THE RELATIONSHIP BETWEEN OTIVATIONS FACTORS AND ONLINE SHOPPING PARTICIPATION
AMONG STUDENT IN UNIVERSITY MALAYSIA PAHANG.

ABSTRACT
This research Is carried out to study the relationship between motivation factors and online shopping participation among student In
University Malaysia Pahang . The objective of this research Is to identify the dominant factor that influence online shopping participation
and to determine the relationship between the motivation factors and online shopping participation. The result of this study has identified
there are significant relationship between dependent variable and independent variable.
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CONCLUSIONS AND RECOMMENDATION

CONCLUSIONS: Based on the finding previous chapter, the result showed that perceived ease of use (independent variable) and online
shopping participation (dependent variable)have a strong relationship between them. The correlation showed that perceilved ease of use and
online shopping participation have the highest significant correlate compared to perceived usefulness and perceived risk. It’s mean that the
perceived ease of use Is the dominant factor to influence online shopping participation.

RECOMMENDATION: Further research can be study the relationships among the factors that influence consumer’s participation in
online shopping with the addition of many other factors such as trust and ability. Another suggestion for retailers that they have to
minimize online shopping perceived risk by enhancing privacy and protection of consumer data, guarantee the quality of product, and
Increase trust on consumers by providing better and friendly communication



