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Abstract:

Some studies have been conducted in recent years to investigate the reasons
behind Saudi Arabia’s lag in the adoption of online buying. Most of them have
focused on barriers influencing or contributing to environmental or architectural
factors such as trust issues, lack of address systems, security issues, and privacy
issues. However, Saudi Arabia has no scholarly studies about the role of people’s
attitudes toward technology in their adoption of online buying. In this research, we
study the impact of Saudi people’s attitudes towards technology on their adoption
of online buying, and we also investigate the relationship between Saudi people’s
demographics and their adoption of online buying. The study was based on a survey
conducted in Saudi Arabia using the TRI scale, adapted from Parasuraman (2000)
and its four dimensions: Innovativeness, Optimism, Discomfort and Insecurity.
The adoption of online buying is treated as a technology adoption in this study
(Parasuraman, 2000). The analysis of the data collected revealed that attitudes
toward technology have an impact on Saudi people’s adoption of online buying
with  Innovativeness and  Insecurity being the most important factors.
Demographics also matter with education being the most important of the
demographic factors.  Results also indicate that attitudes towards technology are
more important than demographics at explaining adoption of online buying in Saudi

Arabia.
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l. Introduction

Many businesses are transferring from bricks into clicks. Businesses that have been
around for years have found it essential to move to the internet to compete and to take
advantage of the many benefits that using the internet offers such as increasing sales, reducing
costs and reaching more customers. Customers are also benefiting from this fundamental
change (Boritz, 2009). For instance, customers can reach distant markets or suppliers, can buy
products at cheaper prices, can have their products delivered directly to their homes, and can
shop from the convenience of their homes. Taking a look at the world’s online shopping
usage through recent statistics, according to a study conducted by The Nielsen Company
(2008), 85% of the world’s online population is buying online. On the other hand, when we
compare it with Saudi Arabia, we see that only 39% of the Saudi online population is buying
products and services online, which equals only 12% of the total Saudi population (Ashok,
2011; Arab Advisors Group, 2011). Nearly half of the online population in the Middle East,
of which Saudi Arabia is one part, indicates that they have never made any online purchase
before that, furthermore, one-third indicates no intention to buy online in the next six months
(The Nielsen Company, 2010). Conversely, 79% of European 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 Nielsen Company, 2010). Some studies
have been conducted in recent years to investigate the reasons behind Saudi Arabia’s lag in the
adoption of online shopping. Most of them have been limited to barriers influencing or
contributing to environmental or architectural factors such as regulatory issues, lack of address

systems, security issues, and privacy issues (Aleid et al., 2009; Al-Ghaith et al., 2010).



Apart from these factors, it is necessary to gain an understanding of consumers’ online
buying behaviour and its antecedents. In explaining what is driving consumer behavior,
Fishbein (1980) developed the theory of reasoned actions (TRA), which explains the
association between attitude and buying behaviour. The TRA asserts that the “attitude toward
buying and subjective norm are the antecedents of performed behavior” (Ha, 1998;
Pelsmacker et al., 2005). Furthermore, a particularly relevant proposition was offered by Lutz
(1991). This proposition mainly indicates that, in order to predict a buying behaviour, it is
essential to measure individuals’ attitude toward the ways in which they perform the behaviour
and not only toward the item bought. For example, a person may have a positive attitude
toward the products that can be bought online such as airline tickets, shoes, accessories, but
he/she may have a negative attitude toward the ways in which buying online is performed, to
the extent that he/she might simply avoid buying online. In this study, the adoption of online
buying is treated as a form of technology adoption (Parasuraman, 2000), and accordingly, we
will be measuring Saudi people’s attitude toward technology to assess the impact of their
attitude regarding the adoption of online buying. This study will mainly explore whether there
is any association between the lag of Saudi people’s adoption of online buying and their
attitude toward internet technology.

The rapid increase in the use of electronic business and the struggle of many e-retailors
at doing their online selling have amplified the need to understand why consumers engage in
electronic businesses activities and what stops many of them from doing so. Several
theoretical models have been used around the world to obtain a better understanding of the
influence of technology acceptance on customer’s adoption of new electronic services. For
instance, the Technology Acceptance Model (TAM), developed by Fred Davis and Richard

Bagozzi (Bagozzi & Warshaw 1992; Davis 1989), has been applied by many scholars to see
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how people’s acceptance of technology influences their adoption of e-services and products;
the conclusions have shown that perceived ease of use and perceived usefulness both have an
impact on whether someone would decide to adopt an e-service or not (McCloskey, 2004).
Another theoretical model, called the TRAM, is an integrated technology readiness (TR) and
acceptance model (AM) that has been used in the context of customers’ adoption of electronic
service systems (Chien-Hsin et al., 2007). This study also concluded that perception of ease of
use and usefulness both have an impact on consumer’s adoption of e-service systems (Chien-
Hsin et al., 2007). The results of these studies show how important are people’s attitudes in
adopting a new technology.

Another theoretical model is based on the Technology Readiness Index (TRI). The
TRI is a measurement tool that was developed by Parasuraman (2000) in order to measure
people’s readiness to use and interact with technology. Previous studies have been
conducted using the TRI to examine people’s readiness to adopt new technologies. Results
demonstrated that this model is able to predict people’s readiness to adopt and use
technology services and products (e.g. Chen & Li, 2010; Lanseng & Andreassen, 2007).
This model will be used in this study to measure Saudi people’s attitudes toward the use of
online buying. This model was chosen for this study as it measures readiness to use
technology in home life and at work; this relates directly to our study since people mainly
engage in online shopping using technologies used in their daily life whether they are at
home or at work.

