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Abstract 

Over the last few years, Web technology has evolved in terms of its use consistent with 

the introduction of new tools and practices pertinent to users. With the increased evolution 

of Web 1.0 in tandem with the birth of digital technology, Web 2.0 was created with 

websites that provide more interactive and richer user experiences. Through Web 2.0, 

social networking creates an online community that allows users to engage in discussions 

and collaborations, and comment on topics of common interest. In Saudi Arabia, social 

networking usage has increased rapidly and has begun to be an indispensable part of 

everyday life. The evolution of social networking and the significant growth of e-

commerce has changed the nature of e-commerce interactions between customers and 

organizations. This evolution has produced a new form of e-commerce known as “social 

commerce” (s-commerce). The current literature indicates that s-commerce has not been 

studied extensively and the majority of the studies have focused mainly on the 

investigation of specific factors. Hence, more research is needed to analyse and evaluate 

s-commerce theoretically and empirically to increase our knowledge of this significant 

and growing area of research. Therefore, the aim of this thesis is to identify all the factors 

necessary for implementing s-commerce in Saudi Arabia successfully, by developing and 

evaluating a model for s-commerce aligned with one of the goals of Saudi Vision 2030. 

In this study, a new initial model is developed for s-commerce in Saudi Arabia based on 

an extensive literature review. The model comprises several themes: organizational 

characteristics, human-computer interaction (HCI), content, social, psychological and 

culture aspects, and sustainability. The purpose of this study is to identify the major factors 

for each theme that influence the customers’ attitude to the adoption of s-commerce in 

Saudi Arabia.  

 

After an initial s-commerce model was derived from the literature review, the study 

adopted a mixed-methods approach (explanatory sequential design) to assess the 

effectiveness of this s-commerce model which was based on all the factors that emerged 

from the literature review. This strategy involved two phases of data collection and 
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analysis: quantitative and qualitative. In the first phase, quantitative data was collected via 

an online survey to assist the researcher to obtain an overview of the customers’ thoughts 

about and attitudes toward the adoption of s-commerce in Saudi Arabia, and to validate 

the initial themes. The exploratory factor analysis technique was applied to minimize the 

number of factors and to identify the most important ones to be considered and, therefore, 

included in the final model. The analysis of the EFA and participants’ comments resulted 

in seven themes. 

 

Second, the qualitative method was applied to explore the quantitative results from the 

survey to obtain more explanation of the constructed factors. Semi-structured interviews 

were conducted with 25 interviewees to determine the improvements needed to be made 

to the s-commerce adoption model and to ensure that it was comprehensive. Thematic 

analysis was conducted on the collected qualitative data. A few changes were made to the 

enhanced model based on the opinions of s-commerce experts. The analysis of the 

interview data resulted in seven themes, with each theme having two or more factors. The 

researcher refined the enhanced social commerce model for Saudi Arabia so as to 

accommodate the new interview findings.  

 

This study makes new theoretical contributions to the current literature regarding the 

significant factors required to implement s-commerce in Saudi Arabia successfully. 

Moreover, this research contributes to the Saudi Vision 2030 and has practical 

implications for Saudi Internet entrepreneurs by offering recommendations that will 

encourage consumers to adopt s-commerce in Saudi Arabia.  

 

Finally, an acknowledgment of the study’s limitations and directions for potential future 

research are discussed. These future research directions can be considered by academic 

researchers in developed or developing countries. 
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 Introduction 

1 Introduction 

1.1 Introduction 

The main aim of this study is to identify all the factors necessary for the successful 

implementation of s-commerce in Saudi Arabia. This is done by developing and 

evaluating a holistic model for s-commerce in Saudi Arabia. This chapter gives the 

reader the relevant background information for this study. The backdrop of the study 

is described first, followed by the research context. This involves providing the reader 

with background information about the country in which the study is conducted. The 

research objectives and questions follow this. Subsequently, the theoretical and 

practical contributions of the research are explained. Following that, a brief description 

is given of the research design including the research process implemented to conduct 

the study, followed by an overview of the research flow. Lastly, the thesis structure is 

outlined. 

 

1.2 Background  

Internet development and maturation has seen the emergence of new forms of 

communication technologies, which allow users to exchange messages almost 

instantly. It also built online communities for information sharing and trading. Trading 

over the Internet, often known as Electronic Commerce (e-commerce), refers to the 

conducting of financial transactions via the Internet, the Web, or mobile apps in 

exchange for goods or services (Qin et al., 2014).  

 

Recent technology has enabled firms to launch alternative sales channels in the form 

of e-commerce sites (Rose et al., 2011). As a result, businesses and customers alike 

have benefited. Customers have profited from e-commerce in various ways: it enables 

products to be purchased without regard to time or location (Rose et al., 2011); 

consumers can access rich product information (L. Jiang et al., 2016), product 

flexibility and availability (Soscia et al., 2010), and have the opportunity to compare 

prices from other websites readily (Aydemir, 2013; Kacen et al., 2013). 
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E-commerce has also benefitted businesses in a variety of ways. Among these 

advantages are: the availability of new internationally accessible sales channels 

(Aydemir, 2013), immediate savings from cost reductions throughout the firm, 

improved customer service, a competitive edge obtained by shortening the time 

between manufacturing and selling (White et al., 2014), and popularisation of the firm 

brand (Wanyoike et al., 2012). 

 

Moreover, over the last few years, there has been a gradual increase in the number of 

social networking (SN) sites that have attracted people in such a way that SN has 

become a necessary part of their daily routine (Gayathri et al., 2012). The number of 

SN users worldwide was 4.65 billion in April 2022, 26.6% of whom use SN to find 

products to purchase (DataReportal, n.d.). This seems to be an easy way for companies 

to obtain access to their customers’ information. This access gives companies the 

opportunity to modify their business and marketing strategies by keeping in view the 

consumer’s interests and preferences (Gatautis & Medziausiene, 2014). Currently, SN 

not only gives users a medium of communication whereby they can share views and 

news, but also offers new opportunities for online buying and selling of products (Noh 

et al., 2013). 

 

Accordingly, the popularity of SN, along with the significant growth of e-commerce 

has produced a new form of e-commerce known as Social Commerce (s-commerce). 

S-commerce is a phenomenon that has continued to evolve since its initial emergence 

in 2005 (C. Wang & Zhang, 2012). As seen in Figure 1.1, s-commerce is a subset of 

e-commerce, that uses the SN platforms as a bridge to e-commerce to facilitate the 

online buying and selling of products and services via Internet technologies (Noh et 

al., 2013). 
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The advent of social commerce has transformed the roles of customers, making them 

active players in online transactions and enabling them to engage in marketing, 

comparing, buying, and selling in online shops (Hajli et al., 2015). It has been pointed 

out that s-commerce has a vital influence on economic growth, as it provides new 

opportunities for firms and customers to communicate with each other (S. Sharma & 

Crossler, 2014). Firms began to embrace SN to strengthen information sharing, 

communication, and cooperation by implementing various innovative and critical 

business practices. This involves incorporating SN into corporate branding and 

marketing activities (Gummerus et al., 2012). 

 

1.3 Research Context 

Since this research focuses on the Saudi Arabian context, this section will present a 

brief description of Saudi profile, demographics, and the Saudi Vision 2030 initiative. 

 

 Saudi Arabia 

Saudi Arabia (SA) is one of the biggest areas in the Middle East, with an area of 2.15 

million square kilometres (World Bank, n.d.-b) and a population of 35.8 million 

(Worldometer, 2022). The country is a member of the G20 countries and the Gulf 

Figure 1.1: S-commerce definition (prepared by the author) 
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Cooperation Council (GCC; Al-Somali et al., 2015). In 2021, Saudi Arabia’s economy 

was one of the top 20 largest economies listed globally, and the largest in the Arab 

world. Also, it is considered to be a rapidly developing country (StatisticsTimes.com, 

2021). 

 

Retailers see SA as a desirable country for commercial transactions due to its young 

population and the great number of active SN users. In 2020, those aged between 15 

and 34 years represented 36.7% of the total Saudi population (General Authority for 

Statistics, 2020). Several SA firms use SN for commerce due to its popularity among 

consumers and business operators (Abed et al., 2015).  

 

SN users in SA are growing rapidly due to the widespread use of smartphones. In 2021, 

there were 25.92 million Saudi Facebook users, and 25.05 million Twitter users. In 

2022, SA ranked number 5 on a list  of 20 leading countries based on Snapchat 

audience size (Statista Research Department, 2022). Additionally, SA is an attractive 

country for investors as it was 27th in the largest market list for e-commerce in 2021 

with a revenue of US$8 billion (ecommerceDB, n.d.).  

  

The Saudi Ministry of Commerce and Investment also aided the e-commerce sector of 

by launching the Maroof service, which assists company owners to document their 

electronic stores. This service benefits all e-commerce users, whether sellers or buyers, 

and strengthens the trust between them (Albelaihi et al., 2019). Another purpose of 

this service is to improve individual quality of life, which is one of the goals of Vision 

2030 (Saudi Vision 2030, 2019). 

 

 Saudi Vision 2030 

Saudi Arabia is undergoing a series of significant changes under the present governing 

power of King Salman and Crown Prince Mohammed bin Salman. These changes 

involve budgets, regulations, and policies that will be enacted in order to ensure that 

SA becomes less reliant on oil by developing a diverse and sustainable economy 

(Khan, 2016). The transformation process began with the launch of "Vision 2030" by 
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the Crown Prince of SA. One of the Vision’s primary goal is to “ensure a thriving 

economy include raising the share of non-oil private sector GDP from 40 percent to 

65 percent” (Khan, 2016, p. 38). Moreover, the vision highlights the significant role 

of small and medium-sized enterprises (SMEs) in contributing to the overall growth 

of the country’s economy by creating more jobs and innovating. The Vision also 

emphasises the localisation of specialised industries, such as the digital economy 

(Alshuwaikhat & Mohammed, 2017). Mesenbourg (2001) defines the digital economy 

as having three main elements: supporting infrastructures, electronic business 

processes, and electronic commerce transactions. SA places a high value on e-

commerce and s-commerce, and is making significant attempts to entice vendors and 

consumers to use it to achieve economic benefits (A. Alghamdi, 2020). According to 

a report provided by the Saudi Arabian Communication and Information Technology 

Commission (CITC), “e-commerce development will help achieve the Vision 2030 

goals of creating a diversified economy and establishing an attractive environment for 

investment, entrepreneurship, and employment” (CITC, 2017, p. 21). 

 

Moreover, one of the commitments of Vision 2030 is to increase job opportunities for 

Saudi women (Saudi Vision 2030, 2019). The emphasis is on developing resources 

and programmes for both young people and women to help them improve their job 

opportunities and skills. SA’s unemployment rate is expected to fall from 11.6 percent 

to 7 percent. Furthermore, employment prospects for women are expected to expand 

from 22 percent to 30 percent (Saudi Vision 2030, 2019). E-commerce, which includes 

s-commerce, will help boost local markets in Saudi Arabia by providing work 

opportunities to unemployed people. The Saudi government expects that this will help 

to encourage entrepreneurship and increase business opportunities (S. S. Alotaibi, 

2018).  

 

1.4 Research Objectives 

This study is conducted to acquire a better understanding of s-commerce and to 

develop a new holistic social commerce model for SA. Choosing the most relevant 

factors related to s-commerce is one of the most difficult challenges. Because several 

factors could potentially influence customers’ attitudes to the adoption of s-commerce 
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in SA, it is important to narrow them down to those that are the most salient. The main 

aim of this research is to examine the factors related to organizations’ characteristics 

such as design, content, social, psychological and cultural elements, and sustainability 

(e.g., reputation, website quality, perceived enjoyment, support, and awareness) that 

will affect the adoption of s-commerce in SA, with a focus on cultural and 

organizational factors. To achieve this, the following research objectives have been 

formulated:  

 

1. To determine the factors that must be included when 

developing a holistic social commerce model for Saudi 

Arabia. 

 

2. To determine the specific cultural, and organizational 

factors that must be considered when developing a holistic 

social commerce model for Saudi Arabia. 

 

3. To investigate social networking experts’ attitudes 

regarding the holistic social commerce model developed for 

Saudi Arabia. 

 

1.5 Research Questions 

A research question is a specific question that the study intends to address and answer. 

According to the Collis and Hussey (2014), “research questions provide a focus for 

your endeavours and are not the actual questions you might use in a questionnaire or 

interview” (p. 103). The formulation of research questions is a very important step in 

the research because it determines the research design. Figure 1.2 shows the steps 

taken by the researcher when developing the research questions. 
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To fulfil the objectives of this research, the following questions were addressed to 

provide insight critical for developing a holistic s-commerce model and for the 

successful adoption of s-commerce in Saudi Arabia: 

 

Q1: What are the factors that must be included when 

developing a holistic s-commerce model for Saudi Arabia? 

 

Q2: What are the specific cultural and organizational 

factors that must be considered when developing a holistic 

social commerce model for Saudi Arabia?  

  

Q3: What are the perceptions and attitudes of s-commerce 

experts in terms of the holistic social commerce model 

developed for Saudi Arabia? 

 

 

Figure 1.2: Identifying research questions (Adapted from Collis and Hussey (2014, p. 104)) 
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1.6 Research Design 

For this study, a mixed methods research design (“sequential explanatory research 

design”) was adopted in order to collect and analyse the participants’ opinions of the 

new initial s-commerce model. Sequential explanatory research design involves two 

phases of data collection and analysis: a quantitative phase followed by a qualitative 

phase (Saunders et al., 2016). The main benefit of applying this design is to obtain a 

comprehensive understanding of a phenomenon by collecting and analysing 

qualitative data to explore and interpret the statistical outcomes obtained from the 

quantitative phase. 

 

First, quantitative data was collected first via an online survey to assist the researcher 

to understand SN users’ reactions to s-commerce and to establish a set of new factors 

identified in the survey data. This research applied the Statistical Package for Social 

Sciences (SPSS) version 26 for data analysis. Then, exploratory factor analysis (EFA) 

was conducted to detect the factors that must be retained in the model after the factor-

reduction procedure. The quantitative method was used to address the first and second 

research questions stated in section 1.5. 

 

In the next phase, the researcher conducted asynchronously semi-structured 

interviews, with open-ended questions to help clarify and validate the first and second 

research questions, and to address the third research question from the experts’ 

perspectives. The researcher analysed the qualitative data results by using NVivo 

software (version 12), one of the general qualitative analysis tools, and the thematic 

analysis techniques. 

 

1.7 Research Contributions 

It is essential to explain the significance of any research in terms of its theoretical and 

practical contributions. The theoretical contribution is concerned with exploring new 

knowledge and the extension of existing knowledge about a particular field. While the 

practical contribution is concerned with the empirical impact of the research results in 

real life. It is anticipated that this research makes substantial theoretical and practical 
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contributions to the s-commerce field, especially in the context of Saudi Arabia.   

 

 Theoretical Contributions 

This study will present a detailed description and a new perspective on s-commerce 

adoption in KSA. The seven themes in this study -organization characteristics, design, 

content, social, psychological, culture, and sustainability- will be explained and 

summarized.  Also, this research will review the current social commerce models. 

 

 The main theoretical significance of this research is that it makes new theoretical and 

academic contributions to the current literature regarding the significant factors 

required for the successful implementation of social commerce in SA. The study 

contributes to the understanding of s-commerce adoption by adding information about 

the factors that affect consumer behaviour in terms of using social commerce in the 

SA. Given that, to date, there is a lack of theoretical models to guide the 

implementation of s-commerce in Saudi Arabia, this thesis seeks to contribute new 

theoretical and academic knowledge regarding the crucial factors needed for the 

successful adoption of s-commerce in Saudi Arabia. The study result will benefit 

stakeholders in research centres or institutions and universities in SA, such as scholars, 

academic staff, PhD and Master students as it will provide a better understanding of s-

commerce. Moreover, it will be useful for similar stakeholders in other developing 

countries, particularly those comprising the Gulf Cooperation Council. Briefly, this 

research will add new knowledge to the literature in this recent and essential field bas 

it considers all relevant factors more comprehensively by taking an exploratory 

approach and examining the significant levels of these factors collectively. 

 Practical Contributions 

It is anticipated that the study’s outcomes will benefit stakeholders such as companies, 

organizations and governments as they will provide guidance on how to encourage 

customers to adopt s-commerce and find practical solutions to improve the use of s-

commerce in KSA.  
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Furthermore, this research is aligned with the objectives of Saudi Vision 2030, a 

project map for strengthening the Saudi economy by diversifying SA’s sources of 

income. One of the goals of Saudi Vision 2030 is to promote economic growth by 

empowering Saudi entrepreneurs (Saudi Vision 2030, 2019). Hence, this research 

contributes to the Vision and has practical implications for Saudi’s Internet 

entrepreneurs by offering recommendations that will encourage consumers to adopt s-

commerce in SA. S-commerce adoption will help entrepreneurs achieve their desired 

financial objectives which, in turn, may help build a stronger economy. In addition, 

this holistic model could be applied in the Gulf Cooperation Council (GCC) countries 

as they have many factors in common such as culture, religion, social, languages, and 

economic and financial systems. 

 

1.8 Overview of the Research Flow 

As can be seen in Figure 1.3 below, this study comprises eight major steps. First, an 

extensive review of the literature on s-commerce is conducted, enabling the research 

to identify the research gap(s). Subsequently, the research questions and objectives are 

developed. After that, content analysis of the reviewed literature is conducted to 

determine the key themes and factors that will form the basis for the initial model.  

 

Then, the initial model is tested through the online survey by using SPSS version 26. 

The online survey analysis results are used to refine the initial model to accommodate 

the new survey findings. In order to confirm and validate the refined model, s-

commerce experts in Saudi are interviewed. Lastly, the final model is developed, 

containing a comprehensive set of themes and factors that influence the adoption of s-

commerce. 
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1.9 Thesis Outline and Structure 

This section provides a brief outline of the thesis. The thesis is divided into six 

chapters, summarised below: 

 

Chapter 1 Introduction: This chapter focused on the research background. This 

included a description of the research context, in this case, Saudi Arabia. Subsequently, 

the research objectives and questions were presented. This was followed by a brief 

discussion on the research contributions and the research design. Finally, an overview 

of the research flow and the thesis outline were provided. 

 

Chapter 2 Literature Review: This chapter presents a comprehensive and critical 

review of the current literature review on s-commerce, including the theoretical 

background and related studies, the research gap, and the initial model developed in 

this thesis. 

 

Chapter 3 Research Methodology: This chapter describes the research ‘onion’ 

layers. It includes an overview of the different research philosophies, research 

approaches, research methods, research strategies, time horizon, and the data 

collection and analysis processes. This chapter also explains and justifies the research 

design chosen for this study. Finally, the ethical considerations of the study are 

Figure 1.3: Research Flow (Prepared by author) 
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presented. 

Chapter 4 Online Survey: This chapter describes the twelve-stage design followed 

by the researchers when designing the survey questionnaire. This chapter also presents 

the enhanced s-commerce model for Saudi Arabia, modified according to the new 

survey analysis findings. 

 

Chapter 5 Interviews: This section discusses the final phase of the research data 

collection process (qualitative phase) which involves the interviews. It presents the 

interview findings, the main changes made to the enhanced model, and all the analysis 

results. The chapter concludes with the final holistic s-commerce model developed for 

Saudi Arabia.  

 

Chapter 6 Conclusion: This chapter presents the final model and discusses the 

research results in details. It answers the primary and secondary research questions. 

Also, various recommendations are given on ways to adopt s-commerce in Saudi 

Arabia successfully. Moreover, the chapter explains the substantial theoretical and 

practical contributions made by this research to the s-commerce field. Finally, the 

study’s limitations are acknowledged, and potential future research directions are 

suggested.  

1.10 Conclusion 

This chapter outlined the research background. This was followed by a description of 

the research context, Saudi Arabia, which included its geography, population, history, 

and Vision 2030. The research objectives and research questions were then presented. 

This was followed by the research's theoretical and practical contributions. The 

research design adopted for this study, which included the quantitative followed by 

qualitative methods, was also discussed. Finally, the outline of the structure of the 

thesis was presented.   

 

The following chapter will review the s-commerce literature in detail to find and 

research gap(s) and establishing a basis for the development of an initial s-commerce 

model for SA. 
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2 Literature Review  

2.1 Introduction  

The previous section presented the background of s-commerce and the research 

context. Also, the research objectives and question, the research significance and the 

research design were outlined. This was followed by an overview of the research flow 

and thesis structure. 

 

This chapter seeks to conduct a thorough review of the current literature to 

comprehend the complexities of s-commerce adoption and determine the factors that 

may influence such adoption. It started with a brief background about e-commerce, 

including its definition, benefits, risks and limitations. Subsequently, a review of the 

present state of e-commerce in SA, along with the limitations found in the current 

literature, were discussed. 

 

Social media was then reviewed, including a review of the Web 2.0 evolution, 

definition, advantages, and applications. This is followed by a discussion of the 

relationship between Web 2.0 and SN, SN business impact, as well as the current state 

of social media in SA. Moreover, s-commerce was discussed along with its history, 

definition, and business benefits. 

 

After that, section 2.6 examined several models, highlighting the main aspects of each. 

It discussed the conceptualisation and theoretical basis of s-commerce by various 

researchers who have proposed their own frameworks and models. 

 

In section 2.7, an integrated approach and the initial factors required for s-commerce 

adoption were presented. Sections 2.8 and 2.9 identified the research gaps and 

proposed an initial s-commerce model based on the current literature, which will be 

evaluated and modified in subsequent chapters, followed by the conclusion. 
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2.2 Scope of the Literature Review 

Various studies have designed frameworks to categorize literature reviews, such as 

Cooper (1988), Papier (1972), Torraco (2005), Virgo (1971), and Webster and Watson 

(2002). Among the most commonly-cited classifications is Cooper (1988) taxonomy 

of literature reviews, which classifies literature reviews according to six 

characteristics: focus, goal, perspective, coverage, organisation, and audience. In 

accordance with this taxonomy, this literature review is categorized as seen in Table 

2.1. 

 

Table 2.1: Literature review categorizations (Adopted from Cooper, 1988) 

 

A systematic review approach and meta-analysis were used in this study to examine 

social commerce studies conducted in previous works. An effective systematic review 

can lay the groundwork for furthering knowledge, facilitating theory development, and 

identifying fields where additional research is required (Webster & Watson, 2002). 

Since the first paper discussing the concept of s-commerce was published in 2006, 

Characteristic 
Cooper’s definition 

Categories 

Focus What is the primary 

focus of attention? 
Research 

findings 

Research 

methods 
Theories 

Practices or 

applications 

 

Goal What is the overall 

goal of the synthesis? Integration 
Criticism Identification of central issues 

Perspective What is the 

perspective on the 

literature? 

Neutral perspective Espousal of position 

Coverage How is the coverage 

of the literature 

defined? 
Exhaustive 

Exhaustive With 

Selective 

Citation 

Representative 
Central Or 

pivotal 

Organisation What is the 

organization of the 

perspective? 

Historical Conceptual Author-Centric Methodological 

Audience Who is the intended 

audience? 

Specialized 

scholars 
General scholars 

Practitioners or 

policy makers 
General public 
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publications of direct relevance to social commerce published from 2006 to 2021 were 

considered. The collected articles included academic articles from journals, 

dissertations, theses, book chapters, and conferences papers and proceedings. 

Furthermore, only those studies published in English were considered. The databases 

selected for the search were ProQuest, ScienceDirect, Scopus, and SpringerLink. 

These databases contain publications with a high impact factor and are considered 

relevant to this study field (Busalim & Hussin, 2016). 

 

As recommended by Webster and Watson (2002), the researcher did not limit the 

search method to a particular selection of journals; instead, the aforementioned online 

databases were searched so as to cover a wide range of publications. For a thorough 

search of appropriate materials for s-commerce, specific keywords in titles were used: 

“social commerce”, “social shopping”, “collaborative commerce”, “collaborative 

shopping” and “s-commerce”. 

 

Using the defined databases, keywords, and criteria, the initial search yielded 839 

articles. The title, abstract, and conclusion of each study were examined to identify all 

relevant papers. Any study that was clearly not related to consumer behaviour in the 

context of social commerce was excluded. A total of 245 studies related to consumer 

behaviour in social commerce remained, with 165 studies left after the duplicated 

studies were removed using the EndNote X8 software (See Figure 2.4). After that, full-

text scanning was carried out for the remaining articles.  
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Table 2.2 lists the 25 journals that contained two or more relevant studies. The journal 

containing most of the relevant papers is the International Journal of Information 

Management (18 articles), followed by Information & Management (eight papers). 

Internet Research, Journal of Electronic Commerce Research, Information 

Technology & People, Journal of Retailing and Consumer Services (six articles) 

contained the third-highest numbers of published studies, followed by Technological 

Forecasting, and Electronic Commerce Research and Applications (five articles). 

Furthermore, we observed that several journals have published fewer than five studies. 

 

Figure 2.4: Flow diagram depicts the different phases of a systematic review; adopted from (Page et al., 2021) 
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Table 2.2: List of journals with two or more studies 

 

This research reviewed the current s-commerce literature, in general, and in Saudi 

Arabia, in particular, to explore which factors might influence the consumers’ 

behaviour regarding the adoption of social commerce in Saudi Arabia, and to develop 

an initial s-commerce model for Saudi Arabia. 

 

Journal Name Number 

of Papers 

Journal Name Number 

of Papers 

International Journal of Information 

Management***** 

18 Behaviour and Information Technology**** 2 

Information & Management***** 8 Electronic Markets**** 2 

Internet Research**** 6 International Journal of e-Business Research* 2 

Journal of Electronic Commerce Research*** 6 Telematics and Informatics** 2 

Information Technology & People**** 6 Procedia-Social and Behavioral Sciences* 2 

Journal of Retailing and Consumer 

Services**** 

6 International Journal of Electronic 

Commerce**** 

2 

Technological Forecasting and Social 

Change**** 

5 Revista Brasileira de Gestão de Negócios* 2 

Electronic Commerce Research and 

Applications** 

5 Sustainability* 2 

Journal of Theoretical and Applied Electronic 

Commerce Research*** 

4 International Review of Management and 

Marketing* 

2 

Computers in Human Behavior**** 4 Technology in Society** 2 

Pakistan Journal of Commerce and Social 

Sciences* 

3 Journal of Global Information 

Management**** 

 

2 

Electronic Commerce Research**** 3 

 

Based on the Australian Business Deans Council (2019), * (No Ranking), **(C ranking),***(B ranking), ****(A 

ranking), *****(A* ranking) 
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2.3 Electronic Commerce 

The technological revolution of online social-content generation has given rise to s-

commerce. This is a new type of e-commerce that is based primarily on various 

business goals, customer connection, and system interaction. This section provides a 

brief background on e-commerce, including its definition, benefits, risks and 

limitations.  

 Definition 

Electronic commerce (e-commerce) is a broad concept with various definitions. 

However, researchers agree on certain features of e-commerce, which can form the 

basis for the definition. For instance, Jain et al. (2021) give the main components and 

facilitators of e-commerce as being: the Internet, payment gateways, autonomous 

vehicles, social media, analytics, and 3D printing. Similarly, Kütz (2016) highlights 

the Internet and computer technologies as being the basic elements of e-commerce. 

The technologies that are associated with e-commerce are automated systems of data 

collection, transaction processing, online inventory management systems, electronic 

data interchange (EDI), Internet marketing, electronic transfer of funds, and mobile 

commerce. Based on the key concepts and previous definitions, e-commerce can be 

described as the use of a worldwide standardised network infrastructure and powerful 

information technology (ICT) system to facilitate the exchange of goods and services 

between individuals or organisations (Jain et al., 2021; Kütz, 2016). This definition is 

based on the key consideration and constituent attributes of e-commerce that facilitate 

business processes, digitisation of business, and the utilisation of the global networks.  

 

 E-commerce Business Benefits 

The benefits of e-commerce have been discussed extensively. Both consumers and 

sellers can benefit from two key attributes of e-commerce: operational efficiency and 

cost-effectiveness (Jain et al., 2021). From the perspective of consumers, the major 

advantages of e-commerce are that the business model is more convenient and time-

saving (Rahayu & Day, 2017). E-commerce improves convenience on customers' side 

since they can purchase products and services worldwide. Several studies, including 
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Chandna and Salimath (2018); Tran (2021), agree on the specific benefits of e-

commerce for customers. Some of these benefits, not provided by the conventional 

business model, are that: customers can easily obtain and provide feedback about 

products and suppliers, have access to a diverse range of products, can compare 

products and services to make informed decisions, and can save time. Overall, the 

various features and benefits of e-commerce lead to increased efficiency and cost-

effectiveness. Moreover, better connectivity, and the reduction of business overheads 

such as those incurred by advertising, play a significant role in reducing product and 

service costs.  

 

The benefits of e-commerce have also been investigated from the seller's perspective. 

As Jain et al. (2021) argue, e-commerce’s major benefits to sellers are that it improves 

performance and profitability by decreasing costs while increasing sales. However, 

there are inconsistent findings regarding the association between e-commerce and the 

levels of productivity and firm performance. Research by Šaković Jovanović et al. 

(2020) that involved a survey of small businesses showed that the adoption of e-

commerce as a business model in SMEs was negatively associated with the firm’s 

performance. Conversely, Yang et al. (2015) and  Octavia et al. (2020) found that there 

is a positive relationship between a firm’s performance and the adoption of e-

commerce. Despite this discrepancy, the researchers agree that the impact of e-

commerce on a firm’s performance is hugely mediated by organisational capabilities 

and resources. Thus, it can be argued that even though SMEs or MNEs may invest 

heavily in e-commerce resources, the effect that such investments will have on 

performance depends on organisational capabilities and resources. However, most e-

commerce researchers agree that the business model increases sales, reduces costs of 

operation, improves customer loyalty, promotes brand image, and increases 

operational efficiency (Jain et al., 2021; Šaković Jovanović et al., 2020). Arguably, the 

various benefits of e-commerce can translate into improved performance.  

 

Essentially, e-commerce offers several advantages to consumers and helps them to 

access insightful and informative product and service information that enables them to 

make the right purchase decisions (X. Li et al., 2020; T. Zhang et al., 2017). In 

addition, as Chandna and Salimath (2018) note, platforms such as social media that 
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are used for e-commerce provide excellent opportunities for virtual interaction. In turn, 

customers benefit from such interactions by giving and receiving feedback about 

products and services. On the other hand, as C. Lee (2017) highlights, the features of 

e-commerce create a valuable opportunity for businesses to increase their sales and 

overall performance. The features and tools used in e-commerce make it easy for firms 

to attract new customers, leverage existing markets, improve compatibility, and build 

social groups that impact sales and profitability.  

 

 E-commerce Risks and Limitations 

Notwithstanding the benefits and potential of e-commerce, it also has some limitations 

as it can pose a diverse range of risks to both sellers and consumers. Some literature 

including (Taher, 2021) and (Kütz, 2016) focus exclusively on discussing the 

limitations and risks that e-commerce poses to businesses and individuals. In essence, 

extant theory and researchers acknowledge the existence of two broad categories of 

disadvantages of e-commerce, which are technical and non-technical (Taher, 2021; 

Vadwala & Vadwala, 2017).  

 

Technical disadvantages or limitations of risks can range from poor standards, limited 

reliability, or lack of system security due to the poor execution of commerce. Common 

occurrences of e-commerce risks and disadvantages that are universally highlighted in 

the literature include software development challenges, credit card fraud, unreliable 

Internet connection, and security issues (Taher, 2021). While all the risks have massive 

implications for business, researchers concur that the risks of cyber-attacks and online 

security breaches are particularly significant. Chun (2019) emphasizes that 

unprotected web services, website hacking, and phishing are some of the major online 

security risks that limit the benefits of e-commerce. However, the diverse range of 

risks and vulnerabilities can be overcome through the adoption of robust and advanced 

technology, and by improving the awareness and training of employees and customers. 

The role of technology is particularly important as discussed by Vadwala and Vadwala 

(2017) who attribute most of the technical disadvantages to the rapidly-evolving 

technical landscape. Turban et al. (2015) concur with Vadwala and Vadwala (2017) in 
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noting that SMEs and MNEs can overcome the disadvantages and risks of e-commerce 

by adopting the most recent technologies. However, it might not be feasible for some 

firms (especially SMEs) to update their technology regularly due to issues related to 

scalability, compatibility and costs. Still, the rapid evolution of technology can help to 

alleviate the various types of technical disadvantages of e-commerce.  

 

Non-technical disadvantages and risks relate to the reception that various stakeholders 

have of e-commerce which is a new technology. Taher (2021) lists the non-technical 

disadvantages of e-commerce as restricted consumer services, delays in delivery, and 

the absence of personal touch. Vadwala and Vadwala (2017) describes similar non-

technical disadvantages of e-commerce, reiterating the lack of feel or the personal 

touch of products, inconveniences caused by limited Internet access in some parts, as 

well as mistrust and privacy concerns. Most of the non-technical disadvantages and 

risks of e-commerce are related to the novelty of the concept and the rapidly-evolving 

technology. Thus, it can be argued that such limitations can be overcome through 

training and creation of awareness.  

 

 E-commerce in Saudi Arabia 

E-commerce has a large market share in the Middle East, with Saudi Arabia 

constituting the largest share. Studies have documented the trends and contribution of 

e-commerce to Saudi Arabia's economy, with most of the investigations pointing to 

the increasing adoption of the business model (R. AlGhamdi et al., 2012; Salem & 

Nor, 2020). Statistical reports and empirical studies illustrate that Saudi Arabia has 

achieved significant growth in e-commerce, more so than other countries in the Middle 

East (Al-Tayyari et al., 2021; Alqahtani, 2018). As Makki and Chang (2014) argue, 

the increasing usage of social media, mobile phones, and the Internet is a key enabler 

of e-commerce in Saudi Arabia. Most of the extant research on e-commerce in Saudi 

Arabia focussed on the perspectives of both businesses and customers.  

 

Overall, the Saudi government has played a crucial role in the growth of e-commerce 

in the country. In his research, Alabdali (2018) highlights the measures that the 
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government has taken over the years to promote e-commerce, which include: 

introducing government commerce, identifying and creating opportunities for 

education about the Internet, and increasing access to the Internet. Studies by Salem 

and Nor (2020) and Santa et al. (2019) concur that transitioning to e-government and 

increasing uptake of e-commerce by SMEs has increased the country’s influence in 

the Middle East. Further, R. AlGhamdi et al. (2012) confirm that the government plays 

role in supporting the growth of the information technology sector in the country 

which, in turn, creates an environment conducive to e-commerce. However, some 

researchers including Alqahtani (2018) and Alabdali (2018) highlight that e-commerce 

in Saudi Arabia has not reached its full potential since the government focuses mostly 

on e-government and e-learning while neglecting areas such as e-retailing. R. 

AlGhamdi et al. (2012) also highlight that the Committee for e-commerce, which was 

established in 2001 by the Ministry of Commerce has not been active in supporting e-

commerce in the country. This Committee was formed to help develop e-commerce in 

various ways through, for example, education and training, delivery systems, security 

needs, payment systems, legislation and regulation, as well as an IT infrastructure (A. 

O. Alotaibi & Bach, 2014). There is little information available about the role and 

impact played by the Committee in terms of e-commerce and the Saudi Ministry of e-

commerce. Therefore, even though Saudi Arabia is a leading country in the Middle 

East, it has not fulfilled its potential.  

 E-commerce statistics in Saudi Arabia 

Globally, Saudi Arabia is ranked in the 25th position as the largest e-commerce market 

in the world (ecommerceDB, n.d.). According to numerous statistical data studies 

(Law, 2021; Coppola, 2021; Vuleta, n.d.; WebAlive, 2019), a growing number of 

consumers use the Internet to gather information about and purchase online goods and 

services (Gatautis & Medziausiene, 2014). Over two billion people worldwide 

purchased goods online in 2021 (Coppola, 2021). Moreover, the global e-retail sales 

amounted to 4.2 trillion U.S dollars in 2020, and projections indicated an increase of 

up to 5.4 trillion U.S dollars by 2022 (Chevalier, 2022). 
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Saudi Arabia reported an annual revenue of $ 7 billion for the 2020 fiscal year, which 

was a 34% increase in growth compared to the rate of growth in the previous year 

(ecommerceDB, n.d.). A report by Mathews (2021) also provides valuable insights 

into the trends of e-commerce in Saudi Arabia, reporting 279% and 347% increases in 

value and national debit card transactions. Empirical studies including those of Al-

Tayyar et al. (2021) and Salem and Nor (2020) also confirm that e-commerce in Saudi 

Arabia has been on the increase in the past years. In particular, Salem and Nor (2020) 

note that the COVID-19 pandemic played a major role in increasing transactions via 

e-commerce. Other factors such as government support, perceived ease of use, and 

convenience also explain the increases in the adoption of e-commerce.  

 

Despite the rapid growth in recent years, Al-Tayyar et al. (2021) indicated that only 

9.0% of businesses in Saudi Arabia have adopted e-commerce. He believes that there 

is still a need for more rapid and widespread adoption of e-commerce in order for the 

country’s full potential to be realised. This is supported by Alqahtani (2018) who stated 

that although Saudi Arabia’s online sales are among the highest in the Middle East, 

the country’s full potential has not been achieved due to issues such as customers’ 

preference for paying cash on delivery (COD), users fearing the loss of control, and 

cultural barriers. Nonetheless, the uptake of e-commerce can be improved by 

increasing the adoption of ICT services, government support, and willingness to 

embrace new technologies.  

 

 Limitations of E-commerce in Saudi Arabia 

The limitations of e-commerce can vary depending on the region and its level of 

technological development. Makki and Chang (2014) note that despite the favourable 

environment, the growth of e-commerce in Saud Arabia has been inconsistent and 

slow, compared to developed countries. The slow growth is attributable to myriad 

factors including difficulties with Internet access to some regions, language barriers 

due to some customers not understanding English, and lack of trust in online purchases 

and payments. 
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In the study by Alabdali (2018), several factors are cited as being barriers to the 

adoption of e-commerce, especially among SMEs. These factors include: products that 

are not saleable online, lack of profitability, challenges of obtaining competitive 

advantage from e-commerce, lack of clear regulations or rules on e-commerce in Saudi 

Arabia, as well as the culture and habits of the citizens not being conducive to e-

commerce. Similarly, research by R. AlGhamdi et al. (2012) lists these barriers to e-

commerce in Saudi Arabia: lack of trust in online sales, absence of efficient online 

payment platforms, poor ICT infrastructure, and retailers’ and consumers’ lack of 

experience with e-commerce. Most of these challenges such as poor Internet coverage 

and lack of experience are common in other countries but are fading gradually due to 

the increasing usage of and familiarity with the Internet and mobile technology. 

Studies by Taher (2021) cite resistance to change, delivery challenges, and high set-

up costs, especially among SMEs, as also being key barriers to e-commerce. As Al-

Adwan et al. (2020) argue, the success of online shopping one of the areas of e-

commerce, largely depends on eWOM, online satisfaction, and online trust.  

 

The various limitations of e-commerce in Saudi Arabia can still be addressed. Studies 

by Alabdali (2018) concur that the limitations of e-commerce in Saudi Arabia can be 

addressed by improving the security and trustworthiness of online payment systems, 

and by creating awareness through educational programs. The involvement of the 

government in supporting the development of information technology infrastructure 

will also be instrumental in overcoming the limitations to e-commerce in Saudi Arabia. 

The following sections discuss social media technology which is the core of e-

commerce and s-commerce activities.  

 

2.4 Social Media 

Social media is one of the technologies that has had massive effects on individuals’ 

personal and professional lives (Kaul, 2012). This technology has altered the way that 

individuals, businesses and industries operate. It has had massive transformative 

effects on various aspects of business operations including marketing, product 

promotion, and strengthening relationships between firms and consumers (Aral et al., 
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2013). Understanding what social media entails, its inception, and its evolution can 

help in appreciating the role and effect of the technology. 

 

 Evolution of Web 2.0  

Over the last few years, Web technology has evolved in terms of how it is used 

consistent with the introduction of new tools and practices pertinent to users. As 

Dwivedi et al. (2011) stated, Web 1.0 was the first Web-based application with 

websites that were providing a basic, limited and static user experience. Aghaei et al. 

(2012) concurred with Dwivedi et al. (2011) that the “Web 1.0 was static and 

somewhat mono-directional” (p. 2). 

 

With the evolution of Web 1.0 in tandem with the emergence of digital technology, 

Web 2.0 was created offering websites with the capacity to provide more interactive 

and richer user experiences. The term Web 2.0 was first used in October 2004 at a 

conference by O’Reilly Media company (Delgado Rodríguez, 2019). The emergence 

of Web 2.0 from Web 1.0 marked an important period in which there was a cultural 

shift from the time when the pages were designed, developed, and applied in the static 

form to the dynamic one (C. Lee, 2017). According to Aghaei et al. (2012), Web 2.0 

is a  the user Web phenomenon characterised by the development and application of 

SN sites including MySpace, Twitter, Instagram, Facebook and Snapchat platforms 

that allow users to build individual profiles, share digital content, and interact with 

other people on a large scale.  

 

The Web 2.0 infrastructure is based on Web communication protocols, which are 

mainly Representational State Transfer (REST) and Simple Object Access Protocol 

(SOAP; C. Lee, 2017). The SOAP includes POSTing Extensive Markup Language 

(XML) messages and making requests to the servers, which may contain complex 

predefined instructions. On the other hand, the REST element in the Web 2.0 

infrastructure enables data to be accessed and manipulated by means of hypertext 

transfer protocol (HTTP) verbs including delete, put, post, and get (Halili & Ramadani, 

2018). As C. Lee (2017) notes, both REST and SOAP elements provide access to 
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services that are defined by the application programming interface (API). The API is 

specific to a given server but some communication on the Web also entails the XML.  

 

 Definition of Web 2.0  

The basic definition of Web 2.0 is that it is the second generation of Web services, 

characterized by increased online connectivity, collaboration and sharing of digital 

content with multiple users. According to O’Reilly (2006), Web 2.0 is “the business 

revolution in the computer industry caused by the move to the Internet as platform, 

and an attempt to understand the rules for success on that new platform” (p. 3). 

Delgado Rodríguez (2019) shared this view, describing Web 2.0 as a participatory 

Web, which associates with wikis and blogs enabling users to share a network and 

retrieve information through a browser. It points to the perceived transition of the 

Internet from the basic websites to the more interactive Web applications beyond the 

initial limitations of HMTL (França et al., 2021). In essence, Web 2.0 redefines the 

open concept of semantic Web, rich Internet applications and social media.  

 

 Advantages of Web 2.0 

Web 2.0 remains of great interest to business organizations that have continually used 

it in innovative services and products to better access knowledge and effectively reach 

the global market. Bughin et al. (2009) explain that successful companies not only 

firmly integrate Web 2.0 technologies with their staff’s workflow, but also create a 

well-networked company, enabling staff to link with the suppliers and consumers. 

Duneva (2021) shared the perception of Bughin et al. (2009) in agreeing that when 

used effectively, Web 2.0 encourages the sharing of ideas and participation in a 

corporate project, thus widening its scope. Vidili (2020) declares that the ability of 

Web 2.0 networking has increased the awareness of customers and the consideration 

of a company’s products and its ability to offer consistent satisfaction. 
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 Types of Web 2.0 Applications  

There is a diverse range of Web 2.0 applications, which include content hosting 

services, podcasting, folksonomies, SN, blogs, and wikis. As Alqahtani (2018) 

highlights, most of the applications take advantage of the Web 2.0 capabilities of 

enhancing participation and interaction. A number of different types of Web 2.0 

applications, including wikis, blogs, and SN, are reviewed below. 

 

2.4.4.1 Wikis 

A growing interest in Web-based collaborations have been witnessed in the latest 

generations with various Web 2.0 applications, such as Wiki, tagging and blogs. Chu 

et al. (2017) stated that Wiki which is a collaborative Web site has content that is 

editable by any user who has access to it. In this regard, Wiki is used as a source for 

generating knowledge and information as a form of virtual collaboration. Alqahtani 

(2018) added that Wiki has quality features consistent with versioning capabilities, 

article discussion and easy editing. Moreover, Wiki offers a group editing tool, which 

is used in the creation, deletion and modification of contents on the Web. These 

features enable a company to maintain its brand details up-to-date always and ensure 

that reliable details are given. Usage of Wiki can be restricted to a selected community, 

network or opened to the global audience.  

 

2.4.4.2 Blogs 

Blogs may be used as marketing channels that enable businesses to improve their brand 

awareness and online visibility, and they can be used to support business growth and 

increase productivity. According to Rendler-Kaplan (2017), blogs consist of a website 

with information or discussion that is available on the World Wide Web containing 

discrete and mostly having entries updated daily. Kahle-Piasecki (2018) notes that 

posts are, typically displayed using a reverse chronological order whereby the current 

posts appear first at the top of a web page. J. Kim et al. (2022) mention that blogs were 

once the work of a single person occasionally for a small group and, in most cases, 

they covered only a single topic or subject. With the development of technology, 

multiple bloggers emerged, allowing the participation of multiple authors including 
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professionals and covering diverse topics and subjects. Blogs are reliable for marketing 

company brands since businesses are able to display their products’ features. 

Additionally, Q. Liu (2021) suggested that when organizations publish quality content 

with high relevance to their industry, other related industry websites ought to link back 

to the blog, thereby attracting a large market share. Dhanda and Kumar (2018) 

demonstrate that any time a blog is posted, easily-sharable content is created on 

potential consumers’ social medial channels, thus attracting a large market share.  

 

2.4.4.3 Instant Messaging  

Yuan and Wu (2020) describe instant messaging (IM) as a form of text-based 

communication, enabling two or more people to engage in a conversation using their 

mobile or computer devices in an Internet-based chatroom. Marketing experts see IM 

as being a tool for reaching customers in an accessible, direct and widespread manner. 

It restores the techniques of direct sales and reinterprets them in light of the new 

technology that makes instant communication possible between seller and consumers 

(Lo Presti et al., 2022). Therefore, social messenger applications are not only used for 

online sales, but also a place where consumers are actively engaged (Marino & Lo 

Presti, 2018).  Via instant messaging, customers can receive a prompt response to a 

question, which increases their trust in a company and its products and services (Lo 

Presti et al., 2022). A key difference between emails and instant messaging is that in 

IM, conversations take place in real time. Most of the IM applications, sometimes 

known as chat apps, messaging apps, or social messengers have improved interactivity 

due to their reliance on push technology (Aggarwal et al., 2018).  

 

2.4.4.4 Tagging 

In Web 2.0, ‘tagging’ relates to a relevant keyword that is assigned to or associated 

with a particular piece of information, including a video clip, a photo or an article to 

describe the piece of information, thereby facilitating a classification system based on 

the keyword (Poole, 2019). Belém et al. (2019) asserted that tagging is a neologism 

concept with applications in collaborative categorization entailing the use of simple 

tags with no predetermined hierarchies or affiliations. In addition to being a 
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categorization system, tagging enables users to share tags and categorizations. 

Konjengbam et al. (2020) describe tagging as a user-generated taxonomy in Web 2.0 

used to categorize, define and retrieve digital content in the Web including Web pages, 

weblinks, videos and photos via open-ended labels. Building an e-commerce platform 

necessitates the use of tags to make product and service information easily searchable 

and discoverable with user-navigation capabilities (V. Sharma & Karnick, 2016). 

 

2.4.4.5 Flickr 

In Web 2.0, Flickr is an image hosting service site that enables users to share photos 

and videos with other linked users to view and make comments on (Stuart, 2019). 

According to H. Zhang et al. (2019), the well-linked Flickr services exploit the concept 

of a read-write Web supported by Web 2.0 technologies which transform users from 

clients to dynamic contributors of the Web content. Van Dijck (2017) maintains that 

Flickr creates a culture of connectivity and offers endless opportunities for individuals 

to share their experiences and connect by means of photos. Similarly, Fallon (2021) 

highlights the significant role played by Flickr and other photo-sharing platforms such 

as Instagram in creating a culture of connectivity, where people can easily share 

memories, experiences, and views. Flickr enhances connectivity and content-sharing 

since the photos uploaded can be used on other RIAs such as social media, blogs, and 

websites. 

 

2.4.4.6 Podcast 

Sullivan (2019) describes podcasting as the use of the Internet to make and share audio 

and video files that can be downloaded on personal computers and hand-held mobile 

communication devices. Spinelli and Dann (2019) expanded the view of Sullivan 

(2019), identifying podcasts as networking sites for sharing audio presentations with 

algorithms for protecting one’s works, such as podcast scripts and/or lecture notes. As 

Rei-Anderson (2019) notes, sites with podcast services have multiple layered facilities 

for copyrighting digital content on podcasts. Every digital service on podcast has 

unique copyright implications that differ with respect to the category of digital content 
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in terms of its creation, contribution, distribution, and the interaction of users with the 

content on the website. 

 

2.4.4.7 Social Networking (SN) 

According to Kenton (2022), SN encompasses the use of social apps and websites like 

Twitter and Facebook to offer connections with friends and family who share common 

interests. The more one interacts with a social network, the more the network of 

interests and friends will grow. Through SN, businesses are able to increase their social 

commerce by establishing a positive connection with different people in a larger share 

of the market. Moreover, SN offers greater  market research opportunities, increases 

revenue through advertising, and can cultivate a superior brand resulting from wide 

market coverage (Helal, 2017). Currently, SN not only gives users a medium of 

communication whereby they can share views and news, but new opportunities are 

generated  for online buying and selling of products through SN (Noh et al., 2013). 

 

 SN Application of Web 2.0  

The interaction between SN and Web 2.0 is that SN uses Web 2.0 technologies to be 

actuated (Alqahtani, 2018). García-Morales et al.  (2020) agreed with the conclusion 

of Alqahtani (2018) that the technical aspects of Web 2.0 built the foundations of SN 

for its implementation using interactive environments and standards embedded on the 

web platform. García-Morales et al. (2020) indicate that through Web 2.0, SN creates 

an online community that allows users to engage in discussions, collaborations, and 

criticisms regarding topics of common interest. In this regard, the interaction between 

SN and Web 2.0 facilitates consumer interaction, redefining how businesses draw 

and/or establish new clientele through forums, blogs, or social media platforms such 

as Twitter, Facebook, and Instagram platforms, how to enhance product reputation, 

and how to increase sales margins through viral marketing campaigns (Alqahtani, 

2018). In essence, Web 2.0 and SN influences user interactions through the sharing of 

digital content. 
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 SN in Different Sectors  

Laeeq and Memon (2018) note that SN is characterised by the capability of interactive 

technologies to create, share, and disseminate ideas to different sectors, and especially 

positively influencing new ways of sourcing health information, sharing learning 

materials, and marketing products and services. The application and impact of SN 

across different sectors have been documented in several studies. For instance, the 

studies by Benson and Morgan (2016) focus on the education sector where SN has 

been shown to improve communication skills, learning, and timely sharing of 

information. , Similarly, in the health sector, the benefits of SN that have been reported 

in the literature include easy access to health information, professional awareness, and 

improved health outcomes (Alanzi et al., 2018; Ali et al., 2021). In the business sector, 

SN is correlated to increased profitability, greater levels of customer satisfaction, and 

enhanced communication between customers, vendors, and businesses (Alqahtani, 

2018). In all these sectors, the benefits of SN are linked to its impact on interactivity 

and sharing of information. 

 

 Impacts of SN on Business  

The rapid growth of SN has created many positive business advantages. According to 

Langaro et al. (2018), there has been an increase in SN technologies in Saudi Arabia 

in the recent past with many businesses adopting them, significantly raising awareness 

and brand building. Sundararaj and Rejeesh (2021) supported the view of Langaro et 

al. (2018), noting that SN is helping businesses to market their brands, thereby 

improving their visibility to potential clients in the online market. 

 

Additionally, SN provides a platform where businesses can interact with their 

customers and obtain first-hand customer feedback. According to Naeem (2019), SN 

is built with technologies to facilitate IM, video conferencing, and sharing of digital 

content. S. Sharma et al. (2020) assert that through SN, clients can interact with 

business organisations and with other customers, giving their feedback on their 

experiences with products and services. Tien et al. (2019) note that when companies 

provide clients with the opportunity to air their views, they feel trusted, valued, and 
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happy. The consequence is that companies are able to know what to improve in order 

to meet the demands and preferences of their clients. 

 

Further, SN platforms have resulted in the dynamic evolution of technology, which 

has led to the building and sharing of information relevant to businesses (Alayis et al., 

2018). S. Sharma et al. (2020) indicate that these technologies are a source of vital 

information companies use to improve productivity. SN, for instance, provides 

information in the form of customer comments and reviews that help businesses work 

on the positives and remedying the negatives in order to thrive. Harb et al. (2019) state 

that SN is a tool can reduce the operational costs for Webs businesses, allowing 

companies to maximise their profits with minimum prices. Sundararaj and Rejeesh 

(2021) agreed with Harb et al. (2019), proposing that through social networks, business 

organisations can reach many clients with minimal costs compared to face-to-face 

meetings and other advertising strategies where these businesses need to use many 

resources, including transportation and its associated cost.  Evidently, social networks 

offer businesses and customers greater convenience whilst reducing operational and 

marketing costs.   

 

 SN statistics for Saudi Arabia 

In this digital age, SN has become increasingly important, as it enables users to share 

their views easily and assists companies to reach new customers. Today, SN 

applications are used by more than 82% of the Saudi population in their everyday 

activities (GMI Blogger, 2022). While the family is the most critical institution in 

Saudi Arabia that affects both their social lives and businesses, Radcliffe and 

Abuhmaid (2021) point to social relations as the key motivator for KSA people to use 

SN platforms to maintain ties with their families. Hence, many people are using SN 

platforms for personal as well as professional and business purposes. 

 

In 2022, Saudi Arabia had 29.5 million active SN users, representing 82% of the total 

population. Further, with a 116% mobile technology penetration, the country has the 

largest social media presence across the globe. One of the factors contributing to the 
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high social media presence in Saudi Arabia is that the largest proportion of the 

population live in urban areas and have fast Internet access (GMI Blogger, 2022). A 

study by Alshehri and Meziane (2017) also highlighted that the readiness of 

individuals to accept modern technologies is also a major reason for the growth of SN 

in Saudi Arabia, which increases the opportunities for e-commerce in the country. Key 

statistics for SN in Saudi Arabia are given in Table 2.3 below.  

