
» From the analysis in this research, it has been

satisfied with the minimum requirement of
reliability ~ which is this shows that all the
independent  variables had  significant
relationship with dependent variables.

» Regarding to the result, this analysis of social
media has influence on purchase intention on
RTD product among generation Z in Malaysia.

» The result shows the factors influencing social
media marketing activities towards purchase
intention on Ready-to-drink (RTD) product

among generation Z in Malaysia has a positive
significant.
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< /7 THE INFLUENCE OF DIGITAL MARKETING
e TECHNOLOGY TOWARDS GREEN

"'@\“P“‘i"?ﬂfaf; ~ PRODUCTS PURCHASE IN MALAYSIA

NUR NABILAH BINTI ZURAINI. NURIN AQILA BINTI MOHD SUFIAN . NURUL AFIZAH BINTI
AZAMI. NURUL ARDILA ALIA BINTI MOHAMAD ALI

Faculty of Entrepreneurship and Business,
Universiti Malaysia Kelantan

Introduction

+ In the modern erq, digital marketing has increased
its importance in Malaysia.
» Its important to remain updated with all of these

changes.

* This study investigates the

influence of digital

marketing technology on green products purchase

in malaysia

Objective

» To examine the significant influence relationship between
social media and green products purchase in Malaysia.

+ To identify the significant influence relationship between
online advertising and green products purchase in

Malaysia.

« To determine the significant influence relationship between
email marketing and green products purchase in Malaysia.

Result & Findings

Demographic profile

GENDER AGE education employed
54.4% 46.4% 60.4%
Female 18 -27 Degree Yes
Validity and Reliability Test
Number of Cronbach’s Level of
ariabley items Alpha reliability
Social Media i 0.894 Good
Online Advertising 7 0.936 Excellent
Email Marketing i 0955 Excellent
Green products purchase i 0917 Excellent
Spearman’s correlation coefficient
Hypothesis Statement SC':; E:T; Conclusion = Decision
Hl: There is a significant High
influence relationship between Jo4%* <
5 positive Accepted
social media and green products ati
T | correlation
H2: There is a significant | High
influence relationship between e
online advertising and green 833%* positive | Accepted
correlation
products purchase. | |
H3: There is a significant ich
influence relationship between oy Higl
email marketing and green 742 1’0511'“{“ Accepted
products purchase. Eim
Multiple Linear Regression
Multiple Linear Regression
‘Variable
B t-stat (95% CI) P - value
Constant 0.72 6.63 (0.51,0.93) <0.001
Social Media 0.28 6.13(0.19, 0.37) <0.001
Online Advertising 047 9.61 (0.37, 0.57) <0.001
Email Marketing 0.10 3.47 (0.04,0.16) <0.001

Literature Review

Social Media

- —
Online Advertising —>

2

A A
\ AN

H1: There is a significant influence relationship between
social media and green products purchase.

H2: There is a significant influence relationship between
online advertising and green products purchase.

H3: There is a significant influence relationship between
email marketing and green products purchase.

green products
_purchase
in Malaysia

atement

Research Methodology

Levelof  Currently Research Design

Questionnaire
« Google Form
« Online Platform

Sections
« A(Demographic Profile)
« B(Independent Variable)
« C(Dependent Variable)

sampling Method

« Purposive sampling (non-
probability sampling)

+ The respondents should be
used digital technology
marketing

Conclusion

« This analyzes the relationship between the influence of digital marketing
technology green products purchase in Malaysia.

«+ The researcher conducted the study through an online questionnaire.

Questionnaires were distributed based on purposive sampling

techniques among Malaysians.

+ 384 entries were distributed, and all usable samples were obtained after
all questionnaires were collected, resulting in a response rate of 73% of
those who agreed to participate.
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Quantitative Method

Sample Size

384 respondents

Data Analysis.

« Frequency Analysis

« Descriptive Research

+ Reliability and Validity test

« Normality Test

« Spearman Correlation
Analysis

« Multiple Linear Regression
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THE INFLUENCE OF SPAYLATER, CUSTOMER REVIEW, PRODUCT INFORMATION AND
PROMOTION TOWARDS CUSTOMER PURCHASE DECISION IN SHOPEE ONLINE

vz

MALIYSIA PLATFORM

ABSTRACT
Purchase decisions are the result of a cognitive process that leads a customer to recognize a need,
generate options, and select a certain brand and product. The consumer's comprehension of the
needs and wants of a product informs their purchase decision. 83% of Malaysian internet users made
a web-based purchase in 2021 alone. The preferred online shopping site in Malaysia right now is
Shopee. This study intends to look into how the influence of SpayLater, customer reviews, product
i ion, and p ions towards p isions in Shopee online platform. 361
University Malaysia Kelantan students were given the questionnaire as part of this study's quantitative
approach. The results show that how SPayLater, customer reviews, product information, and
promotion have a favorable influence on customer purchase decision to buy on the Shopee online
platform. The relationship established in this study provides a better understanding of the influence of
SPayLater, customer review, product information, and promotion towards customer purchase decision.

