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ABSTRACT

In Saudi Arabia, there is currently an active revolution not only in its physical and
economy development, but also in the purchasing behaviour among Saudis. The world
is observing massive change in people’s behaviour in communication and the
influence technology has on it. This has led to numerous studies related to information
technology and purchasing behaviour, in particular the reality of online purchasing in
Saudi Arabia. As it involves technology, the Technology Acceptance Model (TAM)
has been widely used in various studies in the attempt to understand people’s intention
and actual behaviour online through the involvement of several external factors. This
study is designed to examine the effects of ease of use, usefulness, enjoyment, and
trust as the direct antecedent to intention, while social media, facilitating conditions
and perceived risk are the moderating effects between intention and actual purchase to
be able to advance the theories in TAM. This study aims to answer seven research
questions by proving seven hypotheses involving seven relationships of dependent,
independent as well as moderating variables. As the study employed a quantitative
research design, 500 questionnaires were distributed to respondents identified using
the snowball sampling method, however only 208 were successfully analysed and
discussed. Data analysis was successfully conducted using a Structural Equation
Model (SEM) and the findings were presented in numerical forms with systematic
descriptions to prove the proposed hypotheses and to answer research questions. At
the end of the study, the researcher managed to explain the proposed research
framework which involved the extension of TAM. It was discovered that trust, ease of
use, and usefulness are the main factors to online shopping in Saudi Arabia. On the
other hand, two of the three moderators: social media, and facilitating conditions
positively influenced the relationship between consumers’ intention, and online
purchase, whereas the third condition, which was the perceived risk, was found on the
contrary. Ultimately, the findings of this study will be beneficial for marketers to
understand the intrinsic behavioural factors that influence consumers’ selection, hence
avoid trial and errors in their advertising drives.
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CHAPTER ONE
INTRODUCTION

1.1 INTRODUCTION

Trade boundaries continue to diminish as more economies continue to promote
globalisation through the rapid growth of international trade, global corporations, and
non-local consumption alternatives (Alden, Benedict & Rajeev, 2006) together with
the emergence of the Internet and e-commerce. Singla and Kumar (2011) reported that
the Internet offers a global means of transaction for consumers instead of only as a
networking media (Syed Shah Alam, Bakar, Ismail & Nilufar, 2008). Pawar (2016)
and Joseph (2017) mentioned that online shopping is growing in a great amount. He
also stated that rather than local, online shopping is a global phenomenon. Singla &
Kumar (2011) stated that the use of the Internet has grown rapidly over the past few
years and has become common especially in information transfer, services, and trade.
Consumers are shifting from physical to online store according to their ease and
convenience (Geetha & Rangarajan, 2015) which is due to the availability of
everything at the click of a mouse (Joseph, 2017).

E-Commerce or online shopping means buying and paying for an item via
shopping websites (Joseph, 2017) and this is done from personal computers. Online
shopping was invented in 1979 by an English business man Michael Aldrich (Geetha
& Rangarajan, 2015). Online shopping enables consumers to purchase almost
everything from clothes to cars and computers and even travel or financial
arrangements. E-commerce or e-shopping has been a phenomenon and the
phenomenon is growing in all four worlds, especially in countries acquiring high
technology for marketing activities via Internet. With falling broadband investment
costs and the savings that can be made by shopping online, the need to go out and
shop in brick and mortar stores is fast diminishing. As Syed Shah Alam and Norjaya
(2010) suggested more Internet users are turning to online shopping because items
purchased are delivered direct to their preferred address, and they do not need to hurry
as online stores are opened 24 hours a day, 7 days a week, and 365 days a year. In
addition, Pawar (2016) said the benefits to consumers like the diversity of the

available items, convenience, and quick access to online stores are the main attractions