To our knowledge, no scholarly studies have yet been performed in Saudi Arabia
about the role of people’s attitudes toward technology in their adoption/use of online buying.
Additionally, considering the potential of the Saudi market in terms of consumer goods

consumption, especially given the fact that the cost of goods and services imported into Saudi
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Arabia increased from 4,990 billion Saudi Riyal (1 CAD = 3.75 SAR) in 1970 to 162,558
billion Saudi Riyal in 2002 (Assad, 2006). It therefore seems relevant to determine the impact
of Saudis’ attitudes towards technology on their use of online buying. Demographics are also
one of the types of variables used to explain technology adoption.

In this study, we explore the influence of specific factors like attitudes toward internet
technology as well as demographics on the use of online buying in Saudi Arabia. Our research
question is as follows: Do Saudi people’s attitudes toward internet technology and

demographics have any influence on their adoption of online buying?

Objectives of the research:

The main objectives are to:

o Identify factors that could explain the level of online buying in Saudi Arabia;
. Determine Saudi people’s attitudes toward technology using the TRI;
o Investigate the relationship between Saudi people’s attitudes toward technology and

demographics on their adoption of online buying; and
o Highlight how organizations and businesses that aim to target Saudi customers may
obtain benefits from our findings and may adjust their businesses based on Saudi

customers’ attitudes toward technology and based on their demographics trends.



Il. Literature Review

1. Global online retail background

Since the late 1990s, e-commerce has been growing rapidly in developed countries.
Currently, global e-commerce transactions have reached US$10 trillion; while there were
only US$0.27 trillion in 2000 (Kamaruzaman et al., 2010). The United States, followed by
Europe, share the largest e-commerce revenues and these collectively comprise around 79%
of global e-commerce revenue. On the other hand, Africa and the Middle East only share
3% of the global e-commerce revenue (ibid).

E-commerce involves several different models (e.g. B2B, B2C and C2C). E-
commerce could target customers directly through Business to Consumer (B2C) e-
commerce, as is the approach used by Amazon or any other retail store that operates online.
B2C shares small e-commerce revenue compared to Business to Business (B2B) e-
commerce. In B2B, transactions occur between businesses, such as between a manufacturer
and a wholesaler, or between a wholesaler and a retailer (Kraemer et al., 2006). There is also
Consumer to Consumer (C2C), which usually takes place in online communities, forums or
third party sites, whereby a person tries to sell his/her belongings to another person through
third parties as on eBay, or directly as on Craigslist (Jones & Leonard, 2007). Online buying
is a major component of the Business-to-Consumer (B2C) category of electronic commerce
(Elliot & Fowell, 2000), which is related to the transactions of buying and selling
information, products and services via the internet (Kalakota & Whinston, 1996). It is
defined as an internet-enabled version of traditional shopping (Laudon & Traver, 2007),

whereby merchants sell products and services using the internet, and customers buy these
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products also using the internet enjoying the ease and convenience of being able to perform
this action in any place where the internet is available (Hoffman & Novak, 1996).

There are four types of online shopping: Virtual Merchants (online retail stores
only); Bricks-and-Clicks e-retailers (online distribution channel for a company that also has a
physical store); Catalogue Merchants (the online version of the direct mail catalogue); and,

manufacturers selling directly over the web (Laudon & Traver, 2007).

Consumers around the world are moving toward shopping at these one-click stores.
Online shopping is also growing in the Middle East with around 19 million internet users
(Almaghrabi et al., 2010). In terms of statistics regarding online shopping around the world, a
study conducted by the Nielsen Company in March 2010 covering over 55 markets in the Asia
Pacific region, Europe, the Middle East (including Saudi Arabia), North America and South
America, aimed at obtaining information and understanding about many aspects of e-
commerce including how consumers shop online, what they intend to buy, how they use
various sites, the impact of social media, and other factors that come into play when they are
trying to decide how to spend their money. what is of relevance for the purpose of our study
are the percentages and numbers of online users and the trends in terms 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 detail, China and Korea have the highest number of
online shoppers among Asian countries. The data revealed that 95% of Chinese and Korean
online users are 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 them tending to purchase electronics via the
internet. A large number of online users in Europe (79%) intend to purchase products or
services online within the next six months. Online consumers in Norway and the United
Kingdom show the greatest propensity with almost 90% planning a web purchase in 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 Germany and the Czechs Republic 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 region (47%) have never purchased online, which is
considered the highest in comparison with the other regions of the world and is indicative of
the fact that the level of online shopping in this region is the most under-developed in
comparison with the other regions of the world. Furthermore, one-third indicates no intention
to purchase online within the next six months. Products and services that are popularly bought

online in this region are shown in the graph below (The Nielsen Company, 2010):