INTRODUCTION OBJECTIVES

Shopee is about shopping online
anytime and anywhere. Malaysian
consumer often uses online shopping
platform such as Shopee to purchase

To investigate the relationship between the
SPayLater and customer purchase decision
in Shopee online platform.

To analyze the relationship between

ACKNOWLEDGEMENT

We are thankful to Allah SWT for granting
us permission to accomplish our Final Year
Project. We would like to express our
gratitude to Dr. Nik Syuhailah Binti Nik
Hussin, who represented as our supervisor
for this Final Year Research Project at
University Malaysia Kelantan. We owe a
debt of gratitude to a great number of
people, particularly our classmates and all
of the group members who offered
insightful feedback on our project.

HYPOTHESES

« H1: There is a relationship between
SPayLater and customer purchase
decision.

« H2: There is a relationship between

customer review and

review and

the item. Shopee has created a
platform that tens of millions of people
use every day because it makes online
buying simple, safe, quick, and fun. It
has a diverse catalogue and is backed
by convenient payment and shipping
options.

decision in Shopee online platform.

To study the relationship between product
information and customer purchase decision
in Shopee online platform.

To determine the relationship between the
promotion and customer purchase decision in
Shopee online platform.

purchase decision.

+ H3: There is a relationship between
product information and customer
purchase decision.

+ H4: There is a relationship between
promotion and customer purchase
decision.

MATERIAL AND METHOD

CONCEPTUAL FRAMEWORK

Research Method - Quantitative method

Data Collection Method- Primary data

Sample Size- The sample size of 361 students will
be chosen as our sample for this research which will
be based on 6,237 students in UMK Campus City

Sampling T

-A cor

sampling technigue will be used
« Data Collection Method- Questionnaire using google

form

Dependant Variable « Data Analysis - SPSS, Descriptive Analysis,
Reliability test, Normality test, Pearson correlation.

Independant Variable

Standard Deviion RESULTS

Toot Normatity

Normality Te

Castomee Purchase Dcicion

Seotat

[— s

La—

> Descriptive Analysis

Variables Numberof | Crosback's Alpha | Strengih

Cuntomer Parchise 1 Very good
Decicon

SPoytaier 2 Very gt

Cuntomer Review Very good

Produc eformmtion Very good

CONCLUSION REFERENCES
1.Atli, D. “What Is Purchase Decision | IGI Global.”
Www.igi-Global.com, 2021, www.igi-
global.com/dictionary/a-neuromarketing-
ive-fi ing-th I d-impact-of-
typefaces-on-consumer-purchase-decision/86606.
Accessed 4 May 2022

SPayLater, customer review, product
information and promotion are used as the
factors to examine customer purchase
decision. A total of 361 google form
i have been collected which are
randomly. The collected guestionnaire data
were analyzed using the SPSS software.
reliability analysis, descriptive analysis, and
hypothesis testing was analyzed. The
acquired data has been analyzed and all the
hypothesis was supported for this study.

2.Shopee  Official Website. “Help Center.”
Shopee.com.my,2022,help.shopee.com.my/portal/
article/78365-%5bSPayLater%5d-What-is-
SPayLater%3F.
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SHOPEEPAY and SHOPEE PAYLATER FEATURES
on SHOPEE USER PURCHASING DECISIONS
during the COVID- 19." J@Ti Undip: Jurnal Teknik
Industri, vol. 16, no. 4, 15 Nov. 2021, pp. 242-248,
10.14710/jati.16.4.242-248.
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FACTOR INFLUENCE USES OF E-WALLET : AMONG UNIVERSITY
MALAYSIA KELANTAN STUDENT S

INTRODUCTION )

MALAYSIA
KELANTAN

+ The internet has made life easier for people. Payments are being done using
smart devices.

The e-wallet is considered an effective way to fulfil this need (Nizam et al,,
2019)

The researcher explain about the Factor Influence Uses Of E-Wallet: University
Malaysia Kelantan (UMK) student. The problem statement state some
problems that faced by target respondent and need to be focused. The
objective of this study is base on four independent variables named social
influence, information and knowledge, previous experience and facilitating
conditions among University Malaysia Kelantan (UMK) student.
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also would like to thank our examiner, Miss Azlinda Shazneem
Binti Md Shuaib for the advice to improve our research. (
(

7
r(OBJECTIVE ) ™\ ((CONCEPTUAL FRAMEWORK )_\ﬁ —

The main objective of this research is to identify the factor
influence uses of e-wallet, among UMK students. The research
objective is:

I
uses of e-wallet.

II. To identify the relationship between information and knowledge
and the uses of e-wallet.

Ill.  Toidentify the relationship between previous experience and
the uses of e-wallet.

