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Abstract:

Some studies have been conducted in recent years to investigate thes reas
behi nd Saudi the adbptian 60§ onlinebwying i ™Most of them have
focused on barriers influencing or contributing to environmental or hasctural
factors such astrust issues, lack of addressystems, security issues, and privacy
issues. However, Saudi Arabia has no scholarly studies about h e role of |
attitudes toward technology in their adoptiorof online buying In this reseech, we
study t he i mpact of S asutdwards pezln@dgyerd their adbptiant u d e
of online buying and we also investigate the relationship between Saudi pdbpgle
demographics and their adoption of onlibaying The study was based on a survey
conducted in Saudi Arabia using thERI scale, adapted from Parasuraman (2000)
and its four dimensions: Innovativeness, Optimism, Discomfort and Insecurity.
The aloption of online buying is treated as a technology adoptiom this study
(Parasuraman,2000) The aalysis of the data collectedevealed that attitude
toward technologyhave a n i mpact on Saudi p e dyyihge 6 s ac
with  Innovativeness and Insecurity being the most important factors.
Demographics also matter with education beg the most importantof the
demographic factors Results also indicate that attitedetowards technology are
more important than demographics at explaining adoption of ordingng in Saudi

Arabia.

VI



|. Introduction

Many businesses are transferring from bricks into clicks. Businessesatrateen
around for yeardave found it essential to move to the internet to compete anthke
advantage of the many benefits that using the interfferts such as increasinglsa, reducing
costsand reaching more customeriSustomers are also benefiting from this fundamental
change (Boritz, 2009). For instance, customers can disiamtmarkets osuppliers, can buy
products atheaper prices, can hatkeeir products delivered directtp their homes, and can
shop fromthe convenience of their homes. Taking a look atwher | d6s onl i ne
usage throughrecent statistics, according to a study conducted by The Nielsen Company
(2008), 85% of the wtdd snline population is buying onlineOn the other handyhen we
compare it withSaudi Arabia, we see that only 39%tlé Saudi online population is buying
products and services online, which equals only 12% of the $atadli population (Ashok,
2011;Arab Advisors Group, 2011). Nearly half thfe online population in the Middle East,
of which Saudi Arabia is one paiindicates that they have never mahgy online purchase
before thatfurthermore, onghird indicates no intention to buy online irethext six months
(The Nielsen Company, 2010). Conversek9% of Europan online consumers plan to buy
online in the next six months, which shows that the intention to purchase online in Europe is
considerably higher than in the Middle East (The Nielsemg@any, 2010). Some studies
have been conducted in recent years to investigate ttemeas be hi nd Sauhdi Ar a
adoption of online shopping. Most of them have been limited to barriers influencing or

contributing to environmental or architacal factors such aggulatoryissues, lack of address

systems, security issues, and privacy issues (Aleid et al., 20@hdith et al., 2010).



Apart fromthese factorst is necessary to gain amderstandingfc onsumer s on
buying behaviar and its antecedentsIn explaining what is driving consumer behavior,
Fishbein (1980) developed the theory of reasoned actions (TRAich explains tke
association between attitudad buying behavio. The TRA asserts th#te fattitude toward
buying a d subjective norm ar e t he antecedent s
Pelsmacker et al., 2005)urthermore, garticularlyrelevant proposition was offered by Lutz
(1991). This proposition mainly indicates that orderto predict a buying behawo, it is
essential t o mttadetoward the wagin whichthayagérferim the behawio
and not only toward the item bought. For example, a person may have a positive attitude
towardthe productsthat can béought online such as hire tickets, shoes, accessoridsit
he/she may hava negativeattitudetoward the wag in which buying online is performedp
the extent thahe/she might simply avoid buying onlinén this studythe adoption of online
buyingis treated as #orm of technology adoption (Parasuraman, 2000), and accordiwely
will be measuring Saudi ppa e 6 s taward tedhnoldgy to asseghe impact of their
attituderegarding thedoption ofonlinebuying This study will mainlyexplore whethethere
is any association between t hiee bdyiagganddheir Sa u d
attitudetoward internet technology.

The rapidincreasén the use o€lectronic business and the struggle of mangtailors
at doing their online sellingawe amplified theneed to understand why consumers engage in
electronic businesseactivities and what stopgnany of them from doing so. Several
theoretical models haveebn used around the world to obtairbetterunderstanding othe
influence of technolpy acceptance on customer6s adopti
instance, the Technology Acceptance Model (TAM), developeérby Davisand Richard

Bagozzi(Bagozzi & Warshaw 1992Davis 1989, has been applieby many scholarso see
2
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how peopleds acceptance otion df eserhiceodndpgogucts; nf | u
the conclusions ave shown that perceived ease of use and perceived usefulness both have an
impact on whether someone would decide to adopt-sereee or not (McQoskey, 2004).
Anothertheoretical model, called the TRAN& an integrated technology readiness (TR) and
ac eptance model (AM) that has been used i n t
service system@hientHsin et al, 2007) This study also concluded that perception of ease of
use and usefulness both have-sewige systapsaChten on ¢
Hsin et al, 2007). The results of these studies show homp or t ant ar esinpeopl
adopting a new technology.

Another theoretical model isased orthe Technology Readiness Index (TRI). The
TRI is a measurement tool that wdsveloped by Parasuraman (2000) in order to measure
peopl eds readi ness t o use and i rhave beerc t wi t
conducted usingthe TRIO exami ne peopl eewsechnotogies.i Resudiss t o
demonstratedt h a t t his mo d el i s able to predict
technology services and products (e.g. Chen & Li, 2QHhseng & Andreassen, 2007
This model will be used in this studymme asur e Saudi stpvard thd us 6fs  at t |
online buying This modelwas chosen fothis study as it measures readiness to use
techrology in home life and at work; thiglates directlyto our studysince people mainly
engage inonline shopping using technologies used in their daily life hdrdghey areat
home or at work.

To our knowledge no scholarly studie®iave yet been performed in Saudi Arabia
abou t he r ol e odtowgreetechnolegy is thar tadoptionusk ef onlmeying
Additionally, considering the potential of th®audi market in terms of consumer goods

consumptionespecially given the fact that thest of goods and services importetb Saudi
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Arabia increased from 4,990 billion Saudi Riyédl CAD = 3.75 SAR)in 1970 to 162,558
billion Saud Riyal in 2002(Assad, 2006). tithereforeseems relevant to determitiee impact
of S aatiitddies so@ards technology on their use of onlimgying Demographics are also
one of the types of variables used to explain technology adoption.

In this study, we explore ¢hinfluence ofspecific factors like attitudetoward internet
technology as well ademographics on the use of onlimgyingin Saudi Arabia. Our research
guestion isas follows Do Saudi pattituges eowasd internet technology and

demographickaveany influence on their adoption of onlibaying?

Objectives of the research:

The main objectives are to:

1 Identify factors that could explain the level of onlimgyingin Saudi Arabia;

1 Det er mi ne Sau ddtowarcetecpnblegyissng thetRl;i t ud e

1 Investigate the relationship between Saudi pébgle a s towatd wedheology and

demographics otheir adoption of onlinbuying; and

1 Highlight how organizations and businesses that anatget Saudi customers may
obtain benefis from our findings andmay adjust their businessdsmasedon Saudi

C ust ome r sgtodvarcatéchnplagy ahidased ortheir demographics trends.



Il . Literature Review

1. Global online retail background

Since the late 1990s-@mmerce has beagrowing rapidly indeveloped countries.
Currently, global e&éeommerce transactions have reached US$10 trillidrnile there were
only US$0.27 trillion in 2000 (Kamaruzaman et al., 2010). The United States, followed by
Europe, share the largestemmerce evenus and these collectively compriaeound 79%
of global ecommerce revenue. On the other hand, Africa and the Middle East only share
3% of the global @ommerce revenue (ibid).

E-commerceinvolves several difrent models (e.g.B2B, B2C and C2L E-
commerce could target customers disecthrough Business to ConsuméB2C) e
commerceasis the approach used Bymazon or any other retail store that operates online.
B2C shares small -eommerce revenue compared to Business tmiriess (B2B) €
commerce. In B2Btransa&tions occur between businessasch as betweenmanufacturer
and awholesaleyor between a wholesaler and a retafléraemer et al., 2006 There is also
Consumer to Consum¢E2C), which usually takes place in online communities, forums or
third party sites, whels/ a person tries to sell his/her belongings to anothesopethrough
third parties as on eBay, or directly as araiGslist (Jones & Leonard, 20070nlinebuying
is a major component of the BusingesConsumer (B2C) category of electronic commerce
(Elliot & Fowell, 2000), which is related to the tractions of buying @ad selling
information, productsand services via the internet (Kalakota & Whinston, 1998) is
defined as an internetnabled version ofraditional shopping (Laudon &raver, 2007),

wherdy merchants sell products and services using the internetgleatdmers buy these
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prodicts also using the internet enjoyitige ease and conveniencebeiing able to perform
this action inanyplacewhere the iternet is available (Hoffman &lovak, 1996).

There are four types of online shopping/irtual Merchants(online retail store
only); BricksandClicks eretailers (online distribution channel for a company that als@has
physical store); Catalag Merchants the online version othe direct mail cataloge); and,

manufacturers selling diregtbver the wel{fLaudon &Traver, 2007).

Consumers around the world are moving toward shopping at thesdicknstores.
Online shopping is also growing in the Middle East with around 19 million internet users
(Almaghrabi et al., 2010). In terms dassticsregardingonline shopping around the world, a
study conducted by the Nielsen Company in March 2010rcawyever 55 markets in thisia
Pacific region Europe,the Middle East (including Saudi Arabia), NbrAmerica and South
America, aimed atobtaining irformation and understanding abootany aspectof e
commerce includinghow consumers shop online, what they intend to buy, how they use
various sites, the impact of social mediad other factors that come into play when they are
trying to decide how topend their moneywhat is of relevancéor the purpose of our study
are the percentages and numbers of online users and the itrdedsis of products bought
online The graph below shows the global average of products bought online (The Nielsen

Company 2010).



Figure 1: The global average of products bought online in 2010.
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Source http://hk.nielsen.com/documents/Q120100nlineShoppingTrendsReport.pdf

Looking at the global data in detaiChina and Korea have the highest number of
online shoppers amonisian countries.The data revealed th86% of Chinese and Korean
online usersare planning to purchase online within the next six months. Online shoppers in
Korea tend to buy books, cosmetics, clothing/accessories/shoes, and groceries. Chinese also
tend to buy books and clothes with 40% of theandng to purchase electronics viaet
internet. A large number of online users in Europe (79%}end to purchase products or
services online within the next six months. Online consumers in NorwayhantUnited
Kingdom show the greatestr@pensity with almost 90%lanning a web purchase the near
future. Users of Estonia, Croatia and Latvia indicate that they would not make any online

purchases within the next six months. Over half of online residents in Australia intend to turn
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to the internet for books while online shoppers in Gegramdthe Czechs Bpublic plan to

purchase clothes and shoes.

Moving our attention to the Middle East, approximately half of online users in the
Middle East, Africa and Pakistan regioifd7%) have never purchased online, which is
considered the highest comparison with the other regionstbe world ands indicative of
the factthat the ével of online shopping in this regioas the most undedevelopedin
comparison witlthe other regions dhe world. Furthermore, oftlird indicates no intention
to purchase online within the next six months. Products and services that are popularly bought

online in thisregionare shown in the gragselow (The Nielsen Company, 2010):

Figure 2: Products and services popularly bought online ithe Middle East in 2010.
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2. Factors influencing the adoption of online shopping around theorld

Previous studiegonductedaround the world have shown that many factors can
influence peoplebdbs adoption of online shopyg
Eliot, 2002; Karkaya & Charlton, 2001; Teo, 2002; Udo, 2001). Consumers are ptrong|
influenced by cultural, social, personal and psychological charactenghties deciding
whether to make a purchase (ArmstrongK&tler, 2000). These characteristics can be
classified into external factors which include demograpggonomic, sociakituational and
technological factors, and internal factors timaiude beliefs, attitudemotives,needs and
personality,and perception and values (Wu, 2003). Some studies have discussed factors
related to customer sd de oning stogping (Brewn atrad, t h e i
2003; Chau & Cole, 2002; Korgaonkar et al., 2004; Li et1899; O'Keefe et al., 2000).
Other studiehave discussepersonal traits ancheir impact on online shoppingluang &
Yang, 2010; Tsao & Chang, 2010; Wang & YaB@05); shopping motivations (Johmset
al., 2004; Wolfinbarger &illy, 2001); cultural dimensions (Park &un, 2003; Park et al.,
2004; Stafford et al., 2004); and also technological factors (Boldrin & Levine, 2002;
Martinez &Williams, 2010; Ho et al2011). Demographics, cultural dimensions amel
technology adoption level atwiefly explainedbelow. Shopping motivains and personal

traits arepresented in a future section.

