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I 

 

Abstract 

The Internet has played and still plays a vital role in people's lives in recent years. One 

of the most important aspects of technology relating to the Internet is electronic 

commerce (e-commerce).  

Despite the tremendous growth in the number of Internet users in Saudi Arabia, 

adoption of on-line shopping by individuals is still in its early stages. 

The two main reasons that motivated the researcher to conduct this study to investigate 

the factors that affect individuals in Saudi Arabia to use and adopt on-line shopping are 

belief in the importance of on-line shopping for the economy in general and for people’s 

lives in particular, as well as the limited studies conducted in this regard. 

This research adopts a quantitative methodology to answer the research question: What 

factors enhance the likelihood of adoption of on-line shopping in Saudi Arabia?  

This research adopts a Unified Theory of Acceptance and Use Technology (UTAUT). 

The constructs used in this model are: performance expectancy, effort expectancy, 

social influence, facilitating conditions, attitude toward using technology, computer 

self-efficacy, computer anxiety and behaviour intention. 

The proposed additional constructs for this study are perceived credibility (security, 

trust, privacy and risks), cultural background (religion and language) and prevention 

factors (legislation availability, delivery services, postal address and quality of Internet 

services).  

The findings from this study show that there is a statistical effect of the factors noted 

above on behavioural intentions to use the technology; the research hypotheses have 

been achieved except four hypotheses in addition to the absence of the effect of 

moderator’s factors, such as age, gender, education and experience. The finding also 

proved the importance of additional factors effecting on-line shopping adoption such as 

saving time, price, ease, faster shopping and delivery services. 
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Chapter 1: Introduction 

1.1 Research Background  

The Internet has played a vital role in people's lives in recent years. One of the most 

important uses of technology relating to the Internet is electronic commerce (e-

commerce). The statistical indicators resulting from the application of e-commerce 

gives a new dimension to the global, digital economy. The rapid development of e-

commerce means that it will eventually dominate the world economy as some studies 

indicated in the next chapter predict that on-line sales are expected to overtake 

traditional sales in less than 10 years in the US [94]. The activity of on-line shopping, 

which falls under the e-commerce umbrella, is considered to be one of its important 

features. It is leading the transformation in individual’s shopping behaviour from in-

person to on-line shopping. Worldwide retail web sales are predicted to reach nearly $1 

trillion by 2013 [27].  

The enormous advantages offered by electronic shopping stimulate corporate managers, 

marketing departments and retailers to offer their products through websites to attract 

the largest number of shoppers, not only to local markets, but also globally. 

In a strange paradox, despite the recognition of the importance of electronic shopping, 

some communities are still lagging behind global developments in this field; Saudi 

society is one such community. Despite tremendous growth in the number of Internet 

users in Saudi Arabia which reached more than 9 million, about 38% of the total 

population in 2010, adoption of on-line shopping by individuals is still in its early 

stages. 

Research conducted in the field of human sciences and Information Systems (IS) has 

contributed to increasing the knowledge to interpret and predict human behaviour 

towards the adoption of new technology. 

Two reasons that motivated the researcher to conduct this research to investigate the 

factors that affect individual’s adoption of on-line shopping in Saudi Arabia have been a 
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belief in the importance of on-line shopping for the economy in general and for people’s 

lives in particular, and the limited studies conducted in this regard. 

The objectives of this study are not only to identify the relevant factors influencing the 

adoption of on-line shopping in Saudi society, but also to  develop and design a model 

that can be used to measure and investigate the factors affecting the adoption of the new 

technology, whether within Saudi society or in any other society with similar 

environmental specifications. 

This research adopts a Unified Theory of Acceptance and Use Technology (UTAUT) 

model [211]. The constructs used in the original UTAUT model are: performance 

expectancy, effort expectancy, and social influence, facilitating conditions, attitude 

toward using technology, computer self-efficacy, computer anxiety and behaviour 

intention. The proposed additional constructs for this research are perceived credibility 

(security, trust, privacy and risks), cultural background (religion and language) and 

prevention factors (legislation availability, delivery services, postal address and quality 

of Internet services). In order to investigate the effect of these factors on the adoption of 

electronic shopping, an on-line questionnaire was distributed to 472 participants. The 

questionnaire consisted of four sections. The first assessed the respondent’s computer 

and Internet experience while the second collected demographic data. The third part 

assessed perceptions about e-shopping and their effect on actual usage and the fourth 

section measured the actual level of e-commerce use. 

This study concludes with a proposal for further research, recommending the use of the 

moderators whose role would influence the relationship between the suggestion factors 

and behaviour intent among users as well as actual use. 

1.2 Problem Statement 

With the steady growth of global e-commerce and its importance and influence in 

various economic and commercial aspects of life, there are some communities including 

the Saudi society that are still in the early stages of using e-commerce. According to 

[107], the population of Saudi Arabia was 28,146,657 and the proportion of Internet 

users is 22.7%. This means that 77.3% of the population do not use the Internet. 
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Moreover, only 48.4% of Internet users purchase products and services on-line [32]. 

This provides a good indication of the low rate of on-line shopping users compared with 

the total population. This situation also acts as an impetus to conduct intensive studies 

in order to identify the causes behind the current lack of e-commerce adoption by 

people in Saudi Arabia, and to try to find appropriate solutions to this problem. 

Accordingly, given the potential importance of e-commerce in people's lives and the 

need to keep pace with the rapid technological developments around the world, the need 

has arisen to identify and explore the factors influencing the adoption so that 

appropriate solutions can be proposed to address them. 

The Research Question 

What are the factors that enhance the likelihood of adoption of on-line shopping in 

Saudi Arabia?  

In order to answer this question the following objectives are promoted to carry out the 

research: 

 

1. Develop an adoption model through extending the UTAUT model to investigate 

the factors affecting the adoption of on-line shopping in Saudi Arabia. 

2. Select the field research methodology and preparation of instruments and a 

detailed process for field work. 

3. Determine the relative importance of the factors that encourage or discourage 

the Saudis to use on-line shopping.  

1.3 Research Contributions 

This research study is intended to contribute to knowledge in the field of e-commerce 

and on-line shopping by providing: 

1. An extension of UTAUT model to account for more factors such as credibility 

and cultural background, in addition to prevention factors. 

2. Potential to expand the body of knowledge in the field of IS adoption and usage 

within developing countries. 
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3. A wider understanding of on-line shopping adoption by relevant practitioners 

(government, organisations, etc.) in Saudi Arabia by means of a set of 

sociological and/or technical recommendations towards the use of new 

technologies.  

1.4 Thesis Organisation 

Chapter 1: Introduction 

This chapter gives a background of e-commerce and on-line shopping and its growth 

and importance in addition to outlining the research problem, objectives, contributions 

and the thesis organisation. 

Chapter 2: Literature Review in E-commerce & On-line Shopping 

This chapter gives a background on e-commerce (shortened to e-commerce), by 

presenting the indicators showing its growth, and the growth, of on-line shopping 

globally; it also provides a definition of types of e-commerce, the history and 

differences between e-commerce and electronic business (or e-business), and the 

advantages and disadvantages of e-commerce and on-line shopping. 

Chapter 3: E-commerce and E-shopping in Saudi Arabia 

This chapter reviews the application of e-commerce in general and on-line shopping in 

particular in Saudi Arabia. It includes many of the statistical indicators that describe the 

current situation, as well as the challenges facing the application of on-line shopping, 

through retrieval of several previous studies that identify the factors that influence the 

adoption of on-line shopping and reviews the opinions of professionals interested in this 

field. 

Chapter 4: Literature Review on the IT Adoption Models 

This chapter covers the important models of technology adoption including the Theory 

of Reasoned Action (TRA), the Theory of Planned Behaviour (TPB) and the 
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Technology Acceptance Model (TAM & TAM 2) as well as the Unified Theory of 

Acceptance and Use of Technology (UTAUT). 

Chapter 5: Research Methodology 

This chapter provides an explanation of research paradigms, approaches, and 

methodology with the aim of justifying the choice of research methodology for the 

current study. 

Chapter 6: Data Analyses 

This chapter presents the results of the statistical analysis and the rationale for selecting 

the statistical methods that have been employed to test the research hypotheses. 

Chapter 7: Discussion of the Findings  

This chapter discusses how hypotheses were tested, results and findings in respect to 

how the proposed research model was re-structured. 

Chapter 8: Conclusions 

This chapter summarises the key issues in the study, specifically, the research findings 

and limitations, and makes suggestions for future research. 
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Chapter 2: Literature Review on E-Commerce and 

On-line Shopping 

This chapter provides a background to e-commerce (shortened to e-commerce) by 

presenting the indicators that show the growth of e-commerce and on-line shopping 

globally. It also provides a definition of e-commerce, its various types, its history and 

the difference between e-commerce and electronic business (or e-business), as well as a 

discussion of the advantages and disadvantages of e-commerce and on-line shopping. 

The purpose of this chapter is to shed light on e-commerce and its historical 

development, its spread globally and its importance to national economies and 

international economy. 

2.1 Background of E-Commerce 

The rapid growth and development of electronic commerce is still continuing. Reports 

predict that the rapid development of e-commerce means that it will dominate the world 

economy eventually, Figure 2.2 [94]. One reasonable question that could be raised now 

is how traditional trade would still stand in front of the huge development of electronic 

commerce? Such a question was considered an act of madness since people have used 

traditional markets for thousands of years. The justification for such a question, 

however, is those statistical indicators that record the large volumes of sales achieved by 

the electronic commerce and on-line shopping all over the world and in developed 

countries in particular. The indicators predict that on-line sales are expected to overtake 

traditional sales in less than 10 years in the US, as will be shown later in this chapter. 

According to [107] the number of Internet users in the world numbers more than 2 

billion in 2011 compared to 360 million in 2000. The percentage of penetration was 

32.7%. In Asia alone, more than 1 billion users today can be compared with 114 million 

in 2000, an increase of more than 26% penetration into the market, while in Europe 

figures suggest a more than 500 million increase, compared with 100 million in 2000; 

this is an increase of 61% in market penetration. In North America a 78% penetration 

rate ranks the continent as a leader in the world, with the number of users now more 



Chapter 2: Literature Review on E-Commerce and On-line Shopping 

7 

 

than 270 million compared with 100 million in 2000. In the Middle East the penetration 

is 35% and the number of users has reached 77 million compared with 3 million in 

2000. Interestingly, the percentage of growth in Africa is highest globally at 2,988% 

following by the Middle East at 2,245%. The proportion of users in the Middle East is 

very low at just over 3% compared to the rest of the world. (Appendix G1). 

 

The rapid development of e-commerce means that it will dominate the world economy, 

and this is what was expected by [94] when it predicted that on-line sales are expected 

to overtake traditional sales in less than 10 years in the US, as shown in Figure  2.1. 

 

Figure 2.1: On-line/Off-line Shopping Growth Estimate 2010- 2020 [94] 

According to [82], Cisco Systems’ Economics & Research Practice predicted that “e-

commerce, including travel and auto purchases as well as on-line retail sales, will 

increase 13.5% annually for the next four years and reach an estimated $1.4 trillion in 

2015”. To arrive at this prediction, “Cisco conducted interviews with 32 e-retailers that 

sell internationally to define their priorities, processes and individual market 

complexities. The most important consideration according to the participants in the 

study was the amount of company revenue already coming from that market” [82]. 



Chapter 2: Literature Review on E-Commerce and On-line Shopping 

8 

 

Retailers should also take into account the sophistication of a country or region’s e-

commerce infrastructure, such as its Internet connection capabilities, delivery services 

and payment systems. Moreover, [151] citing  a new report by IMRG (UK on-line retail 

trade organisation) states that “global business-to-consumer, e-commerce sales will pass 

the 1 trillion euro ($1.25 trillion) mark by 2013, and the total number of Internet users 

will have increased to approximately 3.5 billion from around 2.2 billion by the end of 

2011” [151]. 

This study also claims that “business-to-consumer, e-commerce sales in 2011 increased 

to 690 billion Euros ($961 billion), an increase of close to 20% from a year earlier. The 

United States remains the world’s single biggest e-commerce market followed by the 

United Kingdom and Japan. IMRG estimates that growth rates in those countries will be 

approximately 10-15% a year”.  Given China’s e-commerce fast-paced growth (>130% 

in 2011), China will soon become the single largest market in the world [151]. 

The same study notes that regionally, “Europe is currently the largest e-commerce 

market in the world. European on-line business-to-consumer sales posted 19% growth 

in 2011 to reach an estimated $307 billion, surpassing North America at $297 billion. 

IMRG, meanwhile, is forecasting that France, Italy, Spain, Russia, Turkey and Poland 

will be the fastest-growing markets in Europe”. Substantial growth is also anticipated in 

Latin America, and in the Middle East, led by Israel and the United Arab Emirates.  

[151]. 

Aad Weening, head of international at IMRG and author of the report cited by [151], 

acknowledges that “mature markets in Europe and North America face challenges from 

faster-growing economies elsewhere in the world” but believes that “the growth of 

Internet usage and on-line shopping present new opportunities in many countries”. He 

adds that “the future of e-retail is global and with the inevitable slowing of growth in 

several major markets in the North America and Europe, it is important for businesses 

to understand where future opportunities will arise”. Weening thinks such opportunities 

depend on trust and confidence in purchasing, on-line growth, as well as the ways in 

which government and private initiatives respond to potential by support initiatives. He 
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believes that “on-line commerce is now becoming an integral part of any country’s 

economy and should be considered so by decision makers” [151]. 

According [83], Forrester Research predict that the web’s influence over all retail 

spending in the United States promises to increase as more consumers use mobile 

devices inside stores to read product information and compare prices; Forrester also 

notes that by 2016, web-influenced offline spending and on-line retail sales combined 

will account for $1.99 trillion, or 52%, of all retail spending in the United States, which 

the research firm estimates will reach $3.80 trillion. 

With respect to Europe, more consumers are going on-line to make purchases, 

according to Eurostat (the European Union's statistical bureau) [67]; “43% of 

individuals in the 27 EU member countries aged 16 to 74 bought something via the 

Internet in 2011, marking a year-on-year rise of three percentage points. By comparison, 

53% of US consumers made a purchase on-line in 2011, “The UK and Sweden jointly 

led the field among European countries, each with 71% of survey participants 

purchasing products on-line, while Germany and France followed with 64% and 53% 

respectively. The UK also led in on-line sales of groceries, with 19% buying food items 

from on-line stores. The European average was much lower at 6%. In recent years, the 

expanded access to the Internet for EU households, as well as a growth in the number 

and variety of on-line stores, has helped bolster e-commerce in the region” [67]. 

Jongen, chairman of the Executive Committee of E-commerce Europe, believes that 

there is still much to be done before European e-commerce reaches its full potential. He 

mentions that there are enormous opportunities, but there are many barriers that still 

inhibit the growth of e-commerce; this is because of the differences in legislation, 

payments and logistic systems in Europe [67]. 

E-commerce continues its double-digit, year-over-year growth rate. The following 

Figure 2.2 illustrates the rapid growth in electronic commerce and retail, globally and 

by region. 
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Figure 2.2: Global E-commerce Sales by Region [27] 

According to [27] on-line commerce is growing by 27% a year in Asia, a region that 

will overtake Europe by 2012 as the e-commerce leader. Global e-commerce growth is 

19.4% per year and worldwide e-commerce totalled $572.5 billion in 2010 (see Figure 

2.3). 

 

Figure 2.3: Global E-commerce Sales 2010-2013[27] 

Worldwide retail web sales will reach nearly $1 trillion by 2013. 
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Figure 2.4: U.S. E-commerce Sales 2011-2016 [185] 

On-line consumers in the US will increase their spending 62% by 2016, according to  

Forrester [181]. On-line retail sales in the U.S. are expected to grow about $20 billion to 

$30 billion each year for the next five years, reaching approximately $327 billion by 

2016 (see Figure 2.4). 

 

Figure 2.5: U.S. E-retail Sales 2009-2015 [185] 

In Figure 2.5, US e-retail sales are predicted to grow by 10% a year to $279 billion by 

2015; Forrester predicts the web will account for 11% of all retail sales, 15% in 

groceries are excluded. 
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Figure 2.6: Europe E-retail Sales 2009-2015 [185] 

Forrester research also predicts that European Union on-line retail sales will grow, as 

shown in Figure 2.6, from €81.3 billion in 2010 to €133.6 billion by 2015, a compound 

annual growth rate of 10%. The number of on-line shoppers in the 17 EU nations will 

grow from 275 million to 303 million in that period. 

One of the areas of electronic shopping which witnessed a growth in developed 

countries is on-line grocery shopping. The report issued by [44], emphasised that the 

global market for on-line grocery retailing remains at a relatively early stage of 

development in many parts of the world. On-line and Internet shopping represent one of 

the fastest-growing sectors within the global food and grocery market at present, 

especially across the more developed parts of the world. [192] notes that “the global on-

line grocery retailing market is dominated by the UK and the US, which together 

accounted for almost 75% of the world total in 2009. At less than 1.5%, however, on-

line and Internet channels still account for a very modest share of the global retail 

grocery market. Furthermore, food and groceries continue to lag well behind non-food 

items as far as the on-line retailing market is concerned, with consumers using the 

Internet most frequently for booking travel and holidays, as well as for financial-related 

tasks such as banking”  
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Figure 2.7: Most Popular On-line Purchases [200] 

Globally, the most popular and purchased items over the Internet are books  with 41% 

purchased in the past three months as shown in Figure 2.7, while 

clothing/accessories/shoes (36%), videos / DVDs / games (24%), airline tickets (24%) 

and electronic equipment (23%) account for the balance. Credit cards are by far the 

most common method of payment for on-line purchases, with  60% of global on-line 

consumers using their credit card for a recent on-line purchase, and one in four on-line 

consumers choosing PayPal. Of those paying with a credit card, more than half (53%) 

used Visa [200]. 

To summarise, this section has highlighted the importance of e-commerce as a 

significant phenomenon that has changed the concepts of traditional commerce and has 

had, a considerable impact on the global economy, and also on people's behaviour and 

purchasing habits. 
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2.2 Definition of E-commerce 

The World Trade Organisation (WTO) defines e-commerce as "the production, 

distribution, marketing, sale or delivery of goods and services by electronic means". 

Moreover, e-commerce involves sharing business information, maintaining business 

relationships, and conducting business transactions by means of telecommunications 

networks [230]. (More details in Appendix G2).  

2.3 Differences between E-Commerce and E-Business 

There is a continuing debate about the relationship between e-commerce and e-business. 

Some believe that e-commerce is a subset of e-business [59] and others believe that they 

are different concepts [123]. [176] argues that e-commerce encompasses the entire 

world of electronically-based organisational activities that support a firm's market 

exchanges, including a firm's entire informal system's infrastructure,  while [111] argues 

that e-business encompasses the entire world of internal and external electronically-

based activities, including e-commerce. IBM defines e-business as the transformation of 

key business processes through the use of Internet technologies [59]. [59] Also cites the 

definition from the Department of Trade and Industry (DTI), which describes e-business 

as the operations fully integrated Information and Communications Technologies 

process around ICT (Information and Communication Technologies). From the point of 

view of [123], e-business, as shown in Figure  2.8, does not include commercial 

transactions involving an exchange of value across organisational boundaries. They 

think that it is important to make a distinction between e-commerce and e-business 

because they refer to different phenomena. The term e-business is used to refer 

primarily to the digital enablement of transactions and processes within a firm involving 

IS under the control of the firm. For the most part, in this view, e-business does not 

include commercial transactions involving an exchange of value across organisational 

boundaries. 
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Figure 2.8: Difference between E-commerce and E-business [123] 

2.4 Types of E-Commerce 

This section reviews the major types of e-commerce as well as the benefits and 

disadvantage of e-commerce. These major types of e-commerce are: Business-to-

Business (B2B), Business-to-Consumer (B2C), e-Government, Consumer-to-Consumer 

(C2C), and mobile commerce (m-commerce). 

2.4.1 Business to Business (B2B) 

Business to business (B2B) e-commerce refers to a broad range of intercompany 

transactions, including wholesale trade as well as company purchases of services, 

resources, technology, manufactured parts and components, and capital equipment. B2B 

also includes many types of financial transactions between companies, such as 

reinsurance, commercial credit and electronic networks for trading bonds, securities and 

other financial assets. B2B transactions exclude those involving households, such as 

retail sales, interconsumer exchange, and employment [130]. 
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Table 2.1: The Major B2B Models [122] 

B2B  e-commerce is simply defined as e-commerce between companies and it is the 

largest form of e-commerce, with over $I.5 trillion in transactions in the United States 

in 2005 [123]. There was an estimated $I3 trillion in B2B exchanges of all kinds on-line 

and offline in 2002, suggesting that B2B e-commerce had significant growth potential 

[81]. 
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2.4.2 Business-to-Consumer (B2C) 

 

Table 2.2: The Major B2C Models [122] 

Business-to-Consumer (B2C) e-commerce, or commerce between companies and 

consumers involves customers gathering information, purchasing physical goods (e.g.  

books or consumer products) or information goods (or goods of electronic material or 

digitised content, such as software, or e-books), and, for information goods, receiving 

products over an electronic network [31]. 

This type of e-commerce is ranked second after B2B (with respect to proliferation). 

However, on-line shopping which comes under this type of e-commerce, is defined as 
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the use of on-line stores by consumers up until the transactional stage of purchasing and 

logistics [150]. Since the Internet has become available for almost all people around the 

world, it becomes an increasingly effective marketing tool for retail businesses as well 

as other business. [38] Describes an e-market as an inter-organisational information 

system that allows the participating buyers and sellers to exchange information about 

prices and product offerings. [142] have defined e-retailing in terms of the Internet 

market as a virtual realm where products and services exist as digital information and 

can be delivered through information-based channels. [80] provided a broad scope of e-

commerce to include an extended transaction cycle and all parties critical to a 

transaction. He argued that an e-commerce order fulfilment chain from retailer to 

customer includes all participants that have a critical role in the transaction, potentially 

including specialist providers, such as telecommunication companies, Internet Service 

Providers (ISPs), website hosting firms, website mall providers, warehousing and 

logistics specialists, payment processors and customer service providers. Table 2.2 

includes the major B2C models. 

2.4.3 Consumer-to-Consumer (C2C) 

Consumer-to-Consumer e-commerce enables the on-line transaction of goods or 

services between consumers through some third party. A common example is the on-

line auction, in which a consumer posts an item for sale and other consumers bid to 

purchase it; the third party generally charges a flat fee or commission. 

The sites are only intermediaries, there only to match consumers and buyers. They do 

not have to check the quality of the products being offered. Examples of C2C include 

eBay, Craigslist and Amazon.com. 

2.4.4 E-Government  

This refers to the use of ICTs by governments as applied to the full range of government 

functions [201]. These include types of e-Government on-line non-commercial 

interaction between local and central Government and private individuals, and 

Government to Government (G2G), which describes internal or external Government to 

Government information communications. 
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2.4.5 Consumer-to-Business (C2B) 

Another form of e-commerce is C2B, where a consumer posts his requirements with a 

set budget on-line and within hours companies review the consumer's requirements and 

bid on the project. The consumer reviews the bids and selects the company that will 

complete the project.  

2.4.6 M-commerce 

Finally, m-commerce refers to the buying and selling of goods and services through 

wireless handheld devices such as cellular telephones and personal digital assistants 

[198]. 

2.5 Benefits of E-commerce 

The benefits of e-commerce may differ according to whether one is a consumer, a 

customer, a business or a community, but this research focuses only on consumers in 

the context of B2C. The benefits according to [77] include the fact that: 

 Customers are able to conduct business at any time, every day of the year. 

24/7/365. 

 The consumer does not have to travel to a store or adjust his time in accordance 

with the store’s hours. So shopping on the internet can save time. 

 Consumers can access thousands of e-shopping websites to become informed 

about new products, and purchase everything from groceries to books to 

insurance policies without leaving his/her home or office. 

 There is the opportunity to find speciality items not readily available in ordinary 

retail outlets. 

 On-line, customers can shop at stores inside or outside of their country. 

 There is access to a wider range of information about product availability and 

pricing. 

 As suppliers are ‘closer’ to their customer they are able to gather detailed 

information on the individual needs of the customer and can then tailor products 

and services catering for those individual needs. 
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 E-commerce also provides the opportunity for new products and services, for 

instance, support services. 

 Payment for goods or services can be made immediately. 

 There are no geographical or national boundaries in electronic commerce!  

Customers can select from all potential suppliers regardless of their whereabouts 

[77]. 

2.6 Challenges and Obstacles to e-Commerce 

There are a number of challenges and obstacles that can vary from country to country 

and from one community to another. Some of these challenges and obstacles are: 

 Lack of the necessary infrastructure for e-commerce such as hardware, software, 

databases and telecommunications. 

 The partial or total lack of necessary laws and regulation for e-commerce, 

especially in a number of developing countries. 

 The lack of confidence, trust and security of personal and financial information. 

 The lack of specialised legal institutions to settle legal disputes arising from 

practicing e-commerce. 

 The lack of standardised specifications that can be applied to all countries. 

 A weakness or lack of sufficient awareness in the importance of e-commerce, 

particularly in outlying communities. 

 The constant need to expand necessary infrastructure and buy modern equipment 

and programmes, which may lead to an increased financial burden and costs that 

will negatively affect people, especially in poorer countries. 

 The lack of awareness about the importance of e-commerce in the general 

economic system. 

 E-commerce practice leads to the interruption of traditional communication 

(face-to-face communication). 

 A customer’s inability to touch or feel the goods that they are purchasing. 
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 The inability of some financial institutions to develop their financial systems, 

such as payment systems and transfers, in order to keep up with the requirements 

in e-commerce. 

 Religious restrictions that do not allow entry into the country and/or individual 

use of some products. 

 In some countries there is no a reliable postal service for the delivery of goods. 

 

The previous chapter is considered to be a prelude to the following chapters, it has 

given a background on e-commerce and its importance as an umbrella which includes 

electronic shopping activity. 

 



Chapter 3: On-line Shopping in Saudi Arabia 

22 

 

Chapter 3: On-line Shopping in Saudi Arabia 

This chapter reviews the process of transition to an information society in Saudi Arabia. 

The first part discussed the current situation and plans for this transformation. This 

chapter also discusses e-commerce and its various activities in Saudi Arabia and as 

components of the information society. These activities are e-government, e-learning, e-

banking and on-line shopping in particular.  This chapter also discussed the obstacles to 

e-commerce and on-line shopping in Saudi Arabia from the point of view of those who 

are interested in this sector. Part 2 discusses the previous studies conducted in the area 

of trade and electronic shopping in Saudi Arabia in order to identify any factors that are 

known to influence the adoption of electronic shopping. 

3.1 IT Plans in Saudi Arabia  

According to [206], the population of Saudi Arabia is  27 million including 18 million 

Saudis and  the country has a growth rate, according to  the total population censuses 

between 2004 and 2010, that amounts to 3.2%, while the population density is 14 

people / sq km. 

Saudi Arabia is one of the largest spenders on IT and it is considered one of the fastest-

growing countries in terms of the volume of expenditure, this having increased in 2010 

in terms of more than Saudi R 27 billion; this reflects a previous growth rate of 35% for 

2009 (about SR 20 billion), and is expected to continue its growth in IT spending in the 

next five years and is expected to arrive at nearly 46 billion SR in 2015.  This denotes a 

cumulative growth rate of up to 11% per annum. It is also expected to raise up to 16% 

in 2012 to the amount of more than SR 34 billion. During the last quarter of 2010 with 

respect to spending on IT in the Kingdom, the Report on Communications and 

Information Technology based on Figures  from the IDC Middle East and Africa report, 

notes that the average spend per capita was  up to about 998 SR; a growth rate of 14% 

from the previous year (2009). By contrast, the percentage of expenditure in relation to 

the GDP of the Kingdom is 1.2%. 
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As the percentage of the spread of computers in the government sector has risen to 

almost 97%, most staff can now access the Internet. The number of subscriptions to 

mobile services had also reached about 53.7 million subscriptions by the end of the 

fourth quarter of 2011, and the rate of spread was approximately 188% with prepaid 

contributions representing the majority (87%). More details are illustrated in Figures 3.1 

and 3.2. 

The number of fixed-line telephone lines at the end of the fourth quarter of 2011 is 

about 4.63 million, of which about 3.3 million are residential lines (approximately 71% 

of the total operating lines), with an overall prevalence of fixed-lines at 16.2% for the 

population. 

The history of ICT in the Kingdom began in 1926, and the Ministry of Communications 

and Information Technology is responsible for the management of this sector. The 

Government has given the legislative and regulatory frameworks the necessary 

importance; the sector has been restructured, and the Communications and Information 

Technology established, and been issued with, a special communication system. 

Currently being developed are electronic trading systems, which provides the legal 

framework for electronic transactions, and providing a digital signature is authentic, the 

system preserves the rights of the parties collaborating electronically. Also being 

prepared are systems to prevent cyber crime, and systems which save the user's privacy 

and make them liable to being punished for abuse. In the same context, and as a 

continuation of the reforms, sector liberalisation and expansion of the competition are 

underway, and these potentially create a climate of clarity, fairness, transparency and 

credibility. Mobile phone service has been opened up for investment and competition 

with foreign companies, and the first license for a foreign company has been obtained 

by Emirates Telecommunications Corp (Etisalat). 

The Saudi government aims to shift to an information society and a digital economy, in 

order to increase productivity, by the provision of telecommunications services and IT 

for all segments of society, in all parts of the country; building a strong industry in this 

sector will allow IT to become one of the major sources of income. 
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As stated in the Ministry's website, the information society that is intended will depend 

on the power of information and knowledge rather than on physical force, capital or 

land, or natural or human resources. This technology represents a huge cultural shift for 

humanity, as the society shifts from being industrially-based to being based on 

information. The new society is based on two essential aspects; namely, the production 

of intellectual or informational content, and secondly the means of rapid electronic 

communication to send and receive information. 

The digital economy and the new economic environment it creates have become known 

by several terms such as digital economics, or the new economy or electronic economy. 

The parameters of this economy started to form with the spread of the Internet, the 

corresponding growth of globalisation, and the liberalisation of the telecommunications 

sector, as well as from recent developments in the computer and electronics industries. 

Using the technical standards in the telecommunications infrastructure and IT, a 

collection of developments have contributed to the formation of the new economy. 

These have been made available to nearly everyone without being limited to the 

producers, which has contributed to creating a new environment beyond the natural, 

geographical barriers and traditional patterns of work and trade. 

The goal of building the information society is to contribute to increased productivity, 

and raise the efficiency of business performance, through providing telecommunications 

services and IT to all segments of society throughout the country, thus enabling people 

to deal with information effectively and smoothly. For example, this will result in the 

construction industry sharing contacts and technical information, thus consolidating a 

strong infrastructural economy, which will in turn increase the rate of per capita income, 

provide new jobs and increase export rates. Turning the Kingdom into an information 

society in such ways and the developing of the digital economy is a key objective of the 

State. 

The content of the future vision for ICT in Saudi Arabia includes: a transition to the 

information society, and building strong industry contacts and technical information, as 

well as acquiring the elements of the digital economy. The vision of the future is based 

on the main axis namely, the optimal use of ICT in all areas, and developing the 
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telecommunications and IT industries. The support axis in the organisation of the 

telecommunications sector, information technology and processing infrastructure are the 

preparation of qualified personnel, and the capacity to bridge the digital gap between 

members of the community on one hand and between the Saudi community and other 

digitally developed communities on the other. 

Seven broad objectives of the National Plan for Communications and Information 

Technology in the Kingdom have been developed in order to reach this future vision. 

These general objectives seek to make optimum use of ICT in all government and 

private sectors, to raise productivity and efficiency, increase well-being, to diversify 

sources of income, reduce expenses, to focus in particular on scientific research, 

development, innovation, and creativity in the telecommunications industry and 

information technology, and to have an impact on supporting economic and social 

development. Thus the plan seeks to provide the infrastructure of telecommunications 

networks and information, and specifications of the network and information security. It 

also seeks to raise the efficiency of education and the preparation of qualified national 

cadres by taking advantage of modern styles of teaching and learning, including 

accredited training on communication and information technology, interactive content, 

and distance education. The plan also aims to develop the Arabic content for the 

dissemination of national culture through the Arab and Islamic countries and through 

the achievement of cultural diversity, as well as to  facilitate access to 

telecommunications services and information technology for all segments of society 

[147]. 

“The government of Saudi Arabia launched the National Communications and 

Information Technology Plan (NCITP) in order to boost economic development and 

growth” [173]. According to [173] “for every 10 percentage points increase in 

broadband penetration, the GDP growth in developing countries can be expected to 

increase by 1.38 percentage points. Under the umbrella of the NCITP, the government 

of Saudi Arabia has launched several projects with the aim of facilitating access to the 

Internet and improving its performance. The role that the government has played so far 

in increasing broadband penetration has been very encouraging”; however, there is 

scope to play an even more prominent role as Figures 3.1 and 3.2 below indicate. 
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Figure 3.1: Broadband Penetration [173] 

 

Figure 3.2: Saudi Arabia Internet and Broadband Users [173] 

3.2 IT Activities in Saudi Arabia 

3.2.1 E-government 

E-government refers to the use of ICTs to improve the efficiency, effectiveness, 

transparency and accountability of government [202]. 
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The Saudi e-government project (Yesser) has addressed many areas such as e- 

government regulations, mission, vision, action plans as well as identifying policy 

options necessary to support the e-government objectives [17]. 

The Government attaches great importance to the Kingdom acquiring more e-

Government features, and for its e-government concepts to bring great benefits to the 

national economy.  The Ministry of Communications and Information Technology 

(ICIT), with the participation of the Ministry of Finance, and the Communications and 

Information Technology, has issued an e-government plan (2005) to provide services 

and government transactions electronically and recognises the vital importance of 

cooperation in various fields for the transition to occur, as well as the importance of 

concerted efforts to achieve the desired objectives. 

In line with the global trend towards integration of ICT under the umbrella of a single 

sector, the supervision of IT has been assigned to the Ministry of Communications and 

Information Technology; the launch of the Ministry and the Authority in this direction 

has begun various activities including activities to: 

 Complete the preparation of the National Plan for Communications and 

Information Technology. 

 Establish a joint national programme for e-government. 

 Prepare the application of e-government strategy, and work on the preparation of 

an implementation plan. 

 Build a national centre for the ratification of digital electronic signatures.  

 Establish a centre for e-government. 

 Establish a development portal for government services. 

 Cooperate with the relevant authorities to develop a classification of companies 

and institutions, telecommunications and IT. 

This sector has also launched several national initiatives such as: 

 Home Computer Initiative, which aims at adding one million computers in 

homes over the next five years, doubling the number of Internet users, and 
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encouraging the development of the computer industry and software in the 

Kingdom. 

 Launch of the Digital Excellence Award to promote Arabic content on the 

Internet. Initiation of electronic forms of financial transactions between 

government agencies. 

The Ministry is working well, with the participation of several other governmental 

entities, to develop the necessary mechanisms to support the telecommunications 

industry and information technology such as: 

 A mechanism to fund the communications industries and information 

technology. 

 Incubators for projects to find communication and IT. 

 Preparation of appropriate classification for the work of information technology. 

 A system of transactions and electronic signatures. 

 A system for computer crimes and Internet [147]. 

Many government agencies already provide modern and sophisticated self-service 

machines to provide services with a level of efficiency that is higher, better and faster, 

(usually a hardware-ROM inside a special structure), and that contains a range of 

services provided by government agencies; these are placed in public places, with 

linking systems to these governmental entities, and they enable the public to search for 

information and digital transactions. The design of these devices enables ease of use, 

and they often have responsive touch screens, mini printers, and magnetic or optical 

readers for different purposes. They also provide self-service devices for beneficiaries 

of various services and these operate without any interference from the staff, and are 

often available without interruption throughout the week for many hours a day. 

Saudi Arabia has improved its ranking in the UN Conference on e-government 

readiness in 2010, and is now ranked fifty-eighth globally among 192 countries. It is 

ranked 13th of the 47 Asian countries.  The year 2010 also saw the launch of a new 

design of the national gateway that is more convenient for users and, in addition, a new 

electronic introduction of government agencies that will increase the number of services 
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to 1000 by 126 governmental entities. Also the number of visitors to the web portal 

increased to more than 3 million by 404%. 

3.2.2 E-learning 

The universities have adopted on-line-centric programmes and use technology such as 

BlackBoard as its LMS (Learning Management System) with plug-ins and tools, and 

Smart Classroom Automation (ePodium, interactive board, lecture sharing, 

eAttendance, video conferencing, Digital Signage System, etc.) [174]. 

3.2.3 E-banking 

In recent years almost all major banks provide on-line banking services in Saudi Arabia. 

Internet banking (e-banking) includes the provision of retail and small-value banking 

products and services through electronic channels, as well as large-value electronic 

payments and other wholesale banking services delivered electronically [46]. The 

indicators show that 40% of those who used the Internet from Saudi banks are used for 

various purposes as shown in Figure 3.5 below. 

In [28], the director of  MarketCom, Safadiya,  says most banks in Saudi Arabia are 

currently providing gates to pay directly over the Internet, and to disseminate credit 

cards and promote their use, but the biggest obstacle remains represented in the fear 

customers in Saudi Arabia have regarding theft and fraud; the majority are still very 

reluctant to gave the details of their credit cards on-line. In order to solve this problem 

some banks have resorted to offering special credit cards such as the Internet I-Card 

which have a relatively low ceiling; this has contributed, to some extent, in encouraging 

people to make direct purchases over the Internet. 

3.3 On-line Shopping 

Many indicators and statistical reports indicate that the activity of electronic commerce 

in Saudi Arabia has witnessed remarkable real growth in the last five years in particular. 

[Safadiya] notes that e-commerce in Saudi Arabia is expanding and growing 

significantly and it holds a promising future for both the seller and buyer. The reason 

for this is due to steady expansion of the size of the pool of users of the Internet where 
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the percentage of users in Saudi Arabia is currently 45% of the total population, most of 

whom are youths over 18 years (The growth of the Internet users in indicated in Tables  

3.1 and 3.2 [28].).  

This leads to two important issues referred to by Safadiya on the phenomenon of e-

commerce in Saudi Arabia and is linked to the fact that e-commerce still constitutes a 

low percentage compared to traditional trade: the first issue is the legal framework 

which stresses "the importance of the availability of credibility and regulations that 

govern the buying and selling process and the need to enact legislation governing trade 

which guarantee the rights of the parties, thus increasing confidence in them. The 

second, of a commercial nature, is the importance of the alliance of websites for 

marketing and sales with search engines such as Yahoo and Maktoob to announce the 

commercial activity of the site, and the exchange of advertising space [28]. 

The study in [65], conducted by CITC (Communications and Information Technology 

Commission) to evaluate the current situation, found that 9% of Saudi commercial 

organisations, mostly medium and large companies from the manufacturing sector, are 

involved in e-commerce implementation. Also, 4 out of 10 private companies have their 

own website. Six percent of the respondents in the study bought or sold products on-

line, mainly airline and hotel booking. 

In the same context, a new major survey of the Internet users in Saudi Arabia was 

concluded by [35]. The survey revealed that around 39% of adult Internet users in Saudi 

Arabia buy products and pay for services on-line. The Arab Advisors Group 

conservatively estimates the number of these users to be around 3.1 million which is 

around 12% of the total population. These e-commerce users have spent an estimated 

$3bn on buying products and paying for services through e-commerce transactions in 

2010. 

Saudi 

Arabia 

Population 

( 2011 Est. ) 

Usage, in 

Dec/2000 

Internet  

Usage, 

Latest Data 

%  

Population 

(Penetration) 

User  

Growth 

(2000-2011) 

(%) of 

Table 

26,131,703 200,000 11,400,000 43.6 % 5,600.0 % 16.6 % 

Table 3.1: Saudi Arabia Internet Usage [107] 
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Year Users Population % Pop. 

2000 200,000 21,624,422 0.9 % 

2003 1,500,000 21,771,609 6.9 % 

2005 2,540,000 23,595,634 10.8 % 

2007 4,700,000 24,069,943 19.5 % 

2009 7,761,800 28,686,633 27.1 % 

2010 9,800,000 25,731,776 38.1 % 

Table 3.2: Internet Usage Growth in Saudi Arabia [107] 

In addition, a technical official in Saudi Arabia predicted doubling of the e-commerce 

market size during the next three years, and that prediction turns on many of the 

traditional commercial transactions changing to electronic transactions [26]. In [26], 

Faqih, the managing director of Global Development for Computer Software, notes  that 

the rate of growth of electronic commerce in Saudi Arabia rose 30% in 2011 compared 

to 2010, as the value of the e-commerce market in Saudi Arabia was 2 billion SR in 

2011. 

Faqih also stated that e-commerce has become the future of modern investment for 

Saudi Arabia, citing the latest statistics of the ICT, which refers to the high number of 

Internet users in 2010 (41%), or about 11 million users, compared with 5% in 2001; also 

the number of Facebook users in Saudi Arabia at the end of 2011 was 4 million users 

which suggests a clear picture of a bright future for e-commerce. The same source 

pointed out that the only obstacles to the use of e-commerce is the delivery service and 

the lack of addresses, or rather the lack of a specific address, of each person; this  is a 

major cause of the delay in e-commerce adoption as the delivery companies are limited. 

He added that the government seeks to determine the address through the service, 

"Wasel" to determine the addresses, indicating that the project will work after being 

suspended during the past two years [26]. 

Although these indicators are optimistic, the growing proportion of Internet users, as 

shown above in Table 3.2, suggests that electronic shopping in Saudi Arabia is still in 

the early stages. According to [35], 19% of Internet users shopped on-line compared 
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with 40% who use the bank's website to check their accounts and to pay bills as shown 

in Figure 3.3. 

 

Figure 3.3: E-commerce Activities in SA [35] 

These Figures, from the viewpoint of this researcher, are overly optimistic; it should be 

emphasised that the size of e-commerce spending in Saudi Arabia referred to in Figure 

3.4 indicated it  is up to US $3.2 billion in 2009, while in another study the size of 

spending on electronic shopping does not exceed $500 million in 2011. In addition, it 

must be pointed out that a large part of this spending goes on paying bills, as shown in 

Figure 3.5, and therefore cannot be counted as electronic shopping activities. 
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Figure 3.4: E-commerce Spending in Arabic Countries in US$ Millions [33] 

 

Figure 3.5: Source: E-commerce Products and Services in SA [33] 

There is also another problem that has led to the weakness of the adoption of electronic 

shopping in Saudi Arabia: the non-adopting companies in SA and retailers of e-

commerce and on-line selling as indicated in Figure 3.6. More than 60% of shoppers do 

not buy on-line through local sites. 
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Figure 3.6: Whether E-commerce Users shop Locally [34] 

This means that the Saudis have resorted to the sites of international or regional 

neighbours, such as the Gulf states, to buy necessities with the attendant risks in light of 

the absence of laws and local legislation to protect them from theft and fraud; in 

addition there are the limitations in the availability of courier companies  and the 

limitations of Saudi Post’s  formal system of post office boxes located in each city, 

where all funds to go to the headquarters of the Central Post, or its branches, to check 

the mailboxes from time to time, and receipt of  the parcels is inadequate to provide an 

efficient service. Some attempts to develop this service to include delivery to homes 

have been made, but they have encountered some difficulties such as lack of individual 

addresses on each house.  

As mentioned earlier, the number of institutions or companies  for local shopping on-

line is very limited; if we take just one example, major shopping centre superstores in 

Saudi Arabia, such as Danube and Panda (see Figure 3.7) do not offer sales on-line as 

do TESCO, ASDA and others in a country like the United Kingdom.  Instead, the retail 

stores of various sizes in Saudi Arabia have only just introduced their products and their 

prices through their websites, but do not provide on-line sales service. Most other 

commercial activities such as shops dealing in electronics, clothing, food, and other 

experiences are relatively few, but include for example, the international company (Al-

alamiah) which has been able to establish trade over the Internet to sell products such as 

Dell and Acer, and which holds the monopoly for distribution in the Saudi market.  
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The customer is sometimes asked to send a picture replica of a credit card, then asked 

by the company for consent before the request is sent on to the devices. Also Memega 

[141] is one of the companies took the initiative to sell their products on-line and which 

specialises in selling and delivering electronics and household goods. There are also 

some electronic auction sites which limit their mission to offering products such as 

appliances, automobiles, and real estate and give the seller and the buyers the freedom 

to negotiate, buy, and sell directly between them. Saudis are also trading in shares 

through the services offered by banks via sophisticated electronic devices, compared 

with the means of electronic shopping available. In the absence of local e-commerce 

sites and in the absence of availability of some commodities in domestic markets, 

Saudis are resorting to international website locations to meet their needs for the 

purchase of these goods. 

 

Figure 3.7: Panda Superstore [166] 

3.4 Challenges for the Application of E-Commerce 

There are many obstacles in the way of electronic shopping implementation according 

to many observers of e-commerce affairs in Saudi Arabia, such as the lack of legislation 

and on-line websites for companies and retailers [28]. Some of these obstacles relate to 

infrastructure, post, Internet quality, payment methods and delivery services. 
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The Saudi Arabia postal service is still very inefficient [24]. The infrastructure of the 

Saudi Post does not rise to e-commerce standards, not only because of the inaccuracies 

in the delivery process, or the inability to follow up packages, but because there is no 

adequate security for the arrival of the package to the mail box on time, or occasionally 

there will not be full access, so money will be lost owing to the value of purchases 

others received. Clearly this leads to a lack of confidence by users and thus impedes the 

development of e-commerce. [30], points out that the mail known as home mail in most 

countries of the world where each inhabitant has its own mail address without having to 

go to the post office, is unknown in Saudi Arabia where there are disruptions to this 

service, in addition to high fees. 