Figure 2: Products and services popularly bought online in the Middle East in 2010.
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2. Factors influencing the adoption of online shopping around the world
Previous studies conducted around the world have shown that many factors can
influence people’s adoption of online shopping (Bohn, 2005; Barbonis & Laspita, 2005;
Eliot, 2002; Karkaya & Charlton, 2001; Teo, 2002; Udo, 2001). Consumers are strongly
influenced by cultural, social, personal and psychological characteristics when deciding
whether to make a purchase (Armstrong & Kotler, 2000). These characteristics can be
classified into external factors which include demographic, economic, social, situational and
technological factors, and internal factors that include beliefs, attitude, motives, needs and
personality, and perception and values (Wu, 2003). Some studies have discussed factors
related to customers’ demographics and their adoption of online shopping (Brown et al.,
2003; Chau & Cole, 2002; Korgaonkar et al., 2004; Li et al., 1999; O'Keefe et al., 2000).
Other studies have discussed personal traits and their impact on online shopping (Huang &
Yang, 2010; Tsao & Chang, 2010; Wang & Yang, 2005); shopping motivations (Johnson et
al., 2004; Wolfinbarger & Gilly, 2001); cultural dimensions (Park & Jun, 2003; Park et al.,
2004; Stafford et al., 2004); and also technological factors (Boldrin & Levine, 2002;
Martinez &Williams, 2010; Ho et al., 2011). Demographics, cultural dimensions and the
technology adoption level are briefly explained below. Shopping motivations and personal

traits are presented in a future section.

2.1 Demographics

Around the world, internet users differ according to their demographic
characteristics: gender, income, education and age, and their shopping patterns differ

accordingly (Porter & Donthu, 2006). Consumer demographics have been frequently studied



since the late 1990s in terms of the field of factors influencing online shopping since late
1990s (Bellman et al., 1999; Jarvenpaa & Tractinsky, 1999; Li et al., 1999). In traditional
shopping, women are known to be more attracted to shop, to have a more positive attitude
toward regular shops and to usually be responsible for the household (Alreck & Settle,
2002). However, studies about gender and its relationship with virtual stores have
demonstrated that males buy more products online (Li et al. 1999; Stafford et al. 2004) and
spend more money online than females (Susskind, 2004). For example, a study done by
Chen & Wellman (2004) about internet use in eight countries (the U.S, South Korea, Japan,
Germany, Italy, China, Mexico and the U.K) found that males use the internet more than
females. This difference between males’ and females’ adoption could be attributed to the
following reasons: shopping orientation (Rodgers & Harris, 2003; Swaminathan et al., 1999),
product involvement (Slyke et al., 2002), and product properties (Citrin et al., 2003). In
terms of shopping orientation, studies indicate that women are less convenience-oriented and
more interested in social interactions with others, and conversely that men are more
convenience- oriented and tend to be more individualistic (Swaminathan et al., 1999). In
online shopping, there is no high level of social activity, there are no interactions with sales
people and there are not many physical actions needed to accomplish online buying tasks
(Rodgers & Harris, 2003). In terms of product involvement, studies indicate that men are
more interested in buying electronics, both hardware and software, whereas women are more
interested in buying clothing. In the first stage of online shopping, products sold online were
used more male-oriented, so women were not interested in shopping online as they did not
find much that interested them (Slyke et al., 2002). Additionally, women need to evaluate

products more than men (Citrin et al., 2003). They need to touch and try the product before
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making a buying decision whereas the ability to touch and try the products is not available
when buying products online.

As for age and how it differs with regard to online shopping, some studies indicate a
negative relationship between age and the adoption of online shopping (Joines et al., 2003).
For example, young people are more likely to adopt M-commerce than older internet users
(Bigne et al., 2005). Apart from age, online shopping also differs according to consumers’
income and level of education; some studies have shown a positive relationship between
level of education and income and the amount of money spent online. Consumers who buy
online are generally better educated than those internet users who do not, and high income
users purchased online more and on a more regular basis than low income users, 80% to 65%
(Li et al., 1999). As for the level of education, the higher the level of education, the more

money that is spent on buying products or services (Li et al., 1999; Liao & Cheung, 2001).

2.2 Culture

Cultural dimensions have been found to play a significant role in the adoption of
online shopping (Wee & Ramachandra, 2000; Stafford et al, 2004; Bohn, 2005). Culture is
defined as a complex set of elements and relationships that include knowledge, beliefs, art,
law, morals, customs, and any other components that members of a society may acquire
(Straub et al., 2002). Hofstede (1991) categorized culture into five dimensions. These are as
follows: Power Distance (PDI), Individualism vs. Collectivism (IDV), Masculinity vs.
Femininity (MAS), Uncertainty Avoidance (UAI) and Long-Term Orientation (LTO).
Among these five dimensions, individualism-collectivism (Chau & Cole, 2002; O'Keefe et
al., 2000; Park and Jun, 2003), masculinity-femininity (Stafford et al., 2004) and uncertainty

avoidance (Bohn, 2005) have been used to predict online consumer behaviour. 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 versus Collectivism (IDV): Refers to the degree to which people are
connected together (Hofstede, 1984). Individualistic societies (e.g. the U.S.) have fewer
relationships between individuals. In these societies, every individual tends to be concerned
about himself/herself and his/her immediate family. Individual people tend to use the
internet mainly for personal purposes such as e-commerce and information searching (Chau
& Cole, 2002; O'Keefe et al., 2000; Park & Jun, 2003). On the other hand, in collectivist
societies (e.g. Singapore), people are strongly integrated and have deep relationships with
extended family members. Furthermore, each individual is concerned about protecting the
others. They use the internet mainly for social communication and hobbies, such as sending
and receiving e-mails, accessing/downloading software, and conducting work-related
research (Wee & Ramachandra, 2000).