2.1 Demographics

Around the world, internet users diffeaccording to their demographic
characteristics gender, income, education arag)e, and their shopping patterns differ

accordingly (Porter & Donthu, 2006 onsumer demographics have been frequesttlgied



since the late 1990s in terms tbie field of factors influencing online shopping since late
1990s (Bdman et al., 1999; Jarvenpaa&actinsky, 1999; Li et al., 1999)In traditional
shopping, women are known to be more attratbeshop,to havea morepositive attitude
toward regular shops and tsually be responsiblefor the household (Alreck &ettle,
2002). However, studies about gender and its relationship with virtual dtanes
demonstratedhat males buy more produatsline (Li et al. 1999; Stafford et al. 2004) and
spend more money online than females (Susskind, 2004). For exangielyalone by
Chen &Wellman (2@4) about internet use in eight countriee(U.S, $uth Korea, Japan,
Germany, lItaly, China, Mexico arttie U.K) found that males use the internet more than
femal es. This difference between mal esd an
following reasonsshopping orientationRodgers &Harris 2003; Swaminathaet al., 1999),
product involvement (Shyk et al., 2002)and product properties (Citrin et al., 2008).
terms ofshopping orientatiorstudies indicate thatomen are less convenierggented and
more interestedn social interactions withothers, and conversely that men araore
convenienceoriented and tend to be more midiualistic (Swaminathan et al., 1999). In
online shopping, there is nagh level of social activity, there ar® interactions with sage
people andhere are not many physical actiomseded to accomplisbnline buyingtasks
(Rodgers &Harris, 2003) In terms ofproduct involvementstudies indicate thanen are
more interested in buying electronit®th hardvareandsoftware whereas women are more
interested in buying clothing. In the first stage of online shoppirgglucts sold onlinevere
usedmore male-oriented, so women were not interested in shopping online as itheyt
find much thatinteresed them (Slyke et al., 2002)Additionally, women need to evaliea

products more than men (Citrin et al., 2003)ey need to touch and try the product lbefo
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making a buying decision wheretge ability to touch and trthe products is not available
whenbuying products online.

As for age and how it differs with regard to online shopping, some studies indicate a
negative relationship between age émeladoption of online shopping (Joines et al., 2003).
For exampleyoung people are more likely to adoptddmmerce than older ietnet users
(Bigne et al., 2005). Apart frorage, online shopping also diffeasc c or di ng t o con
incomeand level of education; some studies have shown a positive relationship between
level of education and income and the amount of money speneo@mnsumers whbuy
online aregenerally better educated than thasirinet users who do naindhigh income
users purchased online more and anageregular basis than low income users, 80% to 65%
(Li et al., 1999). As for the level of educatidhe higher the level of education, the more

moneythat isspent on buying products or gees (Li et al., 1999; Liao &heung, 2001).

2.2 Culture

Cultural dimensions have been found to plagignificantrole in the adoption of
online shoppindWee & Ramachandre200Q Stafford et al2004 Bohn, 2005). Culture is
defined as @omplexset of elements and relationships that inclkdewledge, belied art,
law, morals, custos) and any other componeriisat members ofa society may acquire
(Straub et al., 2002)Hofstede (1991) categorized culture into fdimensims. Theeareas
follows: Power Distance (PDI), Individualism vs. Collectivism (IDV), Masculinity vs.
Femininity (MAS), Uncertainty AvoidanceUAI) and LongTerm Orientation (LTQ
Among these five dimensions, individualigrallectivism (Chau & Cole,2002; O'Keefeet
al., 2000; Park and Jun, 2008&)asculinityfemininity (Stafford et al 2004 and uncertainty

avoidance(Bohn, 2005)have been used to predict online consurbehaviar. The
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following graphs show the cultural dimensions scores for selected countries and for Saudi

Arabia.

Figure 3: Cultural dimensions index scores for selected countries
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Figure 4: Cultural dimensions index scores for Saudi Arabia
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Individualism \ersus Collectivism (IDV): Refers to the degrete which people are
connected together (Hofstede, 1984). Individhti@l societies (e.g. the U.)Shave fewer
relationships between individual#n these societiesyery individualtends to beoncerned
about hinself/herself and his/her immediafamily. Individual people tend to use the
internet mainly for personal purposes such-asmnerce and information searching (Chau
& Cole, 2002; O'Keefeet al., 2000; Park &un, 2003) On the other hand, in collectivist
societies (e.g. Singaporg)eople are strongly integrated and haleep relatioships with
extended family members. Furthermore, emchividual is concerned about protecting the
others They use thenternet mainly for social communicati and hobbies, such as sending
and receiving emails, accessing/downloading software, andduwting workrelated
research\(Vee & Ramachandra, 2000)

Masculinity versus femininity (MAS)efers to thavays in whichmalesand females
are treated unequally. In societsaracterized bhigh masculinity (e.g. Japan), males are
given more control and power, and there isigh degree ofgender differentiation. In
societiescharacterized byow masculiniy (e.g. Brazil), females are given the same rules,
values angowers as males, and bajanders are treated equally (Hofstede, 19&4%tudy
done by Stafford et al(2004), which involved customers from countries with different
masculinity scores, showetiat the online shopping behaviour of consumers in the, U.S
which has high masculinity score, is differealative to thabf consimers in Turkey, which
has a moderatenasculinity scoreand is also differentrelative to thatof consumers in
Finland, whch has the lowest masculinity@es according to Hofstede (1984 he online
shopping involvementievel was lower in Finland than in Turkey, but the level of
involvement was similar in the U.@nd Turkey (Stafford et al2004. The graph below

showsmasculinity levels in the U.STurkey and Finland.
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Figure 5: Cultural dimensions index scores for the U.S, Turkey and Finland
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The Uncetainty avoidance Index (UAl)efers to the degree of toleratizat people
in a society would have wheacingnew and unknown situations. In uncertainty avoiding
societies, people tend to restrict any such situationsnegns ofregulations and rules.
Conversely, uncertairtgiccepting societies are not rddented. People there tend to
tolerate new situatianwith as few regulations as they caBohn (2005) examined the
relationshinp bet ween two of Hof stedeods cul
Avoidance dimension (UAI) and the Individualism dimension (IDV) in a coostural
study that aimed to irestigate the factors that influence individuals to buy or avoid buying
online depending on their cultures. Based
were classified asaving low or high Uncertainty avoidance (UAI), and low or high

Individualism (IDV). He found that time savings, better prices, convenience and
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availability are the most important factors that influence people to buy in all of the involved
cultures, but the degrsef importanceof these factorgliffer among the cultures. For
example, time savings was the most important factor for cultures with low individualism
(IDV), whereas availability was the most important factor for cultures with high

individualism (IDV) and low uncertainty avoidance (UAI).

2.3 Technology adoption level

Internetbased selling technology adoption also affects the adoption of online
shopping.The development of information and communication technology (ICT) has created
opportunities for eservices and products to rise up globally. However, the level of
development of ICTinfrastructure is still ratheimited to developed countries compared to
developing countries.These developed countries are led by th®.,landarefollowed by
some emerging economies, such as Singapore, South Korea and China. Technological
products and services are mostly adopted in countries that are prodticties al.,2011)
Therefore, developing countries are still behind in the adoption of such technoldyies,
limits their abilityto develop B2C eommercge.g.Agarwal et al. 2005 Zhu et al., 2006
Studies have been carriedt to understand the relatioriphbetween internébased selling
technologies and-eommerce adoption (e.goldrin & Levine, 2002; Martinez & Williams,
2010) For examplethe findings of a study that was done by Ho et al. (2011) showed that
theadoption of nternetbased selling tectology in a country has a positive effect on its B2C

e-commerce growth (Ho et al., 2011).
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3. Perceived pros and cons of online shopping

The alvantiges of online shopping could include thailability of a wide selection
of products and servicet)e ease of comparing el | er s6 pri ces, conveni
to the comfort of shopping at home asfcreceiving delivery of the productso ne 6 s, h o me
time saving, avoidance of bad weather, and lower @icempared to regular stqfi€arkaya
& Charlton, 2001; Childers et al., 2001). On a global basis, countries differ sigthyfica
terms of their perceptions of tlaelvantage of online shopping.Studiescite holiday crowd
avoidance, ease of comparison, low prices, availability of shippmgyenience and time
saving,and avoidance of bad weather as key benefits of shopping online around the world
(Lorek, 2003).

A study conductedy Forsythe et al. (2006) to measuhe perception®f online
shopping showed that convenience, ease of@hgpand product selection are the main
perceived benefits of online shopping. Additionathg findings of another study conducted
by Teo (2002) showed thain Singaporethe availability of items online was the main
advantage of buying through theentet. People buy products online because dneyable
to find items that they cannot find in regular stof€eo, 2002). Another study conducteg
Ahuja, Gupta & Raman (2003), whiaxaminedthe reasons for whicktudents and nen
students like to shopnlinein the U.S found that the primary reasons for students wiere
declining order of importanceonveniencgin terms of avoiding the crowds, parking and
checkout lines)better pricesand saving time On the other handpr nonstudents, savin
time and convenience were tied as thest important reasons, better prices was the third
most important reasgand the availability of avide varietyof products and services was the

fourth reason (Ahuja, Gupta Raman, 2003).
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AccordingtoastudpyHor r i gan (2008), American inter|
of online shoppingare mostly convenience and a thsmving 78% of internet users agree
and 53% of them strongly agree that shagpdnline is convenient. On the other ha®@%
of Americaninterret users agree and 47% strongly agree that online shopping saves them
time. Conveniencewas also the main berieinfluencing people to buy fra a number of
Australian online stores such as Dymock, G
Additionally, a number of studies have shown that a better price is also an advantage of
online shopping. A stly conducted by Gennaro & Hargrave, involvit®09 participants in
the United Kingdom demonstratékdat most participants agredlat they are able to find
better prices online than in regular stores (Bohn, 2005).

On the other hand, there are comiyomperceived risksthat, globally, are
discouraging people touy through the internet.In the virtual environment, esumers
cannot touch and segyeoduct physically before buying it, and they cannot ensure the safety
and security of their personal information online. Broagjpgaking the perceived risks of
online shopping can be classified into three types: financial and privacy risk, prodactdisk

convenience risk (Forsythe et al., 2006; Karakaya & Charlton,2001; Udo, 2001).

Financial and privacy risk isitherthe potential loss omoney (e.gthe illicit use of
cr edi t detaila todsted other peopleoney) or thepotential theft of personal
information through the internet. Product risk is connected tpdtentialnonperformance
of the product afteit is purchasedas a result of the customer being unable to physically
examine, toulc or see the produdbefore buying it,and thisrisk may result inthe
dissatisfactionof the customer Convenience risk | gercaigedoci at

inconvenience duringhe buying processnconvenience could includacing technological
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difficulties while placiig an order onlineBhatnagar &Ghose (2004) have stated that the
product and financial risks are strongly associated with any online shopping (Forsythe et al.,
2006).

Privacy andsecurity are the main issues associated witine shopping (Karakaya
& Charlton, 2001). Astudyby Udo (2001) found that privacy and security issues concerned
most of the 158 online IT usessirveyedn a city inthe southeast United States. Similarly,
Lebo (2001, 2002&nd 2004) found that most of the households that participated study
considered privacgn issuehat is associated withuying online. However, the percentages
of people concerned about their privacy declined noticeawdy the years covered liye
three studies. In 2001 the percentage was 94.6%, which declined toiB&803, and then
to 88.2% in 2004 (Bohn, 2005). Although the percentages declined durise) yeers,
88.2% is still considered high.Concerns about credit caidsues were also negatively
infl uencing pe o pAlstadydound that ipeomeerd cogicerned abothe
securityoft hei r c¢cr edi tndtharmpersordal informatiore whighompingonline
(Udo, 2001). Another study found that the majority of households that participated in the
study were worried a bbers being dioke (Swinyard & 8mith, car d
2003). A study conductelly Horrigan 2008) showed that mosf Americaninternet users
are concerned about sending private or financial information over the internet. Although the
number of online shoppersgsowingconsiderably, online shoppeasgestill concerredabout
their creditcard and personal information over the internet. Indeed, 75¥tayhetusers
included in the survey either agree (39%) or strongly agree (36%) with the proposition that
they do not lile sending their financial or personal data through the intefiriet. security of
credit cardnumbers has perhaps been the largesicern since the appearance of online

shopping(Kwon & Lee, 2003, Szymanski &ise, 2000).
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Lack of customer service is alsodisadvantage of ing online. This can be seen
whencomparing regular shops and virtual shops. In regular shops, customers dealegith
people whenasking about priceand particularproducs and when paying for their
purchases Conversely in virtual shgs, customers are responsible fiading the prices of
the productand information about thenard they have to pay on their own; in other words,
there is little or no customer servictn a study done by Ahuja, GuptaRaman (2003), lack
of cusomer servie was the second most serialisadvantage of online shoppindlhis
includes the inability to obtaimelp or reach someonsith regard to difficulties during the
buying process as well as with regard to post purchase service problems.

In addition to the lack of customer service, there is also laglersonainteraction in
online shopping (Barbonis & Laspita, 2005) telraction in regular shopping occurs in dealing
with sales people and may also occuinteracting with a shopping copanion These two
kinds of interactions are unavailable imtual shopping. In a studyy Ahuja, Gupta& Raman
(2003), it was found thahelack of interaction was the third most importéenttor negatively

influencing peoplavith regard tdouying onine.

