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ABSTRACT 

 

 

Consumer perception is very important in buying IT products especially 

among students. The factors that influence consumer perception is need to be 

identified. This is because those factors will be a measurement for both consumer 

perceptions in buying IT products. For that reason, this study was conducted to 

investigate the factors influencing consumer perception on buying IT products 

among UTeM students. The data for this study will be collected by using 

questionnaires from 80 respondents in Faculty of Technology and 

Technopreneurship of Universiti Teknikal Malaysia Melaka (UTeM). The collected 

data will be analyzed, interpreted and discuss in PSM 2. 

 

Keywords: Consumer perception, IT product, UTeM Melaka  
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ABSTRAK 

 

 

Persepsi pengguna adalah sangat penting dalam pembelian produk IT 

khususnya dalam kalangan pelajar. Faktor-faktor yang mempengaruhi persepsi 

pengguna adalah perlu dikenal pasti. Hal ini demikian kerana faktor-faktor ini akan 

menjadi ukuran persepsi pengguna untuk membeli produk IT. Oleh sebab itu, kajian 

ini dijalankan untuk mengkaji faktor yang mempengaruhi persepsi pengguna dalam 

membeli produk IT dalam kalangan pelajar UTeM. Data untuk kajian ini akan 

dikumpulkan dengan menggunakan soal selidik daripada 80 responden di Fakulti 

Teknologi dan Teknousahawan, Universiti Teknikal Malaysia Melaka (UTeM). Data 

yang diperolehi akan dianalisis, ditafsirkan dan dibincangkan dalam PSM 2. 

 

Kata kunci: persepsi pengguna, produk IT, UTeM Melaka  
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CHAPTER 1 

 

 

 

INTRODUCTION 

 

 

 

1.1 Introduction 

 

 Consumers facing various decisions option when purchasing their product 

that related to the products itself, purchasing and intended usage. Normally, 

consumer makes their decision on buying product based on their perception about the 

product. Consumer perception is typically affected by advertising, reviews, public 

relations, social media, personal experiences and other channels platform. In 

particular, consumers form a number of different expectations; whether or not those 

expectations are met is crucial in determining their level of satisfaction or 

dissatisfaction. For example, consumers might expect a certain level of quality for a 

specific brand or expect the price of a given grade of product to be within a certain 

range (Creyer & Jr, 1997).  It also refers to the process by which a customer selects, 

organizes, and interprets information inputs to create a meaningful picture of the 

brand or the product. 
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 The concept of customer satisfaction occupies a central position in marketing 

through and practice. Satisfaction was the major outcome of marketing activities and 

serves to link process culminating in purchase and consumption with post purchase 

and brand loyalty. Different models of consumer perception will then be examined to 

show where inclusion of the perception of idea might enhance the understanding of 

behavior. As the item is used, the consumer compares the quality of performance to 

his expectations. If the product performs as well as, or better than, expected he will 

be satisfied. If, however, performance is below expectations, dissatisfaction is the 

result (Swan & Combs, 2015). 

 

 Rapidity of change in technology makes it necessary to study the consumer 

perception of students continuously because this student will have known as digitally 

generation. Technology is defined as art, skill, cunning of hand and the collection of 

techniques, skills, methods and processes used in the production of goods or services 

or in the accomplishment of objectives, such as scientific investigation. In this study, 

this particular study tries to relate the student‟s perception and intention with the 

technology products. This study is important in gaining a better understanding of 

how students use technology, which aspects of technology are important to them and 

to their studies, and which technologies they would like to see used more often. 
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1.2 Problem Statement 

 

 Today, the advancement of technology affects the student‟s preference on IT 

product. There are many factors that influencing student‟s perception to make 

decision on purchasing IT product. Nowadays, student‟s faces difficult to make 

decision on buying a product because there are many different brands or type of IT 

products in the market. In this study researches try to study what is the most factor 

influent UTeM student perception on buying IT product. 

 

 Furthermore, normally the barrier in purchasing of IT product is due to the 

after sale service or the ability to obtain spare parts. By offering different after-sales 

services during the various stages of the primary product lifecycle, the provider can 

ensure product functionality and thereby customer satisfaction(Maghsoudlou, 

Mehrani, & Azma, 2014). This may lead to a fruitful relationship between the 

provider and the customer over time, allowing for more transactions (Ahn & Sohn, 

2009). After sale service is critical to any single business but not much company can 

achieve this goal. 

 

 

 

1.3 Research Question 

 

The main study question has been constructed as per below: 

 

1) What are the levels of UTeM student‟s satisfactions on buying IT products?  

 

2) What are the factors that influencing consumer perception on buying IT products 

among UTeM students? 

 

3) What are the most influencing factors that influence UTeM student‟s perception 

towards on buying IT products? 
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1.4 Research Objective 

 

Throughout the study the researcher aims to achieve the objectives as per below: 

 

1)  To determine the level of satisfaction of UTeM students on buying IT products 

 

2)  To identify the factors influencing on buying IT products among UTeM students  

 

3) To investigate the most influencing factor that influences UTeM student‟s      

perception on buying IT products 

 

 

 

1.5 Significant Of Study 

 

 From the previous details of the background in this chapter, the aim of the 

study, scope and limitation have been stated accordingly to give clear view in the 

next following chapter. By doing so, its aim to UTeM students makes their right 

decision on buying IT product based on their perception about the product. This 

research can be model for the future research if students or consumer to know what 

are the criteria needed to be observes before purchasing any product. In other words, 

each students or consumer has their difference observation on buying product. 

Besides that, the result of this study will provide a new insight to the local marketers 

towards the impact of UTeM student‟s perception on buying IT product. 

 

 

 

1.6 Scope of Study 

 

 This study is mainly focused on the consumer which is UTeM students in 

Melaka area to investigate what are the factor that influencing perception on buying 

IT product. This study was conducted among the UTeM student and focus on FPTT 

student. 
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1.7 Summary 

 

 This chapter is structure as the introduction of whole research. It introduces 

the topic of the study including the background, the problem statements, the research 

questions and research objectives, scope of limitation of study as well importance of 

research. This research aims to identify what are the factor that influencing on 

buying IT product among UTeM students, to investigate the most factor influential 

UTeM student‟s perception towards on buying IT product and lastly to determine the 

level of satisfaction of UTeM students on buying IT product. The research‟s scope is 

done to focus on the research requirements and achieve the research objectives. 

 

 The results from this research, it is assuming that the marketers can improve 

and understanding the consumer or UTeM students on technology products. This 

research also can contribute to increase and improve the demand of UTeM students 

for technology products.  
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CHAPTER 2 

 

 

 

LITERATURE REVIEW 

 

 

 

2.1 Introduction 

 

 In this chapter, researcher discussed relevant information that used as 

secondary data. It began by the introduction of consumer perception and intention on 

buying some product. In addition, the research will be focused on what are the 

factors that influence consumer perception on buying IT product based on previous 

researches. Furthermore, the theoretical framework of this study will be stated in this 

chapter. 

 

 

 

 

 

 

 

 

 

 