Masculinity versus femininity (MAS) refers to the ways in which males and females
are treated unequally. In societies characterized by high masculinity (e.g. Japan), males are
given more control and power, and there is a high degree of gender differentiation. In
societies characterized by low masculinity (e.g. Brazil), females are given the same rules,
values and powers as males, and both genders are treated equally (Hofstede, 1984). A study
done by Stafford et al. (2004), which involved customers from countries with different
masculinity scores, showed that the online shopping behaviour of consumers in the U.S.,
which has high masculinity score, is different relative to that of consumers in Turkey, which
has a moderate masculinity score, and is also different relative to that of consumers in
Finland, which has the lowest masculinity scores according to Hofstede (1984). The online
shopping involvement level was lower in Finland than in Turkey, but the level of
involvement was similar in the U.S. and Turkey (Stafford et al., 2004). The graph below

shows masculinity levels in the U.S., Turkey and Finland.
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Figure 5: Cultural dimensions index scores for the U.S, Turkey and Finland
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The Uncertainty avoidance Index (UAI) refers to the degree of tolerancethat people
in a society would have when facing new and unknown situations. In uncertainty avoiding
societies, people tend to restrict any such situations by means of regulations and rules.
Conversely, uncertainty-accepting societies are not rule-oriented. People there tend to
tolerate new situations with as few regulations as they can. Bohn (2005) examined the
relationship between two of Hofstede’s cultural dimensions that are the Uncertainty
Avoidance dimension (UAI) and the Individualism dimension (IDV) in a cross-cultural
study that aimed to investigate the factors that influence individuals to buy or avoid buying
online depending on their cultures. Based on the scores of Hofstede’s survey, participants
were classified as having 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 degrees of importance of these factors differ 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

Internet-based selling technology adoption also affects the adoption of online
shopping. The development of information and communication technology (ICT) has created
opportunities for e-services and products to rise up globally. However, the level of
development of ICT infrastructure is still rather limited to developed countries compared to
developing countries. These developed countries are led by the U.S., and are followed by
some emerging economies, such as Singapore, South Korea and China. Technological
products and services are mostly adopted in countries that are productive (Ho et al., 2011).
Therefore, developing countries are still behind in the adoption of such technologies, which
limits their ability to develop B2C e-commerce (e.g. Agarwal et al., 2005; Zhu et al., 2006).
Studies have been carried out to understand the relationship between internet-based selling
technologies and e-commerce adoption (e.g. Boldrin & Levine, 2002; Martinez & Williams,
2010). For example, the findings of a study that was done by Ho et al. (2011) showed that
the adoption of internet-based selling technology 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 advantages of online shopping could include the availability of a wide selection
of products and services, the ease of comparing sellers’ prices, convenience reasons related
to the comfort of shopping at home and of receiving delivery of the products to one’s home,
time savings, avoidance of bad weather, and lower prices compared to regular store (Karkaya
& Charlton, 2001; Childers et al., 2001). On a global basis, countries differ significantly in
terms of their perceptions of the advantages of online shopping. Studies cite holiday crowd
avoidance, ease of comparison, low prices, availability of shipping, convenience and time
saving, and avoidance of bad weather as key benefits of shopping online around the world
(Lorek, 2003).

A study conducted by Forsythe et al. (2006) to measure the perceptions of online
shopping showed that convenience, ease of shopping, and product selection are the main
perceived benefits of online shopping. Additionally, the findings of another study conducted
by Teo (2002) showed that, in Singapore, the availability of items online was the main
advantage of buying through the internet. People buy products online because they are able
to find items that they cannot find in regular stores (Teo, 2002). Another study conducted by
Ahuja, Gupta & Raman (2003), which examined the reasons for which students and non-
students like to shop online in the U.S, found that the primary reasons for students were, in
declining order of importance, convenience (in terms of avoiding the crowds, parking and
checkout lines), better prices and saving time. On the other hand, for non-students, saving
time and convenience were tied as the most important reasons, better prices was the third
most important reason, and the availability of a wide variety of products and services was the

fourth reason (Ahuja, Gupta & Raman, 2003).
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According to a study by Horrigan (2008), American internet users’ perceived benefits
of online shopping are mostly convenience and a time-saving; 78% of internet users agree
and 53% of them strongly agree that shopping online is convenient. On the other hand, 68%
of American internet users agree and 47% strongly agree that online shopping saves them
time. Convenience was also the main benefit influencing people to buy from a number of
Australian online stores such as Dymock, GreenGrocer’s and Wineplanet (Eliot, 2002).
Additionally, a number of studies have shown that a better price is also an advantage of
online shopping. A study conducted by Gennaro & Hargrave, involving 1309 participants in
the United Kingdom demonstrated that most participants agreed that they are able to find
better prices online than in regular stores (Bohn, 2005).

On the other hand, there are commonly perceived risks that, globally, are
discouraging people to buy through the internet. In the virtual environment, consumers
cannot touch and see a product physically before buying it, and they cannot ensure the safety
and security of their personal information online. Broadly speaking, the perceived risks of
online shopping can be classified into three types: financial and privacy risk, product risk and

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

Financial and privacy risk is either the potential loss of money (e.qg. the illicit use of
credit cards’ details to steal other people’s money) or the potential theft of personal
information through the internet. Product risk is connected to the potential non-performance
of the product after it is purchased, as a result of the customer being unable to physically
examine, touch or see the product before buying it, and this risk may result in the
dissatisfaction of the customer. Convenience risk is associated with customers’ perceived

inconvenience during the buying process; inconvenience could include facing technological
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difficulties while placing an order online. Bhatnagar & Ghose (2004) have stated that the
product and financial risks are strongly associated with any online shopping (Forsythe et al.,
2006).