V. To identify the relationship between facilitating conditions N
\and the uses of e-wallet.

To identify the relationship between social influence and the

| Independent Variables (IV) I | Dependent Variables (IV) ‘

Social Influence
Information and
Knowledge o
Previous Experience [ /
/
Facilitating Condition /

Uses Of E-Wallet

A(CHYPOTHESIS J— -

H1 : There is a significant difference between social influence

A

and the use of e-wallet. St O (PaY)
H2 : There is a significant difference between information and \
knowledge and the uses of e-wallet. DESCRIPTIVE ANALYSlS‘ N
H3 : There is a significant difference between previous s
experience and the use of e-wallet. Mean Standard Deviation
H4 : There is a significant difference between facilitating The Uses Of E- 4.4832 73000
conditions and the uses of e-wallet. Wallet
X Social Influence 4.2728 78245
METHODO LOGY‘ - Information And 4.3549 72842
. Knowledge
RESEARCH DESIGN - Quantitative Method Previous 4.4745 69471
DATA COLLETION METHOD - Questionnaire Experience
DESCRIPTIVE ANALYSIS Facilitating 4.4674 74601
¢ Reability Test Condition
¢ Normality Test e rwsesew oo
¢ Pearson's Correlation Coefficient ( RELIABILITY TEST ,
SAMPLE SAIZ - 368 Respondents (Krejcie and Morgan) FACTOR
J INFLUENCES USES N OF ITEMS RELIABILITY VALUE
: o OF E-WALLET |
DISCUSSION ) | e : G0
y - - . s = N nformation and 5 0.958
e Social influence, information and knowledge, previous <nowledge
experience and facilitating conditions have a significant ;;ecm‘l’:‘fn;";f’::;gof g g:g;ﬁ
. relationship with the usage of e-wallet among University - = y
Malaysia Kelantan Students. . =
* Data collection from 368 respondents were collected by the ;CORRELATION ANALYSIS‘
online questionnaire and after analyzing the data using IBM Sacitl | |Ixmrmation| Dreviess | Fachiiaiieg
SPSS Statistics version 26, the result was obtained. AnBaence l.nu‘u“l:dlf Experiencs; | ‘Conditton
e From the obtain result, researchers recommended that o
future research should consider expanding the sample size in ‘:‘{;a::r (::::::-m 0809 0748 0.843 0838
i order to more accurately categorize the respondents, as well =
& as to better understand the reasons behind their uses of e- & L il ] i 30
wallet. w— (PaY
* Payment through e-wallet is considered as one of the most
=
prominent transaction methods at present because it has CONCLUSION
the advantage of ease, flexibility and protection (Uddin, et At the end of study, the objective of research ;
al., 2014). were fulfilled. E-wallet use is now developing
* Based on the result from independent variable, it can be and people are now more aware about the
seen that most of the UMK Students already being e-wallet \ advantages and facility of it.
\users J e .
L ——— - f(REFERENCE}
A Chelvi A, Yeo SF, Hui Yi H and Hashim H. E-Wallet: A Stud Cashl
{SUGGESTION FOR FUTURE RESEARCH ) | S iy s o v s
not approved] F1000Research 2022, 11:687
A * Future research should consider expandlng the Liew Vernon, Dr Poh Phaik See (2022). Factors influencing the intention to adopt
H H H e-wallet: a regional distribution perspective in malaysia. Journal of business
3 sample size in order to more accurately categorize s e &
the respondents, as well as to better understand TEAE
the reasons behind their uses of e-wallet. siAs e R s S e STy
NOR SWZANA BN WDAMMD =
* Related topics such as frequency of e-wallet use ®m, R i @ ez
and the impact of e-wallet uses on the @ S T

environment
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Introduction

In Malaysia, the use of electronic wallets has increased
significantly over the past two years since the start of
COVID-19 especially youths in Malaysia.

Touch 'n Go e-wallet is one of the many technological
applications that have emerged since the global adoption of
the present technology.

The Touch 'n Go e-wallet system is endowed with special
payment features that let customers use their phones to
make online purchases without using actual currency, and it
just takes a single touch on your mobile device to complete
the transaction.

Additionally, this style of payment is fashionable, can make
people's lives easier, and can help individuals avoid losing
their wallets or money.

Materials and Methods ;

RESEARCH DESIGN SAMPLE SIZE
-Quantitative 322 sample
-Test relationship 3
among variables
SAMPLING METHOD
DATA COLLECTION -:on-prphahﬂlty‘v s
—— -Purposive sampling technigue

-Respondents should be aged
18-40

CONCLUSION

-This paper aims to study the factor (attitude, e-service
quality and security) affecting the behavioral intention of
use touch ‘n go e-wallet among youth in malaysia.

-The obtained results confirmed statistically significant
relationships among attitude, e-service quality and
security.

-The result and finding in this study will be helpful and
give benefits for E-wallet users on fulfilling their
satisfaction by understanding the three dimension that
will satisfy them.
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Tauch
nco
eWallet

e N R .

