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Abstract

ce the introduction of internet and Worldwide Web, business environment has rapidly
changed from shopping in physical stores to online shopping. In recent years the clothing
industry has taken a new turn where more people prefers online shopping over purchasing in
| T-s\ieal retail stores. This new trend has intensified the level of competition in the clothing
with more online retailers coming into the industry from all over the world like
rica, Europe and China. The biggest challenge among marketers in clothing industry hasn’t
 only how to recruit new customers and keep their existing customers but also to persuade
“to buy different products under the same retailer which is referred as cross-buying. This
arch will focus on finding how online relationship marketing programs like online rebates,
unts, accumulation of points, sending online cards and the design of the online platform
nfluence customers to purchase different clothing products under same retailer. The sample
f 200 University students from INTI International University will be collected to do
ysis. The findings of this research will help to increase knowledge to academicians and
lars on the field of cross-buying from online perspective, help marketers to understand how
ultivate profitable long-term customer relationship through cross-buying and the government

s role improving the availability of internet access to boost the business sector which

ributes to national GDP.

Key words: Online Relationship Marketing Programs, Online retailers, Online Customers,

Cross-buying behaviors, Customer Relationship management (CRM).
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OUTLINE OF RESEARCH STRUCTURE

apter 1 focuses on introducing the research key areas and further gives the background of the
ole research. Then it examines the problem statement, objective, significance of the study,

earch assumptions and the scope of the study.

ter 2 focuses on the Literature review which gives the foundation of our research by looking
vious researchers’ analysis. This chapter gives clear direction and help to substantiate the
me of the theories connected to the three levels of relationship marketing and cross-buying via
platform. Base on the literature review the hypothesis will be developed hence the model

this research will be created.

r 3 gives insight of the overall research design starting with research purpose, research
h, time, research strategy, data collection, target respondents, sample size, sample
tion, data collection procedures, questionnaire design and data entry procedure. This chapter

will discuss the reliability and validity of data then data analytical methods will be suggested.

ter 4 is the findings chapter where data collected will be analyzed and synthesized based on

bjectives of the research and then the finding of the study will be discussed.

ter 5 brings to conclusion of the whole research to give the summary importance of the
arch to scholars and academicians, managerial applications, recommendation, limitations and

ure research direction. Finally the personal reflection will be presented by the researcher at the

end of this chapter.




Chapter 1

Introduction
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1.0 Chapter Summary

This chapter will give the insight of the whole research approach starting with the
introduction of internet then later the study will examine what are the factors that make
‘marketers to shift from traditional marketing to use of online channels as a competitive
tool rather than the conventional way of marketing. Then it will discuss how online
relationship marketing programs may facilitate the process of building strong customer
tionship to influence online customers to purchase clothing products under the same
iler. However | find very important to discuss the usage of the internet among
sian’s youths and how it has impacted the online purchasing of clothing products
laysia. For further understanding of the changing business environment and
cifically the new trend in online purchasing of clothing products in Malaysia.
depth analysis of business environment in Malaysia will be discussed using the

STEL analysis tool.

n this chapter will further discuss on the problem statement that triggered to conduct
research having the research objectives which has enabled to design the research
ons and the assumptions which will give clear significance of the study. Finally,
ith the guidance of Customer Relationship Management (CRM) Model this chapter will
a depth discussion on the three level of relationship marketing and how it may
ifluence online customers to purchase different clothing products under the same
iler. To conclude this chapter, | find important to mention the scope of the study and

the brief outline of the each chapter which will give the direction of the whole

E
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1.1 Background of the Study

4.1.1 History of Internet

Internet usage was originated in US by the America research Unit, universities and
i.lecommunication companies -around early 60s for the purpose of transferring
rmation from one location to another. Around 90’s the internet started to expand
bally in a very high pace which witnessed the born of personal computer. The use of
nputer brought about greater innovation and increase in demand which resulted to
ation of many more software and applications such as email, worldwide web, blogs,
e, social networks and file sharing. During 1980’s internet started to be used for
1ercial purposes where two parties can communicate for trading purposes. Later in
1990s Internet became a world phenomenon where customers and companies could
mmunicate. On the 20th Century internet took another phase where social
orking was done through internet where people use it to interact and socialize with
le from different location using Facebook, Twitter, YouTube and other social
orks. Marketers and businesses also took advantage of social media and use it to
nunicate with its customers and help to get more customers and brand awareness.
gor (2011)

important to remember that in the past computers were mainly used by the
vernment'’s institutions mainly for research and keeping records but with the evolution
internet computers are becoming a business entity to facilitate daily business
erations such as marketing and selling of products. Internet also has been used by
the business companies to investigate on the consumer’s behaviors knowing that the
consumer’s behaviors are constantly changing and can be difficult to measure and

