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Abstract

Online shopping has grown exponentially due to the technological growth. This development can be 
seen in all the developed and developing economies irrespective of the demographic features. This paper 
seeks to explore the influencing factors of Muslim consumers’ online purchase intention towards Islamic 
fashion products such as apparel, accssories and hijabs. The study highlights on the better understanding 
of Muslim consumers’ online shopping intention by focusing on the trend of Islamic fashion products. It 
also presents the conceptual study of Muslim consumers’ online purchase intention as the main construct 
based on the past studies and literature findings. Islamic fashion products’ market has a significant growth 
with its high demand by Muslim consumers from different parts of the world, and thus, fashion designers, 
manufacturers, retailers and fashion online stores preferably have more opportunities in the emerging 
fashion market. A conceptual model is proposed to explain online purchase intention and thus, it assists in 
the understanding of the underlying concept of online shopping and purchase intention. Recommendations 
and suggestions for further research are also provided to embark on empirical investigation of the present 
conceptual model.
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Introduction
With the development of new technology, consumer-shopping exercises have shifted 

from the traditional in-store shopping to online shopping. Moreover, the internet has become 
an essential part for everyone in their everyday life (Polychronidou, Valsamidis, Kazanidis, 
Theodosiou, & Karasavvoglou, 2014). The internet live statistics mention that  internet users 
in the world have increased up to 3.33 billion in 2016. Therefore, approximately 46.1 % of the 
total world population has an internet connection and the numbers and percentage of users 
has rapidly increased from 1999 to 2016. The rapid advancement of the information technology 
has made online shopping important and it is being adopted by developed and developing 
countries throughout the world. 
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Moreover, online shopping is more common among online users, as it is suitable for 
consumers who live a busy lifestyle. Consequently, marketers try to understand the shopping 
behaviour and intention of the online consumers because it is different from traditional in-store 
purchase. Badrinarayanan, Becerra & Madhavaram (2014) mentioned that there is an incredible 
potential for online shopping growth both in the U.S. and in the world. Thus, it is important to 
find out the influencing factors of consumers’ potential purchase intention and behaviour towards 
Islamic fashion products, and emerging Islamic fashion trend to apply appropriate marketing 
strategies particularly in the Islamic fashion online shopping sites by marketers. 

As stated by the State of the Global Islamic Economy Report (2013), in Malaysia, Muslim 
consumers’ expenditure on food and lifestyle products reached to US$1.62 trillion in the year 2012 
(Reuters, 2013). Moreover, online purchase for clothing, shoes and accessories were RM48 million 
worth on local websites and RM41 million worth on overseas websites (Crunch, 2012). According 
to the Nielsen Global Survey (2014), over six in 10 Malaysians read online review before 
purchasing a product and 62 per cent of Malaysian consumers view the Internet as a medium 
to identify relevant and latest available products. Accordingly, the revenue in the e-commerce 
market in Malaysia amounted  to US$ 991.1 million in 2016 with user penetration rate of 58.35% in 
2016 and is expected to reach 77.31% in 2020 (eCommerce, 2016).

According to the the small prospects for the textile and clothing industry report (2012), the 
industry of Malaysian textile and clothing is expected to reach an investment of up to US$3 
billion during the period of 2011-2020 in Malaysia. Thus, Malaysian textile and clothing industry 
has a potential huge market share currently and in the  future. However, the amount of revenue 
attained from sale over  the internet is yet to be ascertained. Thus, this conceptual paper, aims to 
explore the influencing factors of Muslim consumers’ purchase intention to shop online for Islamic 
fashion products such as apparel, hijabs and abayas. Future trend of Islamic fashion products 
industry is  projected in this study. 

The influencing factors of online shopping intention are explored based on the internal 
influences such as consumers’ attitudes and perception towards online purchasing and the 
external influences such as website attributes and privacy issues since online shopping differs 
from purchasing at a store. Significantly, Muslim consumer’s lifestyles differ from non-Muslims, 
according to the requirements of Shariah Law. Thus, it is important for companies, retailers, 
fashion designers and industries to focus on Muslim consumers’ online purchase intention and 
influencing factors towards Islamic fashion products.