[24], notes that the use of credit cards as a means of payment is not widely used in 

Saudi Arabia for three reasons. First, Islam prohibits people to take or give financial 

interest. Second, most consumers use debit cards, thus removing the need for credit 

cards unless there is a need to be able to access cash internationally. Third, disputes in 

Saudi involving credit cards usually mean that the customer will have to first pay the 

cost of the transaction and only then will the dispute be investigated and hopefully be 

resolved in their favour [24]. Without a connection to the Internet, people cannot make 

any purchases or engage in on-line shopping. Regardless of high prices, on-line services 

are not available in some of the districts or cities [30]. 

[24], outlines the situation in Saudi as one in which in 2005, “the Saudi Post approved a 

project to begin delivering mail to houses and is expected to distribute around 5 million 

boxes eventually through this project. The intention is to deliver mail in a timely 

manner directly to houses using the latest technology:  smart PO boxes linked to 

satellites and postal trucks while using the GPS to find addresses correctly. E-commerce 

merchants will, as a result of this project, be able to deliver goods directly to houses, 

thus increasing levels of trust in the transaction system as a whole and ensuring that the 

items ordered will go directly to the payee’s registered address, rather than the PO box 

numbers used previously” [24] (p.178). 

In [29], the legal advisor, Khaled Alsayd indicated that the main obstacles to e-

commerce in Saudi Arabia is non-completion of the infrastructure for e-commerce; 
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among its  requirements are: the creation of infrastructure for the security and 

confidentiality of electronic transactions, capacity to prove the identity of customers, as 

well as the provision of a payment system for electronic transactions, and the issuance 

of regulations and legislation to regulate electronic transactions and preserve the rights 

of customers. It must also raise awareness of the benefits of e-commerce [30]. 

Alsadon, an economist, pointed out that the activity of electronic commerce in Saudi 

Arabia is still very limited because of the following factors: the postal network cannot 

be relied upon in the delivery of e-procurement to the customer; there is an absence of a 

legislative environment integrated to regulate the activity of electronic trade; there is 

delayed access to the Internet for homes which has contributed to the delay in social 

acceptance of the concept of buying and selling through the Internet; the low level of 

confidence in electronic transactions because of the low level of safety-mail as a result 

of the low quality of technical solutions available and, finally, the absence of legislation 

to ensure consumer rights and privacy [29]. 

For the future of e-commerce in Saudi Arabia, Algabr the president of Inter-active 

pointed out the growing size of transactions in electronic commerce over time due to the 

increase in the number of Internet users and the growing awareness from companies and 

institutions regarding the benefits offered by e-commerce technologies. These include 

reduced costs, quicker completion of transactions and increased efficiency in business 

activities in general. The same author stressed that contributions to raising the level of 

the spread of e-commerce are the presence of supportive structures, including the  laws 

on electronic transactions and guarantees for the rights of dealers to find the dispute 

settlement mechanism and to identify points of resolution in the event of any disputes 

arising [19]. 

On the procedures to be taken to overcome obstacles and encourage the adoption of e-

commerce applications, Sanober, the general manager of Nessmah Internet, believes 

that there must be a development of communication services associated with the 

Internet, and these must be made available to all users in the Kingdom by reducing costs 

and increasing quality services provided by specialised companies. Such services should 

also be involved with the development of the telecommunications infrastructure, 
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legislation and more flexible laws, and should provide more facilities for suppliers and 

users at the same time. He believes that there is a an important measure to be taken with 

respect to those responsible for encouraging companies and individuals to enter the 

midst of e-commerce, namely, working to reduce the fees of local and international 

connections to the Internet, and the introduction of financial techniques and modern 

banking. He adds that most of the banks in Saudi Arabia are currently providing 

gateways for paying directly over the Internet, but the biggest obstacle remains the fear 

customers in Saudi Arabia have of theft and on-line fraud. A majority of the banks still 

show reluctance to take details about credit cards directly on-line. In order to address 

this problem, some banks issue credit cards with a private Internet access I-Card and 

credit limit in order to contribute, to some extent, in encouraging people to purchase 

over the Internet [108]. 

3.5 Contributions from Previous Studies 

The results of previous studies related to the adoption of electronic commerce and 

electronic shopping in Saudi Arabia vary to a large extent. This variation may be due to 

the date the study is undertaken, as it is well known that the evolution of the technology 

of e-commerce is rapid and thus, the results reached by researchers a year ago, may 

change completely in the following year. This factor should be taken into account when 

considering previous studies, especially those dealing with the adoption of modern 

technology; in addition variation within studies may be due to the circumstances when 

and where the study is conducted, or the theory of user adoption used in the research; 

another possibility is that variation is due to the samples used in the studies in terms of 

size and demographic differences. 

3.5.1 The First Study  

Aleid [22], in 2009, explained that his study addresses the gap regarding e-commerce 

adoption in Saudi Arabia in general and the consumer’s acceptance of e-commerce in 

particular. The study also provided insights into consumer acceptance of e-commerce in 

Saudi Arabia. However, Aleid did not investigate the factors that affect its adoption or 

the barriers that prevent consumers from adopting e-commerce. By using grounded 
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theory as a research methodology, he found that the following factors affected consumer 

adoption of e-commerce in Saudi Arabia from the consumers’ perspectives: Internet 

infrastructure, such as the availability of broadband, quality and speed of connection 

and cost of services, and various failings of the Saudi Postal system including the fact 

that the material might be late, lost or damaged. There was also a lack of knowledge of 

the terms and conditions of the Saudi Post among consumers and the fact mentioned 

earlier, that Saudi Arabia does not have clear individual addresses for homes and shops 

and this makes the delivery process more complicated. Other barriers are related to 

companies’ websites such as security, risks, privacy and fraud issues which also affect 

the adoption of the technology. In addition, e-commerce laws, consumer-protection 

enforcement and responsibility, lack of specialised IT companies and professionals, lack 

of interest in educating people and society on electronic commerce, credit and debit card 

issues, and also the cultural issues like religion and language act as impediments. From 

the consumers’ perspective, these are the barriers that deter consumers from using e-

commerce in Saudi Arabia.  Also from these findings, there is the claim that no 

differences exist between women and men in terms of technological trends and in terms 

of barriers encountered. 

The factors in this study were addressed as obstacles rather than as factors predicting 

and interpreting peoples' behaviour towards e-commerce adoption. The research 

methodology used in this study is grounded theory, In addition, this study used 

interview for data generation with 22 participants.  This study demonstrated the 

importance of obstacles such as delivery services and the absence of postal addresses. 

3.5.2 The Second Study 

Despite the fact that Saudi Arabia has the largest and fastest growth of ICT 

marketplaces in the Arab region and e-commerce activities are not progressing at the 

same speed [25], AlGhamdi raises several issues, both negative and positive, that affect 

the growth of on-line retailing in Saudi Arabia [25]. The common problems identified 

include the “habits of people in selling and buying in Saudi Arabia; issues involved with 

delivery, issues involved with on-line payments, lack of strong ICT infrastructure, no 

clear regulations and legislations, lack of trust; and IT knowledge which all play a part”. 
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In addition to these concerns, there are several issues that concern only one party to the 

transaction. The issues that can be identified only from the retailers’ perspective and 

that impede on-line retailing growth include the setting up costs, resistance to change, 

the difficulty of offering a competitive advantage and the type of products to sell on-

line. The issues that only concern customers include the absence of house mailboxes 

and the absence of on-line retailers for the most needed products. 

The common positive factors that are shared between the sample of retailers and 

customers include government support in offering trustworthy and secure on-line 

payment options, educational programmes, enhanced ICT infrastructure, and provision 

of sample e-commerce software to trial. In addition to these factors, customers see other 

factors that would support them in buying on-line, including competitive prices and 

proficiency with e-retail’s websites. 

The role that the government can responsibly play in facilitating e-retail is based around 

three key functions: facilitation, supervision, and control” [25] (p.774). 

This study focused on the retailers’ perspectives on e-commerce adoption therefore, the 

factors that have been addressed here are different from the current study.  However, 

this study shed light on a different perspective of one of the parties in the process of e-

commerce adoption, those being the retailers.  

3.5.3 The Third Study 

This study [12] is about Internet services adoption. The goal of this study was  to raise 

awareness and enhance understanding of the factors that influence adoption and usage 

of on-line services in Saudi Arabia in the light of the Diffusion of Innovations Theory 

(DOI) [179]. The terms ‘on-line service’, ‘Internet services’ and ‘e-service’ are used 

interchangeably to identify the services that are being offered on-line. Both e-

government and e-commerce could be good instances of e-service [56]. The factors 

influencing adoption under investigation in this study were: new technology adopter 

characteristics, trust, security, privacy issues, e-service quality, loyalty, innovation 

characteristics, relative advantage, compatibility, complexity, trialability, and 

observability. The results of linear regression analysis in [12] indicated complexity to be 
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the most significant factor affecting e-service adoption in Saudi Arabia. Privacy was the 

second most important factor followed by compatibility. Quality of the Internet and its 

relative advantages also had a notable affect on e-service usage and adoption. These 

findings indicated that respondents who perceived the Internet and its services as easy to 

use, had no difficulty accessing it from home or work, and had no problem with 

English, were more likely to adopt e-services. Complexity is defined in [12] as the 

degree to which the Internet or its services are perceived as relatively difficult to 

understand and use. The perceived ease of use was found to affect e-service adoption 

significantly. The results also showed that there is a positive correlation between 

privacy and e-service adoption in Saudi Arabia. The third factor was compatibility of e-

service. Compatibility is defined by [179] (cited in [12]) as the degree to which an 

innovation is perceived as being consistent with existing values, past experiences and 

the needs of potential adopters. The quality of the Internet was also regarded as an 

important factor by the authors. Gender also played a significant role among 

participants regarding the adoption of e-service and it is found by [12] that Saudi 

women are more likely to adopt the e-service rather than Saudi men. 

This study focused on electronic services, which could include services provided by the 

government such as e-government, therefore, this is entirely different from the nature of 

the current research despite of the reached findings about the important of factors 

affecting the adoption process. These results have been cited in the current research.   

3.5.4 The Fourth Study 

This study [18] was conducted under the umbrella of e-commerce in electronic banking. 

It tried to identify the factors affecting the adoption of Internet banking by customers in 

Saudi Arabia primarily by analysing the attitudes and behaviour of Saudi consumers. 

The security, quality of the Internet connection, awareness about Internet banking and 

its benefits, trust, attitudinal and behavioural characteristics of Internet banking users 

and non-users were all investigated and descriptive statistics on demographic variables 

were calculated for all participants in this study. [18] found that the relationship 

between the variables and customer’s demographic characteristics (such as age, gender 
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and income) were not confirmed, but significant influences were found relating to 

customer’s level of education. 

Perceived ease of use and perceived usefulness which are the internal components of the 

TAM model were confirmed as critical and highly significant in encouraging customers 

to accept and adopt the technology. The implication is that low awareness of Internet 

banking is a critical factor in causing customers not to adopt or use Internet banking. 

.Saudi commercial banks who are willing to increase Internet banking utilisation should 

emphasise the benefits and advantages afforded by the technology (reliability, 

convenience unrestricted by traditional time and space) to increase the perceived 

usefulness of this additional service. 

3.5.5 The Fifth Study 

In [14], the study was conducted to gain an in-depth understanding regarding the factors 

that influenced Saudi consumers to purchase on-line. The researcher used a qualitative 

approach to acquire a detailed understanding of the on-line shopping experience among 

the people in Saudi Arabia. An open-ended question was asked. The selected 

respondents from Saudi Arabia were asked whether they liked to purchase on-line, and 

they were required to give reason(s) for their answers. From the finding, Perceived 

factors identified were trust, usefulness, and ease of use, all of which have positive 

direct relationships with e-shopping intentions. Perceived risk, on the other hand, is 

inversely related to shopping intention and actual purchase. The generation method used 

was an interview with 40 respondents, 6 men and 34 women. Frequencies analysis was 

conducted to analyse the data.  

3.5.6 The Sixth Study 

This work [13] has contributed to the field, but from the perspective of Saudi 

companies.  

The authors note that in Saudi Arabia, environmental factors are more likely to affect 

the initial adoption of e-commerce. As firms seek a more advanced form of e-commerce 

adoption, the factors internal to the organisation become the main determinants for such 

decisions, and in addition are the factors to do with technological resources, 
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commitment, awareness, and governance. One of the external factors, then, which takes 

on considerable importance for making the decision to adopt the technology, is the 

market force e-readiness of the organisation, which represents its ability to adapt to 

market changes and customer needs. According to the finding of [13], the ‘first step in 

adoption of e-commerce and its related decisions are the external factors, mainly those 

related to market forces (customers and partner e-readiness) as well as the supporting 

industries e-readiness; the effect of government e-readiness and support will also play 

an important  role in directing and facilitating decision-making.’ 

However, for advanced and institutional e-commerce-level decisions and adoption, the 

main factors and determinants are internal factors (technology resource-related factors, 

managerial factors, organisational factors) while the only external factor that still has a 

considerable amount of influential power at this level of adoption is the market forces’ 

e-readiness. As a policy maker (the Ministry of Communication and Information 

Technology, and Communication and Information Technology Commission) 

concentrates on external enablement that will take firms only to the initial level of 

adoption. 

For further development, policies and strategies need to be developed with a focus on 

the internal factors of the local firm. Opportunity seekers and investors in the arena of e-

commerce solutions must concentrate on providing the technology resources, training 

for raising awareness, commitment, and governance of firms in a specific industry, as 

well as analysing the market forces of that particular industry [13] (p. 125-128). 

3.5.7 The Seventh Study 

This study conducted by [11] examined the relative power of a modified version of 

UTAUT in determining ‘intention to use’ and ‘usage behaviour’, using a survey sample 

collected from 722 knowledge workers in different companies, using desktop computer 

applications on a voluntary basis in Saudi Arabia. [11] argued “that the relationships 

between facilitating conditions and usage behaviour should be strong for cultures that 

score high on uncertainty avoidance”. They reasoned that increasing levels of 

facilitating conditions should serve to reduce uncomfortable levels of uncertainty or 

ambiguity with computers. They, therefore, expected that a direct relationship between 
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facilitating conditions and usage behaviour would hold true in Saudi Arabia. 

Additionally, they reasoned that age and experience should negatively interact with the 

influence of facilitating conditions on computer usage. 

As suggested by [211] (cited in [11]), the findings, show that ‘performance expectancy 

had a positive effect on intention’, but ‘there is no interacting effect with performance 

expectancy and either gender or age on intention’. According to [11], “Effort 

expectancy did not have a significant effect on intention in the presence of interactions 

with the moderating variables. The negative interaction between effort expectancy and 

experience on intention indicated that, with increased years of experience with 

computers, ease of use becomes less important in predicting Saudi’s behavioural 

intentions. The weak negative effect of facilitating conditions on use was not significant 

in the presence of the negative interacting effect of increasing age with facilitating 

conditions on use; and the strong positive interacting effect of increasing experience 

with facilitating conditions on use” [11] (p.690). 

In summary, the previous studies are varied in terms of the factors that influence the 

adoption of on-line shopping in Saudi Arabia, most of these studies are compatible on 

identifying some factors such as the postal limitations, lack of addresses, delivery 

services and payment methods which create barriers to adoption. Other barriers are 

related to the companies’ websites such as security, risks, privacy and fraud issues and 

the lack of clear regulations and relevant legislation; lack of trust; and lack of IT 

knowledge. Complexity, privacy, and quality of the Internet are also having a negative 

effect on on-line-shopping adoption in Saudi Arabia. 
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Chapter 4: Concept of IT Adoption Models 

Information technology (IT) acceptance research has yielded many competing models, 

each with different sets of acceptance determinants [211]. This chapter includes an 

overview of the theories of predicting, explaining and understanding the human 

behaviour involved in adopting the new technology. The purpose of this is due to the 

main aim of the current research, namely, to explore the factors that may predict or 

affect the behaviour of individuals in Saudi Arabia towards on-line shopping. 

This research adopted the UTAUT model which includes the  eight acceptance and 

adoption theories: Theory of Reasoned Action (TRA), Theory of Planned Behaviour 

(TPB) and the Technology Acceptance Model (TAM & TAM 2), Motivational Model 

(MM), Combined TAM and TPB (C-TAM-TPB), Model of PC Utilisation (MPCU), 

Innovation Diffusion Theory (IDT), and Social Cognitive Theory (SCT). In addition, 

this chapter provides an overview of the Theory of Perceived Risk and examines 

security, trust, privacy and languages as additional factors relevant to this research. 

4.1 Stages of Adoption Process 

Kotler defines the adoption process as: “the mental process through which an individual 

passes from first hearing about an innovation to final adoption, and adoption as the 

decision by an individual to became a regular user of the product” [119]. He also 

suggests that the new product marketeer should think about how they will be able to 

help consumers move through these stages. 

According to [119], the adoption process comprises five stages, as shown in table 4.1 

No. Stages Effects 

1 Awareness The consumer becomes aware of the new product, but lacks information 

about it. 

2 Interest The consumer seeks information about the new product. 

3 Evaluation The consumer considers whether trying the new product makes sense. 

4 Trial The consumer tries the new product on a small scale to improve his or 
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her estimate of its value. 

5 Adoption The consumer decides to make full and regular use of the new product. 

Table 4.1: Stages in the Adoption Process [119] 

4.2 IT Adoption  

There are different theories and models of behaviour that can help in understanding and 

predicting the behaviour of an individual, whether to accept or reject  adoption of new 

ICT including the Theory of Reasoned Action (TRA) [86], the Theory of Planned 

Behaviour (TPB) [3], and the Technology Acceptance Model (TAM) [71]. The 

following table gives the meanings of key terms used in these theories: 

Attitude A psychological tendency that is expressed by evaluating a particular 

behaviour, with some degree of favour or disfavour. 

Behaviour An action that is carried out described in terms of the action itself, its 

target the context and time. 

Behavioural 

Beliefs 

Perceived consequences of an action. 

Control  

Beliefs 

Beliefs about the likelihood that one possesses the resources and 

opportunities thought necessary to execute the behaviour. 

Intention A person’s conscious motivation to exert the effort to carry out such 

behaviour. 

Norms  Descriptive perceptions – what is important to what people actually 

do. 

 Injunctive perceptions – importance of what people think a person 

should do. 

 Subjective perceive – social pressure to perform behaviour. 

Normative 

Beliefs 

Perceptions of significant others’ preferences about whether one should 

perform a behaviour. 

Outcome 

Evaluation 

Evaluation of the perceived consequences of an action. 
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Perceived 

Behavioural 

Perceptions about how easy or difficult it is to perform the suggested 

behaviour. 

Self-efficacy The conviction that one can successfully execute a given behaviour. 

Table 4.2: Important Terms in TRA and TPB [88] 

4.2.1 Theory of Reasoned Action (TRA) 

This theory [7] was first introduced by Ajzen and Fishbein in 1967. The components 

within TRA, as shown in Figure 4.1, consist of behaviour, which is defined by a 

combination of four components: action, target, context and time. The theory suggests 

that a person’s behaviour is determined by their own intention to perform such 

behaviour and that this intention is a function of their attitude towards the behaviour and 

their subjective norms (social influence). According to [86], the theory assumes that 

most human social behaviour is under our own volition and can be predicted from 

intentions. This theory assumes that the individual takes into consideration the 

consequences of their behaviour before they do it. As a result, the intention is the most 

important factor in determining the change of behaviour, which will evolve according to 

the individual expectations about a positive or negative impression of society. 

Therefore, the intentions of someone take a form commensurate with the community, 

and this is essential in the implementation of such behaviour or any changes later.   

Attitude towards Behaviour 

Attitudes are defined as an individual’s positive or negative feelings about performing 

behaviour. They are determined through an assessment of one’s beliefs regarding the 

consequences arising from a given behaviour and an evaluation of the desirability of 

these consequences. Formally, overall attitude can be assessed as the sum of the 

individual consequences multiplied by the desirability assessment for all expected 

consequences of the behaviour. 

Subjective Norm 

These are defined as an individual’s perception of whether people believe it is important 

to the individual that the behaviour should be performed. The contribution of the 
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opinion of any given referent is weighted by the motivation that an individual has to 

comply with the wishes of that referent. Hence, overall subjective norms can be 

expressed as the sum of the individual perceptions, multiplied by the motivational 

assessments for all relevant referents [74]. The best predictor of behaviour is intention, 

which is assumed to capture motivational factors that influence behaviour [3]. 

 

Figure 4.1: Theory of Reasoned Action (TRA) [86] 

4.2.2 Theory of Planned Behaviour (TPB) 

The TPB, developed by [2, 3], is an extension of the TRA. According to this theory, 

human behaviour is guided by three kinds of considerations: beliefs about the likely 

outcomes of the behaviour and the evaluations of these outcomes (behavioural beliefs), 

beliefs about the normative expectations of others and motivation to comply with these 

expectations (normative beliefs), and beliefs about the presence of factors that may 

facilitate or impede performance of the behaviour and the perceived power of these 

factors (control beliefs). In their respective aggregates, behavioural beliefs produce a 

favourable or unfavourable attitude toward the behaviour; normative beliefs result in 

perceived social pressure or subjective norms; and control beliefs give rise to perceived 

behavioural control. In combination, one’s attitude toward the behaviour, the subjective 

norm, and the perception of behavioural control lead to the formation of a behavioural 

intention. 

As a general rule, the more favourable the attitude and subjective norm, and the greater 

the perceived control, the stronger should be the person’s intention to perform the 
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behaviour in question. Finally, given a sufficient degree of actual control over the 

behaviour, people are expected to carry out their intentions when the opportunity arises. 

Intention is thus assumed to be the immediate antecedent of behaviour. However, 

because much behaviour poses difficulties of execution that may limit volitional 

control, it is useful to consider perceived behavioural control in addition to intention. To 

the extent that perceived behavioural control complies with reality, it can serve as a 

proxy for actual control and contribute to the prediction of the behaviour in question [5]. 

Figure 4.2 is a schematic representation of the theory. 

 

Figure 4.2: Theory of Planned Behaviour (TPB) [2, 3] 

The main difference between TRA and TPB is the addition of a third determining 

behavioural intention, perceived behavioural control. Perceived behavioural control is 

determined by two factors: control beliefs and perceived power. Perceived behavioural 

control indicates that a person's motivation is influenced by how difficult the behaviours 

are perceived to be, as well as the perception of how successfully the individual can, or 

cannot, perform the activity. If a person holds strong control beliefs about the existence 

of factors that will facilitate behaviour, then the individual will have high perceived 

control over their behaviour. 

Conversely, the person will have a low perception of control if they hold strong control 

beliefs that impede their behaviour. This perception can reflect past experiences, the 
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anticipation of upcoming circumstances and the attitudes of the influential norms that 

surround the individual [139]. 

4.2.3 Diffusion of Innovations (DOI) 

The adoption process, according to [179], passes through several stages, from gaining 

initial knowledge of an innovation, to eventually forming an attitude towards the 

innovation, to making a decision to adopt or reject. The author defines the diffusion 

process as one which involves the spread of a new idea from its source of invention or 

creation to its ultimate users or adopters. He differentiates the adoption process from the 

diffusion process in that the diffusion process occurs within society and is a group 

process, whereas the adoption process pertains to an individual. He also defines the 

adoption process as the mental process through which an individual passes from first 

hearing about an innovation to final adoption. 

[179] divided the diffusion process into three main elements: the innovation-decision 

process, the characteristics of an innovation and the adopter characteristics. He defined 

the characteristics of the decision-making unit under three categories: 

1. Socio-Economic 

High social status, no relationship between early adopters' age and adoption, 

upward social mobility and high level of education. 

2. Personality values 

Ability to deal with abstract concepts, favourable attitude to change, risk and 

science, greater empathy, intelligence, less than average dogmatic outlook, less 

than average degree of fatalism, greater than average level of aspiration and 

rational outlook. 

3. Communication Behaviour 

Greater degree of contact with change agents, greater degree of exposure to 

mass media communications, higher degree of opinion leadership, inter-
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connectedness in social networks, more cosmopolitan outlook and greater 

degree of social participation. 

As shown in Figure  4.3, the innovation-decision process model consists of five stages 

or categories, as follows: 

1. Knowledge: occurs when an individual (or other decision making unit) is 

exposed to an innovation’s existence and gains an understanding of how it 

functions. 

2. Persuasion: occurs when an individual (or other decision making unit) forms a 

favourable or unfavourable attitude towards the innovation. 

3. Decision: takes place when an individual (or other decision making unit) 

engages in activities that lead to a choice in adopting or rejecting the innovation. 

4. Implementation: occurs when an individual (or other decision making unit) puts 

a new idea into use. 

5. Confirmation: takes place when an individual seeks reinforcement of an 

innovation-decision already made, but they may reverse this previous decision if 

exposed to conflicting messages about the innovation. 

 

Figure 4.3: Model of Five Stages in the Innovation-Decision Process [179] 

The rate of adoption is the relative speed with which an innovation is adopted by 

numbers of people in a given social system. Most of the variance in the rate of adoption 



Chapter 4: Concept of IT Adoption Models 

52 

 

of innovations from 49% to 87% is explained by five attributes: relative advantage, 

compatibility, complexity, trialability, and observability [178]. 

Adopters Categories 

In [178], Rogers placed adopters into several categories as shown in Figure  4.4 He 

believes that individuals in a social system do not all adopt an innovation at the same 

time, rather, they adopt in an over-time sequence, and individuals can be classified into 

adopter categories on the basis of when they first began using that innovation. These 

categories of types of adopters are: 

 Innovators: being venturesome is almost an obsession with innovators. Their 

interest in new ideas leads them out of a local circle of peer networks and into 

more cosmopolitan social relationships. 

 Early Adopters: early adopters are a more integrated part of the local system 

than innovators. Whereas innovators are cosmopolites, early adopters are 

‘localities’. They have the highest degree of opinion leadership in most systems. 

 Early Majority: the early majority interact frequently with their peers but seldom 

hold a position of the leadership in a system. 

 Late Majority: sceptical – like the early majority, the Late Majority make up 

one-third of the members of a system. 

 Laggards: traditional – these individuals adopt innovation, they possess almost 

no opinion on leadership, and most adopter categories review the locality of 

their outlook. 
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Figure 4.4: Adopter Categorisation on the Basic of Innovativeness [179] 

The model shows that individuals differ in their readiness to use new products. Some 

people adopt new products earlier than others, and therefore, the model shows that 

people can be classified into adopter categories; from a low number of early adaptors of 

a new product, to an increasing number of adopters that reaches a peak and then drops 

off as fewer non-adopters remain. 

4.2.4 Technology Acceptance Model (TAM) 

The TAM [71] is an adaptation of TRA, specifically tailored for modelling user 

acceptance of IS. The goal of TAM is to provide a general explanation of the 

determinants of technology acceptance. Similar to TRA, TAM postulates that 

technology usage is determined by behavioural intention and posits that two particular 

beliefs, perceived usefulness (PU) and perceived ease of use (PEU), are of primary 

relevance for computer-acceptance behaviour. Perceived usefulness is defined as the 

prospective user’s subjective probability that using a specific application system will 

increase their job performance. Perceived ease of use refers to the degree to which a 

prospective user expects the target system to be free from effort [71]. 

Two other constructs in TAM are attitude towards use and behavioural intention 

towards use. The attitude towards use is the user’s evaluation of the desirability of 

employing a particular IS application. Behavioural intention is a measure of the 

likelihood a person will employ the application [6]. 

A limitation of TAM is that it assumes usage is volitional, that is, there are no barriers 

that would prevent an individual from using an IS if he or she chose to do so. However, 

there many factors preventing a person from using an application such as perceived user 

resources [136] and perceived behaviour control [4]. 
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Figure 4.5: Technology Acceptance Model (TAM) [71] 

Extending the TAM to Account for Social Influence 

As shown in Figure  4.6 the research model for [133] study is the TAM model, which 

features “an extension derived from Kelman's processes of social influence, 

‘psychological attachment’ (p.3), that “refers to the influence of social influence 

processes on a user's behavioural intentions and attitudes towards using the technology. 

These social influence processes affect the individual and may result in their 

internalisation, identification and compliance with the induced behaviour” [133] (p.3). 

 

Figure 4.6: TAM Extended to Account for Social Influences [133] (p.4) 

The findings of this study suggest that social influence plays an important role in 

determining the acceptance and usage among adopters of new IT. When social 

influences generate a feeling of compliance in the user, [133] argued that it seems to 
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pose a “negative influence on the users' attitude towards use of the new IS. However, 

when social influences generate a feeling of internalisation and identification on the part 

of the user, it has a positive influence on the user’s attitude towards the acceptance and 

use of the new system. The findings also suggest that internalisation of the induced 

behaviour, by the adopters of the new information system, plays a stronger role in 

shaping acceptance and usage behaviour than perceived usefulness (PU)”:9-10. Hence 

the consideration of social influences and how they affect the commitment of the user 

towards use of the IS seems important for understanding and explanation. 

4.2.5 Technology Acceptance Model (TAM 2) 

This model [210] extended the original TAM model to explain perceived usefulness and 

usage intentions in terms of social influence and cognitive instrumental processes. The 

extended model, referred to as TAM2, was tested using longitudinal data collected 

regarding four different systems at four organisations, two involving voluntary usage 

and two involving mandatory usage. Both social influence processes (subjective norm, 

voluntariness, and image) and cognitive instrumental processes (job relevance, output 

quality, result demonstrability, and perceived ease of use) significantly influenced user 

acceptance. In particular, voluntariness according to [152] refers to the degree to which 

use of the innovation is perceived as being voluntary. 
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Figure 4.7: TAM2 Model [210] 

As shown in Figure 4.7, TAM2 incorporates additional theoretical constructs spanning 

social influence processes (subjective norm, voluntariness, and image) and cognitive 

instrumental processes (job relevance, output quality, result demonstrability, and 

perceived ease of use). 

Social Influence Processes 

[210] developed later theoretical extension into the original TAM model. TAM2 reflects 

the impact of three interrelated social forces impinging on an individual facing the 

opportunity to adopt or reject a new system: subjective norm, voluntariness, and image. 

A subjective norm, is defined as a "person's perception that most people who are 

important to him think he should or should not perform the behaviour in question" [86]. 

A subjective norm is included as a direct determinant of behavioural intention in TRA 

[86] and the subsequent TPB [3]. 

The new model theorises that, in a computer usage context, the direct compliance-based 

effect of a subjective norm on intention over and above perceived usefulness and per-

ceived ease of use will occur in mandatory, but not voluntary, system-usage settings. To 

distinguish between mandatory and voluntary usage settings, this model posits 
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voluntariness as a moderating variable, defined as "the extent to which potential 

adopters perceive the adoption decision to be non-mandatory" [1, 101, 152]. 

TAM2 encompasses two additional theoretical mechanisms by which subjective norms 

can influence intention indirectly through perceived usefulness: internalisation and 

identification. 

Individuals often respond to social normative influences to establish or maintain a 

favourable image within a reference group [114]. Drawing from research on diffusion of 

innovations, [152] defines image as "the degree to which use of an innovation is 

perceived to enhance one's status in one's social system”. TAM2 theorises that 

subjective norms will positively influence image because, if important members of a 

person's social group at work believe that he or she should perform a behaviour (e.g., 

use a system), then performing it will tend to elevate his or her standing within the 

group [47, 116, 170]. There is theory and evidence to suggest that the direct effect of 

subjective norms on intentions may subside over time with increased system 

experience. 

TAM2 theorises that the direct effect of subjective norms on intentions for mandatory 

usage contexts will be strong prior to implementation and during early usage, but will 

weaken over time as increasing direct experience with a system provides a growing 

basis for intentions toward ongoing use. 

The authors theorise four cognitive, instrumental determinants of perceived usefulness: 

job relevance, output quality, result demonstrability, and perceived ease of use. They 

also define job relevance as an individual's perception regarding the degree to which the 

target system is applicable to his or her job. In other words, job relevance is a function 

of the importance within one's job of the set of tasks the system is capable of 

supporting. They regard job relevance as a cognitive judgement that exerts a direct 

effect on perceived usefulness, distinct from social influence processes. 

TAM2 posits that, over and above considerations of what tasks a system is capable of 

performing and the degree to which those tasks match their job goals (job relevance), 
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people will take into consideration how well the system performs those tasks, which we 

refer to as perceptions of output quality. 

TAM2 theorises that result demonstrability, defined by [152] as “the tangibility of the 

results of using the innovation” will directly influence perceived usefulness. This 

implies that individuals can be expected to form more positive perceptions of the 

usefulness of a system if the co-variation between usage and positive results is readily 

discernible. The relationship between result demonstrability and perceived usefulness is 

also consistent with the job characteristics model. 

In summary, the proposed TAM2 encompasses social influence processes (subjective 

norm, voluntariness, and image) and cognitive instrumental processes (job relevance, 

output quality, result demonstrability, and perceived ease of use) as determinants of per-

ceived usefulness and usage intentions. They also hypothesise a decrease in the strength 

with which social influence processes affect perceived usefulness and intention to use 

with increasing experience over time. 

[152] (cited in [210]) found that TAM2 was strongly supported across four 

organisations and three points of measurement. Encompassing both social influence 

processes (subjective norm, voluntariness, and image) and cognitive instrumental 

processes (job relevance, output quality, result demonstrability, and perceived ease of 

use), according to the finding of the study, TAM2 provides a detailed account of the key 

forces underlying judgments of perceived usefulness, explaining up to 60% of the 

variance in this important driver of usage intentions. Moreover, TAM2 extends TAM by 

showing that subjective norm exerts a significant direct effect on usage intentions over 

and above perceived usefulness and perceived ease of use for mandatory (but not 

voluntary) systems. 

The effects of social influence processes were consistent with TAM2. Subjective norm 

significantly influenced perceived usefulness via both internalisation, in which people 

incorporate social influences into their own usefulness perceptions, and identification, 

in which people use a system to gain status and influence within the work group and 

thereby improve their job performance. Beyond these two indirect effects via perceived 

usefulness, subjective norm had a direct effect on intentions for mandatory, but not 
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voluntary, usage contexts. They found that as individuals gained direct experience with 

a system over time, they relied less on social information in forming perceived 

usefulness and intention, but continued to judge a system's usefulness on the basis of 

potential status benefits resulting from use [211]. 

The effects of cognitive instrumental processes were also consistent with TAM2. An 

important and interesting finding that emerged from the study was the interactive effect 

between job relevance and output quality in determining perceived usefulness. This 

implies that judgments about a system's usefulness are affected by an individual's 

cognitive matching of their job goals with the consequences of system use (job 

relevance), and that output quality takes on greater importance in proportion to a 

system's job relevance. Although the interaction was not explicitly hypothesised, similar 

interaction effects between task characteristics and technology characteristics have been 

observed in other research [72, 92]. As hypothesised, user perceptions of result 

demonstrability and ease of use were significant. Unlike social influence processes, the 

effects of cognitive instrumental processes remained significant over time. 

4.2.6 Social Cognitive Theory (SCT) 

The theory of social learning is proposed by [146]. The Social Cognitive Theory 

explains how people acquire and maintain certain behavioural patterns, while also 

providing the basis for intervention strategies [41]. Evaluating behavioural change 

depends on key factors; environment, people and behaviour. ‘Environment’ here refers 

to the factors that can affect a person’s behaviour. There are social and physical 

environments. Social environments include family members, friends and colleagues. 

Physical environments include such characteristics as the size of a room, the ambient 

temperature or the availability of certain foods. Environment and ‘situation’ provide the 

framework for understanding behaviour [167]. The situation refers to the cognitive or 

mental representations of the environment that may affect a person’s behaviour. The 

situation is a person’s perception of the place, time, physical features and activity [91]. 

The three factors, environment, people and behaviour, are constantly influencing each 

other, thus behaviour is not simply the result of the environment and the person, just as 

the environment is not simply the result of the person and behaviour  engaging [91]. 
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The environment provides models for behaviour and ‘observational learning’ occurs 

when a person watches the actions of another person and the reinforcements that the 

person receives [41]. 

 

Figure 4.8: Overview of Social Cognitive Theory and Self-Efficacy [165] 

4.2.7 Motivational Model (MM) 

A significant body of research in psychology has supported a general motivation theory 

as an explanation for behaviour. Several studies have examined motivational theory and 

adapted it for specific contexts. [207], presents an excellent review of the fundamental 

tenets of this theoretical base. Within the IS domain, [72] applied motivational theory is 

used to understand new technology adoption and use (see also [213]). Extrinsic 

motivation refers to the perception that users will want to perform an activity “because 

it is perceived to be instrumental in achieving valued outcomes that are distinct from the 

activity itself, such as improved job performance, pay, or promotions” [72]. Intrinsic 

motivation refers to the perception that users will want to perform an activity “for no 

apparent reinforcement other than the process of performing the activity per se” [72, 

211]. 

4.2.8 Model of PC Utilisation (MPCU) 

This model according to [211], is derived largely from [204] theory of human 

behaviour, and  presents a competing perspective to that proposed by TRA and TPB. 

[203] adapted and refined Triandis’ model for IS contexts and used the model to predict 
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PC utilisation. However, the nature of the model makes it particularly suited to predict 

individual acceptance and use of a range of information technologies. [203] sought to 

predict usage behaviour rather than intentions; however, in keeping with the theory’s 

roots, the current research will examine the effect of these determinants on intention. 

Also, such an examination is important to ensure a fair comparison of the different 

models. Job-fit defines as “the extent to which an individual believes that using [a 

technology] can enhance the performance of his or her job” [203]. Complexity is based 

on [180] “the degree to which an innovation is perceived as relatively difficult to 

understand and use” [203]. Long-term consequences are defined as “Outcomes that 

have a pay-off in the future” [203].  Affect towards use is based on Triandis, and is 

described as “feelings of joy, elation, or pleasure, or depression, disgust, displeasure, or 

hate associated by an individual with a particular act” [203]. Social factors are also 

derived from Triandis’ work and are, “the individual’s internalisation of the reference 

group’s subjective culture, and specific interpersonal agreements that the individual has 

made with others, in specific social situations” [203]. 

Facilitating conditions are defined as objective factors in the environment that observers 

agree make an act easy to accomplish. For example, returning items purchased on-line 

is facilitated when no fee is charged to return the item. In an IS context, “provision of 

support for users of PCs may be one type of facilitating condition that can influence 

system utilisation” [203, 211]. 

4.2.9 Combined TAM and TPB 

[197] (cited in [15]), proposed de-composing the constructs of TPB into detailed 

constituents. Once the theory of planned behaviour (DTPB) has been broken out into 

elements, it elaborates the TPB through the inclusion of constructs from the Diffusions    

Of Innovation (DOI) perspective. The de-composition of TPB constructs is summarised 

below in Figure 4.9. 
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Figure 4.9: Combined TAM and TPB [197] 

4.2.10 The Unified Theory of Acceptance and Use of Technology 

(UTAUT) 

[211] (cited in [15]) suggested that IS or IT researchers have a choice of models and 

thus tend to ignore some models while favouring others; In doing so they create a “need 

for a synthesis in order to reach a unified view of users’ technology acceptance.” [211] 

compare and reviewed eight dominant models that have been used to explain 

technology acceptance behaviour. These included TRA, TPB, TAM, combined TAM - 

TPB, DOI, SCT, MM, and MPCU (discussed previously). 

The authors make an empirical comparison of the different models by undertaking field 

studies in four different organisations; these longitudinal studies sample individuals 

who have encountered a new technology in their organisation. Measurements were 

taken at three times at different points: after training, one month and three months after 

implementation; actual behaviour was measured over the entire post training period for 

six months. In this study the data was divided into two samples and categorised as 

belonging to either  ‘mandatory’ or ‘voluntary’ settings. 

In reviewing the study, [15] notes that the affect of some moderating variables that 

affect the decisions over use  were explored in the study. These included: experience, 
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voluntariness, age, and gender. With the exception of MM and SCT, “the predictive 

validity of the models increased after including moderators”. When common elements 

were examined in the models seven constructs were found to be significant and direct 

determinants of intention or usage in at least one individual model. The hypothesis 

adopted by the researchers was that   some variables play an important role in directly 

determining acceptance and usage on the part of users. The variables found not to be 

significant were comparison, attitude, computer self-efficacy, and anxiety; these were 

estimated to have no direct effects on behavioural intentions. However those that do 

have a direct effect on behavioural intentions and usage are: Performance expectancy, 

effort expectancy, social influences, and facilitating conditions. The relationship among 

these elements is shown in Figure 4.10. 

 

Figure 4.10: The Unified Theory of Acceptance and Use of Technology Source [211] 

Constructs of each model and theory reviewed, including the UTAUT model, are 

represented in table 4.3.  

Models and Theories Constructs 

Theory of Reasoned Action (TRA) [86] derives from 

psychology to measure behavioural intention and 

performance. 

 Attitude  

 Subjective norm 
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Technology Acceptance Model (TAM) [70] develops 

new scale with two specific variables to determine user 

acceptance of technology. 

 

Technology Acceptance Model 2 (TAM2) [210] is 

adapted from TAM and includes more variables. 

 Perceived Usefulness 

 Perceived Ease of Use 

 Subjective Norm* 

 Experience* 

 Voluntariness* 

 Image* 

 Job Relevance* 

 Output Quality* 

 Result Demonstrability* 

* indicates TAM2 only 

Motivational Model (MM) also stems from psychology 

to explain behaviour. [72], applies this model to the 

technology adoption and use. 

 Extrinsic Motivation 

 Intrinsic Motivation 

Theory of Planned Behaviour (TPB) [3] extends TRA 

by including one more variable to determine intention 

and behaviour. 

 Attitude  

 Subjective norm 

 Perceived Behavioural Control 

Combined TAM and TPB (C-TAM-TPB) [197].  Perceived Usefulness 

 Perceived Ease of Use  

 Attitude  

 Subjective norm 

 Perceived Behavioural Control 

Model of PC Utilisation (MPCU) [203] is adjusted from 

the theory of attitudes and behaviour [205] to predict PC 

usage behaviour. 

 Social Factors 

 Affect  

 Perceived  Consequences 

(Complexity, Job-Fit, Long-Term 

Consequences of Use) 

 Facilitating Conditions 

 Habits 

Innovation Diffusion Theory (IDT) [177] is adapted to 

information systems innovations by [152]. Five 

attributes from Rogers’ model [177]  and two additional 

constructs are identified in [196]. 

 Relative Advantage* 

 Compatibility* 

 Complexity* 

 Observability* 

 Trialability* 

 Image 
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 Voluntariness of Use 

* indicates Roger’s constructs. 

Social Cognitive Theory (SCT) [39]  is applied to 

information systems by [66] to determine the usage. 

 Encouragement by Others 

 Others’ Use 

 Support 

 Self-Efficacy 

 Performance Outcome 

Expectations 

 Personal Outcome Expectations 

 Affect 

 Anxiety 

Unified Theory of Acceptance and Use of Technology 

Model (UTAUT) [211] integrates above theories and 

models to measure user intention and usage on 

technology. 

 Performance Expectancy 

 Effort Expectancy 

 Attitude toward Using 

Technology 

 Social Influence 

 Facilitating Conditions 

 Self-Efficacy 

 Anxiety 

Table 4.3: Models and Theories of Individual Acceptance adopted from [211]  

[211] defines each of the determinants, specifies the role of key moderators (gender, 

age, voluntariness, and experience), and provides the theoretical justification for the 

hypotheses as follows: 

Performance Expectancy (PE) 

In the theory of UTAUT [211] (cited in [15]) (PE) is described as the extent to which 

“an individual believes that using the system will help him/her to attain gains in job 

performance”. The other constructs that the author’s notes which pertain to performance 

expectancy are: perceived usefulness (TAM, and combined TAM-TPB), extrinsic 

motivation (MM), job-fit (MPCU), relative advantage (DOI), and outcome expectancy 

(SCT). In each individual model, however, PE was the strongest predictor of intention 

and remained statistically significant when measured in either mandatory or voluntary 

contexts. 
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According to the UTAUT model, gender and age may influence the impact of PE on 

behavioural intention. This impact is hypothesised to be more significant for men and 

also for workers who are younger [15]. 

Effort Expectancy (EE) 

EE is the degree with which users perceive the system to be easy to use. In the other 

models reviewed, there are similar constructs, namely, perceived ease of use (TAM), 

and complexity (DOI and MPCU). Each of these again is significant in both voluntary 

and mandatory settings, but, as was expected, was  found to be significant only after the 

training had been undertaken. 

 Given the UTAUT‘s assumptions, the impact that effort expectancy has on behavioural 

intentions is hypothesised to be moderated by gender, age, and experience; these effects 

are assumed to be stronger for young women and older workers at early stages of 

experience [15]. 

Social Influence (SI) 

The influence of others is an important factor in whether new users believe that they 

should adopt a particular system. SE captures this idea and it is also represented by 

similar constructs in other models: sometimes it is referred to as “subjective norms” 

(TRA, TAM2, TPB/DTPB, and combined TAM-TPB), and sometimes is more broadly 

described as “social factors” (MPCU), or “image” (DOI). Whatever its name, the 

construct behaves similarly in different models; in voluntary contexts it appears to be 

unimportant but it becomes significant when people are required to engage in some 

system’s use. The literature (cited in [15]) suggests   that “in mandatory contexts the 

effect is attributed to compliance and appears to be important only in the early stages of 

individual experience and when rewards/ punishment are applicable; in contrast, social 

influence in voluntary contexts operates by influencing perceptions about the 

technology (what is known as internalisation and identification)”. Equally, the same 

literature notes that social influence and its relation to intentions is likely to be affected 

by gender, age, voluntariness and experience; these effects are hypothesised to be 
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“stronger for women, particularly in mandatory settings in  the early stages of 

experience” since they may have greater social pressure on them to conform.. 