Maintain according to Kotler and Armstrong (2010).
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‘;‘é\s more and more online clothing retailers are opened, (Maurizio, 2012) suggested that
 different exposure, attention and experience can affect the consumer decision on a
\;igthing product especially in a fierce and intense competitive industry like the online
;zefail_ing market. Having this phenomena it is believed that only satisfying customers
@ant be enough to cultivate their long term profitability hence then companies must
build strong marketing relationship which will enable the company to influence their
customers’ purchasing pattern/behavior toward purchasing different product categories

under the same brand, this is what is referred to as Cross-buying. Wang (2008)

1.1.2 Growth of internet and E-Commerce in Malaysia

In Malaysia there has been an abrupt increase in the use of internet with the Malaysia
overnment facilitate the process of internet access to every individual. This has
ulted into increase in E-Commerce business. The data shows that in 2011 among
8 million people there was 61% of internet users who contributed to income of about
million having an average income spending of RM2, 461 per person. It is
jected to reach the figure of about 1.9 billion by 2016 as reported by (Hui, 2012).
saving benefits have been key factors in the apparel industry where people prefer
urchase online for number of reasons such as discounts and bonuses as regular
mers through rebates and vouchers. The launching of online retailers such as
ada, Zalora, Home24, Foodpanda and Rakuten has boosted online shopping which
een Malaysia attain the 7" position in T Kearney’s 2012 E-Commerce Index.
2012) as cited on www.forbes.com accessed on 20/10/2013.
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The Figure 1: The penetration level of internet in Malaysia as explained above.

Internet Penetration in Asia
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)
rce: Hui (2012) as cited on www.forbes.com accessed on 20/10/2013.

Malaysia Business Environment and how it affects the E-business.

ection will provide the insight to Malaysia business environment using PESTEL
analysis tool. There are number of macro factors that affect how business operates and
Now people behave in different environmental exposure and to help to understand
tors like Political, Economic, Social, Technological and Legal will be analyzed and try

bserve how they may affect the purchasing behavior of the customers via E-
Commerce.
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1.1.3.1 Political factors

rom a quotation Satu Malaysia which means One Malaysia, Malaysia is a democratic
ntry formed of three ethnic groups which are Chinese, Malay and Indians both have
qual rights. In recent years the government of Malaysia has put so much effort in
ing the service industry in the country by reducing taxes for multinational
npanies especially in the technological industry which boost the level of technology in
ountry. The data shows that the income tax Act of 1967 and promotion of
stment act of 1986 indicated the corporate tax of 25%, it also indicated that
idual tax rate of 26% for high technology companies. This reduce the the cost of
| business within the country which will encourage domestic and foreign investors
» country. Wong and partners (2012)

he government has introduced new traveller visa and multiple entry visas for Chinese
ndian nationalities. According to (Malaysian Investment Development Authority,
tated that as incentive to investors the liberal equity policy allows investor to
keep 100% of their profits on the new business established or any diversification hence
nize investors profits. This act as incentive for most international and regional
anies to invest in Malaysia and its evidential that in recent years a lot of online
anies from China has enter the market due to its potential such as Lazada, Lelong,

n, My deal, Street deal, Big sale, Zalora, FashionValet, Rakuten, eBay,

rbuy, Doorstep, Easy Mall, |dea shop, LuvClothes, Bestbuy World and so many

more offers online shopping for apparel and other products.
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14.3.2 Economic Factors

aysia economy has been growing in an impressive pace which rate it 30" in the
orld economies by the (Central Intelligence Agency, 2013). The GDP growth has been
arkable where it reached US $448.4 billion in 2010 and later in 2012 it was recored
about US $492.4 billion. This is expected to grow higher by 2020 to transform the
ntry from middle income to high income as the government has implemented the
1omic transformation program (ETP) to ensufe sustainable economic growth. It
ild be remembered that during the early age the main contributor to the economy '
the agricultural and manufacturing sector but the latest trends shows the service

and technology industry example of mobile phones computers etc. has

ed a lot to the growth of the economy and FDI has increased rank it 3" among

\SEAN countries.

2: ASEAN Six Leading FDI countries by 2012.

ASEAN Six Majors - FDI in2012
7.89, 2:6%

@ Singapore [$56.7]

8.1%
@ Indonesia [$19.9]

= Malaysia [$10]
& Thailand [$8.6] |
@ Vietnam [$8.3]

& Philippines [$2.8]

| Valuesin U.S. billion doliars
' Source: Busi ness Times

Source: Barlow (2013) cited on www.asianbriefing.com accessed on 20/10/2013.
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Social Factors

w trend has emerged in Malaysia and its shopping online, more people preferes
products online due to number of factors such as pricing where its considered
r to buy online than in a physical shops, there are lot of promotions and
unts via the online shopping and most of customers are taking advantage of it
ng E-commerce. Most popular websites are Mudah, Lelong, Amazon, Zalora,
pon, Mysale, etc. The increase of these online retailers have accelarated the

er of online customers from 2004-2010 as stated by (Cosgun and Dogerlioglu,

).
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