 

Table 2.3: Key statistics for SN in Saudi Arabia (GMI Blogger, 2022) 

Category  Million  

Population  35.84 

Internet users  35.09 

SN users (active) 29.50 

 

Radcliffe and Abuhmaid (2021) shared the perspective of the GMI Blogger (2022) 

report affirming that KSA leads other Middle East countries in the usage of using 

Instagram, Twitter, and Snapchat. According to the GMI Blogger (2022) survey, SN 

in Saudi Arabia accounts for 30.67 million WhatsApp users, 27.40 million Instagram 

users, 25.23 million Twitter users, 24.14 million Snapchat users, 22.32 million TikTok 

users, and 22.25 million Facebook users. Table 2.4 gives a summary of the active users 

of the various social network platforms in Saudi Arabia.  

 

Table 2.4: Number of active SN users in Saudi Arabia (GMI Blogger, 2022)  

Social network platform  Active users (million) 

WhatsApp  

Instagram  

Twitter  

Snapchat 

30.67 

27.40 

25.23 

24.14 
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TikTok  

Facebook  

22.32 

22.25 

 

 The State of SN in Saudi Arabia 

SN platforms are used not only for entertainment purposes, but also for the exchange 

and sharing of information, learning, teaching, and collaboration. In Saudi Arabia, as 

Benson and Morgan (2016) report, there has been a steady growth in the use of the 

Internet and SN, especially in the education and business sectors. According to World 

Bank (n.d.-a) data, the percentage of Saudi Arabia's population using the Internet had 

grown from 0.011% in 1995 to more than 97% in 2020. In 2021, there were 39.53 

million mobile connections in the country, which is 112.7% compared to the total 

population. Similar trends in SN usage have been observed, with 79.3% of the 

population (27.80 million people) being active on SN platforms (GMI Blogger, 2021). 

 

Although the entire population benefits from SN, the use and benefits of the 

technology have been highlighted in the areas of entrepreneurship and start-ups (Trad 

& Al Dabbagh, 2020), university education (Alqahtani, 2018; Benson & Morgan, 

2016), and healthcare (Alanzi et al., 2018; Albaalharith et al., 2021) in particular. Trad 

and Al Dabbagh (2020) show that start-ups in Saudi Arabia now rely heavily on social 

media to build brand relationships and to achieve growth. The same case is with 

healthcare and education in which SN is increasingly being embraced, and is viewed 

as a tool that not only improves interaction but also strengthens problem-solving 

abilities, critical thinking skills, decision-making, and creativity (Alanzi & Al-Habib, 

2020). Despite the growth, there have also been obstacles to SN and the adoption of 

Web 2.0 technologies in Saudi Arabia. For instance, Albaalharith et al. (2021) 

acknowledge that negative attitudes, the dissemination of inaccurate information or 

fake news, ethical reasons, and lack of clear policies are some of the barriers facing 

SN in Saudi Arabia. Despite the various challenges, SN in Saudi Arabia has 

consistently been on an upward trajectory. 
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2.5 Social Commerce 

In recent years, the rapid advancement of modern technology, particularly of Web 2.0, 

has given a large number of people an opportunity to use social networking sites 

(SNSs) such as Instagram, Facebook, Twitter and LinkedIn (Sheikh et al., 2019). The 

evolution of Web 2.0 technologies and the emergence of SNSs associated with it are 

continually encouraging people worldwide to share their interests in business-related 

activities with/without real-world communications. The primary objective of SNSs is 

to build a conducive online environment in which parties can pursue and share 

common activities, interests and experiences (Zeng et al., 2009). According to Carnoy 

(2015), many people depend on SNSs for online shopping. In addition, SNSs have 

provided avenues through which many small and medium enterprises have obtained 

new customers. 

 

SNSs’ interaction features—such as communications, content sharing and 

connections—introduced a new type of e-commerce called social commerce (D. Kim, 

2013; Liang & Turban, 2011; Marsden & Chaney, 2012; C. Wang & Zhang, 2012; L. 

Zhou et al., 2013). Social commerce is a new phenomenon stemming from SN usage 

and Web 2.0 technological development, which have become popular tools for 

socialising and sharing commercial-related information. Because of the continual 

growth and popularity of SNSs, customers are now able to communicate actively with 

each other, which can improve their evaluations of items and assist them to make 

appropriate decisions (C. Wang & Zhang, 2012). 

 

 The Evolution of Social Commerce 

The emphasis on the social aspect of e-commerce can be traced back to the late 1990s 

when Amazon and eBay were early adopters of social features that enable consumers 

to rate sellers’ products and performance, and write reviews of products on their sites 

(Curty & Zhang, 2011). Amazon and eBay introduced four significant social features 

in 1999: eBay Café, Amazon’s Listmania, Feedback Forum, and Purchase Circles. All 
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of these shared the common goal of strengthening community interaction (Curty & 

Zhang, 2013). 

 

Yahoo coined the term “social commerce” in 2005 when it combined e-commerce with 

social functions through the “Yahoo Shoposphere” to provide a new social shopping 

feature on its site (Rubel, 2006; C. Wang & Zhang, 2012). With the emergence of Web 

2.0 and SN, e-commerce businesses sought to incorporate new technologies in their 

sites in order to provide consumers with a more interactive and social shopping 

experience (Curty & Zhang, 2011; Friedrich, 2015). 

 

Social commerce has become an important area of study for industry and academia, 

especially for those interested in online technologies and their effects on consumers 

and businesses (Akman & Mishra, 2017). The first paper to discuss the concept of 

social commerce was published in 2006 (Beisel, 2006; Han et al., 2018). In practice, 

the first formal beginning of social commerce was in 2009 with the opening of the 

flowers.com Facebook store (Busalim & Hussin, 2016). Figure 2.5 illustrates the 

evolution of social commerce. 

 

 

 

Figure 2.5: Development of social commerce 
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 Definition of Social Commerce 

The definition of social commerce has remained a controversial issue among many 

researchers interested in the topic (Baethge et al., 2016). Social commerce is generally 

defined as the usage of Internet media for commercial activities such as buying, 

selling, and sharing information about items in online communities and the 

marketplace (L. Zhou et al., 2013). 

 

Marsden (2010) defines social commerce as “the monetisation of social media with e-

commerce” (p. 4). This definition implies that social commerce is a subset of e-

commerce that uses social media to foster socialising and to encourage commerce. On 

the other hand, Shen (2012) indicates that social commerce is “a technology-enabled 

shopping experience where online consumer interactions while shopping provides the 

main mechanism for conducting social shopping activities” (p. 199). Liang and Turban 

(2011) posit that social commerce is “the delivery of e-commerce activities and 

transactions via the social media environment, mostly in social networks and by using 

Web 2.0 software” (p. 6). Other researchers describe social commerce as a “more 

social and interactive form of e-commerce” (Afrasiabi Rad & Benyoucef, 2011, p. 64), 

highlighting the fact that social commerce sites can be sophisticated e-commerce sites 

with SN functions (C. Wang, 2011). Table 2.5 below presents the various definitions 

of social commerce offered in previous studies. 
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Table 2.5: Various definitions of social commerce from the literature 

No. Definition Reference 

1 "The monetization of social media with E-Commerce." (Marsden, 2010, p. 4) 

2 "The delivery of e-commerce activities and transactions via the social media environment, mostly in 

social networks and by using Web 2.0 software." 
(Liang & Turban, 2011, p. 6) 

3 "A technology-enabled shopping experience where online consumer interactions while shopping provide 

the main mechanism for conducting social shopping activities." 
(Shen, 2012, p. 199) 

4 "A form of online business that combines ecommerce with social media (e.g., SNSs) to provide 

consumers with daily deals from local establishments." 
(S. Kim & Park, 2013, p. 319) 

5  "The use of Internet-based media that allow people to participate in the marketing, selling, comparing, 

curating, buying, and sharing of products and services in both online and offline marketplaces, and in 

communities." 

(L. Zhou et al., 2013, p. 61) 

6 "Emerged from the advancements in information and communication technologies (ICTs) and Web 2.0 

applications, where consumers are empowered to generate content and also interact with businesses." 
(M. N. Hajli, 2014, p. 18) 

7 "A new development in ecommerce with the popularity of SNSs and social media that enable consumers 

to be active content creators on the Internet." 
(N. Hajli, 2015, p. 184) 

8 "Business activities conducted through social media." (Bai, Yao, & Dou, 2015, p. 538) 
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9 "An evolution of electronic commerce (e-commerce) that highlights the role of online SN in facilitating 

business." 
(Hu et al., 2016, p. 1218) 

10 "A new form of electronic commerce that employs social media features in addition to the traditional 

commerce facilities." 
(Farivar et al., 2017, p. 586) 

11 "A form of commerce mediated by social media involving convergence between the online and offline 

environments." 
(Farivar et al., 2017, p. 586) 

12 "A subset of e-commerce that supports social interactions and user-generated content, combining 

commercial and social activities." 
(Abed, 2018, p. 147) 

13 "The use of social media platforms to deliver the various transactions and activities of e-commerce."  (Al-Adwan & Kokash, 2019, p. 17) 
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Beyond the debate over whether similar terms are interchangeable, it is widely 

assumed that social commerce is a synthesis of SNSs and e-commerce. Hence, e-

commerce technologies are primarily concerned with providing an efficient 

transactional process, and facilitating purchasing procedures and product search. On 

the other hand, SNSs improve the shopping experience by offering users the 

opportunity to interact with others in the community. 

 

 Distinctions between traditional e-commerce and s-commerce 

Some studies define s-commerce as a subset of e-commerce, and refer to the use of SN 

to facilitate e-commerce transactions (Stephen & Toubia, 2010), even though there are 

significant distinctions between the two concepts. E-commerce and s-commerce have 

differences in terms of business goals, customer connection and system interaction 

(Alshibly, 2014; Huang & Benyoucef, 2013). 

 

E-commerce concentrates on enhancing the efficiency of product searches, single-

click procurement and recommendations based on customers’ past online shopping 

behaviour (Carroll, 2008). S-commerce’ primary focus, in contrast, is on social goals 

such as collaboration and sharing of information, with a secondary focus on online 

shopping (C. Wang & Zhang, 2012). 

 

E-commerce involves interactions between customers and platforms on an individual 

level, independent of other customers. This is because e-commerce is supported by 

Web 1.0 which enables only one-directional communication (Afrasiabi Rad & 

Benyoucef, 2011; Y. A. Kim & Srivastava, 2007). S-commerce includes online 

communities that promote social connections to boost customer-to-customer 

engagement through Web 2.0, in which communication is multidirectional (G. Jiang 

et al., 2014). S-commerce is supported by Web 2.0 which allows customers to share 

information about their online shopping experiences and interact during purchase 

procedures. These s-commerce platforms differ from traditional e-commerce 

platforms since they possess capabilities for SN (C. Liu et al., 2019). For instance, 

Instagram is one of the most famous s-commerce platforms and it enables users to 
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create personal profiles, share information about shopping experiences, carry out 

reviews of products and services, and develop social relationships with other online 

shoppers. As such, social interaction is a key component of s-commerce (Bai, Yao, 

Cong, et al., 2015). 

 

In s-commerce, consumers can act as sellers via sustained communication with the 

sellers. An example of such a case can be observed in group buying where customers 

promote products to their friends to achieve a specific amount of sales volume which 

is beneficial to them through giving them a significant discount (Jang et al., 2013). 

Furthermore, group buying sites motivate consumers to introduce and market their 

items and services virtually to their friends by using SNSs. This reaps rewards if the 

procuring is successfully done (Hwang et al., 2014). According to Bansal and Chen 

(2011), s-commerce uses SN to develop personal relationships by building a sense of 

community and shared values between customers and marketplaces. Thus, social 

commerce can be considered as a classic collaborative commerce (G. Jiang et al., 

2013). 

 

In terms of system interaction, e-commerce involves a one-way direction where 

customer information is received but seldom shared with other customers or businesses 

(Baghdadi, 2016). S-commerce; on the other hand, creates socially interactive 

platforms that facilitate free expression and sharing of information among customers 

as well as with firms (Parise & Guinan, 2008). 

 

In conclusion, s-commerce reflects the evolution of online business as a result of Web 

2.0 and social computing tools that represent the social side of s-commerce. Sociability 

is one of the primary technological advantages of s-commerce that allows customers 

to interact socially (H. Zhang et al., 2014). Interaction in the social computing era 

comprises both computer activities and human social behaviour. The rise of social 

computing has given internet users more power by providing the tools and platforms 

for individuals to develop and share content. H. Zhang et al. (2014) indicate that the 

sociability of the s-commerce field enhances customer-to-customer engagement by 

offering social affordances provided by SN technologies. This new technological 
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revolution of the online social content generation has given rise to s-commerce as a 

new type of e-commerce that is based primarily on various business goals, customer 

connection, and system interaction. 

 

 Benefits of S-commerce for Business 

The benefits of social commerce are similar to those of e-commerce since s-commerce 

is considered an element of electronic commerce, which has emerged as a result of the 

increasing growth of SNSs. One of the benefits of social commerce is that a customer 

can get the best prices and make the best purchase decisions based on the 

recommendations from peers (Zheng et al., 2017). Further, as Algharabat and Rana 

(2021) note, social commerce plays a vital role in enhancing the experiences of 

customers and improving the competitive advantage of a business. The business also 

benefits from s-commerce through spontaneous promotions that happen through SNSs 

(C.-H. Lee & Chen, 2020). 

 

Businesses that use s-commerce to market their brand keep adding new functionalities 

and experiences with the aim of making the shoppers’ experience easier than before. 

Beyari and Abareshi (2018) asserted that using chatbots, product features that are user-

friendly through endorsement by social celebrities, broadcasting, and live-selling on 

s-commerce can increase sales significantly. Chantasombut (2020) added that 

improved customer engagement is attained via s-commerce with social networks 

developing a two-sided interaction between the customer and the business. Al-Adwan 

and Kokash (2019) indicated that s-commerce improves customer insights since s-

commerce algorithms are designed to provide automated metrics for reaching, 

engaging, and impressing clients. 
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2.6 Review of Current S-commerce Theories, Frameworks 

and Models 

This section will discuss several models, highlighting the main aspects of each model. 

It discusses the conceptualisation and theoretical basis of s-commerce by various 

researchers who have proposed their own frameworks and models. 

 

This study adopted a comprehensive strategy for developing a holistic s-commerce 

model by combining factors from various theories, models, and frameworks. A 

summary of considered factors derived from models and frameworks is presented in 

Table 2.6 at the end of this section. S-commerce theories, frameworks, and models that 

are related to this study area are given below. 

 

 Wijaya, Rai and Hariguna Framework  

Wijaya et al. (2019) developed their framework based on the concepts of customer 

experience (CE) and the expectation confirmation model (ECM). ECM is a model that 

scholars use to study and explain consumer satisfaction, trust, and sustainability when 

purchasing or using a service (Fan & Suh, 2014; D. J. Kim et al., 2009). Furthermore, 

ECM has also been used by researchers to explain technology acceptance, its usage, 

or adoption (Bhattacherjee, 2001; Bhattacherjee & Premkumar, 2004; Halilovic & 

Cicic, 2013; Stone & Baker-Eveleth, 2013). The paper’s findings indicate that 

customer experience is a significant factor in influencing perceived usefulness, 

expectations, and satisfaction, while perceived usefulness and expectations impact 

consumer satisfaction simultaneously. Also, perceived usefulness is significantly 

influenced by expectations. In addition, s-commerce behaviour intentions are directly 

affected by perceived usefulness and satisfaction (Wijaya et al., 2019). 

 

 Akman and Mishra Model 

Akman and Mishra (2017) propose a model to explain factors influencing consumer 

behaviour in social commerce. In particular, Akman and Mishra (2017) show that 
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social pressure, perceived trust, enjoyment, awareness, perceived satisfaction, and 

ethics factors can influence consumer intention to adopt s-commerce (please see 

Figure 2.6). Osatuyi and Qin (2018) proposed that the behaviours of online customers 

are strongly impacted by people surrounding them whom they trust, implying that 

social pressure is an essential factor in the application of social commerce.  

 

 

 

 

Akman and Mishra (2017) examined the factors that influence customer intention to 

adopt s-commerce. Their results show that consumer intention is significantly 

correlated with trust, enjoyment/ease-of-use, social pressure, satisfaction, and 

awareness. Furthermore, intention was identified as a substantial mediating factor for 

actual usage. 

 

 Gatautis and Medziausiene Model  

Gatautis and Medziausiene (2014) based their research on the unified theory of 

acceptance and use of technology (UTAUT) to explain factors that influence s-

commerce (please see Figure 2.7). These researchers discussed UTAUT 

Figure 2.6: Akman and Mishra (2017) Model 
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comprehensively, and a number of complementary propositions were suggested, such 

as online perceived playfulness and self-management of learning (Y.-S. Wang et al., 

2009), peer support (Sykes et al., 2009), or social support (C.-P. Lin & Anol, 2008). 

According to UTAUT theory, key factors that influence the acceptance of a technology 

are: the facilitating conditions, social influence, effort expectancy, and performance 

expectancy.  

 

 

Gatautis and Medziausiene (2014) found that social influence has the most impact on 

consumers’ behavioural intention to adopt s-commerce. However, effort expectation 

has a medium effect, expectation and facilitating condition have the least impact on 

consumers’ behavioural intention to adopt s-commerce.  

 

 Noh et al. Model  

Noh et al. (2013) used the technology acceptance model (TAM) as the theoretical basis 

for determining whether price consciousness and collectivism influenced s-commerce. 

Overall, according to Noh et al. (2013), the key variables that have a significant 

positive impact on perceived usefulness is goal priority, norm acceptance, reliance, 

and preference, which are the dimensions of collectivism. 

 

The relationship between consumers’ intention to use s-commerce and perceived 

usefulness/ perceived ease-of-use was mediated by price consciousness. Noh et al. 

(2013) defined price consciousness as “the extent to which a consumer focuses 

Figure 2.7: Gatautis and Medziausiene (2014) Model 
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exclusively on obtaining low-priced products or services” (p. 250). Oh et al. (2006) 

mentioned that one of the significant advantages of online shopping is the offering of 

low-priced services or products. Bakos (1997) examined the effect of customers’ price 

consciousness on their behaviours in online environments and found that online 

consumers prefer online shopping to traditional brick-and-mortar due to the perception 

that online products and services are offered at lower prices. Noh et al. (2013) results 

show that consumers who are sensitive to price and collective goals are more inclined 

to indulge in s-commerce. 

 

 Social Commerce Adoption Model 

According to the M. Hajli (2013) model (Figure 2.8), trust is the main factor that 

influences customers’ purchase intentions in the s-commerce context. Thus, for 

successful s-commerce, there is a need for firms to build social trust, which is linked 

to improved efficiency, reduction in transaction costs, and overall economic growth. 

Further, according to M. Hajli (2013), three social commerce constructs 

(recommendations and referrals, forums and communities, as well as rating and 

reviews) are the major factors that influence social trust. Similar to other models by 

other scholars such as  Noh et al. (2013) and Saprikis and Markos (2018), which were 

based on the TAM, M. Hajli (2013) also highlights the significant role that perceived 

usefulness plays in influencing customers’ purchase intentions in s-commerce.  
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 Kim and Park Model 

The model proposed by S. Kim and Park (2013) hypothesises that the relationship 

between purchase intentions and word-of-mouth intentions (trust performance) and s-

commerce characteristics is mediated by trust. Thus, similar to the M. Hajli (2013),  S. 

Kim and Park (2013) indicates that the intention to buy in the s-commerce space is 

largely mediated by trust. Moreover, S. Kim and Park (2013) list seven characteristics 

of s-commerce (word-of-mouth, economic feasibility, communication, transaction 

safety, information quality, size, and reputation) that influence consumers’ trust in this 

technology. The study results show that the characteristics of s-commerce strongly 

affect trust and that trust significantly influenced purchase and word-of-mouth 

intentions. 

 

Figure 2.8: Social Commerce Adoption Model (Hajli, 2013) 
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 Ng Model  

Ng (2013) proposed the model seen in Figure 2.9 with consisting of five constructs: 

intention to purchase, culture, trust in the social network community (TCO), 

familiarity, and closeness. Similar to Gatautis and Medziausiene (2014) and Noh et al. 

(2013), Ng (2013) model holds that the level of trust that individuals have in their 

social network community is the main predictor of their purchase intention in the s-

commerce context. Trust in TCO is determined by the constructs of culture, 

familiarity, and closeness (Ng, 2013). Users who have a feeling of familiarity and 

closeness (individuals who have a higher level of interaction with others) are more 

likely to develop trust, which, in turn, enhances their purchase intentions. In addition, 

Dao (2021) established that consumers with more social relationships with other users 

in the community develop a strong feeling of unity; hence, their intention to purchase 

is highly influenced by that community. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.9: Ng (2013) Model 
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 Hajli et al. Model  

Similar to M. Hajli (2013) and Ng (2013), N. Hajli, Sims, et al. (2017) believe that 

trust is a critical aspect in s-commerce. These researchers developed a conceptual 

model in which purchase intention is hugely influenced by the customers’ levels of 

trust. Unlike previous models proposed by researchers, including Ng (2013), N. Hajli, 

Sims, et al. (2017) suggested four constructs (trust, familiarity, social presence, and 

social commerce information seeking) that influence behavioural intentions on s-

commerce platforms. According to the study, trust was a main predictor of intentions 

to buy from e-vendors on an s-commerce platform. Trust in a social network site 

increases the likelihood of users seeking information on that site through reviews, 

ratings, and recommendations. Information acquisition from the SNS increases 

familiarity with the platform and the sense of social presence which leads to increased 

intentions to purchase from e-vendors (N. Hajli, Sims, et al., 2017). 

 

 Aladwan Model 

E-commerce’s social presence in the online environment is enhanced by social 

commerce, which introduces a social side to shopping via e-commerce. Thus, based 

on social presence theory (SPT), Al-Adwan (2018) proposes a framework that 

considers various concepts and constructs related to social presence. The SPT theory 

was developed to “help understand the impacts of social shopping features in online 

SC marketplaces” (Lu et al., 2016, p. 2).  

 

There has been a significant amount of literature on both e-commerce and social 

commerce that discusses the concept of trust as a fundamental element in commercial 

transactions (N. Hajli, Sims, et al., 2017). Many different definitions of trust have been 

offered in the literature. For example, Ng (2013) defines trust as “the degree of one’s 

willingness to be vulnerable to others’ actions” (p. 612). Ou et al. (2014) point out 

“that trust is the belief in a person’s integrity, benevolence, and ability” (p. 217). 

Moreover, Lu et al. (2015) and Lu et al. (2016) suggest two different types of buyers’ 

trust: trust in marketplace and trust in sellers. Similar to other scholars (Lu et al., 2016; 

Ng, 2013; Noh et al., 2013), Al-Adwan (2018) believes that trust in sellers is the main 
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factor that influences the intention to purchase. The study’s results indicate that the 

social presence of: Web, others and sellers have a significant impact on trust in sellers, 

and the subsequent intention to purchase. 

 

 Sheikh et al. Model 

Sheikh et al. (2017) model extended the unified theory of acceptance and usage of 

technology (UTAUT2). The UTAUT2 has as its main constructs: performance 

expectancy, effort expectancy, social influence, effort expectancy, facilitating 

conditions, hedonic motivation, habit, and  price saving, which are associated with 

behavioural intentions (Nordhoff et al., 2020). Sheikh et al. (2017) extended the 

UTAUT2 theory to accommodate s-commerce by adding social support, social 

commerce constructs, and cultural moderators. The study results confirm that 

facilitating conditions, habit, and behavioural intentions are positively correlated with 

user behaviour. Moreover, the results for cultural moderators show that they have a 

significant impact on the behavioural intentions of users.  

 

 Alotaibi Model 

Sheikh et al. (2017) study added social commerce constructs and social support factors 

to the UTAUT2 theory. Similar to Sheikh et al. (2017), S. S. Alotaibi (2018) used the 

UTAUT2 theory to explore the adoption of s-commerce. In particular, the extensions 

that S. S. Alotaibi (2018) made to the Sheikh et al. (2017) model include the quality 

of the information which affects behavioural intentions, and the impact of the 

moderator factor gender on the developed model (see Figure 2.10). Study findings 

suggest that information quality is positively related to behavioural intention to adopt 

social commerce, while the gender factor has no statistically substantial effect on the 

UTAUT2 constructs. 
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 Saprikis and Markos Model 

Saprikis and Markos (2018) constructed a model that explains several factors that 

influence customers' purchase intentions in the s-commerce context. Their model is 

based on a new theoretical construct that extends the TAM which was espoused by 

other researchers including Noh et al. (2013). Specifically, the model consists of 

reward, familiarity, closeness, enjoyment, trust, perceived usefulness, and perceived 

ease of use, which are associated with consumers’ purchase intentions in the s-

commerce context. The study examined consumers’ reactions to different parameters 

that could affect their intention to engage in s-commerce. The research results show 

that all examined constructs were identified as critical factors for the adoption of s-

commerce because they influence behavioural intention. 

 

 Shen Model 

As seen in Figure 2.11, Shen (2013) investigated factors that influence s-commerce 

acceptance in China. Similar to Saprikis and Markos (2018) and Noh et al. (2013), 

Shen (2013) extends TAM by adding enjoyment, social presence, and social 

Figure 2.10: S. S. Alotaibi (2018) Model 
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comparison as factors that influence behavioural intention. In particular, behaviour 

intention is directly influenced by perceived enjoyment and perceived usefulness. Both 

perceived enjoyment and usefulness are affected by social presence, social comparison 

online, and perceived ease of use (Shen, 2013). 

 

 

 Lal Model 

According to Lal (2017), an individual's s-commerce behaviour intentions are 

influenced by six factors which can be grouped into three: website quality (service 

quality and ease of navigation), trust (trust towards members and trust towards 

communities), and social factors which include community commitment and 

informational support (see Figure 2.12). Unlike other studies where models were based 

on other extant theories and models such as TAM (Noh et al., 2013; Shen, 2013) and 

UTAUT (S. S. Alotaibi, 2018; Sheikh et al., 2017), Lal (2017) relied on an extensive 

literature review. According to this study, all the six factors were positively correlated 

with the intention to use s-commerce platforms. Furthermore, informational support 

was found to be the most significant factor influencing a customer's intention to adopt 

s-commerce. 

Figure 2.11: Shen (2013) Model 
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 Hajli et al. Model 

Based on the socio-technical theory, N. Hajli, Wang, et al. (2017) developed the model 

to identify the social and technical factors influencing customers’ intention to use s-

commerce (see Figure 2.13). The socio-technical theory is based on the notion that the 

operations and performance of a firm can be improved substantially only when both 

technical and social aspects are integrated and considered as interdependent parts of 

complex systems (Emery, 2016). Similar to Saprikis and Markos (2018), N. Hajli, 

Wang, et al. (2017) also basically extends the TAM model in which trust, perceived 

usefulness, and perceived ease of use are shown to influence intention to buy. This 

study concludes that customers' purchase intentions are more likely to be strengthened 

Figure 2.12: Lal (2017) Model 
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if they are proficient with the use of the Internet and are familiar with online shopping. 

Also, the results show that s-commerce constructs influence perceived usefulness 

which has a significant effect on the perception of trust (N. Hajli, Wang, et al., 2017). 

 

 

 Gan and Wang Model 

Gan and Wang (2017) examined how customers’ purchase intentions are influenced 

by perceived benefits, perceived risk, and satisfaction. Similar to N. Hajli (2015) and 

Lal (2017), the proposed model is based solely on evidence from the literature, and is 

not an extension of existing theoretical models. Gan and Wang (2017) investigated the 

relationship between non-functional advantages such as enjoyment and emotional 

happiness on satisfaction, concluding that the higher status of anticipated utility and 

ideological values, the more the satisfaction and the stronger the intention to use s-

commerce. Based on the evidence, Gan and Wang (2017) hypothesises and confirms 

that perceived risks and perceived benefits (social value, hedonic value, and utilitarian 

Figure 2.13: Hajli, Wang, et al. (2017) Model 
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value) affect customers’ purchase intention directly or by impacting the levels of 

customer satisfaction in the s-commerce context. 

 

 Chen et al. Model 

According to J. Chen et al. (2014), social sharing intention and social shopping are 

influenced substantially by trust and levels of commitment to the community. 

Community commitment can result from the levels of trust that consumers have in the 

community, which also depends on the levels of trust of the individual members (J. 

Chen et al., 2014). The model that J. Chen et al. (2014) developed is largely based on 

the commitment-trust theory and trust transfer theory (See Figure 2.14). The study’s 

findings show that both social shopping and social sharing intention were significantly 

influenced by community commitment and trust in the community. J. Chen et al. 

(2014) conclude that the trust that members of a community have in each other has a 

direct influence on social shopping and an indirect influence on social sharing.  

 

 

 

 

Figure 2.14: J. Chen et al. (2014) Model 
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 Liang et al. Model 

As seen in Figure 2.15, Liang et al. (2011) investigated the indirect and direct impact 

of social support and the quality of Web sites. Essentially, Liang et al. (2011) showed 

that the customers’ intention to buy in the s-commerce context is influenced by website 

quality and social support. Further, the quality of the website and social support 

contribute to enhancing relationship quality, which in turn strengthens intent to 

conduct s-commerce and intent to continue. Website quality is determined by the 

system and service quality while informational and emotional support constitute social 

support (Liang et al., 2011). According to Liang et al. (2011), both the quality of the 

website and social support influence the continuance and s-commerce intention by 

defining the quality of the relationship. 

 

 

 

 

Figure 2.15: Liang et al. (2011) Model 
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 Technology Adoption Theories and Models 

Despite the important role played by emerging technologies, many businesses might 

not obtain the advantages due to challenges associated with technology adoption and 

successful implementation. As Basyal and Seo (2020) argue, any change, which 

includes the adoption of modern technologies, may have adverse implications for 

employees, leading to resistance. Laumer and Eckhardt (2012) concur that myriad 

factors may lead to people to rejecting the technology, but highlight the role played by 

the effect of technology on staff including the ease of use. An understanding of the 

factors that lead to resistance to change can play a vital role in ensuring the successful 

acceptance and introduction of modern technologies such as e-commerce. Thus, over 

the years, several theoretical models and theories have been developed to explain 

factors that enable or hinder technology acceptance. The Theory of Reasoned Action, 

Theory of Planned Behaviour, Technology Acceptance Model, and Unified Theory of 

Acceptance and Use of Technology are the most well-known, influential and important 

IT-adoption theories (Min et al., 2008).  The literature on these technology adoption 

theories is reviewed in the following subsections. 

 

2.6.19.1 Theory of Reasoned Action (TRA) 

In the 1960s, Martin Fishbein, an Illinois university social psychologist, suggested a 

relationship between beliefs and attitudes. Later, he published a book with Icek Ajzen, 

titled "Belief, attitude, intention and behaviour: An introduction to theory and 

research". Another book by Ajzen and Fishbein was published in 1980, titled 

"Understanding attitudes and predicting social behaviour". This simplified the TRA, 

and made it practical for adoption in different fields (M. Sharma & Kanekar, 2007). 

 

The TRA is regarded as the backbone of investigations that seek to explore behaviour 

and attitudes, and is widely applied in business and academic research (Fishbein & 

Ajzen, 1975). TRA aims to explain behavioural intentions to adopt new technologies. 

According to this theory, behavioural intention is directly affected by subjective norms 

and attitudes. Furthermore, behavioural intention is identified as a significant factor 

that directly influences actual usage. Figure 2.16 summarises TRA.  
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2.6.19.2 Theory of Planned Behaviour (TPB) 

TPB was originally developed in accordance with the TRA (Ajzen, 1991), which is 

intended to clarify almost any individual behaviour and has been proven successful in 

predicting and describing human behaviour in various contexts (Liao et al., 2007). 

TRA proposes that an individual’s actual behaviour is influenced directly by his/her 

behavioural intentions, which in turn is jointly influenced by attitudes and subjective 

norms (Ajzen, 1991).  

 

 As an extension of TRA efforts, TPB is intended to overcome the constraints of the 

original model when dealing with behaviour over which persons have only limited 

volitional control (Liao et al., 2007). In brief, TPB differs from TRA in that it includes 

perceived behaviour control, as seen in Figure 2.17, which may directly influence 

behavioural intention (Ajzen, 1991). “Perceived behavioural control refers to either 

the ease or the difficulty to adopt a certain behaviour, and it is determined both by past 

experience and anticipated impediments or obstacles” (Macovei, 2015, p. 18). 

Subjective norms and attitudes form TPB’s foundation, while the third factor 

(perceived behaviour control) was introduced to address the issue of incomplete 

volition control over behaviours (AbdulMohsin Sulaiman, 2015). A. Alghamdi et al. 

(2017) applied the TPB model when examining behavioural intentions in Saudi 

Arabia’s s-commerce context. 

 

Figure 2.16: Theory of Reasoned Action (Fishbein & Ajzen, 1975) 
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2.6.19.3 Technology Acceptance Model (TAM) 

Among the most influential models of technology acceptance is the TAM that 

identifies two primary factors that influence individuals’ willingness to adopt new 

technology: perceived ease-of-use and perceived usefulness (Davis, 1989). 

 

The TAM model has proven to be a popular model because of its flexibility and ability 

to adapt to different types of technologies (Hong et al., 2006). TAM is a conceptual 

model developed to explain the actual behaviour of IT users and anticipate their 

behavioural intentions based on their acceptance and usage of IT (Kuo & Yen, 2009). 

Figure 2.18 summarises TAM.  

 

Various studies in different areas including e-banking (Hanafizadeh et al., 2014), s-

commerce (Shin, 2013; Torki Biucky et al., 2017), e-shopping (Al‐Maghrabi et al., 

2011), and online gaming (Ha et al., 2007), have validated TAM as a robust model,  

 

Figure 2.17: Theory of Planned Behaviour (Ajzen, 1991) 
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2.6.19.4 Unified Theory of Acceptance and Use of Technology (UTAUT) and 

(UTAUT2) 

The establishment of the unified theory of acceptance and use of technology was 

guided by the eight standard technology adoption models (TRA, TPB, TAM, the 

model of PC utilisation, the innovation diffusion theory, the motivational model, the 

integrated model of technology acceptance and planned behaviour, and social 

cognitive theory) comprising four main factors: performance expectancy, effort 

expectancy, social influence, and facilitating conditions (Venkatesh et al., 2003). The 

critical goal of UTAUT is to determine customers’ intention to adopt information 

technology as well as their effective usage behaviour. As seen in Figure 2.19, gender, 

age experience, and voluntariness of usage are the four essential mediators that 

developers added to the UTAUT model (S. S. Alotaibi, 2018). A moderator is an 

element that influences the strength or direction of the relationship between dependent 

and independent factors (Saunders et al., 2016). 

 

UTAUT2 is an extension of UTAUT, with an additional three factors (hedonic 

motivation, habit, and price value) also being shown to influence behavioural intention 

alongside facilitating conditions, social influence, effort expectancy, and performance 

expectancy (Nordhoff et al., 2020). However, the mediating factor of voluntariness of 

use is excluded. The studies by Abed (2018), Nadeem et al. (2017), and Sheikh et al. 

(2017) applied UTAUT and UTAUT2 in the s-commerce context. 

Figure 2.18: Technology Acceptance Model (Davis, 1989) 
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Figure 2.19: Unified Theory of Acceptance and Use of Technology 
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Table 2.6: Factors discussed and suggested in related s-commerce studies (‘√’ means this factor is addressed in this model or framework) 

Factors discussed and suggested in related Social Commerce Studies (prepared by the author) 
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(Wijaya et al., 2019) 1               


                                              

(Akman & Mishra, 2017) 2                                                       

(Gatautis & Medziausiene, 2014) 3                                                           

(Noh et al., 2013) 4                                                           

(M. Hajli, 2013) 5                                                           
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(Ng, 2013) 7                                                            
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2.7 An Integrated Approach and the Initial Factors 

When considered individually in an investigation, models and theories might not 

provide sufficient information (Straub, 2009). Therefore, we developed a hybrid model 

by combining constructions of different models and frameworks in order to acquire a 

comprehensive understanding. To determine the factors that must be included in the 

initial model, a comprehensive literature review was conducted on s-commerce. The 

initial model adopted for this research was then subjected to additional evaluation and 

examination via stakeholder feedback and includes a range of themes and factors that 

are believed to be critical to the success of s-commerce adoption in Saudi Arabia.  

 

We adopted content analysis in the current literature review as it is a popular  tool used 

for determining, analysing and reporting patterns in the form of themes emerging from 

the content (Braun & Clarke, 2006). It is commonly used to analyse qualitative data 

(Y. Zhang & Wildemuth, 2009a). Hsieh and Shannon (2005) defined qualitative 

content analysis as “a research method for the subjective interpretation of the content 

of text data through the systematic classification process of coding and identifying 

themes or patterns” (p. 1278). There are two types of content analysis: deductive and 

inductive (Elo & Kyngäs, 2008). The deductive technique utilizes variables or 

principles derived from the theory (Berg et al., 2004; Patton, 2014). Moreover, it is 

used when the purpose of the research is to test a theory (Kyngas & Vanhanen, 1999). 

On the other hand, investigating the research data and developing theories based on 

the is data is an inductive technique (Saunders et al., 2016)  used when there is lack of 

knowledge about the phenomenon, or limited theories (Elo & Kyngäs, 2008; Lauri & 

Kyngäs, 2005).  

 

The inductive approach has been adopted in this current research. With this technique, 

the researcher’s mind is not completely blank at the beginning of the research; instead, 

he has established the research aims and research questions (Harding, 2018). An 

inductive content analysis technique was adopted to examine the most relevant and 

important factors related to social commerce in order to develop an initial model.   
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Following a review of each model and framework, the research determined the factors 

for a foundation facilitating the successful adoption of s-commerce in Saudi Arabia. 

The following themes and factors were identified. 

 

 Organization Characteristics Theme 

This theme includes aspects of an organization that could influence the customer’s 

attitude toward the company, specifically in relation to its capabilities, size, and 

reputation. This section discusses the factors under the organization characteristics 

theme and how they are important for the adoption of s-commerce in Saudi Arabia. 

The organization characteristics theme and its factors were confirmed by the previous 

literature review. This theme comprises three factors: reputation, facilitating 

conditions, and size. These three factors are discussed below. 

 

2.7.1.1 Reputation 

In this study, the term ‘reputation’ refers to the reputation of the social commerce 

company. Doney and Cannon (1997) defined the firm reputation as the degree to which 

consumers perceive that an organization is reliable and concerned about its clients. S-

commerce customers consider an organization’s reputation as a significant factor when 

determining their trust in the organization when buying items or services (S. Kim & 

Park, 2013). Many e-retailers believe that an excellent reputation is an important factor 

that inspires trust in consumers (Beyari & Abareshi, 2018). An enterprise’s 

outstanding reputation builds a solid relationship between customers and s-commerce 

businesses by giving customers a high standard of care and service quality. Thus, a 

favourable reputation is considered a significant factor that encourages consumers to 

adopt s-commerce. 

 

2.7.1.2 Facilitating Conditions 

Based on the UTAUT theory, the facilitating conditions are defined as the extent to 

which a person perceives that an organizational structure and technical infrastructure 

are available to facilitate system use (Venkatesh et al., 2012).  According to Choi 
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(2019), s-commerce enterprises should provide facilitating conditions and self-

efficacy to encourage the customers’ purchase intentions. Hence, this factor is 

considered to have a direct effect on consumers’ intention to adopt s-commerce. 

 

2.7.1.3 Size 

The size of an s-commerce organization in terms of its market share is the last variable, 

and is a factor that is considered by potential consumers. The large size of online 

organizations that offer online transactions will increase users’ confidence because 

they expect to encounter only minor risks from their operations (Yao-bin et al., 

2006).  It is an indication that users’ trust in the s-commerce firm is affected by its size 

(S. Kim & Park, 2013). Thus, this is a vital factor that can increase consumers’ 

intention to use s-commerce, and should be included in the initial model.   

 

 Human Computer Interaction (HCI) Theme 

This theme relates to the factors that influence customers’ attitudes to s-commerce 

adoption, and are associated with website usability and quality. There are five factors 

under this theme that will be included in the initial model for Saudi Arabia: system 

quality, information quality, service quality, perceived ease-of-use (PEOU), and 

perceived usefulness. These five factors will be discussed next.  

 

2.7.2.1 System, Information, and Service Quality 

The quality of a website is a significant factor in determining the success of a social 

networking site (SNS) and user behaviour. The quality of a website can be measured 

by three factors: information quality, system quality, and service quality. Information 

quality determines the accuracy, completeness, and timeliness of the website content 

(S. Kim & Park, 2013; Liang et al., 2011). On the other hand, the system quality is 

associated with the desired and essential capabilities of a website such as its reliability, 

availability, and response time (Liang et al., 2011). The final factor is service quality, 

which is indicated by the rating that consumers give when evaluating the services and 

supports provided through the website (Liang et al., 2011). The website quality plays 
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a crucial role in increasing customers’ purchase intention in the s-commerce sphere 

(C.-Y. Li, 2019). Hence, it can be concluded that website quality is another vital factor 

as it has a significant effect on the consumers’ intention to engage in s-commerce.  

 

2.7.2.2 PEOU and Perceived Usefulness 

Another HCI factor is perceived usefulness which is the degree to which consumers 

perceive that a new technology could improve performance (Davis, 1989). It is 

considered as a basic and valuable construct in TAM. It has been claimed in numerous 

studies (Jayasingh & Eze, 2009; Kalinic & Marinkovic, 2016; Moorty et al., 2014) that 

perceived usefulness has a positive impact on behavioural intention to use e-

commerce.  In terms of s-commerce, M. Hajli (2013); Teh and Ahmed (2012) claimed 

that perceived usefulness has a positive impact on consumers’ behavioural intention 

to adopt s-commerce. Like the perceived usefulness factor, the PEOU is considered to 

be another vital factor in a variety of innovative technology researches where TAM 

theory was applied. PEOU refers to the extent to which an individual perceives that 

using a specific system will require little effort (Davis, 1989). The positive influence 

of this PEOU on behavioural intention has been demonstrated by numerous studies on 

the new technologies (Polančič et al., 2010; C.-C. Wang et al., 2008). 

 

 Content Theme 

The content factors in this study comprise two elements: perceived enjoyment and 

non-monetary elements. Non-monetary elements refer to the emotional efforts 

required, and amount of time spent on a transaction. The non-monetary element is 

considered by s-commerce to be equally as important as the monetary factor (S. Kim 

& Park, 2013). In addition, the element of enjoyment influences the decision to adopt 

online commerce (Mikalef et al., 2013) and is one of the three most common factors 

determining attitude/intention in web-based activities (Hassanein et al., 2009). Thus, 

it is counted as an important factor in online shopping as it has a strong influences on 

online users’ attitudes (Akman & Mishra, 2017). 
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 Social Theme 

Social commerce mainly concerns the usage of social networks. Thus, a person’s 

behaviour is influenced by the social factors that encourage collaboration and 

communication between individuals (Lal, 2017). This theme focuses mainly on the 

experiences, communications, and relationships that influence customers’ attitudes, 

lifestyles, and personalities. It includes five factors: social presence, informational 

support, emotional support, social influence and social commerce construct.  

 

2.7.4.1 Social Presence 

The first factor of the social theme is social presence, which is associated with the 

ability of a social networking site to elicit a feeling of warmth and sociability 

(Hassanein & Head, 2005). Social presence can increase social information and 

knowledge richness, which makes e-customers more informed and therefore enables 

them to make the right purchasing decisions (Al-Adwan & Kokash, 2019). Thus, social 

presence is considered to be an important factor in the initial model. 

 

2.7.4.2 Informational Support and Emotional Support 

There are two types of social support: informational and emotional (J. Lin et al., 2018).  

Informational support refers to delivering messages which can be useful for problem-

solving in the form of advice, knowledge, or recommendation. While emotional 

support is defined as delivering messages which can include passionate interests such 

as caring (Liang et al., 2011). In social commerce, these two types are the primary 

support mechanisms for social interactions (J. Lin et al., 2018). Like the social 

presence factor, social support is considered to be another vital factor that has been 

included in the initial model. 

 

2.7.4.3 Social Influence 

Social influence “refers to the changes that occur in an individual’s attitudes, thoughts, 

actions, feelings and behaviours, resulting from interactions with a group or another 

individual” (Beyari & Abareshi, 2018, p. 56). In s-commerce social influence is 
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defined as the extent to which a user considers that others believe s/he should purchase 

via s-commerce sites (Gatautis & Medziausiene, 2014). Social influence is a vital 

factor in social commerce, and the greater the strength of this influence, the greater the 

likelihood of a favourable reaction (purchase; Beyari & Abareshi, 2018). Goldsmith 

and Horowitz (2006) and Shin (2013) claimed that online customers’ behaviour is 

strongly affected by those individuals whom they know and trust. This implies that 

social influence is a vital behavioural antecedent to the adoption of s-commerce 

(Akman & Mishra, 2017). 

 

2.7.4.4 Social Commerce Construct 

The social commerce construct is defined by Maia et al. (2018) as “the presence of 

comments, ratings, and reviews about products” (p. 197). Customers’ sharing 

behaviours and interactions can influence other customers’ purchasing intentions on 

s-commerce. Soleimani et al. (2016) indicated that the social commerce construct can 

make a positive impact on customer’s intention to buy via s-commerce. Thus, the 

social commerce construct is a significant factor to be included in the initial model. 

 

 Psychological Theme 

When purchasing products using SN apps, a consumer is influenced by various factors 

such as motivation, privacy, and lack of security, which greatly affect the ultimate 

purchasing decision.  In this current study, these are taken as psychological factors. 

Monetary, community commitment, trust, and transaction safety have been identified 

as psychological factors that influence the adoption of s-commerce in this study and 

are included in the initial model.   

  

2.7.5.1 Monetary 

The monetary factor refers to the degree to which a customer wants to acquire low-

priced services or products (Noh et al., 2013). One of the most important factors 

influencing an individual’s purchasing decisions is the monetary issue (S. Kim & Park, 
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2013). Oh et al. (2006) have mentioned that one of the significant advantages of online 

shopping is the offering of less expensive services or products.  

 

2.7.5.2 Community Commitment 

Community commitment refers to a psychological bond that depicts a consumer’s 

connection with a company (Lal, 2017). Previous studies indicated that individuals in 

an online community can be more engaged if they have a higher level of commitment 

(Bateman et al., 2011; Wu et al., 2010). In terms of s-commerce, SNSs provide a shared 

space for their customers in which they can communicate with each other, sharing their 

purchasing or service experiences on SN platforms. Therefore, individuals experience 

a feeling of belonging when they find an online community that shares their interests, 

and believe that other community members value their reviews or recommendations. 

In turn, this influences their determination to make an additional effort to be a part of 

that community and remain a member for in the long term (Lal, 2017). Hence, 

community commitment has been identified as a significant factor that could influence 

an individual’s decision to use s-commerce. 

 

2.7.5.3 Trust 

Trust is considered to be the key to the successful establishment of a long-term 

relationship and it becomes even more important in the context of online platforms 

because much uncertainty surrounds the online environment (Zhao et al., 2019). 

Numerous researchers (Al-Adwan, 2019; J. B. Kim, 2012; J. Lin et al., 2018; S. 

Sharma et al., 2019) have conducted extensive studies on trust in order to explore its 

effect on consumer’s online purchasing intention. In s-commerce, the users seek 

advice and reliable information from SNSs and members whom they can trust 

regarding their online experiences of purchasing a product or using a service (J. Chen 

& Shen, 2015). Providing as much data as possible to the user to make the buying 

process and product tangible can increase trust in the platforms (Maia et al., 2019). 

Hence, it can be concluded that trust is a vital effect factor that has a significant on the 

consumers’ intention to engage in s-commerce.  
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2.7.5.4 Transaction safety 

The last psychological factor is transaction safety which refers to the ability of a social 

commerce to protect its consumers before and after a purchase (Beyari & Abareshi, 

2018). Because the majority of social commerce transactions take place online, it is 

critical that s-commerce firms, as well as users who use these sites, place a high priority 

on transaction safety, as online transactions carry a significant level of risk of fraud. 

Therefore, transaction safety is considered a key factor in the initial model. 

 

 Culture Theme 

Globalization in the business world has increased dramatically; therefore, culture now 

plays a considerable role in all business operations (Straub et al., 1997) and it directly 

impacts the consumers’ adoption of technologies (Sheikh et al., 2017). As suggested 

by (Hassanein et al., 2009), the acceptance and adoption of information technologies 

are influenced by cultural factors. The culture theme and its factors were confirmed by 

the literature review. This study reviews the cultural factors from six perspectives 

which affect the consumers’ behaviour in regard to the adoption of social commerce: 

perceived awareness, learning and training, individualism/collectivism, perceived 

ethics, uncertainty avoidance, and habit. These six factors are discussed below. 

 

2.7.6.1 Perceived Awareness 

Prior research confirms the presence of the crucial role of awareness in utilising ICT 

by studying social network interactions and the influence of peer factors. As an 

example, Michaelidou et al. (2011) indicated that awareness is the most important 

reason for enterprises adopting ICT, and that insufficient usage of this technology is 

primarily due to employees’ lack of awareness of its potential. Todri and Adamopoulos 

(2014) demonstrated that peer effects in adopting s-commerce might produce 

extensive awareness, indicating that any misperception or lack of understanding of 

technology can severely influence enterprises. This is especially important for small 

enterprises, which have limited resources (Dahnil et al., 2014). 
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2.7.6.2  Learning and Training 

This factor is related to the acquisition of more knowledge and technical skills through 

formal learning and experiences. Technical skills are the practical abilities that 

customers possess that assist them to use s-commerce. Customers’ adoption of social 

commerce is influenced by their technical skills and understanding of IT (N. Hajli, 

Wang, et al., 2017). Specifically, this view contends that lack of knowledge and 

technological skills prevent users from using e-commerce. In contrast, appropriate 

learning and training could enhance the effectiveness of the consumer's interactions 

with e-vendors and increase e-commerce adoption (Darch & Lucas, 2002). Thus, it 

can be concluded that learning and training is an important factor that has a vital effect 

on the consumers’ intention to engage in s-commerce.  

 

2.7.6.3 Individualism / Collectivism 

This factor refers to the extent to which individuals in a community or an organization 

desire to be active as an individual or a part of a group. Customers in an individualistic 

society care more about their own interests and place a higher emphasis on diversity, 

autonomy, and security (Mazaheri et al., 2011). In contrast, consumers in a collectivist 

culture see themselves as part of a group that allows them to trust other people 

(Baptista & Oliveira, 2015; Yoon, 2009). According to Sheikh et al. (2017), Saudi 

Arabia is classified as a collectivist society because people see themselves as members 

of a group. Individuals in collectivist cultures are more impacted by other individuals’ 

opinions and are more concerned with others’ lives (X. Yin et al., 2019). Hence, it is 

crucial to explore the effect of individualism/collectivism on s-commerce adoption. 

 

2.7.6.4 Perceived Ethics 

Academic communities have become interested in information system (IS) ethics, 

particularly during the past two decades (Akman & Mishra, 2017). In the IS literature, 

some studies investigate what constitutes right and wrong as well as what constitutes 

moral and immoral behaviour because ethical attitude plays a critical role in the 

acceptance of IS technologies (Stahl et al., 2014). The use of SN for commercial 
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activities and businesses has skyrocketed in the past few years, forcing companies to 

face ethical challenges as they enter the SN area. With today's lifestyle, social network 

technology poses some ethical difficulties (Taherdoost et al., 2010), and ethics domain 

has not been studied on a large scale (Guo et al., 2011). Therefore, ethics is included 

as a key factor in the initial model. 

 

2.7.6.5 Uncertainty Avoidance 

According to Hofstede (1984), uncertainty avoidance is defined as the degree to which 

individuals in a community worry about unpredictable cases. Previous research has 

indicated that nations with a high level of uncertainty avoidance may limit their use of 

online platforms unless they feel that the online activity is secure and that they can 

trust it (Ng, 2013). The dimension of uncertainty avoidance in Saudi Arabia scores 80, 

implying that it has a preference for avoiding uncertainty (Hofstede Insights, n.d.). 

Therefore, to minimize the degree of uncertainty and risk associated with future 

purchases made through online platforms, consumers attempt to obtain as many details 

and concise information as possible (Im et al., 2011; Mazaheri et al., 2011). 

Consequently, the acceptance and adoption of s-commerce in Saudi Arabia could be 

influenced by the uncertainty avoidance factor. 

 

2.7.6.6 Habit 

According to Limayem et al. (2007), habit is “the extent to which people tend to 

perform behaviours (use IS) automatically because of learning” (p. 705). Furthermore, 

Liao et al. (2006) examined habit as a critical construct to anticipate and justify 

customers’ continued intention to use a B2C website. Thus, habit is considered as a 

factor in the initial model in this study. 

 Sustainability Theme 

This theme focuses mainly on examining the extent to which environmental and 

economic sustainability could affect customers’ willingness to adopt s-commerce in 

Saudi Arabia. The sustainability theme consists of two factors: environmental 
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sustainability and economic sustainability. A sustainable environment is associated 

with issues involving energy and transportation (e.g., oil, electricity, gas, solar, and 

wind and thermal energy), as well as other resources such as computer hardware and 

paper (Alahmari et al., 2019).  Sustainability promotes the reduction of the use of these 

resources and thinking carefully about how to dispose of any resulting waste (Tilbury, 

2011). The green trend is growing, and customers are becoming increasingly aware of 

the environmental and economic sustainability required to save the world. This theme 

is aligned with one of the objectives of Saudi Vision 2030, a project map for 

strengthening the Saudi economy by diversifying income resources. One of the goals 

of Saudi Vision 2030 is to promote economic growth by empowering Saudi 

entrepreneurs (Saudi Vision 2030, 2019). Therefore, the sustainability theme is 

considered an important theme to be included in the initial model. 