Facilitating Conditions (FC) 

[15] Describes FC as the “degree to which an individual believes that an organisational 

and technical infrastructure exists to support use of the system.” As with the other 

constructs, existing models have a similar constituent; in (TPB/DTPB and combined 

TAM-TPB) it is referred to as “perceived behavioural control” in MPCU it is called 

“facilitating conditions” and in DOI it is known as “compatibility” Comparing models 

suggests that there is a similar relationship between intention and this construct in each 

model, in all settings, in the first training period. During the second period (post 

training), the influence disappears.  

According to the UTAUT model, facilitating conditions become insignificant when both 

performance expectancy and effort expectancy constructs are present; just as in the 

TPB/DTPB, facilitating conditions are directly antecedent of usage. This feature is also 

found in MPUC. As users become more experienced, one would expect that the effect 

would also increase because people are more likely to find further opportunities for 

acquiring help and support. Because of this characteristic it is to be expected that the 

relationship between (FC) and use will be influenced by experience and by age, and 

would thus be stronger for older individuals. [15], notes that “the empirical test of the 

original data (collected from four organisations) and the cross validation using new data 

(collected from two additional organisations) provided strong support for UTAUT.” 

Seventy percent of the variance in usage intention was able to be accounted for by 

UTAUT,  a considerable improvement over UTAUT’s predecessors where, according to 

[197] (cited in [15]) TAM explains 52% of the variance in intention, pure TPB explains 

57% and de-composed TPB 60% of the variance in intention [197]. In their study, [211] 

(cited in [15]) acknowledged a limitation of content validity due to measurement 

procedures and made the recommendation that future research should be focus on 

elaborating and validating relevant scales for each of the constructs with emphasis on 

content validity and revalidation or extension of UTAUT with the new measures [211]. 
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There are some studies that extend the model to include more factors. [223] for instance, 

extends UTAUT to include anxiety, perceived credibility and attitude toward using On-

line Banking Service (OBS), They define anxiety as the degree to which an individual 

becomes anxious when it comes to using OBS [66, 71, 211]. [76] found that individuals 

with little or no computer and Internet experience have higher levels of anxiety than do 

experienced computer and Internet users [76]. Perceived credibility is defined as the 

degree to which an individual believes an OBS is trustworthy and secure. This construct 

is important because security, privacy and trust issues are common concerns of OBS 

users around the world [98, 128, 137, 182]. An attitude toward using OBS is defined as 

an individual’s level of joy or displeasure in using OBS. This construct is important 

because it significantly affects an individuals’ tendency to adopt an OBS service in the 

near future [197, 210, 211]. 

[222] added the level of education as a new variable within the control variables 

because it is conjectured to be as relevant as the other control variables in mobile 

communication adoption as shown in Figure 4.11. 

 

Figure 4.11: The Revised Framework [222] 
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Validating UTAUT Tool Cross-Culturally 

[164] conducted their study to present the validation of UTAUT over nine culturally 

diverse countries. [164] believe that where UTAUT has already been validated and 

applied in the field in English-speaking countries, their study provides a cross-cultural 

validation. They state that “due to the nature of the questions being asked and because 

this research did not seek to predict usage or acceptance of a particular application, 

certain measures on UTAUT were excluded. Behavioural intention to use was dropped, 

as it is intended as a predictor of use. [Equally], ‘facilitating conditions’ was excluded 

specifically because the chosen technology, websites, would be available and accessible 

to all participants” (p.1). 

They go on to state that “the finding of this study provides some confidence that the 

UTAUT tool works cross-culturally. The results presented show that the UTAUT tool is 

robust enough to withstand translation and to be used outside its original country and 

language of origin” [164] (p.4). According to the authors, this finding is useful, as it 

“enables HCI researchers and practitioners to use the tool in an international context 

without concern for its cross-cultural validity.  It also gives an initial indication that the 

UTAUT tool may be useful in providing insight into cross-cultural technology 

acceptance differences” [164] (p.4). 

The study findings from [164] provided further evidence that the questionnaire is 

working as intended in each of the sample countries. While being translated did not 

affect UTAUT’s performance, the social construct only emerges on factor 2 for the 

Saudi sample; this fact suggests that social influence makes a greater difference to   

websites being accepted in Saudi Arabia than in the other countries sampled. 

Table 4.4 provides clear evidence that the UTAUT constructs continue to load together 

and work across the nine cultures sampled, even when the countries are examined 

independently. 



Chapter 4: Concept of IT Adoption Models 

70 

 

 

Table 4.4: UTAUT Constructs [164] 

In conclusion, the factors that have been found in the existing literature that affect the 

adoption of e-commerce were identified through highlighting the most important studies 

and theories in this regard. From the perspective of the researcher, each of these models 

has its advantages and disadvantages as stated previously. Needless to say, some of 

these models are suitable for application in some research areas more than others, 

according to the needs of that research. However the unified theory, which includes all 

the elements of these models, is one of the most comprehensive models that can be used 

in applications of information systems as it contains many factors which the 

experiments proved its ability to predict, and explain, phenomena’s under studies to 

reach reliable results. 
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Chapter 5: Research Methodology 

This chapter provides an explanation of research paradigms, approaches, and 

methodology with the aim of providing convincing reasons on the choice of research 

methodology for the current study. The structure in this chapter is as follows, Section 

5.2 is concerned with the paradigms of research philosophy and methodologies adopted 

in IS research. Section 5.3 addresses the methodology and approach adopted in this 

study. Section 5.4 explains the proposed research model and its components and 

justifications. Section 5.5 discusses the research problem, hypotheses and discusses the 

instrument development and measurement. Section 5.6 discusses the design and the 

approach of the current study. Section 5.7 reviews the data collection method. Section 

5.8 discusses the pilot study and the ethical considerations, while the last section 

discusses the statistical tools and approaches to analysing the data. 

5.1 Overview of IS Research Methodologies 

Research philosophy, according to [90], involves a belief on behalf of the researcher of 

the way data about a phenomenon should be collected, analysed and applied. 

[75] (cited in [15]) notes that “a paradigm is a set of assumptions that provides a 

conceptual framework or a philosophical one for a world view, thus, enabling the 

organised study of the world around us” [75]. Ontology, epistemology, human nature 

and methodology are four sets of assumptions used by [57] in developing their model of 

social theory. They suggest that it is meaningful to examine work in the subject area in 

terms of these four basic assumptions. Assumptions mean the concepts or beliefs that 

should be prepared to the researcher as frameworks to carry out the research. This 

meaning is supported by [69]. A paradigm may be best defined as a “worldview.” As 

such it is a “basic set of beliefs or assumptions that guide” a researcher’s inquiry. A 

paradigm serves a number of purposes according to [75]. These are: 

1. It guides professionals as it indicates important issues challenging any 

discipline. 
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2.  It does develop models and theories that permit practitioners to solve these 

issues. 

3.  It establishes criteria for tools such as methodology, instruments, and data 

collection that would enable solving these issues. 

4. It provides the principles, procedures, and methods to be considered when 

similar issues (phenomena) appear again. 

According to [87], “the literature on research approaches is a broad and contentious one 

that is concerned with fundamental research philosophies that are often seen as 

dichotomous to each other”; this remark is echoed in the work of many other authors 

discussing epistemology in research, e.g., [97, 124, 153]. They form the basis of 

subsequent discussion in this chapter. 

These dichotomies include the following: 

  Positivist vs. Interpretivist 

 Quantitative vs. Qualitative 

  Exploratory vs. Confirmatory 

  Induction vs. Deduction 

Some of these dichotomies will be discussed and form the structure adopted by the 

researcher for the identification of a valid methodology for this research. 

[87] does not accept that this is a complete list. However, it should be noted, according 

to them, that “these dichotomies are not all at the same level of abstraction, as some are 

more overarching than others, and some are almost synonymous” (p.161). Table 5.1 

provides these dichotomies. 

PARADIGM LEVEL 

Interpretivist Positivist 

No universal truth. Understand and interpret 

from researcher’s own frame of reference. 

Uncommitted neutrality impossible. Realism of 

context important. 

Belief that world conforms to fixed laws of 

causation. Complexity can be tackled by 

reductionism. Emphasis on objectivity, measurement 

and repeatability. 

METHODOLOGICAL LEVEL 
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Qualitative Quantitative 

Determining what things exist rather than how 

many there are. Thick description. Less 

structured and more responsive to needs and 

nature of research situation. 

Use of mathematical and statistical techniques to 

identify facts and causal relationships. Samples can 

be larger and more representative. Results can be 

generalised to larger populations within known 

limits of error. 

Exploratory Confirmatory 

Concerned with discovering patterns in 

research data, and to explain/understand them. 

Lays basic descriptive foundation. May lead to 

generation of hypotheses. 

Concerned with hypothesis testing and theory 

verification. Tends to follow positivist, quantitative 

modes of research. 

Induction Deduction 

Begins with specific instances which are used 

to arrive at overall generalisations which can be 

expected on the balance of probability. New 

evidence may cause conclusions to be revised. 

Criticised by many philosophers of science, but 

plays an important role in theory/ hypothesis 

conception. 

Uses general results to ascribe properties to specific 

instances. An argument is valid if it is impossible for 

the conclusions to be false if the premises are true. 

Associated with theory verification/falsification and 

hypothesis testing. 

Table 5.1: Summary of Research Dichotomies (adapted from [87]) (p.160). 

5.1.1 Positivist vs. Interpretivist Paradigms 

The history of IS research has been “characterised by the domination of the positivistic 

research tradition” [163, 216] (cited in [87]). There have been many attempts to define 

positivism. [57] defines positivism as an epistemology, which tries to describe and 

forecast what happens in the social world by searching for regularities and causal 

relationships between its constituent elements. Positivism is so entrenched in our 

society that knowledge claims not based upon positivist thought have been simply 

dismissed as non-scientific and invalid [103]. [55], defines positivism as an 

epistemological position that professes the application of natural science methodologies 

to the study of social reality and beyond. 

[57], claims that the interpretivist model is based on a number of features. These are: the 

ontology of nominalism, a relativistic epistemology, a volunteerist view of human 

nature and an ideographic methodology. [85], have claimed that interpretive studies 

conform to interpretive paradigms. In recent years, interpretive research has become an 
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important tool for use in IS inquiries [216]. Interpretive research can help IS researchers 

to understand human thought and action in social and organisational contexts. It is able 

to produce deep insights into IS including their management and development. 

Interpretive research does not predefine dependent and independent variables but 

focuses on the complexity of human sense making as the situation emerges [113]; it 

attempts to understand phenomena through the meanings that people assign to them [48, 

49, 73, 163]. 

Interpretive methods of research in IS are "aimed at producing an understanding of the 

context of the information system, and the process whereby the information system 

influences and is influenced by the context" [215]. 

[157] argues that positivism and interpretivism use distinct epistemological assumptions 

but share the same ontological ones. For example, [220] argues that both positivism and 

interpretivism share the supposition that a ‘real world’ exists beyond the realms of 

human cognition. Epistemologically speaking, however, positivism on the one hand, 

assumes that, in principle, the possibility exists that objective knowledge about this real 

world can be acquired. On the other hand, interpretivism emphasises epistemologically 

that the subject always determines knowledge and, thus, there is no such thing as 

objective knowledge. Epistemology is about how humans can achieve “true 

knowledge.” It specifically addresses the connection between the object of knowledge 

and the knowledge acquired. It details the influence of the subject on the process of 

achieving knowledge. Is knowledge potentially objective or subjective? 

In the same context, positivist research is mostly depicted through: (1) the formulation 

of hypotheses, models, or causal relationships among constructs; (2) the use of 

quantitative methodology, although not always necessary, that test theories or 

hypotheses; and (3) researchers’ objective, value-free interpretation. Interpretivist 

studies, in contrast, could be observed through: (1) evidence from a non-deterministic 

(free will) perspective; (2) researchers’ engagement in the specific social and cultural 

setting investigated; and (3) an analysis based on participants’ viewpoints [163, 216]. 

Critical research is considered by some to be a ‘third paradigm’ and an alternative to 

interpretivism and positivism [158]. Those authors argue that the critical paradigm is 
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not an exclusive alternative to interpretivism or positivism: it is a different perspective 

which can sum up to critical-positivist or critical-interpretivist research. Non-criticality 

is the logical complement to criticality, which means that the particular researcher does 

not take a critical perspective. According to [104] and [159], critical research has 

developed from the Marxist theory and shares the deep Marxist suspicion of capitalism. 

[158] claim that some characteristics of critical research are easy to identify, which 

allowed them to describe it in terms of a paradigm: 

 Most importantly, critical research seeks to change reality. 

 The critical intention to change reality is usually expressed in terms of 

emancipation. 

 Critical research questions the assumption of rationality. 

The authors concluded that, the critical paradigm could be characterised by the critical 

intention to change reality and the wish to emancipate disaffected individuals. 

5.1.2 Quantitative vs. Qualitative Methodologies 

Quantitative and qualitative methodology produces knowledge emanating from 

different perspectives. While the method of quantitative research follows the position 

and direction of the application of the experimental scientific method and theory in 

behavioural psychology, qualitative methodology is the product of the direction of the 

hermeneutical and its applications in sociology and anthropology. 

Qualitative methodology is techniques of data collection and analysis that are used to 

provide descriptions to build and test theory [131]. They emphasise detail, the 

experiential, they are process oriented and provide a means for developing an 

understanding of complex phenomena from the perspectives of those who are living it 

[145]. Qualitative methodology, as a field of inquiry in its own right, transcends 

disciplines, fields and subject matter. Qualitative researchers study things in their 

natural settings, attempting to make sense of, or interpret, phenomena in terms of the 

meanings people bring to them. Qualitative data includes all non-numeric data, such as, 

words, images, sounds, etc. found in such things as interview tapes, researchers' diaries, 
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company documents, websites and developers' models. These are the main type of data, 

or evidence, generated by case studies, action research and ethnography. 

In the IS discipline, a wide-range discussion of research paradigms can be observed 

[219]. [221], for instance summarises some of this debate when he says that “there are 

three perspectives in the relationship between quantitative and qualitative 

methodology”. According to [53] (cited in [221]), the first perspective holds that the 

quantitative and qualitative traditions are so ontologically distinct as to be 

incommensurable. Scholars in this school believe in a hard-and-fast connection between 

quantitative methods and the tenets of positivism, on one hand, and qualitative methods 

and relativism, on the other. According to this perspective, quantitative positivists 

believe in the principles of verifiability, which puts them at odds with the belief among 

qualitative relativists that all reality is socially constructed. A second perspective, 

embodied most famously in [117] (cited in [221]), said that ‘both quantitative and 

qualitative research methods are measurable under the positivist approach to social life. 

The differences between the quantitative and qualitative traditions are only stylistic and 

are methodologically and substantively unimportant’. A third perspective takes a 

middling view of the relationship between quantitative and qualitative methods. 

Developed most coherently in a volume edited by [51] (cited in [221]), ‘the school 

promotes the co-existence of quantitative and qualitative traditions within a broad social 

scientific enterprise’, [221] also adds, when it comes to the two traditions, ‘most 

scholars do not sit solely in one “camp” or the other’. As [54] cautions, “the connection 

between research strategy, on the one hand, and epistemological and ontological 

commitments, on the other, is not deterministic. In other words, there is a tendency for 

quantitative and qualitative researchers to be associated with the positivist and 

interpretivist communities, respectively”. 

The assumption underlying the quantitative methodology is that its design should be 

based on an objective view of the world and it follows the positivist model of 

controlling variables and testing pre-specified hypotheses. Quantitative data according 

to [161] means numerical data or evidence. They are the main type of data generated by 

experiments and surveys, although they can be produced by other research strategies. 
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This type of data is mostly used and analysed by positivist researchers. Examples of 

numeric data include: 

 Numbers of people expressing satisfaction with an organisation's IT helpdesk. 

 A company's annual turnover for each of the last 5 years. 

 Time in seconds to process a data file. 

 Numbers of characters in a computer animation. 

 Numbers of people accessing the Internet for more than 20 hours per week. 

 Numbers of hot links on a website. 

The choice of data collection and methods of analysis often depend largely on what the 

researcher intends to investigate. For example, a researcher concerned with drawing a 

statistical generalisation across an entire population may administer a survey 

questionnaire to a representative sample population, such as the data collection method 

in this research. By contrast, a researcher who seeks full contextual understanding of an 

individual's social actions may choose ethnographic participant observation or open-

ended interviews. Studies will commonly combine or 'triangulate' quantitative and 

qualitative methodology as part of a 'multi-strategy' or mixed methods design. 

According to [154], the suitability of using qualitative or quantitative techniques 

depends on the underlying assumptions of the researcher and the nature of the 

phenomena to be studied. Table 5.2 illustrates the differences between qualitative and 

quantitative methodologies in terms of assumptions, purpose, approach and the 

researcher’s role. 

Quantitative Mode Qualitative Mode 

Assumptions 

Assumptions 

 Social facts have an objective reality   

 Primacy of method   

 Variables can be identified and 

relationships measured   

 Etic (outside's point of view)  

 Reality is socially constructed   

 Primacy of subject matter   

 Variables are complex, interwoven, and 

difficult to measure   

 Emic (insider's point of view)  
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Purpose 

 Generalisability   

 Prediction   

 Causal explanations  

 Contextualisation   

 Interpretation   

 Understanding actors' perspectives  

Approach 

 Begins with hypotheses and theories 

 Manipulation and control 

 Uses formal instruments 

 Experimentation 

 Deductive 

 Component analysis 

 Seeks consensus, the norm 

 Reduces data to numerical indices 

 Abstract language in write-up 

 Ends with hypotheses and grounded 

theory 

 Emergence and portrayal 

 Researcher as instrument 

 Naturalistic 

 Inductive 

 Searches for patterns 

 Seeks pluralism, complexity 

 Makes minor use of numerical indices 

 Descriptive write-up 

Researcher Role 

 Detachment and impartiality   

 Objective portrayal  

 Personal involvement and partiality   

 Empathic understanding  

Table 5.2: Predispositions of Quantitative and Qualitative Modes of Inquiry [191] 

Similarly, [221] in Table 5.3 explains that ‘the essential purpose of most quantitative 

analysis is to test hypotheses’. [156] (cited in [221]) note that ‘researchers engage with 

the data collection, processing and analysis stages with pre-defined hypotheses, which 

they actively seek to disconfirm. By contrast, most qualitative scholars approach 

investigations with broader research questions in mind. Specific expectations are 

developed and assessed during the process of observation and analysis. 

[221] argues that the ultimate objective of most quantitative analyses is to produce 

universally applicable results, whereas most qualitative studies aim to shed intense light 

on a specific context. 

Quantitative scholars treat “reality” as something that can be both measured and 

configured. Real-world observations are converted into numerical forms and are then 
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manipulated statistically to produce findings. Qualitative researchers tend to take a more 

“naturalistic” approach, adapting their techniques to the environment rather than vice 

versa [96] (cited in [221]). 

In contrast most quantitative analysts aim to eliminate researcher bias as it is thought to 

contaminate objective inquiry [97] (cited in [221]). 

These two methodologies combine deduction and induction in their analyses to differing 

degrees [156, 171]. [96, 171] (cited in [221]) suggest that quantitative analysis tends to 

apply existing theories to the data at hand in order to deduce patterns among pre-defined 

variables, whereas the qualitative method is more conducive to an inductive process 

whereby themes and explanations emerge from the data themselves. 

Epistemological Quantitative Qualitative 

Primary Intent test hypotheses address questions 

Ultimate Objective generalisability Specificity 

General Approach manipulative Naturalistic 

Position of Researcher distanced Instrumental 

Theory Development primarily deductive primarily inductive 

Table 5.3: Epistemological Differences between Qualitative and Quantitative [221] 

In addition, [221] provides the following comparative descriptions (see table 5.4) of the 

two methodologies: 

Methodological Quantitative Qualitative 

Data Format numerical 

(frequency, amount, salience, intensity)  

non-numerical 

(words, images)  

Data Reduction variables 

(operationalised a priori)  

themes 

(emergent)  

Substance of Data meaning is inherent  meaning is contingent  

Data Recording standardised instrument  variable instrument  
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Data Processing mathematical  conceptual  

Data Reporting statistical, graphical  verbal  

Standards of Evidence probability  plausibility  

Table 5.4: Methodological Differences between Qualitative and Quantitative [221] 

According to [221], at the data format level, quantitative analysts deal in numbers and 

qualitative scholars do not. By definition, quantitative analysis requires the 

“quantification” of phenomena, behaviour and ideas. Any other observations must be 

converted into numbers by means of counting or scoring. Qualitative analysts approach 

social life differently, treating phenomena in terms of words, images, symbols and other 

non-numerical forms. 

Data reduction for quantitative analysts involves grouping observations according to a 

series of pre-defined criteria. Phenomena are counted or ranked based on the means by, 

and extent to, which they ‘vary’ in terms of certain attributes. In other words, 

observations are filtered through a set of variables with specific values being allocated 

to them. By contrast, qualitative scholars make sense of their observations through the 

identification of themes. This may be achieved through a wide range of techniques 

according to [221].  Different researchers however, refer to the process as one of 

“soaking”, “chunking”, “puzzle-solving”, or “concept-mapping”  

“Quantitative researchers conceptualise and refine variables in a process that comes 

before data collection or analysis. By contrast, qualitative researchers form new 

concepts or refine concepts that are grounded in the data.” [156]. 

[37, 156] (cited in [221]) find that ‘qualitative researchers are more “flexible” in 

recording their data. For these researchers, “meaning varies from observation to 

observation and observer to observer. A more inclusive form of data collection is 

necessary to allow for these variations. Hence, qualitative analysts employ open-ended 

questionnaires, interviews and coding techniques. 

At the Data Processing level, quantitative researchers apply proven statistical formulae, 

correlation coefficients, regression analyses, tests of significance and other 

mathematical procedures in an effort to reveal the regularities of political life. 
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Conversely, qualitative approaches provide a “softer” approach of “soaking and 

poking” and “extracting” distinct themes and patterns [117, 172, 190] respectively, 

(cited in [221]). 

At the Data Reporting level, findings in quantitative analyses are depicted largely in 

numerical terms, in the form of graphs, tables, charts, and other Figures. By contrast, 

qualitative analysts use words, not numbers or statistics, to express research findings 

verbally” [221]. 

Figure 5.1 is developed by [109] and it illustrates the path of both methodologies to be 

conducted when starting new research: 

 

Figure 5.1: Steps in Quantitative and Qualitative Studies [109] 

In reviewing standards of evidence that are grounded in numbers and mathematics, 

quantitative researchers such as [134, 156] rely on statements of statistical significance 

and other measures of probability to establish the boundaries of their conclusions. 

Conversely, qualitative researchers report the plausibility of their findings, based not on 
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statistical odds, but on the credibility and strength of their results to the real world; 

rather than mathematical tests, they collect evidence and use reason to establish the 

trustworthiness of their findings [134, 156] (cited in [221]). 

 

5.1.3 Inductive vs. Deductive 

Deduction is the process of reasoning by which a conclusion follows necessarily from 

the stated premises. It involves inference by reasoning from the general to the specific. 

It is the process of reasoning from the general to the specific by which a conclusion 

follows necessarily from the premises [199]. [125] (cited in [15]) notes that “deductive 

reasoning is a set of techniques for applying testable theories in the real world in order 

to assess their validity” [121]. Deduction is a process by which researchers arrive at a 

reasoned conclusion by logical generalisations of the known facts. According to [188] 

(cited in [15]) “this process comprises a number of steps and it is considered the basis  

of the scientific method” [188]. 

Induction on other hand is the process of deriving general principles from particular 

facts or instances. [188] (cited in [15]) also notes that “inductive reasoning is a process 

of reasoning in which the premises of an argument are believed to support the 

conclusion but do not ensure it. In other words, under inductive reasoning, researchers 

observe certain phenomena and on this basis arrive at conclusions; they logically 

establish a general proposition based on observed phenomena” (p.201). 

Ordinarily, hypothesis testing questions are posed as deductive while qualitative 

approaches are primarily inductive, drawing from the meaning attached to them by 

participants.  

5.1.4 Exploratory vs. Confirmatory 

[36] identifies three purposes of social science research: exploratory, descriptive and 

explanatory. Exploratory research is used when problems are at a preliminary stage. 

[189] argues that exploratory research is used when the topic or issue is new and when 

data is difficult to collect. Exploratory research is flexible and can address research 
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questions of all types, for example, what, why and how. Exploratory research is often 

used to generate formal hypotheses. [189], also links exploratory research with 

conceptual framework working hypotheses. 

The purpose of academic research can be explorative, descriptive or explanatory [224]. 

The classification of the type of research depends on its objectives. Exploratory studies 

are a valuable means to discover what is happening, to seek new insights, to ask 

questions and to assess phenomena in a new light [183] and to help the researcher to 

find as much information as possible about the research subject [225]. This can be 

achieved by searching and analysing primary and secondary data, deep interviews with 

experts, case studies and focus groups. The goal of exploratory research is to formulate 

problems and develop hypotheses, but it does not seek to test them. Descriptive research 

is mainly used when the problem is clear and there is no intention to investigate cause-

effect relationships. This form of research is also used when the researcher wants to 

know the characteristics of a certain group. The researcher should define questions; 

decide upon methods of data collection and analysis before actually collecting data, 

which may be costly. In other words, the researcher should define who, what, where, 

when, why and the how of the aspects of the research. Descriptive case studies require 

that the investigator begins with a descriptive theory or faces the possibility that 

problems will occur during the project [21]. Explanatory studies may be used for causal 

investigations. [184] says: “Exploratory studies are a valuable means of finding out 

what is happening; to seek new insights; to ask questions and to assess phenomena in a 

new light”. 

The objective of exploratory research is to gather preliminary information that will help 

define problems and suggest hypotheses [120]. 

According to [143] (cited in [15]), exploratory research is inductive and has advantages 

such as flexibility in generating hypotheses without requiring more than data to support 

them; alternatively, confirmatory research “relies on statistical inferences and the 

deductive approach with hypotheses being outlined first and then tested to answer 

specific questions” (p.203). 

http://en.wikipedia.org/wiki/Conceptual_framework
http://en.wikipedia.org/wiki/Working_hypothesis
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 [194] (cited in [15]), makes the case that “exploratory and confirmatory methodological 

reasoning in social science are probably more similar than different, despite the sharp 

divergence in their goals”. Two different approaches in respect to reasoning about goals 

are explicated. On the one hand exploratory research “aims to generate new ideas and 

merge them together to form a theory that evolves directly from data” (p.204). In 

contrast, confirmatory research aims to test hypotheses and the concept of validity rests 

on the quality of the (ordinarily quantitative) research design. Exploratory research is 

flexible and searches for meaning attached to phenomena by individuals, whereas 

confirmatory research relies on controlling variables and predicting outcomes by using 

hypotheses. Stebbins claims that “the similarities between exploration and confirmation 

far outnumber their differences, with differences being founded in the contradictions of 

induction vs. deduction, flexibility vs. open-minded and control vs. prediction” (p.204). 

[144] describes the exploratory and confirmatory approaches as analytical data methods 

each with their own advantages and disadvantages as follows in table 5.5: 

Confirmatory Analysis Exploratory Analysis 

Inferential Statistics Descriptive Statistics 

Deductive Approach Inductive Approach 

 Heavy reliance on probability models 

 Must accept untreatable assumptions 

 Look for definite answers to specific 

questions 

 Emphasis on numerical calculations 

 Hypotheses determined at the outset 

 Hypothesis tests and formal confidence 

interval estimations 

  Looks for flexible ways to examine data 

without preconceptions 

 Attempts to evaluate validity of 

assumptions 

  Heavy reliance on graphical displays 

  Lets data suggest questions 

  Focuses upon indications and 

approximate error magnitudes 

Advantages 

 Provides precise information in the right 

circumstances 

 Well-established theory and methods 

 Flexible ways to generate hypotheses  

 More realistic statements of accuracy  

 Does not require more than data can 

support 

Disadvantages 
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 Misleading impression of precision in 

less than ideal circumstances 

 Analysis driven by preconceived ideas 

 Difficult to notice unexpected results 

 Usually does not provide definitive 

answers 

 Difficult to avoid optimistic bias 

produced by over fitting 

 Requires judgement and artistry - cannot 

be cook booked 

Table 5.5: Confirmatory vs. Exploratory Data Analysis [141] 

The researcher proposed the research framework as seen below in Figure 5.2, which 

shows that the research process is composed of different layers or levels. The first level 

is the research purpose, which takes one of two bases: positivists or interpretivist. The 

research approaches also take two options: deductive or inductive. The research 

methodology divides into quantitative and qualitative.  

 

Figure 5.2: Research Methodology Proposal Framework  
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The proposal shows that the deductive approach commences with theory then proceeds 

to hypotheses, observation and confirmation, whereas as the inductive approach will 

start with observation, analysis, hypotheses and then theory. 

5.2 Adopted Method in the Current Research 

In the previous sections, the researcher reviewed the various philosophical schools that 

dealt with the research paradigms and the various theories concerned with their 

methodologies. The advantages and disadvantages of some of these approaches were 

reviewed. The aim is to identify the road or the path of the current search in terms of the 

paradigm, purpose and the methodologies that are used in this study. 

Based on the above narrative, the researcher can determine precisely the type of 

research approach in terms of methodology by returning once again to Table 5.1, where 

the reader will find that the current research follows the hard path as illustrated in the 

table on the right hand side for the following reasons: 

 At the paradigm level, this study follows the positivist school of philosophy. 

Research philosophy is a belief about the way in which data about a 

phenomenon should be gathered, analysed and used. Consequently, this study 

begins by constructing a theory by creating a set of testable hypotheses, which 

allows deductive explanations. 

 At the level of epistemology, this research is objectivist, since the researcher 

remains detached from the research situation. Neutral observation of reality must 

take place in the absence of any contaminating values or biases on the part of the 

researcher. 

 At the level of methodology, this research uses quantitative methodology, based 

on the research question. There are several variables in this study. The 

investigator must identify the causal relationship between them and measure 

them separately. In addition, added to these is the method of data collection for a 

social survey. Thus, it is clear that the nature of the data is numerical and need to 

be analysed by statistical analysis techniques. 
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 This research is confirmatory, as long as there are hypotheses to be tested and 

checked for their validity. This is a logical explanation as long as the research 

follows the positivist paradigm and a quantitative methodology. 

 In addition, at the level of methodology, the research, in terms of causality, uses 

a deductive approach as quantitative research is inclined to be logical. In other 

words, it tests theory. This is in contrast to most qualitative research, which 

tends to be inductive; in other words, it generates theory. The current study 

started with formulation of a theory and hypotheses that were investigated and 

validated in order to confirm the results so that they can be generalised to the 

community of the study. 

Figure 5.3 illustrates the proposed framework of the research methodology for this 

inquiry. 

 

Figure 5.3: Research Methodology Frameworks  
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5.3 The Research Model 

As mentioned in chapter 4 (The Concept of Adoption), the UTAUT [211] contains the 

main determinants of user acceptance and usage behaviour related to the adoption of the 

new technology. It was also clear from chapter 3 that several studies were conducted 

using the unified theory and these studies added several factors to the original theory. 

This depended upon the nature of the research. The theory was modified in order to 

adapt it to the content and the environment of these studies. This research adopts the 

UTAUT model and extends it by integrating construct which complements the on-line 

behaviour investigated. The researcher in this study has added three constructs to the 

UTAUT model. These constructs are divided into three groups. 

The first one includes trust, privacy and security factors as well as the risk factors which 

include the risks involved with products/services and in the context of on-line 

transactions. Figure 5.4 shows the proposed extended model of UTAUT for this study. 

 

Figure 5.4: The Proposed Research Model  
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The researcher suggests taking all these factors under one construct called Perceived 

Credibility. 

The second set of determinants, namely cultural background, includes language and 

religion. They are considered one of the main determinants on the impact for behaviour 

intentions, especially in a society, such as Saudi Arabia, which is totally controlled by 

cultural beliefs. The researcher suggests incorporating the two factors under the name of 

Cultural Background. 

The third set is the prevention factors, which include the following: legislation 

availability, the quality of Internet services, postal address and delivery systems. 

5.3.1 The Research Model Constructs 

The following sections review all the constructs of the extended model including the 

constructs driven by the original theory, as well as the proposed constructs of this study. 

Performance Expectancy (PE) 

Performance expectancy is defined as the degree to which an individual believes that 

using the system will help him or her to improve job performance. The five constructs 

from the different models that pertain to performance expectancy are: 

 Perceived usefulness (TAM/TAM2 and C-TAM-TPB),  

 Extrinsic motivation (MM),  

 Job-fit (MPCU),  

 Relative advantage (IDT),  

 Outcome expectations (SCT) 

Effort Expectancy (EE) 

The following three factors are taken from [211]. Effort expectancy is defined as the 

degree of ease associated with the use of the system. Three constructs from the existing 

model capture the concept of effort expectancy. 

 Perceived ease of use (TAM/TAM2) 



Chapter 5: Research Methodology 

90 

 

 Complexity (MPCU) 

 Ease of use (IDT) 

Social Influence (SI) 

Social influence is defined as the degree to which an individual perceives that it is 

important that others believe he or she should use the new system. Social influence as a 

direct determinant of behavioural intention and is represented as: 

 Subjective norm in TRA, TAM2, TPB/DTPB C-TAM-TPB 

 Social factors in MPCU 

 Image in IDT 

Facilitating Conditions (FC) 

Facilitating conditions are defined as the degree to which an individual believes that an 

organisational and technical infrastructure exists to support use of the system. This 

definition captures concepts embodied by three different constructs: 

 Perceived behavioural control (TPB/DTPB, C-TAM-TPB). 

 Facilitating conditions (MPCU). 

 Compatibility (IDT) [211]. 

Attitude toward using technology 

Attitude toward using technology (AT) is defined as an individual’s overall affective 

reaction to using a system. Attitude towards the behaviour according to the TRA model 

refers to the degree to which performance of behaviour is positively or negatively 

valued [15].  

Computer Self-Efficacy (SE) 

Self-efficacy is the belief that one has the capability to perform a specific task [41]. 

According to [66] computer self-efficacy is defined as the judgement of one’s ability to 

use a computer. 
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Computer Anxiety (CA) 

This is about evoking anxious or emotional reactions when it comes to performing a 

behaviour (e.g., using a computer) [211] 

Behavioural Intention (BI) 

For this study, the behavioural intention is the adoption or use of e-shopping. 

Perceived Credibility (PC) 

Consumers generally perceive a risk in almost all store purchase decisions [68]. 

Perceived credibility can be defined as the degree to which an individual believes on-

line shopping is trustworthy and secure. According to [217], perceived credibility 

consists of two important elements, namely, privacy and security. Further, security 

refers to the protection of information or systems from unsanctioned intrusions or 

outflows. Fear of the lack of security is one of the factors that have been identified by 

most studies as affecting the growth and development of e-commerce [217]. This 

construct in this study involves four factors: 

 Security: security refers to the protection of information or systems from 

unsanctioned intrusions or outflows. E-commerce security can be defined as the 

protection of information from the threat and risk to integrity, confidentiality, 

authenticity, non-repudiation, availability and access control of transmitted 

electronic data via telecommunication based systems; and just as importantly, 

“the reliability of the trading parties” involved in e-commerce [175]. 

 Trust: Consumers' lack of trust has often been cited as a major barrier to their 

adoption of e-commerce interaction [78]. The concept of trust involves a 

relationship between two entities, the trustor (the entity who trusts) and the 

trustee (the entity being trusted) [93]. It is also generally recognised that trust is 

only a relevant concept when there is an element of risk or uncertainty that is 

inherent in the relationship between the trustor and trustee; also, a trustor must 

take risks that leave them vulnerable to the actions of the trustee [106].  
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 Privacy: privacy refers to the ability of an individual to keep his/her identity 

confidential during the course of a transaction and the protection of various 

types of data that are collected (with or without the knowledge of customers) 

during customers’ interaction with e-commerce systems [149]. 

 Perceived risk 

Perceived risk is commonly defined as the uncertainty of possible negative outcomes 

when using a product or service. It has been formally defined as a combination of 

“uncertainty plus seriousness of outcome involved” [42] and the expectation of losses 

associated with purchase. Perceived risk inhibits purchase behaviour [168]. 

This study identified two major categories of perceived risk: 

 Perceived Risk with Products/Services (PRP): [125] defines perceived risk as 

the overall amount of uncertainty or anxiety supposed by a consumer towards a 

particular product/service when the consumer purchases on-line. 

 Perceived Risk in the Context of On-line Transactions (PRT): [125] defines 

perceived risk in the context of on-line transactions (PRT) as a possible 

transaction risk that consumers can face when exposed to e-commerce. 

Cultural Background (CB) 

Culture is a term with multi-dimensional interpretations [218]. According to [105], the 

term is defined as "The collective mental programming of the mind which distinguishes 

the members of one group or category of people from another" (p. 5). This construct 

involves two factors: 

 Language 

 Religion 

Prevention Factors (PF) 

This construct is developed by this study. It contains a set of factors that could impede 

the adoption of new technology and it is related to the Saudi society as the developing 

country. This construct is divided into three factors. 
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 Legislation Availability 

 The Quality of Internet Services 

 Postal Address and Delivery System 

The mediating factors developed in UTAUT model are also employed in this study. 

These are: 

Demography Factors (DF) 

 Age 

 Gender 

 Education 

 Income 

 Experience 

5.3.2 Research Hypotheses 

The research Hypotheses have been obtained in two ways: 

The hypothesis of the original model (UTAUT) proposed that the relationship between 

independent and dependent constructs is moderated by demography factors. This means 

that the authors assume that there is a relationship between the two variables. The 

proposed hypothesis for this research examines first the existing relationships between 

these variables and then examines the effect of the moderators in this relation. For the 

new constructs that have been added to the model (perceived credibility, cultural 

background and prevention factors), a new hypothesis has been developed for this 

research to examine these new constructs. The next table involved the research 

hypotheses. 
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H1 

There is a statistically significant relationship between Performance Expectancy of 

on-line shopping and Behavioural Intention in Saudi Arabian consumers. 

H2 

Demographic characteristics mediate the relationship between Performance 

Expectancy and Behavioural Intention to adopt on-line shopping. 

This hypothesis is subdivided into three sub-hypotheses according to the number of 

demographic characteristics adopted in this study: 

H2a Gender mediates the relationship between Performance Expectancy and 

Behavioural Intention. 

H2b Age mediates the relationship between Performance Expectancy and 

Behavioural Intention. 

H2c Income mediates the relationship between Performance Expectancy and 

Behavioural Intention. 

H3 

There is a statistically significant relationship between Effort Expectancy of on-line 

shopping and Behavioural Intention in Saudi Arabian consumers. 

H4 

Demographic characteristics mediate the relationship between Effort Expectancy and 

Behavioural Intention to adopt shopping on-line. 

This hypothesis is subdivided into four sub-hypotheses, according to the number of 

demographic characteristics adopted in this study: 

H4a Gender mediates the relationship between the Effort Expectancy and 

Behavioural Intention. 

H4b Age mediates the relationship between the Effort Expectancy and 

Behavioural Intention. 

H4c Education mediates the relationship between the Effort Expectancy and 

Behavioural Intention. 

H4d Experience mediates the relationship between the Effort Expectancy and 

Behavioural Intention. 
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H5 

There is a statistically significant relationship between Social Influences of on-line 

shopping and Behavioural Intention in Saudi Arabian consumers. 

H6 

The demographic characteristics mediate the relationship between Social Influences 

and Behavioural Intention. 

This hypothesis is subdivided into four sub-hypotheses, according to the number of 

demographic characteristics adopted in this study: 

H6a Gender mediates the relationship between Social Influences and Behavioural 

Intention. 

H6b Age mediates the relationship between Social Influences and Behavioural 

Intention. 

H6c Experience mediates the relationship between Social Influences and 

Behavioural Intention. 

H6d Education mediates the relationship between Social Influences and 

Behavioural Intention. 

H7 

There is no statistically significant relationship between Facilitating conditions of on-

line shopping and Behavioural Intention in Saudi Arabia. 

H8 

Demographic characteristics play a mediator’s role between Facilitating Conditions 

and Actual use to adopt shopping on-line. 

This hypothesis is subdivided into two sub-hypotheses, according to the number of 

demographic characteristics adopted in this study: 

H8a Age mediates the relationship between Facilitating Conditions and Actual 

Usage. 

H8b Experience mediates the relationship between the Facilitating Conditions and 

Actual Usage. 

H9 
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There is a statistically significant relationship between Perceived Credibility of on-

line shopping and Behavioural Intention in Saudi Arabian. 

This hypothesis is subdivided into four sub-hypotheses, according to the types of 

perceived credibility adopted in this study: 

H9a Security of on-line shopping influences Behavioural Intention. 

H9b Privacy of on-line shopping influences Behavioural Intention. 

H9c Trust of on-line shopping influences Behavioural Intention. 

H9d Risk factors (on-line transaction + product and services) of on-line shopping 

influence Behavioural Intention.   

H10 

There is a statistically significant relationship between Cultural Background of on-

line shopping and Behavioural Intention in Saudi Arabian consumers. 

This hypothesis is subdivided into two sub-hypotheses, according to the types of 

cultural background adopted in this study: 

H10a The language used for on-line shopping influences Behavioural Intention. 

H10b The religion of the user when on-line shopping influences Behavioural 

Intention. 

H11 

Computer self-efficacy of on-line shopping adoption in Saudi Arabia has no 

significant influence on Behavioural Intention. 

H12 

Computer anxiety of on-line shopping adoption in Saudi Arabia has no significant 

influence on Behavioural Intention. 

H13 

Attitudes toward using technology of on-line shopping adoption in Saudi Arabia have 

no significant influence on Behavioural Intention. 

H14 

Behavioural Intention of on-line shopping adoption in Saudi Arabia has a significant, 
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positive effect on usage. 

H15 

There is no statistically significant relationship between Prevention factors 

(Legislation Availability, Delivery System, Postal Address and Quality of Internet 

Services) of on-line shopping and Behavioural Intention in Saudi Arabia. 

This hypothesis is subdivided into four sub-hypotheses, according to the types of 

prevention factors adopted in this study: 

H15a Legislation Availability has a direct effect on Actual Usage. 

H15b Delivery System has a direct effect on Actual Usage. 

H15c Postal Address has a direct effect on Actual Usage. 

H15d Quality of Internet Services has a direct effect on Actual Usage. 

Table 5.6: The Research Hypotheses 

5.3.3 Instrument Development and Measurement 

This study adopted the UTAUT model developed by [211] which is illustrated in table 

5.6. The constructs used in the instrument are illustrated in column one. They are 

performance expectancy, effort expectancy, social influence, facilitating conditions and 

computer self-efficacy, computer anxiety and behaviour intention. The proposed 

additional constructs for this study are perceived credibility, cultural background and 

prevention factors. The items measurement is illustrated in the second column as a set 

of questions for each construct. 

Construct Items 

Performance 

Expectancy 

(PE) 

10. PE1: I find on-line shopping useful in our daily life. 

11. PE2: Using on-line shopping enables me to accomplish my 

shopping more quickly. 

12. PE3: Using on-line shopping increases the effective use of my time 

in handling my shopping. 

13. PE4: Using on-line shopping increases my chances to save my 

time and getting good services. 
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Effort 

Expectancy 

(EE) 

14. EE1: My interaction with on-line shopping is clear and 

understandable. 

15. EE2: It is easy for me to become skilful at using on-line shopping. 

16. EE3: I find on-line shopping easy to use. 

17. EE4: Learning to use on-line shopping is easy for me. 

Social 

Influence 

(SI) 

18. SI1: People who influence my behaviour think that I should use 

on-line shopping. 

19. SI2: People who are important to me think that I should use on-line 

shopping. 

20. SI3: People who are around are on-line shopping users. 

21. SI4: In general, Saudi people have supported the use of on-line 

shopping. 

Facilitating 

Conditions 

(FC) 

22. FC1: I have the resources necessary to use on-line shopping. 

23. FC2: I have the knowledge necessary to use on-line shopping. 

24. FC3: On-line shopping system is not compatible with other 

systems I use. 

25. FC4: A specific person or group (Instructions) is available for 

assistance with on-line shopping difficulties. 

Computer 

Self-

efficacy 

(SE) 

26. SE1: I can complete using on-line shopping, if there is no one 

around to tell me what to do as I go. 

27. SE2: I can complete using on-line shopping, if I can call someone 

for help if I got stuck. 

28. SE3: I can complete using on-line shopping, if I have just the built-

in help facility for assistance. 

Computer 

Anxiety 

(AX) 

29. AX1: I feel apprehensive about on-line shopping. 

30. AX2: It scares me to think that I could lose a lot of information 

using on-line shopping by hitting the wrong key. 

31. AX3: I hesitate to shopping on-line for fear of making mistakes I 

cannot correct. 

