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Abstract : Rapid growth of the internet technology led to changes in the consumer lifestyles. This involved customer buying
behaviour-based internet that create new kind of buying strategy. Hence, it has summoned many of world firms including
Malaysia to generate new quality strategy in preparation to face new customer buying lifestyles. Particularly, this study
focused  on  identifying  online  customer  segment  of  automobile  passenger  car  customers.  Secondly,  the  objective  is  to
understand online customer’s receptiveness towards internet technologies. This study distributed 700 questionnaires whereby
582 were returned representing 83% response rate. The data were analysed using factor and regression analyses. The result
from the factor analysis precipitates four online passenger car segmentations in Malaysia, which are: Segment (1)- Automobile
Online shopping Preferences, Segment (2)- Automobile Online Brand Comparison, Segment (3)- Automobile Online Information
Seeking and Segment (4)- Automobile Offline Shopping Preferences. In understanding the online customer’s receptiveness
towards internet, the regression result shows that there is significant relationship between each of four segments of online
passenger car customer with attitude towards automobile online shopping. This implies that, for online customers to have
receptiveness toward internet technologies, he or she must have preferences toward online shopping or at least prefer to
browse any related information online even if  the actual  purchase is  made at  the traditional  store.  With this proposed
segmentation strategy, the firms especially the automobile firms will be able to understand their online customer behavior. At
least, the proposed segmentation strategy will help the firms to strategize quality management approach for their online
customers’ buying decision making.
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