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Abstract

This research aimed to analyze the risk factors affecting online shopping addiction and
present addiction prevention strategies of Muslim youth in southernmost. The study was
based on personal risk factors, behavioral factors, online shopping, a total of 20 independents.
The sample was a youth in the southernmost aged between 15-18 years and is currently
enrolled in the secondary schools 4-6 level. In this study, G*Power 3.1.9.2 was used to
determine the sample size included 988 students. The tools used were questionnaires
consisting of four parts: part one, general information of the sample, part two, risk factors
influencing the addictive behavior of online shopping among Muslim youth in the
southernmost using a Likert rating scale Scale, three: Online shopping addiction divided into
five levels that adapted form from Canada. Frequency and percentage analysis were used for
data analysis. Statistical mean and standard deviation were used to analyze the influencing
factors of shopping behavior and multiple logistic regression analysis. The results found that
risk factors influencing online shopping addiction among Muslim youth in southernmost there
were trust, perceived risk, brand image, marketing promotion, the income of parents and
Internet used. Moreover, there are four strategies for preventing the online shopping of Muslim
youth in southernmost: proactive strategy, corrective strategy, preventive strategy, and

defensive strategy.
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