« This study to examine the
influencing factors among
attitude, e-service quality
and security on the usage
behavioral of Touch 'n Go e-
Wallet among youth in Malaysia

0.

1

3.

4,

Finding of
Hypotheses Simad: Supp.m’led e data
Beta (p) rejected "
analysis
Attitude has a significant
influence on the usage Accepted
H1 |behavioral of Touch 'n Go e- (g’:g:j Hypothesis a:el ': od
Wallet among youth in ’ Supported 4
Malaysia.
E-service quality has a Accepted H2is
significant influence on the 0353 Hypothesis | accepted
H2 | usage behavioral of Touch 'n. Go . Supported
(0.000)
e- Wallet among youth in
Malaysia.
Security has a significant Accepted Wis
influence on the usage 0276 Hypothesis accepted
H3 | behavioral of Touch 'n Go e- i Supported
5 (0.000)
Wallet among youth in
Malaysia.
Note: Siaflsgcauy.uyuy P<U00T and Pz

Source: Established by this study according to the research outputof 322
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INIRODUCTION MATERIALS AND METHODS
Affiliate marketing can be described as affiliate marketers who RESEARCH DESIGN

will earn a commission after they st ince their 3 (Quantitative Method)
e h‘
n =]

customers to buy the products or services that they promoted. . DATA COLLECTION
According to Duffy (2005), Lammenett (2017), and Mazurek and (Questionnaire)
Kucia (2011), affiliate marketing means the organization hired POPULATION (572 347 students)
trusted affiliate marketers (third-party 1 publishers) to promote SAMPLE SIZE (384 Respondent)

the goods and services of an organization through its website. Krejcie & Morgan 1970

Today, the number of businesses doing affiliate marketing is

increasing. Affiliate marketing and networks are efficient and able *© Descriptive Analysis, Reliability

to generate more sales than traditional marketing. Rt Analysis, Normality Analysis,
il % 4 :

OBJECTIVES

« To determine the relationship between personal attitude
and the intention of Malaysia public university students to
do affiliate marketing. Personal Attitude
« To identify the relationship between subjective norms and \
the intention of Malaysia public university students to do Subjecctive Norms = '"19"“:: ti l:? Affiliate
affiliate marketing. preepnd
« To investigate the relationship between perceived T 2
behavioral control and the intention of Malaysia public Control
university students to do affiliate marketing.

CONCEPTUAL FRAMEWORK

RESULTS
CONCLUSION

Based on the study that has been conducted,

--- researchers summarise the results from the
_*! running data analysis as corresponding with
X ery Goo objectives stated by researchers. The researchers
| 0923 | Excelent discovered "The Factor Influencing Malaysia Public
0945 Excelent  University Students To Do Affiliate Marketing"
are personal attitudes, subjective norms, and
perceived behavioural control. The number of
respondents in this research is 384. Researchers
provided a better understanding of the intention
0.000 Fmea? Significant of Malaysia public university students to do

| M3 | 0000 | Accepted 0776 | Significant affiliate marketing. The results of the correlation show
H1 : there is a significant relationship between personal that there is a moderate to strong positive correlation
attitude and intention among public university students. between independent variables and the
H2 : there is a significant relationship between subjective dependent variable. The researchers sum up the
norms and intention among public university students. intention of Malaysian students to do affiliate
H3: lr'1ere isa sgmﬁcant relatlonst?lp hereen marketing because of many factors.
perceived behavioural control and intention among
public university students.
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INTRODUCTION

The continued growth of e-commerce (EC) and the
evolution of mobile telecommunication technologies are
driving the growth of cyber entrepreneurship. Cyber-
Entrepreneurship is an emerging approach of innovation
practicing (Lian & Yen, 2017). As cyber-entrepreneurship
has the advantages of having lower operating costs and
lower threshold for start-ups compared to traditional
business models, it has gradually grown to be the type of
entrepreneurship that is more easily accepted by and
accessible to the younger generation (Badaruddin,
Arokiasamy, & Yusoff, 2011; Wang, Lin, Yeh, Li, & Li, 2016).
This demonstrates how increasingly; students rely on and
use e-commerce.

OBJECTIVES

To determine the personality trait influence
the intention to use cyber entrepreneurship
among public university student in Malaysia.

To examine the time saving influence the
intention to use cyber entrepreneurship
among public university student in Malaysia.

To evaluate the motivation influence the
intention to use cyber entrepreneurship
among public university student in Malaysia.