Privacy and security are the main issues associated with online shopping (Karakaya
& Charlton, 2001). A study by Udo (2001) found that privacy and security issues concerned
most of the 158 online IT users surveyed in a city in the southeast United States. Similarly,
Lebo (2001, 2003 and 2004) found that most of the households that participated in his study
considered privacy an issue that is associated with buying online. However, the percentages
of people concerned about their privacy declined noticeably over the years covered by the
three studies. In 2001 the percentage was 94.6%, which declined to 88.8% in 2003, and then
to 88.2% in 2004 (Bohn, 2005). Although the percentages declined during these years,
88.2% is still considered high. Concerns about credit card issues were also negatively
influencing people’s online buying. A study found that people were concerned about the
security of their credit cards’ numbers and their personal information while shopping online
(Udo, 2001). Another study found that the majority of households that participated in the
study were worried about their credit cards’ numbers being stolen (Swinyard & Smith,
2003). A study conducted by Horrigan (2008) showed that most of American internet users
are concerned about sending private or financial information over the internet. Although the
number of online shoppers is growing considerably, online shoppers are still concerned about
their credit card and personal information over the internet. Indeed, 75% of internet users
included in the survey either agree (39%) or strongly agree (36%) with the proposition that
they do not like sending their financial or personal data through the internet. The security of
credit card numbers has perhaps been the largest concern since the appearance of online

shopping (Kwon & Lee, 2003, Szymanski & Hise, 2000).
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Lack of customer service is also a disadvantage of buying online. This can be seen
when comparing regular shops and virtual shops. In regular shops, customers deal with sales
people when asking about prices and particular products and when paying for their
purchases. Conversely, in virtual shops, customers are responsible for finding the prices of
the products and information about them, and they have to pay on their own; in other words,
there is little or no customer service. In a study done by Ahuja, Gupta & Raman (2003), lack
of customer service was the second most serious disadvantage of online shopping. This
includes the inability to obtain help or reach someone with 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 lack of personal interaction in
online shopping (Barbonis & Laspita, 2005). Interaction in regular shopping occurs in dealing
with sales people and may also occur in interacting with a shopping companion. These two
kinds of interactions are unavailable in virtual shopping. In a study by Ahuja, Gupta & Raman
(2003), it was found that the lack of interaction was the third most important factor negatively

influencing people with regard to buying online.

In conclusion, online shopping has many advantages and disadvantages. On the one
hand, the advantages of online shopping could include the diversity of the available selection
of products and services, the ease of comparing sellers’ prices, the convenience of shopping
from the comfort of shopping from one’s home and of receiving home delivery, the time
savings, the avoidance of bad weather and the lower prices compared to regular stores
(Karkaya & Charlton, 2001; Childers et al.,, 2001). On the other hand, there are some
disadvantages associated with buying online. One of them is the lack of first-hand

experience because consumers are unable to physically see and touch the product before

19



buying it. In addition, consumers cannot ensure the safety and security of their personal
information online. In general, the perceived risks of online shopping can be classified into
three types: financial and privacy risk, product risk and convenience risk (Forsythe et al.,

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

Previous studies have shown that consumers’ characteristics play a role in their
online behaviour such as in purchasing from a website (Wolfinbarger & Gilly, 2001; Wu,
2005). Consumers are strongly influenced by their cultural, social, personal and
psychological characteristics when doing a purchase (Armstrong & Kotler, 2000). These
characteristics can be classified into external factors including demographic, economic,
social, situational and technological factors, and internal factors including beliefs, attitudes,

motives and needs, personality, perception and values (Wu, 2003).

4.1 Personal traits

Personal traits are also factors that might influence people in adopting online
shopping. Personality “determines the unique thinking and behaving patterns of an
individual” (Allport, 1961). Traits, however, are “the degree of this emerged uniqueness
when an individual is observed from different angles or dimensions” (Allport, 1961). From a
psychologist’s point of view, consumer behaviours are related to personal traits (Allport,
1961; Endler & Magnusson, 1976). Ajzen considered the relationship between personal
traits, attitudes and behaviour in developing the Theory of Reasoned Action (TRA), and
showed that personal traits indirectly influence individuals’ behaviour (Ajzen, 1988).
Personality traits contain five principles recognized as together 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 risks and who tend to be more action-oriented.

Conscientiousness (C) refers to people who are responsible, highly organized, efficient and
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self-controlled. Agreeableness (A) refers to people who are easily agreeable, polite, friendly
and trustworthy. Consequently, people with these types of personal traits easily trust
shopping websites and like to engage in interactions while doing their online shopping.
Neuroticism (N) refers to people who are unstable, are unable to control their emotions and
easily become scared or angry. Openness (O) refers to people who have a wide range of
interests and who are willing to consider different opinions, points of view, experiences and
cultures (Tsao & Chang, 2010; Wang & Yang, 2005). A study conducted by Huang & Yang
(2010) examined the relationships among these five factors with regard to the adoption of
online shopping, and the findings show that people with high openness shop online for the
purpose of obtaining excitement, stimulation and information about new trends. It therefore
follows that openness is positively related to online shopping. The other factor that was
examined was conscientiousness, and it was found that people with high conscientiousness
shop online because this activity takes 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 examined, and the results indicated that
people with high extraversion are expected to shop online since the online environment is
full of new experiences and shared information; this shows a positive relationship between
online shopping and this factor. As for Neuroticism, findings show that highly neurotic
people are also likely to shop online as this environment allows for transactions without
social interactions. Thus, this factor is also positively related to online shopping (Huang &
Yang, 2010).