 

2.8 Research Gap 

As indicated in section 2.6, several studies (Akman & Mishra, 2017; Gan & Wang, 

2017; Gatautis & Medziausiene, 2014; N. Hajli, Wang, et al., 2017; Momani et al., 

2018; Saprikis & Markos, 2018; Shen, 2013) have examined s-commerce and 

attempted to investigate customers’ acceptance of this technology by identifying 

different factors influencing customers’ attitudes to this phenomenon. Despite the 

rapid growth of s-commerce in practice, the theoretical foundation of s-commerce 

studies is still limited and disjointed (M. N. Hajli, 2014; C. Wang & Zhang, 2012). 

Hence, more research is needed to analyse and evaluate s-commerce theoretically and 

empirically to increase our knowledge of this significant and growing area of research.  

 

A comprehensive review of the literature in relation to the factors that affect the 

adoption of social commerce was conducted in the first stage of this current research. 

Various resources such as journal articles, conference proceedings, published reports, 

and books on social commerce have been reviewed to ensure that the various factors 

associated with social commerce are covered. After comparing the studies with the 

identified factors, discussed in section 2.6, some factors, such as sustainability, were 

found to be missing in several models. Also, to the best of this researcher’s knowledge, 

none of the previous research which have been listed in Table 2.6 has covered all these 
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factors comprehensively. Therefore, a comprehensive model is required combine these 

factors with a justification for the inclusion of each factor in order to understand better 

the significant factors that affect the consumers’ online behaviour.  

 

This study aims to identify all the factors necessary for implementing s-commerce in 

Saudi Arabia successfully, by developing and evaluating a holistic model for s-

commerce in Saudi Arabia to match the 2030 Saudi Arabia vision. 

 

2.9 Initial Model 

An extensive review of the literature was conducted to determine factors that have 

been confirmed or indicated by previous researches related to s-commerce. An initial 

model was gradually developed by integrating all the factors that were obtained from 

the previous resources indicated in the section2.6. Saunders et al. (2016) indicated that 

the integrative review “critiques and synthesises the representative literature on a topic 

in an integrative way to generate new frameworks and perspectives on a topic” (p. 74). 

 

An inductive content analysis technique was adopted to examine the most relevant and 

important factors related to the social commerce to develop an initial model. After 

determining a set of factors for adopting social commerce from the literature, the 

researcher labelled and categorised them into themes which include Organization’s 

Characteristics, Human Computer Interaction (HCI), Content, Social, Psychological, 

Culture, and Sustainability themes. These themes formulate the initial social 

commerce model, as presented in Figure 2.20. 
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2.10 The Impact of COVID-19 Influences on S-commerce 

During the COVID-19 pandemic, economies and financial markets around the world 

have been affected more so than by previous pandemics because governments have 

severely curtailed economic activity and social life. To combat COVID-19, all 

economic activities that need close physical contact have been restricted. In this 

context, s-commerce has emerged as a critical pillar of the economy. The COVID-19 

pandemic has caused social distancing among consumers, which has led many to shop 

online. Also, concerns about personal hygiene and pandemic risk have fuelled the 

demand for s-commerce. 

 

Figure 2.20: Initial social commerce model (prepared by the author) 



  

96 

   

Literature Review  

The rapid rise of s-commerce could threaten brick-and-mortar stores as the trends 

established during the crisis persist into the future. A crisis can profoundly impact the 

economy and society, so companies must be aware of consumer behaviour at this 

critical time so as to maintain a competitive edge. They must devote significant time 

and resources to developing or improving their s-commerce strategies. In addition, 

companies must invest in new technical solutions that improve the platform’s 

performance and allow business partners to manage their operations more efficiently. 

2.11 Conclusion 

This chapter provided an in-depth discussion of the literature on s-commerce. Firstly, 

a literature review was conducted of studies on e-commerce, encompassing its 

definition, benefits, and e-commerce risks and limitations. Following this, a review of 

the current state of e-commerce in Saudi Arabia, along with constraints, was discussed. 

Following that, social media was reviewed, including its evolution, definition, web 2.0 

applications, and social media present state in Saudi Arabia. Moreover, s-commerce 

was discussed along with its definition, evolution, and benefits. The findings from the 

literature review were used to frame this research. 

 

Additionally, this chapter includes the analysis of several proposed s-commerce 

frameworks and models. It was found that none of the previous researches has covered 

all these factors comprehensively, and some of the factors were found to be missing in 

some models. Therefore, the researcher developed a hybrid model by combining 

constructions of different models and frameworks in order to gain a comprehensive 

understanding of s-commerce and its associated factors. This model will be evaluated 

and assessed using data obtained from the quantitative and qualitative phases.  

 

Finally, it is important to determine suitable methods for developing a holistic model 

for s-commerce in Saudi Arabia. Accordingly, the next chapter discusses the research 

approach before describing the data collection process. 
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3 Research Methodology  

3.1 Introduction  

In the previous chapter, the researcher reviewed the literature related to the adoption 

of s-commerce, and investigated all s-commerce frameworks, models, and significant 

factors influencing s-commerce adoption. The research gap was identified and a new 

initial model was developed for s-commerce in Saudi Arabia derived from all factors 

that emerge from the literature review in 2 2. It is important to determine a suitable 

method for identifying the major factors that influence customers’ attitudes to the 

adoption of s-commerce in Saudi Arabia, and to develop the holistic model for this 

commerce. Accordingly, this chapter discusses the research methodology that was 

chosen for this study. 

 

Firstly, various paradigms are explored to determine the most suitable philosophy to 

be adopted for this study. This is followed by clarifications of various research 

approaches including the inductive, and deductive approaches. In addition, the 

researcher examines several potential research methods and strategies. This involves 

a justification for the chosen research methods and strategy. Then, the chapter 

discusses the time horizon selected for the data collection. Next, the data collection 

techniques are described in detail, that is, the online survey and the interviews. Finally, 

the researcher describes several tests that are conducted on the data to ensure rigour 

and to verify the results obtained from the quantitative and qualitative phases.  

 

3.2 Purpose of Research 

As noted earlier, this research is intended to develop, understand, and assess a 

holistic s-commerce model for Saudi Arabia that includes all the necessary 

factors that will benefit stakeholders such as companies, organizations and 

governments by suggesting ways to encourage customers to adopt s-commerce 

in alignment with Saudi Vision 2030. Also, the research examines the factors 

that affect the adoption of s-commerce in Saudi Arabia with a focus on cultural 
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and organizational factors. Furthermore, this study evaluates the s-commerce 

experts’ perceptions of the developed s-commerce model. To achieve this, the 

research questions and objectives have been formulated as shown in Table 3.7. 
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Table 3.7: Research questions and objectives 

Research Questions Research Objectives Discussions 

Q1:  What are the factors that must 

be included when developing a 

holistic s-commerce model for 

Saudi Arabia? 

To determine the factors 

that must be included when 

developing a holistic s-

commerce model for Saudi 

Arabia. 

The first research question is crucial to ascertain the factors that support or prevent the adoption 

of s-commerce in Saudi Arabia. This is particularly significant at this time since s-commerce 

is a relatively new concept that has evolved rapidly, and has not been studied and tested as 

extensively as e-commerce and SN (C.-Y. Li, 2019; Stephen & Toubia, 2010).  

Q2: What are the specific cultural, 

and organizational factors that must 

be considered when developing a 

holistic s-commerce model for 

Saudi Arabia? 

To determine the specific 

cultural, and organizational 

factors that must be 

considered when 

developing a holistic s-

commerce model for Saudi 

Arabia. 

The second research question relates to the specific cultural and organizational factors that 

influence the customers’ attitude to the adoption of s-commerce in Saudi Arabia. Globalization 

in the business world has increased dramatically; therefore, culture plays a significant role in 

all business operations (Straub et al., 1997) and it directly influences the consumers’ adoption 

of technologies (Sheikh et al., 2017). As suggested by (Hassanein et al., 2009), the acceptance 

and adoption of information technologies are influenced by cultural factors. Moreover, 

organizational factors can be determinants of s-commerce customers’ trust in a firm when 

considering the purchase of products or services. 

Q3: What are the perceptions and 

attitudes of s-commerce experts in 

terms of the holistic s-commerce 

model for Saudi Arabia? 

To investigate SN experts’ 

attitudes regarding the 

holistic s-commerce model 

The third research question is essential to assess the s-commerce experts' perceptions of the s-

commerce factors and their evaluation of the developed s-commerce model. Experts who are 

most closely linked to this technology can help the researcher to explore and interpret the 

statistical outcomes obtained from the quantitative study to obtain more explanation of the 
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developed for Saudi 

Arabia. 

constructed factors. Therefore, experts’ perceptions were examined to reveal additional factors 

and validate the final s-commerce model. 
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3.3 Research ‘Onion’ 

With a wealth of information being accessible over the Internet, it may seem relatively 

simple for organizations to obtain the data required for a deeper understanding of a 

certain phenomenon. Despite the greater accessibility, this is not always true for two 

reasons. Firstly, it is not necessarily easy to find relevant information and distinguish 

it from the enormous amount of often irrelevant data on the Internet. Secondly, the 

relevant information generally requires interpretation which is quite difficult and needs 

specific techniques  (Firth & Swanson, 2005).  

 

 The IS domain has attracted a great deal of research comprising a variety of 

approaches (Becker & Niehaves, 2007). It is essential to examine these approaches 

before collecting and analysing the data for this research. As illustrated in Figure 3.21, 

Saunders et al. (2016) depicted the research process as a ‘research onion’ that specifies 

the essential steps and key progressions in the design of an effective research 

methodology. Today, this model is widely used for its adaptability and flexibility as a 

methodology for any type of research.  
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The research onion indicates the phases that must be included when undertaking a 

research design. As shown in Figure 3.21, the research onion comprises six layers with 

each layer depicting a detailed phase of the research process when viewed from the 

outside. Thus, the outer or first layer of the onion is significant. The researcher must 

implement this layer in order to acquire a better understanding of the process and 

reflect on important assumptions rather than simply peeling and throwing it away 

(Saunders et al., 2016).  

 

In the context of (IS, different possibilities are identified and analysed for each 'peel' 

before choosing and justifying the most appropriate one. ‘Research Philosophy’ is the 

first layer of the research onion layer. The second layer is the 'Research Approach’ 

including the deductive approach and the inductive approach. The third layer is 

concerned with the 'Methodological Choice' which includes qualitative and 

quantitative methodologies categorized as mono-method, multi-method, and mixed-

Figure 3.21: The ‘research onion’; adopted from Saunders et al. (2016, p. 124) 
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method. ‘Research Strategy’ makes up the fourth layer which relates to the purpose of 

collecting data through experiment, survey, case study, ethnography, action research, 

archival research, grounded theory, and narrative inquiry. The fifth layer of is 'Time 

Horizon' divided into cross-sectional and longitudinal. The final peel comprises 

'Techniques and Procedures' involve data collection and analysis. The following 

sections will discuss each layer separately and identify the appropriate option from 

each layer based on the requirements of this research. 

 Research Philosophy 

According to Saunders et al. (2016), the labels ‘philosophies’ and ‘paradigms’–

contributing to the first layer of the research onion–are sometimes used 

interchangeably. Collis and Hussey (2009) defined a research philosophy or paradigm 

as “a framework that guides how research should be conducted, based on people’s 

philosophies and their assumptions about the world and the nature of knowledge” (p. 

55). Easterby-Smith et al. (2018) stated that understanding a research paradigm is very 

valuable and important in shaping a study from the initial design to its conclusion. 

 

In practice, there has been a debate on the kinds of philosophies that form the 

philosophical perspective of an academic study. According to Burrell and Morgan 

(1979), philosophical perspectives can be classified into four paradigms; 

functionalism, interpretivism, radical structuralism, and radical humanism. 

Additionally, Guba and Lincoln (1994) introduced four different kinds of research 

philosophies which are: positivism, post-positivism, critical theory and constructivism. 

On the other hand, another set of research philosophical paradigms was introduced by 

Chua (1986) comprising positivism, interpretivism and critical research. Furthermore, 

Saunders et al. (2016) listed five other research paradigms: positivism, realism, 

interpretivism, postmodernism, and pragmatism.  

 

It was important to compare the research philosophies with respect to their research 

beliefs in order to select the most suitable philosophy for this study. There are four 

different views in research philosophy: (1) ontology or the claims about the nature of 

reality, (2) epistemology or what is considered acceptable knowledge, (3) axiology or 
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the role of values in research, and (4) methodology or the procedures leading to the 

knowledge (Mertens, 2007).  

 

In the next section, the researcher illustrates and compares five paradigms - positivism, 

realism, interpretivism, postmodernism, and pragmatism - in detail prior to choosing 

and justifying the most appropriate one for this research. 

 

3.3.1.1 Positivism 

The positivist approach was formulated in the nineteenth century by the French 

philosopher Auguste Comte (Cohen et al., 2011). Positivism has two key 

characteristics: it views the world in an ordered manner, and it investigates everything 

objectively (Oates, 2005). Typically, scholars who adopt this research philosophy test 

a theory in order to improve their understanding of a particular phenomenon 

(Orlikowski & Baroudi, 1991). This paradigm focuses on viewing the world from a 

perspective independent of human interpretations. Moreover, this philosophy seeks to 

discover the world through a series of observations and measurements in order to 

arrive at general laws and regulations (Myers, 1997). Moreover, positivist researchers 

are supposed to be impartial and their study ought to be independent of their beliefs 

and values. Hence, positivist research usually involves the scientific testing of theories 

and/or hypotheses.  Positivist research is generally intended to either prove or refute 

the suggested hypotheses and theories (Ormston et al., 2014). 

 

As reported by Kanellis and Papadopoulos (2009), IS should be considered as a 

sociotechnical system where the interpretations vary from one user to another. This 

concept helps extend the research to the social dimension of the system. However, it 

is imperative to note that a positivist study appears to preclude research from the 

analysis of the social dimension of such systems. Along with the positivist approach 

viewpoint “one has to believe that the relationships underlining his phenomena of 

interest are determinate and one-dimensionally causal; that research is value-free; and 

that people are not active makers of their social reality” (Kanellis & Papadopoulos, 

2009, p. 12). 
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3.3.1.2 Critical Realism 

Bryman (2012) indicated that “positivists take the view that the scientist’s 

conceptualization of reality actually directly reflects that reality. Unlike positivists, 

critical realists are perfectly content to admit into their explanations theoretical terms 

that are not directly amenable to observation” (p. 29). Somerville (2012) defines 

critical realism as a philosophy that clarifies conceptual disarray, removes barriers to 

clear discernment, and indicates the way of scientific advancements to develop logical 

knowledge. Additionally, Saunders et al. (2016) reported that critical realism is aimed 

at illuminating people’s experience of the underlying structures of reality which form 

perceived events.  

 

Critical realism in IS study seeks to challenge “regimes of truth” and study transitions 

brought on by IS in the sense of historical examinations of organizational information 

systems (Cecez-Kecmanovic, 2011). As a result, this philosophy prefers longitudinal 

explorations with respect to historical studies and ethnography, which could be 

relatively time-consuming (Orlikowski & Baroudi, 1991; Saunders et al., 2016).  

 

3.3.1.3 Interpretivism 

Unlike the positivist approach, interpretive research develops meaning by subjectively 

attempting to understand individual social interactions (Walsham, 1995). In order to 

obtain greater awareness of a certain phenomenon, interpretivism is intended to 

investigate human perceptions of the world. It notes that human beings are capable of 

subjectively voicing their perceptions of the world around them (Kaplan & Maxwell, 

2005). Consequently, it remains centred on investigating a certain phenomenon based 

on a participant’s understanding, interpretation, and explanation of the phenomenon 

under study (Orlikowski & Baroudi, 1991). The consideration of social contexts, and 

their interactions with humans are therefore considered as the strength of the 

interpretive research. Simultaneously, this is likely to be a weakness, as the knowledge 

is often derived from the participant’s subjective perceptions and interpretations 

(Orlikowski & Baroudi, 1991). 
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3.3.1.4 Postmodernism 

Postmodernism emerged in the late twentieth century, and has been most commonly 

associated with the French philosophers such as Gilles Deleuze, Jean-François 

Lyotard, and Michel Foucault. Philosophical postmodernism “emphasises the role of 

language and of power relations, seeking to question accepted ways of thinking and 

give voice to alternative marginalised views” (Saunders et al., 2016, p. 141). 

Postmodernists believe that there could be no single fact of what reality is, because 

there is no single objective or truthful way of confirming any claims about a singular 

phenomenon to be called "reality" (Hicks, 2004).  

 

3.3.1.5 Pragmatism 

In IS research, there has been a long-standing debate on the choice of positivism or 

interpretivism (W. Chen & Hirschheim, 2004; Dubé & Paré, 2003; Goldkuhl, 2012; 

Walsham, 1995). While positivists have a predilection of the objective validity of their 

research outcomes, interpretivists consider one’s opinions, values, or subjective 

perspectives as the key to gather knowledge (Becker & Niehaves, 2007). On the other 

hand, critical realism provides an objective view and critique of reality within a social 

realm as an alternative to the two conflicting approaches (M. L. Smith, 2006). But, if 

the research does not challenge the status quo and/or when historical studies are not 

under consideration, critical realism is treated as unsuitable. 

 

Now, the query emerges whether a scholar is restricted to only one paradigm. 

‘Pragmatism’ is the key solution to this dilemma, as it takes into account appropriate 

perspectives from various philosophies (Goles & Hirschheim, 2000; Mackenzie & 

Knipe, 2006). This paradigm “strives to reconcile both objectivism and subjectivism, 

facts and values, accurate and rigorous knowledge and different contextualised 

experiences” (Saunders et al., 2016, p. 143). Thus, the pragmatist embraces pluralism, 

as some phases of the study necessitate social interactions between the researcher and 

study participants while other phases may require greater objectivity (Teddlie & 

Tashakkori, 2009). 
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Table 3.8 below allows a comparison to be made between the various philosophies and 

their perspectives. The following section will justify the chosen paradigm.
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Table 3.8: Summary of four research paradigms: Adapted from (W. Chen & Hirschheim, 2004; Collis & Hussey, 2014; Saunders et al., 2016) 

  Ontological assumption 

(Researcher view on the 

nature of reality) 

Epistemological assumption 

(Researcher view on what is 

considered acceptable knowledge)   

Axiological assumption 

(Researcher view on role of values in 

research) 

Methodological assumption 

(Researcher view on what is the 

typical methods led to the research 

result)   

Positivism  

Only one reality. 

It is scientific, as it measures facts 

through statistical analysis or scientific 

laws. 

Value-free research. 

Typically deductive, uses 

quantitative methods (e.g., surveys), 

but can also be qualitative.  
The phenomenon is objective, 

and independent of the 

external actor.  

Focus on discovering observable and 

measurable facts and regularities. 

The researcher is independent of the 

data and maintains an objective stance. 

Critical realism  

The reality is objective 

structures, external, and 

independent of other thoughts.  

Knowledge is gained by understanding 

society and the history of that society.  
Value-laden research. 

Methods chosen must fit the subject 

matter, quantitative or qualitative. 

Facts are social Constructions.  
The researcher is biased by worldviews, 

cultural experiences and upbringing.  

Interpretivism  

Multiple realities.  

Knowledge is gained through 

understanding the phenomenon in 

natural settings (cultural and contextual)  

 Value-bound research. 

Typically inductive, small samples, 

in-depth investigations, and working 

with qualitative data. The reality is subjective, and 

socially constructed.  

Focus on narratives, stories, situations 

details, a fact behind these details, and 

interpretations. 

The researcher is part of what is being 

researched, cannot be separated and so 

will be subjective. 
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Postmodernism 

Multiple realities. 

 

What counts as 'reality' and 'knowledge' 

is dictated by dominant ideologies. 

 

Value-constituted research 

 

Typically working with qualitative 

research approach  

Pragmatism 

There are multiple realities.  
Different views are explored to derive 

knowledge.  
 Value-driven research. 

Following research problem and 

research question.  

Subjective, and objective 

perspectives can be 

considered.  

Focus on problems, practices and 

relevance. 

Values play a large role in interpreting 

result, the researcher adopting both 

objective and subjective points of view. 

Mixed or multiple method designs, 

quantitative and qualitative. 
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3.3.1.6 The Selected Paradigm 

This study investigates the major factors that influence customers’ attitudes to the 

adoption of s-commerce in Saudi Arabia. In particular, it examines a new social 

phenomenon in its real context concerning the experiences and interpretations of social 

network users. The criteria for various research philosophies provided in Table 3.8 

give an obvious explanation of the building blocks of the research philosophy, 

although the researcher has to carefully choose the suitable paradigm for his study.  

 

It is pertinent to note that a single paradigm is more likely to have limitations and 

weaknesses. For instance, a positivist philosophical perspective may limit the research 

result, as it attempts to find universal laws, which ultimately ignores the social context 

of this study, and interpretivism philosophy tends to be more appropriate for 

qualitative research. 

 

Pragmatism seems to be the best philosophy for this research to maximise the strengths 

and minimise the limitations associated with different philosophies. The core feature 

of pragmatism is that a scholar can use a variety of paradigms to answer the research 

questions. Thus, the pragmatism paradigm was chosen since a single paradigm is not 

suitable for this study.  

 

In addition, pragmatic research philosophy has been proposed for IS researchers and 

advocated by mixed methodologists as one of the alternative paradigms for the 

adjustment of the use of mixed-method research (Venkatesh et al., 2013). A 

pragmatism paradigm has several principles, and encourages scholars to pursue their 

investigation by means of long-term engagement and triangulation (Onwuegbuzie & 

Leech, 2005). A pragmatist approach is taken in this research to avoid methodological 

bias and to better explore the phenomenon being studied (Subedi, 2016). Besides, the 

qualitative or quantitative methods alone will not wholly answer the research 

questions, and address the research objectives, whereas a combination of approaches 

will (Creswell & Plano Clark, 2017). Therefore, based on the requirements and 

objectives of this study, the pragmatic research paradigm is chosen to support the 
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phases of this study. The green square in Figure 3.22 indicates the selected paradigm 

of this research. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Research Approach 

The choosing of the appropriate research approach is a crucial decision after the 

recognition of the philosophical perspectives of the research. Research can involve a 

deductive, inductive, or abductive approach to obtain insight into the subject under 

investigation. The deductive approach is “a study in which a conceptual and theoretical 

structure is developed and then tested by empirical observation. For this reason, the 

deductive method is referred to as moving from the general to the particular” (Collis 

& Hussey, 2014, p. 7). Therefore, if the study starts with a theory generated from the 

literature, and the scholar develops a strategy for testing the theory, it is a deductive 

method (Saunders et al., 2016). 

 

Figure 3.22: Selected philosophy of this research (prepared by author) 
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In contrast, Collis and Hussey (2014) define the inductive approach as “a study in 

which theory is developed from the observation of empirical reality” (p. 7). The 

inductive method gives greater attention to the understanding of individuals and their 

view of their social environment. Instead of beginning with a theory, a study that 

applies an inductive method begins by gathering data, analysing it, and then building 

a theory from it (Bryman, 2016). In other words, if the scholar starts by gathering data 

to investigate a phenomenon in an attempt to develop or formulate a theory, it is an 

inductive method (Saunders et al., 2016). 

 

With the abductive approach, the researcher is “collecting data to explore a 

phenomenon, identify themes and explain patterns, to generate a new or modify an 

existing theory” which the researcher can subsequently assess by additional data 

collection (Saunders et al., 2016, p. 145).  

 

3.3.2.1 The Selected Research Approach 

Any of these approaches can be based on current literature as a beginning point. 

However, the deductive method indicates that the theory is right or incorrect by 

forming, evaluating and testing hypotheses, but the inductive approach is dependent 

on the data set from which the researcher extracts patterns and interpretations (Gray, 

2014).  

 

Since this study is intended to develop a holistic s-commerce model for the KSA, and 

examines the factors that affect the adoption of s-commerce in Saudi Arabia, it is 

exploratory in nature and therefore has no starting hypotheses. Therefore, it must begin 

by recognizing the related phenomena of the study subject as a guidance for finding a 

problem, gap, and weakness in previous research, which has not been completely 

addressed, thereby allowing the researcher to design an initial model. After that, the 

initial model is evaluated after obtaining the online survey data from the quantitative 

phase. Then, to generate the final model, the enhanced model is tested via interviews 

during the qualitative phase. Thus, the inductive approach was chosen for this study. 

The green square in Figure 3.23 indicates the approach selected for this research. 
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 Methodological Choice 

The next layer of the research 'onion' as shown in Figure 3.21 involves examining 

potential research methods. Before conducting a study, it is important to make a 

methodological choice in terms of selecting a suitable research design: quantitative, 

qualitative or mixed methods. The difference between quantitative, and qualitative 

research is that the first one produces numeric data, and the second generates non-

numeric data. Numeric data contains numbers, and non-numeric data includes videos, 

words, images, and other related materials. A research design may also use a mixed-

methods (quantitative, and qualitative) approach in a number of ways, which will be 

discussed in the following sections (Saunders et al., 2016). Figure 3.24 shows the 

various methodological choices. 

 

Figure 3.23: Approach selected for this research (prepared by author) 
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3.3.3.1 Quantitative Research Design 

A single data collection method, such as a questionnaire, may be used in a quantitative 

study design; this is known as a mono-method quantitative study. Moreover, a multiple 

quantitative data collection technique may be used for a quantitative research design, 

and is called a multi-method quantitative study as shown in Figure 3.24 (Saunders et 

al., 2016).  

 

A quantitative researcher collects numerical outputs and attempts to draw significance 

from them. The quantitative research design can be used to analyse a wide variety of 

social phenomenon. It can be more effectively applied in situations where a sufficient 

number of prospective participants are accessible, and the data obtained can be 

accurately measured using quantitative data analysis methods (May, 2011). 

 

Figure 3.24: Methodological choice (prepared by author) 
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3.3.3.2 Qualitative Research Design 

As stated by Saunders et al. (2016), a single data collection method, such as semi-

structured interviews, may be used in a qualitative research design (a mono-method 

qualitative study). Moreover, more than one qualitative data collection technique may 

be used for a qualitative research design (multi-method qualitative study) as shown in 

Figure 3.24.  

 

Qualitative studies are used in the social science domains to allow scholars to examine 

social and cultural phenomena (Feilzer, 2010; Myers, 1997). Moreover, this approach 

gives in-depth knowledge about several traits that are appropriate for exploring latent 

beliefs and motives (Abed, 2016). 

 

3.3.3.3 Mixed Methods 

A mixed-methods approach involves quantitative and qualitative research techniques 

combined into a single research design (Johnson & Onwuegbuzie, 2004; Saunders et 

al., 2016). The combination can be either simple or complex as indicated in Figure 

3.24. 

 

Concurrent mixed-methods research comprises the independent use of quantitative and 

qualitative approaches within a single phase of data gathering and analysis. This 

enables all sets of results to be interpreted together to give a stronger and more 

comprehensive answer to the research question, more so than the use of a single data 

collection method. 

 

On the other hand, in sequential mixed-methods research, the scholar uses one 

approach and then follows it with the other in order to confirm the initial set of results. 

This method comprises three different mixed methods research strategies: a sequential 

explanatory research design (qualitative come after quantitative), a sequential 

exploratory research design (quantitative come after qualitative), and a sequential 

multi-phase design which include multiple methods of data collection and analysis 

(e.g. quantitative follows qualitative, then by another phase of qualitative; Saunders et 

al., 2016). 
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3.3.3.4 The Selected Research Method 

Based on the previous discussion, the “sequential explanatory research design” was 

adopted for this study (Figure 3.25) to answer the research questions and fulfil the 

research objectives. This strategy involves two phases of data collection and analysis: 

a quantitative phase followed by a qualitative phase (Saunders et al., 2016). Morgan 

(1998) mentioned that “A simple way to decide which method should be used first is 

to build on the decision about which method will be principal” (p. 367). Moreover, 

Venkatesh et al. (2013) indicated that: “if IS researchers plan to conduct a study for 

which a strong theoretical foundation already exists, but the context of the research is 

novel or previous findings were fragmented and/or inconclusive, they may consider 

conducting a quantitative study first followed by a qualitative study to offer additional 

insights based on the context-specific findings or reasons for fragmented and/or 

inconclusive results in previous studies” (p. 118).  

 

The purpose of applying a sequential explanatory design is to obtain a comprehensive 

image of a phenomenon by collecting and analysing qualitative data to explore and 

interpret the statistical outcomes obtained from the quantitative study (Bryman, 2006; 

Venkatesh et al., 2013). Also, this sequential explanatory design is good for the 

triangulation validation technique. “Triangulation involves using more than one source 

of data and method of collection to confirm the validity/credibility/authenticity of 

research data, analysis and interpretation” (Saunders et al., 2016, p. 207).  In the 

sequential explanatory design, the quantitative approach is often considered to be the 

most important part of the mixed-methods data collection process, so it should be given 

priority (Ivankova et al., 2006).  

 

In this study, the quantitative data was collected first via an online survey to assist the 

researcher to understand SN users’ reactions to s-commerce and to identify the factors 

which should be added to the initial s-commerce adoption model. After that, the 

qualitative method was applied to explore the quantitative results from the survey to 

obtain more explanation of the constructed factors. This involved conducting semi-

structured interviews to validate the improvement of the holistic s-commerce adoption 
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model and to ensure that was comprehensive (Figure 3.25). The combination of survey 

and interview methods aligns with the pragmatic philosophy of this study, which 

advocates a mixed-methods perspective (Teddlie & Tashakkori, 2009). The green 

square in Figure 3.24 indicates the methodological approach chosen for this research. 

 

 

 Choosing a Research Strategy 

The next layer of the research 'onion' as shown in Figure 3.21 involves the examination 

of potential research strategies. A research strategy is the methodological relationship 

between the paradigm and the subsequent selection of data collection and analysis 

methods (Denzin & Lincoln, 2011). It is a plan of how a researcher will answer the 

research questions and meet the research objectives. As there are various philosophic 

viewpoints and approaches in IS studies, there are also various research strategies that 

can be implemented as shown in Figure 3.26: experiment, survey, archival research, 

case study, ethnography, action research, grounded theory, and narrative ground. 

 

 

Figure 3.25: Sequential explanatory design (prepared by author) 
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 Experiment  

The experiment is a research strategy generally related to the natural 

sciences, which can also be used in psychological and social science 

studies (Saunders et al., 2016). An experimental is sufficient for 

examining “the relationship between variables, where the independent 

variable is deliberately manipulated to observe the effect on the 

dependent variable” (Collis & Hussey, 2009, p. 74).  

 

 Survey  

The survey is a methodology designed to “collect primary or secondary 

data from a sample, with a view to generalizing the results to a 

Figure 3.26: Research strategies (prepared by author) 
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population” (Collis & Hussey, 2009, p. 77). It is mainly used in 

exploratory and descriptive research (Bryman, 2016). 

 

 Archival Research 

The archival research strategy involves utilizing archival records and 

documents as secondary sources for data collection. The researcher can 

access different types of archival and documentary sources online 

(Saunders et al., 2016). 

 

 Case Study 

As stated by R. K. Yin (2017), the case study examines a circumstance 

in detail within its actual life context. It is important that the case being 

researched should exist regardless of the involvement of the researcher 

(Oates, 2005). 

 

 Ethnography  

Ethnographic research concentrates on understanding the culture of a 

particular phenomenon and the various interpretations that individuals 

have of the same situation (N. Lee et al., 2005). The key point in this 

strategy is that “the researcher uses socially acquired and shared 

knowledge to understand the observed patterns of human activity” 

(Collis & Hussey, 2009, p. 79). 

 

 Action Research  

Different definitions of action research have been proposed. Coghlan 

(2011, 2019) defined action research as an emerging and iterative 

procedure of inquiry which focuses on developing solutions to real 

organizational challenges in a participatory and inclusive approach that 

uses different forms of knowledge, and will have implications for 

participants and the organization beyond the study project.  Moreover, 

Rapoport (1970) reported that “action research aims to contribute both 

to the practical concerns of people in an immediate problematic 
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situation and to the goals of social science by joint collaboration within 

a mutually acceptable ethical framework” (p. 499).  

 

 Grounded Theory 

According to Martin and Turner (1986) grounded theory is  “an 

inductive theory discovery methodology that allows the researcher to 

develop a theoretical account of the general features of a topic while 

simultaneously grounding the account in empirical observations or 

data” (p. 141). It is concerned primarily with developing a new theory. 

 

 Narrative Ground 

Saunders et al. (2016) indicates that narrative is “defined as an account 

of an experience that is told in a sequenced way, indicating a flow of 

related events that, taken together, are significant for the narrator and 

which convey meaning to the researcher” (p. 198).  

 

3.3.4.1 Adopted Research Strategy 

Saunders et al. (2016) stated that the survey technique is the most widespread research 

strategy in business and management study, and is widely used to address 'when',' 

who',' when',' how many' and 'how much' questions. He also mentioned that the 

questionnaire is not the only technique for gathering data as a part of the survey 

strategy. This strategy also involves the structured interview, where interviewees are 

asked structured or semi-structured questions. Thus, the survey research strategy is an 

appropriate strategy for this study. The green square in Figure 3.26 indicates the 

research strategy selected for this study. 

 

 Time Horizon 

The selected research method and adopted research strategy influence the choice of a 

suitable time horizon. The next portion of the research 'onion' as shown in Figure 3.21 

is the time horizon and includes cross-sectional studies and longitudinal studies. Cross-

sectional data collection takes place at only one particular time, while a longitudinal 
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study collects data at different points in time from the same respondents 

(Bhattacherjee, 2012). One main advantage of longitudinal research is that it provides 

a rich insight into the phenomenon of interest as changes can be observed over time.  

On the other hand, cross-sectional research often applies the survey strategy, and the 

data can be collected over a short period of time (Saunders et al., 2016).  

 

This research adopts the cross-sectional study for the collection of both survey and 

interview data because of time constraints, less cost and the data gathering process 

requires less effort. The green square in Figure 3.27 indicates the time horizon selected 

for this study. 

 

 

 

 

 

 

 

 

 

 

 Data collection and analysis 

The last layer of the research ‘onion’ (Figure 3.21) comprises the data collection and 

analysis processes. Planning for the data collection and analysis is important when 

designing the research (Creswell & Plano Clark, 2017). The design of this study 

includes the verification of the analysis unit, the choice of a mixed-methods approach, 

and a description of how the data were obtained and analysed by the researcher. 

Therefore, this study was divided into two phases as illustrated in Figure 3.28. In the 

first stage, quantitative data collection was conducted to evaluate and examine the 

initial model, and enhance the initial model with additional factors. In the second 

phase, a qualitative method was applied to validate the results from the earlier stages. 

Figure 3.27: The selected time horizon (prepared by author) 
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Stages one and two developed the holistic s-commerce model, and answered all three 

research questions. The subsections below explain these two phases. 

 

 

 

 

 

 

 

 

 

 

 

 

3.3.6.1 Phase 1: Online Survey (Quantitative) 

In the online survey phase, the initial s-commerce model was evaluated to validate the 

identified factors. A quantitative method involves “deduction, confirmation, 

theory/hypothesis testing, explanation, prediction, standardised data collection, and 

statistical analysis” (Johnson & Onwuegbuzie, 2004, p. 18). The survey phase 

commenced with the design of the online questionnaire which contained items derived 

from the review of several works (Akman & Mishra, 2017; S. S. Alotaibi, 2018; J. 

Chen et al., 2014; N. Hajli, 2015; N. Hajli, Sims, et al., 2017; N. Hajli, Wang, et al., 

2017; Issa, 2017; Issa et al., 2020; S. Kim & Park, 2013; Lal, 2017; Liang et al., 2011; 

Limbu et al., 2012; Lu et al., 2016; Momani et al., 2018; Ng, 2013; Noh et al., 2013; 

Saprikis & Markos, 2018; Sheikh et al., 2017).  

 

The survey is one of the most popular data collection approaches in quantitative 

research (Creswell & Creswell, 2018; Myers, 1997). Saunders et al. (2016) indicated 

Figure 3.28: Research process flow chart (prepared by author) 
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that the questionnaire is a common technique used for gathering data for a survey. Due 

to the remarkable growth and popularity of the Internet, online questionnaires have 

become a widely-accepted and indispensable tool for the administration of surveys 

(Abed, 2016). Moreover, because this research focuses on one aspect of technology 

adoption, it was appropriate to apply the online survey approach. The survey has 

various advantages such as the flexibility of the design, being less expensive and 

generally more confidential than other approaches, and representing an efficient large 

population (Cavana et al., 2001; Creswell & Creswell, 2018).  

 

According to Fink (2017) surveys could be used “in deciding policy or in planning and 

evaluating programs and conducting research when the information you need should 

come directly from people. The data they provide are descriptions of feelings and 

perceptions, values, habits, and personal background or demographic characteristics 

such as age, health, education, and income” (p. 5). There are two ways in which data 

can be collected through the survey: directly and indirectly. The direct way is by asking 

individual questions to be answered, while the indirect way could involve recording 

oral or written opinions (Fink, 2019). 

 

For this research, the quantitative method was used to address the first and second 

research questions stated at the beginning of this thesis. Since the research questions 

for this study are concerned with investigating the SN users’ attitude regarding the 

factors that influence the adoption of s-commerce in Saudi Arabia, an online survey 

was adopted to gather the data from the respondents directly. Starting with an online 

survey assisted the researcher to obtain an overview of the customers’ ideas about and 

attitudes to the adoption of s-commerce in Saudi Arabia. 

 

Validating the s-commerce model required a suitable research method. This included 

a variety of procedures, such as reviewing the literature comprehensively to identify 

the existing approaches, determining the target population, and identifying an 

appropriate way to interact with them. Consequently, the online survey approach was 

considered to be the most useful and appropriate method for validating the s-commerce 

model. The online survey has various benefits for both researchers and participants. It 
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saves money and time, can be distributed easily, and is a convenient way for 

participants to complete the questionnaire. Furthermore, the researcher can easily 

control the online process and remind the respondents to submit their questionnaire, 

then thank them for their cooperation. Moreover, it provides several choices of formats 

for downloading (Issa, 2013). Also, it allows researchers to gather a large quantities of 

data within a short period of time because it is accessible and fairly cheap (Fink, 2017; 

Gordon & McNew, 2008). This online survey measured the participants’ attitudes, 

thoughts, and knowledge of s-commerce adoption in Saudi Arabia as well as obtaining 

demographics data to explore more factors for the initial model. 

 

The five-point Likert scale ranging from “strongly agree” to “strongly disagree” was 

chosen to ensure the accuracy of responses and prevent participants from being 

confused by the amount of information in the online questionnaire (Devlin et al., 1993; 

Revilla et al., 2014) Also, this kind of format was selected because it is frequently 

used, familiar to participants, and an appropriate format for measuring constructs such 

as attitudes (Passmore et al., 2002). 

 

The Web-based survey was elected to gather the data for this study. According to Boas 

and Hidalgo (2013), the online survey sites commonly used by researchers include 

SurveyGizmo, SurveyMonkey or Qualtrics XM to enable researcher to design, manage 

and monitor the online survey. The online survey was disseminated to the respondents 

via the Qualtrics XM platform (www.qualtrics.com) after receiving ethics approval 

from Curtin University Human Research Ethics Committee (HREC: HRE2020-0163). 

Boas and Hidalgo (2013) indicated that the Qualtrics XM platform is considered a 

reliable instrument for developing survey questionnaires, and enables researchers to 

execute online data collection and analysis.  

 

The online questionnaire for this research was designed based on the initial model and 

distributed in both English and Arabic languages. A third-party professional authorised 

translator translated it to address any linguistic differences.  

 

For this research, the questionnaire was tested and validated by research supervisors, 

academic staff (senior lecturers from a top university in Saudi Arabia) who are IS 

http://www.qualtrics.com/
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specialists, and undergraduate students who had at least one SN account. This was 

followed by a pilot study conducted to find and correct any issues before distributing 

the online survey. Saunders et al. (2016) reported that a pilot study helps to refine the 

online survey questions and provides the validity and the likely reliability of the survey 

questions. The items in the online survey questionnaire are discussed in Chapter 4. 

 

3.3.6.1.1 Sampling Procedure (Quantitative) 

Sampling techniques allow the researcher to decrease the amount of data required by 

looking only at data from a small group instead of the overall population (Saunders et 

al., 2016). The sampling technique selected for this research was based on three 

criteria: (1) the type of research being conducted; (2) the research questions and 

objectives, and (3) the time and budget available (Hair et al., 2003). Sampling 

techniques are divided into two types: probability sampling and non-probability 

sampling. The most widespread probability sampling methods used are systematic, 

cluster, simple random, and stratified sampling. On the other hand, the most 

widespread non-probability sampling methods used are judgement, quota, 

convenience, and snowball sampling. Probability sampling techniques were found to 

be inappropriate for this research because it is impossible to construct a sampling 

frame for this study. 

 

 Thus, the researcher used non-probability sampling techniques (Saunders et al., 2016). 

The study sample consisted of a convenience sample of social network users in Saudi 

Arabia. After that, the snowball sampling technique was applied to facilitate the access 

to a “hard to reach” population. Snowball sampling of a hidden population starts with 

a convenience sample of initial subject known as “seeds” (Etikan et al., 2016). 

Snowball sampling is a helpful technique in exploratory study and reduce costs and 

time (Baltar & Brunet, 2012). This technique is not as uncontrolled as its name implies. 

The researcher was involved in controlling and organizing the origination and progress 

of the sample and ensuring that the chain of referrals remained within the scope of the 

research. One of the risks with the snowball method is that initial sample known as 

"seeds" often indicate others who could share similar characteristics. Hence, the 
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researcher ensured that the seeds were sufficiently varied to not produce a biased 

sample (Etikan et al., 2016).  

 

3.3.6.1.2 Target Population  

The aim of the questionnaire was to assess the appropriateness of the initial s-

commerce model proposed for the Saudi context. Participants’ responses were used to 

determine the factors that should be retained in the initial model, and to identify other 

factors that should be included.  In order to achieve optimal results from the online 

survey, the target population of a study must be accurately identified. Saunders et al. 

(2016) advised that researchers must determine an accurate population, even if it 

requires combining information from different sources. Moreover, an obvious sample 

is more likely to produce statistically true and impartial results. The target population 

for the online survey comprised any social network users in Saudi Arabia who have at 

least one SN account (Twitter, Instagram, Facebook, Snapchat or any other). These 

respondents know and understand the characteristics of s-commerce, which is the 

subject of interest in this research. According to Ritchie et al. (2013) reported that the 

two aims of choosing a sample are “to ensure that all the key constituencies of 

relevance to the subject matter are covered, and within each of the criteria there is 

enough diversity is included so that the impact of the characters concerned can be 

explored” (p. 113).  Thus, in order to obtain a range of views and adequately answer 

research questions one and two, and to allow a more thorough exploration and 

understanding of the research subject, a variety of information was sought from the 

respondents. 

 

3.3.6.1.3 Sample Size 

In determining the sample size for the online survey of this study, the researcher 

identified a confidence level of 95% in the data with 0.5 standard deviation, and a 

margin of error of 5% (S. Smith, 2013). As the total target population is 23,000,000 

(GMI Blogger, 2021), and based on the number that are provided in the Sample Size 

Calculator (see Figure 3.29), the required sample size is 384 participants (Creative 

Research Systems, n.d.).  Allen et al. (2014) reports that the sample sizes should be 

100 or higher,  while Coakes and Ong (2011) indicate that a minimum sample size of 
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Figure 3.29: Sample size calculator (Creative Research Systems, n.d.) 

 

200 is recommended. Comrey and Lee (2013) and MacCallum et al. (1999) supported 

this view and stated that if the sample size is less than 200, it is insufficient for the 

factor analysis, and the overall acceptable sample size is estimated to be approximately 

300. Thus, for this research, the minimum sample size needed for factor analysis was 

384 respondents.  

 

As will be illustrated in the section 4.2.4, the researcher distributed the online survey 

link to potential participants through emails and various SN applications such as 

WhatsApp, Twitter, Facebook, and Instagram. More details about the data collection 

process are given in Chapter 4. 

 

 

 

 

 

 

 

 

 

  

 

3.3.6.1.4 Analysing Survey Data 

Raw data obtained from the questionnaires needs analytics software to clean data and 

identify errors (Creswell & Plano Clark, 2017). This research adopted the Statistical 

Package for Social Sciences (SPSS) version 26 for data analysis. The factor analysis 

is used in this research to reduce the number of factors and to identify the most 

important ones. Factor analysis is a statistical method used to reduce the total of 

variables by using the differences among the observed variables (Williams et al., 

2010). There are two main types of factor analysis: exploratory factor analysis (EFA) 

and confirmatory factor analysis (CFA; Thompson, 2004). In this study, EFA was 

applied to determine factors and their grouped items to be considered for the proposed 

model.  
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EFA is generally used to discover and analyse the factors that influence the variables 

(Yong & Pearce, 2013). According to Alhija (2010), EFA “explore the underlying 

dimensions of a construct. The primary considerations inherent in the use of factor 

analysis include conceptual/theoretical considerations, design considerations, 

statistical considerations, and reporting considerations; it is exploratory in nature” (p. 

162). The factor analysis is explained in more detail in Chapter 4. 

 

3.3.6.1.5 Ensuring Rigor in Quantitative Phase 

Rigour is defined as the degree to which scholars have sought to improve the quality 

of the research. In the quantitative phase, this has been accomplished by the assessment 

of the validity and reliability of the research instrument (Heale & Twycross, 2015).  

 

3.3.6.1.5.1 Validity  

According to Paler-Calmorin and Calmorin (2007), validity is defined as how 

accurately research measurement instrument can measure what it is supposed to 

measure. Gray (2014) stated that “to ensure validity, a research instrument must 

measure what it was intended to measure” (p. 150). Validity is an important criterion 

for assessing a quantitative instrument (in this case, the survey) that measures the 

actual issue that the study seeks to explore.  

 

In this study, validity was assessed by research supervisors and academic staff (senior 

lecturers from a top university in Saudi Arabia) who are IS specialists who reviewed 

and pre-tested the online survey. The suitability and validity of the survey questions 

were also confirmed via a pilot study. 

 

3.3.6.1.5.2 Reliability 

 According to Srinivasan and Lohith (2017), “the reliability of a measure indicates the 

stability and consistency with which the instrument measures the concept and helps to 
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assess the goodness of a measure” (p. 48).  There are two main types of reliability tests: 

test-retest and internal consistency, the latter being the most popular (Hair et al., 2014).  

 

In this research, the internal consistency approach was adopted to test the reliability of 

inter-variable consistency. As explained by Fink (2010), a survey’s internal 

consistency “refers to the extent to which all the items or questions assess the same 

skill, characteristic, or quality” (p. 158). One of the most common tests conducted to 

determine the internal consistency of survey items is the alpha coefficient which was 

introduced by Cronbach (1951). The Cronbach’s alpha values obtained for this online 

survey were around 0.8 and greater which are considered to be good and acceptable 

values, indicating that the variables under each theme were consistent in measuring 

the same domain.  

 

3.3.6.2 Phase 2: Interview (Qualitative) 

Although online surveys can be used as the only method of data collection, Saunders 

et al. (2016) encourages linking them to other methods in a mixed- or multi-methods 

research design. In the second phase of this study, the qualitative method is applied to 

explore the quantitative results from the survey in order to validate and confirm the 

first and second research questions, and address the third question. Also, the qualitative 

phase was conducted to ensure that the final holistic s-commerce model for Saudi 

Arabia is comprehensive, and to explore why the factors in the model were included. 

The questions for the qualitative phase were derived from the analysis of data obtained 

from the quantitative phase, i.e., the survey results.  

 

Kaplan and Maxwell (2005) indicated that there are five major reasons for using the 

qualitative approach to evaluate computer IS: 

 

 Understanding how a system’s users perceive and evaluate that system and 

what meanings the system has for them.  

 Understanding the influence of the social and organisational context on 

systems use.  
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 Investigating causal processes.  

 Providing formative evaluation that is aimed at improving a program under 

development, rather than assessing an existing one.  

 Increasing the utilisation of evaluation results. (pp. 32–33) 

 

Qualitative data can be obtained mainly from observations, interviews, and documents, 

and the variety of these systematic methods is utilized to improve the data. Schultze 

and Avital (2011) indicated that interviews are one of the most commonly-utilized 

research techniques in IS studies. Interviews can obtain more comprehensive data 

through the participants’ sharing of their individual stories (Denscombe, 2014). 

Personal interaction between the participants and the researcher can contribute to the 

gathering of more valid data to ensure that the questions are understood by the 

participants (Thomas et al., 2015). According to Monette et al. (2013) and Wilkinson 

and Birmingham (2003), interviews are developed to meet the needs of the 

respondents, so that more honest and meaningful responses can be obtained.  

 

Most interviews are conducted face-to-face. However, to gather data, interviews can 

also be conducted via the Internet. Such interviews can be either synchronous or 

asynchronous. Synchronous online interviews are those conducted in real time, while 

asynchronous online interviews are conducted without the interviewer interacting 

directly with interviewee, and at a time of the interviewee’s choosing as shown in 

Figure 3.30 (Saunders et al., 2016).  
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In the asynchronous interview, the scholar can conduct interviews by sharing a web 

link with the interviewees. This type of interview can assist the researchers to interview 

the participants regardless of time and location. Another benefit of using this electronic 

form of interview is that data are recorded in typed form, thereby avoiding challenges 

associated with other methods of recording and transcription such as expense, accuracy 

and anxiety of the participants (Saunders et al., 2016). O’Connor et al. (2008) indicate 

that “a distinct advantage of the email interview is that interviewees can answer the 

interview questions entirely at their convenience. There are no time restrictions, and 

this can be particularly valuable when participants are located in different time zones. 

The lack of temporal restrictions also enables both the interviewer and interviewee to 

spend time considering their questions and answers, and perhaps composing, 

recomposing and editing responses to questions” (p. 8). Moreover, asynchronous 

electronic interviews are one of the fastest-growing Internet-mediated methods to date 

(O’Connor et al., 2008). 

 

The researcher developed semi-structured interview questions based on the online 

survey results. Semi-structured Interviews (SSI) are defined as “the verbal 

interchanges where one person, the interviewer, attempts to obtain information from 

another person by asking questions” (Longhurst, 2009, p. 580). The benefit of SSI is 

that a series of questions is pre-established by the interviewer as a guideline and further 

interview questions may be posed to further investigate the responses (Saunders et al., 

2016). Teddlie and Tashakkori (2009) proposed the use of SSI in a mixed-methods 

Figure 3.30: Electronic interview (prepared by author) 
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design to investigate and illustrate and/or verify themes that arose from the survey 

stage. SSI was used in this study for three main reasons: (1) they are useful for the 

collection of qualitative data (Harrell & Bradley, 2009); (2) they are better able to 

establish a clear understanding between the participant and the interviewer (Wengraf, 

2001); and (3) they increase the validity of data by enabling participants to give more 

detailed information and state what they perceive to be significant factors related to 

the research issue (Denscombe, 2014; Harrell & Bradley, 2009).  

 

In the interview stage, the researcher conducted asynchronously semi-structured 

interviews, with open-ended questions, and a specific number of subjects to gather the 

required data to meet the research objectives and validate the quantitative phase 

results. The use of open-ended questions allows more flexibility (Seidman, 2006). 

Creswell and Plano Clark (2017) consider the interview to be a tool that gives an 

understanding of topics beyond the survey, and a space for more detailed information 

from the participants. 

 

Therefore, the asynchronous interviews were conducted to collect a holistic data about 

the adoption of s-commerce in Saudi Arabia. The researcher sent a message that 

included the interview questions as a web link to the experts, asking them to answer 

the questions and submit the responses to the researcher. The Qualtrics XM platform 

was used to distribute the interview questions.  

 

In this research, a list of factors that have been omitted, emerged, or added from the 

quantitative stage has been examined and assessed through the qualitative phase 

involving s-commerce experts. SSI were implemented to help clarify and validate the 

results obtained from quantitative data, and to address the third research question from 

the experts’ perspectives. The interview questions were developed by the researcher 

using the survey findings as a guideline, as illustrated in Chapter 5. These questions 

formulated to validate, refine, and confirm each factor in the enhanced model from the 

survey phase results, explore more factors, and assess the model.  
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3.3.6.2.1 Sampling Procedure (Qualitative) 

The purposive sampling technique was used in this study to address the research 

questions and objectives. Dudwick et al. (2006) indicated that “qualitative methods 

typically refer to a range of data collection and analysis techniques that use purposive 

sampling and semi-structured, open-ended interviews” (p. 3). The purposive sampling 

technique involves selecting non-probability samples on the basis of population 

characteristics and the aim of the research. It consists of a small number of participants 

who have experience or knowledge about the field being explored. 

 

3.3.6.2.2 Target Population 

In this research, the choice of potential interviewees was determined by their 

knowledge and experience of s-commerce. People who are very familiar with s-

commerce can provide the researcher with valuable information and diverse 

viewpoints on the factors that could affect the adoption of s-commerce in Saudi Arabia. 

Eliciting the experts’ viewpoints on s-commerce is important to cover all crucial 

factors and determine their significance. The targeted population for this phase of the 

study could be any one of the e-commerce or s-commerce companies’ owners or 

employees, e-commerce and SN researchers, and academic staff (i.e., assistant 

professors, associate professors, and full professors) who have experience in the field 

of s-commerce.   

 

3.3.6.2.3 Sample Size 

In determining the sample size for the interview of this study, Creswell and Creswell 

(2018) recommend that the sample size of the semi-structured interview should be 

between five and 30, while a minimum of six is suggested by Morse (1994). Moreover, 

Spradley (2016) recommends that the number of interviewees for any study ought to 

be between 25 and 30 participants. Warren (2001) mentioned that 20 to 25 

interviewees are normally appropriate for a qualitative sample. Other researchers 

Guest et al. (2006) have suggested that as long as the state of theoretical saturation is 

reached, there is no recommended number of interviewees. The determined sample 

number for this study was between 20 to 25 participants, based on the above studies. 
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More details about the SSI questions, the data collection period and the administration 

are given in Chapter 5. 