32. AX4: On-line shopping is somewhat intimidating to me. 

Attitude 

Toward 

33. AT1: Using on-line shopping is a good idea. 

34. AT2: On-line shopping makes shopping more interesting. 
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Using 

Technology 

(AT) 

35. AT3: Use of on-line shopping is fun. 

36. AT4: I like working with on-line shopping system. 

Behavioural 

Intention 

(BI) 

37. BI1: I intend to use on-line shopping in the future. 

38. BI2: I predict I would use on-line shopping in the future. 

39. BI3: I plan to use on-line shopping in the future. 

Perceived 

Credibility 

(PC) 

40. PC1: I feel confidence and privacy when I use on-line shopping. 

41. PC2: I feel secure and safety when I use on-line shopping. 

42. PC3: I trust the on-line shopping system. 

43. PC4: I feel risky not to get the required products/services. 

44. PC5: I feel risky when I conduct on-line transactions.  

Cultural 

Background 

(CB) 

45. CB1: I feel the language is an obstacle to practise on-line 

shopping. 

46. CB2: I feel that some financial transaction for on-line shopping 

conflict with the principles of religion. 

47. CB3: I feel that on-line payment methods such as credit cards are 

contrary to the principles of religion. 

48. CB: I prefer to use the traditional commerce to avoid the 

technological complexity in on-line shopping. 

Prevention 

Factors 

(PF) 

49. PF1: I feel that the absence or weakness of the laws that protect 

and regulate commercial transactions via the Internet prevents (limit) 

my use of on-line shopping. 

50. PF2: I feel that the inability of the current legislative institutions 

dealing with commercial issues via the Internet prevents (limit) my use 

of on-line shopping. 

51. PF3: The Low quality of Internet services, prevents (limit) my use 

of on-line shopping. 

52. PF4: High prices of internet subscription prevents (limit) my use of 

on-line shopping. 

53. PF5: The lack of a home’s addresses prevents (limit) my use of on-

line shopping. 

54. PF6: The absence of a reliable delivery system prevents (limit) my 

use of on-line shopping. 
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Table 5.7: Constructs adopted with this Study 

5.4 Instrument Translation into Arabic Language 

Since the environmental study targeted Arab society, Arabic, was the language chosen 

for the questionnaire in order to ensure the largest possible number of participants. Two 

PhD students were chosen to check over the questionnaire and assess the translation 

from English to Arabic. They approved the translation; their approval came via a letter 

(see Appendix F). 

5.5 Data Collection Methods 

This section explains in detail the approach to collecting the data. Data collection is the 

process by which the opinions and useful information from target respondents are 

collected, classified and categorised according to their demographic and socio-economic 

characteristics [64]. Many previous studies in IS research have employed different 

methods for collecting data. This section aims to justify the selection of an on-line 

survey as the most suitable data collection method for this study. 

It is usually used to identify the behaviour of groups of people, their attitudes and/or 

their opinions on a specific event or on their background. According to [161], a survey 

focuses on obtaining data from a large group of people (or events) in a standardised and 

systematic way. [110] suggests that survey research may also contribute to greater 

confidence in generalising their results. A survey can be conducted using a 

questionnaire, interview, documents and/or observation. In addition, a questionnaire can 

be an electronic one (sent either by email or over the web) or paper-based. In this 

regard, [226] noted that on-line surveys are still in their early stages but there has been a 

remarkable development in the spread of their use. In addition, there is evidence that the 

use of on-line surveys supports or raises the volume of responses. As [162] noted, the 

use of electronic surveys in social sciences has become common despite the novelty of 

this method. 

Research which explored technology acceptance but used non-generaliseable student 

samples was criticised [15]. Without doubt, this is considered one of the disadvantages 
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of electronic surveys, but for this research and its research problem, one can justify the 

use of this method. This is because the research target is to investigate the factors that 

can lead to the adoption of on-line shopping and hence the users of this technology must 

be computer and Internet literate to enable the researcher to obtain their opinions and 

attitudes regarding the use of this technology. On the other hand, non-computer users 

cannot give any useful opinions. They are inexperienced in the use of computers and 

cannot be accessed electronically. Therefore, the chosen samples of this research are 

only computer and Internet users. 

There are different methods for data collection including postal mail, face-to-face, 

telephone, electronic mail plus a combination of these methods [144, 187, 228]. This 

study used an on-line self-administered survey because it had the advantages of 

versatility and speed and it worked as a checkpoint to ensure that all respondents in this 

study could access the Internet [64, 95]. 

The basic requirements when conducting a survey are to prepare a plan outlining 

procedures for data collection. According to [162], six different activities can be 

undertaken to gather the required data: 

1. Determine the type of data to be collected. 

2. Choose an appropriate data collection method and a justification for this choice. 

3. Select and describe the sample target in terms of type and size to represent the 

community. 

4. Follow the ethical standards in research. 

5. Implement the pilot study to ascertain the validity and reliability of the 

questionnaire. 

6. Data processing programs using one of the appropriate statistics and analysis 

tools. 

Questionnaires are an efficient method used to collect data when the researcher knows 

exactly what to ask and how to measure the variables of interest in order to achieve 

relevance and accuracy [187, 228]. Questionnaires are also designed to be brief, neat, 

attractive and easy to follow with the objective of obtaining accurate data, minimising 
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respondent fatigue, increasing completion rates and keeping respondents interested 

throughout the survey [228]. 

In general, on-line questionnaires are easily designed and administered. It is useful 

when the respondent knows how to use a computer and feels comfortable responding to 

questionnaires in that manner [187]. 

The questionnaire, according to [161], is a pre-defined set of questions (sometimes 

called items), assembled in a pre-determined order. Respondents are asked to answer 

questions, often via multiple-choice options, thus providing the researcher with data that 

can be analysed and interpreted. Questionnaires are appropriate for gathering the views 

of a large number of people about a particular phenomenon [195] and are frequently 

associated with survey research strategies [161]. According to many authorities, 

questionnaires carry out two types of function: description and measurement. 

Description provides demographic data or characteristics of individuals, such as, age, 

education, occupation, income and experience. Measurement provides data to gauge 

trends in individuals on specific topics according to the purpose of study, such as, 

adoption, trends, tastes and opinions, etc. 

In [188], Table 5.8 distinguishes different types of questionnaires, by their advantages 

and disadvantages. He divided questionnaires into three types; personally administered, 

mail and electronic. 

 

Table 5.8: Questionnaire mode of Data Collection [188] 
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[169] stressed that when a researcher develops the questions (whether they already exist 

or are new ones) for a questionnaire, they should be: 

 Brief:  the questions should ideally be 20 words or less 

 Relevant: the questions must be relevant to the overall questionnaire and its 

purpose. 

 Unambiguous: questions with multiple-meanings are not acceptable. 

 Specific:  the questions are not vague. 

 Objective: the wording of the question should not lead to a particular answer. 

The use of existing questions from previous studies is a common practice among 

researchers. [55]  explained the plans and steps to take into account when designing a 

research questionnaire:  

1. Select the desired goals of the questionnaire in the light of the research topic and 

problem and then select the data and information to be collected. 

2. Compile and convert the goals into a series of questions and inquiries. 

3. Choose a questionnaire and test it on a limited set of individuals identified in the 

research sample to give their opinion about its quality in terms of understanding, 

inclusiveness, significance as well as quantity and adequacy. Collect the 

required data on the subject of research and the problem in the light of the 

observations obtained, which can modify the questions in the form, giving good 

returns. 

4. Design and write the questionnaire in its final form. 

5. Distribute the questionnaire by choosing the best way to allocate and send the 

questionnaire after the identification of persons and entities selected by the 

sample for examination. 

6. Follow-up the answers to the questionnaire as the researcher may need to 

emphasise the number of individuals and agencies completing the answers to the 

questionnaire. 
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5.5.1 Rationale for using the Questionnaire in the Current Study 

In addition to the advantages that have been noted previously, the questionnaire is one 

of the best methods for collecting data when required for the study of large 

communities, such as states or cities, due to its ability to amass large amounts of data 

from individuals. The situation applies to this study completely as it requires gathering 

as much information as possible from the research sample in order to represent the 

community correctly. Since this study will investigate factors that impact on the 

adoption of electronic shopping in a large community (i e, Saudi society), it requires the 

collection of the views of a large number of members of this community and this is 

provided by a questionnaire. On the other hand, the electronic survey is becoming more 

common, especially among university students and researchers. 

In addition, given the large geographical area of a divergent community study and the 

size of the state, it is difficult to use any means other than a questionnaire. The 

interview, for example, requires meetings with members of the sample and this requires 

movement from one area to another across the country. This could cause inconvenience 

and financial cost, as well as the difficulty expected to hold and coordinate 

appointments with a large number of respondents over a wide geographical area. 

In summary, an on-line self-administered questionnaire was deemed to be the most 

suitable and practical method for collecting quantitative data for this study. 

This method of data collection is also suitable for this study because it will ensure that 

those who answer the questionnaire are also Internet users. 

5.5.2 Type of Data required and Types of Questions 

The type of data collected by this research is linked to the research nature and the 

research problem and question. According to [161], the required information is 

distributed directly and indirectly throughout the research questions as well as those 

about personal or demographic characteristics, such as, sex, age, income and 

occupation, respectively. The questions regarding the views of respondents on the 
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subject of the study, in addition to their level of expertise using computers and the 

Internet, and other questions are addressed directly by the research questionnaire. 

The questionnaire used with this research is divided into three types of questions: 

demographic, closed and open. It has four parts. In the first the respondent’s computer 

and Internet experience is assessed while in the second part demographic data is 

collected. The third section assesses perceptions about e-shopping and the effect of 

actual usage and the fourth measures the actual level of e-commerce use. The current 

research adopts the UTAUT model and the proposed factors by the researcher. The 

research uses the same items in its questionnaire as the original model, together with 

new ones that have been added to measure and evaluate the new factors that were added 

to the research model. These items range between 1-5, measuring the independent 

variables by using a five point Likert scale ranging from (1) “strongly disagree” to (5) 

“strongly agree”. Appendix A contains two copies of the questionnaire in Arabic and 

English languages.  

5.5.3 Sample Selection  

The advantages of using a sample from a population of interest are that it reduces costs, 

maintains the participants’ time and human effort and provides access to the results as 

soon as possible. On the other hand, a poor sample selection can have a deleterious 

impact on results. 

There are two types of sampling: probabilistic and non-probabilistic. Probabilistic is 

when the researcher feels and can justify that the selected sample represents the whole 

community under study. The non-probability sample means that the researcher does not 

know whether this sample represents the population of the study or not, as every 

member of this sample has characteristics not shared with the rest of the sample. A 

representative sample of the community is the sample that represents that community 

accurately, as if they were a microcosm of that society. 

The size of the sample is based on the statistical tool to be used among other factors. 

Although large samples generally tend to produce more generalisability, the decision 

regarding size of sample must be made based on a set of factors related to the model’s 
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complexity, expected rate of missing data, and estimation procedures used [99] (cited in 

[15]). A researcher can also estimate the expected strength of the relationship to be 

examined if it is assumed there is a significant relationship in the first place. This, in 

turn, can advise the researcher on the appropriate sample size to be used. 

The process of sampling involves selecting a sufficient number of cases from the target 

population to make conclusions about the whole population, including the process to 

select the sample population, sampling frame, sampling method, sample size and 

sample selection [187, 229]. The population for this study are the Internet users in Saudi 

Arabia. 

Participants were invited to complete the electronic questionnaire in the following ways: 

1. The researcher participated in on-line forums for affiliates in Saudi universities 

(students and members) and various other educational organisations and invited 

them to participate by filling the questionnaire. These invitations were sent to 

universities throughout the various regions of Saudi Arabia. 

2. Through participation in electronic non-academic forums, such as, sports, social, 

women, political and others over the geographical area of the study population.  

3. Communication with other institutions and non-governmental organisations by 

using e-mail for ad-hoc queries and inquiries inviting them to complete the 

electronic questionnaire.  

4. Saudi students in Britain.  

5. The use of social networking sites like Facebook. 

6. The use of the researcher’s email list as well as requests from friends and 

colleagues to publish the link. 

5.6 The Pilot Study 

The pilot study was conducted in Saudi Arabia. Participants included 43 individuals in 

order to assess the questionnaire in terms of time, clarity of direction and understanding. 

All participants completed an initial version of the questionnaire. Participant’s 

comments and assessments of the questionnaire indicated that the questions posed no 
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problems. The comments were positive and thus some of the data was already collected. 

For more details on the pilot study result, see the analysis chapter and Appendix B. 

5.7 Ethical Considerations 

Ethical issues must be considered throughout the entire process in order to make sure 

that the results and the final report of this study truly represent all of the data and 

relevant conditions [140]. The on-line survey contained a cover letter explaining the 

purpose of the research, and that participation was voluntary and responses would be 

treated confidentially and used only for academic purposes. In addition, participants 

were told that they were free to withdraw at any time and the contact details of the 

researcher and supervisor were given in the cover letter should respondents have any 

ethical or other concerns, (Appendix A).The approval of the University's Research 

Ethics Committee was obtained, since the research involved human interaction. The 

researcher informed the participants of the objectives of the research before asking them 

to answer the questions regarding the study. 

5.8 Statistical Tools and Data Analysis Approaches 

To test hypotheses, the current study employed simple linear regression, multiple linear 

regression and univariate analysis of variance. 

In statistics, regression analysis includes many techniques for modelling and analysing 

several variables, when the focus is on the relationship between a dependent variable 

and one or more independent variables. More specifically, regression analysis helps one 

understand how the typical value of the dependent variable changes when any one of the 

independent variables is varied, while the other independent variables are held constant. 

Most commonly, regression analysis estimates the conditional expectation of the 

dependent variable given the independent variables — that is, the average value of the 

dependent variable when the independent variables are held fixed. In all cases, the 

estimation target is a function of the independent variables called the regression 

function. In regression analysis, it is also of interest to characterise the variation of the 

dependent variable around the regression function, which can be described by a 

probability distribution [89]. 
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Regression analysis is widely used for prediction and forecasting, where its use has 

substantial overlap with the field of machine learning. Regression analysis is also used 

to understand which among the independent variables are related to the dependent 

variable, and to explore the forms of these relationships. In restricted circumstances, 

regression analysis can be used to infer causal relationships between the independent 

and dependent variables [99]. However, generally speaking, it is a tool used to evaluate 

correlation data that allows for statistical (i.e., non-experimental) control of other 

variables. 

Analysis of variance (ANOVA) is used to evaluate the extent to which variation in the 

dependent variable can be attributed to discreet or categorical, independent variables 

with more than two categories. The categories of the independent variables can be 

formed by the design of an experimenter (i.e., experimental groups) or can be naturally 

occurring, such as in the case of ethnicity (e.g., African, Caucasian, Asian, etc). 
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Chapter 6: Data Analysis 

6.1 Pilot Study 

In a survey, the questionnaires are often used to measure a particular construct, such as 

anxiety, health or happiness. For example to measure happiness, one of the questions 

might be: To what extent do you enjoy your work? 

If someone is a genuinely happy person and the questionnaire measures this accurately 

then it is a valid measure of construct. The questionnaire should not only be valid but 

also reliable. The researcher should expect that a questionnaire given again to the same 

person would show the same result. 

Validity refers to the accuracy of scale or the items that are supposed to be the 

underlying dimensions in a questionnaire [58]. In other words validity is the extent of 

the questionnaire’s ability to measure the things that need to be measured accurately 

such as relevancy, clarity, simplicity, and ambiguity. 

Reliability refers to the degree to which measures are free from error and yields 

consistent results from the study [228]. In other words reliability means the consistency 

of a set of measurements among the questionnaire sentences. A reliable scale gives the 

same results when measuring repeatedly the same thing. There are several ways to 

measure the stability of the scale: Test-retest, Parallel tests, Split-half method, and 

Cronbach’s Alpha. 

At least five respondents is suggested [88] to complete the questionnaire and comment 

on the items. It would be useful if they could comment on the following: 

 Are any items ambiguous or difficult to answer? 

 Does the questionnaire feel too repetitive? 

 Does it feel too long? 

 Does it feel too superficial? 

 Are there any annoying features of the wording or formatting? 
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 Are there inconsistent responses that might indicate that changes in response 

endpoints are problematic for respondents who complete the questionnaire 

quickly? 

For the validity of the questionnaire in this study, a pre-test was conducted with 43 

respondents selected among students, colleagues and academic members of the college. 

It was meant to test the internal consistency and to seek any possible weaknesses or 

confusion in the design. The main purpose of this process was to revise and/or to 

remedy and to improve the questionnaire design before actual fieldwork [95]. Several 

changes were made to the wording of the questions and the expressions used in the 

survey to reflect the feedback received from the participants. There were 30 male and 

10 female respondents (see Table 6.1). 

Age Number Gender Total 

25 years or less 3 Male 33 

26-35 years 19 

36-45 years 8 

46 years or more 3 

25 years or less 3 Female 10 

26-35 years 6 

36-45 years 1 

46 years or more 0 

Table 6.1: Sample Distribution of the Pilot Study by Gender and Age 

The Validity and Reliability of the Parameters used in the Study 

The researcher used the method of Cronbach Alpha to measure the stability of the scale. 

It was computed with (SPSS v19) programme and named as alpha coefficient in the 

output.  

Cronbach’s Alpha, according to [102], is the most popular method of measuring 

reliability. The calculation of Cronbach’s alpha is based on the number of items (i.e. the 

number of questions on a questionnaire) and the average inter-item correlation. If the 
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researcher assumes that the questions are measuring the true score (for example a 

person’s true level of happiness) then each individual question will measure the true 

scope plus a certain amount of random error. Cronbach’s Alpha ranges from (0) for a 

completely unreliable test to (1) for a completely reliable test. Low values of alpha 

indicated that some items did not share equally in a common core [63]. Cronbach’s 

alpha coefficient of less than 0.6 is considered to be poor, equal to 0.7 is considered to 

be acceptable, and over 0.8 is considered to be good [132, 138, 187]. 

For this study, all Cronbach’s alpha coefficients (see table 6.2) were 0.8 and higher 

(83% - 88%). These results demonstrate high internal consistency of scales used for 

measuring different items under each construct. Appendix B contains the pilot study 

results. 

Topics Number of items Cronbach’s Alpha Coefficient 

Experience in Using the Computer 4 0.879 

Perceptions about the on-line shopping 45 0.826 

The actual use of on-line shopping 10 0.878 

Total 59 0.876 

Table 6.2: Reliability Analyses using the Cronbach Alpha Coefficient 

If the questionnaire was distributed to another sample other than the current sample at 

different times, there is a probability of 87.6% that the same results will be reached. The 

results of Cronbach alpha test showed that each topic as well, as the group of topics, is 

reliable. Further results of the pilot study are given in Appendix B. 

6.2 Descriptive Statistics 

The demographic characteristics of respondents are provided in Table 6.3below: 

Gender Count Percent 

Male 260 55.1% 

Female 212 44.9% 
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Total 472 100% 

Age Count Percent 

< 25 246 52.1 

26-35 162 34.3 

36-45 56 11.9 

> 46 8 1.7 

Total 472 100 

Level of Education Count Percent 

High School & Below 62 13.1 

Deplume 28 5.9 

Bachelor 268 56.8 

Higher Education 98 20.8 

Other 16 3.4 

Total 472 100 

Type of Employment Count Percent 

Not working 188 39.8 

Public sector 133 28.2 

Private sector 47 10 

Free lancing 10 2.1 

Other 94 19.9 

Total 472 100 

Income Count Percent 

<=3000 SR 223 47.2 

3000-6000 SR 68 14.4 

6000- 9000 SR 71 15 

>=9000 SR 110 23.3 

Total 472 100 

Table 6.3: Descriptive Statistics 
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More than half of the respondents were males (55.1%). The majority of the respondents 

were young (25 years old or less) and young adults (between the ages of 26 and 35) 

made up 34.3% of the sample. Many researchers believe that people in these two age 

groups are more likely to respond to electronic shopping. There were few older (46 

years old or more) respondents (1.7%). 

More than three-fourths of the respondents (77.6%) have a Bachelor degree or higher, 

and 13.1% has a high school or lower education. 

In the sample, 39.8% are not working (probably still students), 28.2% are working in 

the government sector, 10% are working in the private sector, 2.4% are working in the 

entrepreneurship sector, and 19.9% have another type of employment. 

The table also indicates that 47.2% earns 3000 SR or less per month (probably still 

students), 23% earned 9000 SR or more per month, and 15% earned between 6000-9000 

SR per month. 

Relationship of Constructs and On-line Shopping 

Respondents were asked to rate themselves on a Likert scale of 1 – 5 about their 

computer and Internet skills with 1 being the lowest score and 5 being the highest score. 

The scale was defined as 1 “Very Poor” 2 “Poor” 3 “Moderate” 4 “Good” and 5 “Very 

Good”. 

Table 6.4 illustrates the mean (M) and standard deviation for the research factors: 

 Questions Mean 

(M) 

Std. Dev. 

Part 1: Computer and Internet Experience 

1. Your general computer knowledge is 4.297 0.814 

2. Your Internet knowledge is 4.362 0.825 

3. How long have you been using the Internet 3.89 0.412 

4. How often do you use the Internet per day 3.218 0.803 

Part 2: Demographics Information 

5. Gender 1.449 0.497 



Chapter 6: Data Analysis 

114 

 

6. Age 1.631 0.756 

7. Your level of Education 2.953 0.962 

8. Type of employment 2.341 1.503 

9. Your Income 2.144 1.239 

Part 3: Assesses Perceptions 

Using a Rating Scale of 1 to 5 from 1 being strongly disagree to 5 being strongly agree. 

Performance Expectancy (PE) 

Items Mean 

(M) 

Std. Dev. 

10. PE1: I find on-line shopping useful in our daily life. 3.572 1.021 

11. PE2: Using on-line shopping enables me to accomplish my 

shopping more quickly 

3.701 1.038 

12. PE3: Using on-line shopping increases the effective use of my 

time in handling my shopping. 

3.765 1.007 

13. PE4: Using on-line shopping increases my chances to save my 

time and getting good services 

3.746 0.943 

Effort Expectancy (EE) 

14. EE1: My interaction with on-line shopping is clear and 

understandable 

3.104 1.05 

15. EE2: It is easy for me to become skilful at using on-line 

shopping 

3.208 1.138 

16. EE3: I find on-line shopping easy to use 3.335 1.16 

17. EE4: Learning to use on-line shopping is easy for me 3.712 1.001 

Social Influence (SI) 

18. SI1: People who influence my behaviour think that I should use 

on-line shopping 

2.642 0.998 

19. SI2: People who are important to me think that I should use on-

line shopping. 

2.822 1.059 

20. SI3: People who are around are on-line shopping users. 2.746 1.173 

21. SI4: In general, Qatari people have supported the use of on-line 

shopping 

2.6 0.971 
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Facilitating Conditions (FC) 

22. FC1: I have the resources necessary to use on-line shopping 2.992 1.2 

23. FC2: I have the knowledge necessary to use on-line shopping. 3.184 1.194 

24. FC3: On-line shopping system is not compatible with other 

systems I use 

2.699 0.87 

25. FC4: A specific person or group (Instructions) is available for 

assistance with on-line shopping difficulties 

2.877 1.074 

Computer Self-Efficacy (SE) 

26. SE1: I can complete using on-line shopping, if there is no one 

around to tell me what to do as I go 

3.398 1.182 

27. SE2: I can complete using on-line shopping, if I can call 

someone for help if I got stuck 

3.203 1.048 

28. SE3: I can complete using on-line shopping, if I have just the 

built-in help facility for assistance 

3.686 0.956 

Computer Anxiety (AX) 

29. AX1: I feel apprehensive about on-line shopping 3.434 1.23 

30. AX2: It scares me to think that I could lose a lot of information 

using on-line shopping by hitting the wrong key 

3.426 1.221 

31. AX3: I hesitate to shopping on-line for fear of making mistakes I 

cannot correct 

3.354 1.257 

32. AX4: On-line shopping is somewhat intimidating to me 3.502 1.153 

Attitude toward Using Technology (AT) 

33. AT1: Using on-line shopping is a good idea 4.114 0.909 

34. AT2: On-line shopping makes shopping more interesting 3.53 1.11 

35. AT3: Use of on-line shopping is fun 3.585 1.05 

36. AT4: I like working with on-line shopping system 3.29 1.145 

Behavioural Intention (BI) 

37. BI1: I intend to use on-line shopping in the future 3.966 1.029 

38. BI2: I predict I would use on-line shopping in the future 4.087 0.963 

39. BI3: I plan to use on-line shopping in the future 3.878 1.106 
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Perceived Credibility (PC) 

40. PC1: I feel confidence and privacy when I use on-line shopping 3.102 1.156 

41. PC2: I feel secure and safety when I use on-line shopping 2.693 1.095 

42. PC3: I trust the on-line shopping system 2.718 1.055 

43. PC4: I feel risky not to get the required products/services 3.695 1.064 

44. PC5: I feel risky when I conduct on-line transactions 3.744 1.099 

Cultural Background (CB) 

45. CB1: I feel the language is an obstacle to practise on-line 

shopping 

3.424 1.29 

46. CB2: I feel that some financial transaction for on-line shopping 

conflict with the principles of religion 

3.21 1.088 

47. CB3: I feel that on-line payment methods such as credit cards are 

contrary to the principles of religion 

2.962 1.091 

48. CB4: I prefer to use the traditional commerce to avoid the 

technological complexity in on-line shopping 

3.36 1.206 

Prevention Factors (PF) 

49. PF1: I feel that the absence or weakness of the laws that protect 

and regulate commercial transactions via the Internet prevents (limit) 

my use of on-line shopping 

3.847 1.03 

50. PF2: I feel that the inability of the current legislative institutions 

dealing with commercial issues via the Internet prevents (limit) my 

use of on-line shopping 

3.712 1.009 

51. PF3: The Low quality of Internet services, prevents (limit) my 

use of On-line shopping 

3.472 1.149 

52. PF4: High prices of internet subscription prevents (limit) my use 

of on-line shopping 

2.811 1.24 

53. PF5: The lack of a home’s addresses prevents (limit) my use of 

on-line shopping 

3.701 1.249 

54. PF6: The absence of a reliable delivery system prevents (limit) 

my use of on- line shopping 

3.833 1.173 

Part 4: Actual usage of e-commerce 

56. How long have you been using on-line shopping facilities? 2.273 1.584 

57. On weekly basis, how many times do you use on-line shopping? 1.572 0.77 
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e-commerce usage 

58. How frequently do you use on-line shopping for the following 

service: 

  

Buy E.products/ goods/tickets, etc. 1.97 1.091 

Sell: E.products/ goods/tickets, etc. 1.356 0.745 

Bank services 2.731 1.268 

Stock Market Trade 1.871 1.147 

Travelling and  Insurance Services 2.273 1.211 

Paying Bills 2.936 1.245 

Auction 1.456 0.87 

Exchange of information 2.559 1.281 

Average of means 2.144 1.107 

Total respondents 472 

Table 6.4: The Mean (M) and Standard Deviation for the Research Factors 

1. Performance Expectancy 

The performance expectancy was assessed at four levels (i) usefulness of on-line 

shopping (ii) on-line shopping as a quick alternative (iii) effective time usage using on-

line shopping, and (iv) time saving and good service with on-line shopping. Most 

respondents’ perceptions in terms of performance expectancy were very positive. Their 

perceptions were that on-line shopping is useful in daily life (57.4%, M = 3.6), is 

quicker (64.2%, M = 3.7), is effective in the use of time (67.6%, M = 3.8), ensures good 

services, and saves time (64%, M = 3.7), and this indicated the degree of awareness of 

the importance of on-line shopping in daily life in terms of usefulness and effectiveness. 

2. Effort Expectancy 

The effort expectancy was also assessed at four levels (i) clear and understandable  

interaction with on-line shopping (ii) easy to become skilful at on-line shopping (iii) 

easy to use, and (iv) easy to learn on-line shopping. Most respondents’ perceptions in 

terms of effort expectancy were very positive. Their perceptions were that on-line 
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shopping is clear and understandable (40.3%, M = 3.1), easy to become skilful at it 

(45.8%, M = 3.2), easy to use (51.7%, M = 3.3), and easy to learn (68.7%, M = 3.7). 

This indicated the degree of knowledge with on-line shopping and ease of use.  Most of 

the respondents have the skills necessary to use it with the total mean of 3.3. 

3. Social Influence 

The social influence was assessed at four levels (i) people who influence my behaviour 

think that I should use on-line shopping (ii) people who are important to me think that I 

should use on-line shopping (iii) people who are around are on-line shoppers, and (iv) in 

general Saudi people have supported on-line shopping. There was less agreement on the 

existence of social influence to on-line shopping (total average of 2.7). Their 

perceptions were that people who influence their behaviour thought that they should use 

on-line shopping (81.4%, M = 2.6), people who are important to me think that I should 

use on-line shopping (56.6%, M = 2.8), people who are around are on-line shoppers 

(58.9%, M = 2.7), and that in general Saudi people support the use of on-line shopping 

(48.7%, M = 2.6). 

4. Facilitating Conditions 

The facilitating conditions were assessed at four levels (i) having the necessary 

resources to use on-line shopping (ii) having the necessary knowledge to use on-line 

shopping (iii) on-line shopping system not being compatible with other systems I use, 

and (iv) help on on-line shopping is available. Their perceptions were that they had 

resources to enable use of on-line shopping (18%, M = 3.0), had the necessary 

knowledge to use on-line shopping (26.7%, M = 3.2), agreed that some of the on-line 

shopping system is not compatible with other systems they use (29.7%, M = 2.7), and 

that there was available help on on-line shopping (18.2%, M = 2.9). 

5. Computer Self-Efficacy 

The computer self-efficacy was assessed at three levels (i) being able to complete on-

line shopping unassisted (ii) being able to complete on-line shopping with some help if 

needed (iii) being able to complete on-line shopping only when there is an in-built on-

line help facility. Being able to complete on-line shopping unassisted were (41.3%, M = 
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3.4), being able to complete on-line shopping with some help if needed (47.9%, M = 

3.2), and could only complete on-line shopping when an in-built on-line help facility is 

available (16.3%, M = 3.7). 

6. Computer Anxiety 

The computer anxiety was assessed at four levels (i) feeling apprehensive about on-line 

shopping (ii) being scared thinking that one may lose a lot of information by hitting the 

wrong key (iii) fear of making mistakes that cannot be corrected, and (iv) on-line 

shopping is somewhat intimidating. Their perceptions were, feeling apprehensive about 

on-line (31.1%, M = 3.4), being scared thinking that one may lose a lot of information 

by hitting the wrong key (53%, M = 3.4), having fear of making mistakes that you 

cannot correct (43.4%, M = 3.4), and on-line shopping is somewhat intimidating 

(65.3%, M = 3.5). 

7. Attitude toward using Technology 

The attitude toward using technology was assessed at four levels (i) using on-line 

shopping is a good idea (ii) on-line shopping makes it interesting to shop (iii) on-line 

shopping is fun, and (iv)liking to work with on-line shopping systems. Their 

perceptions were that using on-line shopping is a good idea (54.2%, M = 4.1), on-line 

shopping makes it interesting to shop (54.5%, M = 3.5), on-line shopping is fun (53.2%, 

M = 3.6), and liking to work with on-line shopping systems (57.4%, M = 3.3). 

8. Behavioural Intention 

The Behavioural intention was assessed at three levels (i) intent to use on-line shopping 

in the future (ii) predict to use on-line shopping in the future, and (iii) plan to use on-

line shopping in the future. They intent to use on-line shopping in the future (75.4%, M 

= 4.0), predict to use on-line shopping in the future (79.2%, M = 4.1), and plan to use 

on-line shopping in the future (71.8%, M = 3.9). 

9. Perceived Credibility 

The perceived credibility was assessed at five levels (i) I feel confident about the 

privacy of on-line shopping (ii) I feel secure and safe with on-line shopping (iii) I trust 
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the on-line shopping system (iv) I feel risky not to get the required products/services, 

and (v) I feel risky to conduct on-line transactions. Their perceptions were as follows: 

confident about the privacy of on-line shopping (39.4%, M = 3.1), on-line shopping is 

secure and safe (22.7%, M = 2.7), I trust the on-line shopping system (21.8%, M = 2.7), 

there is risk involved of not getting the required products/services (63.6%, M = 3.7), 

and I feel risky to conduct on-line transactions (64.6%, M = 3.7). 

10. Cultural Background 

The cultural background was assessed at four levels (i) language as an obstacle to 

practise on-line shopping (ii) conflict of some financial transactions with religion (iii) 

on-line payment methods such as credit cards are contrary to religious principles, and 

(iv) preference for traditional methods of commerce to avoid technological complexities 

of on-line shopping. They perceived language as an obstacle to practising on-line 

shopping (54.9%, M = 3.4), conflict of some financial transactions with religion 

(57.3%, M = 3.2), on-line payment methods such as credit cards are contrary to 

religious principles (28%, M = 3.0), and preference for traditional methods of 

commerce to avoid technological complexities of on-line shopping (48.5%, M = 3.4). 

11. Prevention Factors 

The prevention factor was assessed at six levels (i) I feel that the absence or weakness 

of the laws that protect and regulate commercial transactions via the Internet prevents 

(limit) my use of on-line shopping (ii) I feel that the inability of the current legislative 

institutions dealing with commercial issues via the Internet prevents (limit) my use of 

on-line shopping (iii) the low quality of Internet services prevents (limit) my use of On-

line shopping (iv) high prices of Internet subscription prevents (limit) my use of on-line 

shopping (v) the lack of a home’s addresses prevents (limit) my use of on-line shopping, 

and (vi) the absence of a reliable delivery system prevents (limit) my use of on-line 

shopping. 67.6% agreed or strongly agreed that the absence or weakness of the laws that 

protect and regulate commercial transactions via the Internet prevents (limit) their use of 

on-line shopping, 59.7% agreed that sometimes they feel the inability of the current 

legislative institutions dealing with commercial issues via the Internet prevents (limit) 

their use of on-line shopping, 53.6% agreed that the low quality of Internet services 



Chapter 6: Data Analysis 

121 

 

prevents (limit) their use of on-line shopping, 33.1%  agreed that high prices of Internet 

subscription prevents (limit) their use of on-line shopping, 63.1% cited the lack of a 

home address prevents (limit) their use of on-line shopping, and 69.3% agreed that the 

absence of a reliable delivery system prevents (limit) their use of on- line shopping. 

Actual Usage of E-Commerce 

Out of 472 respondents 44.1% reported that they had never used on-line shopping 

compared to 25.4% who had used it for less than a year, 11.4% between 1-2 years, 6.1% 

between 2-3 years, 4.7% for 3-4 years, and 8.3% having used it for at least 4 years. The 

average usage of on-line shopping for the selected population was 2.3 years (SD = 1.6). 

In terms of the frequency of on-line shopping on a weekly basis; 57.4% reported that 

they do not shop at all on a week to week basis, 31.1% shopped on-line at least once a 

week, 8.3% between 2-3 times weekly, and 3.2% shopped on-line at least 3 times every 

week. 

Analysis Tool Selection 

In order to test the hypotheses, simple linear regression was used. Regression is defined 

as the relationship between the mean value of a random dependent variable and the 

corresponding values of one or more independent variables. It helps to determine the 

contribution of the factor to the variability effect phenomena [115]. In another words, it 

measures the relationship between the dependent variable and the independent variables 

and determines the shape of this relationship. If there is a relationship between one 

independent variable and one dependent variable, it is called simple regression analysis. 

If there is relationship between the dependent variable and a number of independent 

variables, it is called multiple regression analysis. 

The regression is mainly used for the purposes of forecasting, predicting, planning or 

assessment. Its aim is to predict the value of a dependent variable for a given known 

value of an independent variable. For example, one can forecast consumption if income 

is known. One can predict profit if sales values are known. One can predict sales if 

selling expenses are known. Regression is a way to describe the relationship between 

two variables where one can explain the other. By the same token, [214] explains that 
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regression analysis involves finding the best straight line relationship that explains how 

the variation in an outcome (or dependent) variable, Y, depends on the variation in  one 

or several predictor (or independent or explanatory) variables, X. The following 

equation models the relationship between X and Y: 

 and 

where: 

 X and Y can be positively correlated or negatively correlated. 

 The variable Y (on the left of equality sign) is the dependent variable. 

 The variable X (on the right of equality sign) is the independent variable. 

 “a”, “b” are constants of the equation of the regression line. 

 “a” represents the value of Y when the value of X equal to zero. 

 “b” represents the regression coefficient, the rate of change in the dependent 

variable Y when the independent variable X changes one unit. 

The Least Squares Approach 

The Least Squares Approach or Ordinary Least Square method (OLS) used in this study 

is a procedure to determine the “best fit” line to the data. It finds values of “a” and “b” 

that minimise the error associated to saying there is a linear relationship between Y and 

X. The equation of the “best fit” line is given by  where the constants of the 

(a, b) are estimated with the least squares method. 

The overall significance of a simple regression model is meant to answer the question of 

whether the functional shape of the linear regression model is sufficient to represent the 

relationship. If the answer is no, further change of the regression model, better adapted 

to describe the relationship between the variables of the model can be investigated, such 

as a multiple non-linear regression model or polynomial regression model of second 

degree or higher. 

The Null and Alternative Hypothesis 
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Every statistical test involves two hypotheses; the null hypothesis (H0) and the 

alternative hypothesis (HA). The null hypothesis represents a theory that has been put 

forward, either because it is believed to be true or because it is to be used as a basis for 

argument, but has not been proved. The alternative hypothesis is a statement of what a 

statistical hypothesis test is set up to establish [17]. For every hypothesis [160], there is 

an opposite or contrary hypothesis that describes the state of the world if the original 

hypothesis is not true. The null hypothesis is that men and women are equally likely to 

use the Internet, the alternative (contrary) hypothesis is that men and women are not 

equally likely to use the Internet. 

ANOVA Table for Regression 

In a regression setting, the Analysis of Variance (ANOVA) table is part of the output. 

The null hypothesis would be that knowing X provides no extra information about Y. If 

we were to guess the same value of Y for every X, that would mean that the regression 

line is flat, that it had no slope. For the ANOVA table in regression, H0: β1=0 and HA: 

β1≠0. The significance level of a statistical hypothesis test is a fixed probability of 

wrongly rejecting H0, when in fact it is true. Usually, the significance level is chosen to 

be 0.05 (or equivalently, 5%) [193]. The p-value (p) is the chance that the data is 

observed assuming H0 is true. To test the study hypotheses, the following decision rule 

applies: if p ≤ 0.05, the null hypothesis is rejected and the result is said to be significant. 

Otherwise we fail to reject the null hypothesis. In the SPSS output table ANOVA, p is 

denoted by Sig. 

6.3 Hypotheses Test 

6.3.1 Performance Expectancy (PE) 

H1 

PE of on-line shopping adoption in Saudi Arabia will influence BI. 

H0 HA 
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There is no statistically significant 

relationship between the PE and BI 

regarding the use of on-line shopping 

technology. 

There is a statistically significant 

relationship between the PE and BI 

regarding the use of on-line shopping 

technology. 

A simple regression has been used to test this hypothesis. 

Hypothesis H1 

From tables 6.5, 6.6 and 6.7, the following conclusions were made. There is a positive 

moderate correlation between Performance Expectancy and Behavioural Intention (R= 

0.507). There is a statistically significant relationship between performance expectancy 

of the on-line shopping adoption and Behavioural Intention (F=162.4, p = 0). 

 

Table 6.5: H1 Model Summary 

 

Table 6.6: H1 ANOVA 
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Table 6.7: H1 Coefficients 

There are three tables in the output [160]. 

 Multiple R is the correlation coefficient between the observed and predicted 

values. Its value ranges from 0 to 1. 

 R square (R
2
) is the proportion of variability in the dependent variable that is 

explained by the independent variable in a linear relationship. It is the square of 

multiple R. A regression equation appears to be useful for making predictions 

when the value of R
2
 is close to 1. 

 Adjusted R square corrects for R
2
 being an overly optimistic estimate of how 

well the model fits the population and decreases R
2
 accordingly. Adjusted R

2
 is 

useful for comparing models with multiple independent variables. It adjusts for 

the increase expected in the coefficient R
2
 when additional variables are 

included in the model, even if those variables have no predictive power in the 

population. 

 Standard Error of the Estimate is the standard deviation of the residuals. It 

measures the accuracy of predictions. 

 The F statistic is the ratio of the mean square for the regression to the residual 

mean square. 

 The df is the degrees of freedom. The residual degrees of freedom show how 

many predictors are there in the relation, n-1-df1 or n-2. 

 The B in the coefficients table is the constant and regression coefficient for 

determining the regression equation [118]. 
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 Beta coefficient column is the standardised coefficient when all variables are 

expressed in a standardised form (i.e. z scores) [118]. 

 Sig. F is the p-value for the regression coefficient and the constant. 

 The "tolerance" is an indication of the percent of variance in the predictor that 

cannot be accounted for by the other predictors, hence very small values indicate 

that a predictor is redundant, and values that are less than .10 may merit further 

investigation. The VIF, which stands for variance inflation factor, is (1 / 

tolerance) and as a rule of thumb, a variable whose VIF values is greater than 10 

may merit further investigation [52]. 

 When there is a perfect linear relationship among the predictors, the estimates 

for a regression model cannot be uniquely computed. The term collinearity 

implies that two variables are near perfect linear combinations of one another. 

When more than two variables are involved it is often called multicollinearity, 

although the two terms are often used interchangeably [52]. 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 1.852 + 0.576 * PE 

 F=162.441 (ANOVA table output) implies a highly significant result (Sig. = 

.000). 

 25% (R
2
) of the variability in BI can be explained by its linear relationship with 

PE. 

 BI will increase by about .576 (unstandardised slope) points for every additional 

point on PE. 

Note that the p-value from the ANOVA table (2
nd

 table output) is the same as the p-

value for the t-test for the slope variable (3
rd

 table output). 
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Figure 6.1: Regression Standardised Residual 

The distribution of the residuals is approximately normal. 

H2 

Demographic characteristics play a mediator’s role between PE and BI to adopt on-

line shopping. 

This hypothesis is subdivided into three subsets of hypotheses based on individual 

characteristics adopted by the study as moderator variables in the relationship 

between PE in the case of using the technology of the on-line shopping and the BI. 

H2a Gender plays a mediator role in the relationship between the PE and BI 

when adopting on-line shopping. 

H2b Age plays a mediator role in the relationship between the PE and BI when 

adopting on-line shopping. 

H2c Income plays a mediator role in the relationship between the PE and BI 

when adopting on-line shopping. 

In order to test the research sub-hypotheses (H2a- H2c), a simple regression has been 

used with BI as dependent variable, PE as independent variable, and demographic 
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characteristics (gender, age, income) as moderators. The independent variable has been 

dealt with as the average of the performance expectancy. 

Hypothesis H2 

The results from appendices C1.2, C1.3, C1.4, showed that the hypothesis tested in H2 

(a, b and c) were not significant (p > 0.05) which means gender, age and income do not 

play an important role in modifying the relationship between PE and BI. The result is 

summarised in Table 6.8. 

Results of Analysis 

of Variance 

Elements of Variance analysis 

(variables) 

Sig. F-value Gender - PE H2a 

0.694 0.156 Gender 

0.000 10.064 PE.AV 

0.439 1.014 Gender * PE.AV 

Sig. F-value Age- PE H2b 

0.636 0.569 Age 

0.000 7.732 PE.AV 

0.704 0.845 Age * PE.AV 

Sig. F-value Income - PE H2c 

0.430 0.921 Income 

0.000 9.699 PE.AV 

0.138 1.268 Income * PE.AV 

Table 6.8: Summary Analysis of H2 

6.3.2 Effort Expectancy (EE) 
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H3 

EE of on-line shopping adoption in Saudi Arabia will influence BI. 

H0 HA 

There is no statistically significant 

relationship between EE and BI regarding 

the use of on-line shopping technology. 

There is a statistically significant 

relationship between EE and BI regarding 

the use of on-line shopping technology. 

Hypothesis H3 

Since p < 0.05 (Appendix C2), according to the decision rule, the null hypothesis is 

rejected (F =97.628, p = 0.00) There is enough evidence to support the alternative 

hypothesis. 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 2.557 + 0.425 * EE 

H4 

Demographic characteristics play a mediator’s role between EE and BI to adopt on-

line shopping. 

This hypothesis is subdivided into four sub-hypothesis based on individual 

characteristics adopted by the study as moderators variables in the relationship 

between EE and BI in the case of using the technology for on-line shopping. 

H4a Gender plays a mediator role in the relationship between the EE and BI. 

H4b Age plays a mediator role in the relationship between the EE and BI. 

H4c Education plays a mediator role in the relationship between the Effort 

EE and BI. 
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H4d Experience plays a mediator role in the relationship between the EE and 

BI. 

Hypothesis H4 

The results of the analysis in Appendix C2.2 show that the test of hypothesis in H4 (a, 

b, c, d) was not significant, which means age (F=0.724, p = 0.979), gender (F = 0.860, p 

= 0.616 > 0.05), education (F = 0.556, p = 0.989), experience (F=1.222, p = 0.261) do 

not play an important role in modifying the relationship between the independent 

variable EE and the dependent variable BI.  Gender, education and experience do not 

influence BI. However, age (F =3.037, p = 0.029 < 0.05) has a direct effect on BI. The 

analysis result is summarised in table 6.9. 

Elements of Variance Analysis (variables) Results of Analysis of Variance 

Gender - EE H4a F-value Sig. 

Gender 0.823 0.365 

EE.AV 6.218 0.000 

Gender – EE.AV 0.860 0.616 

Age - EE H4b F-value Sig. 