Moreover, producers should know consumers’ choices and preferences so that better quality 
and distinct Islamic fashion products are offered to potential online shoppers. Thus, the paper aims 
to explore the purchase intention of consumers, and influencing factors towards online shopping 
specifically for Islamic fashion products. Additionally, this paper also aims to evaluate the future 
trend of the Islamic fashion Industry. In this conceptual paper, the problem statement, research 
objectives and questions, antecedences of the literature, significance of the study and proposed 
conceptual model are discussed. Besides, the Islamic concept of modesty is also discussed.

Problem Statement and Significance of The Study
Currently, there is a growing purchase of products from the range of low-involvement to 

high involvement products over the internet. However, there is limited research on assessing 
the influencing factors towards online purchase intention of Muslim consumers specifically on 
Islamic fashion products. Online purchase intention for Islamic fashion products may be different 
from purchasing of non-Islamic products because Islam encourages specific rules for every part 
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of one’s daily life issues such as eating, dressing, and others. Thus, the influencing factors of 
Muslim consumers’ intention to shop online for Islamic fashion products should be measured. 
Therefore, this paper explores online purchase intention and its influencing factors. The primary 
drive to conduct research on this topic is to fill the gap in the research field on Muslim consumers’ 
purchase intention, its internal influences and external influences toward Islamic fashion products.

Research Objectives and Research Questions 
The general objective of studying this paper is to explore the factors on the basis of which 

Muslim consumers shop online while purchasing Islamic fashion products. This study also 
intends to highlight the potential growth of Islamic fashion industry. Therefore, the specific 
objectives of this research are as follows;

1. To compose a conceptual study on Muslims consumers’ online potential purchase intention of 
Islamic fashion products.

2. To observe the impact of customers’ external and internal factors on the impact of online shop-
ping experience of the Muslim.

3. To explore the impact of customers’ external and internal factors on Muslim consumers’ online 
purchase intention.

4. To explore the potential trend of  Islamic fashion clothing industry. 

 Based on the above-mentiond problem statement, the research questions are constructed for this 
conceptual paper in order to explain the problem statement and achieve the research objectives.

1. What are the influencing factors of Muslim consumers’ in purchasing Islamic fashion products 
over the internet?

2. What is the impact of customers’ external and internal factors on Muslim consumers’ online 
purchase intention? 

3. What is the impact of online shopping experience of Muslim consumers towards online pur-
chase intention?

4. What is the potential trend of the Islamic fashion clothing industry? 

Literature Review

Fashion
Fashion is the important concept for everyone in everyone’s life and it is perceived differently 

by one individual to another. Fashion is defined as the styles of clothing and accessories worn at 
any given time by certain groups of people (Ciarniene and Vienazindiene, 2014). Moreover, the 
determinants like attitude, perception and intention to use fashion products may significantly 
differ from one another. In the insight of female fashion, it is basically combined with different 
fashion items. However, in this article, only the clothing related fashion items viz., apparel, hijabs 
and abayas are focused.

Islamic Fashion Products 
Islamic way of clothing is guided by Islamic principles which preserves modesty as stated in 

the two main sources of Islam: the Qur’an and Sunnah. In fact, clothing is regarded as the mixture 
of religion and modesty in Islam that shows self-confidence, social and professional status, 
identity, and other values included in the fashionable clothing (Hassan, Zaman, & Santosa, 2015). 
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The concept of modesty is applicable for both men and women in Islam and both have to dress 
up modestly (Omair, 2009). Moreover, the hijab plays an essential role in Muslim women’s attire. 
Thus,  the usage has high potential growth among Muslim communities.

Online Shopping
Online shopping basically means“the process of buying and selling the products/services 

which take place on the virtual network”. Online shopping is very convenient and time saving. It 
also helps customers to gather  information of  particular products, compare  products with few 
clicks within minutes (Vegiayan, 2013). Moreover, customers can review products and comments 
related to the products by reviewers and users, and assist  customers for their purchase evaluation 
process. In addition, it helps consumers to browse various  online shopping websites within the 
comfort of their home, and avoid crowd, traffic and parking problems at the malls. Thus, the 
core objective of this conceptual paper is to explore the influencing factors of Muslim consumers’ 
online purchase intention towards Islamic fashion products.  