 

3.3.6.2.4 Analysing Interview Data 

The researcher analysed the qualitative data results by using one of the general 

qualitative analysis tools which is NVivo software (version 12), and the thematic 

analysis techniques. Braun and Clarke (2006) refer to thematic analysis as a 

“foundational method for qualitative analysis” (p. 78). This technique was adopted to 

analyse the qualitative research data to identify themes, patterns, and relationships 

from the data set for further analysis and exploration. According to Braun and Clarke 

(2006), thematic analysis is a “method for identifying, analysing, and reporting 

patterns (themes) within data” (p. 6). Emerging themes were identified via thematic 

analysis, and relevant meanings were extracted from a thorough interpretation of the 

participants’ experiences. In this study, the researcher combined inductive and 

deductive thematic analysis approaches. This means that the themes were extracted 

from the online survey results, and other were developed based on the data. In this 

research, the six steps of thematic analysis, proposed by Braun and Clarke (2006), 

were followed to analyse the data. These steps are: familiarization, coding, generating 

themes, reviewing themes, defining and naming themes, and writing up. The interview 

data analysis technique and the six steps of thematic analysis are described in more 

detail in Chapter 5.  

 

3.3.6.2.5 Ensuring Rigor in Qualitative Phase 

Several tests are required to ensure rigour and to verify the qualitative phase. The 

scholar applied the four criteria (credibility, transferability, dependability, and 

confirmability) proposed by Lincoln and Guba (1985) to determine the trustworthiness 

of the data obtained from the qualitative phase.  

 

3.3.6.2.5.1 Credibility 

Credibility is about the confidence in the reliability of the research and its results (Polit 

& Beck, 2018). It is a significant issue in research, and similar to internal validity in 



  

135 

   

Research Methodology  

terms of importance (Connelly, 2016). Triangulation is one of the methods that can be 

used by the researcher to ensure the credibility of the research (Saunders et al., 2016; 

Shenton, 2004). Daytner (2006) stated that triangulation entails using several data 

sources, investigators, theories, or methods in a study. Denzin (2017) indicates four 

forms of triangulation to ensure the credibility of qualitative study: methodological 

triangulation, source or data triangulation, theory triangulation, and investigator 

triangulation. 

 

According to Silverman (2015), data triangulation is the most common form of 

triangulation in qualitative research. He indicates that if the data from various sources 

lead to the same findings, the researcher can strongly argue the validity of these results. 

 

In this research, methodological triangulation (mixed-methods strategy known as 

‘sequential explanatory research design’) was applied to strengthen the validity and 

obtain a comprehensive view of the phenomenon that would not have been possible if 

only a single data collection method were used (Risjord et al., 2001). Moreover, source 

triangulation was also applied to enhance the credibility and strengthen the data. As 

aforementioned, the researcher collected the qualitative data from three different 

sources during interviews. 

 

3.3.6.2.5.2 Transferability 

Connelly (2016) points out: “the nature of transferability, the extent to which findings 

are useful to persons in other settings, is different from other aspects of research in that 

readers actually determine how applicable the findings are to their situations” (p. 435). 

In other words, it is associated with how this study’s finding might be generalized to 

other contexts, and is considered similar to external validity (Shenton, 2004).  

 

In this study, the researcher endeavoured to provide a detailed description of the 

process, context, location, and study participants to ensure the transferability of the 

study’s findings.  
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3.3.6.2.5.3 Dependability 

The third criterion is dependability which refers to “the stability of data over time and 

under different conditions” (Elo et al., 2014, p. 2). This term is analogous to reliability 

(Connelly, 2016). The dependability of a research is high when the results are 

consistent with the data collected, and other scholars can easily follow the decision 

route used by the original researcher (Elo et al., 2014). 

 

In this thesis, all the phases of data collection and analysis, and the findings of the 

study have been examined by the research supervisors. This was done to verify the 

accuracy of the results and to ensure the results were supported by the collected data.  

 

3.3.6.2.5.4 Confirmability 

The last criterion is confirmability which ensures that “the neutrality or the degree 

findings are consistent and could be repeated” (Connelly, 2016, p. 435). According to 

(Y. Zhang & Wildemuth, 2009a), the confirmability can be determined by checking 

the consistency of the study data, results, conclusions and recommendations. 

 

In this study, the research supervisors confirmed the internal coherence of the results, 

discussion, conclusion, and recommendations. Moreover, all of the credibility, 

transferability, and dependability were achieved, thereby establishing the 

confirmability (Guba & Lincoln, 1989).  

 

 The Research Design Choices Adopted for this Research 

To sum up, this section illustrates the overall research design choices adopted for this 

study as shown in Figure 3.31.  

 

 Philosophy: Pragmatism  

As mentioned in Section 3.3.1, pragmatism is the best philosophy to adopt 

for this research to maximise the strengths and minimise the limitations 

associated with different philosophies. The core feature of pragmatism is 



  

137 

   

Research Methodology  

that a scholar can use a variety of paradigms to answer the research 

questions. Thus, pragmatism paradigm is chosen for this study since a 

single paradigm is not suitable for this study.  

 

 Approach: Inductive 

As explained in Section 3.3.2, the inductive approach gives greater 

attention to the understanding of individuals, and their views of their social 

environment. The inductive method begins with the researcher gathering 

data, analysing it, and then trying to establish a theory from it.  Thus, the 

inductive approach was chosen for this study.  

 

 Methodological Choice: Mixed Method  

As indicated in Section 3.3.3, the “sequential explanatory research design” 

was adopted for this research. This approach enabled the researcher to 

obtain a comprehensive understanding of the phenomenon being studied 

by collecting and analysing quantitative data, then exploring and 

interpreting the statistical outcomes obtained from the quantitative study 

by applying a qualitative phase.  113 

 

 Strategy: Survey  

Following the previous discussion in Section 3.3.4, the survey research 

strategy was considered appropriate for this study. It is a popular research 

strategy in business and management studies, and is widely used to address 

'when',' who',' when',' how many' and 'how much' questions. This strategy 

also involves the questionnaire and interview techniques used for gathering 

data. 

 

 Time Horizon: Cross-Sectional  

Based on the discussion in Section 3.3.5, this research adopts the cross-

sectional study for the collection of both the survey and interview data 

because of time constraints and cost-effectiveness, and the data gathering 

process requires less effort. 
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 Techniques: Interview and Online Survey  

As explained in Section 3.3.6, this study was divided into two phases to 

provide in-depth knowledge about this study. The online survey was 

conducted first to evaluate and examine the initial model and enhance the 

initial model with additional factors. After that, the interviews were 

conducted to validate the results from the earlier phase and develop the 

holistic s-commerce model.  

 

 

3.4 Ethical Considerations 

Prior to conducting the data collection phases (the online survey, and interviews), the 

researcher obtained ethical approval according to Curtin University policy to ensure 

that the research process posed no risk to participants. The researcher received ethics 

approval for the first phase (number: HRE2020-0163, which was approved on 6-April-

2020) after submitting the standard “Application for recognition of ethics approval 

from another institution” form. Later, the scholar submitted an amended request form 

Figure 3.31: Research onion choices adopted for this study 
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for the interview phase.  Because data was being collected from participants, ethical 

considerations were relevant to both of the data collection phases.  

 

All the online survey participants were given a concise overview explaining the 

concept of s-commerce, the research objectives, the data ethics, welcome statement 

and thanks for their participation in the survey. Also, the interview participants 

received an official letter prior to the interview phase explaining the study’s 

requirements and participants’ roles as interviewees, and to obtain their consent to 

participate in the study. Moreover, all the participants were informed that participation 

was optional, and they had the right to withdraw from the study at any time.  

 

Additionally, the researcher followed the Curtin University research data management 

plan. Hence, the anonymity and confidentiality of all participants’ data was assured. It 

will not be shared with any outside party other than the researcher and the researcher’s 

supervisors. Moreover, all the collected data from this research is stored in electronic 

format (Drive R), and only the researcher, supervisors, and Curtin Business School 

can access the data. A password will be requested in order to access the data.  

 

All the interviews with the participants were conducted in the English language, except 

those who chose it to be in Arabic, in which case the data were translated by a 

professional translator. The survey questionnaire was available in both English and 

Arabic. Finally, all of the research activities complied with the “Australian Code for 

the Responsible Conduct of Research” and “National Statement on Ethical Conduct in 

Research 2007”. 

 

3.5 Conclusion 

This chapter described and explained all of the research ‘onion’ layers. The overall 

research design choices adopted for this research were explained and justified (Figure 

3.31). In this study, the pragmatist paradigm was the most suitable one to guide this 

study because of its plurality. An inductive approach and survey strategy ware chosen 
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in this study, and a justification for the chosen research approach and strategy were 

given in Sections 3.3.2, and 3.3.4. 

 

This research aims to determine the major factors that influence the customers’ 

attitudes to the adoption of s-commerce in Saudi Arabia, and to develop a holistic s-

commerce model for Saudi Arabia. Therefore, a mixed-methods strategy known as 

“sequential explanatory research design” was applied in this study to answer the 

research questions and meet the research objectives. This strategy involves two phases 

of data collection and analysis: a quantitative phase, followed by a qualitative phase. 

Moreover, Section 3.3.5 reviewed the time horizon including cross-sectional studies 

and longitudinal studies, and the cross-sectional study was adopted in this study.  Also, 

the two main phases in Figure 3.28: (1) online survey (quantitative), and (2) interview 

(qualitative) were discussed in detail. Finally, the ethical considerations were reviewed 

at the end of this chapter. 

 

The next chapter discusses the analysis and results of phase one: an examination of the 

initial s-commerce model using quantitative data collection. 
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4 Online Survey 

4.1 Introduction 

In this study, several factors were derived from the literature review and used to create 

the initial s-commerce model. This chapter discusses the first stage of the quantitative 

data collection method which was an online survey. In this chapter, the model is 

refined by either deleting some of the existing factors or adding new factors to the 

initial s-commerce model (see Figure 4.32). 

 

 

Figure 4.32: Initial s-commerce model (prepared by the author) 

 

This chapter commences with the design of the online survey questions and the pilot 

study (sections 00 and 4.3). After that, this chapter covers the demographic 
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characteristics of and general information about the participants (section 4.4). The 

survey respondents’ data was analysed using SPSS 26 software (section 4.5). 

Exploratory factor analysis (EFA) was applied to analyse all the factors drawn from 

the literature review. EFA resulted in seven themes, each one comprising a number of 

factors that were labelled based on the items grouped under each factor. Moreover, the 

participants' comments from the online survey have been analysed (section 4.5). 

Furthermore, this section presents the survey findings and the main changes made to 

the initial model, and all results. Finally, section 4.6 presents the chapter summary and 

the enhanced s-commerce model for Saudi Arabia. 

4.2 Survey Design  

The main reason for conducting the online survey was to verify the main themes and 

to identify the factors that must be retained in the model by using the Exploratory 

Factor Analysis (EFA) in order to refine the initial version of the s-commerce model. 

The factors under each theme were selected based on an extensive literature review. 

The following subsections describe the survey structure, questionnaire items, the 

development of the survey instrument, and the survey administration process. 

 

 Survey Structure 

To ensure the quality of the survey, it was important to develop an excellent and 

effective questionnaire structure before designing the online survey questions. Figure 

4.33 shows in detail the three sections (A, B and C) comprising the online survey. 

Section (A) was intended to obtain demographic and general information about the 

participants such as their gender, age, education level, occupation status and monthly 

income. Items in Section (B) were intended to examine the core factors influencing the 

customers’ attitudes toward the adoption of s-commerce in Saudi Arabia. Section (C) 

was intended to determine how sustainability is being affected by s-commerce in Saudi 

Arabia from two perspectives: economic and environmental.  
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Figure 4.33: Structure of the online survey (prepared by the author) 
 

 Questionnaire Variables  

The next step was to develop the questionnaire variables. Figure 4.33 illustrates the 

survey structure which provided the basis for the validity of the content, and the 

variables that had to be considered to address all the main aspects of the initial s-

commerce model for Saudi Arabia. Some of the online survey questions, with the 

exception of those in Section (A), were derived from the review of several works 

(Akman & Mishra, 2017; S. S. Alotaibi, 2018; J. Chen et al., 2014; N. Hajli, 2015; N. 

Hajli, Sims, et al., 2017; N. Hajli, Wang, et al., 2017; Issa, 2017; Issa et al., 2020; S. 

Kim & Park, 2013; Lal, 2017; Liang et al., 2011; Limbu et al., 2012; Lu et al., 2016; 

Momani et al., 2018; Ng, 2013; Noh et al., 2013; Saprikis & Markos, 2018; Sheikh et 

al., 2017). To confirm the validity of the content, participants were encouraged to offer 

their opinions in the free text boxes at the end of sections (B) and (C), where they could 

add relevant anecdotal information and perspectives not elicited by the survey 
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questions. Table 4.9 illustrates the relevance of the research questions and objectives 

to the items in the survey.
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Table 4.9: Mapping of research questions, and objectives to questions in the questionnaire 

Survey Themes  Factors 

Number of the 

Questions in the 

Survey 

Research Questions Research Objectives  

RQ1 RQ2 RQ3 RO1 RO2 RO3 

Organization Characteristics Factors 

Reputation 6         

Size 5         

Facilitating Conditions 5         

HCI and Usability 

Information Quality 5           

System Quality 5           

Service Quality 6           

PEOU 9           

Perceived Usefulness 6           

Content Factors 
Nonmonetary 4           

Perceived Enjoyment 4           

Social Factors 

Social Presence of Sellers 5           

Social Presence of Other 6           

Social Presence of Web 4           

Informational Support 6           

Emotional Support 5           

Social Influence 4           

S-commerce Constructs 6           

Psychological Factors 

Monetary 5           

Community Commitment 5           

Trust in Marketplace 6           

Trust Towards Members 5           

Trust in Sellers 5           

Transaction Safety 6           
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Cultural Factors 

Perceived Awareness 4         

Perceived Ethics 5         

Individualism / Collectivism 4         

Learning and Training 5         

Uncertainty Avoidance 6         

Habit 5         

Sustainability 
Environmental 10           

Economical 6           
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 Developing the Survey Questionnaire 

The Qualtrics XM platform was used for designing the online survey. The types of 

questions used in this survey were: Multiple Choice (single answer and multiple 

answer), Matrix Table (five-point Likert scale) and Text Box to allow participants to 

provide additional information about their choice and to express their views. A Likert 

scale can be used to obtain respondents’ opinions about and attitudes toward a specific 

topic (Muthén & Kaplan, 1985), while enabling respondents to express their level of 

agreement with a statement in a manner that is quick and simple (LaMarca, 2011). The 

five-point Likert scale is anchored by values corresponding to: strongly agree, agree, 

neutral, disagree, and strongly disagree (Likert, 1932). Although the number of points 

on the scale can be more or less, five is generally considered sufficient. It has been 

used in every part of this online survey to “examine how strongly subjects agree or 

disagree with statements” (Sekaran, 2003, p. 197). Also, this kind of format was 

selected because it is frequently used, familiar to participants, and an appropriate 

format for measuring constructs such as attitudes (Passmore et al., 2002).  

 

Section (A) consisted of multiple-choice questions (single answer and multiple 

answers). This section contained items related to participants’ personal details such as 

gender, age, education level, etc. Section (B) consisted of a matrix table (five-point 

Likert scale statements) and text entry feature. This section contained a number of 

questions related to the factors associated with an organization’s characteristics, 

Human Computer Interaction (HCI) and usability, content, social, psychological, and 

culture themes. Similarly, section (C) used the five-point Likert scale statements to 

examine a number of factors associated with the sustainability theme. 

 

To ensure the validity of the questions, an initial version of the survey was designed 

and presented to PhD supervisors and candidates. Based on their reviews and 

recommendations, several statements were re-worded or broken into two or more 

statements for clarity. 

  

After all the recommended changes had been made, the final version of the survey was 

submitted to the Human Research Ethics Committee of Curtin University for approval. 
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The researcher received the approval letter within a few days. Then, the survey was 

uploaded to the Qualtrics XM platform (see Appendix 2). Figure 4.34 shows the 

twelve-stage design process of the survey.  

 

 

 

 

 

 

Figure 4.34: Design process of the survey (prepared by the author) 

 

 Administering the Survey 

Due to the significant growth and popularity of the Internet, online questionnaires have 

become a widely-accepted and indispensable tool for the administration of surveys 

(Abed, 2016). Moreover, because this research focuses on one aspect of technology 

adoption, it was appropriate to apply the online survey approach.  

 

The target population received a message informing them of the purpose of the survey, 

the survey procedures, estimated time required to complete the survey, and the Web 

link to the survey. The message that included the Web link to the survey was 
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disseminated to potential participants through emails and various SN applications such 

as WhatsApp, Twitter, Facebook, and Instagram. The average time needed to complete 

the online survey was estimated to be 20 minutes. A cover letter was attached which 

stated the purpose of the research, described the procedures, and clarified the issues of 

confidentiality and participant rights. The participants were asked to click “Agree” if 

they voluntarily consented to participate in the study. Respondents proceeded to the 

next section by tapping the “Next” button at the bottom of the screen. They were given 

up to seven days to complete the survey. Prior to beginning the survey, respondents 

were asked two eligibility screening questions to verify and ensure their acceptability 

as Saudi participants. Those targeted and eligible to participate were Saudi consumers 

who have a SN account for any applications or sites.  Because s-commerce is still a 

new concept with which many people in Saudi Arabia are not familiar, at the beginning 

of the survey, the researcher added a short video to assist the online survey participants 

to have a better understanding of the term ‘s-commerce’ (The short video link).   

 

The online survey link was distributed on April 20th, 2020 after approval had been 

received from the Human Research Ethics Committee of Curtin University, during the 

COVID-19 (coronavirus) pandemic. The researcher expected to encounter several 

challenges when collecting the data during this time since many people were panicked 

by COVID-19 and its implications.  Fortunately, the timing was perfect, and sufficient 

data was collected within a short period of time, possibly because many people were 

forced to stay home and were spending more time on SN applications. In fact, the 

Facebook Company which owns various platforms (Facebook, WhatsApp, and 

Instagram) in relation to the pandemic updates reports that "the usage growth from 

COVID-19 is unprecedented across the industry, and we are experiencing new records 

in usage almost every day" (Schultz & Parikh, 2020).  The online survey was 

conducted over the duration of only one month, starting on April 20th, 2020 and ending 

on May 23rd, 2020.  

 

A Qualtrics XM platform feature showed the number of participants who began the 

online survey but did not complete it (1,026). Of these received responses, 504 were 

valid (49.15).  

https://www.youtube.com/watch?v=HALd4X5cp0Q&feature=youtu.be
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4.3 Pilot Study 

According to Saunders et al. (2016), a pilot study helps to refine the online survey 

questions and provides the validity and the likely reliability of the survey questions. 

The degree to which participants understand the questionnaire will determine the 

quality of the survey. Bell (2014) indicated that a pilot study has various advantages 

since it gives the researcher an indication of the clarity of instructions, and the length 

of time required to complete the questionnaire. Moreover, it helps to identify weak, 

ambiguous or redundant questions (Kitchenham & Pfleeger, 2002; Passmore et al., 

2002). Hence, it assists the researcher to determine whether participants understand 

the online survey’s questions and respond as expected. Fink (2017) states that ten is 

the minimum number of participants required for a pilot study.  

 

The pilot study was conducted using the Qualtrics XM platform to ensure that the 

overall design of the survey was free of defects, acceptable and useful for the collection 

of data. Because the data was collected from participants in Saudi Arabia, the online 

questionnaire written in English was translated to Arabic by a third-party translator to 

address any linguistic differences. This was followed by a pilot study conducted with 

a total of 10 participants. Four of them were academic staff (senior lecturers from a 

top university in Saudi Arabia) who are IS specialists, and six were undergraduate 

students who owned at least one SN account. Feedback from the pilot study 

participants was used to ensure that the instructions were clear, the wording of the 

questionnaire items was appropriate, clear and unambiguous, the contents measured 

what they were intended to measure, and the questions were sequenced logically. This 

feedback led to the refinement of the survey instrument prior to its wider distribution 

among the target population. All participants represented a small sample of the 

population targeted for this research. The pilot study participant did not experience 

any significant issues with the survey and the survey was subsequently distributed 

among SN users in Saudi Arabia. 
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4.4 Descriptive Statistics 

A total of 1,026 responses were received. The Filtering Responses tool in the Qualtrics 

XM platform was used to filter the dataset so that the responses of only those 

participants who completed the entire questionnaire were retained for analysis. This 

resulted in a final set of 504 (49.1%) valid responses. Then, the researcher downloaded 

and exported the retained data in SPSS (version 26) file format. Several reasons could 

account for the high number of invalid responses: first, the survey examined too many 

factors and was therefore too long; second, participants experienced technical 

difficulties such as Internet speed and availability. Feedback from various participants 

suggested that these issues were problematic.   

 

To obtain demographic characteristics, the first section of the questionnaire elicited 

information on participants’ gender, age, education, occupation, and income. The 

majority of the valid participants as shown in Figure 4.35 were male, constituting 

64.3% of the whole sample. 

  

 

 

Figure 4.35: Gender breakdown of the full sample 
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The descriptive statistics in Figure 4.36 indicate that the highest number of participants 

was in the 18 to 25 years age bracket (30.9%). On the other hand, only 12.2% of the 

respondents are aged between 34 and 38. 

 

 

Figure 4.36: Age breakdown of the full sample 

 

 

In terms of the participants’ highest-level education, Figure 4.37 indicates that the 

largest proportion of participants (49%) hold a Post Graduate Diploma, followed by 

19.4% with a Master’s degree. However, a very small percentage of participants hold 

a professional certificate or have attained another education level (1%).   
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Figure 4.37: Highest Education Level breakdown of the full sample 

 

In terms of occupation status (see Figure 4.38), 27% of participants were students, 

8.3% were unemployed, 12.5% were employed in a private sector, 43.2% were 

employed in a government sector, 1.8% were self-employed, 5.8% were retired, and 

1.4% had other occupations.  
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Figure 4.38: Occupation Status breakdown of the full sample 

 

In regard to respondents’ monthly income (see Figure 4.39), 60.5% of the participants 

reported that their monthly income was 6000 SAR and above, and 39.5% had a 

monthly income of 5999 SAR or below. 

 

 

Figure 4.39: Monthly Income breakdown of the full sample 
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In addition to providing demographic information, participants were also asked about 

their use of SN applications (see Figure 4.40). The great majority (86.7%) of the 

respondents have more than five years’ experience with SN applications, and only 

1.6% have less than three years of SN experience.  

 

 

 

Figure 4.40: Usage Duration breakdown of the full sample 

 

 

In regard to the s-commerce experience, Figure 4.41 shows detailed information 

regarding participants’ s-commerce experiences in shopping. Most of the respondents 

(82.7%) were active users of using SN applications for online shopping, while only 

17.3% reported that they had never shopped via SN applications. 
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Figure 4.41: S-commerce Experiences breakdown of the full sample 

 

As shown in Figure 4.42, Instagram is the preferred SN application as it is used by 

41.4% of the respondents, followed by WhatsApp (23.4%), whilst the lowest 

percentage (4.4%) of respondents prefer to use Facebook for online shopping. 

 

Figure 4.42: Preferred S-commerce Platform 
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Table 4.10 presents a summary of the demographic characteristics of the participants 

along with the frequency of usage of SN applications, s-commerce experiences, and 

preferred s-commerce platform. It shows that most of the respondents are male and 

relatively young (between 18 and 25 years of age) which was to be expected due to 

the research subject and the fact that only participants with SN accounts were selected 

to participate in the survey.  Likewise, a high percentage of participants hold a Post 

Graduate Diploma. As far as the participants' job and income are concerned, most of 

the participants work in a government sector and have a monthly income of over 

10,000 SAR.  

 

In Saudi Arabia, SN usage has increased rapidly and is becoming an essential feature 

of everyday life. According to GMI Blogger (2021) statistics, there were 23 million 

active users on different social networks in 2019. In the sample, most of the 

participants have been using SN more than five years. Moreover, a high percentage of 

the respondents have shopped via SN applications, and Instagram is the preferred SN 

application platform for online shopping. These data suggest that most of the 

participants have an acceptable knowledge of s-commerce. 

 In Table 4.10, the red numbers refer to the highest percentage of demographic 

characteristics and SN users’ behaviours, while the blue numbers indicate the lowest 

percentage.  

 

Table 4.10: Frequencies and Percentages of Demographic characteristics and SN users’ 

behavior 

Variable n % 

Gender 

Male  324 64.3 

Female 180 35.7 

Total 504 100 

Age 

18-25 156 30.9 

26-30 93 18.5 

31-33 80 15.9 

34-38 62 12.3 
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39 and above 113 22.4 

Total 504 100 

Highest Education Level 

Higher Secondary  79 15.7 

Professional Certificate  3 0.6 

Diploma 11 2.2 

Bachelor’s Degree 35 6.9 

Post Graduate Diploma 247 49 

Master’s Degree 98 19.4 

PhD 29 5.8 

Other 2 0.4 

Total 504 100 

Occupation Status 

Student 136 27 

Unemployed 42 8.3 

Employed in a private sector 63 12.5 

Employed in a government sector 218 43.2 

Self employed 9 1.8 

Retired 29 5.8 

Other 7 1.4 

Total 504 100 

Monthly Income 

Less than 1000 SAR 77 15.3 

1000-3500 SAR 101 20 

3501-6000 SAR 21 4.2 

6000-10000 SAR 79 15.7 

More than 10000 SAR  226 44.8 

Total 504 100 

Usage Duration 

Less than a year  5 1 

1-2 years 3 0.6 

3-5 years 59 11.7 

More than 5 years 437 86.7 

Total 504 100 

S-commerce Experiences  

Yes 417 82.7 

No, but I would consider purchasing in the future 75 14.9 

No, and I would not consider purchasing in the future 12 2.4 

Total 504 100 

Preferred S-commerce Platform 

 (The Participant has the option to select more than one option in this question) 

Facebook 25 4.4 

Twitter 57 9.9 
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Instagram 237 41.4 

WhatsApp 134 23.4 

Snapchat 120 20.9 

Total 573 100 

 

4.5 Factor Analysis 

Factor analysis is a statistical method that is primarily used to determine the 

intercorrelation among variables in a data set (Comrey & Lee, 2013). In this study, the 

initial proposed model consists of seven themes: Organization Characteristics, HCI 

and Usability, Content, Social, Psychological, Culture, and Sustainability. In addition 

to the themes from the literature review, 31 factors have been extracted which are 

associated with the themes, and must be assessed. The factor analysis is used in this 

section to reduce the number of factors and to identify the most important ones. 

 

 Exploratory Factor Analysis (EFA) 

This section explains the two different types of factor analysis methods and the reason 

for selecting exploratory factor analysis in this study. There are two main factor 

analysis techniques: exploratory factor analysis (EFA) and confirmatory factor 

analysis (CFA). 

 

Confirmatory factor analysis (CFA) is used to “test whether a specified set of 

constructs is influencing responses in a predicted way” (DeCoster, 1998, p. 1). In the 

CFA, the scholar should anticipate the number of factors, which variables belong to 

specific factors, and whether the factors are intercorrelated. It is used to test the 

hypotheses and the fit of factor models (Thompson, 2004).  

 

On the other hand, EFA is generally used to discover and analyse the factors that 

influence the variables (Yong & Pearce, 2013).  With EFA, the scholar has no 

expectations regarding the number of factors (Thompson, 2004). Thus, it allows the 

scholar to discover the main dimensions to create a model from a relatively large set 

of latent constructs often represented by a set of variables (Williams et al., 2010). 
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Since, in this research, the aim is to minimize the number of factors and to identify the 

most important ones, EFA is a more appropriate analysis technique than CFA.  

 

4.5.1.1 Five-Step Exploratory Factor Analysis (EFA) Protocol 

EFA was introduced by Williams et al. (2010) and involves sequential processing as 

depicted in Figure 4.43. The analysis involves five steps. In the first step, the analyst 

establishes all the factors; in the second step, the optimal techniques of extraction are 

applied. The number of factors is generated in the third step and in the fourth step, the 

best possible rotation method is implemented. In the fifth and final EFA step, the 

factors and their items are identified.  The EFA technique is the one generally used for 

the analysis of survey data as it is simple to understand and the steps can be easily 

implemented. These steps are discussed in more detail below. 

 

Figure 4.43: Five-Step Exploratory Factor Analysis Protocol (prepared by the author) 

 

4.5.1.1.1 Is the Data Suitable for Factor Analysis? 

Several criteria need to be met in order to determine whether the collected data is 

suitable for factor analysis. Each criterion is explained below. 
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Independence: The respondents must not participate in the survey more than once, 

and should not influence other respondents (Allen et al., 2014). The data in this survey 

meet the criterion of independence since the IP addresses of all the survey respondents 

are different. 

 

Sample Size: In general, the correlation coefficients between the items are less reliable 

in a small sample of participants (Pallant, 2016). Allen et al. (2014) state that sample 

sizes should be 100 or above, while Coakes and Ong (2011) maintain that a minimum 

sample of 200 is preferred. This view is also supported by (Comrey & Lee, 2013; 

MacCallum et al., 1999) who claim that if the sample size is less than 200, it is 

insufficient for the factor analysis. The generally acceptable sample size is believed to 

be approximately 300. It is considered to be sufficient and very good if it is above 500, 

and excellent if it is above 1000. According to Yong and Pearce (2013), a larger sample 

size is preferred as it diminishes the possibility of error in the data, thereby making the 

EFA more accurate.  Therefore, in this study, the sample size required for factor 

analysis is 384 participants. The online survey conducted in this study obtained 504 

valid responses. 

 

Correlation Matrix: The correlation matrix table presents the bivariate correlation 

among variables in the analyses. The dataset is appropriate for factor analysis when 

several correlations in the correlation matrix are greater than 0.3 (Allen et al., 2014; 

Coakes & Ong, 2011). 

 

Sample Sufficiency Test and Sphericity Test: Williams et al. (2010) suggest that 

various tests should be conducted on the respondent data to assess their suitability for 

factor extraction. The relevant tests are the Kaiser Meyer-Olkin (KMO; Kaiser, 1974) 

and Bartlett's Test of Sphericity (Bartlett, 1954). 

 

a) Kaiser-Meyer-Olkin (KMO) Test: 

KMO sampling adequacy is an index that aims to check the factorability of 

the dataset (Malhotra & Birks, 2007). The KMO statistic can vary from 0 to 

1. Hutcheson and Sofroniou (1999) claim that the values ranging from 0.5 
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and 0.7 are mediocre, values ranging from 0.7 and 0.8 are good, values 

ranging from 0.8 and 0.9 are great and values exceeding 0.9 are superb. Field 

(2013) suggests that any value close to 1.0 indicates that patterns of 

correlations are relatively compact, and this leads to having credible and 

distinct factors.  

 

b) Bartlett’s Test of Sphericity: 

“Bartlett’s test examines whether this matrix is proportional to an identity 

matrix”  (Field, 2013, p. 607). It indicates how appropriate the data are for 

factor analysis. This test should be significant (sig<.05) to be suitable for 

factor analysis to be conducted (Tabachnick et al., 2007). 

 

All the aforementioned measurements applied in this study will be presented in the 

summary section. 

 

4.5.1.1.2 How will the Factors Be Extracted? 

Several approaches can be used to extract factors: principal axis factoring (PAF), 

image factoring, principal components analysis (PCA), maximum likelihood, 

canonical, and alpha factoring. However, in the published literature, the PAF and PCA 

are the most widely used (Tabachnick et al., 2007; Thompson, 2004). The merits of 

PCA and PAF have been strongly debated amongst analysts (Henson & Roberts, 

2006), although Thompson (2004) points out that, realistically, the differences 

between these two approaches might be insignificant, especially if the variables have 

high reliability.  Thompson (2004) also indicated that PCA is the default technique for 

many statistical software packages such as SPSS and SAS, and therefore is the one 

most widely used for EFA. As shown in Figure 4.44, the PCA is selected for this study 

as it is more appropriate for the research data. 
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Figure 4.44: Factors Extraction Method in SPSS Version 26 

 

 

4.5.1.1.3 What Criteria Will Assist in Determining the Number of Factors 

Retained? 

Several techniques could be used to identify the number of factors by means of SPSS. 

Factor extraction includes identifying the smallest number of factors which can be 

utilized to best depict the interconnection between the set of variables (Pallant, 2016). 

There are different approaches for determining the number of factors to retain, 

including: Kaiser’s criteria (eigenvalue rule), the percentage of variance criterion, the 

scree test, and parallel analysis (Williams et al., 2010). Here the researcher will briefly 

touch on the techniques available on SPSS and that have been applied in this study.  

 

Eigenvalue Rule: a measure of explained variance. As stated by Kaiser (1960), the 

eigenvalue ought to be greater than one. If the eigenvalue is less than one, this indicates 

that the component scores are unreliable (Cliff, 1988). 

 

Cumulative Percentage of Variance: the percentage of variance criterion is another 

method that is used to identify the factors that need to be retained. Hair et al. (2014) 

mentioned that in the natural sciences domain, usually the factoring process is stopped 
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when at least 95% of the total variance is accounted for. However, 50% to 60% of the 

total variance is considered as acceptable in the social science (Williams et al., 2010). 

 

Scree Test: This graphical representation method was developed by Cattell (1966). It 

is utilized to determine the ideal number of components which could be extracted 

before the number of unique variations start to dominate the common variance 

structure. This is another approach that may be used to determine the number of 

components that should be interpreted (Allen et al., 2014). 

 

Hair et al. (2014) noted that most factor analysts usually apply more than one criterion. 

Furthermore, it is advised that in an exploratory analysis, the scholar make attempts 

using different numbers of factors until an ideal result is obtained (Pallant, 2016; 

Tabachnick et al., 2007). 

 

One cautionary note when choosing the final numbers of factors is the potential 

negative consequences of choosing either too few or too many components to represent 

the data. If very few components are used, then the proper structure will not be 

revealed, and significant dimensions could be ignored. And if many components are 

retained, then the interpretation becomes more complicated when the findings are 

rotated. By testing different numbers of factor structures derived from various trial 

resolutions, the scholar can compare them to obtain the best representation of the data 

(Hair et al., 2014). 

 

Thus, in this study, in order to identify the number of factors that need to be extracted, 

all the approaches described above were applied.  First, the number of factors based 

on the earlier extracted factors were determined. Afterwards, the scree plot graph was 

generated to identify the elbow break for the factors. Then, the eigenvalue technique 

was applied to arrive at the valid factors. Finally, the percentage of variance criterion 

method was used to identify the factors that need to be retained. 
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4.5.1.1.4 Selection of Rotational Method 

When the number of factors has been identified, rotation is the fourth step that helps 

with the researcher’s interpretation. The two common rotation methods are: orthogonal 

rotation and oblique rotation. The prime reason for applying these rotations is to 

generate a parsimonious solution and to simplify the interpretation process (Hair et al., 

2014). Costello and Osborne (2005) state that orthogonal rotation is primarily used to 

deal with uncorrelated factors, and oblique is used for the correlated ones. There are 

various approaches to choose from both rotation options, for instance, oblique 

olbimin/promax or orthogonal varimax/quartimax (Williams et al., 2010). Varimax 

rotation was first suggested by Thompson (2004) and is one of the most popular 

orthogonal techniques due to its various features (Portes & Aguirre, 2016). Thus, this 

study adopted the Orthogonal Varimax rotation method to rotate the data, as indicated 

in Figure 4.45 below. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.45: Rotational Method in SPSS Version 26 

 

4.5.1.1.5 Interpretation 

This is the last stage of the factor analysis steps and involves factor extraction and the 

naming of the valid extracted factors. 
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4.5.1.1.5.1 Factor Loading 

In this stage, the factor loadings for the variables and their elements are obtained. The 

factor loading of each variable is a way of measuring the extent to which the variable 

contributes to the component. In interpreting factors, a decision must be taken with 

regard to factor loadings which are worthy of attention and consideration. A high factor 

loading score indicates a variable’s strong connection with that factor (Yong & Pearce, 

2013). Henson and Roberts (2006) mention that at least two or three variables should 

be loaded on a factor to give a meaningful interpretation. Hair et al. (2014) recommend 

that for a sample size of 50, variables need a loading of 0.75 and above in order to be 

significant; for 100 participants, the loading should be equal to or greater than 0.55; 

for 350 respondents, any loading equal to or greater than .30 is significant. Moreover, 

Guadagnoli and Velicer (1988) argue that “if components possess four or more 

variables with loadings above .60, the pattern may be interpreted whatever the sample 

size used” (p. 274).  

 

In this study, the required sample size is 384 participants, 504 valid responses were 

returned, and all the extracted factors are included four and more variables with 

loading greater than .60. Therefore, in this research the factor loading was selected as 

>.60, and below .60 was ignored. When variables were loaded onto more than one 

factor, the highest loaded factor was selected.  

 

4.5.1.1.5.2 Assess the Communalities of the Variables 

When all the major loadings have been determined, the communality of each variable 

must be identified in order to decide which variable should be grouped under which 

factor. Hair et al. (2014) stated that “a variable’s communality is the estimate of its 

shared, or common, variance among the variables as represented by the derived 

factors” (p. 103). The communalities must be examined to determine whether the 

variables meet reasonable ranges of explanation. Variables’ communalities close to 

1.0 indicate a very good connection, and less than 0.3 means that the variables do not 

belong in that group and must be omitted so as to enhance the validity of results 

(Pallant, 2016). Moreover, Stevens (2016) mentions in his research that if the number 

of variables is 30 or above, and communalities for all the variables are above 0.7, 
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different solutions are unlikely; on the other hand, if the number of variables is fewer 

than 20 and the communalities are less than 0.4, the differences could occur. Thus, the 

researcher determined that any variables with low communalities (< 0.4) did not have 

an adequate explanation. 

 

4.5.1.1.5.3 Internal Consistency 

According to Fink (2010), a survey’s internal consistency “refers to the extent to which 

all the items or questions assess the same skill, characteristic, or quality” (p. 158). The 

internal consistency method is a popular way of estimating the reliability of the 

responses to survey questions (Collis & Hussey, 2014). One popular method for 

assessing the reliability of a survey is the alpha coefficient which was introduced by 

Cronbach (1951). Cronbach’s alpha coefficient is calculated to indicate whether the 

variables in the scale were measuring the same component. Cronbach’s alpha 

reliability coefficient may be vary from 0 to 1; the higher the value, the greater is the 

reliability of the variables under the same component. George and Mallery (2003) 

claim that the values ranging from 0.5 to 0.6 are poor, values ranging from 0.6 to 0.7 

are questionable, values ranging from 0.7 to 0.8 are acceptable, values ranging from 

0.8 to 0.9 are good, and values exceeding 0.9 are excellent. 

 

To evaluate the internal consistency of this study’s factors, coefficient alphas were 

generated for each theme. Then, coefficient alphas were obtained for each factor 

independently, and the reliability of the factors was closely examined. The Cronbach’s 

alpha values obtained for the online survey data were 0.8 or greater, which are 

considered to be good and acceptable values.  

 

4.5.1.1.5.4 Label the Factors 

Once an acceptable factor has been obtained which includes all variables that have a 

good loading on that factor, each factor is named. Variables with higher loadings are 

considered to be more significant and have greater effect on the name given to a factor 

(Hair et al., 2014). The naming of factors is more of an ‘art’ because there are no 

guidelines or standards for naming factors, except to assign names that best depict the 
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variables within the factors (Yong & Pearce, 2013). Hence, the researcher checked all 

the variables connected to a factor and assigned that factor an appropriate name. 

 

4.5.1.1.6 Summary of the Five-Step EFA Protocol 

Table 4.11 summarises section 4.5. The left-hand column shows each EFA step, and 

the right-hand column shows the values that have been obtained for each step.  

 

 

Table 4.11: EFA requirements summary  

Step Values 

Determining the suitability of the data 

Sample size = 384 

Item correlations > 0.30 

KMO ≥ 0.70 

Bartlett’s test (Sig < 0.05) 

Determining the factor Extraction method PCA 

Number of the extracted factors 

Eigenvalues > 1 

Cumulative Percentage of Variance 50% or greater 

Scree test 

Rotational Method Orthogonal Varimax 

Interpretation 

Factor loadings > 0.60 

Communalities ≥ 0.40 

Cronbach α > 0.7 

 

4.5.1.2 Survey Analysis and Findings 

This section presents the findings of the factor analysis and participants’ comments 

related to the data obtained from the online survey. This step led to the development 

of the first holistic s-commerce model for Saudi Arabia which will be presented at the 
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end of this chapter. In this study, there are seven themes as shown in Figure 4.32 at the 

beginning of this chapter. Each theme includes a number of factors. These factors have 

been assigned to different themes based on the literature review. To reiterate, the seven 

themes in this study are: organization characteristics, HCI and usability, content, 

social, psychological, culture, and sustainability.  

 

4.5.1.2.1 EFA Analysis 

In this section, the data collected from the online survey are analysed to determine all 

the factors that are associated with the themes. Thus, the factor analysis was 

undertaken many times based on each theme, and only the items correlated to that 

particular theme were included in the analysis. EFA was conducted using IBM SPSS 

Statistics version 26. 

 

4.5.1.2.1.1 Theme One: Organization Characteristics 

In this section, items associated with the “Organization Characteristics” theme have 

been analysed in order to derive the factors. The PCA technique applied to the 16 

variables with the adopted Orthogonal Varimax rotation method. 

 

Table 4.12 below indicates that the Kaiser-Meyer-Olkin Measure (KMO) score of 

0.870 exceeds this study’s standards and Bartlett’s test of sphericity result of (χ^2 = 

3073.747, df = 120, p <.000), which is good and significant as the Sig <.05 means that 

the items are significantly correlated (see Section 4.5.1.1.1). Thus, factor analysis is 

suitable for this theme. Also, the “Organization Characteristics” theme has good 

reliability, indicated by the total Cronbach's alpha of 0.861 for all the items as 

discussed in section 4.5.1.1.5.3. 

 

In order to identify the number of components to be retained, the researcher used the 

eigenvalue rule, cumulative percentage of variance, and scree test techniques. The 

scree plot in Table 4.12 shows the curves flattening at component number four, which 

means that components 1, 2, and 3 could be extracted and all of these components 

meet the Eigenvalues-Greater-Than-One rule. Thus, the researcher extracted the first 
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three components according to the scree plot and Kaiser’s criterion techniques. Each 

of these three factors had 20.662%, 20.376%, and 16.843% of the total variance 

respectively, and all of them represented a total of 57.881% variance (the minimum 

standards in the section 4.5.1.1.6 have been exceeded). Also, each factor showed 

internal consistency reliability > 0.77 (which is ‘acceptable and good value’ according 

to section 4.5.1.1.5.3).  

 

All of the three components had a number of variables that loaded distinctly onto them. 

The factor loadings in the table below indicate very good convergent validity, since 

they are greater than .60. The summary of the EFA analysis results for the 

“Organization Characteristics” theme is given in Table 4.12.
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Table 4.12: EFA analysis results for “Organization Characteristics” 

Component Total
% of 

Variance
Cumulative % Total

% of 

Variance
Total

% of 

Variance

Cumulative 

%

1 5.295 33.094 33.094 5.295 33.094 3.306 20.662 20.662

2 2.164 13.523 46.617 2.164 13.523 3.260 20.376 41.038

3 1.802 11.264 57.881 1.802 11.264 2.695 16.843 57.881

1 2 3

0.803

0.762

0.735

0.678

0.672

0.618

0.842

0.780

0.769

0.728

0.717

0.762

0.737

0.706

0.682

0.641

0.833 0.850 0.778

0.487

0.661

0.627

0.554

0.486

0.563

Communalities

Variables for Collaboration

Cumulative %

Organization Characteristics
Total Variance Explained

Initial Eigenvalues
Extraction Sums of Squared 

Loadings

Rotation Sums of Squared 

Loadings

33.094

46.617

57.881

Component/ Factor 

Loading

Rotated Component Matrixa

Bartlett’s test

χ^2  = 3073.747, df = 120, p < .000

Is an important and successful company in the market

Has a regional presence in Saudi Arabia

Offers well-known brand products

Has a favourable reputation

0.502

0.724

Cronbach’s 

Alpha

0.635

0.552

0.557

0.485I feel confident using social networking apps for online purchases

I have the knowledge necessary to shop using social networking apps

Cronbach's Alpha

Is well-known

Is concerned about its clients

Has public respect

Is a sizable company

Is a longstanding company

Sponsors numerous activities. (i.e. health, sport etc.)

Technical support teams in the social networking apps are available

I have the resources, tools, and skills needed to use s-commerce

0.861

KMO Measure of 

Sampling Adequacy

0.870

Tips and instructions are available on the s-commerce site

Is reliable 0.637

0.613

0.593

0.585
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Table 4.13 shows the extracted factor labels for the “Organization Characteristics” theme. The new factors are labelled: “Recognized Company”, 

“Favourable Reputation” and “Instructions and Guidelines”.  

 

 
Table 4.13: Factor labels for “Organization Characteristics” theme 

Organization Characteristics 

Factor 

Labels 
Description of Factor Labels  

Original factors for each item 

from the initial S-commerce 

Model  

Items for Organization Characteristics 
Factor 

Loading 

Recognized 
Company 

All the variables within this factor focused on the customers' 
decisions about using an s-commerce in regard to a 
company’s popularity. The first five variables focus on the 
size of the online company in terms of its market share and 
the number of its sponsor’s activities while the last variable 
describes how the offering of a well-known brand product by 
company could affect the customers' decision to buy. The 

researcher believes that the common theme for these 
variables is "Recognized Company". 

Size Is a sizable company 0.803 

Size Is a longstanding company 0.762 

Size Sponsors numerous activities. (i.e., health, sport etc.) 0.735 

Size Is an important and successful company in the market 0.678 

Size Has a regional presence in Saudi Arabia 0.672 

Reputation Offers well-known brand products 0.618 

Favourable 
Reputation 

The variables in this factor relate to the reputation of the s-
commerce firm.  The variables measure the firm’s reputation 
in terms of the company's reliability and its concern about its 
customers which has public respect. The first variable has the 

highest loading for this factor. This factor was labelled 
“favourable reputation".   

Reputation Has a favourable reputation 0.842 

Reputation Is reliable 0.780 

Reputation Is well-known 0.769 

Reputation Is concerned about its clients 0.728 
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Reputation Has public respect 0.717 

Instructions and 
Guidelines 

The first three variables in this factor relate to the availability 
and accessibility of the instructions and technical support on 
the SN apps. The other two related to having the confidence 
and knowledge regarding how to use the apps to makes online 
purchases. Therefore the "instructions and guidelines" is the 
common theme between these variables.    

Facilitating Conditions 
Tips and instructions are available on the s-commerce 
site 

0.762 

Facilitating Conditions 
Technical support teams in the social networking apps 
are available 

0.737 

Facilitating Conditions 
I have the resources, tools, and skills needed to use s-
commerce 

0.706 

Facilitating Conditions 
I feel confident using social networking apps for online 
purchases 

0.682 

Facilitating Conditions 
I have the knowledge necessary to shop using social 
networking apps 

0.641 
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4.5.1.2.1.2 Theme Two: HCI and Usability 

In this section, items associated with the “HCI and Usability theme” were tested in 

order to derive the factors. The PCA technique was applied to the 31 variables, 

adopting the Orthogonal Varimax rotation method. 

 

The Bartlett’s test of sphericity result for the themes was (χ^2 = 9158.146, df = 465, p 

< .000), and the KMO test was 0.940, which indicates that the minimum standards 

have been exceeded and the variables are significantly correlated (See Section 

4.5.1.1.1). Thus, factor analysis was appropriate for this data set. In terms of the 

reliability test for “HCI and Usability” theme’s items, Cronbach’s alpha scored 0.920 

for all the 25 accepted items. As explained in section 4.5.1.1.5.3, this high internal 

consistency value for all the 25 items indicates the excellent reliability for the variables 

associated with the same theme. 

 

The researcher applied the rotated eigenvalues, cumulative percentage of variance, and 

scree plot to identify the number of significant components to be retained. The scree 

plot in Table 4.14 indicates that the differences between the eigenvalues declined after 

the first four components (the curve flattens), which implies that only components 1, 

2, and 3 could be retained. However, these three factors did not meet the minimum 

cumulative percentage of variance (50% or greater) as mentioned in section 4.5.1.1.6. 

Therefore, the researcher extracted four factors, all of which met the Eigenvalues-

Greater-Than-One rule. After rotation, each of these four factors explained 22.139%, 

12.540%, 12.263%, and 12.097% of the total variance consecutively, and all of them 

together represented 59.038% of the total variance. Moreover, each factor represented 

internal consistency reliability > 0.77, which is an ‘acceptable and good value’ 

according to section 4.5.1.1.5.3.  

 

Table 4.5 below shows the item loadings for the rotated components; items with less 

than .60 loadings were omitted to enhance the accuracy. The factor analysis results 

indicated that these items were related to the “Design” theme, not only to the “HCI 

and Usability” theme. Thus, the “HCI and Usability” theme has changed to “Design” 
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theme. The summary of the EFA analysis results for the “Design” theme are shown in 

Table 4.14. 
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Table 4.14: EFA analysis results for “Design” 

Component Total
% of 

Variance

Cumulative 

%
Total

% of 

Variance

% of 

Variance

Cumulative 

%

1 11.359 36.642 36.642 11.359 36.642 22.139 22.139

2 3.194 10.302 46.944 3.194 10.302 12.540 34.678

3 2.397 7.734 54.678 2.397 7.734 12.263 46.941

4 1.352 4.360 59.038 1.352 4.360 12.097 59.038

1 2 3 4

0.777

0.775

0.735

0.720

0.698

0.693

0.669

0.608

0.607

0.601

0.828

0.755

0.751

0.734

0.729

0.657

0.731

0.699

0.633

0.625

0.866

0.831

0.830

0.809

0.696

0.919 0.873 0.775 0.894

0.565

0.614

Instil confidence in customers

Offer prompt service to users

Up-to-date 0.548

Have a well-organized and visually attractive interface

Accurate 0.790

0.438

Are effective 0.763

0.587

Are useful 0.590

0.532

Cronbach's Alpha

46.944 3.887

3.802

3.750

Reliable 0.739

Comprehensive 0.741

Useful 0.709

Improve my shopping experience 0.607

Protect my information against unauthorized access

Save time

0.631

0.583

0.532

Help me to achieve my goals 0.613

Provide useful information

Have a realistic load time

Have a feasible search time

Understand the specific requests of the users 0.526

Use clear instructions 0.684

Are easy to learn 0.655

Are efficient 0.608

Have processes that can be remembered easily 0.635

Are easy to use 0.579

Enable shopping to be done quickly 0.602

Make it easy for me to communicate with others 0.509

36.642

54.678

59.038

Rotated Component Matrixa

Communalities

Variables for Collaboration

Component/ Factor 

Loading

6.863

Design
Total Variance Explained

Initial Eigenvalues
Extraction Sums of Squared 

Loadings

Cumulative 

%

Rotation Sums of Squared Loadings

Total

Cronbach’s 

Alpha

KMO Measure of 

Sampling 

Adequacy

Bartlett’s test

χ^2  = 9158.146, df = 465, p < .0000.9400.920
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Table 4.15 shows the extracted factor labels for the “Design” theme. The new factors are labelled “Usability”, “Perceived Usefulness”, “System 

Quality”, and “Information Quality”.  

 

Table 4.15: Factor labels for “Design” theme 

Design 

Factor 

Labels 
Description of Factor Labels  

Original factors for each item 

from the initial S-commerce 

Model  

Items for Organization Characteristics 
Factor 

Loading 

Usability 

The variables in this factor relate to the usability, as the first 
five variables highlighted that the instructions and 
processes should be clear, and easy to learn and remember 
to enable quick shopping. The others highlighted that the 
apps should facilitate communication with others, instil 
confidence, provide prompt service and understand user 
requests. These qualities make "usability" the common 

theme. 

PEOU Use clear instructions 0.777 

PEOU Are easy to learn 0.775 

PEOU Are efficient 0.735 

PEOU Have processes that can be remembered easily 0.720 

PEOU Are easy to use 0.698 

PEOU Enable shopping to be done quickly 0.693 

PEOU Make it easy for me to communicate with others 0.669 

Service Quality Instil confidence in customers 0.608 

Service Quality Offer prompt service to users 0.607 

Service Quality Understand the specific requests of the users 0.601 

Perceived 

Usefulness 

The "perceived usefulness" is the common theme in this 
factor, as the first two variables focused on how the 
effectiveness of the apps and their ability to help users 
attain their goals and expectations make users perceive 

them as useful. The other variables consider that the 
usefulness could be obtained by improving the shopping 
experience, saving time and providing the required and 
relevant information to users by using the apps.  

Perceived Usefulness Are effective 0.828 

Perceived Usefulness Help me to achieve my goals 0.755 

Perceived Usefulness Improve my shopping experience 0.751 

Perceived Usefulness Save time 0.734 

Perceived Usefulness Are useful 0.729 

Perceived Usefulness Provide useful information 0.657 

System Quality 
The first two variables reflect the characteristics of the SN 
apps system in terms of the load and search time. On the 

System Quality Have a realistic load time 0.731 



 

178 

   

 Online Survey 

other hand, the last two variables relate to the apps’ 
interfaces in terms of their navigability and guarantee of 
safeguarding personal information from access by 
unauthorized entities. Therefore, the "system quality" is the 
common theme among all these variables. 

System Quality Have a feasible search time 0.699 

System Quality Protect my information against unauthorized access 0.633 

System Quality Have a well-organized and visually attractive interface 0.625 

Information 
Quality  

All the variables in this section constituted the "information 
quality" factor. This is because all of them focused mainly 
on the information that provided by the SN apps in term of 

the accuracy, reliability and utility.  

Information Quality Accurate 0.866 

Information Quality Reliable 0.831 

Information Quality Comprehensive 0.830 

Information Quality Useful 0.809 

Information Quality Up-to-date 0.696 
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4.5.1.2.1.3 Theme Three: Content 

In this section, a PCA was conducted on eight items associated with the “Content” 

theme in order to derive the factors. The KMO test result for this theme (0.845) verified 

that the sampling was appropriate for the factor analysis. Also, the result of the 

Bartlett’s test of sphericity (χ^2 = 2021.361, df = 28, p < .000), indicated that the 

variables were significantly correlated and suitable for factor analysis (section 

4.5.1.1.1). Moreover, this theme has adequate reliability indicated by the overall 

Cronbach’s alpha of 0.861 for all the items (section 4.5.1.1.5.3).  