In conclusion, online shopping has many advantages and disadvantagtdse dbe
hand, the dvantages of online shopping couglude the diversity of the availabéelection
of products and servicethe easeof comparings e | | e r shécomeniénceef shopping
from the comfort didme arttod reqeiving diome detiverythe time 6 s
savings, the avoidance of bad weathand the lower prices compared to regular stores
(Karkaya & Charlton, 2001; Childers et al.,, 2001). On the obtzard, there are some
disadvantages saociated with buying online. One of them isthe lack of first-hand

experiencebecauseconsumersare unable to physically see atalich the producbefore
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buying it. In addition consumergannot ensure the safety and security of theirgpes
information online. In generathe perceived risks of online shopping can be classified into
three types: financial and privacy risk, product risk and convenience risk (Forsythe et al.,

2006; Karakga & Charlton,2001; Udo, 2001).
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4. Consumer behaviar characteristics and the adoption of online shopping

Previous studies have shown that consum
online behaviour such as in purchasing from a web@elfinbarger & Gilly, 2001; Wu,
2005). Consumers are strongly influenced Hhipeir cultural, social, personal and
psychological characteristiashen doing a purchase (Armstrong Kbtler, 2000). These
characteristics can be cl#dssd into external factorsncluding demographjceconomic,
social, situational and technological factors, and internal fastohsding beliefs, attituds,

motives and needpgrsonality, perception and values (Wu, 2003).

4.1 Personal traits

Personal traits are also factothda might influence people iradopting online
shopping.Per sonal i ty Adet er mi nes t he uni que t h
individual o (All port, 1961) . Traits, howeve
when an individual is observed from diffe nt an gl e s (Abport, Ié1)Feomsai o n s O
psychologish goint of view, consumer behavis are related to personal traits (Allport,

1961; Endler & Magnusson, 19763jzen considered the relationshiptiveen personal

traits, attitude and behaviour irdeveloping the Theory of Reasoned Action (TRA), and
showed that personal traiisidirectly influence idi vi dual s §Ajzem,el®&8) i our
Personality traits contain five principles recognizedaog®ther constituting the Five Factor
Model (FFM) (Eysenck, 1991): Extraversion (E), Conscientiousness (C), Agreeableness
(A), Neuroticism (N) and Openness (O). Extraversion (E) refers to positive and optimistic
people who are willing to challenge and take siskdwho tend to be more actieoriented.

Conscientiousnes<] refers to people whare responsible, highly organized, efficient and
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seltcontrolled. Agreedeness (A) refers to people wiaoe easily agreeable, polite, friendly
and trustworthy. Consequently, people with thesgpes of personal traits easily trust
shopping websites and like to engage in interactions while doing their online shopping.
Neuraicism (N) refers to people whare unstableare unable to control their emotions and
easily become scared or ang@penness (O) refs to people who havewide rangeof
interestsand whoare willing to consider diérent opinions, points of vievexperiences and
cultures (Tsao & Chang, 2010;ahg & Yang, 2005). A study conducted by Huany &g
(2010) examined the relationshipmongthese five facta with regard tahe adoption of
online shopping, anthe findings show that people with high openness shop online for the
purpose obbtaining excitemenstimulation andnformationabout new trendslt therefore
follows thatopemess is positively related to online shopping. The other factor that was
examined was congitiousness, and it was foutitht people with high conscientiousness
shop online becaudhis activitytakes place in a comfortable environment and is convenient;
therefore, conscientiousness is also positively related to online shopping. The relationship
between Extraversion and online shopping was also examinetherasults indicated that
people with high extraversion are expected to shop online Hieaanline environment is
full of new experiences and shared informatidhis shows a positive relationship between
online shopping and this factor. As for Neuroticism, findings show that highly neurotic
people are ab likely to shop online as thisnvironmem allows for transactions without
social interactions. Thus, this facteralso positively related to online shopping (Huang &
Yang, 2010).

Goldsmith (2001) considered innovativeness as a personal trait that plays ahele in
adoptionof online shoppig. There is a relationship between innovativeness and online

shopping because online shopping is an innovative behaviour in comparison with traditional
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shopping Innovativeness ipositively related toonline shopping Results have shown that
innovativeness has positive effects on Ibdhe intention to buy onlinandon the action of

buying online (Goldsmith, 2001

4.2 Motivations

Shopping motivationslso constitutea factor influencing online shopping behawio
as it was found to plag key role in the time spesearching for products andaking
purchases(Joines et al., 2003) In traditonal shopping, consumershop differently
according to their motivations; some have hedonic motivations and others have utilitarian
motivations (Childers et al2001). Utilitarian consumers are called godaented shoppers,
and are cocerned with the tim#hatthey spend lookig for what they needhe efficiency of
their shoppingthe ease of shoppindhe reasonableess of therice andthe availability of
the product selection (Sarkar, 20119n the other hand, hedonic consumers are called
experiential shoppers and are ordliopping forpurposes ofentertainment interesting
shopping experienceand enjoymen{Childers et al., 2001; Sakar, 2Q11The utilitarian
motivations have been studied more and are more important in the online shopping
environmentthan the hedonic motations Bhatnagar& Ghose, 2004; Brengman et al.,
2005) The reason behind the importance of utilitarian motivations in the field of online
shopping is that most of the benefitat utilitarian consumers are seekiage available in
the online shoppingrwironment including availability of product selection and ease of
shopping. A studylone by Forsythe et al. (2006) shows that convenience, ease of shopping,

and product selection, which are utilitarian bengéite benefits that mostly appear in online

shopping. Incomparing hedonic shoppersdé perceived

utilitarian shoppersd perceived benefits,
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shopping motivation are more likely tongage in online shopping and to aipt their

perceivel benefits to a greater extemihan customers with low utilitarian shopping
motivation (Sakar, 2011)Hedonic shoppers go to online stores just to gather information

such as searching for a topic of inter@afolfinbarger & Gilly 2001), and are attracted to

sites that are easy to investigaaee well designed amaffer a sort of community. Hedonic

shoppers usually enjoy environments that establish interactivity between customers (Childers

et al, 2001) Even though édonic shoppers daohhave garticularaim intheir mindsother

than to navigate, retailers can capture e s e s hopper s & eantvigatingini on wh
online storghrough an attractivevebsite design anithe creation oh sense of communiip

orderto convert theinavigation intcareal purchase (Zhou et al., 2007).

4.3 Attitude toward internet technology

The use of technologlyased servies and products is increasing at a rggade. The
introduction of a new technology will fully show its value awdl succeed only when
individuals are willing to accept and adopt it in their daily lives. Technological products may
facilitate cust omer s tnaygiVeehem a way itocreadh relactrania c t i o
markets ortheone hand. On the other hanidcustomers face challenges atcomplishing
their taskawvhenusing these sophisticated technoldmsed services, customers may simply
avoid using them, and thatay turn into negative attitudeward technology (Parasurama
2000). Attitudeis a tendency ora feeling to react in a positive or a negative way to a
particular ideapbject person or situation.Individuals ae influenced by their attitugein
their choiceof action andtheir responseso challengesincentives andrewards (Schiffman,
Kanwk & Wisenblit, 1997; Grandom &ykytyn, 2004). In terms of onlinehspping, a

Cc 0 n s u atiteudedaosvard online shopping tefined asis/herpositive or negative feelings
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related to accomplishing the purchasing behavion the internet (Schlosser, 2003a).
Frustration at perfor mi ng o nféelingsabo bniinepi n g

shoppingarea way to predict their intention to adopt it (Parasuraman, 2000).

Severhtheories explain how attitudend behavior linked togeher. One of these
theories is ie Theory of Reasoned Action (TRA). This theory waseloped toexplain
how consumers behave whitlwing a purchase (Fishbein, 1980). This theory asserts that
attitude toward buying and subjective norms are the antecedents of performed behavior
(Fishbein & Ajzen, 1975). Using this theory, reshars inestigated the attitudef
undergraduate students with regard tgibg apparel products online. Thiadings ofthe
study showed that attitudend intentions are significantly related. Students who had the
intention to buy products online al$w@d a postive attitudetoward shopping online for
apparel products (Schiffman, Kanuk & Wisenblit, 1997). Another theoay limks
behaviar and attitudes the Theory of Planned Behawo(TPB). The TPB is an extension
of the TRA (Schiffman, Kanuk & Wisenblit,919 7 ) . It Stuatcansbe t hat
explained by behavigal intention, which is influenced by attitude, subjective norms, and
perceived behavio a | control o (Schi ff man,A rddesamtu k &
propositionunderlying the theory of reasonadtionwas also offered by Lutz (1991). This
proposition mainly indicates that orderto predict a buying behauio, it is essential to
measure t he i n dowardthk wayh vihehsleethd perfoumd the behawiand
not simply higher attitude toward the item purchase&or examplea person mighhave
positive attitude toward productghat are availablenline such as dine tickets, shoes,
accessoriedut he/she mighbawe negativeattitudetoward the wayn which buying online

is performed,to the extent thanight simply avoid buying online. Therefore, based on these
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theories, we see how important attitude iis terms of influencing the adoption af new
technology such as online shopping.

Several theoretical models hlealso beemised to obtaira betterunderstandingbout
the relatione i p bet ween c otowsard teehnotogy aral ttheii adaptibe of new
technologies and electronic services. The table below summarizes studies have been
conducted using different technology acceptance moddisddhe link between attitudend

technology adoption.

Table 1: Models used tofind the link between attitude and technology adoption and their findings

Model Used References Major Findings

Technology Acceptanci Davis 1989Bagozzi & Warshaw | Perceived usefulness @mperceived
Model (TAM) 1992 Klopping, McKinney. 2004; | ease of use impactsp e 0 p
Park, 2009; Wahid, 2007; adoption of new technologies.
Mccloskey, 2004Almutairi, 2007;
LedererZhuang, Sea &Maupin,
2000; Lin & Lu, 2000

Technology Rediness | Lin & Chang, 2011; Lin, Customer Technology Readiness
and Acceptance bHel | Shih & Peter, 2007 enhances perceived usefulness,
(TRAM) perceived ease of ugbgattitude

toward use, antheintention to use
selfservice technologies (SSTs).

Technological Jiang, Chen & Lai, 2010 Self-Efficacy, Technical Needs,
PasonatEnvironmental Perceived Usefulness, Extraversid
Model (TPE) Risk Aversion, Compatibility,

Imitation Behaviarrs and
Institutional Presses impact
peopl e d6w®mwarthd i t u
adoption of new technologies.

The Unified Theory of | Al-Gahtani, Hubona & Wang, Performance expectancy, subjecti
Acceptance and Usd o| 2007; Cameron, 2006. normrs, experience and social
Technology (UTAUT) influence have a positive influence

ontheuse of technology.

Another theoretical model i®lated tathe Technology Readiness Index (TRI). TRIis
a measurement tool thetasd evel oped by Parasuraman (2000)
readiness to use and interact with technologdarasuramamlefined TRI asfollowsi T h e

technologyr e adi nes s construct refers t o peopl ebd
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technol ogies for accomplishing goa0 p308.n hom
This model will be used inthisstuy t o0 me as ur e topaedohp Use 6fonlinet t i t
shopping. It is related to this study as it meastireseadiness to use technology in home life

and at work, which relates directily our studysince people mainlgngage ironline shopping

in their daily life. This model consists dbur dimensios;those that are drivers of technology
readiness are optimism and innovativeness, and those that are inhibitors are: discomfort and
insecurity.

1) Optimism refers t@ositive beliefs and views towda new technology. People who

have a highdegree ofoptimism believe that technology makes their lives eaaisd,gives

them more control and efficiency.

2) Innovativeness ithe tendency to learn about innovations tonadopt them.

3) Discomfort is afeeling of inability to control technology as well adeeling of being

defeated by it.

4) Insecurty is suspicion and distrust about technol@gynbinedwith uncertainty about

its capability to work in @rpoerway (Parasuraman, 2000).

Previous studies havbeen conducted using tfiechnology Readiness IndéXRI)
to examine peopleds readiness to adopt new t
i ndi vi du aserdiasinTawan, thélTRI e/as integrated with the Theory of Planned
Behaviarr (TPB), and theresults of this study showed that attitude and perceived behaviour
both have an i nfl uence-savce aHoweeerssbectivesorrs s e/ ad
do not have any influence (Chen Ki, 2010). Additionally, another study by Lanse&g
Andreassen (2007gxamined the adoption of selérvice technology (SST) in health

diagnosis this technologywas developed and implemented reduce cost and enhance
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guality in the health care &ld. The study was aimed to test people's readif@ssnd

attitudes toward performing selfliagnosis.  Findings showed that the Technology
Acceptance Model (TAM)which isbased on the Technology Readiness Index (TRI), is able

to predict p e age Isafdiagnosis nnt thee rfuture o lanseng & Andreassen,
2007). Zeithaml et al. (2002) indicated that there is a positive relationship between
Technology Readiness (TR) and appreciating-saifice technologiesFurthermore Yen

(2005) found that peopdetevel ofs at i sf acti on with technol ogy
technology readines People witha better attitudeoward technology are more likely to

enjoy and be more satisfied with se#rvice technologies than people with lower

Technology Reddess (Yen, 2005).

5. Online shopping background in Saudi Arabia

Although Saudi Arabiais experiencing the largest growth imformation and
communication technology (ICT) in the Middle East, online shopping adoption level is still a
nascentphenomenon in this countr§Saudi Ministry of Commerce, 2001; Alotail&
Alzahrani, 2003; U.S. Commercial Services, 2008; Alfuraih, 2008). egont issued by
Saudi Alhokair Goup, mentioned that the trade market in Saudi Ardisid an annual
growth rate 65.8%throughoutthe last decade, and exceeded 90 billion Saudi Riyal (SR) of
trade volume in 2010 (WS$= 3.75SR), exceeding forecasted level ofily 70 billion SR.