The development of technology advancements and internet has created better opportunities 
and prospects for buyers as well as sellers to exercise online transactions (Salehi, 2012) as 
online shopping practices increase constantly among consumers (Polychronidou et. al, 
2014). Consequently, online shopping allows consumers to search for products’ information, 
promotional offers and discounts with the use of marketing environment through internet (Suki 
& Suki, 2013). The main reason and major benefit for shopping online is that consumers can shop 
online at any time and any place as well as products can be accessible even if it is not available 
in the specific geographical region or territory (Salehi, 2012). However, without the intention to 
shop online, online purchase transaction will not complete. Thus, consumer purchase intention 
is the most important factor for marketers to know because it can lead to consumers’ choices, 
preferences and purchase decision accordingly.  

Every individual purchases products for daily and basic needs as well as for social needs. 
Thus, consumers’ purchase intention can be influenced by both external and internal influences 
such as attitude, perceptions, website attributes and privacy issues. Significantly, internal 
influences also have an important role in the purchase of Islamic clothing. According to Hamid 
(2008), consumers’ behaviours are influenced by several factors such as technology literacy, the 
experience level and demographics. Understating the clear picture of consumers’ online shopping 
behaviours can be very helpful to marketing managers in predicting the rate of online shopping 
and the future and growth of e-commerce (Suki & Suki, 2013).

Consumers’ Purchase Intention and Online Purchase Intention
Purchase intention ensues when a consumer buys a specific product resulting from his or her 

need for that particular product, which is the result of one’s perception and attitude towards that 
product. Therefore,  intention of purchase is very important for every individual, which reflects 
attitudes, beliefs, norms, cultures and lifestyles. Chen, Hsu, & Lin (2010) quoted that “purchase 
intention is a major consequence of pre purchase satisfaction in the e-commerce context”. Therefore, 
purchase intention is very important tool in marketing since it results in actual actions. The most 
significant issue in every industry is to focus on the purchase intention of consumers. Therefore, 
marketers  formulate the accurate strategies in the marketplace that are relevant to market demands 
to stimulate the purchase intention of consumers. Therefore, Muslim consumers would assess the 
Halal and Muslim friendly products based on their purchase intention, needs, expectations, and 
perceptions. Based on the consumers’ purchase intention in the traditional perspectives of physical 
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outlets, it can be expected in the context of online purchase intention. Lynch and Beck (2001) 
mentioned there is a variation of different levels of beliefs, perceptions and online buying behaviour 
in different regions and the internet usage. The study revealed that online businesses should 
be conducted by examining the continually changing consumer behaviour of online shoppers. 
Therefore, the behaviour and intentions of consumers are the two most important factors that assist 
marketers to study regular and loyal consumers respectively.

Religious Concept Prominence of Dressing 
Islam is not only a religion but also the way of life for all human beings. The Islamic teachings 

for every aspect of human lives are in line with human nature. In Islam, the Almighty has given 
full rights as human being to everyone. Therefore, women also have their rights and at the same 
time, women are protected from the unexpected shortcomings by their way of dressing, the way 
they compose themselves and others.  The below mentioned verses from  the Qur’an highlight  the 
issue of dressing and clothing.