 

The eigenvalue rule, cumulative percentage of variance, and scree test approaches 

were used to determine the number of factors to be extracted for this theme. The scree 

plot in Table 4.16 shows that the curve begins to flatten at component number 3, which 

implies that components 1 and 2 could be retained. Each of these two factors recorded 

eigenvalues above 1 and explained 37.306%, and 33.086% of the total variance 

respectively. These two factors together presented a total of 70.392% variance. Thus, 

the researcher derived the first two components based on the previous techniques in 

the section 4.5.1.1.6. Each factor represented internal consistency reliability > 0.80 

(which is ‘good value’ according to section 4.5.1.1.5.3).  

 

As seen in Table 4.7 below, the results show that all eight items are acceptable since 

they have high loadings (> 0.60) due to their strong relevance to the theme. The 

summary of the EFA analysis results for the “Content” theme are shown in Table 4.16. 

 

 

 

 

 

 

 

 



 

180 

   

 Online Survey 

Table 4.16: EFA analysis results for “Content” 

 

Component Total
% of 

Variance

Cumulative 

%
Total

% of 

Variance

Cumulative 

%
Total

% of 

Variance

Cumulative 

%

1 4.076 50.951 50.951 4.076 50.951 50.951 2.984 37.306 37.306

2 1.555 19.441 70.392 1.555 19.441 70.392 2.647 33.086 70.392

1 2

0.888

0.878

0.807

0.792

0.837

0.817

0.755

0.738

0.888 0.823

Rotated Component Matrixa

Communalities

Variables for Collaboration

Component/ Factor 

Loading

Content 
Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Exciting 0.811

Entertaining 0.801

Enjoyable 0.705

Cronbach's Alpha

Loyalty points 0.611

Interesting 0.683

Free shipping 0.732

Gifts 0.695

Special offers 0.594

Bartlett’s test
KMO Measure of 

Sampling 

Adequacy

χ^2  = 2021.361, df = 28, p < .0000.845

Cronbach’s 

Alpha

0.861
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Table 4.17 shows the extracted factor labels for the “Content” theme. The new factors are named “Non-monetary”, and “Perceived Enjoyment”. 

 

Table 4.17: Factor labels for “Content” theme 

Content 

Factor 

Labels 
Description of Factor Labels  

Original factors for each 

item from the initial S-

commerce Model  

Items for Organization Characteristics 
Factor 

Loading 

Perceived 
Enjoyment 

The variables in this factor relate to the "perceived enjoyment" 
theme as they measure the extent to which the use of SN apps for 
online purchasing is perceived to be enjoyable. 

Perceived Enjoyment Exciting 0.888 

Perceived Enjoyment Entertaining 0.878 

Perceived Enjoyment Enjoyable 0.807 

Perceived Enjoyment Interesting 0.792 

Non-monetary 

The non-monetary benefits that are derived from the usage of SN 
apps to conduct online purchases, and that could enhance s-
commerce activities. The benefits of free shipping, gifts, special 
offers and the ability to accumulate loyalty points could increase 
the attractiveness of the SN apps to purchasers. The variables in 
this section covered all the above points. Thus, "non-monetary" 
was the most suitable theme for the variables under this factor. 

Nonmonetary Free shipping 0.837 

Nonmonetary Gifts 0.817 

Nonmonetary Special offers 0.755 

Nonmonetary Loyalty points 0.738 
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4.5.1.2.1.4 Theme Four: Social 

The factorability test using the SPSS for the “Social” theme resulted in the deletion of 

several variables due to their weak factor loadings or commonalities results.  

 

The KMO test result for this theme was 0.907, and the Bartlett’s test of sphericity 

scored (χ^2 = 12082.915, df = 630, p < .000) which indicates that the minimum 

standards have been exceeded, and the constructs are significantly correlated and 

suitable for factor analysis (see section 0). In addition, the test resulted that the “Social” 

theme has adequate reliability represented by the total Cronbach’s alpha of 0.901 for 

all the 20 accepted variables (see section 4.5.1.1.5.3).  

 

In order to determine the number of components to be retained under this theme, the 

researcher applied all the previous techniques described in section 4.5.1.1.3. The scree 

plot in Table 4.18 shows that the curve begins to flatten at component number 2, which 

implies that only the first component could be retained. However, this one factor does 

not meet the minimum cumulative percentage of variance (50% or greater) as 

mentioned in the section 4.5.1.1.6. Therefore, the researcher extracted four factors. 

Each of these four factors recorded eigenvalues above 1 and explained 15.508%, 

13.798%, 13.159%, and 11.560% of the total variance respectively, together making 

up 54.025% of the total variance which indicates that the minimum standards in the 

section 4.5.1.1.6 have been exceeded. Also, each factor had internal consistency 

reliability > 0.80, which is a ‘good value’ according to section 4.5.1.1.5.3.  

 

All of the four components had a number of variables that loaded distinctly onto them. 

The factor loadings in the table below shows very good convergent validity, since the 

variables are greater than .60. The summary of the EFA analysis results for the 

“Social” theme is given in Table 4.18. 
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Table 4.18: EFA analysis results for “Social” 

 

Component Total
% of 

Variance

Cumulative 

%
Total

% of 

Variance

% of 

Variance

Cumulative 

%

1 12.152 33.755 33.755 12.152 33.755 15.508 15.508

2 2.846 7.904 41.659 2.846 7.904 13.798 29.306

3 2.399 6.664 48.323 2.399 6.664 13.159 42.465

4 2.053 5.702 54.025 2.053 5.702 11.560 54.025

1 2 3 4

0.747

0.720

0.717

0.715

0.684

0.643

0.852

0.831

0.825

0.775

0.751

0.721

0.702

0.677

0.673

0.740

0.717

0.653

0.646

0.612

0.870 0.930 0.823 0.808

Cumulative 

%
Total

Social
Total Variance Explained

Initial Eigenvalues
Extraction Sums of Squared 

Loadings
Rotation Sums of Squared Loadings

33.755 5.583

41.659 4.967

48.323 4.737

54.025 4.161

Rotated Component Matrixa

Communalities

Variables for Collaboration

Component/ Factor 

Loading

Provides me with significant information related to my queries 0.595

Sellers about products 0.633

Sellers about the services 0.633

Responds to my feedback about its service 0.564

Sellers who help me resolve a problem encountered during online shopping 0.600

Keeps me informed of new services 0.476

Makes me interested in buying what they suggest 0.565

Affects my attitude and behaviour in regard to online shopping 0.524

Express interest and concern in my welfare 0.790

Encourage me 0.771

Calm me down 0.770

Cronbach's Alpha

Like to see people’s ratings and reviews about products 0.439

Believe that my friends’ recommendations are trustworthy 0.559

Enjoy recommending products to my friends 0.470

Enjoy using people’s recommendations when buying a product 0.447

Consider that my friends’ recommendations are reliable 0.578

Bartlett’s test
KMO Measure 

of Sampling 

Adequacy

χ^2  = 12082.915, df = 630, p < .0000.907

Cronbach’s 

Alpha

0.901

Listen to me when I cannot decide which product I should buy 0.693

Listen to me talk about my private feelings 0.653

Makes me interested in what people thinking 0.624

Makes me feel like I am part of a large society 0.570
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Table 4.19 shows the extracted factor labels for the “Social” theme. The new factors are labelled “Social Presence”, “Sellers’ Informational 

Support”, “Emotional Support”, and “Stakeholders’ Endorsement”.  

 

 

Table 4.19: Factor labels for “Social” theme 

Social 

Factor Labels Description of Factor Labels  

Original factors for each 

item from the initial S-

commerce Model  

Items for Organization Characteristics 
Factor 

Loading 

Sellers’ Informational 
Support 

The first, fourth and last variables address the impact of the 

social presence of sellers on consumers’ behavioural 
intention to adopt s-commerce. The other variables 
examined the impact of informational support on 
consumers’ decision to use s-commerce. Therefore, all the 
variables in this section constituted the "sellers’ 
informational support" factor. 

Social Presence of Sellers 
Provides me with significant information related to my 
queries 

0.747 

Informational Support Sellers about products 0.720 

Informational Support Sellers about the services 0.717 

Social Presence of Sellers Responds to my feedback about its service 0.715 

Informational Support 
Sellers who help me resolve a problem encountered during 
online shopping 

0.684 

Social Presence of Sellers Keeps me informed of new services 0.643 

Emotional Support 

The variables in this component relate to "emotional 
support" as the first two highlight the ability of the SN apps 
to providing messages that include emotional support such 
as encouraging and caring. The other variables address the 
ability of the SN apps to show empathy and listen to 
consumers. 

Emotional Support Express interest and concern in my welfare 0.852 

Emotional Support Encourage me 0.831 

Emotional Support Calm me down 0.825 

Emotional Support 
Listen to me when I cannot decide which product I should 
buy 

0.775 

Emotional Support Listen to me talk about my private feelings 0.751 

Social Presence Social Presence of Other Makes me interested in what people thinking 0.721 
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All the variables in this section constitute the "social 
presence" factor. This is because all of them focus mainly 
on whether the interaction with other humans in the SN 
platform can influence others’ interest in and attitudes to 
online shopping. 

Social Presence of Other Makes me feel like I am part of a large society 0.702 

Social Presence of Other Makes me interested in buying what they suggest 0.677 

Social Presence of Other 
Affects my attitude and behaviour in regard to online 
shopping 

0.673 

Stakeholders 

Endorsement 

All the variables investigate the role of s-commerce 

constructs on customers' intention to use the s-commerce. 
This type of construct, which is provided by other 
consumers, is a new kind of word-of-mouth 
recommendation similar to that of traditional shopping. The 
variables relate to the ways that reviews, ratings, and 
recommendations provide a comprehensive information 
about products which could increase the customers' 
willingness towards buy the products using the s-

commerce. The variables demonstrate "stakeholders’ 
endorsement" as the common theme among these variables. 

Social Commerce Constructs Consider that my friends’ recommendations are reliable 0.740 

Social Commerce Constructs Believe that my friends’ recommendations are trustworthy 0.717 

Social Commerce Constructs Enjoy recommending products to my friends 0.653 

Social Commerce Constructs 
Enjoy using people’s recommendations when buying a 
product 

0.646 

Social Commerce Constructs Like to see people’s ratings and reviews about products 0.612 
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4.5.1.2.1.5 Theme Five: Psychological 

For the “Psychological” theme which contained a large number of variables, several 

factorability tests were conducted using the SPSS to determine all the factors 

associated with this theme.  

 

The KMO test (0.940) and Bartlett’s test of sphericity (χ^2 = 12207.529, df = 496, p 

< .000) results for this theme verified that the variables were significantly correlated 

and suitable for factor analysis. Moreover, the result showed that the “Psychological” 

theme had adequate and excellent reliability indicated by the overall Cronbach’s alpha 

of 0.941 for all the 29 accepted variables (see section 4.5.1.1.5.3). 

 

The scree plot in Table 4.20 shows that the slope of the line changes dramatically after 

the second component which means that the factor number one explain the variance 

much more than the other factors. However, this factor does not meet the minimum 

cumulative percentage of variance (50% or greater) as mentioned in the section 

4.5.1.1.6 and it looks like the slope of this curve begins to straighten out at the 

component number five, which means that components 1, 2, 3 and 4 could be 

extracted. Thus, the researcher extracted the first four factors. Each of these four 

factors recorded eigenvalues above 1, and explained 25.578%, 14.295%, 12.825%, and 

12.156% of the total variance respectively, together adding up to 54.025% of the total 

variance, thereby exceeding the minimum standards. Furthermore, each factor 

exemplified internal consistency reliability > 0.80, which is a ‘good value’ according 

to section 4.5.1.1.5.3.   

 

As shown in Table 4.20  below, the item loadings for all of the 29 accepted items were 

(> 0.60), indicating their strong association with the theme. The summary of the EFA 

analysis results for the “Psychological” theme is presented in Table 4.20. 
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Table 4.20: EFA analysis results for “Psychological” 

Component Total
% of 

Variance

Cumulative 

%
Total

% of 

Variance

% of 

Variance

Cumulative 

%

1 12.556 39.238 39.238 12.556 39.238 25.578 25.578

2 3.304 10.325 49.564 3.304 10.325 14.295 39.873

3 2.982 9.320 58.884 2.982 9.320 12.825 52.698

4 1.911 5.970 64.854 1.911 5.970 12.156 64.854

1 2 3 4

0.793

0.762

0.752

0.747

0.732

0.729

0.717

0.714

0.703

0.700

0.675

0.634

0.624

0.828

0.802

0.727

0.705

0.687

0.685

0.884

0.868

0.846

0.839

0.745

0.849

0.841

0.840

0.834

0.825

0.944 0.898 0.924 0.912Cronbach's Alpha

They care about users

Look out for my interests

Are honest

Care about me

Are reliable

They are competent platforms

Would assist me if I needed their help

0.577

Some companies offer reasonable prices 0.765

I value low prices for various products 0.722

I can search for cheap products 0.711

I care about the long-term success of a company 0.621

Some companies offer additional discounts 0.776

I can compare different product prices 0.739

0.768

That any payment transaction is protected from misuse

I feel a sense of belonging to a company 0.818

I have a real emotional attachment to a company 0.768

0.750

That they verify online shoppers’ identity for security purposes 0.616

That any payment transaction is protected from destruction

I feel that I am a member of a company group 0.786

That the privacy of my payment information is protected 0.609

That they implement security measures to protect its online shoppers 0.654

That my payment information is accessible to only a limited number of 

personnel who need access to the information to perform their duties
0.565

I feel a strong connection to a company 0.832

They are honest 0.607

Are honest 0.646

They keep my privacy information safe 0.536

0.638

0.594

0.613

0.644

0.608

0.521

They are likely to be reliable 0.671

Their performance always matches my expectations 0.623

Are reliable 0.663

64.854 3.890

Rotated Component Matrixa

Communalities
Variables for Collaboration

Component/ Factor 

Loading

39.238 8.185

49.564 4.574

58.884 4.104

Cumulative 

%
Total

Psychological

Total Variance Explained

Initial Eigenvalues
Extraction Sums of Squared 

Loadings
Rotation Sums of Squared Loadings

Bartlett’s test
KMO Measure 

of Sampling 

Adequacy

0.940 χ^2  = 12207.529, df = 496, p < .000

Cronbach’s 

Alpha

0.941



   

188 

   

 Online Survey 

Table 4.21 shows the extracted factor labels for the “Psychological” theme. The new factors are labelled: “Monetary”, “Community Commitment”, 

“Trust”, and “Transaction Safety”.  

 

Table 4.21: Factor labels for “Psychological” theme 

Psychological 

Factor 

Labels 
Description of Factor Labels  

Original factors for 

each item from the 

initial S- commerce 

Model  

Items for Organization Characteristics 
Factor 

Loading 

Trust 

The variables in general related to "trust" theme. 
Whereas, most of the variables highlight that how 

important is the SN applications providers and sellers 
to be reliable, honest and caring about their 
consumers. They should establish an impression that 
they are reliable, honest with their customers and care 
about their interests and needs, which can then 
increase the customers' willingness to engage in s-
commerce. Some of the variables relate to the impact 
that trust in other members has on an individual's 

decision to use s-commerce. The remaining variables 
relate to the ability of the SN apps to safeguard the 
customers' privacy and information.  

Trust in Marketplace They are likely to be reliable 0.793 

Trust in Marketplace Their performance always matches my expectations 0.762 

Trust in Sellers Are reliable 0.752 

Trust in Marketplace They are honest 0.747 

Trust in Sellers Are honest 0.732 

Trust in Marketplace They care about users 0.729 

Trust Towards Members Look out for my interests 0.717 

Trust Towards Members Are honest 0.714 

Trust Towards Members Care about me 0.703 

Trust Towards Members Are reliable 0.700 

Trust in Marketplace They are competent platforms 0.675 

Trust Towards Members Would assist me if I needed their help 0.634 

Trust in Marketplace They keep my privacy information safe 0.624 

Transaction 
Safety 

The variables are related to "transaction safety" theme 
as the first three focus on the ability of the sellers to 
ensure that payment transactions are protected from 
destruction and misuse and verify the identity of the 

shopper for security purposes. The other variables 

Transaction Safety That any payment transaction is protected from destruction 0.828 

Transaction Safety That any payment transaction is protected from misuse 0.802 

Transaction Safety That they verify online shoppers’ identity for security purposes 0.727 

Transaction Safety That the privacy of my payment information is protected 0.705 
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relate to the ability of the sellers to implement security 
and privacy measures to protect online shoppers' 
payment information. 

Transaction Safety That they implement security measures to protect its online shoppers 0.687 

Transaction Safety 
That my payment information is accessible to only a limited number of 

personnel who need access to the information to perform their duties 
0.685 

Community 
Commitment 

In this component, the first three produce a sense of 
strong connection and belonging to the company, and 
having a real emotional attachment to the company. 
The other variables relate to feelings of being a 
member of a company group and caring about the 
long-term success of the company. The variables 
demonstrate "community commitment" as the 
common theme. 

Community Commitment I feel a strong connection to a company 0.884 

Community Commitment I feel a sense of belonging to a company 0.868 

Community Commitment I have a real emotional attachment to a company 0.846 

Community Commitment I feel that I am a member of a company group 0.839 

Community Commitment I care about the long-term success of a company 0.745 

Monetary 

The variables in this factor highlight the attractiveness 
of using SN apps for online purchases, which could 
be encouraged by offers of discounts, the ability to 

search for cheaper products and compare prices. Thus, 
the "monetary" is the common theme among these 
variables. 

Monetary Some companies offer additional discounts 0.849 

Monetary I can compare different product prices 0.841 

Monetary Some companies offer reasonable prices 0.840 

Monetary I value low prices for various products 0.834 

Monetary I can search for cheap products 0.825 
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4.5.1.2.1.6 Theme Six: Culture 

In this section, items associated with the “Culture” theme are analysed in order to 

extract the factors. The PCA technique applied to the 29 variables, adopting the 

Orthogonal Varimax rotation method. 

 

The KMO test results for this theme was 0.879, and the Bartlett’s test of sphericity 

scored (χ^2 = 8833.761, df = 406, p < .000), indicating that the minimum standards of 

this study were exceeded, the variables were significantly correlated and suitable for 

factor analysis (see section 0). Furthermore, the result indicates that the “Culture” 

theme has adequate and good reliability represented by the overall Cronbach’s alpha 

of 0.859 for all the 26 accepted variables (see section 4.5.1.1.5.3). 

 

The scree plot shown below shows the curve beginning to flatten at component number 

6, which means that the first five components can be retained. Each of these five factors 

recorded eigenvalues above 1 and represented 17.651%, 13.177%, 12.417%, 12.356%, 

and 9.498% of the total variance respectively. Together, they explain 65.099% of the 

total variance, thereby exceeding the minimum standards.  In addition, each factor 

recorded internal consistency reliability > 0.80, which is a ‘good value’ according to 

section 4.5.1.1.5.3.  

 

All of the five components had a number of variables that loaded distinctly onto them. 

The accepted items in the table are all strongly associated with the “Culture” theme 

since the variables are greater than .60. The summary of the EFA analysis results for 

the “Culture” theme is shown in Table 4.22.  
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Table 4.22: EFA analysis results for “Culture” 

Component Total
% of 

Variance

Cumulative 

%
Total

% of 

Variance

Cumulative 

%

1 7.629 26.308 26.308 7.629 17.651 17.651

2 3.888 13.409 39.717 3.888 13.177 30.828

3 2.978 10.267 49.984 2.978 12.417 43.245

4 2.617 9.025 59.009 2.617 12.356 55.601

5 1.766 6.090 65.099 1.766 9.498 65.099

1 2 3 4 5

0.858

0.829

0.795

0.743

0.717

0.687

0.683

0.858

0.843

0.841

0.794

0.682

0.870

0.856

0.807

0.771

0.656

0.851

0.844

0.826

0.763

0.718

0.848

0.835

0.783

0.720

0.894 0.895 0.865 0.891 0.842

26.308

13.409

10.267

9.025

6.090

Cronbach's Alpha

Have privacy policies that are stated explicitly and clearly 0.619

Being loyal to a group is more significant than individual gain 0.744

Group success is more meaningful than individual success 0.736

Working in groups is better than working alone 0.646

Bartlett’s test
KMO Measure 

of Sampling 

Adequacy

0.879

I care about the welfare of my group members 0.602

Follow a moral code 0.643

Shopping using s-commerce will cause me to lose the privacy of my 

personal information
0.749

The online payment system is unsafe 0.657

Shopping using s-commerce will cause me to suffer a financial loss 

due to the lack of security

Respect intellectual property 0.747

Explain how my personal information will be used 0.729

0.609

Has become natural to me 0.631

The after-sale services may not be guaranteed in s-commerce 0.456

Do not sell merchandise violating others’ intellectual property 0.762

Social networking apps in general 0.525

Better understanding of the benefits related to social commerce 0.553

Shopping using s-commerce will cause me to lose the privacy of my 

payment information
0.764

Has made me addicted to online purchasing 0.738

Searching for products using social networking apps 0.577

Has become a routine practice for me 0.765

Is my first choice when I want to shop 0.753

Is more practical 0.672

The skills necessary for using social networks applications 0.704

Technological skill to engaging in s-commerce 0.670

Learned to use smart mobiles for online shopping 0.573

Communalities
Variables for Collaboration

Component/ Factor Loading

The skills necessary for using the internet to shop online 0.760

% of 

Variance

Culture

Total Variance Explained

Initial Eigenvalues
Extraction Sums of Squared 

Loadings
Rotation Sums of Squared Loadings

χ^2  =  8833.761, df = 406, p < .000

Cronbach’s 

Alpha

0.859

Cumulative 

%
Total

26.308 5.119

39.717 3.821

59.009 3.583

3.60149.984

65.099 2.754

Rotated Component Matrixa
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Table 4.23 shows the extracted factors labels for the “Culture” theme. The new factors are labelled: “Technical Skills”, “Team Group”, “Perceived 

Ethics”, “Uncertainty Avoidance”, and “Habit”.  

 

Table 4.23: Factor labels for “Culture” theme 

Culture 

Factor Labels Description of Factor Labels  

Original factors for each 

item from the initial S- 

commerce Model  

Items for Organization Characteristics 
Factor 

Loading 

Technical Skills 

The first three and last variables in this factor relate to the 
need for having skills to use the Internet, and SN 
applications for online shopping. The other variables relate 
to the knowledge required in order to engage in s-commerce 
activities. Therefore, "technical skills" is the common theme 
linking these variables. 

Learning and Training The skills necessary for using the Internet to shop online 0.858 

Learning and Training 
The skills necessary for using social networks 
applications 

0.829 

Learning and Training Technological skill to engaging in s-commerce 0.795 

Learning and Training Learned to use smart mobiles for online shopping 0.743 

Perceived Awareness Social networking apps in general 0.717 

Learning and Training 
Better understanding of the benefits related to social 
commerce 

0.687 

Perceived Awareness Searching for products using social networking apps 0.683 

Habit 

All the variables indicate that conducting shopping using 
SN apps can be a routine practice that makes the user 
addicted to online shopping, and thus online shopping is the 
shoppers’ first choice when they want to shop. Thus, these 
variables demonstrate that the "habit" is a common theme. 

Habit Has become a routine practice for me 0.858 

Habit Has made me addicted to online purchasing 0.843 

Habit Is my first choice when I want to shop 0.841 

Habit Is more practical 0.794 

Habit Has become natural to me 0.682 

Uncertainty 
Avoidance 

The variables here relate to the "uncertainty avoidance" 
theme. The first three variables concern fears of losing the 

privacy of the payment and personal information due to an 
unsafe online payment system. The other two variables 
highlight that shopping using s-commerce could lead to 

Uncertainty Avoidance 
Shopping using s-commerce will cause me to lose the 

privacy of my payment information 
0.870 

Uncertainty Avoidance 
Shopping using s-commerce will cause me to lose the 
privacy of my personal information 

0.856 

Uncertainty Avoidance The online payment system is unsafe 0.807 
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financial loss due to the lack of security and there is no 
guarantee of after-sales service when shopping online. Uncertainty Avoidance 

Shopping using s-commerce will cause me to suffer a 
financial loss due to the lack of security 

0.771 

Uncertainty Avoidance 
The after-sale services may not be guaranteed in s-
commerce 

0.656 

Perceived Ethics 

The variables in this factor relate to the importance of the 

online retailers' and SN apps' ethical behaviour. If the 
retailers or SN apps engage in unethical behaviour, this 
could significantly affect the consumer purchase decision. 
Therefore, this component is called "perceived ethics".  

Perceived Ethics 
Do not sell merchandise violating others’ intellectual 
property 

0.851 

Perceived Ethics Respect intellectual property 0.844 

Perceived Ethics Explain how my personal information will be used 0.826 

Perceived Ethics Follow a moral code 0.763 

Perceived Ethics Have privacy policies that are stated explicitly and clearly 0.718 

Team Group 

The variables demonstrate that "team group" is a common 
theme as the first two variables measure whether loyalty to 
a group is more important than individual gain and more 
meaningful than the success of an individual. The other 
variables relate to the individual’s concern for the welfare 

of the group members and belief that being a group member 
is better than working alone. 

Individualism / Collectivism 
Being loyal to a group is more significant than individual 
gain 0.848 

Individualism / Collectivism 
Group success is more meaningful than individual 
success 0.835 

Individualism / Collectivism Working in groups is better than working alone 0.783 

Individualism / Collectivism I care about the welfare of my group members 0.720 
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4.5.1.2.1.7 Theme Seven: Sustainability 

For the “Sustainability” theme, a PCA was conducted on the 16 items in order to derive 

the factors with adopted the Orthogonal Varimax rotation method. 

 

The KMO test result for this theme was 0.898, and the Bartlett’s test of sphericity 

scored (χ^2 = 4729.578, df = 120, p < .000), indicating that the minimum required 

standards have been exceeded, the variables are significantly correlated, and the 

constructs are adequate for factor analysis (see section 4.5.1.1.1). Furthermore, the 

result shows that the “Sustainability” theme has adequate and excellent reliability 

represented by the overall Cronbach’s alpha of 0.900 for all the 14 accepted variables 

(see section 4.5.1.1.5.3).  

 

In order to determine the number of components to be retained for this theme, the 

researcher applied all the techniques described in section 4.5.1.1.3. The scree plot in 

Table 4.24 shows that the curve begins to flatten at component 3; hence, components 

1 and 2 could be extracted.  Each of these two factors recorded eigenvalues above 1 

and represented 34.833%, and 22.679% of the total variance respectively. Together, 

they explained 57.512% of the total variance, thereby exceeding the required minimum 

standards. Also, each factor recorded internal consistency reliability > 0.80 (which is 

‘good value’ according to section 4.5.1.1.5.3). 

 

Only two variables were deleted under this theme because they did not meet the 

minimum factor loading required (.60) as indicated in the section 4.5.1.1.5.1. The 

summary of the EFA analysis results for the “Sustainability” theme is presented in 

Table 4.24. 
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Table 4.24: EFA analysis results for “Sustainability” 

Component Total
% of 

Variance

Cumulative 

%
Total

% of 

Variance

Cumulative 

%
Total

% of 

Variance

Cumulative 

%

1 6.836 42.724 42.724 6.836 42.724 42.724 5.573 34.833 34.833

2 2.366 14.789 57.512 2.366 14.789 57.512 3.629 22.679 57.512

1 2

0.862

0.845

0.842

0.759

0.751

0.748

0.685

0.652

0.793

0.756

0.751

0.727

0.689

0.670

0.914 0.848

Reduces paper bills

Economic growth

Income sources

Cronbach's Alpha

Living standards

0.510

0.702

0.652

0.787

0.636

Competition

Purchasing power

0.799

Job performance 0.768

Reduces transportation use 0.853

Reduces air pollution 0.834

Reduces climate global warming 0.805

Reduces carbon emissions 0.812

Reduces waste 0.677

Reduces energy use 0.794

Reduces companies’ consumption of resources 0.678

Rotated Component Matrixa

Communalities

Variables for Collaboration

Component/ Factor 

Loading

Sustainability
Total Variance Explained

Initial Eigenvalues
Extraction Sums of Squared 

Loadings
Rotation Sums of Squared Loadings

KMO Measure of 

Sampling 

Adequacy

0.898

Bartlett’s test

χ^2  =  4729.578, df = 120, p < .000

Cronbach’s 

Alpha

0.900



  

196 

   

 Online Survey 

Table 4.25 shows the extracted factor labels for the “Sustainability” theme. The new factors are named “Environmental Sustainability”, and 

“Economic Sustainability”. 

 

Table 4.25: Factor labels for “Sustainability” theme 

Sustainability 

Factor 

Labels 
Description of Factor Labels  

Original factors for 

each item from the 

initial S-commerce 

Model  

Items for Organization Characteristics 
Factor 

Loading 

Environmental 
Sustainability 

The use of SN apps to conduct online purchases could contribute to 
a sustainable environment as it reduces air pollution and paper 
consumption. Also, it could reduce the levels of global warming 
and carbon emissions. The variables in this section examine the 
extent to which these sustainability issues would encourage 

consumers to engage in s-commerce. Thus, "environmental 
sustainability" was an appropriate name for this factor. 

Environmental Reduces air pollution 0.862 

Environmental Reduces climate global warming 0.845 

Environmental Reduces carbon emissions 0.842 

Environmental Reduces waste 0.759 

Environmental Reduces energy use 0.751 

Environmental Reduces companies’ consumption of resources 0.748 

Environmental Reduces transportation use 0.685 

Environmental Reduces paper bills 0.652 

Economic 
Sustainability 

All the variables related to the economy measure the extent to 
which the use of SN apps improves economic growth, income 
resources, competition, purchasing power, living standards, and job 
performance. The variables demonstrate that “economic 

sustainability” is the common theme among these variables. 

Economical Economic growth 0.793 

Economical Income sources 0.756 

Economical Competition 0.751 

Economical Purchasing power 0.727 
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Economical Living standards 0.689 

Economical Job performance 0.670 
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4.5.1.2.2 Participants’ Comments 

In this section, the participants’ comments provided in the online questionnaire are 

analysed. Respondents’ comments are very important as they can offer additional 

information about issues than usually cannot be obtained by closed questions. Hence, 

it is common to include open-ended questions at the end of a questionnaire as a sort of 

safety net that can alert scholars to any issues that were not addressed by the closed 

questions (Biemer et al., 2011). Open-ended questions have qualitative characteristics 

in that they encourage participants to compose anything they want in their own words, 

and offer ideas with little constraint imposed by a researcher.  

 

Almost one hundred participants used the free-text boxes to include their comments. 

In general, the respondents expressed their positive appreciation of the research. They 

believed the survey was a great initiative, and felt that the study was interesting and 

relevant. Also, they enjoyed participating and wished the researcher all the best in his 

research. In this study’s survey, the open-ended questions did not yield much new 

information. 

 

One possible way to analyse this kind of data is by using word clouds. Word clouds 

are graphical word frequency forms where the text size of the word in the cloud 

indicates its frequency in the source text (Feinberg, 2009). The larger the word in the 

graphic, the more frequently the term was in the source text. Word clouds enable the 

observer to construct a simple and intuitive understanding of text. “Word clouds are 

useful in analysing any kind of text data, including essays, short answers or written 

responses to survey or opinion questions” (DePaolo & Wilkinson, 2014, p. 39). 

Various software and websites such as Tagxedo, Wordle and NVivo, have developed 

word clouds.  Based on the software or website, there are preferences for text, colour, 

and orientation settings. Some of them allow users to download the resulting graphical 

representation as a .jpeg, .pdf or...etc. file, while others enable only a screenshot. The 

researcher used the NVivo 12 to list the most frequent and common words occurring 

among the participants' comments. 

 

https://www.betterevaluation.org/resources/tools/wordle
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The word cloud resulting from the participants’ comment is shown in Figure 4.46, and 

shows that the word “Delivery” is the word most frequently used by participants, 

indicating that another new core factor influencing the customers’ attitudes to the 

adoption of s-commerce in Saudi Arabia needed to be added to the s-commerce model. 

The result clearly highlighted the importance of proper delivery for s-commerce 

companies. One of the success factors for s-commerce firms is having speedy and 

convenient delivery of products. Consumers trust s-commerce firms that provide a 

safe, secure, fast, and trustworthy delivery system (Maia et al., 2019).  

 

Thus, a new factor labelled “Delivery” was added to the enhanced s-commerce model. 

The researcher believes that this factor should be under the “Organization 

Characteristics” theme because it is related to the aspects of organization that could 

influence the customers’ attitude toward the company, specifically in relation to its 

ability to provide efficient delivery to customers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.46: Word cloud result based on the participants’ comments 
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4.5.1.2.3 The Survey Findings 

The results of online survey data analysis were obtained in the first stage of this study. 

The outcomes of the online survey dramatically changed the initial s-commerce model 

for Saudi Arabia, particularly in terms of the number of factors. 

 

First, the researcher determined whether the data collected was suitable for factor 

analysis by examining the sample size and sample adequacy. Two tests were 

conducted on the respondents’ data to assess their suitability for factor extraction: 

KMO and Bartlett’s test of sphericity. The minimum standards specified in section 

4.5.1.1.1 have been met or exceeded; thus, factor analysis could proceed. 

 

The analysis of the EFA and participants’ comments resulted in seven themes. Each 

theme had a number of factors and each factor consisted of various variables which 

loaded clearly onto them. The results show that Cronbach’s alpha for each theme and 

factor ranged between 0.778 to 0.944, exceeding the the minimum standards in the 

section 4.5.1.1.5.3, and thus demonstrating adequate internal consistency. Moreover, 

in order to ensure a strong connection with the variables, all the extracted factors are 

included four and more variables with loadings greater than .60.  

 

The first theme “Organization Characteristics” contains four factors, which are 

“Recognized Company”, “Favourable Reputation”, “Instructions and Guidelines” and 

“Delivery”. The highest loading under the “Organization Characteristics” theme was 

for “has a favourable reputation” at 0.842 while the lowest loading was 0.618 for 

“offers well-known brand products”.  

 

The second theme “Design” also has four factors, which are “Information Quality”, 

“System Quality”, “Usability”, and “Perceived Usefulness”. For this theme, the 

highest loading was for the information provided about a product being “accurate” at 

0.866 whilst a lower loading of 0.601 was allocated to “understand the specific 

requests of the users”.  

 

The “Content” theme consists of only two factors: “Non-monetary”, and “Perceived 

Enjoyment”. The “exciting” variable associated with using SN apps for online 
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purchasing scored the highest loading of 0.888 under this theme. However, the “loyalty 

points” variable drew the lowest loading of 0.738.  

 

The fourth theme “Social” includes four factors, which are labelled “Social Presence”, 

“Sellers’ Informational Support”, “Emotional Support”, and “Stakeholders 

endorsement”. In relation to the “Social” theme, the highest loading of 0.852 was given 

to the “express interest and concern in my welfare”, while “like to see people’s ratings 

and reviews about products” variable received lowest loading of 0.612.  

 

The “Psychological” theme also contains four factors, which are “Monetary”, 

“Community Commitment”, “Trust”, and “Transaction Safety”. The highest loading 

for this theme was for “I feel a strong connection to a company” at 0.884. While the 

lowest loading was 0.624 for “they keep my privacy information safe”. 

 

 The sixth theme “Culture” consists of five factors, which are named “Technical 

Skills”, “Team Group”, “Perceived Ethics”, “Uncertainty Avoidance”, and “Habit”. 

The “Shopping using s-commerce will cause me to lose the privacy of my payment 

information” variable scored the highest loading of 0.870. However, “the after-sale 

services may not be guaranteed in s-commerce” variable drew the lowest loading of 

0.656.  

 

“Sustainability”, the seventh and last theme, has only two factors, labelled 

“Environmental Sustainability”, and “Economic Sustainability”. Based on an 

extensive review of the literature on s-commerce, and to the best of the researcher’s 

knowledge, none of the previous researches has considered the sustainability theme. 

Thus, this study included sustainability since this was missing from previous studies, 

and is aligned with Saudi Arabia Vision 2030. According to the results from the online 

survey analysis, sustainability could influence customers’ attitudes to the adoption of 

s-commerce in Saudi Arabia. Therefore, the inclusion of this theme is justified since 

users consider this factor in terms of s-commerce. For the “Sustainability” theme, the 

highest loading of 0.862 was given to the “reduces air pollution” while “reduces paper 

bills” variable received the lowest loading of 0.652.  

 



  

202 

   

Online Survey  

All the seven themes and their factors from the initial s-commerce model for Saudi 

Arabia, before the factor analysis as well as the modifications made after the analysis 

of the factor, are illustrated in Table 4.26. All the changes are shown in red.  

 

Table 4.26: Summary of factor analysis results from the online survey data 

 

 

Themes 
Before Factor Analysis 

(Initial s-commerce model) 
After Factor Analysis 

Organization 

Characteristics 

Reputation Favourable Reputation 

Size Recognized Company  

Facilitating Conditions Instructions and Guidelines 

 Delivery 

Design 

Information Quality Information Quality 

System Quality System Quality 

Service Quality 
Usability 

PEOU 

Perceived Usefulness Perceived Usefulness 

Content 
Nonmonetary Nonmonetary 

Perceived Enjoyment Perceived Enjoyment 

Social 

Social Presence of Web  

Social Presence of Other Social Presence 

Social Presence of Sellers 
Sellers’ Informational Support 

Informational Support 

Emotional Support Emotional Support 

Social Influence  

Social Commerce Constructs Stakeholders Endorsement 

Psychological 

Monetary Monetary 

Community Commitment Community Commitment 

Trust in Marketplace 

Trust Trust Towards Members 

Trust in Sellers 

Transaction Safety Transaction Safety 

Culture 

Perceived Awareness 
Technical Skills 

Learning and Training 

Individualism / Collectivism Team Group 

Perceived Ethics Perceived Ethics 

Uncertainty Avoidance Uncertainty Avoidance 

Habit Habit 

Sustainability 
Environmental Environmental Sustainability 

Economical Economic Sustainability 
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4.6 Conclusion 

The aim of this chapter was to refine the initial model and determine the factors 

associated with each theme in order to design the enhanced s-commerce model for 

Saudi Arabia. 

 

Firstly, a pilot test was conducted to test the survey instrument and determine the 

validity and the reliability of the online survey questions; changes were made 

accordingly. Then, the survey was disseminated to the target population through 

emails and various SN applications. Thirdly, descriptive statistics were applied to 

generate demographic characteristics and general information about the participants. 

Results showed that the majority of the participants were male and relatively young 

(between 18 and 25 years of age). After that, EFA was conducted by using SPSS 26 in 

order to determine how the variables group together and minimize the number of 

factors to enhance the s-commerce model. This step illustrated why various variables 

were deleted, resulting in the removal or merging of several factors. Finally, the 

participants' comments in the online survey were analysed using the word cloud to list 

the most frequent and common words. The result clearly identified a new factor named 

“Delivery” which has been added to the model. 

 

The online survey analysis resulted in seven themes, in accordance with the initial 

model, and each theme had two or more factors. The researcher refined the initial s-

commerce model for Saudi Arabia so as to accommodate the new survey findings as 

seen in Figure 4.47.   

 

To sum up, this chapter provided a comprehensive overview of the first assessment of 

the initial model. The next chapter discusses the second stage of the data collection 

process, and the analysis of the qualitative data obtained from the semi-structured 

interviews. In the qualitative phase, the enhanced model (Figure 4.47) will be 

evaluated in order to design the final holistic s-commerce model for Saudi Arabia. 
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Figure 4.47: Enhanced social commerce model for Saudi Arabia  
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5 Interviews  

5.1 Introduction 

The previous chapter discussed the quantitative data collection phase and the analysis 

of the data obtained from the online survey. It presented the survey findings and the 

main changes made to the initial model, and the factors. In addition, the enhanced s-

commerce model for Saudi Arabia was presented at the end of chapter 4 based on the 

online survey results, providing the basis for this chapter. 

 

This chapter discusses the second stage of the research data collection process 

(qualitative phase) which involved the interviews. This phase was intended to yield 

more in-depth data about s-commerce in Saudi Arabia from the perspectives of e-

commerce or s-commerce companies’ owners or employees, e-commerce and SN 

researchers, and academic staff who have experience in this field, to acquire a better 

understanding of the main factors that influence the adoption of s-commerce 

technology. This stage was developed from questions that arose from the quantitative 

results as seen in Table 5.27.  

 

Interviews were conducted to ensure that the enhanced s-commerce model would be 

comprehensive, and to explore the reasons why and how these factors are significant 

and therefore to be included in an s-commerce model for Saudi Arabia. This chapter 

presents the interview findings and the main changes made to the enhanced model, and 

all the analysis results. The final holistic s-commerce model for Saudi Arabia is 

presented at the end of this chapter. 

 

Table 5.27: Interview questions and reason for each question 

Interview Questions Aims 
Research 

Questions 

Number of years’ 

experience with social 

commerce? 

These are general questions aimed to 

assess the experts’ experience and 

knowledge of social commerce. 

None 
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Indicate your level of 

competency in the use of 

social commerce 

None 

Based on your 

experience, list the most 

important factors that 

will encourage 

customers to use SN 

applications for online 

shopping? 

This question was asked at the 

beginning of the interview to 

determine the experts’ first impression 

of the major factors that influence the 

customers’ attitude to the adoption of 

s-commerce in Saudi Arabia without 

their knowledge about the online 

survey results (The Enhance Social 

Commerce Model for Saudi Arabia).  

RQ1 

Please rate the 

importance of the 

following factors in 

influencing the 

customer’s attitude to 

the adoption of s-

commerce in Saudi 

Arabia. 

This question was developed to 

validate, refine, and confirm each 

factor in the enhanced model from the 

survey phase result to ensure that the 

model represents a holistic social 

commerce model for Saudi Arabia. 

RQ1, and RQ2 

Do you think the factors 

under the “……... 

Theme” are related to 

each other and can be 

grouped under the same 

theme? 

The themes and the factors related to 

each theme were defined based on the 

literature review and researcher's 

opinion. So, in this question the 

researcher wanted to ascertain whether 

or not the factors under each theme are 

related to each other and can be 

grouped under the same theme.  

RQ1 
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Do you think that Social 

Presence and 

Stakeholders 

Endorsement factors can 

be included under the 

Social Presence factor? 

Some of the literature grouped the 

Social Presence and Stakeholders 

Endorsement factors under the Social 

Presence factor. The researcher 

received no comments about these two 

factors from the online survey result. 

So, the researcher developed this 

question to obtain the experts’ 

feedback about these factors.  

RQ1 

Based on our interview, 

what is your evaluation 

of the enhanced social 

commerce model for 

Saudi Arabia?  

Since this phase is intended to collect 

data from experts that reflect their 

experiences regarding the s-commerce, 

these questions were appropriate for 

evaluating the enhanced social 

commerce model from the survey, and 

validating the answers to RQ1, and 

RQ2.  In addition, they address and 

answer the third research question. 

 

RQ1, RQ2, and 

RQ3 

Do we need to add new 

factors to the model, or 

merge, or delete any 

factors from the 

developed model? 

Please give one or more 

reasons for your 

response. 

 

 

 

5.2 Interview Design and Rationale  

This part presents the design and justification for choosing the semi-structured 

interview rather than other interview formats.  

 

Qualitative data can be obtained mainly from observations, interviews, and documents, 

and the variety of these systematic methods is utilized to improve the data. Qu and 
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Dumay (2011); R. K. Yin (2015) indicated that interviews are one of the most popular 

methods used for collecting qualitative data. In line with the qualitative method, this 

study intends to explore various perspectives and experiences on the adoption of s-

commerce in Saudi Arabia. Moreover, interview data allowed the researcher to explore 

in more depth the quantitative results from the survey, and to obtain more explanation 

of the constructed factors to validate the improvement of the holistic s-commerce 

adoption model. Most interviews are conducted face-to-face. However, interviews can 

also be conducted via the Internet for the purpose of collecting data. Online interviews 

can be either synchronous or asynchronous. The researcher conducted asynchronously 

semi-structured interviews for the reasons given in section 3.3.6.2. Qualtrics XM was 

used to provide respondents with the interview questions which invited them to 

contribute their ideas on the optimal set of factors encompassing the model. Qualtrics 

XM can assist the researchers to interview the participants regardless of their location. 

Another benefit of using this electronic platform is that data are recorded as typed, 

thereby avoiding challenges associated with other methods of recording and 

transcription such as expense, accuracy and anxiety of the participants (Saunders et 

al., 2016). 

 

The four steps shown in Table 5.28 below were taken to conduct the interview phase. 

The first step involved defining the interview objectives. After that, the researcher 

developed semi-structured interview questions based on the online survey results. 

Then, purposive sampling was used in the third stage to recruit experts who have s-

commerce experience in Saudi Arabia. The fifth step was conducting the interviews. 

In the last step, the interview data were analysed using the NVivo 12 software.  

 

Table 5.28: The four steps of the interview phase 

Process Description 

Defining the interview 

objectives 

The interviews are intended to: 

 

 Refine the enhanced model and determine the factors 

associated with each theme in order to design the final 

holistic s-commerce model for Saudi Arabia.  
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5.3 Reaching out to the Interviewees 

As indicated in section 3.3.6.2.1, the sample was selected specifically to address the 

research questions and to meet the research objectives. The targeted population for this 

phase of the study were e-commerce or s-commerce companies’ owners or employees, 

e-commerce and SN researchers, and academic staff (i.e., assistant professors, 

associate professors, and full professors) who have experience in the field of s-

commerce. Prior to conducting the interviews, a letter of invitation was sent to the 

target population. In January 2021, the invitation letter was disseminated in two 

different ways.  

 

The first method was to find potential interviewees and obtain their contact data by 

browsing the company or university website. In the second way, the researcher 

searched LinkedIn to find potential interviewees, and sent the invitation letter to 

interviewees who have experience in s-commerce in Saudi. LinkedIn provides 

extensive search capabilities which enable the researcher to identify the target sample 

 

 Confirm the answer to the first research question, and 

respond the third research question by examining the 

experts’ perceptions.  

 

 

Formulating the interview 

questions 

Online semi-structured interviews questions were designed based 

on the online survey results. 

Identifying the interviewees  
Purposive sampling was used in the third stage to recruit experts 

who have s-commerce experience in Saudi Arabia 

Conducting the interviews 

 Asynchronously semi-structured interviews were conducted 

via the Qualtrics XM platform.  

 

 There were three interview rounds of data collection: nine 

interviews were conducted in the first round, ten interviews 

in the second round, and only six interviews were conducted 

in the last round.  
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based on specific criteria such as experience, job title and education level (Bradbury, 

2011). 

 

Table 5.29 shows the interview rounds. The number of interviewees interested in the 

study are significantly greater than those who actually agreed to an interview.  

 

Table 5.29: The interview rounds 
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1 31 05/03/2021 16/03/2021 17 9 

2 23 18/03/2021 31/03/2021 12 10 

3 19 01/04/2021 25/04/2021 9 6 

 

The interview questions link was sent to 73 participants who had a sound knowledge 

of s-commerce and were working in companies or universities in Saudi Arabia. Only 

25 participants completed the interview questions. However, as theoretical saturation 

was reached and emerging data were redundant, after round three, the researcher 

decided to terminate the interview process as no new data was forthcoming, and more 

than one expert had mentioned and confirmed most of the already-established themes. 

According to Saunders et al. (2016), “many research textbooks simply recommend 

continuing to collect qualitative data, such as by conducting additional interviews, 

until data saturation is reached: in other words until the additional data collected 

provide little, if any, new information or suggest new themes” (p. 297).  

 

Most of the participants chose to send the interview questions link to their emails, 

LinkedIn, WhatsApp, or Twitter profile pages to be answered at their convenience. 

Table 5.30 shows the distribution methods of the invitation letter for each interviewee. 
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Table 5.30: Distribution methods 

Round 
No. of 

interviewees 
Interviewee identifier Distribution method 

One 9 
PA1 to PA6 

PA7, and PA8  

PA9 

WhatsApp 

Email 

Twitter 

Two 10 
PA10, PA11, and PA12 

PA13 to PA18 

PA19 

Email 

WhatsApp 

Twitter 

Three 6 
PA20, and PA21 

PA22, PA23, and PA24 

PA25 

LinkedIn 

Twitter 

WhatsApp 

 

5.4 Data Analysis 

As discussed in section 3.3.6.2.4, thematic analysis was applied to the qualitative data. 

Braun and Clarke (2006) consider thematic analysis to be a “foundational method for 

qualitative analysis” (p. 78). 

 

Thematic Analysis (TA) is a method that requires a researcher to code her or his 

qualitative research data to identify patterns for further analysis related to the research 

questions. TA can assist the researcher to analyse and comprehend the qualitative data 

sets whether large or small.  Moreover, it can help to integrate related data drawn from 

different transcripts and identify key patterns from a qualitative data set for more 

reconnaissance (Saunders et al., 2016). TA is a technique commonly employed by 

researchers and some academics claim that it is also a part of the content analysis 

approach (Ryan & Bernard, 2000). It is used to convert a huge amount of text 

systematically into a highly structured outline of the key findings.  

 

There are two primary ways to identify themes within data: inductive and theoretical 

(deductive) thematic analysis. In the inductive thematic analysis, the identified 

patterns are mainly related to the data itself. In this approach, the researcher begins 

coding the data without attempting to fit it into a pre-existing framework (Patton, 

1990). Whereas the theoretical thematic analysis mainly depends on the themes 

derived from previous conceptual or theoretical work. In this approach, the researcher 
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begins coding by applying these predetermined codes to analyse the data (Nowell et 

al., 2017). 

 

In this research, inductive and theoretical thematic analysis were adopted to analyse 

the qualitative data via NVivo 12. This means that the themes were extracted from the 

online survey results, and other were developed based on the data. As seen in Figure 

5.48, the six steps of thematic analysis proposed by Braun and Clarke (2006) were 

followed to analyse the data.  

 

 

 

 

 

 

 

 

 Familiarisation with the Data 

This is the foundation step that constitutes the bedrock of the remaining 

analysis steps. Immersion in data entails reading the data repeatedly and 

actively in search of meanings and themes. Braun and Clarke (2006) advised 

that during this phase, scholars should examine the entire data set at least once 

and take notes before the commencement of coding, since ideas and the 

identification of probable patterns may emerge as researchers become familiar 

with the entire data set. Once this phase is completed, the researcher is ready 

to start the more formal coding process. 

 

In this study, the data collected from 25 transcribed interviews were organized 

and arranged into a document totaling 225 pages. As the first step in the 

analysis, the researcher read the transcripts several times and took notes so as 

to become thoroughly acquainted with all aspects of the data. 

 

Figure 5.48: Thematic analysis steps 
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 Generating Initial Codes 

In this phase, codes are generated based on the collected data. Coding enables 

the researcher to simplify a large amount of data and identify certain data 

characteristics (Nowell et al., 2017). Throughout the coding process, 

researchers pick key parts of text and apply labels to them in order to index 

them as they pertain to a theme or pattern in the data (King, 2004). Text parts 

can be coded under many various themes as deemed suitable by the researcher. 

Either a software programme or a manual method can be used to do the coding 

(Braun & Clarke, 2006). 

 

In this research, NVivo 12 software was used to classify and organise the entire 

data set. According to Nowell et al. (2017), this software assists the researcher 

to work efficiently with complicated coding systems and enormous volumes of 

data. The researcher utilised specific themes as coding units after reviewing all 

the transcribed data. According to Y. Zhang and Wildemuth (2009b), “when 

using the theme as the coding unit, you are primarily looking for the 

expressions of an idea. Thus, you might assign a code to a text chunk of any 

size, as long as that chunk represents a single theme or issue of relevance to 

your research question” (p. 3). 

 

 Searching for Themes 

This step entails categorising and organising any relevant coded data extracted 

into potential themes (Braun & Clarke, 2006). In order to identify a theme, it 

is necessary to combine components or fragments of thoughts or experiences 

that are frequently insignificant when viewed alone (Aronson, 1995). A theme 

could be derived inductively from raw data or deductively from previous 

theories or research (Boyatzis, 1998). 

 

As previously stated, the interview data was analysed using inductive and 

deductive thematic analysis throughout this part of the study. Therefore, the 

list of themes was identified based on the quantitative phase results, and one 

theme was renamed based upon the qualitative data. Additionally, the 

researcher kept miscellaneous codes in separate free nodes to make sure they 
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did not get lost. Some of these codes generated a new sub-theme (factors), and 

others were discarded. 

 

 Reviewing Themes 

Throughout this stage, the coded data extracts are reviewed to determine if they 

constitute a coherent pattern (Nowell et al., 2017). It is important that the data 

within each theme be coherent, with an obvious and distinguishable difference 

between themes. Some themes may be combined, while others may need to be 

divided into several themes. Also, in other cases, there might not be enough 

data to support certain themes, or the data is disparate.  At the end of this stage, 

scholars should have a solid view of the various themes and how they fit 

together (Braun & Clarke, 2006).   

 

In this study, the 25 transcripts were meticulously reviewed. After that, the 

author determined the emerging themes and examined all the themes again to 

eliminate any overlap if more than one theme included the same section of text. 

Lastly, a thematic map of the analysis was developed.   

 

 Defining and Naming Themes 

Stage 5 begins after the researcher has created a satisfactory thematic map of 

the data. During this phase, the researcher needs to define and further refine 

the themes and analyse the data within them. According to Braun and Clarke 

(2006), define and refine mean “identifying the ‘essence’ of what each theme 

is about (as well as the themes overall), and determining what aspect of the 

data each theme captures” (p. 92).  

 

In this study, the researcher provided a detailed analysis and generated clear 

names for each theme. The themes were arranged and reorganized until a 

consensus was obtained and all supervisors were satisfied that all the collected 

interview data had been presented in a meaningful way. 
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 Writing Up 

Finally, this phase includes the final analysis and write-up of the report. King 

(2004) advised that direct quotations from respondents are a crucial part of the 

final report. 

