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Abstract : The rise of internet usage worldwide has created a new phenomenon of consumer behaviour, in 

which the consumers’ attention has been shifted to online purchasing. The increase confidence in technology 

and online payment sectors are causing a change in consumer behaviour, away from traditional methods 

(Khouloud, 2020). Statista (2018) reported an estimated amount of 1.8 billion people worldwide now purchase 

their goods online. According to the Internet World Statistics (2020), there are over 3 billion internet users 

globally, thus representing a 577% increase in growth when compared to the global population of internet users 

in 2000. This trend indicates that online shopping has a lot of potential and benefits to societies and businesses 

worldwide. The purpose of this paper is to analyse the best population in online shopping research for Malaysia 

context. 
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Introduction 

Many traditional consumer-oriented businesses and start-up projects alike have been gradually shifting 

away from business models that are shop-based, to those that are virtually borderless and customer-centric. 

According to John and Wichayachakorn (2019), the most crucial factor that influences online shopping is 

convenience. Hence, with the rise of internet usage, the convenience offered by the internet has led many 

companies to use online advertising as an essential tool to provide information, create brand awareness, and 

influence customer perception and attitudes (Duffett, 2017). 

In Malaysia, online purchasing is showing encouraging progress among consumers. According to 

Simon and Sarah (2019), 80 per cent of Malaysian purchase products or services online. The convenient side of 

online shopping such as practicality has strengthened buyers’ intention to make online purchases (Ratih et al., 

2020). Apart form that, online shopping activity can also reduce time and energy compared to going shopping 

the conventional way. Based on the findings by the Malaysian Communications and Multimedia Commission 

(2018), the adoption rate of e-commerce mainly comprise individuals aged between 20 to 30 years old.  This 

finding is consistent with the results of the EcInsider (2019) which also stated that the majority of the online 

consumers belong to this age group.  

 

As there are many benefits of online shopping such as convenience, time saving and ability to boost the 

economic sector, various initiatives and programmes in Malaysia are carried out by the government to promote 

e-commerce in order to encourage and provide confidence in Malaysian buyers to purchase online. One of the 

role played by the industries is to make the digital platform tangible to achieve the aim for Malaysian businesses 

to move towards digitisation (Malaysia Digital Economy Corporation, 2020). Various technological 

developments have improved customers’ intention to purchase via the internet as many products are now 

available online. Therefore, this study aims to define the population used in online shopping study.  

 

Target Population 

Target Population refers to the entire group of people, events, or things of interest that the researcher 

wishes to investigate (Sekaran and Bougie, 2006). In many academic studies, due to practical considerations 

such as convenience and, time and cost-saving, college or undergraduate students are often used as research 

subjects (Zikmund and Babin, 2006). There is no exception for the online shopping, in which quite a number of 

studies have employed undergraduate and postgraduate students as the research subject instead of the real 

customers (Sorce et al. 2005; Cyr et al. 2008; Butt et al. 2016). Though students can appropriately represent the 

household consumers, most of the time, they do not provide sufficient external validity to represent the 

consumer as the student population is likely to be atypical (Zikmund and Babin, 2006). It is, therefore, 

suggested that data for online shopping study is collected from real customers.  
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The online shopping emphasizes on a specific quality target group with relevant experience and 

knowledge. Therefore, purposive sampling method is the best technique to be implemented (Sekaran and 

Bougie, 2010). Most importantly, other similar research had also utilised the purposive sampling technique for 

online shopping studies namely Mahliza (2020), as well as Roy, Basu and Ray (2020). 

In short, according to Etikan et al. (2016), purposive sampling technique allows researcher to decide 

what needs to be known and sets out to find people who can and are willing to provide the information by virtue 

of knowledge or experience. Evidently, this method is also used in quantitative research to identify and select 

the information-rich cases for the most proper utilisation of available resources (Olsen, Vogt and Andereck, 

2018). Thus, this method is the most appropriate in choosing the responds for online shopping study. Therefore, 

for online shopping study, the criteria of the respondents are: 

 

Firstly, Euromonitor International (2011) identifies all living human as a customer of a product and 

brand. Despite incorporating online shoppers from all age groups, the statistics released by EcInsider (2019) 

have focused on general customers that range young customers from the age of 18 to 24 years old, and 25 – 34 

years old as well as 35 to 44 years old, 45 to 54 and 56 to 64 years old. Thus, coupled with the fact that 

customers in the age of 18 and above can have steady income and able to decide on their purchase (Euromonitor 

International, 2011), it would be appropriate for online shopping study to consider online shoppers aged 18 

years old and older as a sample.   

 

As to ensure a valid and reliable evaluation from the customers, it would be more appropriate for 

online shopping study to consider only the existing customers who have adequate experience with buying 

products through online shopping website (Awad and Ragowsky, 2008; Al-Debei et al. 2015; Chin and Goh, 

2017; Raman, 2019). Thus, consistent with many of the previous studies that set six months to qualify for the 

customers to evaluate their attitudes and behaviours (Han et al. 2009; Han and Kim, 2010; Kilger and Romer, 

2007), the respondents of online shopping study should also fixed to customers who have been using the online 

shopping platforms to purchase any products for at least six months. 

 

Conclusion 

 

This study is to examine and understand the characteristics of current users of online shopping which aims to 

define the population used in online shopping study. Despite the high potential growth of retail e-commerce and 

the continued interest in online shopping in Malaysia, there is still a lack of understanding about the 

characteristics of online shoppers in Malaysia and how this will affect consumer marketing. Today, online 

shopping has become a dominant alternative shopping platform that would be difficult for conventional retailing 

to compete with. However, this platform can be considered risky for those who have never done any online 

shopping before. As a result, novice consumers with little to no online shopping experience are more risk-averse 

than their more experienced counterparts. There is a plethora of variables that may constitute that related, and 

shape people's attitudes and behaviour. For example; Liu et al. (2020) revealed in their studies that customers 

with a lower transactional frequency are more likely to search for functionality that can assist with initial 

adoptions when assessing an e-commerce site's functional efficiency in order to reduce possible risks. When 

learning to transact on an e-commerce platform, functionalities such as consultation and guidance, caretaking 

and safekeeping, and hospitality can appeal to inexperienced consumers. These features are crucial for easing 

beginners into online transactions by assisting them in overcoming challenges created by their lack of 

experience. Besides, Sohn (2017) believed consumers' perceptions of technology usefulness play a critical role 

in determining their intentions for and use of online shopping. In another research setting, mobile device-based 

online purchases can increase consumers' overall online purchases (Huang et al., 2016; Wang et al., 2015); 

however, little is known about mobile online shopping in general (Hew, 2017), and consumer adoption in 

particular. Understanding people’s attitudes and behaviour will assist e-marketers and businesspeople in better 

insight how they can increase revenue via online shopping while providing greater profitability for shareholders. 

The ubiquity of the Internet allows information to be sent globally. Due to double-digit worldwide growth in 

revenue (15%) and orders (13%) (eMarketer, 2018) in all forms of online shopping platform, such as business-

to-business (B2B), business-to-consumer (B2C), and business-to-government (B2G), e-commerce accounted for 

around 2.29 trillion dollars globally (John, 2018) and is predicted to hit 4 trillion dollars by 2020 (eMarketer, 

2016) (Rahman et al., 2018). 
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