 O Prophet! Tell your wives and daughters and the believing women that they should draw over 
themselves their jilbab (outer garments) (when in public); this will be more conducive to their being 
recognized (as decent women) and not harassed. But God is indeed oft-forgiving, most merciful. (Al 
Quran, Surah Al Ahzaab - 33:59)

 And say to the believing women that they should lower their gaze and guard their modesty; that they 
should not display their zeenah (charms, or beauty and ornaments) except what (must ordinarily) 
appear thereof; that they should draw their khimar (veils) over their bosoms and not display their 
zeenah except to their husbands, their fathers and that they should not strike their feet so as to draw 
attention to their hidden zeenah (ornaments). (Al Quran, Surah Al Noor - 24:31-32)

 And know that women advanced in years, who no longer feel any sexual desire incur no sin if they 
discard their thiyab (outer garments), provided they do not aim at a showy display of their zeenah 
(charms or beauty). But it is better for them to abstain (from this); and God is all-hearing, all-know-
ing. (Al Quran, Surah Al Noor - 24:60)

These verses highlight the issue of clothing with the key principle of modesty. Thus, religious 
teaching is an important factor in purchasing activities because one’s behaviour, decision, values, 
attitudes lead to one’s purchase intention. 

Internal and External Influences  
Teng, Rezai and Zainalabidin (2011) state that the perception of consumer is positively related 

to the actual buying behaviour. Moreover, things, which can lead to the purchase decision of 
consumers, are according to their perceptive norms such as trust, quality and price of the product 
and guided by internal influences. Accordingly, internal influences such as attitude, perceptions 
and behaviours are very important in choosing products for purchase in online stores. Therefore, 
internal influencing factors, attitude, perceptions and behaviours, are very important in choosing 
and purchasing the appropriate Islamic fashion products over the internet. Significantly, 
consumers must have certain level of knowledge on the basic benefits of purchasing the products 
with certain experience and information on the products intented for purchase. Similarly, San 
Martín & Herrero (2012) reported that psychological factors determine the creation of online 
purchase intention. Furthermore, Teng et al. (2001) stated that there is a positive association 
between perception and actual buying behaviour. Hence, consumers’ internal influences strongly 
impact ones’ purchase intention and decision.
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Other external influences such as website attributes in terms of colour, layout, accessibility, 
security and privacy issues can lead to credibility of websites and online shops. A study found 
that external influences such as colour and layout has direct effect on the enjoyment and 
involvement of online shopping, and also indirect effect on the patronage intention towards 
online stores (Kim, Marie, & Lee, 2007). Likewise, social perspectives can impact positively on the 
intention to use collaborative online shopping websites (Kim, Suh, & Lee, 2013).

Online Shopping Experience
Online shopping experience also plays a significant role towards consumers to shop online 

because it familiarizes them with the system,  process and the online shopping attributes. Shim 
et al. (2001) found that history of consumers’ shopping over the internet influences e consumers’ 
intention to shop online. Studies by Eastlick and Lotz(1999) and Weber and Roehl(1999) found that 
shopping intention over the internet is directly affected by the past online shopping experiences. 
Moreover, online shopping experience helps in enhancing online shopping exercise because the 
trustworthiness grows along with experience (Chen and Barnes, 2007).

Proposed Model

The above conceptual model is proposed in order to explore the influencing factors of 
online shopping intention of Muslim consumers. Online purchase intention is often reflected 
by consumers’ willingness to make a purchase through online website. As discussed earlier in 
the literature review section, internal influences such as attitude and perception, and external 
influences such as website attributes and privacy help consumers to experience online shopping. 
As internal influences impact purchase intention, external influences are also essential in 
deciding online purchase intention,  likewise,  website design affects online purchase intention 
(Vijayasarathy, 2004; Richard, 2005), as the website provides information (Schaupp and Belanger, 
2005). Moreover, from the company point of view, the design of a website is part of the electronic 
business and e-commerce strategy (Hernandez, Jimenez, & Martin, 2009). Furthermore, regarding 
online shopping experience, once one experiences shopping over the internet, it is likely to lead 
to the intention to shop online for future purchases. Therefore, the three independent variables; 
internal influences, external influences and online shopping experiences, are constructed to 
explain the dependent variable, online shopping intention in the abovementioned model. In the 
studies of Parasuraman and Zinkhan (2002) and Vijayasarathy (2004), it is shown that e-commerce 
is influenced by various variables in different contexts of both market and social in which 
individual consumers explore the services differently. Thus, this conceptual model is proposed to 
explore the consumers’ online purchase intention towards Islamic fashion clothing. 
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Conclusion
The rapid development of information technology has changed many business practices (Kim 