In addition the trade volume is expected to reach 130 billion SR in 2012 (Habtddk).20
However,with regard tathe adoption of @ommerce, firmsn Saudi Arabiagenerallydo not
seem tobe followingt he devel oped adomionnafanline shépping.u But, k

compared to the other countries in the Arab world, Saudi Arabia seems to be advanced in the
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adoption of ecommerce.ln mid-2006 he Arab Advisory Grougonducteda surveywhich was
aimedto investigate nternet usage and-a@mmerceactivities in four Arab countries: Saudi
Arabia, UAE, Kuwait and Lebanon. Findings show it UAE was theleaderin terms of
annual ecommerce spending per capita; whereas Saudi Arabia wdsdtierin terms of the
total money spent on-eommerce. A forthe level of popularity how oé-commerce activities
amongvariousArab populatios, the UAE was ranked first at 25% of the entirgpopulation,
Saudi Arabia was second at 14.386d Kuwait was third at 10.7%he percentage decreases
dramatically inLebanonwith e-commercereaching only 1.6% of the Lebanese population
(AAG, 2008).

Companies in Saudi Arabia can be divided into four main categories in terms of their
respectivestage in the adoption of online shopping. The first categergomprised othe
large companies that operate offlinet with a welbsite that can perform all or some of the
following functions:some transactions and paymentherdy consumers can reserve and
buy tickets and arenly able to pay only by credit cafd.g. Saudi Airlines)online checking
of accounts and payments of some of bills (e.g. Alrajhi har&)d online checking of
telecommunications statements and payments of thesebdlsSaudi Telecom Cquany)
The second category c@mprised otompanies that operate online to adveréisd provide
information abouttheir products and services and provigdress of their offline store
without offering the ability to do any online transactioAs. example about this categaisy
the Jarir book stee, whose website gives customers information about the many branches of
the company as well as about the prices and promotions of their products while not enabling
customers to actually buy the products onliiiée third category isomprised otompanis
that have only a onpage webite to provide their addressasd information aboutow to

contact them such as Extra shops. The last categaomgrised ofsmall companies that
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operate offline without any online pages or web sites and with no intefdiofuture
involvement with ecommerce. The last category is the most common type in Saudi Arabia
(Aleid et al., 2009).

Studies have been conducted in recent years to investigate the neadertgingthe
tendency of thé\rab world in general andf Saudi Arabiain particular to lag behind ithe
adoptionof online shopping. Most of these studies/e been limited to barriers influencing
or contributing to environmental, architectural and regulatory factors sutmedsack of
addresssystemsthe abséce of clear regulations about how to protect all involved parties
and security and pracy issues (Aleid et al., 200%lghaith et al., 2010 Some of the

barriersto online shopping in Saudi Arabia are described below.

5.1 Availability of Internet service

Multiple companies in Saudi Arabia gpeoviding highspeedinternet connections to
most of Saudi citiegicludingMobily and Saudi Telecom. This internet connection could be
DSL connectiona dialp connection or satellite connection. Howey, small and rural
villages and towns are st#ixperiencing difficulties irusing the internet as the only available
connectionn these areais dial up (STC.com.sa & mobily.com.sa). Despite the availability of
DSL connectios in the main cities,eventheseconnectios may stop working for long hours
or even foran entireday, which discouragasadividualsfrom using the internet coveniently
and continuallymoreover, people have to wait for a long period of time in a waiting list in
order to have a DScomection installed at their hom@leid, Rogerson, & Fairweather,

2009).
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5.2 Cost of the internet

Saudi p e o 3 ldifebsggnificantly rame®ne person to another (Al Ahmadi
2004). People with high income find that tbest of the internet iseasonable. However,
low-income people, who usually live in cities and villages, findxpemnsive to pay for the
internet which also prevents largenumber of Saudi citizens from using the internet (Aleid,
Rogerson, & Fairweather, 2009T.he averageost of aninternet connection in Saudi Arabia
ranges from 39.73 3. dollars pemonth to 120 LS. dollars pemonth without thencluding
installation fees and modem rentals (STC.com & Mobily.com), which is considered expensive

for low-income people.

5.3 Absence of postal systems

In Saudi Arabia, there is no cleanduniform system of addresses (Saudi Post.com).
The lack of accurate addresses in SaAidibiamakes it difficult formanyonline shoppers to
describe where they want their products to liped because they have no clear addiess
provide similarly, companies find it diffiglt to ship to a vague address. As a result
customerseither have to describe where their home lgxated orhave to choose their
purchases delivered to a post office where they can come to pick the items up themselves,
which would cost them more moneye to theneal to pay for the post office as wellhe
absence ofa clear postal system discourages bthté parties on both sides of transactions

from engaging in online shopping (Aleid, Rogerson, & Fairweather, 2009).
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5.4 Privacy

Studies have demonstrated teamecustomers may leave or cancel a buying process
because of a privacy concern and because of the sensitivity ofp#rewnalinformation
(Lessig, 1999; Shapiro, 2000). In Saudi Arabia, there is indeed an association k®veen
perceived privacy of a sitand the willingness to shop at site (Al-Ghaith et al., 2010).
People feafor the privacy of their information as Saudi laws and regulations do not provide
any rights for privacy. In the criminal lawegarding information technologyhere is no
definition of privacynor any punishments related to it. If companies or organizaticere to
decidet o s el | t heir cust ome  rodaw woufdoeravadable mn t o
protect the privacy of the Saudi customers-GKaith ¢ al., 2010). A studyoy Al-Ghaith,
Sanzogni& Sandhu (2010) showed that privacy was the secoosgt important barrier to the

adoption of eservicedn Saudi Arabia.

5.5 Payment methods

Gi ven Sau dompldéeyadamia éuture, somB8audi banks isue Islamic
credit cards wi t h n o i nterest or | at e f e
(Alrajhibank.com.sa). However, Saudi peopli# ptefer to pay by debit cards they feethat
it is dangerous to pr ov iowkretheihtdrret given the faad that c ar
the stes are not trustworthgndthe risk thatheir information mighbe stolen by other parties
(Aleid, Rogerson, & Fairweather, 2009; Alghamdi, Drew &@haith, 2011). Payingnline
by debit card idimited to only a smé number of virtual stores and therefqraying online is

another barer of online shopping in Saudirabia
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5.6 Absence of clear-eommerce regulations

In any system, ruk and regulations are essentralorder to ensureespect forthe
rights of all involved parties. The absence dkar regulationsn this regard and the
associated absence of fear punishmmaty result in fraud, which wilin turn result in
negative consequencésr the whole system. Ithe online shoppingenvironment, many
transationsoccur between the involved parties such as payments and delivangements
Theseactivitiesneed clear regulations thiaave the ability tgrotect the right of any party
involved in online transactions. In Saudi Arabia, there is an abserdeanfecommerce
statuteslegislation, and rules (Abolbi & Mayhew, 2005; Agamdi, 2008). Therefore, Saudi
Arabia needs tprioritize developmenbf cleare-commercdaws andregulations, sehatall
partiesinvolved in online transactionare able to bdree of thefear of violations oftheir
rights during any engagements in such transactions (Albadr, 2063ollil & Mayhew,

2005; Agamdi, 2008).
5.7 Technology adoption level in Saudi Arabia

Since online shopping is built amtechnology infrastructurehis infrastructure is
likely to play a role in the adoption of online shopping. There are different types of
technology infrastructure that could be used to measure the level of technology adoption in a
country.  For example, computers per capita, et user penetration, broadband
penetration, and mobile phone penetration are primary indicatdhe level oftechnology
adoption in a country (Ho, Liang & Kauffman, 2011). However, for reasons of simpilrcity,
this context we are only looking eiternet user penetration aatlsecure internet servers as

measuresf the level of technology adoption in Saudi Arabia, for more information about the
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other indicators of technology adoption in Saudi Arabia pleasfder to
tradingeconomics.com The current number of nternet users reflectthe extent ofthe

potential users of online shoppingy order to ensure that the information sent between a
browser and a server encrypted and securetiiring its transmission throughe internet

(especially if the iformation is related to credit caghtaor personaddata) online stores,

online banking and financial services, and other online service providers use secure servers
(OECD, 2009). The global number of secure servers is constantly groWigigew from jst

20,000 in 1998 to more than 664,000 worldwide in 2088, Liang & Kauffman, 2011)
Meanwhile,hnt er net user sd numb e r dnclaingn SaudisA@biag r o wi n
The table below compardabe toal number ofinternet userdn a range ofdeweloped

countries withthe total number in a rang@é developing countries from 1990 to 2010.
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Table 2: Comparison betweenthe number of internet users in selected developed countriand
developing countries

DevelopedCountries 1990 2005 2008 2010
Sweden 6 267 805 907
United Kingdom 1 473 798 854
Australia 6 698 796 743
South Korea _ 684 773 848
Switzerland 6 498 758 799
United States 8 630 741 780
Japan _ 668 740 803
Canada 4 520 717 810
France 1 430 677 786
Germany 1 455 671 814
Italy B 478 501 543
Russia 0 152 271 419
Developing Countrie 1990 2005 2008 2010
Colombia 0 104 417 350
Lebanon 0 196 391 325
China 0 85 253 456
Saudi Arabia 0 70 251 390
Egypt 0 68 159 265
Ecuador 0 47 112 236
Pakistan 0 67 106 182
India 0 55 70 87
Cuba 0 17 _ 152

Rates per 1000 persons, datataken fromhttp://www.infoplease.com/ipa/A0883396.htrilhe International

Telecommunication Union (ITU).
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Figure 6: Evolution of the number of internet users in Saudi Arabia from 1992 to 2008.
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Sourcehttp://www.tradingeconomics.com/saudiarabia/internet-usersper-100-peoplewb-data.html.

As for the penetration of secure serversSaudi Arabia and around the world, the table
below also compares theenetration of secure servepgtween a number of developed
countries and a number of developing countries including Saudi Arabia.

Table 3: Comparison betweenthe penetration of secure servers in selected developed countraexd
developing countries

Developed Countrie! 1990 2005 2008 2010
Sweden 116.15 331.45 772.16 1266.22
United Kingdom 109.41 446.02 904.74 1395.71
Australia 176.27 598.07 990.54 1760.95
South Korea _ 20.03 695.7 1140.4

Switzerland 149.24 472.76 974.94 1876
United States 274.05 785.05 1174.92 1443.25

Japan 40.53 257.7 471.68 650.2
Canada 162.63 569.11 906.6 1236.56
France 27.72 78.95 171.06 306.18
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Germany 62.62 274.16 549.79 873.5
Italy 18.27 44.21 92.79 154.19
Russia 1.95 243 7.33 20.35
Developing Countrie 1990 2005 2008 2010
Colombia 1.76 4.44 10.49 14.32
Lebanon 4.96 8.33 12.88 28.44
China .14 .33 .93 1.92
Saudi Arabia .52 3.33 8.28 18.47
Egypt 15 51 .99 2.2
Ecuador .88 4.13 10.09 15.32
Pakistan .04 3 .54 .97
India 12 55 1.28 2.22

Sourcehttp://www.tradingeconomics.com

Figure 7: Secure nternet servers (per 1 million people) in SaudArabia from 1990 to 2010
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data.html
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We can conclude from the datat outabove that Saudi Arabia hasigh number of
internet usersand a high penetration of secure internet servesmpared to the other
developing countries. However, Saudi Arabia is far behimdcomparison withthe
developed countriesGiventhe positive relationship between B2&@mmerce growth and
the adoption of Interndtased selling technology in a countiyo( et al, 2011),in follows
thatSaudi Arabiads | ow | evel of t @Cdconomeroegy adoa
growth, including in its adoption of online shopping.

In conclusion,the inadequatavailability of the internet and ithigh cost, the low
developmenbf postal systems, privacy issuéise absence of clear regulations anigs, and
the lack of payment methods are all environmental and architectural faltirare working
as barriers fothe development obnline shopping in Saudirabia. Yet, but key question
remains. fl all these environmental and architectural factiwese to befixed, wouldSaudi
peoplethen buyproductsonline? In other words,go0 p | e Wde mag pldy ia tecisiveole
whenconsideringhe factorsthat affect thdevel of online buyingn Saudi Araba, especially
given the fact thastudies in the field of conswan behaviar indicate a stnag correlation
betweenattitudesand buying behavig (Fishbein, 80). Another proposition offered by
Lutz (1991) indicates thain ordert o pr edi ct an i nduritisdseseatialé s b u
to measurethda ndi vi du atdward theawayniwhiech dhe/he performs the behawmro
and not only br/his attitudetoward the itempurchased Therefore, in the current research
project wedec ded t o st ud ytoward teghhobgies tascertain whetlieethis
has any impact othe adoption online buying in Saudi Arabia. To our knowledgeno
previous study has exploreégaudi consumer @nline buying behaviar from an attitudinal

perspective
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lIl . Methodology and Hypothesis [@velopment

In order to address the objectives of this research, hypotheses have been developed
andtheseare presented in the first subs@éfiter the hypotheses were developtg

methodology was defined for the purpose of testing the hypotheses.