 

We began the process of writing the reports once the final themes were 

determined. The reports comprised both short quotations and lengthier block 

quotes, and each quotation was accompanied by a unique identifier allocated 

to each respondent. Seven main themes resulted from the analysis that forms 

the final holistic s-commerce model for Saudi Arabia.   

 

Interviewees’ responses to 25 questions yielded seven main themes and 25 sub-themes 

(factors) for the proposed model. Themes were reviewed and developed to combine 

similar sub-themes under the same theme and to organize them for the final model. 

Figure 5.49 shows the initial interview coding tree. 
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Figure 5.49: Interview coding tree 
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5.5 Validity and Reliability 

According to Patton (1990), validity and reliability are two important elements of a 

qualitative study when a researcher is designing a study, analysing results, and 

assessing the study’s quality. An examination of trustworthiness is critical for ensuring 

the validity and reliability of a qualitative study. Seale (1999) claims that the 

“establishing the trustworthiness of a research report lies at the heart of issues 

conventionally discussed as validity and reliability” (p. 467).  

 

As mentioned in section 3.3.6.2.5, the researcher applied the four criteria (credibility, 

transferability, dependability, and confirmability) proposed by Lincoln and Guba 

(1985) to determine the trustworthiness of the qualitative phase. To ensure that the 

interviews themselves were trustworthy, the following decisions were taken: 

 

 A methodological triangulation (a mixed methods strategy known as 

“sequential explanatory research design”) was applied to ensure the validity 

and obtain a comprehensive view of the phenomenon. 

 

 A source triangulation was applied to improve the credibility and strengthen 

the data. 

 

 The researcher made an effort to provide a detailed description of the process, 

context, location, and study participants to ensure the study’s transferability.  

 

 All the phases of data collection, and analysis, and the findings of the study 

were reviewed and examined by research supervisors. 

 

 The research supervisors confirmed the internal coherence of the results, 

discussion, conclusion, and recommendations. 
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5.6 Interpretations and Results 

This section presents the interview results obtained from the 25 participants who 

worked in various universities and companies related to s-commerce in Saudi Arabia. 

The author intended to seek data beyond the survey results by interviewing s-

commerce experts to gain more in-depth information about the factors that influence 

the adoption of s-commerce, and which should be included in the final holistic s-

commerce model for Saudi Arabia. 

 

The interviews were conducted to elicit participants’ thoughts on and attitudes toward 

the use of e-commerce technologies in Saudi Arabia. The initial set of questions were 

intended to encourage interviewees to talk about themselves, their position in the 

company, their history, and their experiences with s-commerce. 

 

The next set of questions were open-ended and were intended to gather information 

about the interviewees’ experiences, and asked them to list the most important factors 

that encourage customers to use SN applications for online shopping. According to 

Reja et al. (2003), open-ended questions may be used to collect new and relevant 

information as well as stimulate the emergence of new concepts through intensive and 

in-depth debate. Collis and Hussey (2014) indicated that data collection that is rich in 

detail and analysis enhances the validity of the research. The interviewees were asked 

25 questions (please see Appendix 4) which were classified into four sections, as 

shown in Figure 5.50. 
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 Demographics Questions 

The first set of interview questions were intended to obtain demographic information 

from the participants: age, gender, education level, position in the company, years in 

their current job, and experience with s-commerce technology. The demographic data 

are shown in Table 5.31. 

 

Table 5.31: Participant demographic information 

Demographics items  Categories Frequency Percentage 

Gender  

Male 15 60% 

Female 10 40% 

Total 25 100% 

Age 

23-29 0 0% 

30-36 21 84% 

37-43 4 16% 

44-50 0 0% 

50 and above 0 0% 

Total 25 100% 

Figure 5.50: Interview questions sections 
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Highest education level 

attained 

Bachelor degree 6 24% 

Post graduate diploma 0 0% 

Master degree 15 60% 

PhD 4 16% 

Total 25 100% 

Years in the current job 

Less than one year 0 0% 

1-3 years 2 8% 

4-6 years 13 52% 

7-10 years 8 32% 

More than 10 years 2 8% 

Total 25 100% 

Years of experience with social 

commerce 

Less than one year 0 0% 

1-3 years 2 8% 

4-6 years 13 52% 

More than 6 years 10 40% 

Total 25 100% 

 Level of competency in the 

use of social commerce 

Extremely competent 14 56% 

Somewhat competent 8 32% 

Neutral 3 12% 

Somewhat incompetent 0 0% 

Extremely incompetent 0 0% 

Total 25 100% 

 

 

Twenty-five experts provided answers to the interview questions. The majority of the 

participants, as shown in the Figure 5.51 were male, constituting 60% of the whole 

sample.  

 

 

 

 

 

 

 

 

 Figure 5.51: Participants’ gender 
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The highest number of participants was in the 30 to 36 years age bracket (84%). On 

the other hand, only 16 % of the respondents were aged between 37 and 43 years. In 

terms of the participants’ highest-level education, Table 5.31 indicates that the largest 

proportion of participants (60%) hold a Master degree, followed by 24% with a 

Bachelor degree. However, a very small percentage of participants hold a PhD Degree 

(16%).   

 

In addition to providing demographic information, participants were asked about the 

number of years they had worked in their current job. Experts who reported working 

for four to six years were the most highly represented, accounting for 52%, followed 

by those who had worked for seven to ten years. Participants who had worked for one 

to three years or more than ten years were the accounted for only 8% of participants.  

 

In regard to the number of years of experience with s-commerce, the great majority 

(52%) of the respondents have four to six years’ experience with s-commerce, 

followed by 40% have more than six years’ experience with s-commerce, and only 8% 

have one to three years of s-commerce experience. 

 

Experts were also asked to describe their experience with s-commerce. Fourteen 

participants (56%) were extremely competent with s-commerce, followed by those 

who reported being somewhat competent (32%), while only three (12%) showed that 

they were neither competent nor incompetent. Table 5.32 summarises the 

interviewees’ descriptions of and experiences with s-commerce.  
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Table 5.32: Interviewees and their descriptions 

Interviewees Gender Qualification Work Experience with Social Commerce Current Job 

Participant 1 

PA1 
Female Master degree 

I have a competent level of knowledge and experience of social 

commerce technology via teaching e-commerce course, and publish 

different papers related to the topic. I rely on social media sites a lot 

in term of keeping up to date with fashion trends, learning about 

online self-development workshops, finding out interesting 

information, networking with academics and other people. I am an 

active user of Instagram, and Snapchat. 

Lecturer 

Participant 2  

PA2 
Female Master degree 

I have a high level of experience, and knowledge of s-commerce via 

experimenting with s-commerce applications especially Instagram 

Since 2015. 

Branch Manager 

Participant 3  

PA3 
Female Master degree 

I am expert in online shopping strategies and the different platforms 

used to conduct digital shopping or conversions on a website. 
Online Shopping Specialist 

Participant 4 

PA4 
Male Master degree 

I am teaching e-commerce and e-business courses in the Management 

Information Department. 
Lecturer 

Participant 5 

PA5 
Male PhD degree 

I am specialist in building digital and marketing strategies and 

policies and very familiar with the social commerce as it is part of my 

job. 

Digital Marketing Trainer & 

Consultant 

Participant 6 

PA6 
Male PhD degree 

I knew about social commerce from the very beginning of its 

emergence among people, and the reason for this I was in the United 

States, the cradle of social commerce, where I was an undergraduate 

student at that time in a college town. It was a very common thing to 

buy and sell things among students from other cities with local 

people, especially during the end of the semester and more often at 

the end of the school year (in May of each year). 

Assistant Professor and Head 

of the Department of 

Management Information 

System 
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Participant 7 

PA7 
Male 

Bachelor 

degree 

I am working as a customer feedback analyst in the company for more 

than two years. We receive certain feedbacks from peers who buying 

our product or service that we are selling online via different SN apps. 

Customer Analyst 

Participant 8 

PA8 
Male Master degree 

Currently I am an entrepreneur owning and operating my own 

business (S-commerce company). 
Entrepreneur and Consultant 

Participant 9 

PA9 
Male PhD degree 

An academically accomplished PhD in E-business. I have a unique 

combination of skills and capabilities acquired during research and 

work experience about s-commerce.  

Assistant Professor, and 

Head of Innovation and 

Business Development 

Participant 10 

PA10 
Male Master degree 

I have high experience in SN. Also, I am skilled in interpersonal 

skills, analytical skills, and web design. 
Creative Content Developer 

Participant 11 

PA11 
Female Master degree 

I believe that I have enough knowledge about the s-commerce and 

the factors that encourage customers to buy using it. I am using the s-

commerce for selling and marketing my company items. 

Entrepreneur 

Participant 12 

PA12 
Female Master degree 

A seasoned Information Technology and Business Development 

professional with a demonstrated history of more than 15 years of 

experience in different senior positions 

Senior Business 

Development Consultant 

Participant 13 

PA13 
Male PhD degree 

I am academician with more than 20 years of teaching experience, 

both at undergraduate and postgraduate level. I am active researcher 

in the field of E-business, and SN, and I have published more than 25 

papers in different international journals. 

Assistant Professor, King 

Faisal University 

Participant 14 

PA14 
Female Master degree 

I have more than 6 years’ experience as an e-commerce in both client 

and agency sides. Also, I have worked with different companies to 

build, develop and deliver their digital strategies. 

Senior Digital and E-

Commerce Manager 

Participant 15 

PA15 
Male Master degree I am interested in SN, and e-commerce. Marketing Specialist 
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Participant 16  

PA16 
Male 

Bachelor 

degree 

Experienced brand management and marketing professional with 

over 5 years of international experience. 

Corporate Communication 

and E-Commerce Manager 

Participant 17 

PA17 
Male Master degree 

A Digital Marketing and e-commerce lover. My main job is to build 

a brand presence, engagement, and customer-loyalty from scratch in 

the digital world. 

Specialist in the Social Media 

Marketing 

Participant 18  

PA18 
Male 

Bachelor 

degree 

 I have a competent level of knowledge and experience of social 

commerce with more than six years’ experience.  
E-commerce Director 

Participant 19 

PA19 
Female Master degree I teach couple of courses in social media, and online shopping. Lecturer 

Participant 20 

PA20 
Male 

Bachelor 

degree 

I work as a Digital Marketing Manager with a focus on designing 

strategies to increase sales through SNSs. 
Digital Marketing Director 

Participant 21 

PA21 
Female Master degree 

I am responsible for managing the e-commerce department which 

include the analysing, development and implementation of different 

strategies that involve customer relationship services, and digital 

marketing. 

Head of e-Commerce 

Department 

Participant 22 

PA22 
Male 

Bachelor 

degree 

I work as an IT consultant in the last 8 years, finished 9 projects 

successfully. 4 of my 9 projects include SN technology aligned with 

online shopping. 

IT consultant 

Participant 23 

PA23 
Male Master degree 

I track the data and provide adequate advice as to how the work can 

go forward by rising revenue. 

E-commerce Business 

Analyst 

Participant 24 

PA24 
Female 

Bachelor 

degree 

Actually, we are selling our product by using the Instagram, and 

Facebook applications since 2018. So, I am totally familiar with the 

s-commerce. 

E-commerce specialist and 

experienced in customer 

service 

Participant 25 

PA25 
Female Master degree 

Social commerce is when a person buys a product/service through 

social platforms. I have some interactions with some product 

providers who have been recommended to me.  

Lecturer/ Graduate 

Researcher 
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 Important S-commerce Factors Based on the Interviewees’ 

Experience 

In this stage, the researcher asked the interviewees one open-ended question 

concerning their experience, and knowledge about the most important factors that will 

encourage customers to use s-commerce. The question (number 8) was: 

 

 Based on your experience, list the most important factors that will 

encourage customers to use SN applications for online shopping? 

 

This question was framed to elicit information about the interviewees’ perspective and 

experience of s-commerce. This related to the research question regarding the factors 

that must be included when developing a holistic s-commerce model for Saudi Arabia. 

Responses to question 8 produced some of the significant factors related to 

organization characteristic, social, and design themes that might promote the adoption 

of s-commerce in Saudi Arabia based on the experts’ experiences, such as recognized 

company, social influence, and usability. The participants’ answers are shown below: 

 

It is a social networking site so people are looking for the 

social aspect and this can be reflected in a good content such 

as sharing interesting skincare routine, updates about fashion, 

new information/updates about the society, new opportunities, 

travel information etc…. build a good relationship with the 

audience and make a strong connection. (PA1) 

 

Image quality and display information, payment method, 

report the violators of using the site, and the response of the 

site management to that, and availability of more than one 

delivery option. (PA6) 

 

Providing accurate information, and a good quality 

infrastructure. (PA16) 
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Providing a useful, and reliable information, having a strong 

attachment with customers, and be honest to get trust. (PA23) 

 

The presentation, prices and the ability to interact with the 

seller. Also, recommendations and testimonials. (PA25) 

 

Other interviewees emphasized the crucial factors related to content, psychological, 

and culture themes such as trust, privacy, habit, and perceived enjoyment. 

 

There are many factors, but the most important one is Trust. 

(PA3) 

 

Easy to use, trust in marketplace, sellers, and apps, security, 

usefulness, money saving, free delivery, and quality. (PA12) 

 

Enjoying, ease of use, trust, app interface, seller support, 

recommendations, and privacy. (PA11) 

 

There are many factors that motivate consumers to use s-

commerce. As a point of my view security, trust, and famous 

brand or company are the most important factors. (PA14) 

 

Trust is the most important factors that any customer looks for 

to use s-commerce. (PA19) 

 

I think Trust in seller, and company, privacy and culture are 

the most important factors that will encourage customers to 

use social networking applications. (PA24)  
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 Thematic Analysis of S-commerce Themes 

This section presents the experts’ comments about the essential factors required for the 

adoption of s-commerce in Saudi Arabia and whether these factors influence the 

customers’ attitudes toward the adoption of s-commerce in Saudi Arabia. The 

interview questions in this section were designed to assess the seven themes yielded 

by the online survey results and validated by the interview data. These themes include 

organization characteristics, design, content, social, psychological, culture, and 

sustainability themes. In addition to the themes, from the online survey data, 25 factors 

were extracted which are associated with the themes, and must be assessed. 

 

5.6.3.1 Theme One: Organization Characteristics 

As explained in section 4.5.1.2.1.1, this theme focuses mainly on four factors: 

favourable reputation, recognized company, instructions and guidelines, and delivery.  

 

In this part of the interview, the participants were asked to rate the importance of each 

factor in this theme. From the interviews, it was observed that the majority of the 

participants agreed with the importance of the four factors. However, only two 

interviewees believed that the recognized company factor is only slightly important, 

and one felt that the instructions and guidelines factor is slightly important as well. 

Figure 5.52 below shows the interviewees’ thoughts regarding the importance of the 

four factors under the theme of organization characteristics. 
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Then the researcher asked the interviewees to give the reason for their rating. 

Interviewees indicated their reasons of the factors rating by the following comments: 

 

Because these four factors “Recognized Company”, 

“Favourable Reputation”, “Instructions and Guidelines”, 

and “Delivery” form the cornerstone of any organization, and 

if any one of them is dysfunctional. In my opinion, it causes the 

entire system to malfunction. For example, let's assume that an 

organization has the first three factors, but it has a problem 

with the fourth factor, “Delivery” We will find that customers 

abandon it over time, and this happened frequently in Saudi 

Arabia. (PA6)  

 

This theme consists of all essential factors that I could I think 

of. (PA15)  

 

In term of organization theme these four factors are the most 

value factors in order to encourage customers in Saudi to shop 

online using the social networking applications. (PA20) 

Figure 5.52: Interviewees’ rate regarding the importance of the four factors under the organization characteristics theme 
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 Recognized Company, and Favourable Reputation 

As seen in Figure 5.52, most of the interviewees admitted that the 

recognized company and favourable reputation factors play a significant 

role in the successful adoption of s-commerce in Saudi Arabia. These 

views are evident in the following quotations:  

 

The reputation is very important, and we can assess the 

company based on their reputation which will likely reflect on 

their quality of products and services. (PA1) 

 

Consumer always looking deeply to the company reputation 

and whether it is known or not. (PA3) 

 

I usually buy from company or people who have a good 

reputation, and well-known companies. (PA5) 

 

Companies which provide a popular product, deliver their 

items on time, and concern about their customers they will 

have a good reputation. (PA23) 

 

Tellingly, however, other experts pointed out that it would be better to 

delete the recognized company factor or merge it with the favourable 

reputation factor as it refers to the same meaning. Experts’ comments 

regarding this point are given below:  

 

The first and second factors (Recognized Company, and 

Favourable Reputation) are related to each other and can play 

significant parts in fostering the trust. (PA12) 

 

Do you think the first two factors have the same meaning? 

(PA19) 
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Customers feel concern about the Favourable Reputation of 

the company, but they do not pay any attention if the company 

is well recognized or not. (PA22) 

 

 Instructions and Guidelines 

Instructions and guidelines are known as facilitating conditions (users’ 

perceptions of the instructions and guidelines available to perform s-

commerce) in the UTAUT 2 theory (Venkatesh et al., 2012). It was 

noticeable that the great majority of the interviewees identified instructions 

and guidelines as a significant factor that influences behavioural intention 

to use technology and usage behaviours. Quotations below show their 

opinions about this factor: 

 

Instruction also another relevant factors as it will reduce the 

errors and problems might occur during the shopping 

experience (PA1) 

 

Guidelines help customer to make purchases easier and clear. 

(PA2) 

 

Providing an obvious instruction to the customers about the 

buying steps will of course encourage consumers to buy 

especially the customers who have not use the s-commerce 

before. (PA12) 

 

This is very important factor and different studies approved 

that this factor has high influence on the usage behaviour. 

(PA13) 

 

On the other hand, other interviewees declared that the instructions and 

guidelines do not have any effect on behavioural intention to use s-
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commerce because users in Saudi Arabia are familiar with the procedures 

associated with using s-commerce. 

 

With the revolution of the technology, there are no needs for 

any instructions and guidelines for how to use the s-

commerce… Most or all of the consumers are familiar with the 

procedures of using online shopping by using social 

networking apps in Saudi. (PA10) 

 

I think there is no need for instructions and guidelines as long 

the site is easy to use. (PA18)  

 

 Delivery 

This is the last factor of organization characteristics theme. Most of the 

interviewees (84%) attested to the paramount importance of the delivery 

factor in influencing the adoption of s-commerce in Saudi Arabia, as seen 

in the following comments:  

 

Delivery is the highest importance for me as it will be related 

to my satisfaction level! Once I get my package in the right 

time and condition this means I will be happy and might 

purchase again. (PA1)  

 

The delivery facilities process for buying and increase demand 

on company products if it is free or offering fast trust delivery 

in cheap fees. (PA2) 

 

Also, researcher should pay more attention on the last point 

Delivery as it is a sensitive issue in Saudi. (PA24) 
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5.6.3.1.1 Modifications in the Organization Characteristics Theme 

Then, the interviewees were asked to comment on the relationship between factors and 

whether they are grouped under the right theme.  

 

 Do you think the factors under the “Organization Characteristics Theme” 

are related to each other and can be grouped under the same theme? 

 

In brief, as seen in Figure 5.53, most interviewees (23 out of 25) confirmed that all the 

four factors are related to the organization characteristics theme, and are logically 

related to one another.  

 

 

 

 

 

 

 

 

 

 

 

 

A recognized company and favourable reputation factors are related to each other and 

have the same meaning as s-commerce experts pointed out previously. In the context 

of s-commerce, any organization with a favourable reputation should be a well-known 

company. So, the recognized company factor was eliminated from the final holistic s-

commerce model.  

 

Figure 5.53: Interviewees’ evaluation regarding the relations between 

factors in the organization characteristics theme 
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Based on the interview data analysis, this theme has three significant factors which 

could enhance the adoption of s-commerce in Saudi Arabia: favourable reputation, 

instructions and guidelines, and delivery as shown in Figure 5.54.  

 

 

 

 

5.6.3.2 Theme Two: Design 

As stated in section 4.5.1.2.1.2, this theme consists of four factors: usability, perceived 

usefulness, system quality, and information quality. In this section, the interviewees 

rated the importance of the factors associated with the design theme.  

 

The data showed that the majority of participants confirmed the importance of the four 

factors. Nevertheless, one interviewee believed that the perceived usefulness factor is 

only slightly important, and another one agreed that the system quality factor is only 

slightly important as well. Based on the interview data, Figure 5.55 illustrates the 

importance rating of the four factors under the design theme. 

Figure 5.54: Coding tree of organization characteristics theme 



  

234 

   

Interviews  

 

 

After giving these factors an importance rating, interviewees were asked to give the 

reason for their rating. The explanations included the following: 

 

Functionality such as usability, usefulness, quality are 

essential factors in social commerce because they attract the 

customers to use the social networking apps for online 

shopping. (PA5)  

 

All the world-famous Internet sites combine perfectly on these 

four factors Usability, Perceived Usefulness, System Quality, 

and Information Quality. As it is not sufficient to achieve these 

four factors only in the first version of the site, but rather is a 

continuous process of updating that keeps pace with the latest 

technologies in website design. Find what suits users and how 

compatible this is with the devices they use. (PA6) 

 

Very important theme and consist of all the significance 

factors. (PA15) 

 

Figure 5.55: Interviewees’ rate regarding the importance of the four factors under the design theme 
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The Design theme and the factors under it considered as 

significant factor in determining the success of a social 

commerce and user behaviour (PA25) 

 

 

 Usability 

The usability factor was cited by all of the interviewees as an important 

factor that would encourage s-commerce use and adoption, as illustrated 

by the following quotations: 

 

Also, usability is very significant factor because the less the 

effort required of an individual to learn and use the s-

commerce app, the more likely he or she is use it frequently. 

(PA3) 

 

Ease of use is part of the usability. When marketplace and s-

commerce apps construct sites that are easy to use and 

navigate, they are effectively will build a relationship with 

their consumers. (PA12) 

 

People use s-commerce because it has many benefits such as 

shopping with more convenience, and more product variety. 

(PA16) 

 

I think it is important to focus on the usability and this will 

influence customer to use the s-commerce. (PA21) 

 

 

 Perceived Usefulness 

The great majority of the interviewees (88%) agreed that perceived 

usefulness is a significant factor that would encourage customers to use s-

commerce in Saudi Arabia, as seen in the following:  
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Consumers will be encouraged to use the s-commerce when 

they perceive the usefulness of it. (PA10) 

 

Consumers always care about if this technology is useful or 

not. (PA14) 

 

People use s-commerce because it has many benefits such as 

shopping with more convenience, and more product variety. 

(PA16) 

 

Despite the importance of the perceived usefulness factor, some 

interviewees believed that this factor is not related to the design theme. 

 

Perceived Usefulness is important factor, but it has no relation 

to the design theme. You can create new theme for it. (PA3) 

 

Usefulness factor is very important factor, but I think better to 

move to another theme. (PA12) 

 

ALL of them related to the design theme except the Perceived 

Usefulness factor. It is important factor, but you could move it 

to another theme. (PA13) 

 

 System Quality and Information Quality 

These are the last two factors under the design theme. According to H. Lin 

et al. (2014), system quality could influence a customer’s sense of 

belonging to an SNS. Moreover, Y. Kim (2011) maintained that the quality 

of the information is a crucial factor that affects customers’ trust in s-

commerce.  

 

As can be seen in Figure 5.55, most of the interviewees confirmed that 

system quality and information quality play a significant role in the 
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successful adoption of s-commerce in Saudi Arabia. Experts’ opinions 

regarding this point are indicated below: 

 

Information and system quality factors are very important 

because they are increasing the consumers’ trust in online 

environments. (PA3) 

 

Consumers will be encouraged to use the s-commerce when 

they perceive the usefulness of it, and trust on the quality of the 

system, and information. (PA10)  

 

Customers need an accurate information when he is not 

familiar with a brand or product, while he buys online. (PA20) 

 

One of the most important factors that can motivate customer 

to use s-commerce is having a useful, and comprehensive 

information. (PA23) 

 

Other participants believed that the service quality factor should be 

included in the s-commerce model as it encourages the adoption of s-

commerce in Saudi Arabia, as indicated by the comments below:  

 

Totally agree with you but What about the service quality!! 

(PA7) 

 

I do not see that you mentioned the service quality?! Which is 

more important than system and information quality? (PA11) 

 

Regarding Quality factors, different studies have reviewed the 

significance of s-commerce site quality. There are three 

different sites quality measures: Information quality, system 

quality, and service quality. (PA12) 
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As I know, there are three different type of the quality that can 

be used to measure any technology: information, system and 

service quality. I think better to add the service quality to your 

model to get a comprehensive image. (PA24)  

 

5.6.3.2.1 Modifications in the Design Theme 

The interviewees were then asked to evaluate the relationships between factors and 

comment on whether they belonged to the correct theme. 

 

 Do you think the factors under the “Design Theme” are related to each 

other and can be grouped under the same theme? 

 

As shown in Figure 5.56, the majority of participants (84%) agreed that all four factors 

were related to the design theme and had a logical interrelationship.  

 

 

 

 

In short, the usability, perceived usefulness, system quality, and information quality 

factors were confirmed by the majority of the interviewees. However, the perceived 

usefulness factor became a new theme in the final s-commerce model. Also, a new 

factor (service quality) was added to this theme (design theme) based on the experts’ 

Figure 5.56: Interviewees’ evaluation regarding the relations between factors in the design theme 



  

239 

   

Interviews  

opinion. This is consistent with the Hernández et al. (2009) finding that the system, 

information, and service quality provided by a company through its website are the 

most important aspects of commercial website design. 

 

Based on the thematic analysis, this theme has four significant factors that can 

encourage the adoption of s-commerce in Saudi Arabia: usability, system quality, 

information quality, and service quality as shown in Figure 5.57. 

 

 

 

 

5.6.3.3 Theme Three: Content  

As stated in section 4.5.1.2.1.3, this theme has two factors: non-monetary and 

perceived enjoyment. In this section, the interviewees rated the importance of the 

content theme-related factors. The majority of the interviewees (19 out of 25) agreed 

that the non-monetary factor was important. On the other hand, only 32% of the 

interviewees considered that the perceived enjoyment factor is important. Figure 5.58 

below shows the interviewees’ opinions regarding the importance of the two factors 

under the content theme. 

Figure 5.57: Coding tree of design theme 
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Some experts (4 interviewees) suggested a new name for the content theme. They 

believed that it should be labelled ‘usefulness’ instead of ‘content’. Experts’ comments 

regarding this point are given below: 

 

I recommend the researcher to change the theme name to 

Usefulness. Then he can put the following factors under it 

(Monetary, and Nonmonetary). (PA3) 

 

You should change the theme name to usefulness theme and 

delete the usefulness factor from the design theme. (PA7) 

 

I would like to change the Content theme to Usefulness theme. 

(PA9) 

 

Well, I think here what I have talked about it previously. You 

can change the Content theme name to Usefulness theme. 

(PA12) 

Figure 5.58: Interviewees’ rating regarding the importance of the two factors under the content theme 
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 Nonmonetary 

Seventy-six percent of interviewees agreed that the non-monetary factor 

plays a significant role in the successful adoption of s-commerce in Saudi 

Arabia. This viewpoint is evident in these comments:  

 

I think that these two factors “Non-monetary” and “Perceived 

Enjoyment” are very helpful in social commerce, especially if 

we take into account the spread of social networks among 

people and the extent of this impact on other potential 

customers who may increase the amount of purchase of a 

specific product or site visits due to the availability of these 

two factors. (PA6) 

 

Non-monetary factor such as giving a gift for consumer 

consider as very important factor that could motivate 

consumer to buy online using the social networking apps. 

(PA8) 

 

“When a company provide customers with special offers, and 

gift, they will get the customers loyalty.” (PA23) 

 

 Perceived Enjoyment 

Some interviewees saw the use of s-commerce as a pleasurable experience. 

They believed that the design of s-commerce sites has to be enjoyable as 

indicated by the comments below: 

 

There are no doubts that Nonmonetary, and perceived 

enjoyment factors are significant. (PA3) 

 

Very important points for any customers would like to use s-

commerce. (PA18) 
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I think customers in Saudi Arabia will accept the s-commerce 

for shopping as it is enjoyable and saving their time. (PA21)  

 

On the other hand, other participants confirmed that it would be better to 

remove the perceived enjoyment from the model because it is under the 

non-monetary factor.  

 

But perceived enjoyment factor is part of the nonmonetary 

factor. You know that Nonmonetary consist of many elements 

such as the amount of time spent on purchasing, enjoyment and 

emotional efforts. (PA3)  

 

Remove the Enjoyment factor because it is included under the 

Nonmonetary Factor. (PA12) 

 

Most of the interviewees believed that there is no direct relationship 

between enjoyment and using of s-commerce as supported by the 

comments below. 

 

Customers do not care about the enjoyment inside the s-

commerce platform. They use it for shopping purpose not for 

the entertainment (PA5) 

 

S-commerce focuses on online shopping not about 

entertainment. (PA10) 

 

I am not sure about what does enjoyment factor means here!! 

There is no relation between online shopping and enjoyment. 

Saudi consumers care about saving money when the shopping. 

They are not looking for how enjoy it is. (PA14) 

 

I think that there is no direct relationship between Enjoyment 

and using of s-commerce. (PA17) 
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5.6.3.3.1 Modifications to the Content Theme 

The interviewees were then asked to evaluate the relationships between factors and 

comment on whether they were under the correct theme. 

 

 Do you think the factors under this theme are related to each other and can 

be grouped under the same theme? 

 

The participants agreed that the factors are related to this theme, but they suggested 

including the perceived enjoyment factor under the non-monetary factor. Moreover, 

some participants indicated that the monetary factor should be under this theme instead 

of the psychological theme. Experts’ comments regarding this point are below: 

 

Here the Monetary factor is part of the perceived usefulness. 

(PA2) 

 

Also, I have seen that you added the monetary factor under the 

Psychological Theme. I think better to add it here.  (PA7) 

 

You might need to add another factor related to the usefulness 

such as Saving Money.  (PA9) 

 

You can add monetary factor to this theme. (PA19) 

  

As a result of the interviewees’ suggestions, the theme name was changed from 

‘content’ to ‘perceived usefulness’. And the non-monetary factor was confirmed by 

the majority of the participants to reflect the purpose of it correctly. Also, a monetary 

factor was added to this theme (perceived useful theme) based on the experts’ opinion. 

However, the perceived enjoyment factor was excluded following the suggestion 

offered by most of the interviewees.  
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Based on the interview data analysis, this theme consists of two significant factors 

which could encourage the adoption of s-commerce in Saudi Arabia: non-monetary 

and monetary as shown in Figure 5.59.  

 

 

 

5.6.3.4 Theme Four: Social 

According to T. Zhou (2019), social interaction is an important predictor of 

consumers’ intention to use s-commerce. As discussed in section 4.5.1.2.1.4, this theme 

contains factors: social presence, sellers’ informational support, emotional support, 

and stakeholders’ endorsement. In this section, the interviewees rated the importance 

of the factors associated with the social theme. Most of the participants agreed on the 

importance of the four factors. However, one interviewee believed that the social 

presence and emotional support factors are only slightly important, and one felt that 

the sellers’ informational support factor is not important at all Figure 5.60 depicts the 

interviewees' perspectives on the significance of the four factors under the social 

theme.  

Figure 5.59: Coding tree of perceived usefulness theme 
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When asked to explain their rating, interviewees’ comments included: 

 

Social presence would make it more realistic and relatable and 

might make me comfortable with it. (PA1) 

 

Consumers on the online shopping always concern about 

others’ opinions. So, they normally could be influenced 

socially by other users. (PA10) 

 

It is important to include the social factors to your model. 

Effective connection and social interaction in the social 

networking apps is considered to be the key to establish a 

successful online relation between marketplace, sellers and 

buyers. (PA11) 

 

Figure 5.60: Interviewees’ rate regarding the importance of the four factors under the social theme 
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These are the most common factors under social theme in any 

process of adopting new type of technology such as s-

commerce. (PA15)  

 

From my experience, if all the above factors were considered 

carefully, this will cover the social theme. (PA17) 

 

 Social Presence 

A social presence enables people to sense human contact, human warmth, 

and sensitivity and is, therefore, an important predictor of the intention of 

an individual to use s-commerce (S. Sharma et al., 2019). As seen in Figure 

5.60, most of the interviewees confirmed that the social presence factor 

plays a vital role in the successful adoption of s-commerce in Saudi Arabia. 

Interviewees’ feedback regarding this factor is given below: 

 

For example, the social presence is important because this 

reflects the experience of using social media in general and 

social commerce in specific. (PA2) 

 

Users in SA will be influenced from their peers or community 

in regard to the use of social commerce. (PA5) 

 

Human experience is important and influence customers to use 

s-commerce. (PA16) 

 

 Sellers’ Informational Support 

The great majority of the interviewees (23 out of 25) agreed that sellers’ 

informational support is a significant factor that encourages customers to 

use s-commerce in Saudi Arabia. Some of the views include:  

 

It is important to providing messages in the form of advice, or 

knowledge from the sellers that could assist consumers when 

they face a problem. (PA3) 
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In short, the Sellers’ Informational Support is what a buyer is 

looking for when he/she has an opportunity to compare 

products or intermediate sites to buy things. (PA6) 

 

 Emotional Support, and Stakeholders’ Endorsement 

These are the last two factors under the social theme. According to J. Chen 

and Shen (2015), emotional support emphasises the care and compassion 

of the community which is essential, especially for developing ties in the 

community of s-commerce. Moreover, customer testimonials on social 

commerce sites can include content with a negative or positive valence (Y. 

Wang & Yu, 2017).  

 

As can be seen in Figure 5.60, most of the experts confirmed that 

emotional support and stakeholders’ endorsement play an important role 

in the successful adoption of s-commerce in Saudi Arabia. The following 

are the opinions of interviewees on this point: 

 

Users in SA will be influenced from their peers or community 

in regard to the use of social commerce. (PA5) 

 

Emotional support, and stakeholder’s endorsement such as 

customer reviews has a significant effect on the consumers' 

intention to use social commerce. (PA12) 

 

Recommendations, and emotional support are important and 

influence customers to use s-commerce. (PA16) 

 

Recommendations that come from close friends highly 

encourage customers in the adapting and using the s-

commerce. (PA19) 
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5.6.3.4.1 Modifications in the Social Theme 

Interviewees were then asked to evaluate the relationship between factors and 

comment on whether they belonged under the social theme.  

 

 Do you think the factors under the “social theme” are related to each other 

and can be grouped under the same theme? 

 

As seen in Figure 5.61, most interviewees (92%) agreed that all the four factors are 

related to the social theme, and have a logical interrelationship.  

 

 

In short, the importance of social presence, sellers’ informational support, emotional 

support, and stakeholders’ endorsement factors was agreed upon by the majority of the 

respondents. However, the name of the stakeholders’ endorsement factor was changed 

to “Customer Testimonials” following one expert’s suggestion:  

 

Endorsement usually is used with celebrities so better to 

change it to Customer Testimonials. (PA23)  

 

Based on the thematic analysis, this theme consists of four essential factors that can 

motivate the adoption of s-commerce in Saudi Arabia: social presence, sellers’ 

Figure 5.61: Interviewees’ evaluation regarding the relations between factors 

in the social theme 
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informational support, emotional support, and customer testimonials as shown in 

Figure 5.62. 

 

 

 

5.6.3.5 Theme Five: Psychological  

As explained in section 4.5.1.2.1.5, there are four factors under this theme: monetary, 

community commitment, trust, and transaction safety. In this section, the interviewees 

rated the importance of the psychological theme-related factors. The majority of 

interviewees agreed that this theme and its factors are important. The importance of 

the four factors under the psychological theme was rated by the interviewees, as 

depicted in Figure 5.63. 

Figure 5.62: Coding tree of social theme 
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The researcher then asked each interviewee to give the reason for his/her rating. The 

following comments indicate some of these reasons:  

 

Consumers are purchasing from the App that fit personal 

values and needs and all of these factors make them reassured 

and satisfy their internal needs such as being secure from 

fraud and confidence in using the App. (PA6) 

 

I think this the most important theme and include the 

significant factor. (PA7) 

 

What can I say about these factors, there are no doubts about 

the importance of all of them. (PA12) 

 

 Monetary 

Y. Kim (2011) indicated that the monetary factor is frequently viewed as 

a significant influence on customers’ purchase decisions. The great 

majority of interviewees (84%) agreed that the monetary factor has a great 

Figure 5.63: Interviewees’ rate regarding the importance of the four factors under the psychological theme 
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effect on behavioural intention to use s-commerce as seen in the following 

statements: 

 

People seek how to save money and buy a cheap product with 

acceptable quality. (PA4) 

 

Saudi consumers care about saving money when the shopping. 

(PA14) 

 

This factor increases the customer's trust and the product 

reputation (PA25) 

 

Despite the importance of the monetary factor, PA13, and PA24 declared 

that this factor is not related to this theme. 

 

Monetary factor is important factor, but I think it is not related 

to this theme. Try to move it to another theme. (PA13) 

 

No need to have the monetary factor here as I have mentioned 

previously, you already included it under the perceived 

usefulness factor. (PA24) 

 

 Community Commitment 

Most of the experts (17 out of 25) confirmed that community commitment 

is also a crucial factor that should be included in the proposed model as it 

encourages the adoption of s-commerce in Saudi Arabia as indicated by 

the comments below: 

 

The presence of these four factors “Monetary”, “Community 

Commitment”, “Trust”, and “Transaction Safety” combined, 

ensures that the buyer has confidence in the transaction and 

the purchase process, which further expands the volume of 

social commerce in the future. (PA6) 
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Community Commitment or as other call its loyalty is very 

essential factor especial in Saudi. People care about the 

relationship between them and sellers. So, we can see that 

there are many different loyalty programs in Saudi Arabia to 

grab the customer and increase their loyalty to the 

marketplace. (PA13) 

 

 Trust, and Transaction Safety 

Trust is important factor in commercial transactions, which is why many 

academics in both s-commerce and e-commerce have examined it (N. 

Hajli, Wang, et al., 2017). As seen in Figure 5.63, all of the interviewees 

attested that trust, and transaction safety factors play a significant role in 

the successful adoption of s-commerce. This view is evident in these 

comments:  

 

Consumers are purchasing from the App that fit personal 

values and needs and all of these factors make them reassured 

and satisfy their internal needs such as being secure from 

fraud and confidence in using the App (PA1) 

 

Trust and transaction safety influence customer decisions to 

purchase items via social special small business. (PA2) 

 

The Internet is a very big place and it’s easy to face any 

transaction issue, so consumers always care about who are 

dealing with to keep their money safe. (PA3) 

 

Customers always looking for the truthful sellers and 

marketplaces that provide a high level of security. (PA7) 

 



  

253 

   

Interviews  

5.6.3.5.1 Modifications in the Psychological Theme 

All of the four factors under the psychological theme were confirmed by the majority 

of interviewees. However, the monetary factor was moved to the perceived usefulness 

theme following the experts’ suggestions.  

 

Based on the interview data analysis, this theme has three significant factors which 

could improve the adoption of s-commerce in Saudi Arabia: community commitment, 

trust, and transaction safety as seen in Figure 5.64.  

 

 

 

5.6.3.6 Theme Six: Culture 

As various nations have distinct values and cultures, the behaviour of SN users and 

their desire to engage in s-commerce may differ (Ng, 2013). This theme consists of 

five factors as mentioned in section 4.5.1.2.1.6: technical skills, team group, perceived 

ethics, uncertainty avoidance, and habit.  In this section, the interviewees rated the 

importance of the factors associated with the culture theme. 

 

The majority of the experts agreed on the importance of technical skills, team group, 

uncertainty avoidance, and habit factors. However, they had conflicting opinions about 

the importance of the perceived ethics factor Figure 5.65 illustrates the importance 

rating of the five factors under the culture theme. 

Figure 5.64: Coding tree of psychological theme 
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The following comments indicate some of the reasons for the ratings assigned to the 

factors:  

 

Undoubtedly, these four factors “Technical Skills”, “Team 

Group”, “Perceived Ethics”, and “Uncertainty Avoidance” 

have an important role in promoting social commerce. 

Although it was slightly less than the other factors mentioned 

in the proposed model. (PA6) 

 

Culture factors are important in adopting any technology. 

(PA16) 

 

Cultural factors are very sensitive issue in Saudi and have to 

be taken into consideration. (PA21) 

 

Figure 5.65: Interviewees’ rate regarding the importance of the five factors under the culture theme 
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Companies that intend to sell items whether online or not in 

any countries such as Saudi Arabia, they must be sensitive to 

the cultural factors. (PA22) 

 

 Technical Skills 

This factor improves consumers’ understanding of online shopping 

procedures and reduces the complexity of decision-making (Al-Adwan & 

Kokash, 2019). Eighty percent of the experts agreed that the technical 

skills factor has a great effect on behavioural intention to use s-commerce 

as indicated by the following comments: 

 

Knowing how to use the App and shop online very important 

because this will ease the shopping process and reduce any 

risk purchase. (PA1) 

 

Users also need to have the technical competence to easily 

utilities social commerce. (PA5) 

 

Also, technical skills factor can motivate customer to use s-

commerce. Because when customers don't have the required 

skills to use it, mostly he will not take the risk and try to use it. 

(PA12) 

 

On the other hand, two of the participants believed that the technical skills 

factor does not have a significant effect on behavioural intention to use s-

commerce because of the following reasons: 

 

I think the Saudi environment will be more open especially 

with Saudi Arabia’s vision, so the effectiveness of these factors 

(Technical Skills, Team Group, Perceived Ethics, Uncertainty 

Avoidance, and Habit) decreased by the time and became 

slightly important. (PA2) 
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Also, customers do not need that much of skills to use s-

commerce, it is very easy, and simple. (PA23) 

 

 Team Group 

According to Sheikh et al. (2017), Saudi Arabia is classified as a 

collectivist society because people see themselves as members of a group. 

Individuals in a collectivist culture are more impacted by other 

individuals’ opinions and are more concerned with others’ lives (Yin et al., 

2019). Most of the interviewees agreed that the team group factor has a 

great effect on behavioural intention to use s-commerce as expressed 

below: 

 

Customer’s attitude especially in our culture will be affected 

from their team group. (PA5) 

 

Team group or as other study call it Collectivism is very 

important and it is part of Saudi Culture. It means that people 

are more likely to be concerned about each other and share 

their reviews on items or services. (PA13) 

 

 Perceived Ethics 

Some interviewees confirmed that the perceived ethics factor does not play 

any role in promoting customers' engagement with s-commerce, so they 

suggested removing it from the final model. They expressed the following 

opinions:  

 

I would like to say that no need to add an ethical factor to your 

model. (PA9) 

 

Customers in Saudi have not paid any attention to the ethical 

issues with s-commerce. They always believe that s-commerce 

sites are honest unless they faced problem with them. (PA14) 
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I cannot think of any ethical concerns with s-commerce. 

(PA17) 

 

I have not understood what you mean by Perceived Ethics, and 

Team Group factors!! I feel there are no direct relationship 

between them and s-commerce. (PA18) 

 

 Uncertainty Avoidance, and Habit 

Previous research has indicated that nations with a high level of 

uncertainty avoidance may limit their use of online platforms unless they 

feel that the online activity is secure and that they can trust it (Ng, 2013). 

Furthermore, Liao et al. (2006) examined habit as a key construct to 

anticipate and justify customers' continued intention to use a B2C website. 

The vast majority of experts believed that uncertainty avoidance and habit 

factors have a significant impact on behavioural intention to use s-

commerce, as evidenced by the following: 

 

Habit is very very important and now there is a relevant 

concept (FOMO) fear of missing out. Users just use the App 

as part of their daily so the shopping might become as part of 

their daily life! (PA1)  

 

It is great to add the Uncertainty Avoidance in your model 

because Consumers in Saudi have a preference for avoiding 

uncertainty (It is part of the Saudi culture). (PA12) 

 

It is habit especially for women in Saudi as they find it easy to 

shop instead of doing a traditional shopping. (PA20) 

 

5.6.3.6.1 Modifications in the Culture Theme 

The interviewees were then asked to evaluate the relationships between factors and 

comment on whether they were under the correct theme. 
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 Do you think the factors under the “Culture Theme” are related to each 

other and can be grouped under the same theme? 

 

As shown in Figure 5.66, the majority of participants (96%) agreed that all the factors 

are related to the culture theme and have a logical relationship to one another. 

 

 

 

 

 

 

 

 

 

 

The team group factor name was changed to “Collectivism” which, based on previous 

studies, better reflects its purpose (Noh et al., 2013; Sheikh et al., 2017; Yin et al., 

2019). Moreover, the perceived ethics factor was excluded following the experts’ 

suggestion. This is consistent with the findings of Akman and Mishra (2017).  

 

Following the data analysis, this theme has four significant factors which could 

encourage the adoption of s-commerce in Saudi Arabia: technical skills, collectivism, 

uncertainty avoidance, and habit as illustrated in Figure 5.67. 

 

Figure 5.66: Interviewees’ evaluation regarding the relations between factors in the 

culture theme 
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5.6.3.7 Theme Seven: Sustainability 

As discussed in section 4.5.1.2.1.7, this theme focuses mainly on examining the extent 

to which the issue of environmental and economic sustainability could affect 

customers’ willingness to adopt s-commerce in Saudi Arabia. It consists of two factors: 

environmental sustainability and economic sustainability. 

 

The interviewees were asked to rate the importance of each factor under this theme. 

The majority of interviewees (17 out of 25) agreed that both factors were important, 

while only two interviewees believed that the environmental sustainability and 

economic sustainability factors are slightly important, and one felt that they are not 

important at all Figure 5.68 below shows the interviewees’ opinions about the 

importance of the two factors under the sustainability theme. 

Figure 5.67: Coding tree of culture theme 
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When asked to give reasons for their rating, interviewees offered the following 

comments: 

 

Sustainability is a key value for social commerce. 

Environmental Sustainability and Economic Sustainability 

like two wings of a bird, without which it could not fly. (PA6) 

 

Sustainability factors is one of the key factors to measure their 

effectiveness to consumers' intention to use s-commerce in 

developed countries, but I have no idea how is that work with 

developing countries like Saudi Arabia. (PA15) 

 

Very interested to add these factors to your model. This will be 

a good contribution to your study. (PA18) 

 

Other interviewees linked the importance of the sustainability factor with the Saudi 

Vision 2030 blueprint which has been adopted by the Saudi government: 

 

Figure 5.68: Interviewees’ rate regarding the importance of the two factors under the sustainability theme 
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Very interesting. You know Saudi government now has 

adopted Saudi Vision 2030 which looking to become a more 

economic, and environmentally sustainable by reducing the 

dependency on oil, and generating green business. (PA7) 

 

This theme aligned with the Saudi Vision 2030. (PA10) 

 

Very new and important factors. May be at this stage 

consumers in Saudi have not care about these factors, but they 

will be aware about them soon along with the 2030 Saudi 

Vision. (PA14) 

 

 Environmental Sustainability and Economic Sustainability 

The interviewees’ comments suggest that environmental sustainability and 

economic sustainability in s-commerce play a large role. The great 

majority of the interviewees attested to the paramount importance of these 

two factors in influencing the adoption of s-commerce in Saudi Arabia: 

 

It is important to develop knowledge about eco products and 

keep environment safe. (PA2) 

 

It will reduce cost for both customers and sellers. Also, it will 

help to reduce environmental pollution. (PA5) 

 

Very interested to add these factors to your model. This will be 

a good contribution to your study. (PA18) 

 

5.6.3.7.1 Modifications in the Sustainability Theme 

The respondents were then asked to examine the links between elements and determine 

whether they were grouped under the appropriate theme.  
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 Do you think the factors under the “Sustainability Theme” are related to 

each other and can be grouped under the same theme? 

 

As seen in Figure 5.69, the majority of participants (96%) agreed that all the factors 

are related to the sustainability theme and have a logical interrelationship.  

 

 

 

 

 

The majority of the respondents agreed about the importance of the sustainability 

theme, which contains two factors environmental sustainability and economic 

sustainability as shown in Figure 5.70. Interviewees agreed that these factors should 

be included in the proposed s-commerce model.  

Figure 5.69: Interviewees’ evaluation regarding the relations between factors in the 

sustainability theme 
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 Experts’ Perception of the Enhanced S-commerce Model 

This section explains and justifies the inclusion of each factor suggested for the final 

s-commerce model for Saudi Arabia. It provides a summary of interviewees’ responses 

to the enhanced s-commerce model as well as their additional comments. The experts 

were asked the following question: 

 

 Do we need to add new factors to the model, or merge, or delete any factors 

from the developed model? Please give one or more reasons for your 

response. 

 

The great majority of the experts approved all the factors provided by the enhanced 

model and suggested several changes to the final model such as adding a new factor 

related to the design theme and changing the name of the content theme. The researcher 

considered these suggestions which are presented in Table 5.33. Interviewees offered 

the following comments:  

 

Customers feel concern about the Favourable Reputation of 

the company, but they do not pay any attention if the company 

is well recognized or not. (PA22) 

Figure 5.70: Coding tree of sustainability theme 
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Regarding delivery, I found many consumers do not care about 

the delivery time as long as they received their order in 

excellent condition. (PA11) 

 

With the revolution of the technology, there are no needs for 

any instructions and guidelines for how to use the s-commerce. 

Most or all of the consumers are familiar with the procedures 

of using online shopping by using social networking apps in 

Saudi. (PA10) 

 

Perceived Usefulness is important factor, but it has no relation 

to the design theme. You can create new theme for it. (PA3) 

 

As I know, there are three different type of the quality that can 

be used to measure any technology: information, system and 

service quality. I think better to add the service quality to your 

model to get a comprehensive image. (PA24)  

 

You should change the theme name to usefulness theme and 

delete the usefulness factor from the design theme. (PA7) 

 

But perceived enjoyment factor is part of the nonmonetary 

factor. You know that Nonmonetary consist of many elements 

such as the amount of time spent on purchasing, enjoyment and 

emotional efforts. (PA3)  

 

You might need to add another factor related to the usefulness 

such as Saving Money.  (PA9) 

 

I think the world is more open specially with Saudi Arabia 

vision so the effectiveness of these factors (Technical Skills, 
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Team Group, Perceived Ethics, Uncertainty Avoidance, and 

Habit) decreased by the time and slightly important. (PA2) 

 

I cannot think of any ethical concerns with s-commerce. 

(PA17) 

 

I am not sure if the customers in Saudi care about 

Sustainability!!! But as I see and know, they don't. (PA11) 

 

Following an examination of all experts’ feedback, it was decided to replace the 

content theme with the perceived usefulness theme. The other themes remained the 

same, with a few amendments to some factors, such as merging the recognized 

company factor with the favourable reputation factor under the organization 

characteristics theme, and positioning the service quality factor under the design theme 

Table 5.33 summarises the experts’ recommendations and the decisions taken by the 

researcher. 

 

Table 5.33: Experts’ recommendations and the decisions taken 

Interviewee  
Suggestion  Implementation  Reason  

PA12, PA19, 

and PA22 

Delete/merge the recognized 

company factor. 
Done 

The recognized company factor 

was merged with the favourable 

reputation factor according to the 

interviewees’ opinion. 

PA11 Delete the delivery factor. Ignored  

The suggestion was not 

implemented because this factor 

was agreed on by the majority of 

the interviewees, and previous 

literature. 

PA3, PA12, 

and PA13 

Move the perceived 

usefulness factor to another 

theme. 

Done 

The perceived usefulness factor 

was moved to be as a new theme 

in the final s-commerce model 

upon the experts’ suggestion.  
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The experts were then asked to evaluate the overall s-commerce model for Saudi 

Arabia. As seen in Figure 5.71, the great majority (20 or 80%) of the participants 

considered the proposed set of themes in the s-commerce model for Saudi Arabia to 

be effective. On the other hand, only five (or 20%) considered the framework to be 

moderately effective, mentioning the need for weighting each factor and moving, 

deleting, or adding some factors in the final model.  

 

As a result, the findings from this phase were presented in response to the first research 

question, as well as in response to the third research question. 

 

PA7, PA11, 

PA12, and 

PA24 

Add a factor related to the 

service quality. 
Done 

In line with experts’ views and 

the literature review, the service 

quality factor was added to the 

final s-commerce model. 

PA3, PA7, 

PA9, and 

PA12 

Change the theme name. Done 

The content theme name was 

changed to perceived usefulness 

theme upon the interviewees’ 

suggestions. 

PA3, PA5, 

PA10, PA12, 

PA14, and 

Pa17 

Delete the perceived 

enjoyment factor. 
Done 

The perceived enjoyment factor 

has been excluded as it was 

discussed under the nonmonetary 

factor, and upon the majority of 

the experts’ suggestion.  

PA7, PA9, 

PA13, PA19, 

PA24 

Move the monetary factor to 

another theme. 
Done 

The monetary factor was moved 

to the perceived usefulness theme 

as it is the most appropriate 

theme for this factor according to 

the interviewees’ comments.  

PA9, PA14, 

PA17, and 

PA18 

Delete the perceived ethics 

factor.  
Done 

The perceived ethics factor has 

been excluded upon the experts’ 

suggestion. This is consistent 

with the findings of Akman and 

Mishra (2017) study.  

PA2, and 

PA23 
Delete the culture theme. Ignored  

Most of the interviewees’ views 

opposed this suggestion.  
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 What are the factors that must be included when developing a holistic s-

commerce model for Saudi Arabia? 

 

 What are the perceptions and attitudes of s-commerce experts in terms of 

the holistic s-commerce model for Saudi Arabia? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The interviewees generally responded positively to the researcher, which motivated 

him to continue this study. The following comments are examples of positive 

feedback: 

 

The model is comprehensive and have all the essential factors 

that needed to adopt s-commerce in Saudi. As a point of my 

view, the psychological theme has the most important factors. 

(PA4) 

 

It is very clear how much the researcher did in designing this 

model. I liked it a lot and I think it really is a holistic social 

commerce model for Saudi Arabia. It also opens an important 

Figure 5.71: Interviewees’ responses to the enhanced s-commerce model 
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door for other researchers to build future models based on this 

model. (PA5) 

 

I believe you have covered all the significant factors and 

presented them in attractive image...Good Luck. (PA7) 

 

 Covering all of these themes and factors will lead to rich 

knowledge and outcomes of adopting s-commerce in Saudi 

Arabia. (PA15) 

 

 I think if these factors are planned and applied properly, the 

model can improve the overall social commerce in Saudi 

Arabia. (PA25) 

 

 Interview Findings  

An analysis of the interview data revealed a range of viewpoints, and emphasized the 

importance of the factors that make up the final s-commerce model. Experts indicated 

their confirmation and their level of satisfaction with the importance of each factor. 