MATERIALS & METHOD
- RESULT & DISCUSSION
Research design Normality fest
Quantitative approach Kolmogorov-Smirnov: Shapiro-Wilk
Statistic df Sig. Statistic | df Sig.
Data collection method Intention toward 160 384 000 878 384 | 000
2 e TR T eyber
Questionnaires - Distributed via online platform such entreprencurship
as WhatsApps, Instagram, Twitter & Facebook Persooaliy TR = AT S T8 BT
Population and Sample Size Time saving 228 384 000 837 384 | 000
+ Public university students: 557 702 students Motivation 283 384 [o00 | .752 384 | 000
+ 384 students [Krejcie and Morgan (1970)]
Reliability test
Sampling techniques Variables, Cronbach’s Alpha | No. of items
Probability sampling methods 2 :';:“:n:‘::“h':“"“" ey 2
(simple random sampling) T | Fersomaliy imis 053 5
V2 | Time saving 0348 5
. NormathProcedure for data analysis == M‘:‘_irhz:” e =

s Spearman Correlation
* Reliability test

» Multi linear regression

THEORITICAL FRAMEWORK

Personality traits
Intention of Cyber
Tioasavi Entrepreneurshlp
among Malaysia
Motivation

Public University
- —
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Spearman correlation
Variables
Personality | Correlation 0500
traits Coefficient p-value=0.000
Sig. (2-tailed)
Time saving | Sig. (2-tailed) 0570
p-valuc=0.000
Motivation | Sig. (2-tiled) 0420
p-value=0.000

three hypotheses are accepted and show a positive
influence. The results of the normality test show the
strength of the model's correlation with the desire to
increase cyber entrepreneurship and show a moderately
strong correlation and a fairly strong influence etween the
variables. Next is the reliability test which shows that the
four variables in the study, namely intention towards
cyber entrepreneurship, personality traits, time saving,
and motivation are in the good category.
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INTRODUCTION

+ The pandemic and industrial revolution 4.0 were
significantly impacted and several SMEs in Malaysia
were threatened with bankruptcy.

With limited research in Malaysia, there is a need to
increase understanding of organizational
sustainability trends.

This study believes that the problems mentioned
about the decline of manufacturing & service SMEs in
Malaysia must be translated into the organisation's
sustainability, which can be improved using the
maximization of technological capability.

METHODOLOGY

RESEARCH DESIGN

« Quantitative research method.
+ Questionnaires using RBV theory.
« All questionnaires will filled through Google Form.

A COLLECTIO

«» Self-administered questionnaires (primary data) was
created by using Google Form to collect data.

= A total of 250 questionnaires have collected from the
respondents.

POPULATION

« Researchers only target owner equity or any level
manager as target respondents as they have authority
in the company to able answer the questionnaire
study.

SAMPLE SIZE

« Researchers used to calculate sample size with
12=0.15, the statistical significance of 0.05 & statistical
power to reject the null hypothesis of 0.95.

« Researchers chose 250 target respondents to collect
data to maximize the result.

SAMPLING TECHNIQUE

+ Non-probability sampling (convenience sampling).

« Enable researchers to generate more samples with
little investment.

+ Face to face to meet SMEs to obtain data.

+ Successful to obtain 250 data within 1 month and 8
days.

PILOT TEST

« Researchers found that the range of Cronbach’s Alpha
value is between 0.724 and 0.880 for all constructs in
this study.

« All items for each construct in this study were
understood by the respondents.

CONCLUSION

« This study proves the significant and positive
relationship between AC and OS.

« Researchers recommend enhancing AC among
manufacturing and services SMEs can improve OS
levels.

« To conclude, manufacturing and services SMEs in
Malaysia should directly focus on the OS and
guarantee that their activities and efforts are aligned
with the sustainability application.

ACKNOWLEDGE

OBJECTIVES

0 To determine levels of dimensions of TC (RDC, HCS and AC) and
OS as being perceived by SMEs in Malaysia.

To identify whether there is a significant and positive relationship
between dimensions of TC and OS as being perceived by SMEs
in Malaysia.

To examine which among the dimensions of TC is the best
predictor of the OS among SMEs in Malaysia.

ESUL

Researchers claimed 250 responses for data collection by distributing
questionnaires, but only a total of 214 responses were considered valid.
Normality analysis was conducted and the data was found to be normally
distributed and had no multicollinearity issue among constructs.

Table 1: Demographic Distribution of Enterprise

B . ] Majorit
Type ofindustty ~p o held  Statolocaion Total employee  Sales farmover/ycar  Drurstion
Manufacturing  Equity Owner  Selangor 550 RM300kRMIm  >10yrs
Services Equity Owner __Selangor 5-50 RM300k-RMIm __ >10yrs

Source: Developed for the research.

The majority of respondents among SMEs are equity owners in the Selangor
area with a total of 5 to 50 employees, sales revenue between RM300k to
RML1 million, and have been operating for over 10 years.

Table 2: Mean and Standard Deviations of the Four Constructs Results

Variables Mean Std. Deviation
Research and Development Capability 5.8430 60142
Human Capital Skills 5.8888 64725
Absorptive Capacity 5.9336 62790
Organisational Sustainability 6.0377 56352

Source: Developed for the research
Judging from the mean values of all construct above scale 5, where it was
considered high, it concludes that many respondents pass a high level of
adoption of organisational sustainability through three main factors.