1. Hypothesisdevebpment

Studies have shown that thypical adopter 6 a new technology igounger, has a
high income, has a high level of education, and is a male (Rogers, 2003; Laukkanen &
Pasanen, 2008; Chinn & Fairlie, 2004; MarchionriR&chie, 2007). As for gender and how
it might differ with regard tothe adoption of technology, studies about the relationship
between gender and internet use show that males use the internet more than females (Chen &
Wellman, 2004). Other stugB exarming the link betweerthe use ofnline virtual stores
and gender show that men buy mofeenand spenanore money online than woméhi et
al., 1999; Stafford et al., 2004). Studies have also shown that males are more likely to adopt
new eservices than females. Similarly, males énahown less anxiety (Gilroy &esai,
1986) and better skills irusing computer than females (Harriso & Rainer, 1992).
Furthermore, males have higher leveleonfthusiasm for using metechnologies (Tsikriktsis,
2004), and higer levels of seftonfidence inusing new technologies (Elli& Hall, 2005).
Therefore, in our research about Saudi peb@eitudes toward technologyand their
adoption of online shopping, the following hypothesigrigposed
Hypothesis 1: Males ae more likely to score higher onthe enablers of technology
readiness (Optimismand Innovativeness) and lower orthe inhibitors of technology

readiness (Discomfort and Insecurity) than females.
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In terms of age, the findings of Rogers (1995) aheuter et al. (2003) show that
age is the most important demograpfactor in explaining the adoption of sedervice
technologies. Given the fact thatmany old people have not experiencéw use of
technologies and have limited experiemgth technology (Joines et al., 200&)dgiven the
fact thatthey tend to beeve that they have a reducadility to learn (Hertzogk Hultsch,
2000), it follows thatthey are more ligly to have concerns and anxietiedearning how to
use new technologies. Previous studies indicate a negative relationship betweenthge and
adoption of technology (Joines et,&003),such as thetsdy conduted by Bigne et al.
(2005), whichshowed that young people are more likely to adoptdvhmerce than older
people. Moreover, Port& Donthu (2006) found a negative relationship between age and
perceived ease of using the internet. Therefaeefdllowing hypothesis iproposed
Hypothesis 2: Young people are more likely toscore higher e the enablers of
technology readiness (Optimismand Innovativeness) and lower o the inhibitors of

technology readiness (Discomfort and Insecurity) than old gople.

Technology adopters differ with regard to their level of education as early adopters
tend to havea higher level of education (Rogers, 1995). This could be explained by their
perceived ability taassimilate more knowledghan people with lowelevels of education
(Rogers, 1995). Additionally, less educated people repartederlevel of cognitiveability
and insufficient knowledge as the main reasamderlying their choiceot to use the internet
(NTIA, 2002). Previous studies have shownpasitive relationship between level of
education and perceived ease of use of the internet (Porter & Donthu, 2006). Thus, the

following hypothesis is proposed
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Hypothesis 3:More educated people are more likely tscore higher m the enablers of
technology readiness (Optimismand Innovativeness) and lower o the inhibitors of

technology readiness (Discomfort and Insecurity) than low educated people.

The aloption of technological products requires financial investment; for example, a
personal computer dninternet access. According to Taglang (2000), people witlerlow
income resist services that require continuing costs. Some studies have shown a positive
relationship between levef income and the amount of money spent in using the technology
of online shopping. Consumersvho buy online aretypically high income users and they
purchase online moreften and on amore regular basis than losv income usersthe
respective levels being 80% a6f% (Li et al., 1999). Therefore, the following hypothesis
is proposed
Hypothesis 4:High income people are more likely toscore higher o the enablers of
technology readiness (Optimismand Innovativeness) and lower o the inhibitors of

technology readiress (Discomfort and Insecurity) than low income people.

With regard tathe adoptbn of onlinebuying, studies o the links betweerthe use of
online virtual stores and gender show that men buy wftea and spenanore money online
than women(Li et d., 1999; Stafford et al., 2008usskind, 2004). In terms of age, some
studies indicate a negative relationship between agettenddoption of online shopping
(Joines et al., 2003). Other studies have shown a positive relationship between level of
educaton and incomen the one handnd the amount of money spent onlore the other
hand Consumersvho buy onlineare better educated than thosterinet users who do not

andhigh income users purchased online more and on a regular basis than low incane use
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the respective levels being 80% &tPo6 (Li et al., 1999). As for the level of educatitme
higher the level of education, the more motiegt isspent on buying products or services
online(Li et al., 1999; Lia& Cheung, 2001 )}ence:

Hypothesis 5. Demographics (gender, age, level of education and level of income) are

related to the adoption of onlinebuying.

It has been found that attitusl®ward technology are linked with technoleggfated
behaviors (Cowles, 1989; Cowles & r 0 s bl1990)s ,Eastlick (1996) hakund that
attitudest owar d i nteractive shopping i nfypeuokEnce ¢
shopping. Customers wrave more likely to adopt sediervice technologies are g®who
havea positive attitudetoward technology and are more willing to adopt new technologies
(Lin & Hsieh, 2006). Zeithaml et al. (2002) indicated that there is a positive relationship
between Technology Readiness (TR) &mel appreciatiorof self-service technologiesin
additonYen (2005) f o degree otatistadtionpviehdeghnaogysis associated
with peopl eds 4 @eoplevotlin maeypositieattitidetoveasd technology
are more likely to enjoy and be more satisfied with-seiVice techologies ttan people
with lower echnobgy readiness (Yen, 2005). Recently, studies have been condaocted
search ofthe reasonsinderlyingS a u d i A r a lhe adostion lofaoglinei shopping.
Reasons that have been discovesedarare mostly related to environmental or architectural
barriers. Thisstudy will mainlyexplore whethethere is ag association between the lag in
Saudi peopl e direbugingonptheiome mandnd thexr attitudéoward internet
technologyon theother handiusing the Technology Readiness Index (TRI) to measure Saudi

peopl e b sowaadttechindlogydTbe TRI is a scale developed by Parasuraman (2000)
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t hat i's used t o readigessrte adapt dnd mtaeract witm éechaofogy
(computerihternetbased technologies), and is based on four dimensions: Optimism,
Innovativeness, Insecurity and Discomfort. Optimism and Innovativeness are enablers of
technology readiness and they encourage people to adopt and use new technologies.
Discomfort and Insecurity are inhibitors of technology readiness and they discourage people
from adopting and using new technologies (Parasuraman, 2000). It was found that customers
with different TR profiles have different interretlatedbehaviars (Parasurama& Colby,

2001). Therefore, technologyeadinessplays an important role in the assessment of

c u st o adeptiom @f online shopping. Additionally, Meuter et al. (2003) stated that
peopl ebs anxiety toward their aheirskelfiséerce t o us
technology usage moraccuratelythan traditional demographics. Thus, the follogyi

hypothesesre proposed

Hypothesis 6: Attitude toward technology (TRI) is related to the adoption of online

buying.

Hypothesis 7: Attitude toward technology (TRI) is more important than demographics

in explaining the adoption of onlinebuying.

2. Methodology

2.1 Questionnaire

We designed a structured survey in order to collect data to tasypbéesesf this
researchstudy Thesurvey contains four partsith the following sections: quéens on
peopl edbs invol vementgybadsed products and ses/ieas wefl ast e c h n

actual and future buying behaviolar some types of produgtguestions omotivations to
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buy online; questions onattitudes toward internet technologyand questions on

demographics.

Section | consists § e ver al guest i onmstualrbeyinglieladourt o
and intentiors to buy, the typs of productsthat they intendto buy and their involvement
with technology(adapted from Cho, Lee and Tharp, 2001), as well as a question related
peopl evatons ithedonic anditilitarian) for buying online. The questions abt
motivations were provided b@hilders et al. (2001) and only the items that were related to

our sudy were used irthe survey. Section Il includes the TRI scédee Aopendix 1)

adapted from Parasuraman (2000) and its four dimensions: Innovativeness, Optimism,

Discomfort and Insecurity. Section Ill includes questions abih& responderst 0
demographics and buying habits. The variables included aeriollows age, gender,
income and level of education. A copy of the survey is provided in the Apperiine

survey was developed in Engligsee Apendix 5)and, asthe mostcommonly used

language in Saudi Arabia is Arabic, the survey was then translated into Arabic to ensure that

the questionnairevould be fully understandable tl the potential respondents in Saudi
Arabia (see Apendix 6) In order b ensure consistency in translation, the survey was
translated by more than oneofegssional translator arohack translation wasepformed by
two researchers. The English and the Arabic versions were compared drdtguteon
several Saudi peopleBased ortheir comments and feedback, minor changesee made to
ensurethe clarity and understandability of the survey. Before thestjannaire was made
available tathe participants, it was again ptestedon five Saudi people. These people were
asked to explain what they undexsd while theywerereading the sentences in the survey in

order to ensure that the sentences were understdbd intended manner After that, they
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were asked to measure the clarity of the instrument, and accordingly, the survey was

finalized. The prdesting also allowd us to determine how long it takes to fill in the survey.

2.2 Data collection

The survey was mainly distributed using hard copies iera@ make sure that people
who are more or lessnot engaging in any internet transactionsre included in the sample
along with internet users. A copy of both the Arabic and the English versions was sent to
primary contacts in Saudi Arabia. Participants were reacheaelays ofr snowball sampling
method. The distribution process started byng\130 papetbased surveyto a number of
university studentsemployees at a local hospitaid friends in Saudi Arabia, and each one of
them gavesurveys toanother person, wino he/she could conveniently reachgre were 71
responses frorthe 130 thateceived the papdpased surveys In order tocomplete the data
collection an online version of the survey was created Hp@ onlinebased surveys were
distributed using electronic mail and social networkitige aim was to reac8audi people
who areengaging in online transactions and are potentially shopping onlthere were 97
responses frorthe 150 individuals whoeceived the online version of the surveélhis study
was conductedo reach Saudi individuals who: are female and male, are higtlyoaly
educated, havhigh andlow income, have any attitudeward technologyandare engaging
or not engaging in online shoppind total of 280 surveys were distributed using online and
paperbased versionst68 responses were collected, but 155hefm were usable for data
analysis. Moreover, aitliers who had abowv@average, out othe ordinary degrees and older
participantsvere omitted, which leds to have a total of 15juestionnaires thatereused for

data analysis
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V. Data Analysis and Results

1. Data Analysis

The data analysis inthis study was divided into twphases. Phase | involved
describing the sample profile and the data colled®a@se llinvolved preparing the data for

analysis.

Phase 1: Sample and dataekcription

In this section, the sample of the research will be described. Datatedlwill also

be described;dilowed by the processes of preparing the fatéurther analysis

1.1 1 Respondentsdé gener al profile

We hada total of151 participantsin our study The sample included eone Online
Buyers (62.30) than NonOnline Buyers (37.7 %) (see Table 4). Thegas of the
respondents ranged from 18 5& but were more biased towatbe younger generation
betweenages 18 and 35 years old. Tthstribution of males and females was qudese
(42.4% malesto 57.66 females). Most of respondents haal undergraduate degree, and
hada monthlyincome of 1000 to 10,000 SR CAD= 3. 75 SAR) The distribution of the

sample is shown in Table 5:

Table 4: Number of Online and Non-Online Buyersin the sample

Type of respondent Frequency Percentage
Online Buyers 94 62.3%
Non-Online Buyers 57 37.7%
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Table 5: Sample profile

Total Online Buyers/n= 94 Non-Online
Sample/n=151 Buyers/n=57
Frequency Percentage Frequency Per@ntage Frequency Percentage
Gender
Male 64 42.4 42 44.7 22 38.6
Female 87 57.6 52 55.3 35 61.4
Total 151 100% 94 100% 57 100%
Age
18to 24 33 21.9 18 19.1 15 26.3
25t0 35 83 55 60 63.8 23 40.4
36to 45 27 17.9 15 16 12 21.1
46 to 55 8 5.3 1 1 7 12.3
Total 151 100% 94 100% 57 100%
Education
High school 31 205 11 11.7 20 35.1
College 18 12 10 10.6 8 14
Undergraduate 72 47.7 45 47.9 27 47.4
Graduate 30 19.9 28 29.8 2 3.5
Total 151 100% 94 100% 57 100%
Income (SR)
1000 to 10,000 81 53.6 45 47.9 36 63.2
10,000 to 20,000 57 37.7 37 394 20 35.1
20,000 to 30,000 13 8.6 12 12.8 1 1.8
Total 151 100% 94 100% 57 100%

1.1.2Data description

In addition to the basic descriptive information, a series of questions were asked to
exploret he f ol |l owi ng i ssues puaent ugage of angnbuyiray the h e p
frequency with whichOnline Buyersbuy online;the productghat they buy mosfrequently;the
shopping habits oDnline Buyersand NorOnline Buyers Amongthe Online Buyers a small
minority (3%) indicatedbuying online once peweek, around 9%ndicatedbuying online more
than once pemonth, around 8% indicatealiying online once a month, 13%uy online more
than once every three months, and the majority indidatgthg online once every three months
(around 33% A total of approximately 32% of onlineuyersindicated that they typically buy
online atother times such as whehey have a need to do so amate or twice each year (see

Figure §.
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Figure 8: The frequencies with whichrespondents buy online.
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With regard to theproductsthat they buy online, aninority of onlinebuyers(around
8%y, reported buying furniture online, whereas the majority indicated buyihgesaiickets and
electronics, 40% and 39% respectivelyn addition, 30% indicated buying books and 37%
reported buying clothing/accessories and shoes. A total of approximately 6% buy other products
and services such as auto patshome suppl i es, kidsdé supplie

reservations tlmugh thenternet (see igure 9.
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Figure 9: Products and services bought online
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In terms ofther e s p 0 n d e n $t@ by onlimeokat thei onlinebuyerssurveyed
nearly 22%indicatedthe intention to buy furniture in the futurezurthermore61.5% reported
an intention to buy bookand 74% indicated intention to buy clothe3.he ntentiors to buy
airline tickets and electronics wefer both highand were tiedat 78%. Other than these
categories of products, atinority (10.4%) indicated an intention to buy cai®n the other
hand, 12% of nomnline buyersreported an intention to buy furniturélhe intention to buy
books in the future was @9.3%. The ntentin to buy clothes was &#4.8%. The majority,
almost 64%reportedthe intention to buyairline tickets. In addition,36% reportechaving the
intention to buyelectronics in the future. Finally, only 10% of ronline buyersindicatedan
intention to buya car(see Figure 10)We have to keep in mind that these intentions are stated

as futurebehaviar that would very likely translate into lower percentages of real purshase
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Figure 10: Online buyersand Non-Online buyersintentionsto purchaseproducts in the future
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As forther espondent s & stheone pand) 8% lbfadnmlinebuyersasoally
shop in the local market; 21% usually travel to large mrklaopping centers for shoppirand
only 1% usually travel overseas for shopping. On the other hand, 72% of bmjieesshop in
the local market very often, 41% travel to shop in urban centers and malls, and 14% travel
overseas for shopping. We ctirereforeconclude that onlinbuyershavea greater tendendp

shop in urban centers and overseas tharomiine buyers(see Figure 1)1
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Figure 11 Online buyersdand Non-Online buyersdshopping habits
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Phase 2: Assessment of reliability and validity

A total of 168 responses was collected. The data wapsrted into SPSS for
analysis. The data of eacbspondent wereeviewed in order to make sure thihey were
complete. Participants whailed to fill in more than half of the survey were exddgdand
for this reasorso 13 respondents were excludedaddition,4 outliers were also omitted

This deletion reduced ¢hsample from 168 respondetdsl51respondents.