et al., 2013). Muslim women wear the black long dress, known as Abaya, and the headscarf (Hijab) 
as an image of modesty and as a sign of protection. The design of wearing traditional Abayas has 
shifted into fashion trends in tandem with changes of the era and technology. Furthermore, Chen 
and Song (2014) stated that Muslim women choose stylish hijab leading to demand for fashion 
industry. Muslim consumers in Muslim minority countries face problem in obtaining Islamic 
based fashion products because it is difficult to find physical stores for Muslim friendly products 
as the demand for such products is low in those countries. Therefore, online Islamic stores are 
more widespread among those who are unable to access physical stores, and those who seek to 
order good quality and stylish products from different and far places.

In the market, variety of Abayas are available with different designs, materials, patterns and 
crystals, and are specifically designed based on consumers’ different lifestyles to cater for different 
occasions. From time to time, the fashion world and  trends of clothing change. Thus, Islamic 
fashion trends are akin to western-style fashion, but those are designed from the modesty point 
of view to accomodate Muslim women’s preferences. In fact, well-designed Abayas by adding 
more accessories like leather, fur, lace, crystals and diamante. Thus, Islamic fashion market is more 
popular and emerging not only among  Muslim women but also among consumers from different 
parts of the world. 

In order to promote Islamic fashion as well as to penetrate the Islamic fashion market, 
marketers organize variety of Islamic Fashion Shows and Fairs. For example, Indonesia Islamic 
Fashion Fair (IIFF) was held in 2013 at the Jakarta Convention Center. Moreover 150th Saverah 
Islamic Fashion Weekend at the Global Peace & Unity Event was held on the 23rd & 24th 
November 2013 in Excel London  and the 5th Annual Urban Muslim Woman Show was also 
held on the 10th October 2015 in London. Likewise, in Kuala Lumpur, Malaysia, Moslema in 
Style International Fashion Show 2014 was held on the 8th November 2014 at Putra World Trade 
Centre, The Islamic Fashion Show was held from August 12th to 16th in 2015.  All those fashion 
exhibitions promote Islamic fashion towards the development of  Islamic fashion industries.

Based on the State of the Global Islamic Economy Report (2013), Muslim consumer 
expenditure in the clothing fashion sector is expected to increase to $322 billion by 2018, from an 
estimation of  $224 billion in 2012. In the State of the Global Islamic Economy Report of 2014-2015, 
it is found that Muslim consumer spending on clothing and footwear has increased globally to 
11.9% to reach $266 billion in 2013. In the report of the State of the Global Islamic Economy (2015-
2016), it is also indicated that Muslim consumers expend an estimated US$ 230 billion on clothing. 
Thus, it represents the growth and potential trend of Islamic Fashion market. Moreover, Muslim 
clothing consumer market is regarded as the second largest market in the world and the total 
expenditure of Muslim consumers on the consumption of food and lifestyles is projected to reach 
$2,470 billion by 2018 and $224 for clothing sector in particular (Reuters, 2013). 

Moreover, the industry of Muslim women attire is foreseen as a  prospective market sector 
in the world as Islam is the fastest growing religion (Practices, Young, & Female, 2014) and halal 
fashion is one of the criteria of halal lifestyles for Muslim consumers (Hanzaee & Chitsaz, 2011). 
Therefore, the market of Islamic fashion products has significant growth with the high demand of 
Muslim consumers from different places of the world. Fashion designers, manufacturers, retailers 
and online stores have more opportunities to enter the emerging market with different marketing 
strategies. 
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Future Recommendation
As future recommendation, it is recommended to conduct empirical research on the similar 

study to prove the conceptual model which is also one of the limitations in this paper. In addition, 
there are other important factors which can influence Muslim consumers’ intention towards 
fashion and thus, the study can focus on adding additional internal and external influences. Future 
research may also add other variables such as, fashion involvement and fashion consciousness to 
increase significance of the study.