Age 3.037 0.029 

EE.AV 2.910 0.000 

Age – EE.AV 0.724 0.879 

Education - EE H4c F-value Sig. 

Education  2.501 0.059 

EE 2.250 0.004 

Edu. * EE.AV 0.556 0.989 

Exp. – EE.AV H4d  F-value Sig. 

Exp.*AV 1.222 0.261 

EE.AV 4.603 0.000 

Exp.AV*EE.AV .990 0.509 
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Table 6.9: Summary Analysis of H4 (a, b, c, & d) 

6.3.3 The Social Influence (SI) 

H5 

SI of on-line shopping adoption in Saudi Arabia will influence BI. 

H0 HA 

There is no statistically significant 

relation between the SI and BI in the case 

of using the on-line shopping. 

There is statistically significant relation 

between the SI and BI in the case of 

using the on-line shopping. 

Hypothesis H5 

According to the results in C: 3, there is a statistically significant (F=46.536, p = 0.00) 

relationship between SI of on-line shopping adoption and BI. 

Under the statistical decision theory, the decision is to reject H0. 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 2.993 + 0.364 * SI 

H6 

The demographic characteristics play a mediator role between SI and BI. 

This hypothesis is subdivided into four sub-hypotheses, according to the number of 

demographic characteristics adopted in this study. 

H6a Gender plays a mediator’s role in the relationship between SI and 

Behavioural BI. 

H6b Age plays a mediator’s role in the relationship between SI and BI. 
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H6c Experience plays a mediator’s role in the relationship between SI and 

BI. 

H6d Education plays a mediator’s role in the relationship between SI and BI. 

Hypothesis H6 

The analysis results in appendices C3.2, C3.3, C3.4, C3.5 indicated that the test of 

hypothesis in H6 (a, b, c, d) was not significant for age (F = 0.607, p = 0.954), for 

gender (F = 0.615, p = 0.433), for education (F =2.220, p = 0.085), and for experience 

(F =1.593, p = 0.085). Age has a direct effect (p = 0.019) while gender, age, education, 

and experience do not influence BI. The result is summarised in table 6.10. 

Elements of Variance Analysis (variables) Results of Analysis of Variance 

Gender - SI H6a F-value Sig. 

Gender 0.615 0.433 

SI. AV 4.838 0.000 

Gender * SI.AV 1.265 0.220 

Age - SI H6b F-value Sig. 

Age 3.336 0.019 

SI.AV 2.973 0.000 

Age * SI 0.607 0.954 

Edu – SI.AV H6c F-value Sig. 

Edu. 2.220 0.085 

SI.AV 2.192 0.006 

Edu * SI.AV 0.694 0.914 

Exp. -  SI H6d F-value Sig. 

Exp.AV 1.593 0.085 
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SI.AV 3.839 0.000 

Exp.AV* SI.AV 0.863 0.781 

Table 6.10: Summary Analysis of H6 

6.3.4 Facilitating Conditions (FC) 

H7 

FC of on-line shopping adoption in Saudi Arabia will not influence BI. 

H0 HA 

There is no statistically significant 

relation between the FC and BI in the 

case of using the on-line shopping. 

There is statistically significant relation 

between the FC and BI in the case of 

using the on-line shopping. 

Hypothesis H7 

According to the results of statistical analysis from the Appendix C4, there is a 

statistically significant relationship between FC of the on-line shopping adoption and 

BI. (F = 48.755, p = 0.00). Under the statistical decision theory, the decision is to reject 

H0. The result in Appendix C4.2 showed that age and experience do no play a mediator 

role in the relationship between FC and BI. 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 2.813 + 0.396 * FC 

H8 

Demographic characteristics play a mediator’s role between FC and Actual Usage 

(AU) to adopt on-line shopping. 

This hypothesis is subdivided into two sub-hypotheses, according to the number of 
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demographic characteristics adopted in this study: 

H8a Age plays a mediator’s role in the relation between FCs and AU. 

H8b Experience plays a mediator’s role in the relationship between the FC and 

AU. 

Hypothesis H8 

The result in Appendix C4.3 showed that there is a significant relation between FC and 

AU (F =136.800, p = 0.00). 

The results of the analysis in Appendix C4.5 indicate that age (H8a) (F = 0.659, p = 

0.918) and experience (H8b) (F = 0.832, p = 0.830) do not play a mediator role in the 

relation between FC and AU. Table 6.11 gives a summary of the results. 

Results of Analysis of Variance Factors of Variance analysis (variables) 

Age - FC.AV H8a F-value Sig. 

Age 14.549 0.000 

FC.AV 6.043 0.000 

Age * FC 0.659 0.918 

Exp.AV – FC.AV H8b F-value Sig. 

Exp. AV 1.065 0.389 

FC.AV 5.049 0.000 

Exp.AV * FC 0.832 0.830 

Table 6.11: Summary Analysis of H8 

6.3.5 Perceived Credibility (PC) 

H9 

PC of on-line shopping adoption in Saudi Arabia will influence BI. 

H0 HA 
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There is no statistically significant 

relation between the PC and BI in the 

case of using the on-line shopping. 

There is a statistically significant relation 

between the PC and BI in the case of 

using the on-line shopping. 

Hypothesis H9 

According to the results of statistical analysis in Appendix C5, there is a statistically 

significant relation between the PC in case of using the on-line shopping technology 

that affects the BI (F=121.077, p ≤.000). 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 1.442 + 0.796 * PC 

H9 

This hypothesis is subdivided into four sub-hypotheses, according to the types of 

perceived credibility factors adopted in this study: 

H9a Security of on-line shopping will influence BI. 

H9b Privacy of on-line shopping will influence BI. 

H9c Trust of on-line shopping will influence BI. 

H9d Risk factors (on-line transaction + product and services) of on-line 

shopping will influence BI. 

The results of the analysis in appendices C5.1, C5.2, C5.3, C5.4 indicated that the test 

of hypothesis in H9 (a,b,c and d) was significant for all mediators as shown in table 

6.12. 

Factors F-value Sig-F R 

Security
* 

108.183 0.000 0.433 

Privacy* 196.082 0.000 0.543 
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Trust* 134.260 0.000 0.471 

Risk factors* 16.864 0.000 0.186 

Table 6.12: Summary Analysis of H9 (a, b, c, & d) 

Security, Privacy, trust, and Risk factors have significant influence on BI when using 

on-line shopping where the influence was ranked as follows: privacy, trust and security 

based on correlation coefficients R. It is noted that the relation between the risk factors 

and Actual Use (AU) is negative (Beta = -.186). Therefore, the unstandardised slope of -

.184 tells that AU will decrease by about .184 points for every additional point on the 

risk factors. 

6.3.6 Cultural Background (CB) 

H10 

CB of on-line shopping adoption in Saudi Arabia will have influence BI. 

H0 HA 

There is no statistically significant 

relation between the CB and BI in the 

case of using the on-line shopping. 

There is statistically significant relation 

between the CB and BI in the case of 

using the on-line shopping. 

Hypothesis H10 

According to the statistical analysis results in Appendix C6, there is a statistically 

significant relation between CB of the on-line shopping adoption and BI (F=13.672, p = 

0.00). The relation between CB and BI is negative (Beta = -.168). Therefore, the 

Unstandardised slope of -.207 tells that BI will decrease by about .207 points for every 

additional point on CB. 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 4.647 + - 0.207 * CB 
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H10 

This hypothesis is subdivided into two sub-hypotheses, according to the types of 

cultural background adopted in this study: 

H10a The language of on-line shopping will influence BI. 

H10b The religion of on-line shopping will influence BI. 

The analysis results in appendices C6.1, C6.2 indicated that the test of hypothesis in 

H10 (a and b) was not significant for the language factor (F = 0.362), and the religion 

factor (F=2.533). Table 6.13 gives a summary of the result. 

Decision R Sig F Factors 

Language 0.362 0.547 0.028 Rejected  

Religion 2.533 0.112 0.073 Rejected  

Table 6.13: Summary Analysis of H10 

6.3.7 Self-Efficiency (SE) 

H11 

SE of on-line shopping adoption in Saudi Arabia will not have significant influence 

on BI. 

H0 HA 

There is no statistically significant 

relation between the SE and BI in the 

case of using the on-line shopping. 

There is statistically significant relation 

between the SE and BI in the case of 

using the on-line shopping. 

Hypothesis H11 

According to the results of statistical analysis from the Appendix C7, there is a 

statistically significant relation between SE in the case of using the on-line shopping 

that affects the BI. (F=79.479, p = 0.00). 
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In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 2.357 + 0.473 * SE 

6.3.8 Anxiety 

H12 

Computer anxiety of on-line shopping adoption in Saudi Arabia will not have 

significant influence on BI. 

H0 HA 

There is no statistically significant 

relation between the anxiety and BI in the 

case of using the on-line shopping. 

There is a statistically significant relation 

between the anxiety and BI in the case of 

using the on-line shopping. 

Hypothesis H12 

The results of statistical analysis from the Appendix C8 indicate that there is a 

statistically significant relation between anxiety of the on-line shopping adoption and BI 

(F=36.362, p = 0.00). The relation between AX and BI is negative (Beta = -.268). 

Therefore, the Unstandardised slope of -.254 tells that BI will decrease by about .254 

point for every additional point on AX. 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 4.847 + -0.254 * AX 

6.3.9 Attitudes toward using Technology (AT) 

H13 

Attitudes toward using technology of on-line shopping adoption in Saudi Arabia will 
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not have significant influence on BI. 

H0 HA 

There is no statistically significant 

relation between the AT and BI in the 

case of using the on-line shopping. 

There is statistically significant relation 

between AT and BI in the case of using 

the on-line shopping. 

Hypothesis H13 

According to the results of statistical analysis in Appendix C9 there is a statistically 

significant relation between AT of the on-line shopping adoption and BI (F=235.72, p = 

0.000). 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 1.734 + 0.618 * AT 

6.3.10 Behavioural Intention (BI) 

H14 

BI of on-line shopping adoption in Saudi Arabia has a significant positive effect on 

AU. 

H0 HA 

There is no statistically significant 

relation between the BI and AU in the 

case of using the on-line shopping. 

There is statistically significant relation 

between the BI and AU in the case of 

using the on-line shopping technology. 

Hypothesis H14 

According to the results of statistical analysis in the Appendix C10 there is a 

statistically significant relation between BI of the on-line shopping adoption and AU 

(F=78.395, p = 0.000). 



Chapter 6: Data Analysis 

140 

 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

AU= .929 + 0.292 * BI 

6.3.11 Prevention Factors (PF) 

H15 

PF (Legislation Availability, Delivery System, Postal Address and Quality of Internet 

Services) of on-line shopping adoption in Saudi Arabia will not have influence BI. 

H0 HA 

There is no statistically significant 

relation between the PF and BI in the 

case of using the on-line shopping. 

There is statistically significant relation 

between the PF and BI in the case of 

using the on-line shopping technology. 

Hypothesis H15 

According to the results of statistical analysis in the Appendix C11, there is a 

statistically significant relation of the on-line shopping adoption between FC and BI 

(F=5.099, p = 0.024). 

In this output, the regression equation is: 

Y = a + b (X) or Y= B0 + B1 (X) 

BI= 3.513 + 0.130 * PF 

H15 

The Prevention factors hypothesis is subdivided into four sub-hypotheses, According 

to the types of prevention factors adopted in this study: 

H15a Legislation Availability (LA) will have direct effect on AU. 
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H15b Delivery System (DS) will have direct effect on AU. 

H15c Postal Address (PS) will have direct effect on AU. 

H15d Quality of Internet Services (QIS) will have direct effect on AU. 

 

Factors F Sig R 

LA
 

1.205 0.273 0.051 

DS
* 

5.655 0.018 0.109 

PA
* 

11.669 0.001 0.156 

QIS
 

0.042 0.838 0.009 

Table 6.14: Summary Analysis of H15 

According to appendices C11.3, C11.4 and the summary as shown in table 6.14 above, 

there is enough evidence that DS and PA has a statistical significant effect on AU. The 

greatest degree of influence was with the availability of Postal Address based on a 

coefficient of correlation of 0.156. 

On the other hand, appendices C11.1, C11.5 indicated that legislation availability 

(H15a), and quality of Internet services (H15c) has a direct effect on AU. When taken 

separately, both also have an effect on AU. LA1 (Beta = -.250) has a negative effect on 

AU while LA2 (Beta = .196) has a positive effect on AU. Note that LA2 (question#50) 

is about the absence of the current legislative institutions or organisations dealing with 

commercial issues via the Internet and its effect on on-line shopping adoption. 
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The Research Model 

 

Figure 6.2: The Proposal Extended UTAUT 

Figure 6.2 displays the research model based on the UTAUT [209] after conducting the 

hypotheses test. The arrows represent the relationship between independent and 

dependent variables that have been drawn in the research hypotheses. The left side 

represents the UTAUT model with the four main constructs which have a direct effect 

on BI. In addition to these factors, attitude towards use of technology, anxiety, and self-

efficacy have direct effect on BI according to the result of the analysis process. It is also 

clear from Figure 6.2 that the effect of moderators between independent and dependent 

variables was not significant as stated in the original theory, except for the moderator 

age, where the results showed its significant influence in the relationship between the 

FC and the BI. 

The other side shows the constructs developed for this study. It is concluded that the 

perceived credibility that consists of security, trust, and privacy and risks factors have 

an effect on behaviour intention. However the factors of language and religion have no 
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effect on behaviour intention. There is no impact of the prevention factors (legislation 

availability and the quality of Internet) on AU, while postal address and delivery 

services have influence on the actual use. More details are given in the discussion 

chapter. 
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Chapter 7: Discussions 

The large growth of electronic commerce and its impact in people's daily lives, have 

drawn greater attention resulting in many studies trying to identify the factors that lead 

people to adopt this technology. Among these studies, the factors that could be 

considered as obstacles, as well as the factors that could influence Saudi people to adopt 

on-line, shopping were investigated. 

This study was conducted specifically to answer the following research question:  

What factors enhance the likelihood of adoption of on-line shopping in Saudi Arabia?  

 In order to answer this question the following objectives were carried out: 

1. Develop an adoption Model through extending the UTAUT model and 

investigate the factors affecting the adoption of on-line shopping In Saudi 

Arabia. 

2. Select the fieldwork Research Methodology and preparation of instruments and 

detailed process for fieldwork. 

3. Determine the relative importance of the factors that encourage or discourage 

the Saudis to use on-line shopping.   

As has been noted previously in research methodology, this study has adopted a unified 

theory (UTAUT) and thus a set of hypotheses related to the new factors have been 

added to the original hypothesis. The proposed factors added from this study, were 

namely, perceived credibility, cultural background, and prevention factors. 

The researcher took into account the fact that the proposed factors should be aligned 

with, and compatible with, the local environment of population and their beliefs and 

principles, and thus covered the various aspects such as language, as well as religious 

beliefs and the role that they might play in the adoption process. 

In this chapter, the discussion was organised around the results of the hypotheses tests 

and the findings with respect to how the research model was re-structured. 
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7.1 Discussion of Hypotheses Test Result 

The researcher discussed each factor separately in an attempt to explain the results of 

hypothesis testing in the previous chapter (see table 7.1) and to compare them with the 

original theory in the following manner: 

 Performance Expectancy (PE) 

PE is defined as the degree to which an individual believes that using the system will 

help him or her to improve job performance. This construct is consisting of five factors, 

perceived usefulness, extrinsic motivation, job-fit, relative advantage, and outcome 

expectations. According to the result in this study, performance expectancy has a 

positive effect on behavioural intentions. A result is consistent with this outcome [211].  

This finding is also supported by some empirical studies [10, 20]. However, the results 

show a lack of a mediator role for age and gender in the relationship between two 

variables, i.e. that the sub-hypothesis has not been proven. One suggestion is that there 

is a reason to expect that the relationship between performance expectancy and intention 

will be moderated by gender and age [211]. Some research on gender differences 

indicates that men tend to be highly task-oriented [148] and, therefore, performance 

expectancies, which focus on task accomplishment, are likely to be especially salient to 

men. The author also suggested that the effect is greater for older workers. But a 

stronger willingness to adopt new IT products is observed among younger workers.  

These results contradict those reported in many other studies, which indicate gender 

differences in the adoption of technology as one aspect of socio-cultural differences 

between humans for example [8, 211, 212]. The absence of gender differences in this 

study can be contributed to the type of sample, where the majority of respondents are 

students, males and females, receiving similar educational and learning opportunities. It 

is claimed that the proportion of females is up to 61% of the students in universities and 

colleges in Saudi Arabia. A report is consistent with this explanation [23]. Therefore, it 

may not be surprising to see that both age and gender did not demonstrate a moderating 

effect on this relationship. Other studies also showed that there is no effect of gender 

and age in the relationship between performance expectancy (PE) and behavioural 
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intentions (BI), [16, 135]. For this study the age distribution is unbalanced: the majority 

(51%) of the sample belonged to one age group (less than or equal to 25 years), 34% 

belong to 26 – 35 years. This might explain the absence of an influential role for age in 

the relationship between PE and BI. 

 Effort Expectancy (EE) 

Effort Expectancy (EE) is defined as the degree of ease associated with the use of the 

system. Three constructs from the existing model capture the concept of effort 

expectancy, perceived ease of use, complexity and ease of use. According to the result, 

there is a statistically significant relation between EE and BI in the case of using the on-

line shopping technology. This result is consistent with the UTAUT model [10]. [155], 

drawing upon other research e.g., [43, 50] stated that the effect of EE on BI is 

moderated by gender and age such that it was more significant for women and older 

workers, and those effects decreased with experience. They suggested that EE is more 

salient for women than for men, particularly those who are older and with relatively 

little experience with the system. Prior research supports the notion that constructs 

related to EE will be stronger determinants of individual BI for women [155, 210]. So 

gender, age, and experience are expected to work in concert [127]. The findings in this 

study showed that only age affects BI.  

Age, gender and experience do not play any effecting moderator on the relation between 

EE and BI. This is consistent with a study [10]. Such conflict in the results with the 

origin theory may be due to what has been mentioned previously for age and gender. 

However for the experience factor, it is known that young people are more willing to 

use new technologies [179], and therefore they have the initiative to use them, 

regardless of experience. The majority of respondents are also highly educated which 

further supports this finding. Individuals with a high level of education lean more 

positively towards modern technology [179]. In this group of individuals, there is a high 

probability for use and adoption of modern technology compared to those who do not 

have high academic education. The modern technology, such as the use of the Internet, 

needs some educational qualifications and skills to facilitate the process of dealing and 

adopting it. 



Chapter 7: Discussion 

147 

 

 Social Influence (SI) 

 Social Influence (SI) is defined as the degree to which an individual perceives that it is 

important that others believe he or she should use the new system. Social influence as a 

direct determinant of behavioural intention consists of three factors: subjective norm, 

social factors, and image. The effect of social influence was stronger among women, 

and even more so among older women [211]. The SI was even more significant in the 

early stages of individual experience with the technology.  

The result from the current study showed that this construct also has significant 

influence on behaviour intention, which is consistent with the original UTAUT model. 

The result does not support the role of age, gender, education and experience as 

moderators. Only age directly influences BI. These factors do not explain the intention 

to use on-line shopping. There are many studies such as [210] (cited in [15]) suggesting 

that well-educated people depend on their beliefs rather than relying on the opinions of 

others; education also has a bearing on people’s trust in their own direct experience as 

to whether a system is useful. [210]. 

 Facilitating Conditions (FC) 

FC are defined as “the degree to which an individual believes that an organisational and 

technical infrastructure exists to support use of the system” [15]. This definition 

captures concepts embodied by three different constructs, perceived behavioural 

control, facilitating condition, and compatibility. The UTAUT model suggests that 

facilitating conditions were non-significant as determinants of intention. As [211] (cited 

in [15]), notes: “when both performance expectancy constructs and effort expectancy 

constructs are present, facilitating conditions become non-significant in predicting 

intention”. In opposition to the original theory, the test of the amended UTAUT model 

found that facilitating conditions have a significant influence in predicting behaviour 

intention. This may be due to the absence of support, considering that on-line shopping 

activity is considered as a personal activity done by the person from home or office. 

Thus, the difficulty of using this technology for some people with no lack of support 

could lead to reluctance in direct use. In addition to this relationship, the results proved 

the existence of a strong relationship between the facilitating conditions and actual use.  
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This is consistent with the original theory of UTAUT as well as the theory in [10]. This 

in turn explains why some people do not find it difficult to use on-line shopping 

directly, without any need for support, based on their skills of using the Internet, and 

perhaps due to the level of higher education.  

The result in this study indicated that age and experience do not play a mediator role in 

the relation between facilitating conditions and actual use. This result is inconsistent 

with the suggestion that older workers attach more importance to receiving help and 

assistance on the job e.g., [100]. This is further underscored in the context of complex 

IT use given the increasing cognitive and physical limitations associated with age. 

These arguments are in line with empirical evidence [155]. Here, it is important to take 

into account the fact that the environment in the current study is not a work environment 

in the organisation as is the case in a Venkatesh study. However, the reasons behind this 

effect is consistent in the two studies: the elderly may need more support and assistance 

when using new technology, while the younger depends on their own abilities from 

experience and education as users of technology. 

   Computer Self-Efficacy (SE) and Anxiety (AX) 

SE refers to individuals’ beliefs that they have the ability and the resources to 

successfully perform a specific task [40]. SE was defined as the judgement of one’s 

ability to use a computer [66]. 

Anxiety refers to the evoking of anxious or emotional reactions when it comes to 

performing behaviour (e.g., using a computer) [211]. Computer anxiety has been 

defined as fear of computers when using one, or fearing the possibility of using a 

computer [62]. 

The SE and AX in UTAUT model were non-significant as a determinant of intention 

due to the effect being captured by effort expectancy. However, the results in the current 

study indicate that both factors SE and AX have significant influence on BI. This result 

is consistent with Social Cognitive Theory (SCT) [79, 196, 208]. This can be explained 

by the lack of experience for some respondents that led to an increasing effect of 

anxiety on behaviour intention. An increase in experience is likely to reduce users’ 
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anxiety of using on-line shopping and increase their self-efficacy. This was proved by 

several studies. Individuals with little or no computer and Internet experience have a 

higher level of anxieties than experienced computer and Internet users [76]. Conversely, 

lower computer anxiety has a positive correlation with computer self-efficacy, which in 

turn has a positive correlation with attitudes towards the Internet and reported length of 

time using the Internet. Moreover, it was argued that greater education should increase 

BI by reducing anxiety and improving attitude [9] (cited in [15]). 

  Behavioural Intention (BI) 

For this study, the behavioural intention can be defined as the adoption or use of e-

shopping and expected to have a direct effect on actual use as suggested by [211]. The 

finding of this study proved this relationship between BI and AU. This result is 

consistent with the underlying theory for all of the intention models [211]. 

 Attitude toward using technology (AT) 

Attitude toward using technology (AT) is defined as an individual’s overall affective 

reaction to using a system. Attitude towards the behaviour according to the TRA model 

refers to the degree to which performance of behaviour is positively or negatively 

valued [15]. Moreover, attitudes toward on-line shopping are defined as a consumer’s 

positive or negative feelings related to accomplishing the purchasing behaviour on the 

Internet [61]. [211] stated that the attitude construct is present in some cases (e.g., TRA, 

PB/DTPB, and MM).  

Moreover, the attitude construct was significant across all three time periods and was 

also the strongest predictor of behavioural intention. However, in other cases (CTAM- 

TPB, MPCU, and SCT), the construct was not significant. The attitude construct was 

significant only when specific cognitions, in this case, constructs related to performance 

and effort expectancies, were not included in the model. Therefore, AT will not have a 

significant influence on behavioural intention. However and unexpectedly, especially 

with the presence of the significant influence of PE and EE, the extension model in this 

study found that attitude has significant influence to predict BI. Indeed, attitude was 
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found as the most important factor in the process of predicting the intention to use on-

line shopping for the Saudis, (Beta= .578) (See Table 7.1)  

The strength of the relationship between individual attitude and behaviour intention in 

the model showed that individual attitudes towards using the service positively 

influenced consumers’ decision to adopt on-line shopping. The high impact strength of 

the attitude toward using on-line shopping found in this study may be due to the fact 

that most of the users are well educated and they have sufficient experience using 

computers, since computer self-efficacy was found to be associated with attitudes 

toward computer technologies [227]. Consequently, this will lead to increased self-

efficacy and thus to reduced anxiety as mentioned previously, which in turn will 

reinforce the attitude toward increasing the use of electronic shopping.  

The awareness of on-line shopping benefits, as well as the presence of enjoyment using 

on-line shopping, provides incentives to promote the attitude toward intention of actual 

use. In this context a study found “enjoyment” to be a consistent and strong predictor of 

attitude toward on-line shopping [60]. If consumers enjoy their on-line shopping 

experience, they have a more positive attitude toward on-line shopping, and are more 

likely to adopt the Internet as a shopping medium [150]. 

 Perceived Credibility(PC) 

Perceived credibility (PC) can be defined in this study as the degree to which an 

individual believes that on-line shopping is trustworthy and secure. PC consists of two 

important elements, namely, privacy and security [217]. Further, security refers to the 

protection of information or systems from unsanctioned intrusions or outflows. The 

concept of credibility from the perspective of the researcher includes, trust and 

perceived risks, in addition to security and privacy. This is due to the fact that 

credibility is associated with all issues that would increase the trust and confidence of 

the shopper by providing protection in all its dimensions when shopping on-line, such 

as personal information protection, the protection when conducting transactions or 

electronic payment, and the protection from the risks related to the product issues with 

the absence of “touch and feel” of products when on-line shopping. It was argued that 

the likelihood of purchasing on the Internet decreases with the increases in product risk 
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[45]. Elsewhere, distrust in on-line retailers has formed a major barrier to the adoption 

of e-shopping [129, 217].  

Lack of trust is one of the most frequently cited reasons for consumers not shopping on-

line [126]. Consumers' lack of trust has often been cited as a major barrier to their 

adoption of e-commerce interaction [78]. Moreover, factors like security and privacy 

have an impact on consumer trust in on-line shopping [126]. In light of the above, the 

results indicate the importance of all factors under the credibility construct, security, 

privacy, trust and perceived risk. The result showed that the four factors have a 

significant influence on predicting behavioural intention. Privacy was found as the 

second most important factor in the process of predicting the intention to use on-line 

shopping to the Saudis, compared to all constructs, and the first factor among the PC 

factors, (Beta= 0.543). Trust was the second (Beta= 0.471) followed by Security (Beta= 

0.433) (see table 7.1).  

This result is certainly consistent with many studies in this regard. The high sensitivity 

of credibility factors found in this study was expected since the Saudi society is still 

growing with the use of new technology. Therefore, these factors are still the most 

influential on the adoption of electronic shopping. In other societies, security, privacy, 

risk, and trust are also considered as the most important factors affecting on-line 

shoppers’ behaviour. These findings are also consistent with one study [22], where it 

was confirmed that there is no legal protection of privacy in Saudi Arabia and that 

privacy can be violated very easily. Privacy is considered as one of the most important 

barriers to the adoption of on-line shopping.  It was also the second most important 

factor in [12] study. He showed that there is a positive correlation between privacy and 

the e-service adoption in Saudi Arabia. Trust had a positive direct effect to predict e-

shopping intention [14]. 

 Cultural background(CB) 

According to [105], culture is defined as the collective mental programming of the mind 

which distinguishes the members of one group or category of people from another. This 

construct involves two factors, language and religion. The results showed that the 

cultural background represented by language and religion does not have any effect on 
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the intention to the actual use of on-line shopping. For religion, these results are 

unexpected considering that the Saudis are religiously committed people. There are 

people who believe that the credit card concept is incompatible with the principles of 

religion. Use of interest is forbidden in Islam.  

These findings are consistent with studies confirming that language and religion are not 

considered anymore as an obstacle to consumers' adoption of e-commerce [12, 22]. 

Both Arabic and English versions on most Saudi sites are available. In addition, the 

Islamic religion is no longer considered a barrier to e-commerce adoption. However, 

participants should deal cautiously with these results for several reasons. According to 

the latest statistics, only approximately one third of people in Saudi Arabia are Internet 

users. There are approximately 40% of users who are neutral about the credit card issue. 

This indicates that some people are still hesitant and unsure of the legitimacy of the use 

of a credit card to purchase over the Internet. The use of credit cards as a means of 

payment is not widely used in Saudi Arabia for three reasons [24]. First, Islam prohibits 

people to take or give financial interest. Second, most consumers use debit cards, 

removing the need for credit cards unless there is a need to be able to access cash 

internationally. Third, disputes in Saudi involving credit cards usually means that the 

customer will have to put forward the cost of the transaction first and only then will the 

dispute be investigated and, hopefully, be resolved in their favour.  

On the other hand, as already mentioned in the literature review, English is the 

dominant language on the Internet (see Figure 4.15). The most famous shopping sites 

like Amazon or E-bay and websites selling books, clothes, games, etc., use the English 

language. The results showed that language was no longer an obstacle to the adoption of 

electronic shopping to the Saudis. Most Internet users in Saudi Arabia are young, 

educated and have sufficient experience using computers and the Internet. Therefore 

they do not find it difficult to browse these sites, to compare product quality and prices, 

to make purchases, and to complete the payment process. 

 Prevention Factors 

Prevention construct is developed in this study. It contains a set of factors that could 

impede the adoption of new technology and it is related to the Saudi society as a 



Chapter 7: Discussion 

153 

 

developing country. This construct is divided into three factors: the absence of 

legislation, the quality of Internet services, mailing addresses, and delivery services. 

The prevention factors are similar to the facilitating conditions construct in terms of the 

relationship between these conditions and the behaviour intention and actual use. It is 

suggested that the prevention factors have no effect on the behaviour intention in light 

of the availability of performance expectancy, effort expectancy constructs. It is 

believed that with the availability of the prevention factors the Saudis will use on-line 

shopping directly, as long as they have the awareness of both effort and performance 

expected when using on-line shopping. The formulated hypotheses were based on the 

existence of the relationship between the availability of the prevention factors and the 

actual use of on-line shopping.  

The results indicated that there was a significant influence of both mailing addresses 

and delivery services on AU, while there was no effect of absence of legislation and the 

quality of the Internet on AU. These results are unexpected, especially the absence of 

legislation. It is worth mentioning that the analyses of each element of the legislation 

LA1 and LA2 in the questionnaire found that only the second element had a direct 

effect on the actual use. This means that the integration of the two elements does not 

prove any relationship between the legislations and the AU. The LA2 ranked as the 3rd 

most important factor and had a direct effect on AU. The non-significance of the 

absence of legislation may be due to the absorbing aspect of this question for some of 

the respondents.  

The descriptive analysis might give us a deeper insight before accepting this result 

absolutely. In the first element LA1, 31% of respondents strongly agree that the absence 

of legislation limits the adoption of on-line shopping compared to 36% agree, 2% 

strongly disagree, and 8% disagree. There are several studies that confirmed the 

importance of the availability of legislation. [22] found that the absence of e-commerce 

laws, consumer protection enforcement and responsibility, and also delivery services are 

considered as obstacles for e-commerce adoption in Saudi Arabia (S.A). He addressed 

the fact that S.A does not have clear addresses for homes and shops, making the 

delivery process more complicated. The unclear regulations and legislations were 

identified as common problems to adopt e-commerce in S.A [25].  
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The quality and cost of the Internet are no longer important in influencing the adoption 

of on-line shopping. It was demonstrated in this study after the development and 

improvement of the service by the government and the reduction of subscriptions cost 

as indicated in the literature search. The lack of mailing addresses and the absence of a 

home delivery service are the most important impediments of on-line shopping adoption 

in S.A. This conclusion was proved in the results of this study. It is in agreement with 

many previous studies such as [25] and [22]. S.A postal service is still a very inefficient 

infrastructure [24]. It does not rise to reach the stage required for e-commerce.  

The mail is known as home mail in most countries of the world where each inhabitant 

has its own mailing address to receive and send messages without having to go to the 

post office [30].  In contrast, in S.A such service is disrupted and charges high fees. E-

commerce in S.A is still very limited, due to the lack of legislation and websites for 

companies and retailers, the unreliability of the postal network in the delivery of e-

procurement to the customer [28, 29]. Some of these obstacles are related to 

infrastructure, postal issue, Internet quality, payment method and delivery services. 

Table 7.1 summarises the hypotheses test.  

Hypo. 

No 

Variable Hypotheses Decision 

H1 
Performance 

Expectancy 

PE of on-line shopping adoption in Saudi Arabia will 

influence BI 
Supported 

H2 Moderators 
The demographic characteristics play mediators role between PE and BI to 

adopt on-line shopping  

H2a Gender 

The Gender plays a mediator role in the relationship 

between the PE and BI when adopting on-line 

shopping 

Not Supported 

H2b Age 

The Age plays a mediator role in the relationship 

between the PE and BI when adopting on-line 

shopping 

Not Supported 

H2c Income 

The Income plays a mediator role in the relationship 

between the PE and BI when adopting electronic 

shopping. 

Not Supported 

H3 Effort EE of on-line shopping adoption in Saudi Arabia will Supported 
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Expectancy influence BI 

H4 Moderators 
The demographic characteristics play mediators role between EE and BI to 

adopt on-line shopping  

H4a Gender 

The Gender plays a mediator role in the relationship 

between the EE and BI when adopting on-line 

shopping 

Not Supported 

H4b Age 

The Age plays a mediator role in the relationship 

between the EE and BI when adopting on-line 

shopping 

Not Supported 

H4c Education 

The Education plays a mediator role in the 

relationship between the EE and BI when adopting on-

line shopping 

Not Supported 

H4d Experience 

The Experience plays a mediator role in the 

relationship between the EE and Bi when adopting on-

line shopping 

Not Supported 

H5 
Social 

Influences 

SI of on-line shopping adoption in Saudi Arabia will 

influence BI. 
Supported 

H6 Moderators 
The demographic characteristics play mediators role between SI and BI to 

adopt on-line shopping  

H6a Gender 

The Gender plays a mediator role in the relationship 

between the SI and BI when adopting on-line 

shopping 

Not Supported 

H6b Age 

The Age plays a mediator role in the relationship 

between the SI and BI when adopting on-line 

shopping 

Not Supported 

H6c Experience 

The Experience plays a mediator role in the 

relationship between the SI and BI when adopting on-

line shopping 

Not Supported 

H6d Education 

The Education plays a mediator role in the 

relationship between the SI and BI when adopting on-

line shopping 

Not Supported 

H7 
Facilitating 

Conditions 

FC of on-line shopping adoption in Saudi Arabia will 

not influence BI 
Not Supported 

H8 Moderators 
The demographic characteristics play mediators role between FCs and AU 

to adopt on-line shopping  

H8a Age The Age plays a mediator role in the relationship 

between the FC and AU when adopting on-line 
Supported 
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shopping 

H8b Experience 

The Experience plays a mediator role in the 

relationship between the FC and AU when adopting 

on-line shopping 

Not Supported 

H9 
Perceived 

Credibility 

PC of on-line shopping adoption in Saudi Arabia will 

influence BI 
Supported 

H9a Security Security of on-line shopping will influence BI Supported 

H9b Privacy Privacy of on-line shopping will influence BI Supported 

H9c Trust Trust of on-line shopping will influence BI Supported 

H9d 
Risk 

Factors 

Risk factors (on-line transaction + product and 

services) of on-line shopping will influence BI 
Supported 

H10 
Cultural 

Background 

CB of on-line shopping adoption in Saudi Arabia will 

have influence BI 
Supported 

H10a Language 
The language will influence BI to adopt on-line 

shopping  
Not Supported 

H10b Religion The religion of on-line shopping will influence BI Not Supported 

H11 
Computer  

Self-Efficacy 

SE of on-line shopping adoption in Saudi Arabia will 

not have significant influence on BI 
Not Supported 

H12 Anxiety 
Computer anxiety of on-line shopping adoption in 

Saudi Arabia will not have significant influence on BI 
Not Supported 

H13 

Attitude 

toward using 

Technology 

AT of on-line shopping adoption in Saudi Arabia will 

not have significant influence on BI. 
Not Supported 

H14 
Behavioural 

Intention 

BI  of on-line shopping adoption in Saudi Arabia will 

have a significant positive effect on AU 
Supported 

H15 
Prevention 

Factors 

PF of on-line shopping adoption in Saudi Arabia will 

not have influence BI 
Supported 

H15a Legislation LA will have direct effect on AU Not Supported 

H15d 
Delivery 

System 
 DS  will have direct effect on AU Supported 

H15c Postal PA will have direct effect on AU Supported 
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Address 

H15d 
Quality of 

Internet 
QIS will have direct effect on AU Not Supported 

Table 7.1: Hypotheses Analysis Summary 

7.2 Most Important Factors predicting BI and AU 

This section explores the relative importance of factors that encourage Saudis to adopt 

on-line shopping. There are two types of relation between the factors in this research, 

the relationship between the independents variables (PE, EE, SI, AT, FC, AX, SE, PC, 

CB and PF) and BI as dependent, and the relationship between (FC and PF) as 

independent variables and AU as dependent. The results shown in Table 7.2 were 

attained using regression and univariate analysis. 

The Important Variables affecting BI 

Rank Variables Beta Value R
2
 

1 AT 0.578 .334 

2 Privacy 0.543 .294 

3 PE 0.507 .257 

4 Trust 0.471 .222 

5 PC 0.453 .205 

6 Security 0.433 .187 

7 EE 0.415 .172 

8 SE 0.380 .145 

9 FC 0.307 .094 

10 SI 0.300 .090 

 AX -0.268 .072 

11 Risk -0.186 .035 
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12 CB 0.168 .28 

13 PF 0.104 .011 

The Important Variables affecting AU 

1 FC 0.475 .225 

2 BI 0.378 .143 

3 LA2 0.196 .030 

4 Postal Address 0.156 .024 

5 Exp. 0.165  

6 Delivery Services 0.109 .012 

Table 7.2: The Important Factors Affect BI and AU 

The Beta coefficients are the standardised regression coefficients. Their relative 

absolute magnitudes reflect their relative importance in predicting respondent's 

behaviour intention (BI). But Betas are only compared within a model, not between 

models. R
2 

is the percent of the dependent explained by the independents. In this case, 

the independent variable AT explains about 33% of the variability in BI. 

Attitude is shown to be much more important than the other independent variables. This 

means that the Saudis are willing to use on-line shopping in the future. This may reflect 

their awareness of the importance and benefits of on-line shopping. In addition, the fact 

that respondents are well educated, with good experience, may motivate their attitude to 

use on-line shopping. Privacy (ranked second) is an important factor of the Saudis on-

line shopping experience. This result is not surprising. Issues like privacy (ranked 

second), trust (ranked fourth), and security (ranked sixth) are still a big concern for 

everyone around the world when shopping on-line, even for westerners. 

7.3 Open Questions Discussion 

The questionnaire included two additional questions. The first one is an open question 

exploring the perspective of the participants about on-line shopping.  
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Q1 In your opinion, what are the most important five factors that encourage you to 

shop on-line? 

In order to discuss the answers, the researcher classified them to be collected in similar 

groups. Some answers were excluded because they were unrelated to the question or 

overlapped with others.  The process took extra time and effort. 

The results showed that the top five factors that encourage the Saudis to use electronic 

shopping are as follows: 

1. Save time 

2. Cheaper (The Price) 

3. Easy 

4. Faster Shopping 

5. Delivery services  

6. Get products unavailable in local market 

As expected, the results showed that the Saudis have sufficient awareness of the 

benefits of on-line shopping namely, saving time, cheaper price, ease of use and speed 

of shopping. The Saudis give e-delivery service (absent in S.A) much attention and 

acknowledged it as one of the benefits of on-line shopping. Compared to traditional 

shopping involving time and effort, on-line shopping from home or office saves time 

and is very convenient. Moreover, e-shoppers can have access to different websites and 

can discover many types of goods or products. They can compare quality and price 

regardless of the location of the seller without leaving home.  

The easiness and speediness of on-line shopping is one of its main advantages. The 

designers allocated lots of effort to simplify the process of on-line shopping by 

designing friendly interfaces. Nevertheless, increase of experience can overcome the 

difficult and complex task one faces by using on-line shopping. The house delivery 

service is one of the most important requirements for e-on-line shopping for the Saudis. 

This leads to an important fact, namely that the absence of this service may be one of 

the barriers to the adoption of on-line shopping in Saudi Arabia.  
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The sixth importance factor according to the users is the lack of availability of some 

products in local markets, and this may be due to the existence of restrictions on these 

products. Electronic shopping to the Saudis is considered as an important opportunity to 

access world markets to buy what they need. For women in Saudi Arabia, the inability 

of women to move and to go out for shopping only with a relative (the principles of 

Islam) as well as the inherited habits is one of the motivators to use on-line shopping. 

An advantage of on-line shopping is to overcome these obstacles. Factors such as 

privacy, trust and security come in at a lower level of importance from the users’ 

viewpoint. They are considered as barriers to use on-line shopping and are not 

encouraging factors. 

Q2 How frequently do you use e-commerce for the following services? 

All the activities in table 7.3 are listed under the umbrella of e-commerce, including 

buying through the Internet, which is the subject of this study. The purpose is to avoid 

any ambiguity in the question, to allow the respondent to choose the right activity 

without any doubt or hesitation, and to know what type of activities are practiced by the 

Saudis when browsing the Internet. In addition, the question is meant to highlight the 

depth of the problem of people's reluctance to use on-line shopping.  

 How Frequently Do you Use E-Commerce for the Following Service 

E-C  

Activities 

Never Rarely Occasionally Constantly Mean Variance Sum 

Buy  

E.products/ 

goods/ 

tickets, etc. 

48.73% 

( 230 ) 

17.8% 

( 84 ) 

21.19% 

( 100 ) 

12.29% 

( 58 ) 

1.97 1.19 472 

Sell:  

E.products/ 

goods/ 

tickets, etc. 

77.54% 

( 366 ) 

12.5% 

( 59 ) 

6.78% 

( 32 ) 

3.18% 

( 15 ) 

1.356 0.556 472 

Bank  

Services 

29.24% 

( 138 ) 

9.75% 

( 46 ) 

19.7% 

( 93 ) 

41.31% 

( 195 ) 

2.731 1.608 472 
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Stock Market 

Trade 

58.26% 

( 275 ) 

11.23% 

( 53 ) 

15.68% 

( 74 ) 

14.83% 

( 70 ) 

1.871 1.316 472 

Travelling  

and Insurance  

Services 

39.83% 

( 188 ) 

16.53% 

( 78 ) 

20.13% 

( 95 ) 

23.52% 

( 111 ) 

2.273 1.466 472 

Paying Bills 24.58% 

( 116 ) 

7.2% 

( 34 ) 

18.22% 

( 86 ) 

50% 

( 236 ) 

2.936 1.551 472 

Auction 74.79% 

( 353 ) 

9.96% 

( 47 ) 

10.17% 

( 48 ) 

5.08% 

( 24 ) 

1.456 0.756 472 

Information 

Exchange 

33.69% 

( 159 ) 

12.71% 

( 60 ) 

17.58% 

( 83 ) 

36.02% 

( 170 ) 

2.559 1.641 472 

Other  

(pls. Specify) 

       

Table 7.3: Frequent Activities of Electronic Commerce over the Internet 

The results in the table above showed that paying utility bills was the most commonly 

used activity on the Internet, where 50% use it constantly, 18% occasionally (M = 3.93). 

Banking services activity was ranked second, with 41% of constant users and 20% 

occasional users (M = 2.73). Exchange of information was ranked third, with 36% using 

it constantly, and 17% using it occasionally (M = 2.55). 

In contrast, activities such as buying, selling, and auction had the lowest users’ 

frequency, where 77% do not sell via the Internet (M = 1.35) and 74% do not use 

auctions (M = 1.45). 

49% of Internet users in Saudi Arabia never buy on-line and 17% rarely buy on-line. 

Only 12% are buying constantly with a very low average of 1.97. These Figures give a 

clear picture of the extent of the problem under the current study. These findings are 

consistent with studies that emphasise the low turnout of electronic shopping by Internet 

users in Saudi Arabia. 

This fact is supported by the answer to the question, how long have you been using on-

line shopping: 44% replied they do not use it at all, 11% replied less than one year. 
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When asked on a weekly basis, how many times do you use on-line shopping, 57% said 

they do not use it at all, 31% said they use it once a week. Figure 7.1 illustrates the 

frequency distribution of the various activities of electronic commerce. 

 

Figure 7.1: Frequency Distribution of the Various Activities of E-commerce 
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Chapter 8: Conclusion 

The discussion of data analysis was reported in the previous chapter. This final chapter 

includes the research question and key findings, recommendations for future research 

and limitations. 

8.1 The Research Question and Objectives 

This study was conducted specifically to answer the research question as follows:  

What factors enhance the likelihood of adoption of on-line shopping in Saudi Arabia?  

In order to answer this question the following objectives were carried out: 

1. Develop an adoption Model through extending the UTAUT model to investigate 

the factors affecting the adoption of on-line shjopping in Saudi Arabia. 

2. Select the fieldwork research methodology and preparation of instruments and 

detailed process for fieldwork. 

3. Determine the relative importance of the factors that encourage or discourage 

the Saudis to use on-line shopping.  

8.2 Research Methodology 

In the research methodology chapter, the researcher reviewed theories and the 

philosophical schools underlying different research methods. The goal was to 

understand the most appropriate methodology for the current study, through reviewing 

what is known about different research dichotomies and their definitions (Table 5.1). 