The opinions of the experts were recorded on a five-point scale ranging from 5= 

Extremely Important to 1= Unimportant to determine the weighting and order of these 

factors based on their impact as seen in Figure 5.72. 
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The thematic analysis of the data resulted in seven themes, in accordance with the 

enhanced model, and each theme had two or more factors. The first theme 

“Organization Characteristics” contains three factors, which are “Favourable 

Reputation”, “Instructions and Guidelines” and “Delivery”. The highest score under 

the “Organization Characteristics” theme was for the favourable reputation factor 

(92% range), while the instructions and guidelines factor received a relatively lower 

score of importance (80.8%).  

 

The second theme “Design” comprises four factors: “Usability”, “System Quality”, 

“Information Quality”, and “Service Quality”. For this theme, the highest score was 

for the information quality factor with 94.4%, whilst the system quality factor scored 

82.4%.  

 

The “Perceived Usefulness” theme consists of only two factors: “Non-monetary” and 

“Monetary” deemed important by 81.6%, and 82.4% of respondents respectively. 

 

Figure 5.72: Ratings of overall factors 
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The fourth theme “Social” has four factors, labelled “Social Presence”, “Sellers’ 

Informational Support”, “Emotional Support”, and “Customer Testimonials”. In 

relation to the “Social” theme, the highest rate of importance 88.8% was given to the 

customer testimonials factor, while the emotional support factor received lowest rating 

of 80.8%.  

 

The “Psychological” theme contains three factors, which are “Community 

Commitment”, “Trust”, and “Transaction Safety”. The highest importance rate for this 

theme was for trust, and transaction safety factors at 96%, considered as the top-rated 

factors in the final model. While the lowest rating was 76.8% for the community 

commitment factor. 

 

The sixth theme “Culture” consists of four factors: “Technical Skills”, “Collectivism”, 

“Uncertainty Avoidance”, and “Habit”. The technical skills factor scored the highest 

rating of 83.2%. However, collectivism factor drew the lowest rating of 70.4%, the 

lowest rating of all the factors in the final model. The researcher kept this factor in the 

model because more than half of the participants confirmed that the collectivism factor 

plays a vital role in the adoption of s-commerce in Saudi Arabia. Also, according to 

Hofstede Insights (n.d.), Saudi Arabia is classified as a collectivistic society. 

 

“Sustainability”, the seventh and last theme, has only two factors, labelled 

“Environmental Sustainability” and “Economic Sustainability” deemed important by 

74.4%, and 77.6% of respondents respectively. 

 

The results of the data collection and analysis resulted in a few modifications being 

made to the enhanced model. All the seven themes and their factors from the enhanced 

s-commerce model for Saudi Arabia, before the qualitative data analysis, as well as 

the modifications made after the analysis, are illustrated in Table 5.34. All the changes 

are shown in red. 
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Table 5.34: Summary of thematic analysis results from the interviews data 

Themes 
After Quantitative Data Analysis 

(Enhanced S-commerce Model) 

After Qualitative Data Analysis 

(Final Holistic S-commerce Model) 

Organization 

Characteristics 

Favourable Reputation Favourable Reputation 

Recognized Company    

Instructions and Guidelines Instructions and Guidelines 

Delivery Delivery 

Design 

 Usability Usability 

System Quality System Quality 

Information Quality Information Quality 

  Service Quality 

Perceived Usefulness   

Perceived Usefulness 

Nonmonetary Nonmonetary 

Perceived Enjoyment   

  Monetary 

Social 

Social Presence Social Presence 

Sellers’ Informational Support Sellers’ Informational Support 

Emotional Support Emotional Support 

Stakeholders Endorsement Customer Testimonials 

Psychological 

Monetary   

Community Commitment Community Commitment 

Trust Trust 

Transaction Safety Transaction Safety 

Culture 

Technical Skills Technical Skills 

Team Group Collectivism 

Perceived Ethics   

Uncertainty Avoidance Uncertainty Avoidance 

Habit Habit 

Sustainability 
Environmental Sustainability Environmental Sustainability 

Economic Sustainability Economic Sustainability 
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 Summary of the Study Findings 

This research revealed that there are seven themes that can contribute to the successful 

adoption of s-commerce in Saudi Arabia: organization characteristics, design, 

perceived usefulness, social, psychological, culture, and sustainability. Each theme has 

two or more factors and will be discussed in the following sections. 

 

5.6.6.1 Organization Characteristics Theme 

This theme includes aspects of an organization that could influence the customer’s 

attitude toward the company, specifically in relation to its capabilities, size, and 

reputation. This section discusses the factors under the organization characteristics 

theme and how they are important for the adoption of s-commerce and inclusion in the 

HSMSA model. The organization characteristics theme and its factors were confirmed 

by the literature review and data collection process, including the online surveys and 

SSI with s-commerce experts. As seen in the Table 6.35, this theme comprises three 

factors: favourable reputation, instructions and guidelines, and delivery.  

 

Table 6.35: Factors associated with the “Organization Characteristics” theme 

Factor Brief Summary For More Details 

Favourable reputation The degree to which consumers perceive that an 

organization is reliable and concerned about its clients. 

See section 2.7.1 

Instructions and guidelines The extent to which a person’s perception that an 

organizational structure and technical infrastructure are 

available to facilitate system use 

See section 2.7.1 

Delivery One of the success factors for social commerce firms is 

having speedy and convenient delivery of products. 

See section 2.7.1 

 

5.6.6.2 Design Theme 

This theme aims to understand the factors that influence customers’ attitudes to s-

commerce adoption in relation to usability and website quality. The online survey and 
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SSI results revealed that usability and website quality were considered as significant 

factors to be included in the final HSMSA model. Four factors are related to this theme 

as shown in the Table 6.36: usability, system quality, information quality, and service 

quality.  

 

Table 6.36: Factors associated with the “Design” theme 

Factor Brief Summary For More Details 

Usability The extent to which persons can use a website to accomplish 

their goals in an effective, efficient, and satisfactory manner. 

See section 2.7.2 

System quality Is associated with the desired and essential capabilities of a 

website such as its reliability, availability and response time.  

See section 2.7.2 

Information quality Determines the accuracy, completeness, and timeliness of the 

website content. 

See section 2.7.2 

Service quality Indicates consumers’ evaluations of the services and supports 

provided through the website by the service provider.  

See section 2.7.2 

 

 

5.6.6.3 Perceived Usefulness Theme 

As part of the perceived usefulness theme, this section will describe the factors that 

contribute to the adoption of s-commerce in relation to monetary and non-monetary 

factors. Since s-commerce relies on individual behaviour, perceived usefulness can be 

an effective means of motivating individuals to engage in s-commerce activities. This 

theme and its factors (monetary, and non-monetary) were confirmed by the literature 

review and the quantitative and qualitative data. Table 6.37 presents a brief definition 

of each factor. 
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Table 6.37: Factors associated with the “Perceived Usefulness” theme 

Factor Brief Summary For More Details 

Monetary The degree to which a customer concentrates on acquiring low-

priced services or products. 

See section 2.7.3 

Non-monetary The emotional efforts required, and amount of time spent on a 

transaction (purchase). 

See section 2.7.3 

 

5.6.6.4 Social Theme 

Social commerce is related to the usage of social networks. Thus, a person’s behaviour 

is influenced by the social factors that encourage collaboration and communication 

between individuals (Lal, 2017). This theme focuses mainly on the experiences, 

communications, and relationships that influence customers’ attitudes, lifestyles, and 

personalities. It includes four factors as seen in Table 6.38: social presence, sellers’ 

informational support, emotional support, and customer testimonials. The data 

indicated that all four factors were vital and should be included in the final HSMSA 

model. 

 

Table 6.38: Factors associated with the “Social” theme 

Factor Brief Summary For More Details 

Social presence Is associated with the ability of a social networking site to elicit 

a feeling of warmth and sociability. 

See section 2.7.4 

Sellers’ informational 

support 

Refers to delivering messages which can be useful for problem-

solving in the form of advice, knowledge, or recommendation. 

See section 2.7.4 

Emotional support Defined as delivering messages which include passionate 

interests such as caring. 

See section 2.7.4 

Customer testimonials “The presence of comments, ratings, and reviews about 

products” (Maia et al., 2018, p. 197).  

See section 2.7.4 
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5.6.6.5 Psychological Theme 

When purchasing products using SN apps, a consumer considers various factors such 

as motivation, privacy, and security.  These factors have a great influence on the 

mentality of a person and his/her decision-making, and they are the psychological 

factors considered in this study. Community commitment, trust, and transaction safety 

have been identified as psychological factors that influence the adoption of s-

commerce as seen in Table 6.39. The online survey and SSI results revealed that these 

three factors were significant for the adoption of s-commerce in Saudi Arabia and 

should be included in the final HSMSA model. 

 

Table 6.39: Factors associated with the “Psychological” theme 

Factor Brief Summary For More Details 

Community commitment A psychological bond that depicts a consumer’s 

connection with a company. 

See section 2.7.5 

Trust Is considered to be the key to the successful establishment 

of a long-term relationship and it becomes even more 

important in the context of online platforms because much 

uncertainty surrounds the online environment. 

See section 2.7.5 

Transaction safety A social commerce site’s ability to protect its consumers 

before and after a purchase 

See section 2.7.5 

 

5.6.6.6 Culture Theme 

Globalization in the business world has increased dramatically; therefore, culture now 

plays a considerable role in all business operations (Straub et al., 1997) and it directly 

impacts the consumers’ adoption of technologies (Sheikh et al., 2017). As suggested 

by (Hassanein et al., 2009), the acceptance and adoption of information technologies 

are influenced by cultural factors. The culture theme and its factors were confirmed by 

the literature review and the qualitative and quantitative data. This theme includes four 

factors: technical skills, collectivism, uncertainty avoidance, and habit. Table 6.40 

presents a brief definition of each factor. 
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Table 6.40: Factors associated with the “Culture” theme 

Factor Brief Summary For More Details 

Technical skills Refers to the practical abilities that customers possess that 

assist them to use s-commerce. 

See section 2.7.6 

Collectivism Refers to the extent to which individuals in a community or 

an organization desire to be active as an individual or a part 

of a group. 

See section 2.7.6 

Uncertainty avoidance Defined as the degree to which individuals in a community 

worry about unpredictable cases. 

See section 2.7.6 

Habit “The extent to which people tend to perform behaviours (use 

IS) automatically because of learning” (Limayem et al., 

2007, p. 705).  

See section 2.7.6 

 

5.6.6.7 Sustainability Theme 

This theme focuses mainly on the extent to which environmental and economic 

sustainability could affect Saudi customers’ willingness to adopt s-commerce. As 

shown in Table 6.41, the sustainability theme consists of two factors: environmental 

sustainability and economic sustainability. The green trend is growing, and customers 

are becoming increasingly aware of the environmental and economic sustainability 

required to save the planet. From the online survey and interviews conducted with 

experts, it was obvious that the environmental sustainability and economic 

sustainability of s-commerce play a large role in Saudi Arabia. The great majority of 

the interviewees confirmed the paramount importance of these two factors in 

influencing the adoption of s-commerce in Saudi Arabia. Some of them linked the 

importance of sustainability with the Saudi Vision 2030 blueprint. Therefore, the 

sustainability theme was included in the final HSMSA model. 
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Table 6.41: Factors associated with the “Sustainability” theme 

Factor Brief Summary For More Details 

Environmental sustainability Described as appropriate engagement with the 

environment in order to minimise natural resource 

depletion or deterioration and to ensure long-term 

environmental quality. 

See section 2.7.7 

Economic sustainability An economy’s capacity to sustain a specific level of 

economic production for an indefinite period of time. 

See section 2.7.7 

 

 

The researcher refined the enhanced s-commerce model for Saudi Arabia to 

accommodate the new findings as seen in Figure 5.73. 

 

Figure 5.73: Holistic S-commerce model for Saudi Arabia (Final Version) 
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5.7 Conclusion 

The aim of this chapter was to refine the enhanced model and determine the factors 

associated with each theme in order to design the final holistic s-commerce model for 

Saudi Arabia. Interviews were conducted with s-commerce experts in Saudi to address 

the first and third research questions.  

 

The design and rationale for the interview were presented. Then, the target population 

was defined, and the demographic characteristics and general information about the 

participants was provided. It was found that all selected participants are working in 

Saudi and were highly conversant with s-commerce. After that, the reaching out to the 

interviewees and the data analysis techniques were illustrated. Finally, the findings of 

the interview data analysis were presented.  

 

The results of the interview data analysis led to several changes being made to the 

enhanced model based on the s-commerce experts’ opinions. The interview analysis 

resulted in seven themes, in accordance with the enhanced model, and each theme had 

two or more factors. The researcher refined the enhanced s-commerce model for Saudi 

Arabia so as to accommodate the new findings from the interviews. The final holistic 

s-commerce model for Saudi Arabia shows a comprehensive set of themes and factors 

that influence the adoption of s-commerce. The findings of the study and the final 

holistic s-commerce model will be explained in depth in the next chapter. 
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6 Conclusion  

6.1 Introduction  

The preceding chapter described this study’s final stage, which involved confirming 

and consolidating the factors observed and validated through interviews. The final 

model was constructed based on the interview data, which improved the set of factors 

required for the successful adoption of s-commerce in Saudi Arabia. The final holistic 

s-commerce model for Saudi Arabia (HSMSA) was developed based on a combination 

of the factors derived from the literature review, online surveys, and semi-structured 

interviews phases. It is envisioned that the HSMSA model resulting from this study 

will play a vital role in guiding stakeholders such as companies, organizations, and 

governments in Saudi Arabia. 

 

This chapter presents the final set of significant factors influencing Saudi customers’ 

attitude toward adopting s-commerce. A brief summary of the research is provided at 

the beginning of the chapter. Then, the chapter discusses and answers the primary and 

secondary research questions. After that, various recommendations are provided on 

ways to adopt s-commerce in Saudi Arabia successfully. The chapter also explains the 

substantial theoretical and practical contributions made by this research to the s-

commerce field, especially in the Saudi Arabian sectors. Finally, the study’s 

limitations are acknowledged, and potential future research directions are suggested.  

 

6.2 Research Method  

This research investigated a comprehensive range of factors that influence the 

customers’ attitude to the adoption of s-commerce in Saudi Arabia. These assisted in 

developing a conceptual model of factors that could encourage the effective adoption 

of s-commerce in Saudi Arabia, as no previous studies have reviewed all these factors 

comprehensively. The initial s-commerce model was created by combining all of the 

factors determined from previous research and publications about s-commerce 

technology adoption. 
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Then, a mixed-methods approach was adopted in this study in order to collect and 

analyse the participants’ opinions of the new initial s-commerce model in Saudi 

Arabia. The mixed-methods strategy known as ‘sequential explanatory research 

design’ was applied to answer the research questions and obtain a comprehensive view 

of the phenomenon being studied. Therefore, this study included both quantitative and 

qualitative phases of data collection.  

 

In the first stage, the online survey was conducted to evaluate and examine the initial 

model and improve the initial model with additional factors. Since the research 

questions for this study are concerned with investigating the SN users’ attitudes 

regarding the factors that influence the adoption of s-commerce in Saudi Arabia, an 

online survey was adopted to gather the data directly from the respondents. The 

number of valid responses returned was 504 of 1,026 received responses. After that, 

EFA was conducted using SPSS 26 in order to determine how the variables group 

together, and to minimize the number of factors required to improve the s-commerce 

model. The EFA results dramatically changed the initial s-commerce model and 

provided a new list of more coherent factors. As illustrated in Chapter 4, the online 

survey analysis resulted in seven themes and each theme had two or more factors. 

 

Then the qualitative phase was conducted to explore the quantitative results from the 

survey to address the first and second research questions and answer the third question. 

The researcher conducted asynchronous SSI comprising open-ended questions, with 

25 s-commerce experts to ensure that the final s-commerce model is comprehensive, 

and to explore the reasons why and how these factors are significant and should be 

included in the final s-commerce model. As presented in Chapter 5, thematic analysis 

was conducted to analyse the qualitative data using NVivo software (version 12), a 

general qualitative analysis tool. The results of the thematic analysis of the data led to 

a few changes being made to the enhanced model based on the s-commerce experts’ 

opinions. The researcher refined the enhanced s-commerce model for Saudi Arabia to 

accommodate the new interview findings.  
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The HSMSA model contains a comprehensive set of themes and factors required in 

order for the s-commerce technology to be adopted successfully. Table 6.42 shows the 

evolution of the final s-commerce model for Saudi Arabia. The HSMSA model may 

be adopted in other developing countries, especially the Gulf Cooperation Council 

countries, by removing or adding some of these factors, depending on each country’s 

needs and characteristics.  
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Table 6.42: Changes and development of the initial s-commerce model for Saudi Arabia 

Version Model 

Version (1) 

Initial S-commerce Model 

for Saudi Arabia (generated 

from the literature review 

phase) 
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Version (2) 

Enhanced S-commerce 

Model for Saudi Arabia 

(generated after evaluating 

the initial model through 

the online survey) 
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Version (3) – Final Model 

The HSMSA model 

(generated from the 

interviews phase with s-

commerce experts) 
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6.3 Research Findings Overview 

This research investigated and evaluated perceptions concerning the adoption of s-

commerce in Saudi Arabia, by developing a new model for s-commerce. It is apparent 

that s-commerce is a significant technology, but it must be evaluated in terms of the factors 

that may promote or impede its adoption. Therefore, it is necessary to provide a model 

that encourages its acceptance in Saudi Arabia. Data was gathered from Saudi SN users, 

e-commerce and s-commerce companies’ owners and employees, e-commerce and SN 

researchers, and academic staff, in order to acquire a comprehensive understanding of this 

issue. Table 6.43 indicates the relationship between research questions, objectives, 

methods, and analyses. The following research questions have been addressed: 

 

RQ1: What are the factors that must be included when developing a holistic social 

commerce model for Saudi Arabia? 

 

RQ2: What are the specific cultural, and organizational factors that must be considered 

when developing a holistic social commerce model for Saudi Arabia? 

 

RQ3: What are the perceptions and attitudes of s-commerce experts in terms of the holistic 

social commerce model for Saudi Arabia? 

 

Table 6.43: The relationships between the research questions, objectives, method and analysis 

Research 

Question 
Research Objectives 

Research 

Method 
Analysis 

RQ1 

To determine the factors that 

must be included when 

developing a holistic social 

commerce model for Saudi 

Arabia. 

 Literature 

Review 

 

 Mixed 

methods 

 

 Content analysis  

 

 EFA on quantitative survey data 

using SPSS software. 

 

 Thematic analysis of qualitative 

interview data using NVivo 

software. 
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RQ2 

To determine the specific 

cultural, and organizational 

factors that must be considered 

when developing a holistic 

social commerce model for 

Saudi Arabia. 

 Mixed 

methods 

 EFA on quantitative survey data 

using SPSS software. 

 

 Thematic analysis of qualitative 

interview data using NVivo 

software. 

RQ3 

To investigate social networking 

experts’ attitudes regarding the 

holistic social commerce model 

developed for Saudi Arabia. 

 Qualitative 

method 

 Thematic analysis of qualitative 

interview data using NVivo 

software. 

 

 

Table 6.44 indicates the stage at which each research question has been addressed. 

 

Table 6.44: An indication in which phase the research questions were answered 

            Questions 

Phases 
RQ1 RQ2 RQ3 

Literature review  ✔ ✖ ✖ 

Online survey  ✔ ✔ ✖ 

Interviews  ✔ ✔ ✔ 

 

 Research Question One  

The first research question (Table 6.43) aimed to determine the factors that must be 

included when developing a holistic s-commerce model for Saudi Arabia. Therefore, the 

literature review, online survey, and SSI identified the most prevalent factors influencing 
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s-commerce adoption in Saudi Arabia, which were assembled to develop the HSMSA 

model as seen in Section 5.6.6. 

 

This research revealed that there are seven themes that can contribute to the successful 

adoption of s-commerce in Saudi Arabia: organization characteristics, design, perceived 

usefulness, social, psychological, culture, and sustainability. 

 

The model depicted in Figure 6.74 included these themes and factors assessed and 

confirmed by s-commerce experts as highly crucial for s-commerce adoption in Saudi 

Arabia. Because these factors have been closely examined and confirmed, they are 

rigorous and robust in nature. Furthermore, the diversity of the themes and factors listed 

in this thesis is unique, as no other previous study has identified such a wide range of 

factors that could encourage the adoption of s-commerce in Saudi Arabia. 
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 Research Question Two  

The second research question (See Table 6.43) related to the specific cultural and 

organizational factors that influence Saudi customers’ attitudes to the adoption of s-

commerce. Globalization in the business world has increased dramatically; therefore, 

culture now plays a considerable role in all business operations (Straub et al., 1997), and 

Figure 6.74: Holistic S-commerce Model for Saudi Arabia (HSMSA model) 
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it directly impacts the consumers’ adoption of technologies (Sheikh et al., 2017). As 

suggested by (Hassanein et al., 2009), the acceptance and adoption of information 

technologies are influenced by cultural factors. According to the findings of this study, 

Saudi Arabia has a high level of equivalence with the rest of the world, and cultural 

distinctions are beginning to blur somewhat as a result of the influence of the modernising 

Saudi Vision 2030. Moreover, Saudi people’s current culture and behaviour show that 

uncertainty avoidance in Saudi Arabia is high (80), which suggests that Saudis prefer to 

avoid preference uncertainty (Hofstede Insights, n.d.). Therefore, the Saudi Arabian 

people would be expected to have less flexibility in adopting new technology or doing 

business online due to their culture characterised by high uncertainty avoidance. However, 

according to Hofstede Insights (n.d.), the cultural score for individualism in Saudi is 25,  

indicating that it is a collectivistic society, and it is proactive in adopting new technology 

for online shopping. 

 

Moreover, organizational factors are strongly considered by s-commerce customers, and 

determines their trust in the organization when buying items or seeking services. The 

Saudi 2030 Vision acknowledges that small and medium-sized enterprises (SMEs) 

playing a significant role in contributing to the country’s overall economic growth by 

creating more employment, innovating, and exporting (Alshuwaikhat & Mohammed, 

2017). Thus, the Saudi government launched initiatives for small and medium-sized 

businesses. These initiatives will enhance the Saudi’s organizations’ characteristics such 

as their reputations. In turn, this will encourage Saudi customers to adopt s-commerce.  

 

 Research Question Three 

This third question (see Table 6.43) was intended to determine the perceptions and 

attitudes of s-commerce experts towards the holistic s-commerce model. Experts’ 

responses to items related to this question focus principally on assessing the s-commerce 

model and determining the factors that encourage s-commerce adoption. The s-commerce 

experts’ perceptions and attitudes were investigated in the qualitative phase to further 
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explore the s-commerce adoption factors and validate and confirm the enhanced s-

commerce model resulting from the online survey responses.  

 

Based on the study’s findings, s-commerce is welcomed in Saudi Arabia, and experts did 

not feel that Saudi Arabia’s cultural restrictions would be a significant barrier to its 

success. This is consistent with the current Saudi Vision 2030 for a reorganization of 

society, which the Saudis are eager to achieve. Moreover, s-commerce experts reported 

that all of the main themes from the enhanced s-commerce were acceptable with only a 

few changes required to be made to the final model, such as adding a new factor or 

merging two factors (section 5.6.4). The responses obtained from the interviewees 

confirmed the importance of the factors that constituted the final model. 

 

 

According to the interviewee data, the factors rated in descending order of importance are:  

trust and transaction safety, information quality, favourable reputation and usability, 

customer testimonials, social presence, delivery, technical skills, system quality, 

monetary, and sellers’ information support, non-monetary, instructions and guidelines, 

emotional support, and uncertainty avoidance. The lowest-rated factors were community 

commitment, collectivism, habit, and environmental and economic sustainability factors. 

 

6.4 Recommendations 

The findings of this study have led to actionable recommendations that have the potential 

to assist and encourage the adoption of s-commerce and other comparable technologies in 

Saudi Arabia. It is anticipated that consideration of these factors will help stakeholders 

and academics in the domain of IS technology adoption to implement e-commerce 

effectively. Figure 6.75 outlines the recommendations for ensuring the effectiveness and 

efficiency of s-commerce adoption in Saudi Arabia. The following recommendations 

provide stakeholders with a step-by-step roadmap for developing a prosperous s-

commerce site. 
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 Information Quality  

The success of an s-commerce site depends on what customers see when they visit it. The 

content was determined as a crucial factor that influences customers’ attitude toward the 

adoption of s-commerce in Saudi Arabia. High-quality content that includes helpful 

information, reviews, images, and videos can keep a company’s customers interested, 

satisfy their needs, and encourage them to return. System designers should provide 

relevant and adequate information and tutorials that guide customers through the shopping 

process of seeking, decision-making, and purchasing.  The study’s findings suggest that 

business owners, managers, and marketers should provide adequate guidelines and 

instructions. Also, they must pay closer attention to the quality of the information provided 

on SNSs about various products and services, which should be accurate, useful, reliable, 

relevant, and updated. Furthermore, such businesses should prioritise the interactive 

Figure 6.75: Summary of recommendations for ensuring the effectiveness of s-commerce adoption in Saudi Arabia 
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features of SN platforms, as well as having appealing screen design and user-friendly 

navigation tools. In addition, companies’ managers should establish effective goals that 

focus on s-commerce, as well as ensuring authentic sources of data to provide consumers 

with the best possible information. 

 

 Usability 

Based on the findings of the analysis, usability was determined to be a crucial factor. In 

light of this factor, any proposed s-commerce implementation model needs to be easy to 

navigate, user-friendly, and provide customers with convenience and improved 

performance. In order to maximize user satisfaction, s-commerce content and applications 

must be free from potential flaws and difficulties that could confront customers during 

online shopping. A hard-to-navigate s-commerce site is likely to lose many customers. 

 

To avoid that, it is recommended that companies’ owners and administrators leverage 

customers’ high level of acceptance of s-commerce by deploying a system that is easy to 

use and navigate, and delivers an enjoyable experience. The usability factor must be 

considered in Saudi Arabia’s context because a complex and clumsy system design would 

hamper its successful implementation. Furthermore, an s-commerce site pilot trial should 

involve the customers so that the issues can be addressed and resolved before launching 

the site. A better understanding of the aforementioned obstacles can improve the usability 

of an s-commerce site. 

 

 Trust 

The security of online purchases is important to all customers. Many social engineering 

attacks are launched against social network sites and virtual worlds where people interact 

with each other. Therefore, public or internal workspaces may suffer security breaches 

and data breaches as a result of malicious individuals disclosing confidential or sensitive 

information. S-commerce companies have to be proactive in preventing social engineering 
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attacks. For continued success, building trust is crucial in addition to providing a secure 

s-commerce site. Trust is established when s-commerce companies offer secure payment 

systems through trusted third parties to minimize customer risk.  

 

Also, a quality s-commerce site must have a privacy policy. The purpose of this is to 

explain how customer information will be used, particularly in regard to their purchases. 

Providers of s-commerce services should communicate their privacy policies clearly to 

their customers and ensure that their online payment systems are secure. Providing a 

privacy policy that is easy to find and has easy-to-understand and straightforward terms is 

important. It is also essential for s-commerce companies to give their consumers the 

choice of not sharing their data. 

 

 Social 

S-commerce companies have to be able to handle SNSs with confidence, and play an 

active role in developing and manifesting the connection to their consumers via dedicated 

activities. To put it another way, becoming an active participant in the SN landscape and 

establishing a solid foundation for s-commerce are both advantageous. Companies need 

to nurture their audiences and take advantage of the fact that consumers communicate with 

one another via SNSs. Talking to individual customers is an excellent way to engage the 

audience. Also, events and special activities give businesses additional opportunities to 

connect with their customers.  

 

A customer should always be able to reach an e-retailer regardless of the reason – whether 

it be to return items or ask questions about a purchase. By encourage communication and 

interactive activities in a community, companies get to understand their consumers, 

optimize their products, and subsequently increase their sales.  
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 Culture  

Saudi Arabia is a collectivist society because people see themselves as members of a 

group. Also, the dimension of uncertainty avoidance in Saudi Arabia scores 80, and that 

implies its people have a preference for avoiding uncertainty (Hofstede Insights, n.d.). The 

online survey and interview data showed that the great majority of participants and experts 

placed great importance on the collectivism and uncertainty avoidance factors.  

 

Because Saudi Arabia is a collectivist society, potential customers discuss options 

collectively with their friends and family before purchasing. Consequently, businesses 

ought to develop advertising policies that cover customers’ friends and their family 

members and encourage them to support a purchase decision. Furthermore, because Saudi 

Arabia is characterized as an uncertain avoidance society with a low propensity for 

trusting or accepting new technologies such as s-commerce, businesses must provide 

detailed information about their services and products. Also, they have to help build 

customer trust by ensuring accurate, trustworthy and timely online shopping transactions 

and actively engaging in SN to promptly respond to consumer queries. 

 

 Sustainability 

Despite the rapid evolution of online commerce, including s-commerce, the technologies 

are still flexible and easily adaptable. The sustainability of online commerce may be a 

complex issue, with many different stakeholders and actors who have their individual 

agendas and demands to fulfil. However, it is possible to extend online commerce to 

encompass sustainability.  By progressively pursuing parallel aims, key actors can ensure 

that the three pillars of sustainability (social, economic and environment) are taken into 

account to a greater extent than they are at present (Finnbogason, 2013). 

 

For the younger generations, sustainability is a significant factor since they have more 

options than ever before and are willing to boycott certain brands due to sustainability 
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issues. Social commerce gives businesses the opportunity to promote sustainable products 

and services that are consistent with their brand statement (Lehtinen, 2022). 

 

S-commerce businesses that wish to implement sustainability standards should address 

the following areas first since they have the greatest opportunity for optimization: 

• Packaging 

• Logistics 

• Carbon dioxide emissions 

 

S-commerce customers complain that packaging waste and shipping/delivery issues are 

two of the biggest environmental sustainability concerns. Both issues already have 

effective solutions that have been applied by numerous companies. For example, Living 

Packets, which offers highly reusable and recyclable packaging, as a substitute for billions 

of disposable and nonreturnable packages. A study conducted by PwC found that 

companies that use alternative products in this area, such as reusable packaging, less filler 

material, or no plastic, perform better than their competitors in terms of sustainability and 

can thus win customers’ approval and loyalty. Furthermore, fast delivery must be 

discouraged by charging extra for deliveries unless the product is urgently needed 

(Willems, 2020). 

6.5 Research Contributions 

The critical contribution of this research is in identifying the significant factors that 

influence customers’ attitudes to the adoption of s-commerce in Saudi Arabia. This has 

been achieved by developing a holistic model of s-commerce for Saudi Arabia. The results 

of this research make a substantial theoretical and practical contribution to the s-commerce 

field, especially in Saudi Arabian sectors, discussed further in the sections below. 

 



 

296 

   

Conclusion  

 Theoretical Implications  

This study makes new theoretical and academic contributions to the current literature 

regarding the significant factors required to implement s-commerce in Saudi Arabia 

successfully. In light of this study, the lack of theoretical models to guide the 

implementation of s-commerce in Saudi Arabia is of concern. Therefore, this thesis seeks 

to add to new theoretical and academic knowledge regarding the crucial factors needed to 

guide the successful adoption of s-commerce in Saudi Arabia. Moreover, the study’s 

findings could benefit stakeholders in research centres or institutions and universities in 

Saudi Arabia, such as scholars, academic staff, PhD and Master students who could obtain 

the benefits of s-commerce in their lecturing, studying, and activities as well as those in 

the other developing countries, particularly in the Gulf Cooperation Council countries. 

Briefly, this research added new knowledge to the literature in this recent and essential 

field by considering all possible factors more comprehensively using an exploratory 

approach and examining the significant levels of these factors collectively. 

 

 Practical Implications 

In practice, the study’s outcomes can benefit stakeholders such as companies, 

organizations and governments as they provide guidance on how to encourage customers 

to adopt s-commerce and find practical solutions to improve the use of s-commerce in 

KSA. Companies, managers, and marketers in developing countries can use the final 

model to realize the factors that require further attention to get the maximum benefits from 

s-commerce adoption. Based on the final model, the following themes need more attention 

when adopting s-commerce in Saudi Arabia: organization characteristics, design, 

perceived usefulness, social, psychological, culture, and sustainability. 

 

Furthermore, this research is aligned with the objectives of Saudi Vision 2030, a project 

map for strengthening the Saudi economy by diversifying its sources of income. One of 

the goals of Saudi Vision 2030 is to promote economic growth by empowering Saudi 
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entrepreneurs (Saudi Vision 2030, 2019). Hence, this research contributes to the Vision 

and has practical implications for Saudi Internet entrepreneurs by offering 

recommendations that will encourage consumers to adopt s-commerce in Saudi Arabia. 

S-commerce adoption will help entrepreneurs to achieve their desired financial objectives 

which, in turn, may help build a stronger economy. In addition, this holistic model could 

be applied in the GCC countries as they have many common objectives and similar 

political, language, cultural identities, and economic and financial systems. 

 

6.6 Research Limitations 

Although this research makes significant contributions from both theoretical and practical 

perspectives, the study had several limitations that need to be acknowledged. These are 

discussed below. 

 

In the online survey, the researcher screened samples to ensure that participants were 

active users of SN platforms; however, people who have stopped using or are not using 

SN may have different perceptions and experiences. For example, the famous Instagram 

star, Essena O’Neill, quit SN in 2015 despite the high earnings and fame she earned from 

it because it is addictive and gives an unrealistic life view, and manipulated images were 

harming her offline relationships (Hunt, 2015). Therefore, it is recommended that future 

research should examine both active and inactive users of SN platforms. 

 

Also, it was difficult for the researcher to conduct face-to-face interviews due to 

limitations imposed by Covid-19. Hence, the researcher switched to conducting 

asynchronous, semi-structured interviews. 

 

Additionally, the time zone difference between Saudi Arabia and Australia was a 

hindrance in the sense that it made it more challenging to contact participants. 
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Lastly, from a practical point of view, various invalid responses were received. Several 

reasons could account for the high number of invalid responses: first, the survey examined 

too many factors and was therefore too long; second, participants experienced technical 

difficulties such as Internet speed and availability. 

 

6.7  Future Research 

The finding of this study give rise to various possibilities for future research into s-

commerce. These future research directions can be considered by academic researchers in 

developed or developing countries. In Figure 6.76 below, a number of possible future 

research directions are presented. 

 

 

 

 

 

 

This study implemented a cross-sectional approach to gather data from SN users in 

Saudi Arabia. A longitudinal approach is recommended for future research to provide 

Figure 6.76: Future research 
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an understanding of the interrelationship of the different factors that may influence s-

commerce adoption in Saudi Arabia. 

 

Also, because the COVID-19 pandemic and the time zone difference between Australia 

and Saudi Arabia made it difficult for the researcher to conduct face-to-face interviews, 

the researcher conducted asynchronously semi-structured interviews. In future, 

researchers could conduct face-to-face interviews in order to interpret the body 

language and facial expressions and ask for explanations of responses. 

 

This study was carried out in Saudi Arabia. As a result, the model developed in this 

study could be applied to populations with comparable features; however, the findings 

might not be applicable to locations where different traits may be captured. Future 

studies can use the final holistic model developed in this research and examine 

populations different from those in this study. This will enable the model of the study 

to be validated, as well as generating comparison studies.  

 

In this study, the non-probability sampling method used was convenience sampling to 

collect respondents’ data via an online survey. Based on prior studies within this 

context, non-probability sampling techniques are considered less generalizable. In 

order to enhance the generalisability of the study results, future studies should examine 

the proposed final model with probability sampling methods, such as the simple 

random method. Furthermore, further investigation of the final model will improve the 

model’s validity. 

 

Finally, in order for s-commerce to be successful, the requirements of both businesses 

and customers must be researched and analysed. Although the present study has 

identified the significant factors that influence customers’ attitudes to the adoption of 

s-commerce in Saudi Arabia, further research needs to explore the major factors that 

encourage businesses and organizations to adopt s-commerce. 
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6.8 Conclusion 

This chapter began with a summary of the study’s findings, followed by a review of the 

research questions and answers. The HSMSA model for Saudi Arabia is the main 

contribution of this thesis. It includes common issues and factors that influence the 

customers’ attitudes to the adoption of s-commerce in Saudi Arabia that emerged from the 

collected data. These factors were agreed upon by the online survey participants and 

confirmed by s-commerce experts as being the most important in increasing the adoption 

of s-commerce in Saudi Arabia. Then, recommendations were derived from the HSMSA 

model to further help stakeholders and IS technology academics and practitioners to 

implement s-commerce successfully. 

 

The contributions of this research fill a research gap identified in the literature by 

providing a theoretical holistic model that combines all significant factors to guide the 

adoption of s-commerce. The study has comprehensively examined all possible factors, 

taking an exploratory approach to investigate the significant levels of these factors 

collectively. To the best of this researcher’s knowledge, none of the previous research has 

comprehensively reviewed all these factors, and none has adopted a mixed-methods 

approach to conduct an in-depth investigation of the phenomenon of interest. Concerning 

its practical significance, the study’s outcomes can benefit stakeholders in developing 

countries to be aware of the factors that require further attention in order to derive the 

maximum benefits from s-commerce adoption. Overall, the outcomes of this study have 

made important theoretical and practical contributions. Finally, the limitations of this 

study were acknowledged and several recommendations were given in regard to future 

research. 



 

301 

   

 

References 

AbdulMohsin Sulaiman, A. (2015). Factors affecting mobile commerce acceptance in 

developing countries: Saudi Arabia [Doctoral dissertation, Brunel University 

London]. 

Abed, S. (2018). An empirical examination of Instagram as an s-commerce channel. 

Journal of Advances in Management Research, 15(2), 146–160.  

https://doi.org/10.1108/JAMR-05-2017-0057 

Abed, S. S. (2016). Exploring factors influencing consumer intention to use social 

commerce.  Swansea University  

Abed, S. S., Dwivedi, Y. K., & Williams, M. D. (2015). SMEs' adoption of e-commerce 

using social media in a Saudi Arabian context: A systematic literature review. 

International Journal of Business Information Systems, 19(2), 159–179. 

https://doi.org/10.1504/IJBIS.2015.069429 

Afrasiabi Rad, A., & Benyoucef, M. (2011). A model for understanding social 

commerce. Journal of Information Systems Applied Research, 4(2), 63–73. 

http://jisar.org/2011-4/N2/JISARv4n2p63.html 

Aggarwal, P. K., Grover, P. S., & Ahuja, L. (2018, February 6–8). Security aspect in 

instant mobile messaging applications [Paper presentation]. 2018 Recent 

Advances on Engineering, Technology and Computational Sciences (RAETCS), 

Allahabad, India. https://doi.org/10.1109/RAETCS.2018.8443844  

https://doi.org/10.1108/JAMR-05-2017-0057
https://doi.org/10.1504/IJBIS.2015.069429
https://doi.org/10.1109/RAETCS.2018.8443844


 

302 

   

 

Aghaei, S., Nematbakhshs, M. A., & Farsani, H. K. (2012). Evolution of the World 

Wide Web: From Web 1.0 to Web 4.0. International Journal of Web & Semantic 

Technology, 3(1), 1–10. https://doi.org/10.5121/ijwest.2012.3101 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-

5978(91)90020-T  

Akman, I., & Mishra, A. (2017). Factors influencing consumer intention in social 

commerce adoption. Information Technology & People, 30(2), 356–370. 

https://doi.org/10.1108/ITP-01-2016-0006  

Al-Adwan, A. S. (2018). Novel research framework for social commerce purchase 

intentions. Journal of Theoretical and Applied Information Technology, 96(14), 

4390–4404. 

Al-Adwan, A. S. (2019). Revealing the influential factors driving social commerce 

adoption. Interdisciplinary Journal of Information, Knowledge, and 

Management, 14, 295–324. https://doi.org/10.28945/4438  

Al-Adwan, A. S., & Kokash, H. (2019). The driving forces of Facebook social 

commerce. Journal of Theoretical and Applied Electronic Commerce Research, 

14(2), 15–32. https://doi.org/10.4067/S0718-18762019000200103 

Al-Adwan, A. S., Kokash, H., Al Adwan, A., Alhorani, A., & Yaseen, H. (2020). 

Building customer loyalty in online shopping: The role of online trust, online 

satisfaction and electronic word of mouth. International Journal of Electronic 

Marketing and Retailing, 11(3), 278–306.  

https://doi.org/10.5121/ijwest.2012.3101
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1108/ITP-01-2016-0006
https://doi.org/10.28945/4438
https://doi.org/10.4067/S0718-18762019000200103


 

303 

   

 

Al-Somali, S. A., Gholami, R., & Clegg, B. (2015). A stage-oriented model (SOM) for 

e-commerce adoption: A study of Saudi Arabian organisations. Journal of 

Manufacturing Technology Management, 26(1), 2–35. 

https://doi.org/10.1108/JMTM-03-2013-0019  

Al-Tayyar, R. S. D., Abdullah, A. R., Abd Rahman, A., & Ali, M. H. (2021). Challenges 

and obstacles facing SMEs in the adoption of e-commerce in developing 

countries: A case of Saudi Arabia. Studies of Applied Economics, 39(4). 

https://doi.org/10.25115/eea.v39i4.4644  

Al‐Maghrabi, T., Dennis, C., & Vaux Halliday, S. (2011). Antecedents of continuance 

intentions towards e‐shopping: The case of Saudi Arabia. Journal of Enterprise 

Information Management, 24(1), 85–111. 

https://doi.org/10.1108/17410391111097447  

Alabdali, S. (2018). A review of the use of e-commerce in Saudi Arabia. Journal for 

Research on Business and Social Science, 1(6), 5–11. 

https://www.jrbssonline.com/wp-

content/uploads/2019/07/Volume1Issue6Paper2.pdf 

Alahmari, M., Issa, T., Issa, T., & Nau, S. Z. (2019). Faculty awareness of the economic 

and environmental benefits of augmented reality for sustainability in Saudi 

Arabian universities. Journal of Cleaner Production, 226, 259–269. 

https://doi.org/10.1016/j.jclepro.2019.04.090  

Alanzi, T., & Al-Habib, D. K. (2020). The use of social media by healthcare quality 

personnel in Saudi Arabia. Journal of Environmental and Public Health, 2020, 

Article 1417478. https://doi.org/10.1155/2020/1417478  

https://doi.org/10.1108/JMTM-03-2013-0019
https://doi.org/10.25115/eea.v39i4.4644
https://doi.org/10.1108/17410391111097447
https://doi.org/10.1016/j.jclepro.2019.04.090
https://doi.org/10.1155/2020/1417478


 

304 

   

 

Alanzi, T., Bah, S., Alzahrani, S., Alshammari, S., & Almunsef, F. (2018). Evaluation of 

a mobile social networking application for improving diabetes Type 2 

knowledge: An intervention study using WhatsApp. Journal of Comparative 

Effectiveness Research, 7(9), 891–899. https://doi.org/10.2217/cer-2018-0028  

Alayis, M. M. H., Abdelwahed, N. A. A., & Atteya, N. (2018). Impact of social 

networking sites' use on entrepreneurial intention among undergraduate business 

students: The case of Saudi Arabia. International Journal of Entrepreneurship, 

22(4), 1–18. 

Albaalharith, M., Alanezi, F., Althumairi, A., Aljaffary, A., Alfayez, A., Alsalman, D., 

Alhodaib, H., AlShammari, M. M., Aldossary, R., & Alanzi, T. M. (2021). 

Opinions of healthcare leaders on the barriers and challenges of using social 

media in Saudi Arabian healthcare settings. Informatics in Medicine Unlocked, 

23, Article 100543. https://doi.org/10.1016/j.imu.2021.100543  

Albelaihi, A., Alyahya, M., Aldieef, N., Alghasham, N., Alajlan, N., Alharbi, R., & 

Hadwan, M. (2019). Social commerce in Saudi Arabia: A literature review. 

International Journal of Engineering Research and Technology, 12(12), 3018–

3026. http://www.irphouse.com 

Alghamdi, A. S. (2019). The Drivers of Social Commerce: A Broad View of the Factors 

That Predict Intention to Buy (Doctoral dissertation, Griffith University) 

Alghamdi, A., Sandhu, K., & Houghton, L. (2017). Social commerce in Saudi Arabia: 

An investigation of the impact of government involvement and social and 

individual factors on consumers' behaviour [Paper presentation]. Australasian 

https://doi.org/10.2217/cer-2018-0028
https://doi.org/10.1016/j.imu.2021.100543
http://www.irphouse.com/


 

305 

   

 

Conference on Information Systems 2017 Proceedings, Hobart, Australia. 

https://aisel.aisnet.org/acis2017/67/ 

AlGhamdi, R., Nguyen, J., Nguyen, A., & Drew, S. (2012). Factors influencing e-

commerce adoption by retailers in Saudi Arabia: A quantitative analysis. 

International Journal of Electronic Commerce Studies, 3(1), 83–100. 

http://dx.doi.org/10.7903/ijecs.1015 

Algharabat, R. S., & Rana, N. P. (2021). Social commerce in emerging markets and its 

impact on online community engagement. Information Systems Frontiers, 23(6), 

1499–1520. https://doi.org/10.1007/s10796-020-10041-4 

Alhija, F. A. N. (2010). Factor analysis: An overview and some contemporary advances. 

In P. Peterson, E. Baker, & B. McGaw (Eds.), International encyclopedia of 

education (3rd ed., pp. 162–170). Elsevier Science. 

https://doi.org/10.1016/B978-0-08-044894-7.01328-2  

Ali, F., El-Sappagh, S., Islam, S. M. R., Ali, A., Attique, M., Imran, M., & Kwak, K.-S. 

(2021). An intelligent healthcare monitoring framework using wearable sensors 

and social networking data. Future Generation Computer Systems, 114, 23–43. 

https://doi.org/10.1016/j.future.2020.07.047  

Allen, P., Bennett, K., & Heritage, B. (2014). SPSS Statistics Version 22: A practical 

guide. Cengage Learning Australia. 

Alotaibi, A. O., & Bach, C. (2014). Consumer awareness and potential market for e- 

commerce in Saudi Arabia: Challenges and solutions [Paper presentation]. 

ASEE 2014 Zone I Conference, Bridgpeort, CT, USA. 

http://dx.doi.org/10.7903/ijecs.1015
https://doi.org/10.1007/s10796-020-10041-4
https://doi.org/10.1016/B978-0-08-044894-7.01328-2
https://doi.org/10.1016/j.future.2020.07.047


 

306 

   

 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.1056.322&rep=rep1&t

ype=pdf 

Alotaibi, S. S. (2018). The influence of information quality and gender on the social 

commerce adoption framework by Saudi Arabian users using the UTAUT2 

theory [Master’s thesis, George Mason University].  

Alqahtani, S. G. B. (2018). Developing and assessing a social networking framework for 

universities in Saudi Arabia [Doctoral thesis, Curtin University]. 

Alshehri, H., & Meziane, F. (2017). Current state on Internet growth and usage in Saudi 

Arabia and its ability to support e-commerce development. Journal of Advanced 

Management Science, 5(2), 127–132. http://usir.salford.ac.uk/id/eprint/43785 

Alshibly, H. H. (2014). A free simulation experiment to examine the effects of social 

commerce website quality and customer psychological empowerment on 

customers' satisfaction. Journal of Business Studies Quarterly, 5(4), 21–40. 

Alshuwaikhat, H. M., & Mohammed, I. (2017). Sustainability matters in national 

development visions—Evidence from Saudi Arabia’s Vision for 2030. 

Sustainability, 9(3), Article 408. https://doi.org/10.3390/su9030408  

Aral, S., Dellarocas, C., & Godes, D. (2013). Introduction to the special issue: Social 

media and business transformation: A framework for research. Information 

Systems Research, 24(1), 3–13. https://doi.org/10.1287/isre.1120.0470  

Aronson, J. (1995). A pragmatic view of thematic analysis. The Qualitative Report, 2(1), 

1–3. https://doi.org/10.46743/2160-3715/1995.2069  

Australian Business Deans Council. (2019, December 6). ABDC journal quality list.  

https://abdc.edu.au/research/abdc-journal-quality-list/ 

http://usir.salford.ac.uk/id/eprint/43785
https://doi.org/10.3390/su9030408
https://doi.org/10.1287/isre.1120.0470
https://doi.org/10.46743/2160-3715/1995.2069
https://abdc.edu.au/research/abdc-journal-quality-list/


 

307 

   

 

Aydemir, C. (2013). A survey aimed at e-commerce applications in firms operating in 

Diyarbakir Organised Industrial Zone. International Journal of Business and 

Social Science, 4(1), 59–69. 

http://ijbssnet.com/journals/Vol_4_No_1_January_2013/6.pdf 

Baethge, C., Klier, J., & Klier, M. (2016). Social commerce—State-of-the-art and future 

research directions. Electronic Markets, 26(3), 269–290. 

https://doi.org/10.1007/s12525-016-0225-2  

Baghdadi, Y. (2016). A framework for social commerce design. Information Systems, 

60, 95–113. https://doi.org/10.1016/j.is.2016.03.007 

Bai, Y., Yao, Z., & Dou, Y.-F. (2015). Effect of social commerce factors on user 

purchase behavior: An empirical investigation from renren.com. International 

Journal of Information Management, 35(5), 538–550.  

https://doi.org/10.1016/j.ijinfomgt.2015.04.011  

Bai, Y., Yao, Z., Cong, F., & Zhang, L. (2015). Event-related potentials elicited by 

social commerce and electronic-commerce reviews. Cognitive Neurodynamics, 

9(6), 639–648. https://doi.org/10.1007/s11571-015-9353-1 

Bakos, J. Y. (1997). Reducing buyer search costs: Implications for electronic 

marketplaces. Management Science, 43(12), 1676–1692. 

https://doi.org/10.1287/mnsc.43.12.1676  

Baltar, F., & Brunet, I. (2012). Social research 2.0: Virtual snowball sampling method 

using Facebook. Internet Research, 22(1), 57–74.  

https://doi.org/10.1108/10662241211199960 

https://doi.org/10.1007/s12525-016-0225-2
https://doi.org/10.1016/j.is.2016.03.007
https://doi.org/10.1016/j.ijinfomgt.2015.04.011
https://doi.org/10.1007/s11571-015-9353-1
https://doi.org/10.1287/mnsc.43.12.1676
https://doi.org/10.1108/10662241211199960


 

308 

   

 

Bansal, G., & Chen, L. (2011). If they trust our e-commerce site, will they trust our 

social commerce site too? Differentiating the trust in e-commerce and s-

commerce: The moderating role of privacy and security concerns. MWAIS 2011 

Proceedings, 1–7. https://aisel.aisnet.org/mwais2011/20 

Baptista, G., & Oliveira, T. (2015). Understanding mobile banking: The unified theory 

of acceptance and use of technology combined with cultural moderators. 

Computers in Human Behavior, 50, 418–430. 

https://doi.org/10.1016/j.chb.2015.04.024  

Bartlett, M. S. (1954). A note on the multiplying factors for various χ2 approximations. 

Journal of the Royal Statistical Society: Series B (Methodological), 16(2), 296–

298.  https://doi.org/10.1111/j.2517-6161.1954.tb00174.x 

Basyal, D. K., & Seo, P. D. J. (2020). Employees’ resistance to change and technology 

acceptance in Nepal. South Asian Studies, 32(2). 

http://jugc.edu.np/index.php/JUGC/article/view/14 

Bateman, P. J., Gray, P. H., & Butler, B. S. (2011). Research note—The impact of 

community commitment on participation in online communities. Information 

Systems Research, 22(4), 841–854. https://doi.org/10.1287/isre.1090.0265  

Becker, J., & Niehaves, B. (2007). Epistemological perspectives on IS research: A 

framework for analysing and systematizing epistemological assumptions. 

Information Systems Journal, 17(2), 197–214. https://doi.org/10.1111/j.1365-

2575.2007.00234.x  

https://doi.org/10.1016/j.chb.2015.04.024
https://doi.org/10.1111/j.2517-6161.1954.tb00174.x
https://doi.org/10.1287/isre.1090.0265
https://doi.org/10.1111/j.1365-2575.2007.00234.x
https://doi.org/10.1111/j.1365-2575.2007.00234.x


 

309 

   

 

Beisel, D. (2006, November 1). The emerging field of social commerce and social 

shopping. Genuine VC. https://genuinevc.com/2006/11/01/the-emerging-field-of-

social-commerce-and-social-shopping/  

Belém, F. M., Almeida, J. M., & Gonçalves, M. A. (2019). Tagging and tag 

recommendation. In E. Abu-Taieh, A. El Mouatasim, & I. H. Al Hadid (Eds.), 

Cyberspace. IntechOpen. https://doi.org/10.5772/intechopen.82242  

Bell, J. (2014). Doing your research project: A guide for first-time researchers (6th ed.). 

Open University Press. 

Benson, V., & Morgan, S. (2016). Social university challenge: Constructing pragmatic 

graduate competencies for social networking. British Journal of Educational 

Technology, 47(3), 465–473. https://doi.org/10.1111/bjet.12448  

Berg, B. L., Lune, H., & Lune, H. (2004). Qualitative research methods for the social 

sciences (Vol. 5). Pearson. 

Beyari, H., & Abareshi, A. (2018). Consumer satisfaction in social commerce: An 

exploration of its antecedents and consequences. The Journal of Developing 

Areas, 52(2), 55–72. https://doi.org/10.1353/jda.2018.0022 

Bhattacherjee, A. (2001). Understanding information systems continuance: An 

expectation-confirmation model. MIS Quarterly, 25(3), 351–370. 

https://doi.org/10.2307/3250921  

Bhattacherjee, A. (2012). Social science research: Principles, methods, and practices 

(2nd ed.). University of South Florida.  