References
Armstrong, G. and Kotler, P. (2000), Marketing, 5th ed., Prentice-Hall, Englewood Cliffs, JJ, pp. 153-4.

Badrinarayanan, V., Becerra, E. P., & Madhavaram, S. (2014). Influence of congruity in store-attribute 
dimensions and self-image on purchase intentions in online stores of multichannel retailers. Journal of 
Retailing and Consumer Services, 21(6), 1013-1020.

Chen, Y. H., & Barnes, S. (2007). Initial trust and online buyer behaviour. Industrial management & data systems, 
107(1), 21-36.

Chen, Y. H., Hsu, I. C., & Lin, C. C. (2010). Website attributes that increase consumer purchase intention: A 
conjoint analysis. Journal of Business Research, 63(9), 1007-1014.

Chen, L., & Song, S. W. (2014). Rethinking Hijab : Multiple Themes in Muslim Women’s Perception of the 
Hijab Fashion. In International Conference on Communication, Media, Technolog and Design, 208–214.

Čiarnienė, R., & Vienažindienė, M. (2014). Management of Contemporary Fashion Industry: Characteristics 
and Challenges. Procedia-Social and Behavioural Sciences, 156, 63-68.

Crunch, M. (2012). Malaysia Crunch. Retrieved from www.malaysiacrunch.com: http://www.malaysiacrunch.
com/2012/03/malaysias-e-commerce-statistics-updated.html

Eastlick, M. A., & Lotz, S. (1999). Profiling potential adopters and non-adopters of an interactive electronic 
shopping medium. International Journal of Retail & Distribution Management, 27(6), 209-223.

eCommerce. (2016). Retrieved from www.statista.com:https://www.statista.com/outlook/243/122/ecommerce/
malaysia#

Hamid, N. R. A. (2008). Consumers’ behaviour towards Internet technology and Internet marketing tools. 
International Journal of Communications, 2(3).195-204.

Hanzaee, K. H., & Chitsaz, S. (2011). A review of influencing factors and constructs on the Iranian women’s 
Islamic fashion market. Interdisciplinary Journal of Research in Business, 1(4), 94-100.

Hassan, H., Zaman, B. A., & Santosa, I. (2015). Tolerance of Islam: A Study on Fashion among Modern and 
Professional Malay Women in Malaysia.  International Journal of Social Science and Humanity, 5(5), 
454.

Hernández, B., Jiménez, J., & Martín, M. J. (2009). Key website factors in e-business strategy. International 
Journal of Information Management, 29(5), 362–371. doi:10.1016/j.ijinfomgt.2008.12.006

Internetlivestats (2016). Retreived from http://www.internetlivestats.com/internet-users/#trend

Kim, J., Fiore, A. M., & Lee, H. H. (2007). Influences of online store perception, shopping enjoyment, and 
shopping involvement on consumer patronage behavior towards an online retailer. Journal of Retailing 
and Consumer Services, 14(2), 95-107.

Kim, H., Suh, K. S., & Lee, U. K. (2013). Effects of collaborative online shopping on shopping experience 
through social and relational perspectives. Information & Management, 50(4), 169-180.

Lynch, P. D., & Beck, J. C. (2001). Profiles of internet buyers in 20 countries: Evidence for region-specific 
strategies. Journal of International Business Studies, 32(4), 725-748.



80ADMAA

Volume 1  Issue 2   2016

Amity Journal of Marketing

AJM

Nielsen (2014, 8 26). Retrieved from http://www.nielsen.com/my/en/press-room/2014/e-commerce.html

Omair, K. (2009). Arab women managers and identity formation through clothing. Gender in  
Management: An International Journal, 24(6), 412-431.

Parasuraman, A. and Zinkhan, G.M. (2002) Marketing to serving customers through the internet: an  
overview and research agenda. Journal of the Academy of Marketing Science, 30(4), 286-95.

Polychronidou, P., Valsamidis, S., Kazanidis, I., Theodosiou, T., & Karasavvoglou, A. (2014). E-consumers’ 
Perception–An Empirical Research. Procedia Economics and Finance, 9, 433-438.