After this review, it was determined that the research method (shown in Figure 5.3) was 

most appropriate. Specifically, 

This study is underpinned by the positivist school of philosophy. This research 

philosophy is a set of beliefs about what phenomena are like and the way in which data 

about them should be gathered, analysed and used.  
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This research is ‘objectivist’, since the researcher remains detached from the research 

situation. Neutral observation of reality can only take place in the absence of any 

contaminating values or biases on the part of the researcher. 

This research uses quantitative methodology to address the research question and the 

relationship between several variables in the study. The method of data collection 

involved a social survey which generated numerical data that needed to be analysed by 

statistical analysis techniques. 

This research is confirmatory as there are hypotheses to be tested and checked for their 

validity. This is a logical explanation insofar as the research is situated within a 

positivist paradigm and uses a quantitative methodology. 

The research, in terms of causality, uses a deductive approach to approach the 

phenomena under study; it examines logical, quantitative relationships between the 

variables. In other words, it tests theory. The current study started with the formulation 

of a theory and hypotheses that were investigated and validated in order to confirm the 

results so that they can potentially be generalised to the community of the study. 

This research adopts the UTAUT model and extends it by integrating a construct which 

complements the on-line behaviour investigated. The researcher in this study has added 

several factors to the UTAUT model as shown in Figure 5.4. 

Since this study investigated factors such as the impact of adopting electronic shopping 

by a large community within Saudi society, it required the collection of a large number 

of questionnaires to collect data. In addition, given the large geographical area of a 

divergent community and the size of the country which serves as the larger population, 

a questionnaire was the appropriate method for the data collection.  

This method of data collection and the sampling which preceded it was also suitable 

because it ensured that those who answered the questionnaire were also Internet users. 
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8.3 Summary of the Research Finding 

The results have been discussed in detail in the previous chapter. To summarise, the 

results demonstrated the role of the constructs, performance expectancy, effort 

expectancy, social influence as predict factors of behaviour intention; all of these are 

consistent with the original model. The constructs, attitude toward using on-line 

shopping, anxiety, self efficiency and facilitating conditions, were found to have a direct 

influence on the behaviour intention, unlike the UTAUT model.  

The inclusion of a moderator does not have any role in the relationship between 

independent factors and behaviour intention except the age in the relationship between 

facilitating conditions and actual use. On the other hand, the results show that the 

proposal constructs such as perceived credibility factors (security, trust, privacy and risk 

factors) have a direct effect on behaviour intention as expected. Unexpectedly, cultural 

background (religion and language) do not have influence on behaviour intention.  

The prevention factors such as postal address and delivery service do have a direct 

effect on actual use as expected, but the absence of legislation and the Internet quality, 

does not have such an effect. The findings also support the findings in other literature 

which note that the relevant important factors to address when designing on-line 

shopping are, attitude, privacy, performance expectancy, trust, perceived credibility, and 

security.  

In addition, through the answers to the open question about the most important factors 

that encourage Saudis to shop on-line, these answers demonstrated the importance of 

the following factors respectively: Save time, Price, Easy, Faster Shopping, Delivery 

services and getting products unavailable in the local markets.  

8.4 Recommendations 

In light of the research findings, it must take advantage of the factors that have a proven 

ability to influence people to adopt on-line shopping; this could be done by proposing a 

set of recommendations to the participants in the process of on-line shopping, whether 

they are individuals, vendors, retailers, the government or the banking sector. In this 



Chapter 8: Conclusion 

166 

 

context the less important factors would also be considered and, made more effective in 

order to influence consumers to adopt on-line shopping. 

This phase requires all those involved in this process to find a unified system of joint 

work and effort and develop the necessary short, and medium to long term plans to 

ensure a satisfactory level of on-line shopping adoption that is parallel with the 

evolution in developed countries of e-commerce and on-line shopping. 

The recommendations proposed by the researcher are as follows: 

1. The results showed the importance of the research factors; and to promote these 

all parties must become involved in educational programmes oriented to  various  

strata of society about the importance of on-line shopping by highlighting the 

benefits that can achieved for all parties, individuals, companies or to the 

national economy in general. This could be facilitated by direct and intensive 

awareness programmes through various media aimed at all members of the 

community and other parties, such as government and business. A marketing 

campaign must also take advantage of the experiences of developed countries to 

host experts for seminars, to hold lectures and workshops that highlight the 

significant benefits to individuals, as well as to the national economy, and to 

avoid and overcome obstacles facing the adoption of on-line shopping. 

2. There is no e-commerce and on-line shopping without a high-quality 

infrastructure (networks and modern communications equipment) that keeps 

pace with the best technologies used in developed countries in this field. This 

digital network must also cover remote areas of the country and not simply 

major cities with a high population density. 

3. Participants in this research are looking at on-line shopping consciously with 

respect to the importance of factors such as simplicity of use and enjoyment 

during the shopping process; therefore, when designing websites we must 

provide the simplicity and avoid complexity. Different members of society must 

also be able to benefit from on-line shopping website services, including people 
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with disabilities. Accessibility should also include access to public policy 

websites so that everyone can be informed about their rights and obligations. 

4. The results of the study showed the importance of privacy and security factors 

and therefore, designers of websites as well as banks must allocate full attention 

to this aspect of on-line-interactivity by minimising security concerns and 

providing privacy and security that will maintain the personal information of 

customers when they shop on-line. It is also useful to provide multiple options 

of payment via the Internet to suit all parties’ tastes including the provision of 

so-called ‘Islamic’ cards, which are offered by some banks, for on-line purchase.  

5. This study showed the importance of providing the laws and regulations that are 

necessary to adapt to the legal issues arising from commercial transactions over 

the Internet, and therefore the government has to quickly establish such bodies 

and organisations that are compatible with the legislation applied in developed 

countries, in order that all participants have the tools to protect their rights. It 

goes without saying that without the availability of these regulations and the 

relevant legislation one would not dare to venture into the field of on-line 

shopping because of the high level of risk.  

6. It may be useful for vendors and retailers to provide integrated programmes such 

as discounts and various benefits such as accumulated points programmes, or 

free delivery, to attract and motivate customers to shop on-line, as well as 

providing improved after-sales service. The big companies may also offer credit 

cards with limited amounts dedicated to their customers for on-line purchases. 

7. The study showed the importance of the availability of physical addresses to 

activate delivery services; clearly the electronic shopping process would not be 

complete without providing a delivery service as it does not generally make 

sense for an individual to purchase on-line and then go to the store to pick up the 

purchase. So companies will need to provide service to deliver products to their 

customers on their own or contract others that specialise in this area. The 

government also needs to speed up the provision of developing the postal and 
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home address system (as indicated by other research literature) in order to 

facilitate the process of delivery services.  

8. Finally, universities and educational organisations can contribute to solving the 

problem of weakness of electronic shopping adoption by contributing ongoing 

attention to the importance of electronic shopping through conducting research 

aimed at finding appropriate solutions to the problem; the creation of a scientific 

focus specialised in trade and on-line shopping will go some way to creating a 

new cadre of marketers specialised in this area.  

8.5 Research Limitations 

Some of the limitations in this study are to do with the size and type of sample chosen. 

The sample did not include non-Internet users, and also did not include diverse users, as 

the majority of respondents were students. Therefore, care should be given in 

interpreting these findings when generalising them to the larger population.  

Moreover, and due to the limited size of the sample, the role of the moderators has not 

been tested in this study although it appears promising as an avenue for further research.   

As this research was interested in studying the adoption of on-line shopping by 

individuals only it did not include the views of other parties such as merchants and 

vendors or  the government, consequently, potentially important dimensions of the 

larger problem were not explored except as background context. 

8.6 Recommendations for Further Research 

In light of the limitations of this study, a few suggestions can be made for future 

research which could usefully expand the sample by increasing and diversifying the 

number and type of users. The inclusion of non-Internet users would also be helpful in 

order to obtain a deeper insight into the issue of deterrents or enablers and would, also, 

be more accurate in representing the community. 

The important role of demographic factors (age, gender, education and experience) 

plays a role in predicting the behavioural intention to use on-line shopping. Therefore 
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more investigation for the effect of these moderator roles should be undertaken in order 

to develop more specific recommendations and solutions. 

The most important factors from the point of view of respondents, such as saving time, 

cheaper, easy, faster shopping, delivery and getting products unavailable in local 

markets should be taken into account when preparing similar studies.    

Finally, in the light of the rapid development towards the use of on-line shopping by 

Saudis in the future, it will be worthwhile to conduct further studies with more emphasis 

on the credibility factors (security, trust, privacy and risk) in order to increase awareness 

of such issues and reduce the risks related to on-line transactions, which in turn leads to 

increased adoption of on-line shopping by members of the community. 



 

170 

 

References 

1. AGARWAL, R. and PRASAD, J. (1999) Are Individual Differences germane to the 

Acceptance of New Information Technologies. Decision Sciences, 30 (2), pp. 361-391. 

2. AJZEN, I. (1985) From Intentions to Actions: A Theory of Planned Behavioural Berlin: 

Springer. 

3. AJZEN, I. (1991) The Theory of Planned Behaviour. Organisational Behaviour and 

Human Decision Processes, 50 (2), pp. 179-211. 

4. AJZEN, I. (2002) Perceived Behavioural Control, Self-Efficacy, Locus of Control, and 

the Theory of Planned Behavioural. Journal of Applied Social Psychology, 32 (4), pp. 

665-683. 

5. AJZEN, I. (2006) Behavioural Interventions Based on the Theory of Planned 

Behavioural [WWW].  Available from: 

http://www.people.umass.edu/aizen/pdf/tpb.intervention.pdf [Accessed 03/03/09]. 

6. AJZEN, I. and FISHBEIN, M. (1980) Understanding attitudes and predicting social 

behavior. Englewood Cliffs ; London: Prentice-Hall. 

7. AJZEN, I. and FISHBEIN, M. (1980) Understanding Attitudes and predicting Social 

Behaviour. London: Prentice-Hall. 

8. AKMAN, I., YAZICI, A., MISHRA, A., and ARIFOGLU, A. (2005) E-Government: A 

Global View and an Empirical Evaluation of some Attributes of Citizens. Government 

Information Quarterly, 22 (2), pp. 239-257. 

9. AL-ASHBAN, A.A. and BURNEY, M.A. (2001) Customer Adoption of Tele-Banking 

Technology: The Case of Saudi Arabia. International Journal of Bank Marketing, 19 

(5), pp. 191-201. 

10. AL-GAHTANI, S.S. (2003) Computer Technology Adoption in Saudi Arabia: 

Correlates of Perceived Innovation Attributes. Information Technology for 

Development, 10 (1), pp. 57-69. 

11. AL-GAHTANI, S.S., HUBONA, G.S., and WANG, J. (2007) Information Technology 

(IT) in Saudi Arabia: Culture and the Acceptance and Use of IT. Information & 

Management, 44 (8), pp. 681-691. 

12. AL-GHAITH, W.A., SANZOGNI, L., and SANDHU, K. (2010) Factors influencing the 

Adoption and Usage of Online Services in Saudi Arabia. The Electronic Journal of 

Information Systems in Developing Countries, 40 (0), pp. 1-32. 

13. AL-HUDHAIF, S.A. and ALKUBEYYER, A. (2011) E-Commerce Adoption Factors 

in Saudi Arabia. International Journal of Business and Management, 6 (9), pp. p122. 

14. AL-MOWALAD, A. (2012) Factors that Influence Saudi Consumers Behaviour to 

Make Online Purchase. In: International Conference on Management, Behavioural 

Sciences and Economics Issues (ICMBSE'2012) Penang, Malaysia, 2012. Penang, 

Malaysia. 

15. AL-QEISI, K.I. (2009) Analysing the Use of UTAUT Model in explaining an Online 

Behaviour: Internet Banking Adoption. PhD Thesis, Brunel University   

16. AL-SHAFI, S. and WEERAKKODY, V. (2009) Understanding Citizens' Behavioural 

Intention in the Adoption of E-Government Services in the State of Qatar. In: 17th 

European Conference on Information Systems, Verona, Italy, 2009. Verona, Italy. 

17. AL-SHEHRY, A., ROGERSON, S., FAIRWEATHER, N., and PRIOR, M. (2006) The 

Motivations for Change towards E-government Adoption: Saudi Arabia as a Case 

Study. In: eGovernment Workshop, Brunel University, West London, 2006. Brunel 

University, West London. 

18. AL-SOMALI, S.A., GHOLAMI, R., and CLEGG, B. (2009) An Investigation into the 

Acceptance of Online Banking in Saudi Arabia. Technovation, 29 (2), pp. 130-141. 

http://www.people.umass.edu/aizen/pdf/tpb.intervention.pdf


 

171 

 

19. ALASMARY, S. (2007) The e-commerce sales in Saudi Arabia reach $ 800 million in 

2006. Alriyadh. 

20. ALAWADHI, S. and MORRIS, A. (2008) The Use of the UTAUT Model in the 

Adoption of E-Government Services in Kuwait. In: Proceedings of the 41st Annual 

Hawaii International Conference on System Sciences, Hawaii, 2008. Hawaii, pp. 219-

219. 

21. ALBERG, J.Y., PYECHA, J.N., SCHULTE, S.T., HOCUTT, A.M., YIN, R.K., and 

SCOTT, A. (1988) A Case Study of the Application of Noncategorical Special 

Education in Two States. Chapel Hill: Research Triangle Institute. 

22. ALEID, F., ROGERSON, S., and FAIRWEATHER, B. (2009) Factors affecting 

Consumers Adoption of Ecommerce in Saudi Arabia from a Consumers' Perspective. e-

COMMERCE 2009, pp. 11-18. 

23. ALESSA, A. (2011) The Higher Education in Saudi Arabia, A Journey to find Identity. 

Beirut: Dar Al-Saqi. 

24. ALFURAIH, S.I. (2008) E-commerce and E-commerce Fraud in Saudi Arabia: A Case 

Study. In: Information Security and Assurance, Korea, 2008. Korea: IEEE, pp. 176-180. 

25. ALGHAMDI, R.A.A., DREW, S., and ALKHALAF, S.S. (2011) Government 

Initiatives: The Missing Key for E-commerce Growth in KSA. In: International 

Conference on e-Commerce, e-Business and e-Service, France, 2011. France, pp. 772-

775. 

26. ALHAMDY, A. (2011) Forecasts doubling of Saudi e-commerce market within 3 years. 

E-economic Journal. 

27. ALLEN, K. (2011) Goldman Sachs forecasts Growth Rate of Global Ecommerce Sales; 

Asia Factors Big [WWW] Pitney Bowes. Available from: 

http://resources.pbecomm.com/global-ecommerce-blog/understanding-the-global-

ecommerce-market-blog/goldman-sachs-forecasts-growth-rate-of-global-e-commerce-

sales-asia-factors-big/ [Accessed 10/5/2011]. 

28. ALOBADALY, O. (2012) Electronic Commerce [WWW] Jordanian Voice Network. 

Available from: http://jordanianvoice.com/web/2012-04-03-01-05-20/2012-04-03-01-

06-10/20756.html [Accessed 5/5/2012]. 

29. ALOTAYBY, A. (2009) E-commerce impeded by the Legal Systems and its Revenues 

more than the Traditional Trade. Alriyadh. 

30. ALTAWEEL, Y. (2009) E-commerce in Saudi Arabia: Challenges and Obstacles. 

Alriyadh. 

31. ANDAM, Z.R. (2003) e-Commerce and e-Business. United Nations Development 

Programme-Asia Pacific Development Information Programme. 

32. ARAB ADVISORS GROUP (2008) Saudi Arabia’s Internet Users spent over US$ 3.28 

Billion in B2C E-commerce during 2007 [WWW]. Available from: 

http://www.arabadvisors.com/Pressers/presser-070108.htm [Accessed 5/6/2009]. 

33. ARAB ADVISORS GROUP (2009) [WWW] Arab Advisors Group. Available from: 

http://www.arabadvisors.com/pressroom/archive/2009?page=2 [Accessed 14/2/2010]. 

34. ARAB ADVISORS GROUP (2010) UAE, Saudi Arabia and Qatar lead the Arab 

World in the Penetration of Telecom Services [WWW] Arab Advisors Group. Available 

from: http://www.arabadvisors.com/Pressers/presser-070910.htm [Accessed 

27/11/2010]. 

35. ARAB ADVISORS GROUP (2011) Saudi Arabia’s Internet Users spent around US$ 3 

Billion in 2010 on buying Products and Services through E-commerce. [WWW] Arab 

Advisors Group. Available from: http://www.arabadvisors.com/Pressers/presser-

170211.htm [Accessed 3/3/2011]. 

36. BABBIE, E.R. (1998) The Practice of Social Research. 8th ed. Belmont, USA: 

Wadsworth Pub. Co. 

http://resources.pbecomm.com/global-ecommerce-blog/understanding-the-global-ecommerce-market-blog/goldman-sachs-forecasts-growth-rate-of-global-e-commerce-sales-asia-factors-big/
http://resources.pbecomm.com/global-ecommerce-blog/understanding-the-global-ecommerce-market-blog/goldman-sachs-forecasts-growth-rate-of-global-e-commerce-sales-asia-factors-big/
http://resources.pbecomm.com/global-ecommerce-blog/understanding-the-global-ecommerce-market-blog/goldman-sachs-forecasts-growth-rate-of-global-e-commerce-sales-asia-factors-big/
http://jordanianvoice.com/web/2012-04-03-01-05-20/2012-04-03-01-06-10/20756.html
http://jordanianvoice.com/web/2012-04-03-01-05-20/2012-04-03-01-06-10/20756.html
http://www.arabadvisors.com/Pressers/presser-070108.htm
http://www.arabadvisors.com/pressroom/archive/2009?page=2
http://www.arabadvisors.com/Pressers/presser-070910.htm
http://www.arabadvisors.com/Pressers/presser-170211.htm
http://www.arabadvisors.com/Pressers/presser-170211.htm


 

172 

 

37. BABBIE, E.R. and BENAQUISTO, L. (2002) Fundamentals of Social Research. 

Scarborough: Nelson Thomson Learning. 

38. BAKOS, J.Y. (1991) A Strategic Analysis of Electronic Marketplaces. MIS Quarterly, 

15 (3), pp. 295-310. 

39. BANDURA, A. (1986) Social Foundations of Thought and Action. New York: Pretince 

Hall. 

40. BANDURA, A. (1994) Social Cognitive Theory and Exercise of Control over HIV 

Infection. New York: Plenum Press. 

41. BANDURA, A. (1997) Self-Efficacy: The Exercise of Control. New York: Freeman. 

42. BAUER, R.A. and COX, D.F. (1967) Consumer Behaviour as Risk Taking. Boston: 

Harvard University Press. 

43. BEM, D.J. and ALLEN, A. (1974) On Predicting some of the People some of the Time: 

The Search for Cross-Situational Consistencies in Behaviour. Psychological Review, 81 

(6), pp. 506-520. 

44. BHARAT BOOK BUREAU (2010) Global market review of online grocery retailing - 

forecasts to 2014 [WWW] Bharat Book Bureau. Available from: 

http://www.bharatbook.com/market-research-reports/food-market-research-

report/global-market-review-of-online-grocery-retailing-forecasts-to-2014.html 

[Accessed 19/6/2012]. 

45. BHATNAGAR, A., MISRA, S., and RAO, H.R. (2000) On Risk, Convenience, and 

Internet Shopping Behaviour. Communications of the ACM, 43 (11), pp. 98-105. 

46. BIS (BANK FOR INTERNATIONAL SETTLEMENTS) (2003) Management and 

Supervision of Cross-Border Electronic Banking Activities. [WWW]. Available from: 

http://www.bis.org/publ/bcbs99.htm [Accessed 24/5/2008]. 

47. BLAU, P.M. (1964) Exchange and Power in Social Life. Transaction Publishers. 

48. BOLAND, R.J. (1985) Phenomenology: A Preferred Approach to Research on 

Information Systems. Amsterdam: North-Holland Publishing Co. 

49. BOLAND, R.J. (1991) Information System Use as a Hermeneutic Process. North-

Holland, Amsterdam. 

50. BOZIONELOS, N. (1996) Psychology of Computer Use: XXXIX. Prevalence of 

Computer Anxiety in British Managers and Professionals. Psychological Reports, 78 

(3), pp. 995-1002. 

51. BRADY, H.E. and COLLIER, D. (2004) Rethinking Social Inquiry: Diverse Tools. 

Shared Standards. 

52. BRUIN, J. (2011) Newtest: Command to compute New Test [WWW]. Available from: 

http://www.ats.ucla.edu/stat/stata/ado/analysis/ [Accessed 12/5/2012]. 

53. BRYMAN, A. (2001) Social Research Methods. Oxford: Oxford University Press. 

54. BRYMAN, A. (2004) Understanding Research for Social Policy and Practice: Themes, 

Methods and Approaches. The Policy Press. 

55. BRYMAN, A., BECKER, S., and SEMPIK, J. (2008) Quality Criteria for Quantitative, 

Qualitative and Mixed Methods Research: A View from Social Policy. International 

Journal of Social Research Methodology, 11 (4), pp. 261-276. 

56. BUCKLEY, J. (2003) E-service Quality and the Public Sector. Managing Service 

Quality, 13 (6), pp. 453-462. 

57. BURELL, G. and MORGAN, G. (1979) Sociological Paradigms and Organisational 

Analysis. Elements of the Sociology of Corporate Life. 

58. BURNS, A.C. and BUSH, R.F. (1995) Marketing Research. New Jersey: Prentice Hall. 

59. CHAFFEY, D. (2004) E-business and E-commerce Management: Strategy, 

Implementation and Practice. 2nd ed. Financial Times Prentice Hall. 

http://www.bharatbook.com/market-research-reports/food-market-research-report/global-market-review-of-online-grocery-retailing-forecasts-to-2014.html
http://www.bharatbook.com/market-research-reports/food-market-research-report/global-market-review-of-online-grocery-retailing-forecasts-to-2014.html
http://www.bis.org/publ/bcbs99.htm
http://www.ats.ucla.edu/stat/stata/ado/analysis/


 

173 

 

60. CHILDERS, T.L., CARR, C.L., PECK, J., and CARSON, S. (2001) Hedonic and 

Utilitarian Motivations for Online Retail Shopping Behaviour. Journal of Retailing, 77 

(4), pp. 511-535. 

61. CHIU, Y.B., LIN, C.P., and TANG, L.L. (2005) Gender Differs: Assessing a Model of 

Online Purchase Intentions in E-tail Service. International Journal of Service Industry 

Management, 16 (5), pp. 416-435. 

62. CHUA, S.L., CHEN, D.T., and WONG, A.F.L. (1999) Computer Anxiety and its 

Correlates: A Meta-Analysis. Computers in Human Behaviour, 15 (5), pp. 609-623. 

63. CHURCHILL, G.A. (1979) A Paradigm for developing Better Measures of Marketing 

Constructs. Journal of Marketing Research, pp. 64-73. 

64. CHURCHILL, G.A. (1987) Marketing Research: Methodological Foundations. 5th ed. 

New York: The Dryden Press. 

65. CITC (2007) Internet Usage in the Kingdom of Saudi Arabia [WWW]. Available from: 

http://www.citc.gov.sa/English/Reportsandstudies/Studies/Documents/IT%20015%20E

%20-%20Internet_Usage_Study_in_KSAAll_sectors.pdf [Accessed 6/10/2011]. 

66. COMPEAU, D.R. and HIGGINS, C.A. (1995) Computer Self-Efficacy: Development 

of a Measure and Initial Test. MIS Quarterly, pp. 189-211. 

67. COTTERILL, S. (2012) 43% of Europeans shop Online [WWW] Internet Retailer. 

Available from: http://www.internetretailer.com/2012/06/07/43-europeans-shop-online 

[Accessed 19/6/2012]. 

68. COX, D.F. (1967) Risk Taking and Information Handling in Consumer Behaviour. 

Boston: Harvard University  

69. CRESWELL, J.W. (1998) Qualitative Inquiry and Research Design: Choosing Among 

Five Traditions. Sage Publishing International. 

70. DAVIS, F.D. (1989) Perceived Usefulness, Perceived Ease of Use, and User 

Acceptance of Information Technology. MIS Quarterly, pp. 319-340. 

71. DAVIS, F.D., BAGOZZI, R.P., and WARSHAW, P.R. (1989) User Acceptance of 

Computer Technology: A Comparison of Two Theoretical Models. Management 

Science, pp. 982-1003. 

72. DAVIS, F.D., BAGOZZI, R.P., and WARSHAW, P.R. (1992) Extrinsic and Intrinsic 

Motivation to Use Computers in the Workplace. Journal of Applied Social Psychology, 

22 (14), pp. 1111-1132. 

73. DEETZ, S. (1996) Describing Differences in Approaches to Organisation Science: 

Rethinking Burrell and Morgan and their Legacy. Organisation Science, 7 (2), pp. 191-

207. 

74. DEHBASHI, S. (2007) Factors affecting on Iranian Customers' Acceptance towards E-

ticketing provided by Airlines. Msc, Lulea University of Technology. 

75. DESHPANDE, R. (1983) "Paradigms Lost": On Theory and Method in Research in 

Marketing. The Journal of Marketing, 47 (4), pp. 101-110. 

76. DOYLE, E., STAMOULI, I., and HUGGARD, M. (2005) Computer Anxiety, Self-

Efficacy, Computer Experience: An Investigation throughout a Computer Science 

Degree. In: Frontiers in Education 35th Annual Conference, Dublin, 2005. Dublin, pp. 

S2H-3-7. 

77. ECOMMERCE INFO CENTER (1999) The eCommerce focused portal [WWW]. 

Available from: http://www.ecominfocenter.com/ [Accessed 6/7/2012]. 

78. EGGER, F.N. (2000) "Trust me, I'm an Online Vendor": Towards a Model of Trust for 

E-commerce System Design. In: Human Factors in Computing Systems, New York, 

2000. New York: ACM, pp. 101-102. 

79. EL-GAYAR, O. and MORAN, M. (2010) College Students Acceptance of Tablet PCs: 

An Application of the UTAUT Model. Master, Dakota State University. 

http://www.citc.gov.sa/English/Reportsandstudies/Studies/Documents/IT%20015%20E%20-%20Internet_Usage_Study_in_KSAAll_sectors.pdf
http://www.citc.gov.sa/English/Reportsandstudies/Studies/Documents/IT%20015%20E%20-%20Internet_Usage_Study_in_KSAAll_sectors.pdf
http://www.internetretailer.com/2012/06/07/43-europeans-shop-online
http://www.ecominfocenter.com/


 

174 

 

80. ELLIOT, S. (2002) Introduction to B2C Strategies and Models. Electronic Commerce: 

B2C Strategies and Models, pp. 1-17. 

81. EMARKETER (2008) World's Web Users Are shopping Online [WWW]. Available 

from: http://www.emarketer.com/Article.aspx?id=1005884 [Accessed 03/05/08]. 

82. ENRIGHT, A. (2011) Global E-commerce to reach $1.4 Trillion in 2015 [WWW] 

Internet Retailer. Available from: http://www.internetretailer.com/2011/06/07/global-e-

commerce-reach-14-trillion-2015 [Accessed 19/6/2012]. 

83. ENRIGHT, A. (2012) M-commerce promises to extend the Web’s Influence over Retail 

[WWW] Internet Retailer. Available from: 

http://www.internetretailer.com/2012/06/13/m-commerce-promises-extend-webs-

influence-over-retail [Accessed 5/7/2012]. 

84. ESSINGER, J. (2001) Internet Trust and Security: The Way Ahead. Addison-Wesley. 

85. FALCONER, D.J. and MACKAY, D.R. (1999) The Key to the Mixed Method 

Dilemma. In: 10th Australasian Conference on Information Systems, Wellington, 1999. 

Wellington, pp. 286-297. 

86. FISHBEIN, M. and AJZEN, I. (1975) Belief, Attitude, Intention and Behaviour: An 

Introduction to Theory and Research. London: Addison-Wesley. 

87. FITZGERALD, B. and HOWCROFT, D. (1998) Competing Dichotomies in IS 

Research and Possible Strategies for Resolution. In: 19th International Conference on 

Information Systems (ICIS 1998), Helsinki, 1998. Helsinki, pp. 155-164. 

88. FRANCIS, J.J., ECCLES, M.P., JOHNSTON, M., WALKER, A.E., GRIMSHAW, 

J.M., FOY, R., KANER, E.F.S., SMITH, L., and BONETTI, D. (2004) Constructing 

Questionnaires based on the Theory of Planned Behaviour: A Manual for Health 

Services Researchers [WWW] University of Newcastle. Available from: 

http://pages.bangor.ac.uk/~pes004/exercise_psych/downloads/tpb_manual.pdf 

[Accessed 5/10/2011]. 

89. FREEDMAN, D. (2005) Statistical Models: Theory and Practice. Cambridge 

University Press. 

90. GALLIERS, R.D. (1991) Strategic Information Systems Planning: Myths, Reality and 

Guidelines for Successful Implementation. European Journal of Information Systems, 1 

(1), pp. 55-64. 

91. GLANZ, K., RIMER, B.K., and VISWANATH, K. (2002) Health Behaviour and 

Health Education: Theory, Research, and Practice. Jossey-Bass Inc. 

92. GOODHUE, D.L. and THOMPSON, R.L. (1995) Task-Technology fit and Individual 

Performance. MIS Quarterly, 19 (2), pp. 213-236. 

93. GRANDISON, T. and SLOMAN, M. (2000) A Survey of Trust in Internet 

Applications. IEEE Communications Surveys and Tutorials, 3 (4), pp. 2-16. 

94. GRIDLEY AND COMPANY (2011) Billion Dollar Babies: Trends and Opportunities 

in the New Ecommerce World. [WWW] SlideShare. Available from: 

http://www.slideshare.net/GridleyAndCompany/billion-dollar-babies-trends-and-

opportunities-in-the-new-ecommerce-world [Accessed 19/6/2012]. 

95. GROSSNICKLE, J. and RASKIN, O. (2001) Handbook of Online Marketing Research. 

McGraw-Hill Companies. 

96. GUBA, E.G. and LINCOLN, Y.S. (1985) Competing Paradigms in Qualitative 

Research. Handbook of Qualitative Research pp. 105-117. 

97. GUBA, E.G. and LINCOLN, Y.S. (1994) Competing Paradigms in Qualitative 

Research. Handbook of Qualitative Research, 2, pp. 163-194. 

98. HAIN, D., TOOTELL, H., and ALCOCK, C. (2002) Understanding Attitudes towards 

Internet Banking. In: 7th Annual CollECTeR Conference on Electronic Commerce, 

Melbourne, 2002. Melbourne. 

http://www.emarketer.com/Article.aspx?id=1005884
http://www.internetretailer.com/2011/06/07/global-e-commerce-reach-14-trillion-2015
http://www.internetretailer.com/2011/06/07/global-e-commerce-reach-14-trillion-2015
http://www.internetretailer.com/2012/06/13/m-commerce-promises-extend-webs-influence-over-retail
http://www.internetretailer.com/2012/06/13/m-commerce-promises-extend-webs-influence-over-retail
http://pages.bangor.ac.uk/~pes004/exercise_psych/downloads/tpb_manual.pdf
http://www.slideshare.net/GridleyAndCompany/billion-dollar-babies-trends-and-opportunities-in-the-new-ecommerce-world
http://www.slideshare.net/GridleyAndCompany/billion-dollar-babies-trends-and-opportunities-in-the-new-ecommerce-world


 

175 

 

99. HAIR, J.F., ANDERSON, R.E., TATHAM, R.L., BLACK, B., and BABIN, B.J. (2006) 

Multivariate Data Analysis. 6th ed. Harlow UK: Prentice-Hall. 

100. HALL, D.T. and MANSFIELD, R. (1975) Relationships of Age and Seniority with 

Career Variables of Engineers and Scientists. Journal of Applied Psychology, 60 (2), pp. 

201. 

101. HARTWICK, J. and BARKI, H. (1994) Explaining the Role of User Participation in 

Information System Use. Management Science, 40 (4), pp. 440-465. 

102. HINTON, P.R. and BROWNLOW, C. (2004) SPSS explained. Theatre Arts Books. 

103. HIRSCHHEIM, R. (1985) Information Systems Epistemology: An Historical 

Perspective. Research Methods in Information Systems, pp. 13-38. 

104. HIRSCHHEIM, R. and KLEIN, H.K. (1989) Four Paradigms of Information Systems 

Development. Communications of the ACM, 32 (10), pp. 1199-1216. 

105. HOFSTEDE, G.H. (1991) Cultures and Organisations: Software of the Mind. New 

York: McGraw-Hill. 

106. HOSMER, L.T. (1995) Trust: The Connecting Link between Organisational Theory and 

Philosophical Ethics. Academy of Management Review, 20 (2), pp. 379-403. 

107. INTERNET WORLD STATS (2011) World Internet Users and Population Stats 

[WWW]. Available from: http://www.internetworldstats.com/stats.htm [Accessed 

19/6/2012]. 

108. ITP.NET (2004) The reality and the future of e-commerce in Saudi Arabia [WWW]. 

Available from: http://www.itp.net/arabic/577295-/?tab=article [Accessed 11/7/2010]. 

109. JACKSON, W., GILLIS, A., and VERBERG, N. (2007) Qualitative Research Methods. 

Communication Research Methods: Quantitative and Qualitative Approaches, pp. 423-

462. 

110. JICK, T.D. (1983) Mixing Qualitative and Quantitative Methods: Triangulation in 

Action. Qualitative Methodology, pp. 135-148. 

111. KALAKOTA, R. and ROBINSON, M. (2001) E-business 2.0: Roadmap for Success. 

Addison-Wesley Longman Publishing Co. 

112. KALAKOTA, R. and WHINSTON, A.B. (1997) Electronic Commerce: A Manager's 

Guide. Addison-Wesley. 

113. KAPLAN, B. and MAXWELL, J. (2005) Qualitative Research Methods for Evaluating 

Computer Information Systems. Evaluating the Organisational Impact of Healthcare 

Information Systems, pp. 30-55. 

114. KELMAN, H.C. (1958) Compliance, Identification, and Internalisation: Three 

Processes of Attitude Change. The Journal of Conflict Resolution, 2 (1), pp. 51-60. 

115. KENNEY, J.F. and KEEPING, E.S. (1962) Linear Regression and Correlation. 

Mathematics of Statistics, 1, pp. 252-285. 

116. KIESLER, C.A. and KIESLER, S.B. (1969) Conformity. Addison Wesley Publishing 

Company. 

117. KING, G., KEOHANE, R.O., and VERBA, S. (1994) Designing Social Inquiry: 

Scientific Inference in Qualitative Research. Princeton University Press. 

118. KINNEAR, P.R. and GRAY, C.D. (2000) SPSS for Windows made Simple Release 10. 

Psychological Press. 

119. KOTLER, P. and ARMSTRONG, G. (2004) Principles of Marketing. 10th ed. Upper 

Saddle River: Prentice Hall. 

120. KOTLER, P. and ARMSTRONG, G. (2006) Administracao de Marketing. Sao Paulo: 

Pearson Prentice Hall. 

121. LANCASTER, G. (2005) Research Methods in Management: a Concise Introduction to 

Research in Management and Business Consultancy. Oxford: Elsevier, Butterworth-

Heinemann. 

http://www.internetworldstats.com/stats.htm
http://www.itp.net/arabic/577295-/?tab=article


 

176 

 

122. LAUDON, K.C. and TRAVER, C.G. (2007) E-commerce : Business, Technology, 

Society. 3rd ed. New Jersey: Pearson Prentice Hall. 

123. LAUDON, K.C. and TRAVER, C.G. (2007) E-commerce: Business, Technology, 

Society. 3rd. New Jersey: Pearson. 

124. LEE, A.S. (1991) Integrating Positivist and Interpretive Approaches to Organisational 

Research. Organisation Science, 2 (4), pp. 342-365. 

125. LEE, D., PARK, J., and AHN, J. (2000) On the Explanation of Factors affecting E-

commerce Adoption. In: 22th International Conference in Information Systems, 2000, 

pp. 109-120. 

126. LEE, M.K.O. and TURBAN, E. (2001) A Trust Model for Consumer Internet 

Shopping. International Journal of Electronic Commerce, 6, pp. 75-92. 

127. LEVY, J.A. (1988) Intersections of Gender and Aging. The Sociological Quarterly, 29 

(4), pp. 479-486. 

128. LICHTENSTEIN, S. and WILLIAMSON, K. (2006) Understanding Consumer 

Adoption of Internet Banking: An Interpretive Study in the Australian Banking Context. 

Journal of Electronic Commerce Research, 7 (2), pp. 50-66. 

129. LUARN, P. and LIN, H. (2004) Toward an Understanding of the Behavioural Intention 

to use Mobile Banking. Computers in Human Behaviour, 21 (6), pp. 873-891. 

130. LUCKING-REILEY, D. and SPULBER, D.F. (2001) Business-to-Business Electronic 

Commerce. The Journal of Economic Perspectives, 15 (1), pp. 55-68. 

131. MAANEN, J.V. (1979) Reclaiming Qualitative Methods for Organisational Research: 

A Preface. Administrative Science Quarterly, 24 (4), pp. 520-526. 

132. MAK, B. (2001) Learning Art with Computers—a LISREL Model. Journal of 

Computer Assisted Learning, 17 (1), pp. 94-103. 

133. MALHOTRA, Y. and GALLETTA, D.F. (1999) Extending the Technology Acceptance 

Model to account for Social Influence: Theoretical Bases and Empirical Validation. In: 

32nd Annual Hawaii International Conference on System Sciences, Hawaii, 1999. 

Hawaii. 

134. MANHEIM, J.B., RICH, R.C., and WILLNAT, L. (2002) Empirical Political Analysis: 

Research Methods in Political Science. New York: Longman. 

135. MARCHEWKA, J.T., LIU, C., and KOSTIWA, K. (2007) An Application of the 

UTAUT Model for understanding Student Perceptions using Course Management 

Software. Communications of the IIMA, 7 (2), pp. 93-104. 

136. MATHIESON, K., PEACOCK, E., and CHIN, W.W. (2001) Extending the Technology 

Acceptance Model: the Influence of Perceived User Resources. ACM SIGMIS 

Database, 32 (3), pp. 86-112. 

137. MCCULLAGH, A. and CAELLI, W. (2005) Who goes there? Internet Banking: A 

Matter of Risk and Reward. In: ACISP 2005, Brisbane, Australia, 2005. Brisbane, 

Australia, pp. 336-357. 

138. MCDONALD, R.P. (1999) Test Theory: A Unified Treatment. Lawrence Erlbaum. 

139. MCKENZIE, J.F. and JURS, J.L. (1993) Planning, Implementing, and Evaluating 

Health Promotion Programs : A Primer. New York: Macmillan. 

140. MCPHAIL, J. (2000) Research Methodology: Study Book 2. Toowoomba, Australia: 

The University of Southern Queenland. 

141. MEMEGA [WWW]. Available from: 

http://www.memega.com/AboutUs.aspx?language=en-US [Accessed 18/3/2011]. 

142. MEUTER, M.L., OSTROM, A.L., ROUNDTREE, R.I., and BITNER, M.J. (2000) Self-

Service Technologies: Understanding Customer Satisfaction with Technology-based 

Service Encounters. The Journal of Marketing, 64 (3), pp. 50-64. 

143. MEYERS, L.S., GAMST, G., and GUARINO, A.J. (2006) Applied Multivariate 

Research: Design and Interpretation. Sage Publications Inc. 

http://www.memega.com/AboutUs.aspx?language=en-US


 

177 

 

144. MICHAELSEN, J. (2007) Confirmatory vs Exploratory Data Analysis [WWW]. 

Available from: 

http://www.geog.ucsb.edu/~joel/g210_w07/lecture_notes/lect01/oh07_01_2.html 

[Accessed 30/7/2010]. 

145. MILES, M.B. and HUBERMAN, A.M. (1994) Qualitative Data Analysis: An Expanded 

Sourcebook. CA: Sage Publications Inc. 

146. MILLER, N.E. and DOLLARD, J. (1941) Social Learning and Imitation. Yale 

University Press. 

147. MINISTRY OF COMMUNICATIONS & INFORMATION TECHNOLOGY [WWW]. 

Available from: http://www.mcit.gov.sa/Arabic/ [Accessed 2/10/2010]. 

148. MINTON, H.L. and SCHNEIDER, F.W. (1980) Differential Psychology. Prospect 

Heights: Waveland Press. 

149. MOLLA, A. and LICKER, P.S. (2001) E-commerce Systems Success: An Attempt to 

extend and respecify the DeLone and McLean Model of IS Success. Journal of 

Electronic Commerce Research, 2 (4), pp. 131-141. 

150. MONSUWE, T.P., DELLAERT, B.G.C., and DE RUYTER, K. (2004) What drives 

Consumers to shop Online? A Literature Review. International Journal of Service 

Industry Management, 15 (1), pp. 102-121. 

151. MONTAQIM, A. (2012) Global E-commerce Sales will top $1.25 Trillion by 2013 

[WWW] Internet Retailer. Available from: 

http://www.internetretailer.com/2012/06/14/global-e-commerce-sales-will-top-125-

trillion-2013 [Accessed 19/6/2012]. 

152. MOORE, G.C. and BENBASAT, I. (1991) Development of an Instrument to measure 

the Perceptions of adopting an Information Technology Innovation. Information 

Systems Research, 2 (3), pp. 192-222. 

153. MOREY, N.C. and LUTHANS, F. (1984) An Emic Perspective and Ethnoscience 

Methods for Organisational Research. Academy of Management Review, 9 (1), pp. 27-

36. 

154. MORGAN, G. and SMIRCICH, L. (1980) The Case for Qualitative Research. Academy 

of Management Review, 5 (4), pp. 491-500. 

155. MORRIS, M.G. and VENKATESH, V. (2000) Age Differences in Technology 

Adoption Decisions: Implications for a Changing Work Force. Personnel Psychology, 

53 (2), pp. 375-403. 

156. NEUMAN, W.L. and ROBSON, K. (2007) Basics Of Social Research: Qualitative And 

Quantitative Approaches. Toronto: Pearson. 

157. NIEHAVES, B. (2007) On Epistemological Pluralism in Design Science. Scandinavian 

Journal of Information Systems, 19 (2), pp. 93. 

158. NIEHAVES, B. and STAHL, B.C. (2006) Criticality, Epistemology, and Behaviour vs. 

Design-Information Systems Research Across Different Sets of Paradigms. In: 14th 

European Conference on Information Systems (ECIS 2006), Goteborg, 2006. Goteborg. 

159. NORD, W.R. and JERMIER, J.M. (1992) Critical Social Science for Managers? 

promising and perverse Possibilities. In: ALVESSON, M. and WILLMOTT, H., (eds.) 

Critical Management Studies. London: Sage, pp. 202-222. 

160. NOURISIS, M.J. (2005) SPSS 14.0. Advanced Statistical Procedures Companion. 

Upper Saddle River: Prentice Hall. 

161. OATES, B.J. (2006) Researching Information Systems and Computing. 

Middlesborough UK: Sage Publications Ltd. 

162. OATES, B.J. (2008) Researching Information Systems and Computing. 

Middlesborough UK: Sage Publications Ltd. 

http://www.geog.ucsb.edu/~joel/g210_w07/lecture_notes/lect01/oh07_01_2.html
http://www.mcit.gov.sa/Arabic/
http://www.internetretailer.com/2012/06/14/global-e-commerce-sales-will-top-125-trillion-2013
http://www.internetretailer.com/2012/06/14/global-e-commerce-sales-will-top-125-trillion-2013


 

178 

 

163. ORLIKOWSKI, W.J. and BAROUDI, J.J. (1991) Studying Information Technology in 

Organisations: Research Approaches and Assumptions. Information Systems Research, 

2 (1), pp. 1-28. 

164. OSHLYANSKY, L., CAIRNS, P., and THIMBLEBY, H. (2007) Validating the Unified 

Theory of Acceptance and Use of Technology (UTAUT) Tool Cross-Culturally. In: 21st 

BCS HCI Group, Lancaster University, UK, 2007. Lancaster University, UK, pp. 83-86. 

165. PAJARES, F. and SCHUNK, D.H. (2001) Self-Beliefs and School Success: Self-

Efficacy, Self-Concept, and School Achievement. In: RIDING, R.J. and RAYNER, 

S.G., (eds.) International Perspectives on Individual Differences: Vol. 2 Self 

Perception. Westport: Ablex Publishing, pp. 239-266. 

166. PANDA [WWW]. Available from: http://www.panda.com.sa/ [Accessed 23/6/2012]. 

167. PARRAGA, I.M. (1991) Determinants of Food Consumption. Journal of the American 

Dietetic Association, 90 (5), pp. 661. 

168. PETER, J.P. and RYAN, M.J. (1976) An Investigation of Perceived Risk at the Brand 

Level. Journal of Marketing Research, 13 (2), pp. 184-188. 

169. PETERSON, R.A. (2000) Constructing Effective Questionnaires. Sage Publications Inc. 

170. PFEFFER, J. (1982) Organisations and Organisation Theory. Pitman Boston. 

171. PUNCH, K.F. and PUNCH, K. (2005) Introduction to Social Research: Quantitative 

and Qualitative Approaches. Sage Publications Ltd. 

172. PUTNAM, R.D. (1993) Making Democracy Work: Civic Traditions in Modern Italy. 

Princeton, NJ: Princeton University Press. 