121:Facte analysis and Cronbachds Al pha

We first ranan exploratoryfactor analysis andsedCr onbachés Al pha tc
scalesd internal consistency. Exploratory f
responsible for responses. Exploratory factor analysis examines correlations between items.

Items that are higy correlated are influenced by the same factors, whereas items that are
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uncorrelated are influenced by different factorshe factor loadings were acceptable at

above 0.4 (Stevens, 2002). Therefore, all items that had a low factor loading (<0.4) were
deleted.All of the remaining items had factor loadings that ranged from 0.636 to 0.925.
Cronbachdés Al pha was examined as well and a
(Gliem & Gliem, 2003). The results fotheCr onbach és Al tpahte ddleeost s ho
of some itemsvould signficantly increase the scores, and theretbiesy were deleted. The

final Cronbachdés Al pha scores ranged from 0.

scores for each of the remaining items that were used antigsis.

Table 6: Internal consistency forthe involvement scale.

Involvement scale Factor loadings
| am interested in technology on general. .850
Technology is important to me. .873

| get involved with what technology | use. .784
Technology is relevant to my life. 796
Variance explained 63.31%
Alpha coefficient .845
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Table 7: Internal consistencyfor the motivations scale:

Motivations scale Factor loadings

Utilitarian motivations

Online shopping improves my shopping productivity .868
Online shopping enhances my effectiveness in shoppir .907
Online shopping improves my shopping ability 877
Online shopping is clear and understandable .739
Variance explained 72.25%
Alpha coefficient 869

Hedonic motivations

Online shopping is fun on its own sake .847
Online shopping makes me feel good .783
Online shopping is exciting 912
Online shopping is enjoyable .925
Variance explained 75.46%
Alpha coefficient 887
Overall Alpha coefficientfor motivations 904
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Table 8: Internal consistency for the TR

TRI Factor loadings
Optimism
Products and services that use the newest technologies are much more .676

convenient to use.

You prefer to use the mostdvanced technology available. .793
You like computer programs that allow you to tailor things to fit your own 714
needs.

Technology makes you more efficient in your occupation. .750
You find new technologies to be mentally stimulating. .675
You find you are doing more things now with advanced technology than a .678

couple of years ago.

Variance explained 51.22%
Alpha coefficient 808
Innovativeness

Other people come to you for advice on new technologies. .844
In general, you are among the firstin your circle of friends to acquire new .798
technology when it appears.

You can usually figure out new hightech products and services without .800
help from others.

You find you have fewer problems than other people in making .664
technology work for you

Variance explained 60.75%
Alpha coefficient 182
Discomfort

When you get technical support from a provider of a hightech product or .664
service, you sometimes feel as if you are being taken advantage of by

someone who knows more than you do.

New technology is often too complicated to be useful. .801
You get overwhelmed with how much you need to know to use the latest .759
technology.

With new technology, you too often risk paying a lot of money for .674

something that is not worth much.
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Variance explained 52.77%

Alpha coefficient 699
Insecurity

You do not consider it safe giving out a credit card number over a .665
computer.

You do not consider it safe to do any kind of financial business online. .806
You worry that information you send over the internet will be seen by 727
other people.

You do not feel confident doing business with a place that can only be 787
reached online.

Any business transaction you do electronically should be confirmed later .668
with something in writing.

Whenever something gets automated, you need to check carefully that th: .636
machine or computer is not making mistakes

Variance explained 51.50%
Alpha coefficient 809
Overall Alpha coefficient for TRI 765

1. 2.2 Meanso calcul ati ons

In order to examine the relationship between the variables in this study, the mean
scores for all the factors have to be calculated. Means scores of all the variables are
presented in dbles 9 to 11 As for the mean scores for the dimensions of the Taogp
Readinessndex (see Bble 9) we see that people scorablove average (on a scale of 1 to
5) on both of the enablers of Technology Readiness (Optimism and Innovativangss)
thatthey scored higher otie Optimism dimension thannothe Innovativeness dimension
As for the inhibitors of Technology Readiness (Discomfort and Insecurity), people also
scored above average o the Discomfort diransion, but they scored highen dhe
Insecurity dimensionPeople scored slightly higher on the Heomotivations thanmthe
Utilitarian motivation (see dble 10. People showed a high level of involvement, which

meanghatthey are highly inelvedwith technologyoverall (ses Table 1).
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Table 9: Mean scores for eachdimension of the Technology Readiness Scale

Mean Standard Deviation
Optimism 4 .61
Innovativeness 3.4 .80
Discomfort 3.3 .78
Insecurity 3.6 75
Overall TRI 36 .73

Table 10: Mean scores for the twadimensions of motivation

Mean Standard Deviation
Utilitarian motivations 3.3 .87
Hedonic motivations 3.4 .88
Overall mean 3.4 .88

Table 11: Mean score for involvement

Mean Standard Deviation

Involvement 4.2 .70
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2. Hypotheses testing

In order to test hypothesinumbes 1, 2,3 and 4, #est andOneway ANOVA
techniques were ruto compare the means and dscertainif there are any significant
differences between each of the demographics inclugleadér,age, level of educatiorard

level of income)m terms ofattitudetoward techonlogy (on a scale of 1 to 5).

2.1Gender versus attitudetoward technology (H1):

Table 12: T-test for gender and attitudetoward technology

Mean Scores

Male Female T-test

(n=64) (n=87) significance
Optimism 4.1 3.8 .001*
Innovativeness 3.6 3.2 .003*
Discomfort 3.3 3.3 .833
Insecurity 3.5 3.7 .094

** Significant at<.01* Significant at < .05

The results show thatales and females havigmsificantly different attitudein terms
of the enablers of technology readin€@@gtimism and Innovativeness Although both of the
genders scored high in terms of Optimism and Innovativeness, Sawdi scaked higher than
femaks and thereforthey are more optimistic and innovative toward technology than Saudi
females. Howeverthe results show no significant difference in terms of the inhibitors of
technology readiness (Discomfort and Insecurity). Both males and femalesl sitwyve
average on Discomfort, which indicates that males and femaléshatie a feeling of
discomfort indealing with technalgy. However, in comparison withsecurity, Saudi males
and females have a higher levellogecurity than they have @iscomfort. In conclusion,

there is a partial support foryiothesis 1Malesaremore likely to score higher in the enablers
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of technology readiness (Optimism and Innovativeness) and lower in the inhibitors of

technology readiness (Discomfort and Insecutiign females
2.2Age versus attitudetoward technology (H2)

Table 13: ANOVA for age and attitude toward technology

Mean Scores
1824 25-35 36-45 4655

(n=33) (n=83) (n=27) (n=8) Significance
Optimism 3.9 4 3.9 3.7 178
Innovativeness 3.4 3.5 3.2 3 .207
Discomfort 3.3 3.4 3.1 3.4 .180
Insecurity 3.7 3.5 3.6 3.9 225

*Significant at<.05

The results of the means comparisons show overall no significant differences
between young Saugeople and ol&audi people in terms dfieir attitudetoward technology
(significant at <0.05). However, all groups scored above average in all of the dimensions of
the TR. The absence dignificant differences between thed groups in terms of attitude
toward tehnology could be explained by the fact that most of the respondents were young
people between the ages of 18 to 35 (53.3%), which means that there was no much wariance i
the sample. This leads us to find that the evidence does not suppathekis 2 Young
people are more likely to score higher in the enablers of technology readiness (Optimism and
Innovativeness) and lower in the inhibitors of technology readiness (Discomfort and

Insecurity)than old people
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2.3Level of education versus attitude¢oward technology (H3)

Table 14: ANOVA for level of education and attitudetoward technology

Mean Scores
High school College Undergraduate Graduate Significance

(n=31) (n=18 (n=72) (n=30)
Optimism 3.7 3.9 4 4.2 .016*
Innovativeness 3.1 3.5 3.4 3.5 351
Discomfort 3.2 3.2 3.4 3 172
Insecurity 3.7 3.4 3.6 3.4 143

*Significant at<.05

As for testing Hypothesi8, whichconcerns the links betweégvel of education and
attitude toward technologythe results show no significant difference in all of the TR
dimensionswith the excepion of one of the enabite (Optimism). Saudi people winmld a
graduate degree haweehigher level of Optimism wward technology than people whave
lower levels of educain. Even though all of the groups showed no significant differences
in the other three dimensions (Innovativeness, Discomfort and Insecurity), we can see that all
groups scoredbove averagen both of the enablers of technology readiness (on a scale of 1
to 5) with higher levels of Optimism than Innovativeness. In terms of the inhibitors of
technology readiness (Discomfort and Insecurity), all groups scored above avdratieah
the inhbitors DiscomfortandInsecurity. To recapitulatethe results showed a significant
correlation between one of the enablers of technology readiness (Optimism) and level of
education, butheresults showed no significant correlation between Innovatsgeand level
of education, nobetween the inhibitors of technology readiness and level of education.
These resulttead us to findhatthere is a partial support foryothesis 3More educated

peoplearemore likely to score higher in the enablersexftinology readiness (Optimism and
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Innovativeness) and lower in the inhibitors of technology readiness (Discomfort and

Insecurity) than low educatgxtople

2.4 Levelof income versus attitudetoward technology (H4)

Table 15: ANOVA for level of income versus attitudéoward technology

Mean Scores

100010,000 10,00620,000  20,00630,000 Significance
(n=81) (n=57) (n=13)
Optimism 3.9 4.1 4.1 110
Innovativeness 3.3 3.6 3.2 116
Discomfort 3.4 3.2 3 .363
Insecurity 3.6 3.6 3.5 .933

*Significant at<.05

As for Hypothesigl, theresults show no significant differences between all groups in
terms of the relatiomsp between income and attitudeward technology. However, all
groups scored above average (on a scale of 1 to 5) in the enablers ofl th&éhl&kmeans
that people with different levels of income all have sintyahigh levek in terms of the
enablers otechnology readines©gtimism and Innovativeness toward technologyhich
would encourage them to adopt technology. In terms of the inhibitors of thallT&oups
alsoscored above average lmoth of the inhibitors (Discomfort and Insecurityo sum up,
the results show no sigficant correlabn between income and attitutt®vard technology.
Neverthelessthe apparent absence significant differences could be explained by the fact
that the majority of the respondents had an income of 1000 to 10,000 SR (52, 3%), which
results invery little variance in the sample. Therefotige results did not supportypothesis
4: High inconme people are more likely to score higher on the enablers of technology
readiness (Optimism and Innovativeness) and lower on the inhibitors of technology readiness

(Discomfort and Insecurity) than low income people.
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In conclusion, test andOneway ANOVA techniques were ruto compare the
means and to find if there are any significant differences betwebtnoédahe demographics
included in this study{gender, age, level of educatjoand level of income) iterms of
attitude toward techology (on a scalefdl to 5). The esultsrevealeda partial correlation
betweengender and level of education in termsatiftude toward technology, btlieresults
did not reveal any correlation between age and income in termattiofide toward

technology. The resultsvereguided by sample characteristics.

2.5 RegressioAnalysis

Regression analysis is used to predict a dependent vahbghlsing one or more
independent variable@eCoster, 2007) The depende t variable in our r
adoption of onlinebuyingi n S a u dj andAtheairdépandent variablare fattitude
towmar d technol ogy o0 . Tamauyifgarimbo gv arpihatedsency of
buying onl wereecambinvedintomaibh @l e dependent vari abl e
in order to irlude all the categories from not buying online to buying online once a week
within one variable(see Aopendix 5 for survey) A multiple regression analysis was
conducted in order to testypotheses number 5, 6 and As for Hypothesis5 that
Demographics (gender, age, level of education and level of income) are related to the
adoption of onlinebuying the table below shows thesults of themultiple regression

analysisof demographics on adoption of onlineying(see Aopendix7).
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Table 16: Multiple r egression analysis of the depelent variable (SUBMUY) and the
independent \ariables (demographics)

R Square .076

Coefficients ofVariables Significance
Gender -.065 440
Age -.162 .066
Education 212 .011*
Income .051 577

** Significant at<0.01 *Significant at < 0.05

The regression showed that the demographics includus studyexplain 7.66 (R
Square =.076 of the variance othe dependent variable (SUMBUY). The regression
analysis showed that some scores are statistically significant and others are not. Of the
demographics, the results indicatee of the demographics to be significantly related to the
adoption of onlindbuying in Saudi Arabia (significant at <0.05). Firsergler was found to
be not significantly related.Age wasalso notsignificantly relatedand the coefficient i$-

0.162 Education was found to be the most significantly demographic related to the adoption
of online buying in Saudi Ardia. The coefficient is(0.212) which indicates a positive
relationship between education and the adoption of otlingng the higher the el of
education, the higher the level of adoption of onboging Finally, ncome wagound to be

not significantly related to thedaption of onlinebuying These results lead us to stttat
Hypothesis isonly partially supported.