Practices, C., Young, A., & Female, M. (2014). A Conceptual Framework on the Study of Trends of Islamic 
Fashion and. AENSI Journals (American-Eurasian Network for Scientific Information), 8(9), 715–719.

Prospects for the Textile and Clothing Industry in Malaysia-2012 Edition. Retrieved from http://www.
researchandmarkets.com/reports/2254252/prospects_for_the_textil e_and_clothing_industry

Reuters, T. (2013). Retrieved from http://www.zawya.com: http://www.zawya.com/files/islamic-reports/
tr-state-of-islamic-economy-2013.pdf

Reuters, T. (2015). Retrieved from http://www.dinarstandard.com/state-of-the-global-islamic-economy-
report-2015/ 

Reuters, T. (2015).  Retrieved from http://www.flandersinvestmentandtrade.com/export/sites/trade/files/
news/342150121095027/342150121095027_1.pdf

Richard, M. O. (2005). Modeling the impact of internet atmospherics on surfer behavior. Journal of Business 
Research, 58(12), 1632-1642.

Salehi, M. (2012). Consumer buying behavior towards online shopping stores in Malaysia. International 
Journal of Academic Research in Business and Social Sciences, 2(1), 393-402.

San Martín, H., & Herrero, Á. (2012). Influence of the user’s psychological factors on the online purchase 
intention in rural tourism: Integrating innovativeness to the UTAUT framework. Tourism Management, 
33(2), 341-350.

Schaupp, L. C., & Bélanger, F. (2005). A Conjoint Analysis of Online Consumer Satisfaction. Journal of 
Electronic Commerce Research, 6(2), 95.

Shim, S., Eastlick, M. A., Lotz, S. L., & Warrington, P. (2001). An online prepurchase intentions model: The 
role of intention to search: Journal of Retailing, 77(3), 397-416.

Suki, N. M., & Suki, N. M. (2013). Consumer online shopping behavior: The effect of internet marketing 
environment, product characteristics, familiarity and confidence, and promotional offer. International 
Journal of Social, Management, Economics and Business Engineering,7, 413-418.

Teng, P. K., Rezai, G., Mohamed, Z., & Shamsudin, M. N. (2011). Consumers’ intention to purchase green 
foods in Malaysia. International Conference on Innovation, Management and Service, IPEDR (Vol. 14).

Vegiayan, K. D., Ming, C. W., & Harun, M. L. O. (2013). Online Shopping and Customer Satisfaction in 
Malaysia. International Journal of Marketing Practices, 1(1), 43-51.

Vijayasarathy, L. R. (2004). Predicting consumer intentions to use on-line shopping: the case for an 
augmented technology acceptance model. Information & Management, 41(6), 747- 762. 

Weber, K., & Roehl, W. S. (1999). Profiling people searching for and purchasing travel products on the World 
Wide Web. Journal of Travel Research, 37(3), 291-298.



81

Volume 1  Issue 2  2016

Amity Journal of Marketing

AJM

ADMAA

Authors’ Profile

Muhammad Tahir Jan is an Assistant Professor of Marketing and a Research Seminar Coordinator at 
the Department of Business Administration, Kulliyyah of Economics and Management Sciences, International 
Islamic University Malaysia. He has a Ph.D in Business Administration (Marketing). Prior to that, he did 
his MBA after being graduated Cum Laude in Bachelor’s degree and being declared as best student of the 
year. He has a vast experience in teaching marketing related subjects and presentation skills to the students 
of different calibre, including;training executives of different organisations. He prefers to publish in the 
area of consumer behaviour and has published in various accredited journals. His research has also been 
presented in conferences both locally and internationally. Due to his research capabilities, he was given 
“Best Researcher Award” for the year 2014 and “Best Indexed Journal Article Award” for the year 2015, at 
the Department of Business Administration, Kulliyyah of Economics and Management Sciences, International 
Islamic University, Malaysia.

Hla Theingi Win  Graduate Research Student, Department of Business Administration, Kulliyyah 
(Faculty) of Economics and Management Sciences, International Islamic University Malaysia.