Goldsmith (2001) considered innovativeness as a personal trait that plays a role in the
adoption of online shopping. 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 is positively related to online shopping. Results have shown that
innovativeness has positive effects on both the intention to buy online and on the action of

buying online (Goldsmith, 2001).

4.2 Motivations

Shopping motivations also constitute a factor influencing online shopping behaviour
as it was found to play a key role in the time spent searching for products and making
purchases (Joines et al., 2003). In traditional shopping, consumers shop differently
according to their motivations; some have hedonic motivations and others have utilitarian
motivations (Childers et al., 2001). Utilitarian consumers are called goal-oriented shoppers,
and are concerned with the time that they spend looking for what they need, the efficiency of
their shopping, the ease of shopping, the reasonableness of the price and the availability of
the product selection (Sarkar, 2011); on the other hand, hedonic consumers are called
experiential shoppers and are only shopping for purposes of entertainment, interesting
shopping experiences and enjoyment (Childers et al., 2001; Sakar, 2011). The utilitarian
motivations have been studied more and are more important in the online shopping
environment than the hedonic motivations (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 benefits that utilitarian consumers are seeking are available in
the online shopping environment, including availability of product selection and ease of
shopping. A study done by Forsythe et al. (2006) shows that convenience, ease of shopping,
and product selection, which are utilitarian benefits, are benefits that mostly appear in online
shopping. In comparing hedonic shoppers’ perceived benefits such as entertainment with

utilitarian shoppers’ perceived benefits, we can infer that customers with high utilitarian
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shopping motivation are more likely to engage in online shopping and to obtain their
perceived benefits to a greater extent than 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 interest (Wolfinbarger & Gilly 2001), and are attracted to
sites that are easy to investigate, are well designed and offer a sort of community. Hedonic
shoppers usually enjoy environments that establish interactivity between customers (Childers
et al., 2001). Even though hedonic shoppers do not have a particular aim in their minds other
than to navigate, retailers can capture these shoppers’ attention while they are navigating an
online store through an attractive website design and the creation of a sense of community in

order to convert their navigation into a real purchase (Zhou et al., 2007).

4.3 Attitude toward internet technology

The use of technology-based services and products is increasing at a rapid pace. The
introduction of a new technology will fully show its value and will succeed only when
individuals are willing to accept and adopt it in their daily lives. Technological products may
facilitate customers’ electronic transactions, and may give them a way to reach electronic
markets on the one hand. On the other hand, if customers face challenges in accomplishing
their tasks when using these sophisticated technology-based services, customers may simply
avoid using them, and that may turn into negative attitude toward technology (Parasuraman,
2000). Attitude is a tendency or a feeling to react in a positive or a negative way to a
particular idea, object, person, or situation. Individuals are influenced by their attitudes in
their choice of action, and their responses to challenges, incentives, and rewards (Schiffman,
Kanuk & Wisenblit, 1997; Grandom & Mykytyn, 2004). In terms of online shopping, a

consumer’s attitude toward online shopping is defined as his/her positive or negative feelings
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related to accomplishing the purchasing behaviour on the internet (Schlosser, 2003a).
Frustration at performing online shopping is serious as people’s feelings about online

shopping are a way to predict their intention to adopt it (Parasuraman, 2000).

Several theories explain how attitude and behaviour linked together. One of these
theories is the Theory of Reasoned Action (TRA). This theory was developed to explain
how consumers behave while doing 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, researchers investigated the attitude of
undergraduate students with regard to buying apparel products online. The findings of the
study showed that attitude and intentions are significantly related. Students who had the
intention to buy products online also had a positive attitude toward shopping online for
apparel products (Schiffman, Kanuk & Wisenblit, 1997). Another theory that links
behaviour and attitude is the Theory of Planned Behaviour (TPB). The TPB is an extension
of the TRA (Schiffman, Kanuk & Wisenblit, 1997). It states that “behaviour can be
explained by behavioural intention, which is influenced by attitude, subjective norms, and
perceived behavioural control” (Schiffman, Kanuk & Wisenblit, 1997). A relevant
proposition underlying the theory of reasoned action was also offered by Lutz (1991). This
proposition mainly indicates that in order to predict a buying behaviour, it is essential to
measure the individual’s attitude toward the way in which she/he performs the behaviour and
not simply his/her attitude toward the item purchased. For example, a person might have
positive attitude toward products that are available online such as airline tickets, shoes,
accessories, but he/she might have negative attitude toward the way in which buying online

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

Several theoretical models have also been used to obtain a better understanding about
the relationship between consumers’ attitude toward technology and their adoption of new
technologies and electronic services. The table below summarizes studies have been
conducted using different technology acceptance models to find the link between attitude and

technology adoption.

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

Model Used References Major Findings

Technology Acceptance | Davis 1989, Bagozzi & Warshaw Perceived usefulness and perceived

Model (TAM) 1992; Klopping, McKinney. 2004; | ease of use impacts people’s
Park, 2009; Wahid, 2007, adoption of new technologies.