Table 3: Evaluation of the Measurement Model

CR AVE RDC HCS AC 0os
RDC 0.735 0.487 0.698*
HCS 0.788 0.554 0.690 0.744
AC 0.721 0.538 0.657 0.733 0.751
0s 0.872 0.432 0.519 0.520 0.634 0.657

Note: RDC = Research and Development Capability; HCS = Human Capital
Skills; AC = Absorptive Capacity: OS = Organisational Sustainability.
AVE = average variance extracted; CR = construct reliability.
2 square root of AVE (diagonal elements in bold).
Source: Developed for the research.
The items chosen to measure each construct are internally consistent. The
convergent validity shows all items have a positive correlation between them.
The square root of AVE are all greater than the corresponding inter-construct
correlations.

Table 4: The Hypotheses Testing Result

Hypotheses Regression weights B tvalue pvalue  Result
R?(0S) =487

H RDC-0S J25= 1.176 240 Rejected

H; HCS-0s 077w 0.525 599 Rejected

H; AC-0S S541%% 3.225 001 Supported

Good-of-fit statistics: x*=124.406 (df=105, p=0.095), x*/df=1.185, CFI=.0.986,
RMSEA=0.029
Note: RDC = Research and Development Capability: HCS = Human Capital
Skills; AC = Absorptive Capacity; OS = Organisational Sustainability.
**Significant Level at p<0.01, ® not significant
Source: Developed for the research
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Abstract: The purpose of this study is to examine Ihe market onenfa(mn and business
performance SMEs in Malaysian
among business owners and managers of campsny Food & Beversgs SMEs in
Malaysian. through & Google form. SPSS
software was chosen fo conduct the sampling method fo analyze the data usmg !he
y analysis, the nalys’
nam:amy test, hypothess testing and multiple linear regression. In addition, !hs ilnd'rrigs
show that the between and fim while
competitor orientation had no significant relationship with firn performance. Customer
was found to pi

INTRODUCTION

Racant problems incluce the health caastrophe brought on by the: COVID-19 |

pandemic in 2020, which affected SMEs. Decreasing cash flow, was brought on

vesrsdod s sfe-hven st emcn 6 U gkl concers

improvamants in China's economic act

~

pertormance?
Does the competitor orientation influence the SMES business
performance?

1. Customer orientation has a significant and positve. rolationship with

Compatitor crentation has a signiicant and posiive relaionship with
business porformance in Malaysian SMES,

Lj

LITERATURE REVIEW

BUSINESS PERFORMANCE (DV)

AUTHOR DEFINITION

Organizations, departments, teams, workgroups, and individuals may all

Vince Kellen, 2003 be graded on their performance.

Santos and Brito, The financial and operational performance of a business is indicators. of
2012 its overall viability.

AUTHOR IMPORTANCE

An aspect of management is helpfLl 1o businesses because it allows
them to establish organisational goals on a frequent basis and provides

Vince Kellen; 2003 managers with consiructive citicism on performance towards cortain

goals.
— Dependence of firm performance proves that the importance of
Sa:;os il performing in business is to be notable from the broader construct of

erganizational effeciivenass.

MARKET ORIENTATION (IV)

AUTHOR DEFINITION

Narver and Slater, | o business culture that prioritises customers, competitors, and inter-
1090 functional orientation to provide greater customer value.

Narver and Slater

Kohli, 1990,1993 Use three distinct parts with single-cimensional structures,

AUTHOR IMPORTANCE
Narver and Slater, To better sarve cusiomers, compelilive advaniage and market focus
1990 should go hand in hand.
Narver and Slater | To buld and strengihen an enterprise's abilty to compete in tsindustry.
There aro three production,

IKohli, 1990,1993 and intelligence reaction,

. Does the customer orientation influence the SMES business |

1 arientation
‘and business perormance among SMES in F&B business.
This study aims 1o invesiigate the relationship between competior
L SMESs in F&B business. J

RESEARCH METHODOLOGY

Scale of Measurement Pilot Test

Five-point Likert scale (1 30 set of questionnaires have

“strongly disagree” and 5= considered as pilot test

“strongly agree”) in all variable’s questionnaire and have

questionnaire selection column distributed randomly to Owner
and Representative of SMEs in
Malaysia

Development of Questionnaires

Market Orientation
Market orientation is an
approach to business that
prioritizes identifying the needs
and desires of consumers and
creating products and services
that satisfy them. (Narver and
Slater 1990)

Business Performance
Firm performance is a
component of organizational
effectiveness that involves
operational and financial
outcomes. (Santos & Brito,

7 items 10 items

PRESENTED

MULTIDISCIPLINARY RESEAR!