In order totest Hypothesi$§ thatis Attitude toward technology (TRI) is related to the
adoption of onlinébuying a multipleregression analysis wasrrisee Apendix 7) The

following table shows the results of the regressibattitude on adoption of onlifauying

62



Table 17: Multiple r egression analysis of the dependent variable (SUBMUY) and tihwedependent
variables (attitude).

R Square 198

Coefficients of Variables Significance
Optimism .097 445
Innovativeness 327 .000**
Discomfort -.151 .054
Insecurity -.171 .031*

**Significant at <0.01 ;*Significant at < 0.05

The regression showed that timelependent variablest{d@ude dimensions) explain
19.8% (R Square #9©.198) of the variancef the dependent variable (SUMBUY). The
regression analysis showed that some scores are statistically significahboithers are
not. The results indicate that two of the dimensions are significantly related to the adoption
of onlinebuyingin Saudi Aabia ($gnificant at <0.01: Innovativenessgmificant at <0.05:
Insecurity), andthat one dimension is onlynarginally significant(Discomfor). First,
Innovativeness was found to be the msitistically significantdimension affecting the
adoption ofonline buyingin Saudi Arabiawith a coefficient of §.327), which indicates a
positive relationship between Innovativeness and the adoption of dnlyieg in Saudi
Arabia. Wth a coefficient of ¢0.171),Insecurityindicates a negative relationshiptlween
Insecurity andthe adoption of onlineébuying in Saudi Arabia. Discomfort also wamly
marginally significant with a coefficient of (-0.151), which also indicates a negative
relationship between Discomfort artie adoption of onlinebuying in Saudi Arabia.

Therefore, the results of the regression analysis ggrsiabport hypothesis number 6.

In order to test Mpothesis/ thatattitude toward technology (TRI) isiore important
than demographics variables in explaining onlingying adoption in Saudi Arabia,a

multiple regression analysis was raBimensions othe TRI wereentered in one block, and
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demographic variablewere entered ina second blocksee Apendix 7) The table below

shows theesults of thenultiple regression analysiused tdest this hypothesis.

Table 18: Multiple r egression analysis of the dependent variable (SUBMUY) and the
independent \ariables (attitude toward technology and demographics)

R Square 234
Coefficients of Variables Significance

Optimism 077 .393
Innovativeness .320 .000**
Discomfort -.167 .036*
Insecurity -171 .036*
Gender .066 422
Age -.065 439
Education .154 .054
Income .010 .905

**Significant at <0.01
*Significant at < 0.05

The multiple regression showed that thdependent variables t{aude and
demographicsexplain 23.4 (R Square $.234) of the variance in the dependent variable
(SUMBUY). Of the TRI dimensions, the results indedhree of the attituddimensions to
be significantly related to the adoption of onlibaying in Saudi Arabia (gnificant at
<0.01: Innovativenessjgnificant at <0.05: Discomfort and Insecurity). On the other hand,
of the demographics variables, none of the demographicgved in this study was
significantly related to the adoption of onliberying in Saudi Arabia. However, although
Educaton was not significant, it wasnly to a marginal extentlts coefficient is positive
(0.154), which indicates a positive relationphbetweenthe level of education andhe
adoption of onlinebuying in Saudi Arabia. According to the resultattitude toward
technology (through InnovativenesBjscomfort and Insecurity) hamore impact than
demographics othe adoption of onlinduyingin Saudi Arabia. Thereforéjypothesis? is

supported in this study.
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Multiple regression analysis was alsonrin order toascertainthe relationship
between attitude toward technology and demographicbotimthe types of producs that
people are currently buyingnline andthe types ofproducts that they intend to buy in the

future The table below shows the results ofdhalysis.

Table19: Multiple regression analysis of the dependent variattesducts boughtnline/Products intended to
be boughbnline) and the independent variab{&@RI and Demographigs

Furniture Clothing Electronics Books Air tickets

Buying  Intention Buying Intention  Buying Intention  Buying Intention Buying Intention

TRI

Optimism 078 125 128 216* -012 .102 -.004 059 -.016 120
Innovativeness ~ .207* 143 144 -.006 220% 212%* 283 095 236%* .034
Discomfort 058 .002 .027 -.008 .061 -.055 .064 -.083 .022 -.019
Insecurity -.132 -.105 -225%% -.246%* -218%% 235 -.020 -112 -.081 -.042

Demographics

Gender 184% .183* 319 247* -220%% -.083 .045 -.065 -.103 -.103
Age 006 -.089 -016 027 -.067 -.085 .084 -.006 .020 -.014
Education 044 -.048 .060 .009 260%* .105 307%* 2343 333%% .103
Income 132 .078 .041 .034 107 078 -.010 -.100 .009 024
Total R Square 115 .087 170 117 329 214 197 114 227 .064

* Significant at < 0.05
** Significant at < 0.01

The multiple regressioranalysisshowed that the independent variables (Attitude and
Demographics) explain 11.5% (R Squar6.£15) of the variance ihuying furnitureonline
Of the TRI dimensions, the results indicaimovativeness to be significanthelated to
buying furniture online with a coefficient 00.207), which meanghat there is a positive

relationship between lmvativeness and buying furniture online; the higher ltheel of
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Innovativeness, the higher the level of buying furniture onli@éthe demographics, gender
was significantly related to buying furniture online with a coefficiehn(.b84). Given the
fact that males were cod€@o and females were codédo in coding the data in SPS8e
positive coefficient indicateshat femalesuy furnituremorethan males Gender was also
the only demographitactor that wassignificantly related tdhe intention to buy furniture
online with a coefficient 0f0.183).

As for clothing, attitude and demographics explhdo (R squaref.170) of buying
clothes online. Insecurity was significantly related with a coefficient-@225). This
indicates that the lower the level of insecurity, the higher the level of buying clothes online.
Gender also was significant with a coefficient 6f3(9), which means that womdiuy
clothes online more than merOptimism was significantlyalated to the intention to buy
clothes online with a coefficient 00.216) which indicates a positive relationship between
the two variables In a manner similaro buying clothes onlindnsecurityand Gender were
also significany related tothe intention to buy clothes onlineith coefficients of {0.246)
and (0.247), respectively.

Attitude and demographics explain almost 33% (R squé@29) of the variance in
buying electronics online. Of the attitude, Innovativeness paasitively relatedwith a
coefficient of 0.220), and Insecurity was negatively related with a coefficient@218).

Of the demographics, gender was negatively significah2Z0), which means that males
buy electronics more than femalesAlso, Education wasignificant with a coefficient of
(0.260), which means that the higher the level of education, the higher the level of buying
electronics online.With R square of({.214), Innovativeness and Insecurity wettee only
factors significantly related to the tantion to buy electronics online with coefficients of

(0.212) and {0.235), respectively.
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As for buying books online,tétude and demographics explain almost 20% of the
variance in buying books online (R squard).197) with Innovativeness being the nos
significantly related factor of the TRIts coefficient was @.283), which indicates a positive
relationship between the two variables. Not surprisingly, Education was the most
significantly related factor for the variabléBuying books currentlyand fintention to buy
bookso n | | aneétbis was positively relatedo both of the dependent variablesith
coefficiens of (0.307) and Q.234), respectively.

Similar to buying books online, Innovativeness and Education were the most
significantly relaed factors to buyingidine tickets online. Innovativenessd Education
wereboth positively relatedo buying drline tickets onlinewith coefficientsof (0.236) and

(0.333), respectively.

2.6 Comparing respondents tathe online survey versugespondents tathe
paper survey

As mentiored in the methodologgection data were collected through papepies
as well aghrough online copies. Given the fact thespondents using the internet miglt
more knowledgeable aboutternet practicesand might havedeveloped habits of online
shopping and buyingve consideredhatit wasrelevant to determine whether belonging to
one or the other group of respondents would have a significant impact ord Sanlitie
buying Therefore, this last part dhe data analysis wasun in order to ascertain if there
wereany significant differences betwe#me peoplewho responded to the online version of
the survey andhe people whaoesponded to the paper version of the suimelgrms ofthe
impact oftheir demographicgharacteristicand their attitudetoward technologyn online

buying The table below summarizes the characteristics of the two groups:
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Table 20: Characteristics of online respondents and aper respondents

Online respondents/n= 84 Paper respondents/n= 71

Frequency Percentage Frequency Percentage
Gender
Male 46 42.9 31 43.7
Female 38 57.1 40 56.3
Total 84 100% 71 100%
Age
18to 24 22 26.2 12 17.4
25t0 35 51 60.7 32 46.4
36to 45 9 10.7 18 26.1
46 to 55 2 24 7 10.1
Total 84 100% 69 100%
Education
High school 12 14.3 20 28.2
College 8 9.5 11 155
Undergraduate 40 47.6 34 47.9
Graduate 24 28.6 6 8.5
Total 84 100% 71 100%
Income (SR)
1000 to 10,000 43 51.8 37 53.6
10,000 to 20,000 29 34.9 29 42
20,000 to 30,000 11 13.3 3 4.3
Total 83 100% 69 100%

In order to comparenline respondents and paper respondantdsymmyvariable was
created(namedfiDatacolb, with a codingo f 00 fdr paper respondentsaad c odilamg o f
for online respondents)in a manner imilar to the previous regression analysis conducted
on the wiole sample of respondents, wa ragresion analysis for the hypotheses 5, 6, and 7
in order to uncover whethé&relonging to one of the two groups would significantly impact
online buying. As for thedifferences between the two groups in terms of their demographics
and theirimpact on online buyingthe table below shows the results of the regression

analysis.
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Table 21: Differences between paper respondents and online respondents in terms of their demographics

R Square .092

Coefficients of Variables Significance
Gender -.060 472
Age -.126 .066
Education 179 .037
Income .034 715
Datacoll 135 A17

** Significant at<0.01; *Significant at < 0.05

The results of the analysis show thaterall there is no significant difference
betweertheonline and paper respondents in terms of their demograghectheinmpact on
online buying However, results showddat Educationhas a significant impact on online
buying with acoefficientof (0.179).

A regression analysis was alaan to ascertairthe differences betvem online and
paper respondents terns of the impact oftheir attitude toward technologyn their online

buyingbehaviar. The table below summarizes the results.

Table 22: Differences between paper respondents and online respondents in terms of their attitude
toward technology

R Square 223

Coefficients of Variables Significance
Optimism .083 .328
Innovativeness 319 .000**
Discomfort -.119 .130
Insecurity -.158 .045*
Datacoll 162 .031*

**Significant at <0.01 ; *Significant at < 0.05

The esults show that overall online and paper respondents have significant
differencedn terms of their attitude toward technologynd its impact on online buyingith
a coefficient of 0.162) at the 0.05significancelevel. Innovativeness was found be the

mostsignificant factor with a coefficient 00(319), in other wordsynline respondents are
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more innovative toward technologlyan paper respondent$his was 6llowed by Insecurity
(-0.158), which means that online respondents tml@wer level ofinsecurity than paper
respondents.

Finally, aregression analysis wasn containing botltsets of variable@demographics
and the TRIl)and the Datacoll variabhle The table below summarizes the results of the

analysis.

Table 23: Differences between paper respondents and online respondents in terms of their demographics
and attitude toward technology

R Square 242
Coefficients of Variables Significance

Optimism 074 416
Innovativeness .320 .000**
Discomfort -.146 .073
Insecurity -.165 043
Gender .068 406
Age -.040 .644
Education 131 .109
Income .001 .990
Datacoll .098 .233

**Significant at <0.01
*Significant at < 0.05

The esults showthat thegr oups of varaldepDatacledmbtshéve a
significant impact (0.233). Twaf the TRI dimensionsare significant, Innovativeness
followed by Insecurity. On the othéand, none of the demographic factars significant.

In summary belonging to the group of paper respondents or to the group of online
respondents has a significant effeatonline buying only wheone considerghe impact of

the TRI dimensions on the dependent variable.
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3. Discussion

The results of the regressianalysis indicated thdahe Technology Readiness Index
(TRI) is able to predict the adoption of onlibayingin Saudi Arabia with Innovativeness
being the most significantly related factor followed by InsecuriBne way to explain the
results could be bgxaminng the cultural dimensions of Saudi Arabi&audi people scored
above averagen the Innovativeness dimension (mean score = 3.385, on a scale of.1 to 5)
According to Hofstede (1984the Saudi alture isa collectivist society (scored lowrothe
Individualism dimesion at 25). In collectivistsocietiespeople are strongly integrateahd
tend to socially communicate aedgage irhobbies together (We& Ramachandra, 2000);
thisis contrary to the fact thélhe adoption o& new technology would sepée an individual
from other individuals. This appliesto the technology obuying online which is mainly
performedindividually without thecompany of other individuals. It is imngant tokeep in
mind thatHofsted® s  swascanhgiucted almost three decades ago in 18B8dtherefore
the sociey might have changetb a noticeable exterdince then. Moreover, most of
respondents in the sample were students and we ¢tgplothesizethat youwnger people
would currently score higher o the Individualism dimension thahey would have scored

back in 1984.