173. QUE, J., HURTADO, V., CHAWLA, G., and FERREIRA, R. (2010) [WWW] Delta 

Partners. Available from: 

http://www.deltapartnersgroup.com/our_insights/whitepapers/the-rise-of-saudi-

telecoms-unrivalled-promise-and-opportunity-in-a-vibrant-market [Accessed 

8/12/2010]. 

174. QURAISHI, A.J. (2012) More Saudi Universities Boarding E-learning Bandwagon 

[WWW] Arab News. Available from: http://www.arabnews.com/more-saudi-

universities-boarding-e-learning-bandwagon [Accessed 12/6/2012]. 

175. RATNASINGHAM, P. (1998) Internet-based EDI Trust and Security. Information 

Management and Computer Security, 6 (1), pp. 33-39. 

176. RAYPORT, J.F. and JAWORSKI, B.J. (2002) Introduction to E-commerce. McGraw-

Hill. 

177. ROGERS, E.M. (1962) Diffusion of Innovations. Michigan State University. 

178. ROGERS, E.M. (1995) Diffusion of Innovations. 4th ed. New York: Free Press. 

179. ROGERS, E.M. (2003) Diffusion of Innovations. 5th ed. Free Press. 

180. ROGERS, E.M. and SHOEMAKER, F.F. (1971) Communication of Innovations; A 

Cross-Cultural Approach. New York: The Free Press. 

181. RUETER, T. (2012) E-retail Spending to increase 62% by 2016 [WWW]. Available 

from: http://www.internetretailer.com/2012/02/27/e-retail-spending-increase-45-2016 

[Accessed 3/3/2012]. 

182. SATHYE, M. (1999) Adoption of Internet Banking by Australian Consumers: An 

Empirical Investigation. International Journal of Bank Marketing, 17 (7), pp. 324-334. 

183. SAUNDERS, M., LEWIS, P., and THORNHILL, A. (2000) Research Methods for 

Business Students. Harlow: Prentice Hall Financial Times. 

184. SAUNDERS, M., LEWIS, P., and THORNHILL, A. (2003) Research Methods for 

Business Students. 3rd ed. London: Prentice Hall Financial Times. 

185. SCHONFELD, E. (2010) Forrester Forecast: Online Retail Sales will grow to $250 

Billion by 2014 [WWW]. Available from: http://techcrunch.com/2010/03/08/forrester-

forecast-online-retail-sales-will-grow-to-250-billion-by-2014/ [Accessed 7/9/2010]. 

http://www.panda.com.sa/
http://www.deltapartnersgroup.com/our_insights/whitepapers/the-rise-of-saudi-telecoms-unrivalled-promise-and-opportunity-in-a-vibrant-market
http://www.deltapartnersgroup.com/our_insights/whitepapers/the-rise-of-saudi-telecoms-unrivalled-promise-and-opportunity-in-a-vibrant-market
http://www.arabnews.com/more-saudi-universities-boarding-e-learning-bandwagon
http://www.arabnews.com/more-saudi-universities-boarding-e-learning-bandwagon
http://www.internetretailer.com/2012/02/27/e-retail-spending-increase-45-2016
http://techcrunch.com/2010/03/08/forrester-forecast-online-retail-sales-will-grow-to-250-billion-by-2014/
http://techcrunch.com/2010/03/08/forrester-forecast-online-retail-sales-will-grow-to-250-billion-by-2014/


 

179 

 

186. SCHULZE, C. and BAUMGARTNER, J. (2000) Don't Panic! Do E-commerce: A 

Beginner's Guide to European Law Affecting E-commerce. Commission of the 

European Communities. 

187. SEKARAN, U. (2000) Research Methods for Business: A Skill-Building Approach. 

Willey. 

188. SEKARAN, U. (2003) Research Methods for Business: A Skill Building Approach. 

New York: Wiley. 

189. SHIELDS, P.M. and TAJALLI, H. (2006) Intermediate Theory: The Missing Link in 

Successful Student Scholarship. Journal of Public Affairs Education, 12 (3), pp. 313-

334. 

190. SHIVELY, W.P. (1998) The Craft of Political Research. 4th ed. New Jersey: Prentice 

Hall. 

191. SIEGLE, D. Qualitative versus Quantitative [WWW]. Available from: 

http://www.gifted.uconn.edu/siegle/research/qualitative/qualquan.htm [Accessed 

11/5/2012]. 

192. SIP TRUNKING (2010) "Global Market Review Of Online Grocery Retailing - 

Forecasts To 2014" by just-food March 2010 [WWW]. Available from: http://sip-

trunking.tmcnet.com/news/2010/03/04/4657083.htm [Accessed 17/05/2009]. 

193. STATISTICS GLOSSARY [WWW]. Available from: 

http://www.stats.gla.ac.uk/steps/glossary/index.html [Accessed 22/3/2011]. 

194. STEBBINS, R.A. (2001) Exploratory Research in the Social Sciences. Sage 

Publications Inc. 

195. STROH, M. (2000) Qualitative Interviewing. Research Training for Social Scientists, 

pp. 196-214. 

196. SUNDARAVEJ, T. (2006) Empirical Validation of Unified Theory of Acceptance and 

Use of Technology Model. Journal of Global Information Technology Management, 13 

(1), pp. 5-27. 

197. TAYLOR, S. and TODD, P.A. (1995) Understanding Information Technology Usage: 

A Test of Competing Models. Information Systems Research, 6 (2), pp. 144-176. 

198. TELUS (2005) Telus Annual Report [WWW]. Available from: 

http://about.telus.com/investors/annualreport2005/en/glossaryBot.html [Accessed 

25/6/2009]. 

199. THE FREE DICTIONARY [WWW] The Free Dictionary. Available from: 

http://www.thefreedictionary.com/induction [Accessed 17/7/2009]. 

200. THE NIELSEN COMPANY (2008) Over 875 Million Consumers have shopped Online 

-- The Number of Internet Shoppers up 40% in Two Years [WWW]. Available from: 

http://www.nielsen.com/us/en/insights/press-

room/2008/over_875_million_consumers.html [Accessed 19/6/2012]. 

201. THE WORLD BANK [WWW]. Available from: http://www.worldbank.org/ [Accessed 

12/9/11]. 

202. THE WORLD BANK (2009) ICT Glossary Guide [WWW] The World Bank. Available 

from: 

www.worldbank.org/WBSITE/EXTERNAL/TOPICS/EXTINFORMATIONANDCOM

MUNICATIONANDTECHNOLOGIES/0,,contentMDK:21035032~menuPK:2888320

~pagePK:210058~piPK:210062~theSitePK:282823,00.html [Accessed 01/03/2008]. 

203. THOMPSON, R.L., HIGGINS, C.A., and HOWELL, J.M. (1991) Personal Computing: 

Toward a Conceptual Model of Utilisation. MIS quarterly, pp. 125-143. 

204. TRIANDIS, H.C. (1977) Interpersonal Behaviour. CA: Brooks/Cole Pub. Co. 

205. TRIANDIS, H.C. (1980) Values, Attitudes, and Interpersonal Behaviour. In: Nebraska 

Symposium on Motivation, 1980, pp. 195-259. 

http://www.gifted.uconn.edu/siegle/research/qualitative/qualquan.htm
http://sip-trunking.tmcnet.com/news/2010/03/04/4657083.htm
http://sip-trunking.tmcnet.com/news/2010/03/04/4657083.htm
http://about.telus.com/investors/annualreport2005/en/glossaryBot.html
http://www.thefreedictionary.com/induction
http://www.nielsen.com/us/en/insights/press-room/2008/over_875_million_consumers.html
http://www.nielsen.com/us/en/insights/press-room/2008/over_875_million_consumers.html
http://www.worldbank.org/
http://www.worldbank.org/WBSITE/EXTERNAL/TOPICS/EXTINFORMATIONANDCOMMUNICATIONANDTECHNOLOGIES/0,,contentMDK:21035032~menuPK:2888320~pagePK:210058~piPK:210062~theSitePK:282823,00.html
http://www.worldbank.org/WBSITE/EXTERNAL/TOPICS/EXTINFORMATIONANDCOMMUNICATIONANDTECHNOLOGIES/0,,contentMDK:21035032~menuPK:2888320~pagePK:210058~piPK:210062~theSitePK:282823,00.html
http://www.worldbank.org/WBSITE/EXTERNAL/TOPICS/EXTINFORMATIONANDCOMMUNICATIONANDTECHNOLOGIES/0,,contentMDK:21035032~menuPK:2888320~pagePK:210058~piPK:210062~theSitePK:282823,00.html


 

180 

 

206. UNITED STATES CENSUS BUREAU (2010) E-Stats - Measuring the Electronic 

Economy [WWW]. Available from: http://www.census.gov/econ/estats/ [Accessed 

4/1/2011]. 

207. VALLERAND, R.J. (1997) Toward a Hierarchical Model of Intrinsic and Extrinsic 

Motivation. Advances in Experimental Social Psychology, 29, pp. 271-360. 

208. VENKATESH, V. (2000) Determinants of Perceived Ease of Use: Integrating 

Perceived Behavioural Control, Computer Anxiety and Enjoyment into the Technology 

Acceptance Model. Information Systems Research, 11 (4), pp. 342-365. 

209. VENKATESH, V. and BALA, H. (2008) Technology Acceptance Model 3 and a 

Research Agenda on Interventions. Decision Sciences, 39 (2), pp. 273-315. 

210. VENKATESH, V. and DAVIS, F.D. (2000) A Theoretical Extension of the Technology 

Acceptance Model: Four Longitudinal Field Studies. Management Science, 46 (2), pp. 

186-204. 

211. VENKATESH, V., MORRIS, M.G., DAVIS, G.B., and DAVIS, F.D. (2003) User 

Acceptance of Information Technology: Toward a Unified View. MIS Quarterly, pp. 

425-478. 

212. VENKATESH, V., MORRIS, M.G., SYKES, T.A., and ACKERMAN, P.L. (2004) 

Individual Reactions to New Technologies in the Workplace: The Role of Gender as a 

Psychological Construct. Journal of Applied Social Psychology, 34 (3), pp. 445-467. 

213. VENKATESH, V. and SPEIER, C. (1999) Computer Technology Training in the 

Workplace: A Longitudinal Investigation of the Effect of Mood* 1,* 2,* 3. 

Organisational Behaviour and Human Decision Processes, 79 (1), pp. 1-28. 

214. VINSNES, A.G., HARKLESS, G.E., HALTBAKK, J., BOHM, J., and HUNSKAAR, 

S. (2001) Healthcare Personnel's Attitudes towards Patients with Urinary Incontinence 

INFORMATION POINT: Regression analysis. Journal of clinical nursing, 10 (4), pp. 

455-462. 

215. WALSHAM, G. (1993) Interpreting Information Systems in Organisations. Chichester: 

Wiley. 

216. WALSHAM, G. (1995) The Emergence of Interpretivism in IS Research. Information 

Systems Research, 6 (4), pp. 376-394. 

217. WANG, Y.S., WANG, Y.M., LIN, H.H., and TANG, T.I. (2003) Determinants of User 

Acceptance of Internet Banking: An Empirical Study. International Journal of Service 

Industry Management, 14 (5), pp. 501-519. 

218. WEBER, E.U. and HSEE, C. (1998) Cross-Cultural Differences in Risk Perception, but 

Cross-Cultural Similarities in Attitudes towards Perceived Risk. Management Science, 

44 (9), pp. 1205-1217. 

219. WEBER, R. (1987) Toward a Theory of Artifacts: A Paradigmatic Base for Information 

Systems Research. Journal of Information Systems, 1 (2), pp. 3-19. 

220. WEBER, R. (2004) Editor's Comments: The Rhetoric of Positivism versus 

Interpretivism: A Personal View. MIS Quarterly, 28 (1), pp. iii-xii. 

221. WESLEY, J.J. (2009) Building Bridges in Content Analysis: Quantitative and 

Qualitative Traditions. 

222. WU, M., ZHANG, L., XING, Q., DAI, L., and DU, H. (2007) A Study for 

Understanding E-commerce Adoption in China's Service SMEs from Web Usability 

Perspective. In: Wireless Communications, Networking and Mobile Computing 

(WiCom), Shanghai, 2007. Shanghai: IEEE, pp. 3420-3423. 

223. YEOW, P.H.P., YUEN, Y.Y., TONG, D.Y.K., and LIM, N. (2008) User Acceptance of 

Online Banking Service in Australia. Communications of the IBIMA, 1, pp. 191-197. 

224. YIN, R.K. (1993) Applications of Case Study Research: Applied Social Research 

Methods Series. London: Sage Publications. 

http://www.census.gov/econ/estats/


 

181 

 

225. YIN, R.K. (2003) Case Study Research: Design and Methods: Volume 5 of Applied 

Social Research Methods Series. Sage Publications. 

226. YUN, G.W. and TRUMBO, C.W. (2000) Comparative Response to a Survey Executed 

by Post, E-mail and Web Form. Journal of Computer-Mediated Communication, 6 (1), 

pp. 0. 

227. ZHANG, Y. and ESPINOZA, S. (1998) Relationships among Computer Self-Efficacy, 

Attitudes toward Computers, and Desirability of Learning Computer Skills. Journal of 

Research on Computing in Education, 30 (4), pp. 420. 

228. ZIKMUND, W.G. (1997) Business Research Methods. 5th ed. USA: The Dryden Press. 

229. ZIKMUND, W.G. (1999) Business Research Methods. 6th ed. London: Thomson 

Learning. 

230. ZWASS, V. (1996) Electronic Commerce: Structures and Issues. International Journal 

of Electronic Commerce, 1 (1), pp. 3-24. 

231. ZWASS, V. (1996) Electronic commerce: structures and issues. International journal of 

electronic commerce, 1 (1), pp. 3-23. 

 

 



Appendix A: The Questionnaire 

182 

 

Appendix A: The Questionnaire 

De Montfort University 

Faculty of Technology 

I am a PhD research student at De Montfort University conducting a study to investigate 

the factors affecting the e-commerce adoption of Saudi people. The research title is: 

‘Investigate the factors that affect the adoption and acceptance of e-commerce in 

Saudi Arabia’. 

The questionnaire consists of four parts. The first part assesses the respondent’s 

computer and Internet experience while the second part collects demographic data about 

the respondent's. The third part assesses perceptions about e-commerce and its effect on 

actual usage. The fourth part measures the actual usage of e-commerce. 

Your participation is voluntary. If you do not wish to participate, simply discard the 

questionnaire. Responses will be completely anonymous; your name will not appear 

anywhere on the survey. Completing and returning the questionnaire constitutes your 

consent to participate. All of the information you kindly provide will be treated as 

completely confidential and it will not be possible for anyone to identify the information 

you supply. 

The questionnaire will only take 10-15 minutes of your time to fill out. Your 

corporation is highly appreciated and will contribute to the success of this study. If you 

have any questions or concerns, please contact me ffz_alabdali@yahoo.co.uk or my 

supervisor Dr. Francois Siewe fsiewe@dmu.ac.uk or Dr. Chris Fidler cf@dmu.ac.uk 

 

Thank you 

Faisal Fahhad Alsharif 

mailto:ffz_alabdali@yahoo.co.uk
mailto:fsiewe@dmu.ac.uk
mailto:cf@dmu.ac.uk
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Questions 

Part One: 

1. Your general computer knowledge is... 

            Very poor / poor / moderate / good / very good 

2. Your Internet knowledge is: 

            Very poor / poor / moderate / good / very good 

3. How long have you been using the Internet? 

Don’t use / less than 1yr / 1- 2 yrs / More than 2 yrs 

4. How often do you use the Internet per day? 

Don’t use / 1-2 hrs / 3- 4 hrs / More than 4 hrs 

Part Two: 

5. Are you:  Male / Female  

6. Your Age: 20 or under    21- 30 / 31- 40 / 41 -50 / 51- 60 / 61 + 

7. Your level of education: 

            High school & below / diploma / bachelor / higher education / other   

            Please state ------------------ 

8. Type of employment: 

Not working / public sector/ Private Sector / free lancing / my own business 

9. Your income: 

Under 2000 / Between 3000-5999 / 6000-9000 / Higher than 9000 S.R. 

Part Three 

Using a rating scale of 1 to 5, please circle the number that indicates your level of 

disagreement/agreement with the following statements: 
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Questions 

Rating Scale Strongly             Strongly                      

 disagree               agree                          

Performance Expectancy (PE)    

10. PE:  I find on-line shopping useful in our daily life.   1     2     3     4     5   

11. PE:  Using on-line shopping enables me to accomplish my 

shopping more quickly. 

  1     2     3     4     5   

12. PE:  Using on-line shopping increase the effective use of my 

time in handling my shopping. 

  1     2     3     4     5    

13. PE:  Using on-line shopping increases my chances to save my 

time and getting good services. 

  1     2     3     4     5   

Effort Expectancy (EE)    

14. EE:  My interaction with on-line shopping is clear and 

understandable.  

  1     2     3     4     5   

15. EE:  It is easy for me to become skilful at using on-line 

shopping. 

  1     2     3     4     5   

16. EE:  I find on-line shopping easy to use.   1     2     3     4     5   

17. EE:  Learning to use on-line shopping is easy for me.   1     2     3     4     5   

Attitude toward Using Technology (AT)    

18. AT:  Using on-line shopping is a good idea.   1     2     3     4     5   

19. AT:  On-line shopping make shopping more interesting.   1     2     3     4     5   

20. AT:  Use of on-line shopping is fun.   1     2     3     4     5   

21. AT:  I like working with on-line shopping system.    

Social Influence (SI)   1     2     3     4     5   
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22. SI:  People who influence my behaviour think that I should use 

on-line shopping. 

  1     2     3     4     5   

23. SI:  People who are important to me think that I should use on-

line shopping. 

  1     2     3     4     5   

24. SI:  People who are around are on-line shopping users.   1     2     3     4     5   

25. SI:  In general, Saudi people have supported the use of on-line 

shopping. 

  1     2     3     4     5   

Facilitating Conditions (FC)    

26. FC:  I have the resources necessary to use on-line shopping.   1     2     3     4     5   

27. FC:  I have the knowledge necessary to use on-line shopping.   1     2     3     4     5   

28. FC:  On-line shopping system is not compatible with other 

systems I use. 

  1     2     3     4     5   

29. FC:  A specific person or group (Instructions) is available for 

assistance with on-line shopping difficulties. 

  1     2     3     4     5   

Self-Efficacy (SE)    

30. SE:  I can complete using on-line shopping, if there is no one 

around to tell me what to do as I go.  

  1     2     3     4     5   

31. SE:  I can complete using on-line shopping, if I can call 

someone for help if I got stuck. 

  1     2     3     4     5   

32. SE:  I can complete using on-line shopping, if I have just the 

built-in help facility for assistance. 

  1     2     3     4     5   

Anxiety (AX)    

33. AX:  I feel apprehensive about on-line shopping.   1     2     3     4     5   

34. AX:  It scares me to think that I could lose a lot of information 

using on-line shopping by hitting the wrong key. 

  1     2     3     4     5   
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35. AX:  I hesitate to shopping on-line for fear of making mistakes 

I cannot correct.  

  1     2     3     4     5   

36. AX:  On-line shopping is somewhat intimidating to me.   1     2     3     4     5   

Behavioural Intention to Use the System (BI)    

37. BI:  I intend to use on-line shopping in the future.   1     2     3     4     5   

38. BI:  I predict I would use on-line shopping in the future.   1     2     3     4     5   

39. BI:  I plan to use on-line shopping in the future.   1     2     3     4     5   

Perceived Credibility (PC)    

40. PC:  I feel confidence and privacy when I use on-line 

shopping.  

  1     2     3     4     5   

41. PC:  I feel secure and safety when I use on-line shopping.   1     2     3     4     5   

42. PC:  I trust the on-line shopping system.   1     2     3     4     5   

43. PC:  I feel risky not to get the required products/services.   1     2     3     4     5   

44. PC:  I feel risky when I conduct on-line transactions.      1     2     3     4     5   

Cultural Background (CB)  

45. CB:  I feel the language is an obstacle to practise on-line 

shopping. 

  1     2     3     4     5   

46. CB:  I feel that some financial transaction for on-line shopping 

conflict with the principles of religion.   

  1     2     3     4     5   

47. CB: I feel that on-line payment methods such as credit cards 

are contrary to the principles of religion. 

  1     2     3     4     5   

48. CB:  I prefer to use the traditional commerce to avoid the 

technological complexity in on-line shopping. 

1     2     3     4     5   

Legislation Availability (LA)  
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49. LA:  I feel that the absence or weakness of the laws that protect 

and regulate commercial transactions via the Internet prevents 

(limit) my use of on-line shopping. 

1     2     3     4     5   

50. LA:  I feel that the inability of the current legislative 

institutions dealing with commercial issues via the Internet 

prevents (limit) my use of on-line shopping. 

1     2     3     4     5   

The Quality of Internet Services (QIS)   

51. QIS:  The quality of Internet services, prevents (limit) my use 

of on-line shopping. 

1     2     3     4     5   

52. QIS: The cost of internet services prevents (limit) my use of 

on-line shopping. 

1     2     3     4     5   

Postal Address and Delivery System (PADS)  

53. PADS:  The absence of postal address service for my home 

prevents (limit) my use of on-line shopping. 

1     2     3     4     5   

54. PADS:  The absence of a reliable postal delivery service 

prevents (limit) my use of on-line shopping. 

1     2     3     4     5   

 

55. In your opinion, what are the most important five factors encourages you to shop 

on-line?  

----------------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------------- 

Part Four: 

56. How long have you been using on-line shopping facilities? 

I don’t used / under 1 year / 1-2 years / 3- 4 years / more than 4 years 

57. On weekly basis, how many times do you use on-line shopping? 

Not at all / once a week / 2-3 times / more than 3 times
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58. How frequently do you use on-line shopping for the following service? 

Services Never Rarely  Occasionally Constantly 

Buy/ sell: electronic products/ 

goods/tickets, etc.  

    

Bank services      

Stock Market Trade     

Travelling & Insurance Services     

Paying Bills     

Auction      

Exchange of information     

Other (pls. Specify)  

-------------------------------------- 
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Appendix B: Pilot Study 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Gender * Age 43 100.0% 0 .0% 43 100.0% 

Gender * Education 43 100.0% 0 .0% 43 100.0% 

Gender * Employment 43 100.0% 0 .0% 43 100.0% 

Gender * income 43 100.0% 0 .0% 43 100.0% 

Gender * Age Cross Tabulation 

 

 Age Total 

=<25 26-35 36-45 >=46 

Gender Male 3 19 8 3 33 

Female 3 6 1 0 10 

Total 6 25 9 3 43 
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Gender * Education Cross Tabulation 

 

 Education Total 

high school and 

below 

diploma bachelor higher education 

Gender Male 10 2 6 15 33 

Female 1 0 5 4 10 

Total 11 2 11 19 43 

Gender * Employment Cross Tabulation 

 

 Employment Total 

not working public sector private sector free lancing 

Gender Male 12 17 3 1 33 

Female 5 3 1 1 10 

Total 17 20 4 2 43 



Appendix B: Pilot Study 

191 

 

 

Gender * Income Cross Tabulation 

 

 income Total 

<=3000 3000-6000 6001-9000 >=9000 

Gender Male 8 7 4 14 33 

Female 3 5 1 1 10 

Total 11 12 5 15 43 

Frequencies 

Statistics 

 Gender Age Education Employment income 

N Valid 43 43 43 43 43 

Missing 0 0 0 0 0 

Gender 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Male 33 76.7 76.7 76.7 

Female 10 23.3 23.3 100.0 

Total 43 100.0 100.0  
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Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid <=25 6 14.0 14.0 14.0 

26-35 25 58.1 58.1 72.1 

36-45 9 20.9 20.9 93.0 

>=46 3 7.0 7.0 100.0 

Total 43 100.0 100.0  

Education 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid high school and below 11 25.6 25.6 25.6 

diploma 2 4.7 4.7 30.2 

bachelor 11 25.6 25.6 55.8 

higher education 19 44.2 44.2 100.0 

Total 43 100.0 100.0  
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Employment 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid not working 17 39.5 39.5 39.5 

public sector 20 46.5 46.5 86.0 

private sector 4 9.3 9.3 95.3 

free lancing 2 4.7 4.7 100.0 

Total 43 100.0 100.0  

Income 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid <=3000 11 25.6 25.6 25.6 

3000-6000 12 27.9 27.9 53.5 

6001-9000 5 11.6 11.6 65.1 

>=9000 15 34.9 34.9 100.0 

Total 43 100.0 100.0  
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Case Processing Summary 

 
N % 

Cases Valid 43 100.0 

Excluded
a
 0 .0 

Total 43 100.0 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardised Items 

N of Items 

.879 .879 4 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Inter-Item 

Correlations 

.645 .489 .812 .323 1.662 .013 4 
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Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Q1 10.30 7.121 .782 .677 .828 

Q2 10.23 6.516 .858 .753 .795 

Q3 10.77 7.468 .713 .543 .854 

Q4 11.33 7.606 .613 .411 .893 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardised Items 

N of Items 

.878 .871 10 

Summary Item Statistics 

 Mean Minimu

m 

Maximu

m 

Range Maximum / 

Minimum 

Variance N of Items 

Inter-Item Correlations .404 -.193- .866 1.059 -4.490- .041 10 
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Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Q56 20.26 52.909 .749 .674 .855 

Q57 21.28 68.635 .340 .501 .882 

Q581 20.79 61.408 .629 .621 .864 

Q582 21.60 67.959 .367 .475 .880 

Q583 20.33 56.891 .727 .800 .856 

Q584 21.21 61.455 .575 .540 .868 

Q585 20.56 58.395 .744 .667 .855 

Q586 20.19 56.012 .840 .877 .846 

Q587 21.47 64.207 .524 .622 .872 

Q588 20.37 62.096 .498 .511 .874 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardised 

Items 

N of Items 

.826 .834 45 
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Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Inter-Item Correlations .101 -.678- .818 1.496 -1.206- .063 45 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Q10PE 146.81 269.107 .552 . .816 

Q11PE 146.77 266.754 .573 . .815 

Q12PE 146.53 270.540 .551 . .816 

Q13PE 146.51 277.065 .392 . .820 

Q14EE 147.35 265.375 .620 . .813 

Q15EE 147.09 271.848 .437 . .818 

Q16EE 147.00 268.905 .495 . .816 

Q17EE 146.67 269.891 .479 . .817 

Q18AT 146.09 271.277 .477 . .817 

Q19AT 146.56 276.157 .339 . .821 

Q20AT 146.56 280.681 .200 . .824 

Q21AT 146.84 271.901 .430 . .818 

Q22SI 147.37 283.715 .111 . .826 
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Q23SI 147.16 286.520 .037 . .827 

Q24SI 147.51 278.827 .280 . .822 

Q25SI 147.81 284.488 .103 . .826 

Q26FC 147.21 284.646 .052 . .829 

Q27FC 146.95 277.903 .223 . .824 

Q28FC 147.91 290.896 -.109- . .831 

Q29FC 147.40 283.483 .091 . .827 

Q30SE 146.98 281.785 .111 . .828 

Q31SE 147.26 265.814 .551 . .815 

Q32SE 146.58 284.344 .095 . .826 

Q33AX 147.33 287.368 -.017- . .831 

Q34AX 147.37 277.477 .194 . .825 

Q35AX 147.51 278.732 .196 . .825 

Q36AX 147.42 274.535 .318 . .821 

Q37BI 146.35 272.423 .501 . .818 

Q38BI 146.21 278.693 .334 . .822 

Q39BI 146.44 270.776 .509 . .817 

Q40PC 147.05 274.045 .324 . .821 

Q41PC 147.44 280.348 .188 . .825 

Q42PC 147.23 281.468 .167 . .825 

Q43PC 147.09 272.705 .412 . .819 

Q44PC 147.23 267.849 .493 . .816 
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Q45CB 147.47 277.350 .184 . .826 

Q46CB 147.40 275.911 .305 . .822 

Q47CB 147.74 278.100 .226 . .824 

Q48CB 147.74 283.243 .094 . .827 

Q49LA 147.12 265.915 .513 . .815 

Q50LA 147.05 266.950 .500 . .816 

Q51QIS 147.09 286.182 .015 . .830 

Q52QIS 147.88 289.486 -.064- . .832 

Q53PADS 146.77 277.326 .194 . .825 

Q54PADS 146.56 273.538 .315 . .821 
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Appendix C: Statistical Analysis 

Appendix C1: Regression 

Model Summary 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .507a .257 .255 .83070 .257 162.441 1 470 .000 

a. Predictors: (Constant), PE.AV 

b. Dependent Variable: BI.AV 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 112.095 1 112.095 162.441 .000a 

Residual 324.331 470 .690   

Total 436.426 471    

a. Predictors: (Constant), PE.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 

PE.AV 

 

 

1.852 .171 
 

10.824 .000 
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Appendix C1.1: Regression 

Model Summaryb 

Model R R 

Square 

Adjusted R 

Square 

Std. 

Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F Change df1 df2 Sig. F 

Change 

1 .514a .264 .253 .83190 .264 23.803 7 464 .000 

a. Predictors: (Constant), CPExC.INCOME, Age, PE.AV, C.PExCGENDER, dummygender, income, C.PExCage 

b. Dependent Variable: BI.AV 

 

ANOVAb 

 .576 .045 .507 12.745 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Model Sum of Squares df Mean Square F Sig. 

1 Regression 115.312 7 16.473 23.803 .000a 

Residual 321.114 464 .692   

Total 436.426 471    

a. Predictors: (Constant), CPExC.INCOME, Age, PE.AV, C.PExCGENDER, dummygender, income, 

C.PExCage 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.973 .212  9.293 .000   

dummygender -.093 .088 -.048 -1.066 .287 .775 1.290 

Age -.042 .066 -.033 -.631 .528 .593 1.686 

income .040 .039 .051 1.009 .314 .616 1.624 

PE.AV .552 .047 .486 11.737 .000 .925 1.081 

C.PExCGENDER .054 .104 .023 .518 .605 .799 1.251 

C.PExCage .074 .076 .053 .965 .335 .532 1.879 

CPExC.INCOME -.062 .052 -.067 -1.208 .228 .519 1.928 

a. Dependent Variable: BI.AV 

 

Appendix C1.2: Univariate Analysis of Variance 
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Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source Type III Sum of Squares df Mean Square F Sig. 

Corrected Model 139.802a 32 4.369 6.466 .000 

Intercept 1824.226 1 1824.226 2699.832 .000 

Gender .105 1 .105 .156 .694 

PE.AV 108.804 16 6.800 10.064 .000 

Gender * PE.AV 10.278 15 .685 1.014 .439 

Error 296.624 439 .676   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .320 (Adjusted R Squared = .271) 

Appendix C1.3: Univariate Analysis of Variance 

 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source Type III Sum of Squares df Mean Square F Sig. 

Corrected Model 147.010a 49 3.000 4.375 .000 

Intercept 1008.823 1 1008.823 1470.972 .000 

Age 1.171 3 .390 .569 .636 

PE.AV 84.849 16 5.303 7.732 .000 

Age * PE.AV 17.390 30 .580 .845 .704 

Error 289.416 422 .686   

Total 7903.333 472    
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Corrected Total 436.426 471    

a. R Squared = .337 (Adjusted R Squared = .260) 

 

 

Appendix C1.4: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 162.511a 57 2.851 4.309 .000 

Intercept 1681.980 1 1681.980 2542.181 .000 

income 1.829 3 .610 .921 .430 

PE.AV 102.677 16 6.417 9.699 .000 

income * PE.AV 31.889 38 .839 1.268 .138 

Error 273.914 414 .662   
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Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .372 (Adjusted R Squared = .286) 

 

 

Appendix C2: Regression 

Model Summaryb 

Model R R 

Square 

Adjusted R 

Square 

Std 

Error 

of the 

Estimate 

Change Statistics 

R 

Square 

Change 

F 

Change 

df1 df2 Sig 

F Change 

1 .415a .172 .170 .87685 .172 97.628 1 470 .000 
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a. Predictors: (Constant), EE.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 75.062 1 75.062 97.628 .000a 

Residual 361.363 470 .769   

Total 436.426 471    

a. Predictors: (Constant), EE.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.557 .149  17.131 .000   

EE.AV .425 .043 .415 9.881 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C2.1: Regression 

Model Summaryb 

Model R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .430a .185 .171 .87668 .185 13.105 8 463 .000 

a. Predictors: (Constant), C.EExEDU, EE.AV, C.EExCAGE, dummygender, Education, Exp.AV, 

C.EExCGENDER, Age 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 80.578 8 10.072 13.105 .000a 
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Residual 355.848 463 .769   

Total 436.426 471    

a. Predictors: (Constant), C.EExEDU, EE.AV, C.EExCAGE, dummygender, Education, Exp.AV, 

C.EExCGENDER, Age 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.370 .342  6.929 .000   

dummygender -.180 .092 -.093 -1.948 .052 .772 1.295 

Age -.003 .063 -.002 -.041 .968 .735 1.361 

Education .010 .049 .009 .200 .841 .845 1.183 

Exp.AV .087 .082 .048 1.058 .291 .841 1.189 

EE.AV .397 .046 .387 8.602 .000 .872 1.147 

C.EExCGENDE

R 

.051 .096 .025 .530 .596 .821 1.219 

C.EExCAGE -.048 .062 -.036 -.762 .446 .784 1.275 

C.EExEDU .021 .052 .019 .409 .683 .859 1.164 

a. Dependent Variable: BI.AV 
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Appendix C2.2: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 101.750a 33 3.083 4.035 .000 

Intercept 3475.501 1 3475.501 4548.491 .000 

Gender .629 1 .629 .823 .365 

EE.AV 76.021 16 4.751 6.218 .000 

Gender * EE.AV 10.517 16 .657 .860 .616 

Error 334.676 438 .764   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .233 (Adjusted R Squared = .175) 

 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 112.677a 54 2.087 2.688 .000 

Intercept 1281.690 1 1281.690 1650.861 .000 

Age 7.074 3 2.358 3.037 .029 

EE.AV 36.150 16 2.259 2.910 .000 

Age * EE.AV 19.661 35 .562 .724 .879 

Error 323.749 417 .776   
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Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .258 (Adjusted R Squared = .162) 

 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 111.807a 60 1.863 2.359 .000 

Intercept 2111.594 1 2111.594 2673.491 .000 

Education 5.925 3 1.975 2.501 .059 

EE.AV 28.436 16 1.777 2.250 .004 

Education * EE.AV 18.005 41 .439 .556 .989 

Error 324.619 411 .790   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .256 (Adjusted R Squared = .148) 

 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 161.703a 112 1.444 1.887 .000 

Intercept 989.549 1 989.549 1293.116 .000 

Exp.AV 12.155 13 .935 1.222 .261 
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EE.AV 56.353 16 3.522 4.603 .000 

Exp.AV * EE.AV 62.888 83 .758 .990 .509 

Error 274.722 359 .765   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .371 (Adjusted R Squared = .174) 

 

Appendix C3: Regression 

Model Summaryb 

Mode

l R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .300a .090 .088 .91919 .090 46.536 1 470 .000 

a. Predictors: (Constant), SI.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 39.319 1 39.319 46.536 .000a 

Residual 397.107 470 .845   

Total 436.426 471    
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Model Summaryb 

Mode

l R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .300a .090 .088 .91919 .090 46.536 1 470 .000 

a. Predictors: (Constant), SI.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.993 .150  19.912 .000   

SI.AV .364 .053 .300 6.822 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C3.1: Regression 

Model Summaryb 

Mode

l R 

R 

Square 

Adjuste

d R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Chang

e df1 df2 

Sig. F 

Change 

1 .383

a 

.146 .130 .89796 .146 8.806 9 462 .000 

a. Predictors: (Constant), SI.AV, C.SIxGENDER, Exp.AV, dummygender, C.SIxCEDU, C.SIxCEXP, 

Education, Age, C.SIxCAGE 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 
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1 Regression 63.901 9 7.100 8.806 .000a 

Residual 372.524 462 .806   

Total 436.426 471    

a. Predictors: (Constant), SI.AV, C.SIxGENDER, Exp.AV, dummygender, C.SIxCEDU, 

C.SIxCEXP, Education, Age, C.SIxCAGE 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardise

d 

Coefficient

s 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.040 .367  5.554 .000   

dummygender -.302 .094 -.156 -3.208 .001 .784 1.276 

Age -.028 .064 -.022 -.436 .663 .732 1.365 

Education .062 .050 .058 1.246 .214 .863 1.159 

Exp.AV .247 .081 .138 3.064 .002 .915 1.092 

C.SIxGENDE

R 

.132 .120 .054 1.104 .270 .772 1.296 

C.SIxCAGE -.068 .079 -.043 -.858 .392 .725 1.380 

C.SIxCEDU -.084 .067 -.059 -1.254 .210 .835 1.197 

C.SIxCEXP .069 .102 .030 .672 .502 .924 1.082 

SI.AV .359 .053 .296 6.773 .000 .970 1.031 
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Model Summaryb 

Mode

l R 

R 

Square 

Adjuste

d R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Chang

e df1 df2 

Sig. F 

Change 

1 .383

a 

.146 .130 .89796 .146 8.806 9 462 .000 

a. Dependent Variable: BI.AV 

 

 

Appendix C3.2: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 86.227a 31 2.782 3.495 .000 
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Intercept 3387.752 1 3387.752 4256.472 .000 

Gender .489 1 .489 .615 .433 

SI.AV 57.763 15 3.851 4.838 .000 

Gender * SI.AV 15.105 15 1.007 1.265 .220 

Error 350.199 440 .796   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .198 (Adjusted R Squared = .141) 

 

Appendix C3.3: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 87.034a 49 1.776 2.145 .000 

Intercept 1350.638 1 1350.638 1631.319 .000 

Age 8.286 3 2.762 3.336 .019 

SI.AV 36.916 15 2.461 2.973 .000 

Age * SI.AV 15.587 31 .503 .607 .954 

Error 349.392 422 .828   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .199 (Adjusted R Squared = .106) 
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Appendix C3.4: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 98.098a 55 1.784 2.193 .000 

Intercept 2065.054 1 2065.054 2539.146 .000 

Education 5.417 3 1.806 2.220 .085 

SI.AV 26.746 15 1.783 2.192 .006 

Education * SI.AV 20.872 37 .564 .694 .914 

Error 338.327 416 .813   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .225 (Adjusted R Squared = .122) 

 

Appendix C3.5: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 133.829a 104 1.287 1.561 .001 

Intercept 933.190 1 933.190 1131.805 .000 

Exp.AV 17.070 13 1.313 1.593 .085 

SI.AV 47.477 15 3.165 3.839 .000 
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Exp.AV * SI.AV 54.057 76 .711 .863 .781 

Error 302.597 367 .825   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .307 (Adjusted R Squared = .110) 

 

Appendix C4: Regression 

Model Summaryb 

Model R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .307a .094 .092 .91722 .094 48.755 1 470 .000 

a. Predictors: (Constant), FC.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 41.017 1 41.017 48.755 .000a 

Residual 395.408 470 .841   

Total 436.426 471    

a. Predictors: (Constant), FC.AV 

b. Dependent Variable: BI.AV 
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Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.813 .172  16.347 .000   

FC.AV .396 .057 .307 6.982 .000 1.000 1.000 

a. Dependent Variable: BI.AV 

 

 

Appendix C4.1: Regression 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .344a .118 .109 .90884 .118 12.472 5 466 .000 
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Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .344a .118 .109 .90884 .118 12.472 5 466 .000 

a. Predictors: (Constant), C.FCxC.EXP, FC.AV, C.FCxC.AGE, Age, Exp.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 51.511 5 10.302 12.472 .000a 

Residual 384.915 466 .826   

Total 436.426 471    

a. Predictors: (Constant), C.FCxC.EXP, FC.AV, C.FCxC.AGE, Age, Exp.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.015 .347  5.809 .000   

Age .076 .057 .059 1.320 .188 .947 1.055 

Exp.AV .211 .082 .118 2.576 .010 .908 1.102 

FC.AV .346 .059 .268 5.915 .000 .923 1.084 
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C.FCxC.AGE -.190 .074 -.113 -2.559 .011 .970 1.031 

C.FCxC.EXP .057 .111 .023 .514 .608 .961 1.040 

a. Dependent Variable: BI.AV 

 

Appendix C4.2: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:BI.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 197.457a 186 1.062 1.266 .037 

Intercept 931.596 1 931.596 1111.043 .000 

Age 2.855 3 .952 1.135 .335 

Exp.AV 10.696 12 .891 1.063 .392 

FC.AV 32.641 15 2.176 2.595 .001 

Age * Exp.AV 5.620 12 .468 .558 .874 

Age * FC.AV 8.252 22 .375 .447 .986 

Exp.AV * FC.AV 61.897 64 .967 1.153 .218 

Age * Exp.AV * FC.AV 35.906 46 .781 .931 .603 

Error 238.969 285 .838   

Total 7903.333 472    

Corrected Total 436.426 471    

a. R Squared = .452 (Adjusted R Squared = .095) 
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Appendix C4.3: Regression 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 58.850 1 58.850 136.800 .000a 

Residual 202.191 470 .430   

Total 261.041 471    

a. Predictors: (Constant), FC.AV 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .697 .123  5.665 .000   

FC.AV .475 .041 .475 11.696 .000 1.000 1.000 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .475a .225 .224 .65589 .225 136.800 1 470 .000 

a. Predictors: (Constant), FC.AV 

b. Dependent Variable: AU.AV 
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ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 58.850 1 58.850 136.800 .000a 

Residual 202.191 470 .430   

Total 261.041 471    

a. Dependent Variable: AU.AV 

 

 

Appendix C4.4: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .556a .309 .302 .62213 .309 41.688 5 466 .000 
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .556a .309 .302 .62213 .309 41.688 5 466 .000 

a. Predictors: (Constant), C.FCxC.EXP, FC.AV, C.FCxC.AGE, Age, Exp.AV 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 80.677 5 16.135 41.688 .000a 

Residual 180.364 466 .387   

Total 261.041 471    

a. Predictors: (Constant), C.FCxC.EXP, FC.AV, C.FCxC.AGE, Age, Exp.AV 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -.411 .237  -1.729 .084   

Age .247 .039 .249 6.282 .000 .947 1.055 

Exp.AV .229 .056 .165 4.079 .000 .908 1.102 

FC.AV .404 .040 .404 10.080 .000 .923 1.084 
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C.FCxC.AGE -.017 .051 -.013 -.337 .736 .970 1.031 

C.FCxC.EXP .174 .076 .090 2.290 .022 .961 1.040 

a. Dependent Variable: AU.AV 

 

Appendix C4.5: Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable:AU.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 101.103a 48 2.106 5.571 .000 

Intercept 360.384 1 360.384 953.136 .000 

Age 16.503 3 5.501 14.549 .000 

FC.AV 34.271 15 2.285 6.043 .000 

Age * FC.AV 7.472 30 .249 .659 .918 

Error 159.938 423 .378   

Total 2327.050 472    

Corrected Total 261.041 471    

a. R Squared = .387 (Adjusted R Squared = .318) 

 

Tests of Between-Subjects Effects 

Dependent Variable:AU.AV 

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 99.234a 101 .983 2.247 .000 
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Intercept 215.024 1 215.024 491.691 .000 

Exp.AV 6.053 13 .466 1.065 .389 

FC.AV 33.118 15 2.208 5.049 .000 

Exp.AV * FC.AV 26.550 73 .364 .832 .830 

Error 161.807 370 .437   

Total 2327.050 472    

Corrected Total 261.041 471    

a. R Squared = .380 (Adjusted R Squared = .211) 

 

Appendix C5: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .453a .205 .203 .85928 .205 121.077 1 470 .000 

a. Predictors: (Constant), PC.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 89.398 1 89.398 121.077 .000a 

Residual 347.028 470 .738   

Total 436.426 471    
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .453a .205 .203 .85928 .205 121.077 1 470 .000 

a. Predictors: (Constant), PC.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.442 .234  6.166 .000   

PC.AV .796 .072 .453 11.003 .000 1.000 1.000 

a. Dependent Variable: BI.AV 

 

Appendix C5.1: Regression SECURITY 

Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .433a .187 .185 .86880 .187 108.183 1 470 .000 
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Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .433a .187 .185 .86880 .187 108.183 1 470 .000 

a. Predictors: (Constant), SECURITY  

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 81.659 1 81.659 108.183 .000a 

Residual 354.766 470 .755   

Total 436.426 471    

a. Predictors: (Constant), SECURITY  

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.963 .105  28.108 .000   

SECURITY .379 .036 .433 10.401 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C5.2: Regression PRIVACY 

Model Summaryb 

Model R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .543a .294 .293 .80945 .294 196.082 1 470 .000 

a. Predictors: (Constant), PRIVACY 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 128.476 1 128.476 196.082 .000a 

Residual 307.950 470 .655   

Total 436.426 471    
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Model Summaryb 

Model R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .543a .294 .293 .80945 .294 196.082 1 470 .000 

a. Predictors: (Constant), PRIVACY 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.578 .107  24.170 .000   

PRIVACY .451 .032 .543 14.003 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C5.3: Regression TRUST 

Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .471a .222 .221 .84985 .222 134.260 1 470 .000 

a. Predictors: (Constant), TRUST 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 96.969 1 96.969 134.260 .000a 

Residual 339.456 470 .722   

Total 436.426 471    
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Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .471a .222 .221 .84985 .222 134.260 1 470 .000 

a. Predictors: (Constant), TRUST 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.816 .108  26.167 .000   

TRUST .429 .037 .471 11.587 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C5.4: Regression 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .186a .035 .033 .94678 .035 16.864 1 470 .000 

a. Predictors: (Constant), Risk.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 15.117 1 15.117 16.864 .000a 