ON THE ENTREPRENEURSHIP AND BUSINESS

RESEARCH FRAMEWORK

ORIENTATION \ Business

CUSTOMER -
R— Perfermance in

Malaysian SMEs
COMPETITOR / é
ORIENTATION -

RESULTS

Reliability Test Coefficient Alpha (Actual Data)

Independent Variable
- Customer Orientation 0.898 5 Very Good
- ‘Competitor Orientation 0.897 5 Very Good
20 bependent variable
- Business Performance 0.896 7 Very Good
TOTAL 0.897 7 Very Good

Multiple Linear Regression

0.814a 0.663 0656 030565
- Std. Error -
(Constant) 0530 0.286 1850  0.067
SEET | 0.071 0662 10018 0000
Orientation
G | ey 0.040 0.261 3943 0000
Orientation
Hypothesis Testing
HYPOTHESIS RESULTS
H1: Customer orientation has a significant  B= 0.780
and positive relationship with business p value is less than level of significance of 0.05
performance. ‘which the amounted is 0.000.
H2: Competitor orientation has a B=0.560
significant and positive relationship with p value is less than level of significance of 0.05

business performance. which the amounted is 0.000.

CONCLUSION AND RECOMMENDATION

+ All of market orientation characteristics have a positive and significant

impact on performance and the mediating function of innovation.

market orientation will have a favorable impact on a SMEs' level of
performance in their business activities when it is implemented in
Malaysia.

* It is also important to note that innovation is crucial to SMEs' success

overall, and specifically Malaysian SMEs’ performance.

In order to gain a deeper understanding of the interactive effects of market
orientation and innovative capabilities on performance for SMES and to
help provide rich insights into how its applicability will impact on business.
performance, future research should evaluate relationships between
market orientation, innovation, and performance in other emerging or
developing economies.

« Afocus on the market ensures a customer-centered strategy for building a
market base that is by , cross-functional

marketing initiatives to ensure long-term company success.
*  Numerous studies have found a strong correlation between market

orientation and firm performance.
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THE INFLUENCE OF ENTREPRENEURIAL COMPETENCY AND
SUSTAINABILITY ENTREPRENEURSHIP AMONG WOMEN STUDENT IN
UNIVERSITY MALAYSIA KELANTAN CITY CAMPUS, MALAYSIA

The issue of women's] Four primary objeclives were il koGl i
empowerment has received a stated as follows:
lot of attention around thel » RO1: To  identify the fen ::,.. :" ":‘_‘:_ .
world. Mumerous studies have relationship b
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+ The findings of the study can be one of the

government and non-government references to
improve sustainability entrepreneurship among
women student entrepreneurs such as the Prihatin
Business Registration Scheme (SPPP), the Maijlis
Amanah Rakyat Loan Scheme (MARA), and the
Entrepreneurial Pioneer Program (PPU).

This study can also be useful for universities,
especially University Malaysia Kelantan, to improve
programs or implement conditional financial
assistance to women student entrepreneurs so that
they can achieve sustainability in the long term.
They will also know about how business operations

are carried out correctly and
sustainable despite a lot of
market.
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INTRODUCTION

In the year of 2019, the world was shocked when
the worldwide attacked by COVID19 Pandemic
attacked. While countries are at different points in
their COVID-19 infection rates, worldwide there are
currently more than 1.2 billion children in 186
countries affected by school closures due to the
pandemic.

In Malaysia, this unprecedented crisis has provided
an opportunity to improve online education for
almost 5 million school students and 1.2 million

OBJECTIVES

1) To identify the relationship between study and the
usage of Peranti Siswa among students in Malaysia.

2) To identify the relationship between entertainment
and the usage of Peranti Siswa among students in
Malaysia.

3) To identify the relationship between income
(gaming,online business) and the usage of Peranti
Siswa among students in Malaysia.

LITERATURE REVIEW

DEPENDANT VARIABLE
THE USAGE OF PERANTI SISWA
(Herodotou, C., 2017)

INDEPENDANT VARIABLE
STUDY
(Mulet et al., 2019)

ENTERTAINMENT
(Oliemat et al., 2018)

INCOME (GAMING, ONLINE BUSINESS)

university students. The government in Malaysia ) TO identify the most contribution between these three
realises that students need devices to learn,  Usage of Peranti Siswa among students in Malaysia.

However, there are a few people who are less able

and need to be helped. With that, the government
has channelled Peranti Siswa assistance to [EV/I=H)glo]ple]Nelc) 4
students in need. The Malaysian Family Device is

an initiative to provide devices to students of
Higher Education Institutions (HEIs) who are in the
BA40 family group to ensure that the students' study
process is maintained.

The time spent on different activities on the tablets
varied from person to person. In this research,

researcher are study the usage of Peranti Siswa
among students in Malaysia

RESUL

Overall Descriptive Analysis

(Bankov & Boris., 2019)

DATA ANALYSIS
Online Questionnaire & SPSS
RESEARCH DESIGN : -
RESEARCH DESIGN +  Descriptive Statistic
Quantitative Method RESPONDENT . Reliability Test
503 Respondents = Pilot Test
MQ& + Pearson's Correlation
Non Probability Sampling MEASUREMENT Cosfficient

6 Point Likert Scales

e Summary of Hypothesis result
Reliability Cronbach’s Alpha

CONCLUSION

In conclusion, from the result of SPSS,
researchers performed only one independent
that has a strong correlation with dependent
variable which is study (H1). Meanwhile, for
the other two variables which are
entertainment (H2) and income (gaming,
online business) (H3), there is a weak
correlation with dependent variables.