The Saudi society also scored very highnothe Uncertainty AvoidancéUA)
dimension (UA) with a value 80 (Hofstede, 1984). Thedt UA scorecould explain the
high score orthe Insecurity dimension. Societies withigh level of UA tend taestrict any
new or unknown situations bgeans ofegulations and rules due to the fear of experiencing
new situéions. As such, in the online shopping environment, people risk paying money for

products that they cannot touch, see or experiemoeh may result in dissatisfaction with
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the product after buying it; people alexpose themselves tine risk of theft o their
financial information (such aeir credit cardnumber) or personal informatiqforsythe et
al., 2006). The risk associated with buying products online mighslea@Saudi people to
consider buying online as insecure atodavoid doing sodue to the high Uncertainty
Avoidance in the Saudi society. #nsimilar mannerSaudi people indicated a low intention
to buy furniture and camnlinein the future, which can be explained by the high sraced
risks associated with buying such produetkich leads them to simply avoid buying these
products. Additionallyjn Saudi Arabia, there is an absence of cleaoramercestatutes
regulationsand rules (AlSolbi & Mayhew, 2005; Agamdi, 2008), which might also result in
fraudas the perpetrators dot fear any punishmentAccordingly, in high UA societies such
as Saudi Arabia, people might tend to resticgingonline andto consider itto beinsecure

due to theassociated risks.

The results also revealed significant positive relationship tveeen level of
education and adoption of onlibelying This confirms the studidsy (Li et al., 1999; Lao
and Cheung, 2@) Porter & Donthu, 2006). One interpretatiinthis findingcould be that
highly educated people perceive a greatality to learnnew skillsandacquireknowledge
than lower educated people (Rogers, 1995). Purchasing online redplicsing a sequence
of processes: estabhing an internet connectiobrowsing the eshop,andpaying online. All
of these processes require an ability to deal with-tegh products that require a previous

level ofknowledge pertaining to computers and an ability to learn new things.

The findngs also show that demographic factdikee (Gender and Level of
educaion) correlate with attitudéoward technology. The existence a@frielaion between

gender and attitudéoward technology was partially supported with males being more
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optimistic and innovative than females, which confirthe studiedy (Elliot & Hall, 2005
and Tsikriktsis, 2004) that state that males have higher levels afsgiflence andre more
eager to usaeew technologies than female$he findings also revealed a partial correlation
betweenthe level of education and attitke toward technology with highly educated people
being more optimistic than leveducated people. The results did not supporexisence

of correlation between the other demographics (Agelevel of income) and attitude toward
technology. This codlbe explained by the fact that there wa$ mach variance in the
sample. The sample was biased toward gopaople (the ages of 18 to 35 comprising
53.3% of all the respondeftandwasalso biased toward average income peoipleones

ranging from1,000 SRto 10,000 SRRomprising 52, 3% of all the respondgnts

The findings regardingthe reldionship between the TR ardkmographicon one
handand the produts bought online andntended to be bougtdnline on the other hand
show that there existg negative relationship between tlegels of Insecurityon the one
hand and buying and thetention to buy clotheand electronic®nline on the other hand
This means that the lower the levelfetling of Insecurity the higher the level of buying
clothes and electronics onlineThe negative relationship between Insecurity and buying
clothes online makes sense asibgylothes would require a lolevel ofinsecurity in terms
of meeting t he c egatdognferrinsténcegexquakiycsizeaand noatersal
of the product. The high prics of electronicsand possibly clotheslso would requira low
level of insecurity On the other hand, Gender was positively related to buying clothes
online, which means that females bugtlbes onlinemore than males This makes sense as
usually womenare more interested in buying clothing (Slyke et al., 200R)ales, on the

other hand, were found to be margerested than women in buying or in having the
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intention to buy electronics onlinevhich @nfirms the studyby Slyke et al. (2002) that
found that men are more interested in buying electrobmth hardvare and softrarethan
females Not surprisingly, highly adcated people were found to buy orindend to buy
books online more than leweducated people. This cdube explained by the fact that
highly educated people read mdyeoksor need books that are not available in the local
market. In conclusion, Innovativeness and Insecurity (of the attitude dimensions), and
Gender and Level adducation (of the demographics) were filators that were most related

to the products bought online or intended to be bought online.

4. Recommendations

The results of the study showed that attitude does matter when exptamiegel of
online buyingin Saudi Arabia with Innovativeness and Insecurity being the most important
factors. Thusthese two dimensions should be addressedheyare linked to the other
barriers to online buying that exist in Saudi Arabia such &se lack of ecommerce

regulations and rules and the high cost of internet services.

In order toincreasethe level ofonline buyingin Saudi Arabia, it is recommended
that first the currethy existing barriers should be removed. Problems associated with
obtaining annternetconnection and its cost should be consideredresolved, so that even
people whahavea low income can hae access to the internet. Furthermore, campaigns can
be launched about how to useline services andbout how tgromote the internet and the
berefits of its related services. More importantly, a clear uniform address system should be
established so that people can have their produmtsenientlydeliveredto their home

without havingthe trouble of describing their addressesdetail Additionally, work needs
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to be doneon improving the security of online shopping transactions such as securing
personal and financial information so that people do not fear aimmations ofthe privacy

or aboutthe security of their personal and financial information. As suatgnamerce
regulations and rules should be legislated to ensure that organizations respect the privacy of
their customers as well as to ensure the rights of all the involved partieflidbstg clear
e-commerce regulations would decrease the high level of inseaggtciated witshopping

online.

Promotions and¢ampaigns should then be undertakgrthe Ministry of @mmerce
or by the companiethat aim to target Saudi customé&rsnformthe people that the concerns
and problems related tauying online are beingaddresseavith a view to reducinghe level
of feelingsof insecurity This wouldcontribute tomore positiveattitude The Ministry of
Commerce or the companigsvolved should alsoconduct campaignsibout the many
advantages and benefits of shopping onlineabalt the ease of using such technologies in
order for people to develomore positiveattitudes; this is especiallyith regard tothe

Discomfort andnnovativenes dimensions.

Organizations should also make efforts to offer their products and services according
to peopl® seeds. Results showed that people tend to buy certain pramhlicts such as
airline tickets, electronics and clothesOf all the online shpperssurveyed around 40%
reported buying these products onlin€hus, companies can bendfiim this tendency by
targeting the Saudi population with these products. Exdusiline promotions such as
lower prices orthe availability of wider collections can also be considered in order to attract
the attention of people artbifawthem tavards experiencingnline shopping Organiations

should also develop privacy policies and related regulations about compliances @d
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delivery policiesi n order t o r alevsl eof awvdneeesscands give rthem s 6
confidence abouhe protection otheir rights angersonal information Finally, technology

is having an increasingple to play in many lives and in many countriésit the results

highlight that culture can stifflay a large role in explainingo n s umer s 6 tWarhavi ou
intentiors to buy. Therefore, companies should develop specific marketing strategies for

targeting potentiabnline consumerbytaking intotheir cultureconsideration.
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V. Conclusion

Various sudieshaverevealed environmental and architectural reasmiaerlyingthe
level of onlinebuyingin Saudi Arabia However, until now, there has been no examination
of the influence of attitude o8 au di 6 s awlimepuyingo This stddy isone of the
few studiesthat have beenonductedn developing countries antlis thefirst in anArab
country. This studyaimed to uncoveif there existsa relationship betweethe levelof
online buying adoption in Saudi fabiaon the one handnd Saudi peopée attitudetoward
technology and their demographios the other hand The study was based on a survey
conducted in Saudi Arabia using thRI, which wasadapted from Parasuraman (2000) and
its four dimensions: Innovativeness, Optimism, Discomfort and InsecuiRggression
analyses were ruto analyze the data collected aredt the research hypothese3he
findings of the studyrevealed that attitudetoward technologyhave an influence othe
adoption of onlinebuyingin Saudi Araba, and that this influence hasgreatimpact than
demographics on online shopping behaviouParticularly among thettdude variables,
Innovativeness was found to bee nost significant factorthis wasfollowed by Insecurity.
Of thedemographic factorgducation wasound to be tie most significantactor explaining
the adoption of online shoppingBaseal on these findings, this study offeasnumber of
recommendationso the Saudi government antb e-retailers that might be importafor
expanding theadoption ofonline shoppingn Saudi Arabia The results also suggest that
cultural dimensions can benked to the many explanations tbe leves of the TRI and of
c o0 n s u imentioss@nd behavior. Finally, the resultsrevealedthat belonging to one of

the two group=f respondents (those whesponded to the online survey and those who
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responded to the paper surveayas an impact on buying online only in terrok an

i ndi v ledkelwbedugation, innovativeness and insecurity.

Research limitations

The sample was largely biased toward peopi® were aged between 18 and 35
who hadcompletedan undergraduate level of education amdo had an income of 1,000 to
10,000 SRwhich may not be representativethe general population gbnsumers in Saudi
Arabia. Thereforein orderto increase the validity and the generalizability offthdings of
the study, future studies should attemptibcluderespondents ém all groups withirthe
Saudi population. Additionally, the study only covered the eastern region of Saudi Arabia,
so future studies might attempt to cover all Saudi regiéinsally, the survey did not include
guestions about current barri@gainst he adoption obnline buying inSaudi Arabia. Thus,
future studies might include questions abous#imarriers in order tascertain whethehey
explain somedf the scores of the inhibitorsf the Attitudedimensionsand ofonline buying
behaviouras wdl as tracking any perceived improvements and its impact on consumer

attitude and online shopping adoption.
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VII1. Appendix

Appendix 1. The Technology Readinestndex (Parasuraman, 2000)

Optimism

OPT1  Technology gives people more control over their daily lives.*

OPT2  Products and services that use the newest technologies are much more convenient to use.*

OPT3  You like the idea of doing busi via comp b you are not limited to regular business hours.*
OPT4  You prefer to use the most advanced technology available.*

OPT5  You like computer programs that allow you to tailor things to fit your own needs.*

OPT6  Technology makes you more efficient in your occupation.*

OPT7  You find new technologies to be mentally stimulating.*

OPT8  Technology gives you more freedom of mobility.

OPT9 Learning about technology can be as rewarding as the technology itself.

OPT10 You feel confident that machines will follow through with what you instructed them to do.

e Computers are easier to deal with than people performing the same service.*

® You find you are doing more things now with advanced technology than a couple of years ago.*
* You like the idea of doing busi by computer b there is no person to pressure you.*

® People can solve problems more effectively than computers. [reverse scored]

e Society should not depend heavily on technology to solve its problems. [reverse scored]

* People often become too dependent on technology to do things for them. [reverse scored]
.
.
L]
.

The benefits of new technologies are often grossly overstated. [reverse scored]

People tell you that you are too optimistic about technology. [ scored]

You find that technology designed to make life easier usually has disappointing results. [reverse scored]
You want to see the benefits of technology demonstrated before you buy it. [reverse scored]

Innovativeness

INN1  Other people come to you for advice on new technologies.*

INN2 It seems your friends are learning more about the newest technologies than you are. [reverse scored]*
INN3  In general, you are among the first in your circle of friends to acquire new technology when it appears.*
INN4  You can usually figure out new high-tech products and services without help from others.*

INN5  You keep up with the latest technological developments in your areas of interest.

INN6  You enjoy the challenge of figuring out high-tech gadgets.

INN7  You find you have fewer problems than other people in making technology work for you.

® You have avoided trying new high-tech things because of the time it takes to learn them. [reverse scored]*
® You are always open to learning about new and different technologies.
® There is no sense trying out new high-tech products when what you have already is working fine. [reverse scored]
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Discomfort

DIS1
DIS2
DIS3
DIS4

DISS
DIS6
DIS7
DIS8
DIS9
DIS10

Technical support lines are not helpful because they don’t explain things in terms you understand.*

Sometimes, you think that technology systems are not designed for use by ordinary people.*

There is no such thing as a manual for a high-tech product or service that’s written in plain language.*

When you get technical support from a provider of a high-tech product or service, you sometimes feel as if you are being taken advantage of
by someone who knows more than you do.*

If you buy a high-tech product or service, you prefer to have the basic model over one with a lot of extra features.

It is embarrassing when you have trouble with a high-tech gadget while people are watching.

There should be caution in replacing important people-tasks with technology b new technology can breakdown or get discc d
Many new technologies have health or safety risks that are not discovered until after people have used them.

New technology makes it too easy for governments and companies to spy on people.

Technology always seems to fail at the worst possible time.

New technology is often too complicated to be useful *

You get overwhelmed with how much you need to know to use the latest technology.*

With new technology, you too often risk paying a lot of money for something that is not worth much.*

It is helpful to have a new high-tech product or service explained to you by a knowledgeable person.

You find it limiting to use high-tech products that are designed to be overly simple. [reverse scored]

It is not really critical to have a detailed manual for a high-tech product or service. [reverse scored]

You like to try out all the special features available in a new high-tech product to see what they can do. [reverse scored]

People miss out on the benefits of technology when they delay a purchase for something better to come out. [reverse scored]

You feel you are usually in | of new technologies. [reverse scored]

When you have a problem with technology, you prefer to solve the problem on your own rather than call for help. [reverse scored]
The hassles of getting new technology to work for you usually makes it not worthwhile.
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