Mccloskey, 2004; Almutairi, 2007;
Lederer, Zhuang, Sena &Maupin,
2000; Lin & Lu, 2000

Technology Readiness | Lin & Chang, 2011; Lin, Customer Technology Readiness
and Acceptance Model | Shih & Peter, 2007 enhances perceived usefulness,
(TRAM) perceived ease of use, the attitude

toward use, and the intention to use
self-service technologies (SSTs).

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

Imitation Behaviours and
Institutional Pressures impact
people’s attitude toward the
adoption of new technologies.

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

on the use of technology.

Another theoretical model is related to the Technology Readiness Index (TRI). TRI is
a measurement tool that was developed by Parasuraman (2000) in order to measure people’s
readiness to use and interact with technology. Parasuraman defined TRI as follows “The

technology-readiness construct refers to people’s propensity to embrace and use new
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technologies for accomplishing goals in home life and at work” (Parasuraman, 2000, p.308).
This model will be used in this study to measure people’s attitude toward the use of online
shopping. It is related to this study as it measures the readiness to use technology in home life
and at work, which relates directly to our study since people mainly engage in online shopping
in their daily life. This model consists of four dimensions; those that are drivers of technology
readiness are optimism and innovativeness, and those that are inhibitors are: discomfort and
insecurity.

1) Optimism refers to positive beliefs and views toward a new technology. People who
have a high degree of optimism believe that technology makes their lives easier, and gives
them more control and efficiency.

2) Innovativeness is the tendency to learn about innovations and to adopt them.

3) Discomfort is a feeling of inability to control technology as well as a feeling of being
defeated by it.

4) Insecurity is suspicion and distrust about technology combined with uncertainty about

its capability to work in a prpoer way (Parasuraman, 2000).

Previous studies have been conducted using the Technology Readiness Index (TRI)
to examine people’s readiness to adopt new technologies. In a study conducted to explain an
individual’s use of e-services in Taiwan, the TRI was integrated with the Theory of Planned
Behaviour (TPB), and the results of this study showed that attitude and perceived behaviour
both have an influence on a person’s use/adoption of e-services. However, subjective norms
do not have any influence (Chen & Li, 2010). Additionally, another study by Lanseng &
Andreassen (2007) examined the adoption of self-service technology (SST) in health

diagnosis; this technology was developed and implemented to reduce cost and enhance
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quality in the health care field. The study was aimed to test people's readiness for and
attitudes toward performing self-diagnosis.  Findings showed that the Technology
Acceptance Model (TAM), which is based on the Technology Readiness Index (TRI), is able
to predict people’s intention to use self-diagnosis in the future (Lanseng & Andreassen,
2007). Zeithaml et al. (2002) indicated that there is a positive relationship between
Technology Readiness (TR) and appreciating self-service technologies. Furthermore, Yen
(2005) found that people’s level of satisfaction with technology is associated with people’s
technology readiness. People with a better attitude toward technology are more likely to
enjoy and be more satisfied with self-service technologies than people with lower

Technology Readiness (Yen, 2005).

5. Online shopping background in Saudi Arabia

Although Saudi Arabia is experiencing the largest growth in information and
communication technology (ICT) in the Middle East, online shopping adoption level is still a
nascent phenomenon in this country (Saudi Ministry of Commerce, 2001; Alotaibi &
Alzahrani, 2003; U.S. Commercial Services, 2008; Alfuraih, 2008). A report issued by
Saudi Alhokair Group, mentioned that the trade market in Saudi Arabia had an annual
growth rate of 5.8% throughout the last decade, and exceeded 90 billion Saudi Riyal (SR) of
trade volume in 2010 (1 US$ = 3.75 SR), exceeding forecasted level of only 70 billion SR.
In addition, the trade volume is expected to reach 130 billion SR in 2012 (Habtoor, 2011).
However, with regard to the adoption of e-commerce, firms in Saudi Arabia generally do not
seem to be following the developed countries’ quick adoption of online shopping. But,

compared to the other countries in the Arab world, Saudi Arabia seems to be advanced in the
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adoption of e-commerce. In mid-2006 the Arab Advisory Group conducted a survey which was
aimed to investigate internet usage and e-commerce activities in four Arab countries: Saudi
Arabia, UAE, Kuwait and Lebanon. Findings show that the UAE was the leader in terms of
annual e-commerce spending per capita; whereas Saudi Arabia was the leader in terms of the
total money spent on e-commerce. As for the level of popularity how of e-commerce activities
among various Arab populations, the UAE was ranked first at 25.1% of the entire population,
Saudi Arabia was second at 14.3%, and Kuwait was third at 10.7%; the percentage decreases
dramatically in Lebanon with e-commerce reaching only 1.6% of the Lebanese population
(AAG, 2008).