Residual 421.309 470 .896   

Total 436.426 471    
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Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .186a .035 .033 .94678 .035 16.864 1 470 .000 

a. Predictors: (Constant), Risk.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 4.661 .172  27.090 .000   

Risk.AV -.184 .045 -.186 -4.107 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C5.5: Regression RISK 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .186a .035 .031 .94779 .035 8.416 2 469 .000 

a. Predictors: (Constant), RISK2, RISK1 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 15.121 2 7.560 8.416 .000a 

Residual 421.305 469 .898   

Total 436.426 471    
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Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .186a .035 .031 .94779 .035 8.416 2 469 .000 

a. Predictors: (Constant), RISK2, RISK1 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 4.661 .172  27.061 .000   

RISK1 -.095 .051 -.106 -1.869 .062 .639 1.565 

RISK2 -.089 .050 -.102 -1.797 .073 .639 1.565 

a. Dependent Variable: BI.AV 
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Appendix C6: Regression CB 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .168a .028 .026 .94990 .028 13.672 1 470 .000 

a. Predictors: (Constant), CB.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 12.337 1 12.337 13.672 .000a 

Residual 424.089 470 .902   

Total 436.426 471    
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .168a .028 .026 .94990 .028 13.672 1 470 .000 

a. Predictors: (Constant), CB.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 4.647 .186  24.958 .000   

CB.AV -.207 .056 -.168 -3.698 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C6.1: Regression 

 Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .028a .001 -.001 .96325 .001 .362 1 470 .547 

a. Predictors: (Constant), LANGUAGE Q45 CB 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .336 1 .336 .362 .547a 

Residual 436.089 470 .928   
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Total 436.426 471    

a. Predictors: (Constant), LANGUAGE Q45 CB 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 3.906 .126  30.935 .000   

LANGUAGE Q45 

CB 

.021 .035 .028 .602 .547 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C6.2: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .073a .005 .003 .96103 .005 2.533 1 470 .112 

a. Predictors: (Constant), Religion.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2.339 1 2.339 2.533 .112a 

Residual 434.086 470 .924   

Total 436.426 471    

a. Predictors: (Constant), Religion.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 4.202 .148  28.413 .000   

Religion.AV -.073 .046 -.073 -1.592 .112 1.000 1.000 
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .073a .005 .003 .96103 .005 2.533 1 470 .112 

a. Dependent Variable: BI.AV 

 

 

Appendix C7: Regression  

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .380a .145 .143 .89121 .145 79.479 1 470 .000 



Appendix C: Statistical Analysis 

243 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .380a .145 .143 .89121 .145 79.479 1 470 .000 

a. Predictors: (Constant), SE.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 63.127 1 63.127 79.479 .000a 

Residual 373.299 470 .794   

Total 436.426 471    

a. Predictors: (Constant), SE.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.357 .186  12.651 .000   

SE.AV .473 .053 .380 8.915 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C8: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .268a .072 .070 .92838 .072 36.362 1 470 .000 

a. Predictors: (Constant), AX.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 31.340 1 31.340 36.362 .000a 

Residual 405.086 470 .862   

Total 436.426 471    
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Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .268a .072 .070 .92838 .072 36.362 1 470 .000 

a. Predictors: (Constant), AX.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 4.847 .150  32.216 .000   

AX.AV -.254 .042 -.268 -6.030 .000 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C9: Regression 

 Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .578a .334 .333 .78639 .334 235.726 1 470 .000 

a. Predictors: (Constant), AT.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 145.774 1 145.774 235.726 .000a 

Residual 290.651 470 .618   

Total 436.426 471    

a. Predictors: (Constant), AT.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.734 .151  11.522 .000   

AT.AV .618 .040 .578 15.353 .000 1.000 1.000 
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 Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .578a .334 .333 .78639 .334 235.726 1 470 .000 

a. Dependent Variable: BI.AV 

 

 

Appendix C10: Regression 

 Model Summaryb 

Model R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .378a .143 .141 .68993 .143 78.395 1 470 .000 
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 Model Summaryb 

Model R R Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .378a .143 .141 .68993 .143 78.395 1 470 .000 

a. Predictors: (Constant), BI.AV 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 37.317 1 37.317 78.395 .000a 

Residual 223.724 470 .476   

Total 261.041 471    

a. Predictors: (Constant), BI.AV 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .929 .135  6.875 .000   

BI.AV .292 .033 .378 8.854 .000 1.000 1.000 

a. Dependent Variable: AU.AV 
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Appendix C11: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .104a .011 .009 .95844 .011 5.099 1 470 .024 

a. Predictors: (Constant), PF.AV 

b. Dependent Variable: BI.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 4.684 1 4.684 5.099 .024a 

Residual 431.742 470 .919   

Total 436.426 471    
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .104a .011 .009 .95844 .011 5.099 1 470 .024 

a. Predictors: (Constant), PF.AV 

b. Dependent Variable: BI.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 3.513 .210  16.709 .000   

PF.AV .130 .058 .104 2.258 .024 1.000 1.000 

a. Dependent Variable: BI.AV 
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Appendix C11.1: Regression 

 Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Chang

e 

1 .051a .003 .000 .74430 .003 1.205 1 470 .273 

a. Predictors: (Constant), LA.AV 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .668 1 .668 1.205 .273a 

Residual 260.373 470 .554   

Total 261.041 471    

a. Predictors: (Constant), LA.AV 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.243 .142  15.832 .000   

LA.AV -.040 .036 -.051 -1.098 .273 1.000 1.000 
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 Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Chang

e 

1 .051a .003 .000 .74430 .003 1.205 1 470 .273 

a. Dependent Variable: AU.AV 

 

 

Appendix C11.2: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .174a .030 .026 .73460 .030 7.364 2 469 .001 
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .174a .030 .026 .73460 .030 7.364 2 469 .001 

a. Predictors: (Constant), LA2, LA1 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 7.948 2 3.974 7.364 .001a 

Residual 253.093 469 .540   

Total 261.041 471    

a. Predictors: (Constant), LA2, LA1 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 2.253 .140  16.110 .000   

LA1 -.181 .047 -.250 -3.821 .000 .482 2.074 

LA2 .145 .048 .196 2.998 .003 .482 2.074 
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .174a .030 .026 .73460 .030 7.364 2 469 .001 

a. Dependent Variable: AU.AV 

 

 

Appendix C11.3: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .109a .012 .010 .74081 .012 5.655 1 470 .018 
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Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .109a .012 .010 .74081 .012 5.655 1 470 .018 

a. Predictors: (Constant), DELIVERY SYSTEM  

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 3.103 1 3.103 5.655 .018a 

Residual 257.938 470 .549   

Total 261.041 471    

a. Predictors: (Constant), DELIVERY SYSTEM  

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.828 .116  15.746 .000   

DELIVERY 

SYSTEM  

.069 .029 .109 2.378 .018 1.000 1.000 

a. Dependent Variable: AU.AV 
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Appendix C11.4: Regression 

 Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .156a .024 .022 .73617 .024 11.669 1 470 .001 

a. Predictors: (Constant), ADDRESS 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 6.324 1 6.324 11.669 .001a 

Residual 254.717 470 .542   
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Total 261.041 471    

a. Predictors: (Constant), ADDRESS 

b. Dependent Variable: AU.AV 

 

Collinearity Diagnosticsa 

Model Dimension Eigenvalue Condition Index 

Variance Proportions 

(Constant) ADDRESS 

1 1 1.947 1.000 .03 .03 

2 .053 6.056 .97 .97 

a. Dependent Variable: AU.AV 

 

 

Appendix C11.5: Regression 
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Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. 

F 

Chan

ge 

1 .009a .000 -.002 .74522 .000 .042 1 470 .838 

a. Predictors: (Constant), QIS.AV 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .023 1 .023 .042 .838a 

Residual 261.018 470 .555   

Total 261.041 471    

a. Predictors: (Constant), QIS.AV 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients t Sig. Collinearity Statistics 
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B Std. Error Beta Tolerance VIF 

1 (Constant) 2.114 .112  18.911 .000   

QIS.AV -.007 .034 -.009 -.204 .838 1.000 1.000 

a. Dependent Variable: AU.AV 
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Appendix C11.6: Regression 

Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .075a .006 .001 .74396 .006 1.321 2 469 .268 

a. Predictors: (Constant), QIS2, QIS1 

b. Dependent Variable: AU.AV 

 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1.462 2 .731 1.321 .268a 

Residual 259.579 469 .553   

Total 261.041 471    
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Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .075a .006 .001 .74396 .006 1.321 2 469 .268 

a. Predictors: (Constant), QIS2, QIS1 

b. Dependent Variable: AU.AV 

 

Coefficientsa 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.071 .115  18.066 .000   

QIS1 .043 .033 .066 1.285 .199 .802 1.247 

QIS2 -.045 .031 -.075 -1.464 .144 .802 1.247 

a. Dependent Variable: AU.AV 
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Appendix D: Descriptive Analysis 

Cronbach Alpha (between 83 and 88%) 

Sections of Survey Questions Reliability 

Cronbach Alpha 

Experiences 4 0.879 

Consumptions of On-line Shopping 45 0.826 

Actual Usage 10 0.878 

Total 59 0.876 

Distribution of Respondents by Gender 

Gender Response Number Response Percentage 

Male 260 55.1% 

Female 212 44.9% 

Total 472 100% 

Distribution of Respondents by Age 

Age Response Number Response Percentage 

< 25 246 52.1 

26-35 162 34.3 

36-45 56 11.9 

> 46 8 1.7 

Total 472 100 

Level of Education 
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Level of Education Response Number Response Percentage 

High School & Below 62 13.1 

Deplume 28 5.9 

Bachelor 268 56.8 

Higher Education 98 20.8 

Other 16 3.4 

Total 472 100 

Type of Employment 

Type of Employment Response Number Response Percentage 

Not Working (Students) 188 39.8 

Public Sector 133 28.2 

Private Sector 47 10 

Free Lancing 10 2.1 

Other 94 19.9 

Total 472 100 

Income 

Income  Response Number Response Percentage 

=<3000 223 47.2 

3000-6000 68 14.4 

6000- 9000 71 15 

=>9000 110 23.3 

Total 472 100 
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 Questions Mean Std. Dev. 

Part : Computer and Internet Experience 

1. Your general computer knowledge is 4.297 0.814 

2. Your Internet knowledge is 4.362 0.825 

3. How long have you been using the Internet 3.89 0.412 

4. How often do you use the Internet per day 3.218 0.803 

Part 2: Demographics Information 

5. Gender 1.449 0.497 

6. Age 1.631 0.756 

7. Your level of Education 2.953 0.962 

8. Type of employment 2.341 1.503 

9. Your Income 2.144 1.239 

Part 3: Assesses Perceptions 

Using a Rating Scale of 1 to 5 between strongly disagree to strongly agree. 

Constructs, 

Independent Factors 

Items Mean Std. Dev. 

Performance Expectancy (PE) 

10. PE1: I find on-line shopping useful in our daily life. 3.572 1.021 

11. PE2: Using on-line shopping enables me to accomplish my 

shopping more quickly 

3.701 1.038 

12. PE3: Using on-line shopping increases the effective use of my 

time in handling my shopping. 

3.765 1.007 

13. PE4: Using on-line shopping increases my chances to save my 

time and getting good services 

3.746 0.943 

Effort Expectancy (EE) 

14. EE1: My interaction with on-line shopping is clear and 

understandable 

3.104 1.05 

15. EE2: It is easy for me to become skilful at using on-line 

shopping 

3.208 1.138 

16. EE3: I find on-line shopping easy to use 3.335 1.16 

17. EE4: Learning to use on-line shopping is easy for me 3.712 1.001 
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Social Influence (SI) 

18. SI1: People who influence my behaviour think that I should use 

on-line shopping 

2.642 0.998 

19. SI2: People who are important to me think that I should use on-

line shopping. 

2.822 1.059 

20. SI3: People who are around are on-line shopping users. 2.746 1.173 

21. SI4: In general, Qatari people have supported the use of on-line 

shopping 

2.6 0.971 

Facilitating Conditions (FC) 

22. FC1: I have the resources necessary to use on-line shopping 2.992 1.2 

23. FC2: I have the knowledge necessary to use on-line shopping. 3.184 1.194 

24. FC3: On-line shopping system is not compatible with other 

systems I use 

2.699 0.87 

25. FC4: A specific person or group (Instructions) is available for 

assistance with on-line shopping difficulties 

2.877 1.074 

Computer Self-Efficacy (SE) 

26. SE1: I can complete using on-line shopping, if there is no one 

around to tell me what to do as I go 

3.398 1.182 

27. SE2: I can complete using on-line shopping, if I can call 

someone for help if I got stuck 

3.203 1.048 

28. SE3: I can complete using on-line shopping, if I have just the 

built-in help facility for assistance 

3.686 0.956 

Computer Anxiety (AX) 

29. AX1: I feel apprehensive about on-line shopping 3.434 1.23 

30. AX2: It scares me to think that I could lose a lot of information 

using on-line shopping by hitting the wrong key 

3.426 1.221 

31. AX3: I hesitate to shopping on-line for fear of making mistakes 

I cannot correct 

3.354 1.257 

32. AX4: On-line shopping is somewhat intimidating to me 3.502 1.153 

Attitude toward using Technology (AT) 

33. AT1: Using on-line shopping is a good idea 4.114 0.909 

34. AT2: On-line shopping makes shopping more interesting 3.53 1.11 

35. AT3: Use of on-line shopping is fun 3.585 1.05 
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36. AT4: I like working with on-line shopping system 3.29 1.145 

Behavioural Intention (BI) 

37. BI1: I intend to use on-line shopping in the future 3.966 1.029 

38. BI2: I predict I would use on-line shopping in the future 4.087 0.963 

39. BI3: I plan to use on-line shopping in the future 3.878 1.106 

Perceived Credibility (PC) 

40. PC1: I feel confidence and privacy when I use on-line shopping 3.102 1.156 

41. PC2: I feel secure and safety when I use on-line shopping 2.693 1.095 

42. PC3: I trust the on-line shopping system 2.718 1.055 

43. PC4: I feel risky not to get the required products/services 3.695 1.064 

44. PC5: I feel risky when I conduct on-line transactions 3.744 1.099 

Cultural Background (CB) 

45. CB1: I feel the language is an obstacle to practise on-line 

shopping 

3.424 1.29 

46. CB2: I feel that some financial transaction for on-line shopping 

conflict with the principles of religion 

3.21 1.088 

47. CB3: I feel that on-line payment methods such as credit cards 

are contrary to the principles of religion 

2.962 1.091 

48. CB: I prefer to use the traditional commerce to avoid the 

technological complexity in on-line shopping 

3.36 1.206 

Prevention Factors (PF) 

49. PF1: I feel that the absence or weakness of the laws that protect 

and regulate commercial transactions via the Internet prevents 

(limit) my use of on-line shopping 

3.847 1.03 

50. PF2: I feel that the inability of the current legislative 

institutions dealing with commercial issues via the Internet 

prevents (limit) my use of on-line shopping 

3.712 1.009 

51. PF3: The Low quality of Internet services, prevents (limit) my 

use of On-line shopping 

3.472 1.149 

52. PF4: High prices of internet subscription prevents (limit) my 

use of on-line shopping 

2.811 1.24 

53. PF5: The lack of a home’s addresses prevents (limit) my use of 

on-line shopping 

3.701 1.249 

54. PF6: The absence of a reliable delivery system prevents (limit) 3.833 1.173 
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my use of on- line shopping 

Part 4: Actual Usage of E-commerce 

56. How long have you been using on-line shopping facilities? 2.273 1.584 

57. On weekly basis, how many times do you use on-line 

shopping? 

1.572 0.77 

E-commerce Usage 

58. How frequently do you use on-line shopping for the following 

service: 

  

Buy E.products/ goods/tickets, etc. 1.97 1.091 

Sell: E.products/ goods/tickets, etc. 1.356 0.745 

Bank services 2.731 1.268 

Stock Market Trade 1.871 1.147 

Travelling & Insurance Services 2.273 1.211 

Paying Bills 2.936 1.245 

Auction 1.456 0.87 

Exchange of information 2.559 1.281 

Averages 2.144 1.107 

Sum 472 
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Appendix E: Results Summary 

Section 1 

  

1.      Your general computer knowledge is 
 

Response 

Percent 
 

Response 

Total 
 

1 Very poor 
  

 

0.8% 4 

2 poor 
  

 

0.8% 4 

3 moderate 
  

 

15% 71 

4 Good 
  

 

34.3% 162 

5 Very Good 
  

 

48.9% 231 

Key Analysis Statistics based on 472 respondent(s). 0 skipped. 

Mean: 4.297 Standard Deviation: 0.814 

Variance: 0.662 Standard Error: 0.037 

Confidence Interval @ 95%: [4.223 - 4.37]      n = 

472 Satisfaction Rate: 82.42 
  

  

  

2.      Your Internet knowledge is 
 

Response 

Percent 
 

Response 

Total 
 

1 Very poor 
  

 

1.1% 5 

2 poor 
  

 

1.3% 6 

3 moderate 
  

 

12.3% 58 

4 Good 
  

 

31.1% 147 

5 Very Good 
  

 

54.2% 256 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   4.362  Standard Deviation:   0.825 

 Variance:   0.68  Standard Error:   0.038 

 Confidence Interval @ 95%:  [4.288 - 4.437]      n = 

472  Satisfaction Rate:   84.06 
  

  

  

3.      How long have you been using the Internet? 
 

Response 

Percent 
 

Response 

Total 
 

1 Don’t use 
  

 

0.4% 2 



Appendix E: Results Summary 

270 

 

2 - 1yr 
  

 

2.3% 11 

3 1- 2 yrs 
  

 

5.1% 24 

4 2 yrs + 
  

 

92.2% 435 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   3.89  Standard Deviation:   0.412 

 Variance:   0.17  Standard Error:   0.019 

 Confidence Interval @ 95%:  [3.853 - 3.927]      n = 

472  Satisfaction Rate:   96.33 
  

  

  

4.      How often do you use the Internet per day? 
 

Response 

Percent 
 

Response 

Total 
 

1 Don’t use 
  

 

1.3% 6 

2 1-2 hrs 
  

 

19.9% 94 

3 3- 4 hrs 
  

 

34.5% 163 

4 + 4 hrs 
  

 

44.3% 209 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   3.218  Standard Deviation:   0.803 

 Variance:   0.645  Standard Error:   0.037 

 Confidence Interval @ 95%:  [3.146 - 3.291]      n = 

472  Satisfaction Rate:   73.94 
  

  

 

 

 

Section 2 

  

5. Gender: 
 

Response 

Percent 
 

Response 

Total 
 

1 Male 
  

 

55.1% 260 

2 Female 
  

 

44.9% 212 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   1.449  Standard Deviation:   0.497 

 Variance:   0.247  Standard Error:   0.023 

 Confidence Interval @ 95%:  [1.404 - 1.494]      n = 

472 
 Satisfaction Rate:   44.92 
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6.   Age  
 

Response 

Percent 
 

Response 

Total 
 

1 25 & below 
  

 

52.1% 246 

2 35-26 
  

 

34.3% 162 

3 45-36 
  

 

11.9% 56 

4 46 or above 
  

 

1.7% 8 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   1.631  Standard Deviation:   0.756 

 Variance:   0.572  Standard Error:   0.035 

 Confidence Interval @ 95%:  [1.563 - 1.7]      n = 472  Satisfaction Rate:   21.05 
  

  

  

7. Your level of education 
 

Response 

Percent 
 

Response 

Total 
 

1 High school & below 
  

 

13.1% 62 

2 diploma 
  

 

5.9% 28 

3 Bachelor 
  

 

56.8% 268 

4 higher education 
  

 

20.8% 98 

5 other 
  

 

3.4% 16 

Text Answers for(Others, please specify) 

  

 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   2.953  Standard Deviation:   0.962 

 Variance:   0.926  Standard Error:   0.044 

 Confidence Interval @ 95%:  [2.867 - 3.04]      n = 

472  Satisfaction Rate:   48.83 
  

  

  

8. Type of employment 
 

Response 

Percent 
 

Response 

Total 
 

1 Not working 
  

 

39.8% 188 

2 Public sector 
  

 

28.2% 133 

3 Private Sector 
  

 

10% 47 
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4 Free lancing 
  

 

2.1% 10 

5 other 
  

 

19.9% 94 

Text Answers for (Others, please specify) 

  

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   2.341  Standard Deviation:   1.503 

 Variance:   2.259  Standard Error:   0.069 

 Confidence Interval @ 95%:  [2.206 - 2.477]      n = 

472  Satisfaction Rate:   33.53 
  

  

  

9. Your income 
 

Response 

Percent 
 

Response 

Total 
 

1 1333  SR or less 
  

 

47.2% 223 

2 3000-6000 
  

 

14.4% 68 

3 6001- 9000 
  

 

15% 71 

4 0333 or more 
  

 

23.3% 110 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   2.144  Standard Deviation:   1.239 

 Variance:   1.534  Standard Error:   0.057 

 Confidence Interval @ 95%:  [2.032 - 2.256]      n = 

472  Satisfaction Rate:   38.14 
  

  

 

 

 

Section 3 

  

10. PE1: I find on-line shopping useful in our daily life. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 4.03% 
( 19 ) 

9.96% 
( 47 ) 

28.6% 
( 135 ) 

39.62% 
( 187 ) 

17.8% 
( 84 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.572   1.041   1.021   64.3   472  
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 -   Averages:  3.572   1.041   1.021   64.3   472  
  

  

  

11. PE2: Using on-line shopping enables me to accomplish my shopping more 

quickly.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 2.97% 
( 14 ) 

11.44% 
( 54 ) 

21.19% 
( 100 ) 

41.31% 
( 195 ) 

23.09% 
( 109 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.701   1.078   1.038   67.53   472  

 -   Averages:  3.701   1.078   1.038   67.53   472  
  

  

  

12. PE3: Using on-line shopping increases the effective use of my time in handling 

my shopping.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 3.18% 
( 15 ) 

8.47% 
( 40 ) 

20.76% 
( 98 ) 

43.86% 
( 207 ) 

23.73% 
( 112 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.765   1.015   1.007   69.12   472  

 -   Averages:  3.765   1.015   1.007   69.12   472  
  

  

  

13. PE4: Using on-line shopping increases my chances to save my time and getting 

good services.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 1.69% 
( 8 ) 

8.69% 
( 41 ) 

24.15% 
( 114 ) 

44.28% 
( 209 ) 

21.19% 
( 100 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.746   0.889   0.943   68.64   472  

 -   Averages:  3.746   0.889   0.943   68.64   472  
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14.   EE1: My interaction with on-line shopping is clear and understandable. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 6.57% 
( 31 ) 

23.73% 
( 112 ) 

29.45% 
( 139 ) 

33.26% 
( 157 ) 

6.99% 
( 33 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.104   1.102   1.05   52.6   472  

 -   Averages:  3.104   1.102   1.05   52.6   472  
  

  

  

15. EE2: It is easy for me to become skilful at using on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 7.63% 
( 36 ) 

21.61% 
( 102 ) 

25.21% 
( 119 ) 

33.47% 
( 158 ) 

12.08% 
( 57 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.208   1.296   1.138   55.19   472  

 -   Averages:  3.208   1.296   1.138   55.19   472  
  

  

  

16. EE3: I find on-line shopping easy to use. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 6.78% 
( 32 ) 

20.13% 
( 95 ) 

21.61% 
( 102 ) 

35.81% 
( 169 ) 

15.68% 
( 74 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.335   1.346   1.16   58.37   472  

 -   Averages:  3.335   1.346   1.16   58.37   472  
  

  

  

17. EE4: Learning to use on-line shopping is easy for me. 
  

 
Strongly Disagree Neural Agree Strongly Responses 
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disagree agree 

- 2.97% 
( 14 ) 

11.23% 
( 53 ) 

17.16% 
( 81 ) 

48.94% 
( 231 ) 

19.7% 
( 93 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.712   1.002   1.001   67.8   472  

 -   Averages:  3.712   1.002   1.001   67.8   472  
  

  

  

18. AT1: Using on-line shopping is a good idea. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 1.69% 
( 8 ) 

4.45% 
( 21 ) 

12.71% 
( 60 ) 

43.01% 
( 203 ) 

38.14% 
( 180 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  4.114   0.826   0.909   77.86   472  

 -   Averages:  4.114   0.826   0.909   77.86   472  
  

  

  

19. AT2: On-line shopping makes shopping more interesting. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 4.87% 
( 23 ) 

14.19% 
( 67 ) 

24.36% 
( 115 ) 

36.23% 
( 171 ) 

20.34% 
( 96 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.53   1.232   1.11   63.24   472  

 -   Averages:  3.53   1.232   1.11   63.24   472  
  

  

  

20. AT3: Use of on-line shopping is fun. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 - 3.81% 
( 18 ) 

12.29% 
( 58 ) 

24.79% 
( 117 ) 

39.83% 
( 188 ) 

19.28% 
( 91 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 
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 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.585   1.103   1.05   64.62   472  

 -   Averages:  3.585   1.103   1.05   64.62   472  
  

  

  

21. AT4: I like working with on-line shopping system. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 8.05% 
( 38 ) 

17.37% 
( 82 ) 

25.85% 
( 122 ) 

34.96% 
( 165 ) 

13.77% 
( 65 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.29   1.312   1.145   57.26   472  

 -   Averages:  3.29   1.312   1.145   57.26   472  
  

  

  

22. SI1: People who influence my behaviour think that I should use on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 12.5% 
( 59 ) 

32.84% 
( 155 ) 

36.44% 
( 172 ) 

14.41% 
( 68 ) 

3.81% 
( 18 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.642   0.997   0.998   41.05   472  

 -   Averages:  2.642   0.997   0.998   41.05   472  
  

  

  

23. People who are important to me think that I should use on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 10.59% 
( 50 ) 

29.24% 
( 138 ) 

33.05% 
( 156 ) 

21.61% 
( 102 ) 

5.51% 
( 26 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.822   1.121   1.059   45.55   472  

 -   Averages:  2.822   1.121   1.059   45.55   472  
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24. SI3: People who are around are on-line shopping users. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 15.25% 
( 72 ) 

32.2% 
( 152 ) 

22.03% 
( 104 ) 

23.73% 
( 112 ) 

6.78% 
( 32 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.746   1.376   1.173   43.64   472  

 -   Averages:  2.746   1.376   1.173   43.64   472  
  

  

  

25. SI4: In general, Saudi people have supported the use of on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 12.29% 
( 58 ) 

36.02% 
( 170 ) 

33.47% 
( 158 ) 

15.89% 
( 75 ) 

2.33% 
( 11 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.6   0.943   0.971   39.99   472  

 -   Averages:  2.6   0.943   0.971   39.99   472  
  

  

  

26. FC1: I have the resources necessary to use on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 12.29% 
( 58 ) 

26.48% 
( 125 ) 

20.13% 
( 95 ) 

31.99% 
( 151 ) 

9.11% 
( 43 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.992   1.441   1.2   49.79   472  

 -   Averages:  2.992   1.441   1.2   49.79   472  
  

  

  

27. FC2: I have the knowledge necessary to use on-line shopping. 
  

 
Strongly Disagree Neural Agree Strongly Responses 
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disagree agree 

- 9.32% 
( 44 ) 

23.09% 
( 109 ) 

20.13% 
( 95 ) 

34.75% 
( 164 ) 

12.71% 
( 60 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.184   1.426   1.194   54.61   472  

 -   Averages:  3.184   1.426   1.194   54.61   472  
  

  

  

28. FC3: On-line shopping system is not compatible with other systems I use. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 9.32% 
( 44 ) 

28.18% 
( 133 ) 

47.03% 
( 222 ) 

14.19% 
( 67 ) 

1.27% 
( 6 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.699   0.757   0.87   42.48   472  

 -   Averages:  2.699   0.757   0.87   42.48   472  
  

  

  

29. FC4: A specific person or group (Instructions) is available for assistance with on-

line shopping difficulties.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 11.44% 
( 54 ) 

25.21% 
( 119 ) 

32.63% 
( 154 ) 

25.64% 
( 121 ) 

5.08% 
( 24 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.877   1.154   1.074   46.93   472  

 -   Averages:  2.877   1.154   1.074   46.93   472  
  

  

  

30. SE1: I can complete using on-line shopping, if there is no one around to tell me 

what to do as I go.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 
- 6.14% 

( 29 ) 
20.34% 

( 96 ) 
20.13% 

( 95 ) 
34.32% 
( 162 ) 

19.07% 
( 90 ) 472 
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Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.398   1.396   1.182   59.96   472  

 -   Averages:  3.398   1.396   1.182   59.96   472  
  

  

  

31. SE2: I can complete using on-line shopping, if I can call someone for help if I got 

stuck.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 6.14% 
( 29 ) 

19.7% 
( 93 ) 

30.51% 
( 144 ) 

34.96% 
( 165 ) 

8.69% 
( 41 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.203   1.098   1.048   55.08   472  

 -   Averages:  3.203   1.098   1.048   55.08   472  
  

  

  

32. SE3: I can complete using on-line shopping, if I have just the built-in help facility 

for assistance.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 2.33% 
( 11 ) 

10.17% 
( 48 ) 

21.82% 
( 103 ) 

47.88% 
( 226 ) 

17.8% 
( 84 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.686   0.914   0.956   67.16   472  

 -   Averages:  3.686   0.914   0.956   67.16   472  
  

  

  

33. AX1: I feel apprehensive about on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 7.2% 
( 34 ) 

19.07% 
( 90 ) 

19.49% 
( 92 ) 

31.57% 
( 149 ) 

22.67% 
( 107 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.434   1.513   1.23   60.86   472  
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 -   Averages:  3.434   1.513   1.23   60.86   472  
  

  

  

34. AX2: It scares me to think that I could lose a lot of information using on-line 

shopping by hitting the wrong key.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 6.57% 
( 31 ) 

20.76% 
( 98 ) 

18.01% 
( 85 ) 

32.84% 
( 155 ) 

21.82% 
( 103 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.426   1.49   1.221   60.65   472  

 -   Averages:  3.426   1.49   1.221   60.65   472  
  

  

  

35. AX3: I hesitate to shopping on-line for fear of making mistakes I cannot correct. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 8.69% 
( 41 ) 

20.97% 
( 99 ) 

17.16% 
( 81 ) 

32.63% 
( 154 ) 

20.55% 
( 97 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.354   1.58   1.257   58.85   472  

 -   Averages:  3.354   1.58   1.257   58.85   472  
  

  

  

36. AX4: On-line shopping is somewhat intimidating to me. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 5.08% 
( 24 ) 

18.01% 
( 85 ) 

19.28% 
( 91 ) 

36.86% 
( 174 ) 

20.76% 
( 98 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.502   1.331   1.153   62.55   472  

 -   Averages:  3.502   1.331   1.153   62.55   472  
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37. BI1: I intend to use on-line shopping in the future. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 3.18% 
( 15 ) 

7.2% 
( 34 ) 

13.98% 
( 66 ) 

41.1% 
( 194 ) 

34.53% 
( 163 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.966   1.058   1.029   74.15   472  

 -   Averages:  3.966   1.058   1.029   74.15   472  
  

  

  

38. BI2: I predict I would use on-line shopping in the future. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 2.75% 
( 13 ) 

4.03% 
( 19 ) 

13.77% 
( 65 ) 

40.68% 
( 192 ) 

38.77% 
( 183 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  4.087   0.927   0.963   77.17   472  

 -   Averages:  4.087   0.927   0.963   77.17   472  
  

  

  

39. BI3: I plan to use on-line shopping in the future. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 4.72% 
( 22 ) 

7.73% 
( 36 ) 

16.52% 
( 77 ) 

37.12% 
( 173 ) 

33.91% 
( 158 ) 466 

Key Analysis  Statistics based on 466 respondent(s) 6 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.878   1.223   1.106   71.94   466  

 -   Averages:  3.878   1.223   1.106   71.94   466  
  

 

 

  

40. PC1: I feel confidence and privacy when I use on-line shopping. 
  

 
Strongly Disagree Neural Agree Strongly Responses 
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disagree agree 

- 10.17% 
( 48 ) 

20.34% 
( 96 ) 

30.08% 
( 142 ) 

27.97% 
( 132 ) 

11.44% 
( 54 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.102   1.337   1.156   52.54   472  

 -   Averages:  3.102   1.337   1.156   52.54   472  
  

  

  

41. PC2: I feel secure and safety when I use on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 15.68% 
( 74 ) 

27.75% 
( 131 ) 

33.47% 
( 158 ) 

17.8% 
( 84 ) 

5.3% 
( 25 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.693   1.2   1.095   42.32   472  

 -   Averages:  2.693   1.2   1.095   42.32   472  
  

  

  

42. PC3: I trust the on-line shopping system. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 13.98% 
( 66 ) 

27.12% 
( 128 ) 

36.65% 
( 173 ) 

17.58% 
( 83 ) 

4.66% 
( 22 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.718   1.113   1.055   42.96   472  

 -   Averages:  2.718   1.113   1.055   42.96   472  
  

  

  

43. PC4: I feel risky not to get the required products/services. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 4.03% 
( 19 ) 

10.17% 
( 48 ) 

21.82% 
( 103 ) 

40.25% 
( 190 ) 

23.73% 
( 112 ) 472 

 
Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 
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 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.695   1.131   1.064   67.37   472  

 -   Averages:  3.695   1.131   1.064   67.37   472  
  

  

  

44. PC5: I feel risky when I conduct on-line transactions. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 3.18% 
( 15 ) 

12.08% 
( 57 ) 

21.19% 
( 100 ) 

34.32% 
( 162 ) 

29.24% 
( 138 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.744   1.208   1.099   68.59   472  

 -   Averages:  3.744   1.208   1.099   68.59   472  
  

  

  

45. CB1: I feel the language is an obstacle to practise on-line shopping. 
  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 9.32% 
( 44 ) 

18.43% 
( 87 ) 

17.37% 
( 82 ) 

30.3% 
( 143 ) 

24.58% 
( 116 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.424   1.664   1.29   60.59   472  

 -   Averages:  3.424   1.664   1.29   60.59   472  
  

  

  

46. CB2: I feel that some financial transaction for on-line shopping conflict with the 

principles of religion.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 
- 8.05% 

( 38 ) 
13.56% 

( 64 ) 
40.89% 
( 193 ) 

24.36% 
( 115 ) 

13.14% 
( 62 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.21   1.183   1.088   55.24   472  

 -   Averages:  3.21   1.183   1.088   55.24   472  
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47. CB3: I feel that on-line payment methods such as credit cards are contrary to the 

principles of religion.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 11.02% 
( 52 ) 

19.07% 
( 90 ) 

41.95% 
( 198 ) 

18.64% 
( 88 ) 

9.32% 
( 44 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.962   1.189   1.091   49.05   472  

 -   Averages:  2.962   1.189   1.091   49.05   472  
  

  

  

48. I prefer to use the traditional commerce to avoid the technological complexity in 

on-line shopping.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 7.42% 
( 35 ) 

18.64% 
( 88 ) 

24.79% 
( 117 ) 

28.81% 
( 136 ) 

20.34% 
( 96 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.36   1.455   1.206   59   472  

 -   Averages:  3.36   1.455   1.206   59   472  
  

  

  

49. LA1: I feel that the absence or weakness of the laws that protect and regulate 

commercial transactions via the Internet prevents (limit) my use of on-line 

shopping. 
 

 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 2.54% 
( 12 ) 

8.26% 
( 39 ) 

21.82% 
( 103 ) 

36.65% 
( 173 ) 

30.72% 
( 145 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.847   1.061   1.03   71.19   472  

 -   Averages:  3.847   1.061   1.03   71.19   472  
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50. LA2: I feel that the inability of the current legislative institutions dealing with 

commercial issues via the Internet prevents (limit) my use of on-line shopping.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 2.12% 
( 10 ) 

9.11% 
( 43 ) 

29.45% 
( 139 ) 

34.11% 
( 161 ) 

25.21% 
( 119 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.712   1.019   1.009   67.8   472  

 -   Averages:  3.712   1.019   1.009   67.8   472  
  

  

  

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 5.51% 
( 26 ) 

16.1% 
( 76 ) 

25% 
( 118 ) 

32.42% 
( 153 ) 

20.97% 
( 99 ) 472 

 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.472   1.321   1.149   61.81   472  

 -   Averages:  3.472   1.321   1.149   61.81   472  
  

 

  

  

52. QIS2: High prices of internet subscription prevents (limit) my use of on-line 

shopping.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 15.89% 
( 75 ) 

30.3% 
( 143 ) 

20.76% 
( 98 ) 

22.88% 
( 108 ) 

10.17% 
( 48 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  2.811   1.539   1.24   45.29   472  

 -   Averages:  2.811   1.539   1.24   45.29   472  
  

  

  

53. PADS1: The lack of a home’s addresses prevents (limit) my use of on-line 

shopping.  
 

 
Strongly Disagree Neural Agree Strongly Responses 
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disagree agree 

- 6.36% 
( 30 ) 

14.41% 
( 68 ) 

16.1% 
( 76 ) 

29.03% 
( 137 ) 

34.11% 
( 161 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.701   1.561   1.249   67.53   472  

 -   Averages:  3.701   1.561   1.249   67.53   472  
  

  

  

54. PADS2: The absence of a reliable delivery system prevents (limit) my use of on-

line shopping.  
 

 

Strongly 

disagree 

Disagree Neural Agree Strongly 

agree 
Responses 

 

- 4.45% 
( 21 ) 

12.71% 
( 60 ) 

13.77% 
( 65 ) 

33.26% 
( 157 ) 

35.81% 
( 169 ) 472 

Key Analysis  Statistics based on 472 respondent(s) 0 skipped. 

 #      Mean   Variance   Std. Dev.   Satisfaction   Sum  

 1   -  3.833   1.377   1.173   70.82   472  

 -   Averages:  3.833   1.377   1.173   70.82   472  
  

  

  

 

 

 

 

Section 4 

  

  56. How long have you been using on-line shopping facilities? 
 

Response 

Percent 
 

Response 

Total 
 

1 Don’t use 
  

 

44.1% 208 

2 - 1yr 
  

 

25.4% 120 

3 1- 2 yrs 
  

 

11.4% 54 

4 2- 3 
  

 

5.9% 28 

5 4-3 
  

 

4.4% 21 

6 + 4 yrs 
  

 

8.7% 41 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 
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 Mean:   2.273  Standard Deviation:   1.584 

 Variance:   2.508  Standard Error:   0.073 

 Confidence Interval @ 95%:  [2.13 - 2.416]      n = 

472  Satisfaction Rate:   25.47 
  

  

  

  57.   On weekly basis, how many times do you use on-line 

shopping?    
 

Response 

Percent 
 

Response 

Total 
 

1 Don’t use 
  

 

57.2% 270 

2 1 
  

 

31.4% 148 

3 2-3 
  

 

8.5% 40 

4 4 or + 
  

 

3% 14 

Key Analysis  Statistics based on 472 respondent(s). 0 skipped. 

 Mean:   1.572  Standard Deviation:   0.77 

 Variance:   0.592  Standard Error:   0.035 

 Confidence Interval @ 95%:  [1.503 - 1.641]      n = 

472 
 Satisfaction Rate:   19.07 

  

  

  

58. How frequently do you use e-commerce for the following service: 

 
Never Rarely Occasionally Constantly Responses 

Buy E.products/ 

goods/tickets, 

etc. 

48.73% 
( 230 ) 

17.8% 
( 84 ) 

21.19% 
( 100 ) 

12.29% 
( 58 ) 472 

Sell: E.products/ 

goods/tickets, 

etc. 

77.54% 
( 366 ) 

12.5% 
( 59 ) 

6.78% 
( 32 ) 

3.18% 
( 15 ) 472 

Bank services  29.24% 
( 138 ) 

9.75% 
( 46 ) 

19.7% 
( 93 ) 

41.31% 
( 195 ) 472 

Stock Market 

Trade 
58.26% 
( 275 ) 

11.23% 
( 53 ) 

15.68% 
( 74 ) 

14.83% 
( 70 ) 472 

Travelling & 

Insurance 

Services 

39.83% 
( 188 ) 

16.53% 
( 78 ) 

20.13% 
( 95 ) 

23.52% 
( 111 ) 472 

Paying Bills 24.58% 
( 116 ) 

7.2% 
( 34 ) 

18.22% 
( 86 ) 

50% 
( 236 ) 472 
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Auction 
74.79% 
( 353 ) 

9.96% 
( 47 ) 

10.17% 
( 48 ) 

5.08% 
( 24 ) 472 

Exchange of 

information 
33.69% 
( 159 ) 

12.71% 
( 60 ) 

17.58% 
( 83 ) 

36.02% 
( 170 ) 472 

 
Key Analysis Statistics based on 472 respondent(s) 0 skipped. 

 
Mean Variance Std. Dev. Satisfaction Sum 

Buy E.products/ goods/tickets, etc. 1.97 1.19 1.091 32.34 472 

Sell: E.products/ goods/tickets, etc. 1.356 0.556 0.745 11.86 472 

Bank services  2.731 1.608 1.268 57.7 472 

Stock Market Trade 1.871 1.316 1.147 29.03 472 

Travelling & Insurance Services 2.273 1.466 1.211 42.44 472 

Paying Bills 2.936 1.551 1.245 64.55 472 

Auction 1.456 0.756 0.87 15.18 472 

Exchange of information 2.559 1.641 1.281 51.98 472 

Averages: 2.144 1.26 1.107 38.14 472 
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Appendix G: E-commerce Indicators and Definition 

G1: E-commerce Indicators  

According to [107] in the table below, the number of Internet users in the world 

numbers more than 2 billion users in 2011 compared to 360 million in 2000. The 

percentage of penetration was 32.7%. In Asia alone, more than 1 billion users today can 

be compared with 114 million in 2000, an increase of more than 26% penetration into 

the market, while in Europe Figures suggest a more than 500 million increase compared 

with 100 million in 2000; this is an increase of 61% in market penetration. In North 

America a 78% penetration rate ranks the continent as a leader in the world, with the 

number of users now more than 270 million compared with 100 million in 2000. In the 

Middle East the penetration is 35% and the number of users has reached 77 million 

compared with 3 million in 2000. Interestingly, the percentage of growth in Africa is 

highest globally at 2,988% following by the Middle East at 2,245%.  
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As shown in the Figure 2.1 below, the proportion of users in the Middle East is very low 

at just over 3% compared to the rest of the world. 

 

The rapid development of e-commerce means that it will dominate the world economy, 

and this is what was expected by [94] when it predicted that on-line sales are expected 

to overtake traditional sales in less than 10 years in the US, as shown in Figure above. 

G2: E-commerce Definition 

The World Trade Organisation (WTO) defines e-commerce as "the production, 

distribution, marketing, sale or delivery of goods and services by electronic means". 

Moreover, e-commerce involves sharing business information, maintaining business 

relationships, and conducting business transactions by means of telecommunications 

networks [230]. [84], has commented on this by stating that there cannot be trade 

without the exchange of information. Furthermore, he mentions that e-commerce is 

about the dissemination of information, and there is absolutely no need any more for 

that information to be disseminated face-to-face in a physical location. He believes that 

the Internet with its easy interface, accurate and speedy communications, and inherent 

opportunity for sellers to provide information about their products and services to 

hundreds of millions of people around the world, is the most exciting commercial 

medium there has ever been. [122] focuses on digitally-enabled commercial transactions 

between organisations and individuals; they note that digitally-enabled transactions 
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include all transactions that are mediated by digital technology, which means any 

transaction that occurs over the Internet. Commercial transactions involve also the 

exchange of value, for example, money, and this exchange of value is important when 

attempting to understand the limits of e-commerce.  An additional definition, provided 

by the Electronic Commerce Team of the European Union, indicates that electronic 

commerce refers specifically to buying and selling products or services over the Internet 

[186]. 

As suggested by [112] have found that e-commerce includes the following: 

 A communications perspective – the delivery of information, product/service or 

payment by electronic means. 

 A business process perspective – the application of technology towards the 

automation of business transactions and workflow. 

 A service perspective – the reduction of costs at the same time as increasing the 

speed and quality of service delivery. 

 An on-line perspective – the buying and selling of products and information, on-

line. 

Zwass [231] suggested that the framework recognises that e-commerce consists of three 

meta-levels: 

 Infrastructure: The core components that provide functions such as the use of the 

World Wide Web via the Internet, or support Electronic Data Interchange (EDI), 

these components consist of hardware, software, databases, telecommunications 

and electronic means of messaging. 

 Services: the variety of activities associated with the process of e-commerce, 

such as messaging, negotiation, transacting business and settlement.  

 Products and structures: a set of business activities provided directly to 

consumers and business partners in addition to sharing the information and 

organisation of electronic markets and supply chains. 

Moreover, the definition by the British government is “E-commerce is the exchange of 

information across electronic network, at any stage in the supply chain, whether within 
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an organisation, between businesses, between businesses and consumers, or between the 

public and private sector, whether paid or unpaid” [59]. [231] also uses a broad 

definition of e-commerce; he refers to e-commerce as ‘the sharing of business 

information, maintaining business relationships, and conducting business transactions 

by means of telecommunications networks’. 

In this research the researcher tends to use the definition provided by the British 

Government, because it is the broadest and involves the aspects of e-commerce.  

Specially, it includes all business activities involving individuals, companies or 

governments through the Internet or telecommunications networks, including 

transactions of the sale and purchase of goods or services as well as the exchange of any 

information pertaining to these. 

 