Finally, the findings in this research were
given out the usage of Peranti Siswa are
related with study, entertainment and income
(gaming, online business)

Research Question fpmoies Finding
Item Description Mean Levelion i e o
Agreement 2 el & s & e 1) To identify the relationship <0.05 High
item Alpha between study and the usage LE 0753 st
of Perant Siswa amon 2 el
students in Malaysia.
Study 4.658 Agree Study 503 5 0.880
2) To identify the relationship
between entertainment p<0.05 Litlle
Entertainment 4513 Agree i the usage of Peranii Siswa r=0.253 | correlation
Xe] Entertainment 503 5! 0.846 among students in Malaysia.
Income (gaming, 4.554 free income (gaming, | 4 el 3) To identiy the relationship
online business) online business) ’ Pomeen come erts Little
(gaming,oniine business)and | r=0.193 | LW
the usage of Peranti Siswa
among students in Malaysia.
Usage of Peranti i
o e s Usage of Peranti | ) 5 e
Iswa Siswa
4) To identify the most
between these . Study
three usage of Peranti Siswa variable
among students in Malaysia.
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COVID-19 has proved to be a major global subverted of human life. It is noteworthy that people's normal lifestyle has
undergone major changes, and isolation is needed to prevent the spread of disease. The students had to move out of the
dormitory, take classes online and give up their usual peer gatherings. So far, people have noticed that the difficult transition
of online learning, lack of peer interaction, sense of isolation and uncertainty about the future, graduation or course quality
have had a negative impact on students' mental health, including university students. The worries that these mental health

issues would get worse are well-founded,

Ily with the compelled switch to online learning platforms brought on by the

Covid-19 lockdown. However, mental health problems are often one of the main reasons for personal physical and mental
health. Therefore, mental health care is crucial for achieving public health goals.

@0 examine the relationship between

social isolation in online learning to

University Malaysia Kelantan student
mental health on case of COVID-19

Pandemic.

@00 examine the relationship between
virtual learning fatigue in online learning
toward University Malaysia Kelantan

19 Pandemic

student mental health on case of COVID- _

@0 examine the relationship between | DESIGN | TECHNIQUE | COLLECTION

learning environment in online lea

toward University Malaysia Kelantan Quantitative
student mental health on case of COVID-

19 Pandemic.

ward
SOSIAL ISOLATION
VIRTUAL LEARNING .
o —— | STUDENT'S MENTAL
HEALTH
LEARNING
ENVIRONMENT
RESEARCH | SAMPLING DATA RESPONDENT | MEASURMENT |  PATA
ANALYSIS
g " + Descriptive
+ Non i
2 Anal
Probabiity | Onine 361 5 Point Likert | _ R;f;ﬁ:fy
research Sampling | Questionnaire | peqnondents Scales
« Purposerui | (Google Form) Test
. * Pearson's
sampling Correlation
Coefficient

Reliability Cronbach's Alpha Test Overall Descriptive Analysis Hypothesis Testing
" Pearson
Hypothesis Significant 5
e N NO. Of ftem | Cronbach's Item Description N Mean corelaton
Description : Alpha B =
There is a significant relationship
between social isolation in online
leaming and UMK student's mental =00 T
Social Isolation | 220 5 0.863 Social Isolation 220 3.49 health on case of COVID-13 pandemic.
) There is a significant relationship
Virual Leaming | ) 5 0.843 Virual Learning 220 347 between Virtual Learning Fatigue in
Fatigue Fatigue online learning and UMK student's P=.000 615
mental health on case of COVID-19
demic.
Learning Leaming pan
Environment 220 S Dol Environment 220 ez = =
There is a significant relationship
: 5 between learning environment in online
Student's Student's Mental -
o || B0 5 0.908 e 220 332 learning and UMK swdents mental| =000 50
health on case of COVID-19 pandemic.

« Encouraged to investigate larger
populations

« Students can make physical and mental
preparations in advance in case online
learning needs to be carried out at an
unexpected time.

« Students also need to communicate
online with their friends

« Laptop assistance by the University
needs to be carried out and distributed
to students who are less able to have a
device that allows them to carry out
online learning

positive correlation between all variables.

During the COVID-19 Pandemic, factors like social isolation, virtual learning fatigue, and the learning
environment have a negative impact on students' mental health. Additionally, a questionnaire is used to
collect all the data. Using descriptive analysis, the Pearson reliability test, and correlation analysis,
SPSS software was used to analyze the data. The relationship between independent variables and
dependent variables has been determined from the outcome. Based on coefficient values, there is a
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