Companies in Saudi Arabia can be divided into four main categories in terms of their
respective stages in the adoption of online shopping. The first category is comprised of the
large companies that operate offline but with a web site that can perform all or some of the
following functions: some transactions and payments, whereby consumers can reserve and
buy tickets and are only able to pay only by credit card (e.g. Saudi Airlines); online checking
of accounts and payments of some of bills (e.g. Alrajhi bank); and online checking of
telecommunications statements and payments of these bills (e.g. Saudi Telecom Company).
The second category is comprised of companies that operate online to advertise and provide
information about their products and services and provide address of their offline store
without offering the ability to do any online transactions. An example about this category is
the Jarir book store, 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 online. The third category is comprised of companies
that have only a one-page website to provide their addresses and information about how to

contact them such as Extra shops. The last category is comprised of small companies that
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operate offline without any online pages or web sites and with no intention for future
involvement with e-commerce. 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 reasons underlying the
tendency of the Arab world in general and of Saudi Arabia in particular to lag behind in the
adoption of online shopping. Most of these studies have been limited to barriers influencing
or contributing to environmental, architectural and regulatory factors such as the lack of
address systems, the absence of clear regulations about how to protect all involved parties
and security and privacy issues (Aleid et al., 2009; Alghaith et al., 2010). Some of the

barriers to online shopping in Saudi Arabia are described below.

5.1 Availability of Internet service

Multiple companies in Saudi Arabia are providing high-speed internet connections to
most of Saudi cities including Mobily and Saudi Telecom. This internet connection could be a
DSL connection, a dialup connection or a satellite connection. However, small and rural
villages and towns are still experiencing difficulties in using the internet as the only available
connection in these areas is dial up (STC.com.sa & mobily.com.sa). Despite the availability of
DSL connections in the main cities, even these connections may stop working for long hours
or even for an entire day, which discourages individuals from using the internet conveniently
and continually; moreover, people have to wait for a long period of time in a waiting list in
order to have a DSL connection installed at their home (Aleid, Rogerson, & Fairweather,

2009).
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5.2 Cost of the internet

Saudi people’s incomes differ significantly from one person to another (Al Ahmadi,
2004). People with high income find that the cost of the internet is reasonable. However,
low-income people, who usually live in cities and villages, find it expensive to pay for the
internet, which also prevents a large number of Saudi citizens from using the internet (Aleid,
Rogerson, & Fairweather, 2009). The average cost of an internet connection in Saudi Arabia
ranges from 39.73 U.S. dollars per month to 120 U.S. dollars per month without the including
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 clear and uniform system of addresses (Saudi Post.com).
The lack of accurate addresses in Saudi Arabia makes it difficult for many online shoppers to
describe where they want their products to be shipped because they have no clear address to
provide; similarly, companies find it difficult to ship to a vague address. As a result,
customers either have to describe where their home is located or have to choose their
purchases delivered to a post office where they can come to pick the items up themselves,
which would cost them more money due to the need to pay for the post office as well. The
absence of a clear postal system discourages both the 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 that some customers may leave or cancel a buying process
because of a privacy concern and because of the sensitivity of their personal information
(Lessig, 1999; Shapiro, 2000). In Saudi Arabia, there is indeed an association between the
perceived privacy of a site and the willingness to shop at a site (Al-Ghaith et al., 2010).
People fear for the privacy of their information as Saudi laws and regulations do not provide
any rights for privacy. In the criminal law regarding information technology, there is no
definition of privacy nor any punishments related to it. If companies or organizations were to
decide to sell their customers’ information to third parties, no law would be available to
protect the privacy of the Saudi customers (Al-Ghaith et al., 2010). A study by Al-Ghaith,
Sanzogni & Sandhu (2010) showed that privacy was the second most important barrier to the

adoption of e-services in Saudi Arabia.

5.5 Payment methods

Given Saudi Arabia’s completely Islamic culture, some Saudi banks issue Islamic
credit cards with no interest or late fees to meet Saudi people’s Islamic rules
(Alrajhibank.com.sa). However, Saudi people still prefer to pay by debit card as they feel that
it is dangerous to provide their credit cards’ information over the internet given the fact that
the sites are not trustworthy and the risk that their information might be stolen by other parties
(Aleid, Rogerson, & Fairweather, 2009; Alghamdi, Drew & Al-Ghaith, 2011). Paying online
by debit card is limited to only a small number of virtual stores and therefore paying online is

another barrier of online shopping in Saudi Arabia.
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5.6 Absence of clear e-commerce regulations

In any system, rules and regulations are essential in order to ensure respect for the
rights of all involved parties. The absence of clear regulations in this regard and the
associated absence of fear punishment may result in fraud, which will in turn result in
negative consequences for the whole system. In the online shopping environment, many
transactions occur between the involved parties such as payments and delivery arrangements.
These activities need clear regulations that have the ability to protect the rights of any party
involved in online transactions. In Saudi Arabia, there is an absence of clear e-commerce
statutes, legislation, and rules (Al-Solbi & Mayhew, 2005; Agamdi, 2008). Therefore, Saudi
Arabia needs to prioritize development of clear e-commerce laws and regulations, so that all
parties involved in online transactions are able to be free of the fear of violations of their
rights during any engagements in such transactions (Albadr, 2003; Al-Solbi & Mayhew,

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

Since online shopping is built on a technology infrastructure, this 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, internet user penetration, broadband
penetration, and mobile phone penetration are primary indicators of the level of technology
adoption in a country (Ho, Liang & Kauffman, 2011). However, for reasons of simplicity, in
this context we are only looking at internet user penetration and at secure internet servers as

measures of 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 please refer to
tradingeconomics.com. The current number of internet users reflects the extent of the
potential users of online shopping; in order to ensure that the information sent between a
browser and a server is encrypted and secured during its transmission through the internet
(especially if the information is related to credit card data or personal data), online stores,
online banking and financial services,