Bhattacherjee, A., & Premkumar, G. (2004). Understanding changes in belief and 

attitude toward information technology usage: A theoretical model and 

https://genuinevc.com/2006/11/01/the-emerging-field-of-social-commerce-and-social-shopping/
https://genuinevc.com/2006/11/01/the-emerging-field-of-social-commerce-and-social-shopping/
https://doi.org/10.5772/intechopen.82242
https://doi.org/10.1111/bjet.12448
https://doi.org/10.1353/jda.2018.0022
https://doi.org/10.2307/3250921


 

310 

   

 

longitudinal test. MIS Quarterly, 28(2), 229–254. 

https://doi.org/10.2307/25148634  

Biemer, P. P., Groves, R. M., Lyberg, L. E., Mathiowetz, N. A., & Sudman, S. (Eds.). 

(2011). Measurement errors in surveys (Vol. 173). John Wiley & Sons. 

Boas, T. C., & Hidalgo, F. D. (2013). Fielding complex online surveys using rApache 

and Qualtrics. The Political Methodologist, 20(2), 21–26.  

Boyatzis, R. E. (1998). Transforming qualitative information: Thematic analysis and 

code development. SAGE Publications. 

Bradbury, D. (2011). Data mining with LinkedIn. Computer Fraud & Security, 

2011(10), 5–8. https://doi.org/10.1016/S1361-3723(11)70101-4  

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative 

Research in Psychology, 3(2), 77–101. 

https://www.tandfonline.com/doi/abs/10.1191/1478088706QP063OA 

Bryman, A. (2006). Integrating quantitative and qualitative research: How is it done? 

Qualitative Research, 6(1), 97–113. https://doi.org/10.1177/1468794106058877  

Bryman, A. (2012). Social research methods (4th ed.). Oxford University Press. 

Bryman, A. (2016). Social research methods (5th ed.). Oxford University Press. 

Bughin, J., Chui, M., & Miller, A. (2009). How companies are benefiting from Web 2.0. 

McKinsey Quarterly, 9(4), 84–85. https://www.mckinsey.com/business-

functions/mckinsey-digital/our-insights/how-companies-are-benefiting-from-

web-20-mckinsey-global-survey-results  

Burrell, G., & Morgan, G. (1979). Sociological paradigms and organisational analysis: 

Elements of the sociology of corporate life. Heinemann Educational Books. 

https://doi.org/10.2307/25148634
https://doi.org/10.1016/S1361-3723(11)70101-4
https://doi.org/10.1177/1468794106058877
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/how-companies-are-benefiting-from-web-20-mckinsey-global-survey-results
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/how-companies-are-benefiting-from-web-20-mckinsey-global-survey-results
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/how-companies-are-benefiting-from-web-20-mckinsey-global-survey-results


 

311 

   

 

Busalim, A. H., & Hussin, A. R. C. (2016). Understanding social commerce: A 

systematic literature review and directions for further research. International 

Journal of Information Management, 36(6), 1075–1088.  

https://doi.org/10.1016/j.ijinfomgt.2016.06.005 

Calongne, C. M. (2001). Designing for web site usability [Paper presentation]. 

Proceedings of the Twelfth Annual CCSC South Central Conference on The 

Journal of Computing in Small Colleges. Nashville, TN, USA. 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.631.2210&rep=rep1&t

ype=pdf 

Carnoy, J. (2015). Making the case for social commerce. Pixlee Blog. 

https://www.pixlee.com/blog/the-case-for-social-commerce/ 

Carroll, B. (2008, January 21). Social shopping: A new twist on e-commerce. Furniture 

Today, 32(20), 81. https://www.furnituretoday.com/business-news/social-

shopping-a-new-twist-on-e-commerce/  

Cattell, R. B. (1966). The scree test for the number of factors. Multivariate Behavioral 

Research, 1(2), 245–276. https://doi.org/10.1207/s15327906mbr0102_10  

Cavana, R. Y., Delahaye, B. L., & Sekaran, U. (2001). Applied business research: 

Qualitative and quantitative methods. John Wiley & Sons. 

Cecez-Kecmanovic, D. (2011). Doing critical information systems research – 

Arguments for a critical research methodology. European Journal of Information 

Systems, 20(4), 440–455. https://doi.org/10.1057/ejis.2010.67 

https://doi.org/10.1016/j.ijinfomgt.2016.06.005
https://www.pixlee.com/blog/the-case-for-social-commerce/
https://www.furnituretoday.com/business-news/social-shopping-a-new-twist-on-e-commerce/
https://www.furnituretoday.com/business-news/social-shopping-a-new-twist-on-e-commerce/
https://doi.org/10.1207/s15327906mbr0102_10
https://doi.org/10.1057/ejis.2010.67


 

312 

   

 

Chandna, V., & Salimath, M. S. (2018). Peer-to-peer selling in online platforms: A 

salient business model for virtual entrepreneurship. Journal of Business 

Research, 84, 162–174. https://doi.org/10.1016/j.jbusres.2017.11.019  

Chantasombut, N. (2020). Customer perceptions toward companies' chatbots on e-

commerce and social commerce platforms in Thailand [Master’s thesis, Mahidol 

University]. 

Chen, J., & Shen, X.-L. (2015). Consumers' decisions in social commerce context: An 

empirical investigation. Decision Support Systems, 79, 55–64. 

https://doi.org/10.1016/j.dss.2015.07.012  

Chen, J., Shen, X.-L., & Chen, Z.-J. (2014, January 6–9). Understanding social 

commerce intention: A relational view [Paper presentation]. 2014 47th Hawaii 

International Conference on System Sciences, Waikoloa, HI, United States. 

https://doi.org/10.1109/HICSS.2014.227  

Chen, W., & Hirschheim, R. (2004). A paradigmatic and methodological examination of 

information systems research from 1991 to 2001. Information Systems Journal, 

14(3), 197–235. https://doi.org/10.1111/j.1365-2575.2004.00173.x  

Chevalier, S. (2022, February 4). Global retail e-commerce sales 2014-2025. Statista. 

https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/ 

Choi, Y. (2019). The study of antecedents of aesthetic experience and consumer 

purchase intention in social commerce. International Journal of E-Services and 

Mobile Applications (IJESMA), 11(4), 67–78. 

https://doi.org/10.4018/IJESMA.2019100105. 

https://doi.org/10.1016/j.jbusres.2017.11.019
https://doi.org/10.1016/j.dss.2015.07.012
https://doi.org/10.1109/HICSS.2014.227
https://doi.org/10.1111/j.1365-2575.2004.00173.x
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/


 

313 

   

 

Chu, S. K. W., Zhang, Y., Chen, K., Chan, C. K., Lee, C. W. Y., Zou, E., & Lau, W. 

(2017). The effectiveness of wikis for project-based learning in different 

disciplines in higher education. The Internet and Higher Education, 33, 49–60. 

https://doi.org/10.1016/j.iheduc.2017.01.005  

Chua, W. F. (1986). Radical developments in accounting thought. The Accounting 

Review, 61(4), 601–632. https://www.jstor.org/stable/247360  

Chun, S.-H. (2019). E-commerce liability and security breaches in mobile payment for 

e-business sustainability. Sustainability, 11(3), Article 715. 

https://doi.org/10.3390/su11030715  

Cliff, N. (1988). The eigenvalues-greater-than-one rule and the reliability of 

components. Psychological Bulletin, 103(2), 276–279. 

https://doi.org/10.1037/0033-2909.103.2.276  

Coakes, S. J., & Ong, C. (2011). SPSS Version 18.0 for Windows: Analysis without 

anguish. John Wiley & Sons. 

Coghlan, D. (2011). Action research: Exploring perspectives on a philosophy of 

practical knowing. Academy of Management Annals, 5(1), 53–87. 

https://doi.org/10.1080/19416520.2011.571520  

Coghlan, D. (2019). Doing action research in your own organization (5th ed.). SAGE 

Publications. 

Cohen, L., Manion, L., & Morrison, K. (2011). Research methods in education (7th ed.). 

Routledge. 

Collis, J., & Hussey, R. (2009). Business research: A practical guide for undergraduate 

and postgraduate students (3rd ed.). Palgrave Macmillan. 

https://doi.org/10.1016/j.iheduc.2017.01.005
https://www.jstor.org/stable/247360
https://doi.org/10.3390/su11030715
https://doi.org/10.1037/0033-2909.103.2.276
https://doi.org/10.1080/19416520.2011.571520


 

314 

   

 

Collis, J., & Hussey, R. (2014). Business research: A practical guide for undergraduate 

and postgraduate students (4th ed.). Macmillan International Higher Education. 

Communications and Information Technology Commission (CITC). (2017). E-

commerce in Saudi Arabia [Report]. 

https://www.citc.gov.sa/en/reportsandstudies/Reports/Documents/CITC_ECOM

MERCE_2017_ENGLISH.PDF 

Comrey, A. L., & Lee, H. B. (2013). A first course in factor analysis. Psychology Press. 

Connelly, L. M. (2016). Trustworthiness in qualitative research. MEDSURG Nursing, 

25(6), 435–436. https://www.proquest.com/docview/1849700459?pq-

origsite=gscholar&fromopenview=true 

Cooper, H. M. (1988). Organizing knowledge syntheses: A taxonomy of literature 

reviews. Knowledge in Society, 1(1), Article 104. 

https://doi.org/10.1007/BF03177550 

Coppola, D. (2021, October 13). Global number of digital buyers 2014-2021. Statista. 

https://www.statista.com/statistics/251666/number-of-digital-buyers-worldwide/ 

Costello, A. B., & Osborne, J. (2005). Best practices in exploratory factor analysis: Four 

recommendations for getting the most from your analysis. Practical Assessment, 

Research, and Evaluation, 10, Article 7. https://doi.org/10.7275/jyj1-4868  

Creative Research Systems. (n.d.). Sample size calculator. Retrieved 10 22, 2020, from 

http://www.surveysystem.com/sscalc.htm 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, 

and mixed methods approaches (5th ed.). SAGE Publications. 

https://www.citc.gov.sa/en/reportsandstudies/Reports/Documents/CITC_ECOMMERCE_2017_ENGLISH.PDF
https://www.citc.gov.sa/en/reportsandstudies/Reports/Documents/CITC_ECOMMERCE_2017_ENGLISH.PDF
https://doi.org/10.1007/BF03177550
https://www.statista.com/statistics/251666/number-of-digital-buyers-worldwide/
https://doi.org/10.7275/jyj1-4868
http://www.surveysystem.com/sscalc.htm


 

315 

   

 

Creswell, J. W., & Plano Clark, V. L. (2017). Designing and conducting mixed methods 

research (3rd ed.). SAGE Publications. 

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. 

Psychometrika, 16(3), 297–334. https://doi.org/10.1007/BF02310555  

Curty, R. G., & Zhang, P. (2011). Social commerce: Looking back and forward. 

Proceedings of the American Society for Information Science and Technology, 

48(1), 1–10. https://doi.org/10.1002/meet.2011.14504801096  

Curty, R. G., & Zhang, P. (2013). Website features that gave rise to social commerce: A 

historical analysis. Electronic Commerce Research and Applications, 12(4), 260–

279. https://doi.org/10.1016/j.elerap.2013.04.001  

Dahnil, M. I., Marzuki, K. M., Langgat, J., & Fabeil, N. F. (2014). Factors influencing 

SMEs adoption of social media marketing. Procedia - Social and Behavioral 

Sciences, 148, 119–126. https://doi.org/10.1016/j.sbspro.2014.07.025  

Dao, G. (2021). How cultural dimensions affects purchase intention on social 

commerce: A comparative study between the Netherlands and Vietnam [Master’s 

thesis, University of Twente].  

Darch, H., & Lucas, T. (2002). Training as an e‐commerce enabler. Journal of 

Workplace Learning, 14(4), 148–155. 

https://doi.org/10.1108/13665620210427276  

DataReportal. (n.d.). Global social media statistics. Retrieved 11 16, 2021, from 

https://datareportal.com/social-media-users 

https://doi.org/10.1007/BF02310555
https://doi.org/10.1002/meet.2011.14504801096
https://doi.org/10.1016/j.elerap.2013.04.001
https://doi.org/10.1016/j.sbspro.2014.07.025
https://doi.org/10.1108/13665620210427276
https://datareportal.com/social-media-users


 

316 

   

 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS Quarterly, 13(3), 319–340. 

https://doi.org/10.2307/249008  

Daytner, K. M. (2006). Validity in qualitative research: Application of safeguards 

[Paper presentation]. Ethnographic and Qualitative Research in Education 

conference, Cedarville, OH, USA. https://files.eric.ed.gov/fulltext/ED516416.pdf 

DeCoster, J. (1998). Overview of factor analysis. http://www.stat-help.com/factor.pdf  

Delgado, H. (2019). Web 2.0 history, evolution and characteristics. Retrieved Jun 07, 

2022, from https://disenowebakus.net/en/web-2  

Denscombe, M. (2014). The good research guide: For small-scale social research 

projects (5th ed.). McGraw-Hill Education. 

Denzin, N. K. (2017). The research act: A theoretical introduction to sociological 

methods. Transaction Publishers. 

Denzin, N. K., & Lincoln, Y. S. (2008). Introduction: The discipline and practice of 

qualitative research. In N. K. Denzin & Y. S. Lincoln (Eds.), Strategies of 

qualitative inquiry (pp. 1–43). Sage Publications, Inc. 

https://psycnet.apa.org/record/2008-06339-001 

DePaolo, C. A., & Wilkinson, K. (2014). Get your head into the clouds: Using word 

clouds for analyzing qualitative assessment data. TechTrends, 58(3), 38–44. 

https://doi.org/10.1007/s11528-014-0750-9  

Devlin, S. J., Dong, H., & Brown, M. (1993). Selecting a scale for measuring quality. 

Marketing Research, 5(3).  

https://doi.org/10.2307/249008
http://www.stat-help.com/factor.pdf
https://doi.org/10.1007/s11528-014-0750-9


 

317 

   

 

Dhanda, U., & Kumar, A. (2018). Monetisation of blogs: A case of social media 

entrepreneurship. IIMS Journal of Management Science, 9(3), 171–177. 

https://doi.org/10.5958/0976-173X.2018.00015.5  

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer–

seller relationships. Journal of Marketing, 61(2), 35–51. 

https://doi.org/10.1177/002224299706100203  

Dubé, L., & Paré, G. (2003). Rigor in information systems positivist case research: 

Current practices, trends, and recommendations. MIS Quarterly, 27(4), 597–636. 

https://doi.org/10.2307/30036550  

Dudwick, N., Kuehnast, K., Nyhan Jones, V., & Woolcock, M. (2006). Analyzing social 

capital in context: A guide to using qualitative methods and data. World Bank 

Institute. 

http://web.worldbank.org/archive/website01006/WEB/IMAGES/ANALYZIN.P

DF 

Duneva, E. (2021). Key role of Web 2.0 for the company’s management- The case of 

«Malinka the Make Up-Bulgaria». InterConf, (46), 35–43. 

https://doi.org/10.51582/interconf.19-20.03.2021.003  

Dwivedi, Y. K., Williams, M. D., Mitra, A., Niranjan, S., & Weerakkody, V. (2011). 

Understanding advances in web technologies: Evolution from Web 2.0 to Web 

3.0.  

Easterby-Smith, M., Thorpe, R., Jackson, P. R., & Jaspersen, L. J. (2018). Management 

and business research (6th ed.). SAGE Publications. 

https://doi.org/10.5958/0976-173X.2018.00015.5
https://doi.org/10.1177/002224299706100203
https://doi.org/10.2307/30036550
https://doi.org/10.51582/interconf.19-20.03.2021.003


 

318 

   

 

ecommerceDB. (n.d.). The eCommerce market in Saudi Arabia. Retrieved 01 18, 2021, 

from https://ecommercedb.com/en/markets/sa/all  

Elo, S., & Kyngäs, H. (2008). The qualitative content analysis process. Journal of 

Advanced Nursing, 62(1), 107–115. https://doi.org/10.1111/j.1365-

2648.2007.04569.x  

Elo, S., Kääriäinen, M., Kanste, O., Pölkki, T., Utriainen, K., & Kyngäs, H. (2014). 

Qualitative content analysis: A focus on trustworthiness. SAGE Open, 4(1). 

https://doi.org/10.1177/2158244014522633  

Emery, F. (2016). Characteristics of socio-technical systems. In The Social Engagement 

of Social Science, a Tavistock Anthology, Volume 2 (pp. 157-186). University of 

Pennsylvania Press. https://doi.org/10.9783/9781512819052-009  

Etikan, I., Alkassim, R., & Abubakar, S. (2016). Comparision of snowball sampling and 

sequential sampling technique. Biometrics & Biostatistics International Journal, 

3(1), 6–7. https://doi.org/10.15406/bbij.2016.03.00055  

Fallon, K. (2021). Streams of the self: The Instagram feed as narrative autobiography. 

Interactive Film & Media Journal, 1(2), 100–116. 

https://doi.org/10.32920/ifmj.v1i2.1502  

Fan, L., & Suh, Y.-H. (2014). Why do users switch to a disruptive technology? An 

empirical study based on expectation-disconfirmation theory. Information & 

Management, 51(2), 240–248. https://doi.org/10.1016/j.im.2013.12.004  

Farivar, S., Turel, O., & Yuan, Y. (2017). A trust-risk perspective on social commerce 

use: An examination of the biasing role of habit. Internet Research, 27(3), 586–

607.  https://doi.org/10.1108/IntR-06-2016-0175 

https://ecommercedb.com/en/markets/sa/all
https://doi.org/10.1111/j.1365-2648.2007.04569.x
https://doi.org/10.1111/j.1365-2648.2007.04569.x
https://doi.org/10.1177/2158244014522633
https://doi.org/10.9783/9781512819052-009
https://doi.org/10.15406/bbij.2016.03.00055
https://doi.org/10.32920/ifmj.v1i2.1502
https://doi.org/10.1016/j.im.2013.12.004
https://doi.org/10.1108/IntR-06-2016-0175


 

319 

   

 

Feilzer, M. Y. (2010). Doing mixed methods research pragmatically: Implications for 

the rediscovery of pragmatism as a research paradigm. Journal of Mixed 

Methods Research, 4(1), 6–16. https://doi.org/10.1177/1558689809349691  

Feinberg, J. (2009). Wordle-beautiful word clouds. Wordle—Beautiful word clouds, 

Field, A. (2013). Discovering statistics using IBM SPSS Statistics (4th ed.). SAGE 

Publications. 

Fink, A. (2010). Survey research methods. In P. Peterson, E. Baker, & B. McGaw 

(Eds.), International encyclopedia of education (3rd ed., pp. 152–160). Elsevier 

Science. https://doi.org/10.1016/B978-0-08-044894-7.00296-7  

Fink, A. (2017). How to conduct surveys: A step-by-step guide (6th ed.). SAGE 

Publications. 

Fink, A. (2019). Conducting research literature reviews: From the Internet to paper (5th 

ed.). SAGE Publications. 

Finnbogason, S. (2013). Sustainability within online and mobile-enabled commerce: 

How is sustainability being affected in this form of commerce conducted via 

small and medium-sized enterprises?. IIIEE Master thesis. 

https://lup.lub.lu.se/student-papers/record/4113770/file/4146317.pdf 

Firth, D. R., & Swanson, E. B. (2005). How useful are IT research and analysis services? 

Business Horizons, 48(2), 151–159. https://doi.org/10.1016/j.bushor.2004.10.018 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An 

introduction to theory and research. Addison-Wesley. 

França, R. P., Monteiro, A. C. B., Arthur, R., & Iano, Y. (2021). An overview of Web 

2.0 and its technologies and their impact in the modern era. In J.-É. Pelet (Ed.), 

https://doi.org/10.1177/1558689809349691
https://doi.org/10.1016/B978-0-08-044894-7.00296-7
https://doi.org/10.1016/j.bushor.2004.10.018


 

320 

   

 

Handbook of research on user experience in Web 2.0 technologies and its impact 

on universities and businesses (pp. 73–93). IGI Global. 

https://doi.org/10.4018/978-1-7998-3756-5.ch005  

Friedrich, T. (2015). Analyzing the factors that influence consumers' adoption of social 

commerce – A literature review.  

Gan, C., & Wang, W. (2017). The influence of perceived value on purchase intention in 

social commerce context. Internet Research, 27(4), 772–785. 

https://doi.org/10.1108/IntR-06-2016-0164  

García-Morales, V. J., Martín-Rojas, R., & Garde-Sánchez, R. (2020). How to 

encourage social entrepreneurship action? Using Web 2.0 technologies in higher 

education institutions. Journal of Business Ethics, 161(2), 329–350. 

https://doi.org/10.1007/s10551-019-04216-6  

Gatautis, R., & Medziausiene, A. (2014). Factors affecting social commerce acceptance 

in Lithuania. Procedia - Social and Behavioral Sciences, 110, 1235–1242.  

https://doi.org/10.1016/j.sbspro.2013.12.970 

Gayathri, K. S., Thomas, T., & Jayasudha, J. (2012). Security issues of media sharing in 

social cloud. Procedia Engineering, 38, 3806–3815. 

https://doi.org/10.1016/j.proeng.2012.06.436  

General Authority for Statistics. (2020). Saudi youth in numbers: A report for 

International Youth Day 2020. 

https://www.stats.gov.sa/sites/default/files/saudi_youth_in_numbers_report_202

0en.pdf 

https://doi.org/10.4018/978-1-7998-3756-5.ch005
https://doi.org/10.1108/IntR-06-2016-0164
https://doi.org/10.1007/s10551-019-04216-6
https://doi.org/10.1016/j.sbspro.2013.12.970
https://doi.org/10.1016/j.proeng.2012.06.436
https://www.stats.gov.sa/sites/default/files/saudi_youth_in_numbers_report_2020en.pdf
https://www.stats.gov.sa/sites/default/files/saudi_youth_in_numbers_report_2020en.pdf


 

321 

   

 

George, D., & Mallery, P. (2003). SPSS for Windows step by step: A simple guide and 

reference. Allyn and Bacon. 

GMI Blogger. (2021, December 25). Saudi Arabia social media statistics 2021. Global 

Media Insight Blog. https://www.globalmediainsight.com/blog/saudi-arabia-

social-media-statistics/ 

Goldkuhl, G. (2012). Pragmatism vs interpretivism in qualitative information systems 

research. European Journal of Information Systems, 21(2), 135–146.  

https://doi.org/10.1057/ejis.2011.54 

Goldsmith, R. E., & Horowitz, D. (2006). Measuring motivations for online opinion 

seeking. Journal of Interactive Advertising, 6(2), 2–14. 

https://doi.org/10.1080/15252019.2006.10722114  

Goles, T., & Hirschheim, R. (2000). The paradigm is dead, the paradigm is dead…Long 

live the paradigm: The legacy of Burrell and Morgan. Omega, 28(3), 249–268. 

https://doi.org/10.1016/S0305-0483(99)00042-0  

Gordon, J. S., & McNew, R. (2008). Developing the online survey. Nursing Clinics of 

North America, 43(4), 605–619. https://doi.org/10.1016/j.cnur.2008.06.011  

Gray, D. E. (2014). Doing research in the real world (3rd ed.). SAGE Publications. 

Goulding, C. (2005), "Grounded theory, ethnography and phenomenology: A 

comparative analysis of three qualitative strategies for marketing 

research", European Journal of Marketing, Vol. 39 No. 3/4, pp. 294-

308. https://doi.org/10.1108/03090560510581782 

https://www.globalmediainsight.com/blog/saudi-arabia-social-media-statistics/
https://www.globalmediainsight.com/blog/saudi-arabia-social-media-statistics/
https://doi.org/10.1057/ejis.2011.54
https://doi.org/10.1080/15252019.2006.10722114
https://doi.org/10.1016/S0305-0483(99)00042-0
https://doi.org/10.1016/j.cnur.2008.06.011
https://www.emerald.com/insight/search?q=Christina%20Goulding
https://www.emerald.com/insight/publication/issn/0309-0566
https://doi.org/10.1108/03090560510581782


 

322 

   

 

Guadagnoli, E., & Velicer, W. F. (1988). Relation of sample size to the stability of 

component patterns. Psychological Bulletin, 103(2), 265–275. 

https://doi.org/10.1037/0033-2909.103.2.265  

Guba, E. G., & Lincoln, Y. S. (1989). Fourth generation evaluation. SAGE 

Publications. 

Guba, E. G., & Lincoln, Y. S. (1994). Competing paradigms in qualitative research. In 

N. K. Denzin & Y. S. Lincoln (Eds.), Handbook of qualitative research (pp. 

105–117). SAGE Publications. https://psycnet.apa.org/record/1994-98625-005 

Guest, G., Bunce, A., & Johnson, L. (2006). How many interviews are enough? An 

experiment with data saturation and variability. Field Methods, 18(1), 59–82. 

https://doi.org/10.1177/1525822X05279903  

Gummerus, J., Liljander, V., Weman, E., & Pihlström, M. (2012). Customer engagement 

in a Facebook brand community. Management Research Review, 35(9), 857–

877. https://doi.org/10.1108/01409171211256578  

Guo, S., Wang, M., & Leskovec, J. (2011). The role of social networks in online 

shopping: Information passing, price of trust, and consumer choice [Paper 

presentation]. Proceedings of the 12th ACM conference on Electronic commerce, 

San Jose, CA, USA. https://doi.org/10.1145/1993574.1993598  

Ha, I., Yoon, Y., & Choi, M. (2007). Determinants of adoption of mobile games under 

mobile broadband wireless access environment. Information & Management, 

44(3), 276–286. https://doi.org/10.1016/j.im.2007.01.001  

Hair, J. F., Jr., Babin, B., Money, A. H., & Samouel, P. (2003). Essentials of business 

research methods. John Wiley & Sons.  

https://doi.org/10.1037/0033-2909.103.2.265
https://doi.org/10.1177/1525822X05279903
https://doi.org/10.1108/01409171211256578
https://doi.org/10.1145/1993574.1993598
https://doi.org/10.1016/j.im.2007.01.001


 

323 

   

 

Hair, J. F., Jr., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate data 

analysis (7th ed.). Pearson Education. 

Hajli, M. (2013). A research framework for social commerce adoption. Information 

Management & Computer Security, 21(3), 144–154. 

https://doi.org/10.1108/IMCS-04-2012-0024 

Hajli, M. N. (2014). The role of social support on relationship quality and social 

commerce. Technological Forecasting and Social Change, 87, 17–27. 

https://doi.org/10.1016/j.techfore.2014.05.012  

Hajli, N. (2015). Social commerce constructs and consumer's intention to buy. 

International Journal of Information Management, 35(2), 183–191. 

https://doi.org/10.1016/j.ijinfomgt.2014.12.005  

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M.-O. (2017). A social commerce 

investigation of the role of trust in a social networking site on purchase 

intentions. Journal of Business Research, 71, 133–141. 

https://doi.org/10.1016/j.jbusres.2016.10.004  

Hajli, N., Wang, Y., Tajvidi, M., & Hajli, M. S. (2017). People, technologies, and 

organizations interactions in a social commerce era. IEEE Transactions on 

Engineering Management, 64(4), 594–604. 

https://doi.org/10.1109/TEM.2017.2711042  

Halili, F., & Ramadani, E. (2018). Web services: A comparison of soap and rest 

services. Modern Applied Science, 12(3), 175–183. 

https://doi.org/10.5539/mas.v12n3p175  

https://doi.org/10.1108/IMCS-04-2012-0024
https://doi.org/10.1016/j.techfore.2014.05.012
https://doi.org/10.1016/j.ijinfomgt.2014.12.005
https://doi.org/10.1016/j.jbusres.2016.10.004
https://doi.org/10.1109/TEM.2017.2711042
https://doi.org/10.5539/mas.v12n3p175


 

324 

   

 

Halilovic, S., & Cicic, M. (2013). Antecedents of information systems user behaviour – 

Extended expectation-confirmation model. Behaviour & Information 

Technology, 32(4), 359–370. https://doi.org/10.1080/0144929X.2011.554575  

Han, H., Xu, H., & Chen, H. (2018). Social commerce: A systematic review and data 

synthesis. Electronic Commerce Research and Applications, 30, 38–50.  

https://doi.org/10.1016/j.elerap.2018.05.005 

Hanafizadeh, P., Behboudi, M., Koshksaray, A. A., & Tabar, M. J. S. (2014). Mobile-

banking adoption by Iranian bank clients. Telematics and Informatics, 31(1), 62–

78. https://doi.org/10.1016/j.tele.2012.11.001  

Harb, A. A., Fowler, D., Chang, H. J., Blum, S. C., & Alakaleek, W. (2019). Social 

media as a marketing tool for events. Journal of Hospitality and Tourism 

Technology, 10(1), 28–44. https://doi.org/10.1108/JHTT-03-2017-0027  

Harding, J. (2018). Qualitative data analysis: From start to finish (2nd ed.). SAGE 

Publications. 

Harrell, M. C., & Bradley, M. A. (2009). Data collection methods: Semi-structured 

interviews and focus groups [Report]. RAND Corporation. 

https://www.rand.org/pubs/technical_reports/TR718.html  

Hassanein, K., & Head, M. (2005). The impact of infusing social presence in the web 

interface: An investigation across product types. International Journal of 

Electronic Commerce, 10(2), 31–55. https://doi.org/10.2753/JEC1086-

4415100202  

Hassanein, K., Head, M., & Ju, C. (2009). A cross-cultural comparison of the impact of 

social presence on website trust, usefulness and enjoyment. International Journal 

https://doi.org/10.1080/0144929X.2011.554575
https://doi.org/10.1016/j.elerap.2018.05.005
https://doi.org/10.1016/j.tele.2012.11.001
https://doi.org/10.1108/JHTT-03-2017-0027
https://www.rand.org/pubs/technical_reports/TR718.html
https://doi.org/10.2753/JEC1086-4415100202
https://doi.org/10.2753/JEC1086-4415100202


 

325 

   

 

of Electronic Business, 7(6), 625–641. 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.471.1183&rep=rep1&t

ype=pdf 

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. 

Evidence-Based Nursing, 18(3), 66–67. https://doi.org/10.1136/eb-2015-102129  

Helal, M. (2017). An investigation of the use of social media for e-commerce amongst 

small businesses in Saudi Arabia [Doctoral thesis, University of Salford].  

Henson, R. K., & Roberts, J. K. (2006). Use of exploratory factor analysis in published 

research: Common errors and some comment on improved practice. Educational 

and Psychological Measurement, 66(3), 393–416. 

https://doi.org/10.1177/0013164405282485  

Hernández, B., Jiménez, J., & Martín, M. J. (2009). Key website factors in e-business 

strategy. International Journal of Information Management, 29(5), 362–371. 

https://doi.org/10.1016/j.ijinfomgt.2008.12.006  

Hicks, S. R. C. (2004). Explaining postmodernism: Skepticism and socialism from 

Rousseau to Foucault. Scholargy Publishing. 

Hofstede Insights. (n.d.). Country comparison: Saudi Arabia. Retrieved 11 22, 2021, 

from https://www.hofstede-insights.com/country-comparison/saudi-arabia/ 

Hofstede, G. (1984). Cross-cultural research and methodology: Vol. 5. Culture's 

consequences: International differences in work-related values. SAGE 

Publications. 

Hong, S., Thong, J. Y. L., & Tam, K. Y. (2006). Understanding continued information 

technology usage behavior: A comparison of three models in the context of 

https://doi.org/10.1136/eb-2015-102129
https://doi.org/10.1177/0013164405282485
https://doi.org/10.1016/j.ijinfomgt.2008.12.006
https://www.hofstede-insights.com/country-comparison/saudi-arabia/


 

326 

   

 

mobile Internet. Decision Support Systems, 42(3), 1819–1834. 

https://doi.org/10.1016/j.dss.2006.03.009  

Hsieh, H.-F., & Shannon, S. E. (2005). Three approaches to qualitative content analysis. 

Qualitative Health Research, 15(9), 1277–1288. 

https://doi.org/10.1177/1049732305276687  

Hu, X., Huang, Q., Zhong, X., Davison, R. M., & Zhao, D. (2016). The influence of peer 

characteristics and technical features of a social shopping website on a 

consumer’s purchase intention. International Journal of Information 

Management, 36(6, Part B), 1218–1230. 

https://doi.org/10.1016/j.ijinfomgt.2016.08.005 

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A close 

look at design features. Electronic Commerce Research and Applications, 12(4), 

246–259. https://doi.org/10.1016/j.elerap.2012.12.003  

Hunt, E. (2015, November 3). Essena O’Neill quits Instagram claiming social media ‘is 

not real life’. The Guardian. 

https://www.theguardian.com/media/2015/nov/03/instagram-star-essena-oneill-

quits-2d-life-to-reveal-true-story-behind-images  

Hutcheson, G., & Sofroniou, N. (1999). The multivariate social scientist: Introductory 

statistics using generalized linear models. SAGE Publications. 

Hwang, I. J., Lee, B. G., & Kim, K. Y. (2014). Information asymmetry, social 

networking site word of mouth, and mobility effects on social commerce in 

Korea. Cyberpsychology, Behavior, and Social Networking, 17(2), 117–124. 

http://doi.org/10.1089/cyber.2012.0566  

https://doi.org/10.1016/j.dss.2006.03.009
https://doi.org/10.1177/1049732305276687
https://doi.org/10.1016/j.ijinfomgt.2016.08.005
https://doi.org/10.1016/j.elerap.2012.12.003
https://www.theguardian.com/media/2015/nov/03/instagram-star-essena-oneill-quits-2d-life-to-reveal-true-story-behind-images
https://www.theguardian.com/media/2015/nov/03/instagram-star-essena-oneill-quits-2d-life-to-reveal-true-story-behind-images
http://doi.org/10.1089/cyber.2012.0566


 

327 

   

 

Im, I., Hong, S., & Kang, M. S. (2011). An international comparison of technology 

adoption: Testing the UTAUT model. Information & Management, 48(1), 1–8.  

https://doi.org/10.1016/j.im.2010.09.001 

Issa, T. (2013). Online survey: Best practice. In P. Isaias & M. B. Nunes (Eds.), 

Information systems research and exploring social artifacts: Approaches and 

methodologies (pp. 1–19). IGI Global. http://doi.org/10.4018/978-1-4666-2491-

7.ch001  

Issa, T. (2017). Sustainability perspective and awareness amongst higher education in 

Australia. In T. Issa, P. Isaias, & T. Issa (Eds.), Sustainability, green IT and 

education strategies in the twenty-first century (pp. 17–33). Springer. 

https://doi.org/10.1007/978-3-319-57070-9_2 

Issa, T., Issa, T., & Issa, T. (2020). Awareness, opportunities and challenges of green IT: 

An Australian perspective. In T. Issa, T. Issa, T. B. Issa, & P. Isaias (Eds.), 

Sustainability awareness and green information technologies (pp. 443–462). 

Springer. https://doi.org/10.1007/978-3-030-47975-6_18  

Ivankova, N. V., Creswell, J. W., & Stick, S. L. (2006). Using mixed-methods sequential 

explanatory design: From theory to practice. Field Methods, 18(1), 3–20. 

https://doi.org/10.1177/1525822X05282260  

Jain, V., Malviya, B., & Arya, S. (2021). An overview of electronic commerce (e-

Commerce). Journal of Contemporary Issues in Business and Government, 

27(3), 665–670. https://doi.org/10.47750/cibg.2021.27.03.090  

Jang, H., Ko, I., & Kim, J. (2013). The effect of group-buy social commerce and coupon 

on satisfaction and continuance intention -- Focusing on the expectation 

https://doi.org/10.1016/j.im.2010.09.001
http://doi.org/10.4018/978-1-4666-2491-7.ch001
http://doi.org/10.4018/978-1-4666-2491-7.ch001
https://doi.org/10.1007/978-3-030-47975-6_18
https://doi.org/10.1177/1525822X05282260
https://doi.org/10.47750/cibg.2021.27.03.090


 

328 

   

 

confirmation model (ECM) [Paper presentation]. 2013 46th Hawaii International 

Conference on System Sciences, Wailea, Maui, HI USA. 

https://doi.org/10.1109/HICSS.2013.516  

Jayasingh, S., & Eze, U. C. (2009). An empirical analysis of consumer behavioral 

intention toward mobile coupons in Malaysia. International Journal of Business 

and Information, 4(2), 221–242. 

https://www.academia.edu/1877022/An_empirical_analysis_of_consumer_behav

ioral_intention_towards_mobile_coupons_in_Malaysia?from=cover_page  

Jiang, G., Ma, F., Fang, Y., & Li, X. (2013). User transfer in collaborative commerce: 

Evident from virtual community to social commerce [Paper presentation]. 

Proceedings of 20th International Conference on Industrial Engineering and 

Engineering Management, Springer, Berlin, Heidelberg. 

https://doi.org/10.1007/978-3-642-40072-8_23 

Jiang, G., Ma, F., Shang, J., & Chau, P. Y. K. (2014). Evolution of knowledge sharing 

behavior in social commerce: An agent-based computational approach. 

Information Sciences, 278, 250–266. https://doi.org/10.1016/j.ins.2014.03.051  

Jiang, L., Jun, M., & Yang, Z. (2016). Customer-perceived value and loyalty: How do 

key service quality dimensions matter in the context of B2C e-commerce? 

Service Business, 10(2), 301–317. https://doi.org/10.1007/s11628-015-0269-y  

Johnson, R. B., & Onwuegbuzie, A. J. (2004). Mixed methods research: A research 

paradigm whose time has come. Educational Researcher, 33(7), 14–26. 

https://doi.org/10.3102/0013189X033007014  

https://doi.org/10.1109/HICSS.2013.516
https://doi.org/10.1016/j.ins.2014.03.051
https://doi.org/10.1007/s11628-015-0269-y
https://doi.org/10.3102/0013189X033007014


 

329 

   

 

Kacen, J. J., Hess, J. D., & Chiang, W.-Y. K. (2013). Bricks or clicks? Consumer 

attitudes toward traditional stores and online stores. Global Economics and 

Management Review, 18(1), 12–21. https://doi.org/10.1016/S2340-

1540(13)70003-3  

Kahle-Piasecki, L. (2018). Learning small business management in an interactive 

environment with blogs and simulations. Frontiers in Management Research, 

2(3), 67–74. https://doi.org/10.22606/fmr.2018.23001 

Kaiser, H. F. (1960). The application of electronic computers to factor analysis. 

Educational and Psychological Measurement, 20(1), 141–151. 

https://doi.org/10.1177/001316446002000116  

Kaiser, H. F. (1974). An index of factorial simplicity. Psychometrika, 39(1), 31–36.  

https://doi.org/10.1007/BF02291575 

Kalinic, Z., & Marinkovic, V. (2016). Determinants of users’ intention to adopt m-

commerce: An empirical analysis. Information Systems and e-Business 

Management, 14(2), 367–387. https://doi.org/10.1007/s10257-015-0287-2  

Kanellis, P., & Papadopoulos, T. (2009). Conducting research in information systems: 

An epistemological journey. In A. Cater-Steel & L. Al-Hakim (Eds.), 

Information systems research methods, epistemology, and applications (pp. 1–

34). IGI Global. https://doi.org/10.4018/978-1-60566-040-0.ch001 

Kaplan, B., & Maxwell, J. A. (2005). Qualitative research methods for evaluating 

computer information systems. In J. G. Anderson & C. E. Aydin (Eds.), 

Evaluating the organizational impact of healthcare information systems (pp. 30–

55). Springer. https://doi.org/10.1007/0-387-30329-4_2  

https://doi.org/10.1016/S2340-1540(13)70003-3
https://doi.org/10.1016/S2340-1540(13)70003-3
https://doi.org/10.22606/fmr.2018.23001
https://doi.org/10.1177/001316446002000116
https://doi.org/10.1007/BF02291575
https://doi.org/10.1007/s10257-015-0287-2
https://doi.org/10.4018/978-1-60566-040-0.ch001
https://doi.org/10.1007/0-387-30329-4_2


 

330 

   

 

Kaul, V. (2012). Changing paradigms of media landscape in the digital age. Journal of 

Mass Communication & Journalism, 2(2), Article 1000110. 

https://doi.org/10.4172/2165-7912.1000110  

Kenton, W. (2022, February 27). Social networking. Investopedia. 

https://www.investopedia.com/terms/s/social-networking.asp 

Khan, M. U. H. (2016). Saudi Arabia's Vision 2030. Defence Journal, 19(11), 36–42.  

https://www.proquest.com/scholarly-journals/saudi-arabias-vision-

2030/docview/2560567576/se-2?accountid=10382 

Kim, D. (2013). Under what conditions will social commerce business models survive? 

Electronic Commerce Research and Applications, 12(2), 69–77. 

https://doi.org/10.1016/j.elerap.2012.12.002  

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2009). Trust and satisfaction, two stepping 

stones for successful e-commerce relationships: A longitudinal exploration. 

Information Systems Research, 20(2), 237–257. 

https://doi.org/10.1287/isre.1080.0188  

Kim, J. B. (2012). An empirical study on consumer first purchase intention in online 

shopping: Integrating initial trust and TAM. Electronic Commerce Research, 

12(2), 125–150. https://doi.org/10.1007/s10660-012-9089-5  

Kim, J., Min, J. E., & Le, L. H. (2022). Impacts of brand familiarity and brand responses 

on perceived brand credibility, similarity, and blog recommendation intention: A 

study of corporate blogs. Journal of Fashion Marketing and Management, 26(2), 

328–343. https://doi.org/10.1108/JFMM-09-2020-0189  

https://doi.org/10.4172/2165-7912.1000110
https://www.investopedia.com/terms/s/social-networking.asp
https://doi.org/10.1016/j.elerap.2012.12.002
https://doi.org/10.1287/isre.1080.0188
https://doi.org/10.1007/s10660-012-9089-5
https://doi.org/10.1108/JFMM-09-2020-0189


 

331 

   

 

Kim, S., & Park, H. (2013). Effects of various characteristics of social commerce (s-

commerce) on consumers’ trust and trust performance. International Journal of 

Information Management, 33(2), 318–332. 

https://doi.org/10.1016/j.ijinfomgt.2012.11.006 

Kim, Y. (2011). Market analysis and issues of social commerce in Korea. KISDI, 23(11), 

41–63. 

Kim, Y. A., & Srivastava, J. (2007, August 19–22). Impact of social influence in e-

commerce decision making [Paper presentation]. Proceedings of the Ninth 

International Conference on Electronic Commerce, Minneapolis, MN, United 

States. https://doi.org/10.1145/1282100.1282157  

King, N. (2004). Using templates in the thematic analysis of text. In C. Cassell & G. 

Symon (Eds.), Essential guide to qualitative methods in organizational research 

(pp. 256–270). SAGE Publications. https://doi.org/10.4135/9781446280119.n21  

Kitchenham, B., & Pfleeger, S. L. (2002). Principles of survey research Part 4: 

Questionnaire evaluation. ACM SIGSOFT Software Engineering Notes, 27(3), 

20–23. https://doi.org/10.1145/638574.638580  

Konjengbam, A., Kumar, N., & Singh, M. (2020). Unsupervised tag recommendation 

for popular and cold products. Journal of Intelligent Information Systems, 54(3), 

545–566. https://doi.org/10.1007/s10844-019-00574-9  

Kuo, Y.-F., & Yen, S.-N. (2009). Towards an understanding of the behavioral intention 

to use 3G mobile value-added services. Computers in Human Behavior, 25(1), 

103–110. https://doi.org/10.1016/j.chb.2008.07.007  

https://doi.org/10.1016/j.ijinfomgt.2012.11.006
https://doi.org/10.1145/1282100.1282157
https://doi.org/10.4135/9781446280119.n21
https://doi.org/10.1145/638574.638580
https://doi.org/10.1007/s10844-019-00574-9
https://doi.org/10.1016/j.chb.2008.07.007


 

332 

   

 

Kütz, M. (2016). Introduction to e-commerce: Combining business and information 

technology. bookboon. 

Kyngas, H., & Vanhanen, L. (1999). Content analysis. Hoitotiede, 11, 3–12.  

Laeeq, K., & Memon, Z. A. (2018). An integrated model to enhance virtual learning 

environments with current social networking perspective. International Journal 

of Emerging Technologies in Learning, 13(9), 252–268. 

https://doi.org/10.3991/ijet.v13i09.8000  

Lal, P. (2017). Analyzing determinants influencing an individual’s intention to use 

social commerce website. Future Business Journal, 3(1), 70–85. 

https://doi.org/10.1016/j.fbj.2017.02.001  

LaMarca, N. (2011). The Likert scale: Advantages and disadvantages. Field Research in 

Organizational Psychology, 1–3. https://psyc450.wordpress.com/2011/12/05/the-

likert-scale-advantages-and-disadvantages/ 

Langaro, D., Rita, P., & de Fátima Salgueiro, M. (2018). Do social networking sites 

contribute for building brands? Evaluating the impact of users' participation on 

brand awareness and brand attitude. Journal of Marketing Communications, 

24(2), 146–168. https://doi.org/10.1080/13527266.2015.1036100  

Laumer, S., & Eckhardt, A. (2012). Why do people reject technologies: A review of user 

resistance theories. In Y. K. Dwivedi, M. R. Wade, & S. L. Schneberger (Eds.), 

Information systems theory (pp. 63–86). Springer. https://doi.org/10.1007/978-1-

4419-6108-2_4  

Lauri, S., & Kyngäs, H. (2005). Hoitotieteen Teorian Kehittäminen [Developing nursing 

theories]. Porvoo. 

https://doi.org/10.3991/ijet.v13i09.8000
https://doi.org/10.1016/j.fbj.2017.02.001
https://doi.org/10.1080/13527266.2015.1036100
https://doi.org/10.1007/978-1-4419-6108-2_4
https://doi.org/10.1007/978-1-4419-6108-2_4


 

333 

   

 

Law, T. J. (2021, 02 17). 19 powerful ecommerce statistics that will guide your strategy 

in 2019. OBERLO. https://www.oberlo.com/blog/ecommerce-statistics-guide-

your-strategy 

Lee, C. (2017). A survey of the World Wide Web evolution with respect to security 

issues. PeerJ Preprints 5:e2793v1 https://doi.org/10.7287/peerj.preprints.2793v1 

Lee, C.-H., & Chen, C.-W. (2020). An empirical study of social commerce intention: An 

example of China. Information, 11(2), Article 99. 

https://doi.org/10.3390/info11020099 

Lehtinen, E. (2022, March 22). What is Social Commerce? Why Your Business Should 

Consider it. Giosg. https://www.giosg.com/blog/social-commerce  

Li, C.-Y. (2019). How social commerce constructs influence customers' social shopping 

intention? An empirical study of a social commerce website. Technological 

Forecasting and Social Change, 144, 282–294.  

https://doi.org/10.1016/j.techfore.2017.11.026 

Li, X., Zhao, X., Xu, W., & Pu, W. (2020). Measuring ease of use of mobile applications 

in e-commerce retailing from the perspective of consumer online shopping 

behaviour patterns. Journal of Retailing and Consumer Services, 55, Article 

102093. https://doi.org/10.1016/j.jretconser.2020.102093  

Liang, T.-P., & Turban, E. (2011). Introduction to the special issue social commerce: A 

research framework for social commerce. International Journal of Electronic 

Commerce, 16(2), 5–14. https://doi.org/10.2753/JEC1086-4415160201 

Liang, T.-P., Ho, Y.-T., Li, Y.-W., & Turban, E. (2011). What drives social commerce: 

The role of social support and relationship quality. International Journal of 

https://www.oberlo.com/blog/ecommerce-statistics-guide-your-strategy
https://www.oberlo.com/blog/ecommerce-statistics-guide-your-strategy
https://doi.org/10.7287/peerj.preprints.2793v1
https://doi.org/10.3390/info11020099
https://www.giosg.com/blog/social-commerce
https://doi.org/10.1016/j.techfore.2017.11.026
https://doi.org/10.1016/j.jretconser.2020.102093
https://doi.org/10.2753/JEC1086-4415160201


 

334 

   

 

Electronic Commerce, 16(2), 69–90. https://doi.org/10.2753/JEC1086-

4415160204  

Liao, C., Chen, J.-L., & Yen, D. C. (2007). Theory of planning behavior (TPB) and 

customer satisfaction in the continued use of e-service: An integrated model. 

Computers in Human Behavior, 23(6), 2804–2822. 

https://doi.org/10.1016/j.chb.2006.05.006  

Liao, C., Palvia, P., & Lin, H.-N. (2006). The roles of habit and web site quality in e-

commerce. International Journal of Information Management, 26(6), 469–483. 

https://doi.org/10.1016/j.ijinfomgt.2006.09.001  

Likert, R. (1932). A technique for the measurement of attitudes. Archives of Psychology, 

22 140, 55. https://psycnet.apa.org/record/1933-01885-001 

Limayem, M., Hirt, S. G., & Cheung, C. M. K. (2007). How habit limits the predictive 

power of intention: The case of information systems continuance. MIS Quarterly, 

31(4), 705–737. https://doi.org/10.2307/25148817  

Limbu, Y. B., Wolf, M., & Lunsford, D. (2012). Perceived ethics of online retailers and 

consumer behavioral intentions: The mediating roles of trust and attitude. 

Journal of Research in Interactive Marketing, 6(2), 133–154. 

https://doi.org/10.1108/17505931211265435  

Lin, C.-P., & Anol, B. (2008). Learning online social support: An investigation of 

network information technology based on UTAUT. CyberPsychology & 

Behavior, 11(3), 268–272. https://doi.org/10.1089/cpb.2007.0057  

https://doi.org/10.2753/JEC1086-4415160204
https://doi.org/10.2753/JEC1086-4415160204
https://doi.org/10.1016/j.chb.2006.05.006
https://doi.org/10.1016/j.ijinfomgt.2006.09.001
https://doi.org/10.2307/25148817
https://doi.org/10.1108/17505931211265435
https://doi.org/10.1089/cpb.2007.0057


 

335 

   

 

Lin, H., Fan, W., & Chau, P. Y. K. (2014). Determinants of users’ continuance of social 

networking sites: A self-regulation perspective. Information & Management, 

51(5), 595–603. https://doi.org/10.1016/j.im.2014.03.010  

Lin, J., Li, L., Yan, Y., & Turel, O. (2018). Understanding Chinese consumer 

engagement in social commerce: The roles of social support and swift guanxi. 

Internet Research, 28(1), 2–22. https://doi.org/10.1108/IntR-11-2016-0349  

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry (Vol. 75). SAGE 

Publications. 

Liu, C., Bao, Z., & Zheng, C. (2019). Exploring consumers’ purchase intention in social 

commerce: An empirical study based on trust, argument quality, and social 

presence. Asia Pacific Journal of Marketing and Logistics, 31(2), 378–397. 

https://doi.org/10.1108/APJML-05-2018-0170  

Liu, Q. (2021). Application of web data mining in large scale e-commerce platform 

[Paper presentation]. 2021 2nd International Conference on Smart Electronics 

and Communication (ICOSEC), Tholurpatti, Tamil Nadu, India. 

https://doi.org/10.1109/ICOSEC51865.2021.9591853  

Lo Presti, L., Maggiore, G., Marino, V., & Resciniti, R. (2022). Mobile instant 

messaging apps as an opportunity for a conversational approach to marketing: A 

segmentation study. Journal of Business & Industrial Marketing, 37(7), 1432–

1448. https://doi.org/10.1108/JBIM-02-2020-0121  

Longhurst, R. (2009). Interviews: In-depth, semi-structured. In R. Kitchin & N. Thrift 

(Eds.), International encyclopedia of human geography (pp. 580–584). Elsevier 

Science. https://doi.org/10.1016/B978-008044910-4.00458-2  

https://doi.org/10.1016/j.im.2014.03.010
https://doi.org/10.1108/IntR-11-2016-0349
https://doi.org/10.1108/APJML-05-2018-0170
https://doi.org/10.1109/ICOSEC51865.2021.9591853
https://doi.org/10.1108/JBIM-02-2020-0121
https://doi.org/10.1016/B978-008044910-4.00458-2


 

336 

   

 

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce 

purchase intention: An empirical research. Computers in Human Behavior, 56, 

225–237. https://doi.org/10.1016/j.chb.2015.11.057  

Lu, B., Hirschheim, R., & Schwarz, A. (2015). Examining the antecedent factors of 

online microsourcing. Information Systems Frontiers, 17(3), 601–617. 

https://doi.org/10.1007/s10796-013-9440-y  

MacCallum, R. C., Widaman, K. F., Zhang, S., & Hong, S. (1999). Sample size in factor 

analysis. Psychological Methods, 4(1), 84–99. https://doi.org/10.1037/1082-

989X.4.1.84  

Mackenzie, N., & Knipe, S. (2006). Research dilemmas: Paradigms, methods and 

methodology. Issues in Educational Research, 16(2), 193–205. 

http://www.iier.org.au/iier16/mackenzie.html 

Macovei, O.-I. (2015). Applying the theory of planned behavior in predicting pro-

environmental behaviour: The case of energy conservation. Acta Universitatis 

Danubius. Œconomica, 11(4), 15–32. https://www.ceeol.com/search/article-

detail?id=523341 

Maia, C. R., Lunardi, G. L., Dolci, D., & D’Avila, L. C. (2019). Competitive price and 

trust as determinants of purchase intention in social commerce. BAR - Brazilian 

Administration Review, 16(4), Article e190074. https://doi.org/10.1590/1807-

7692bar2019190074  

Maia, C., Lunardi, G., Longaray, A., & Munhoz, P. (2018). Factors and characteristics 

that influence consumers’ participation in social commerce. Revista de Gestão, 

25(2), 194–211. https://doi.org/10.1108/REGE-03-2018-031  

https://doi.org/10.1016/j.chb.2015.11.057
https://doi.org/10.1007/s10796-013-9440-y
https://doi.org/10.1037/1082-989X.4.1.84
https://doi.org/10.1037/1082-989X.4.1.84
https://doi.org/10.1590/1807-7692bar2019190074
https://doi.org/10.1590/1807-7692bar2019190074
https://doi.org/10.1108/REGE-03-2018-031


 

337 

   

 

Makki, E., & Chang, L.-C. (2014, July). E-commerce in Saudi Arabia: Acceptance and 

implementation difficulties [Paper presentation]. The 2014 International 

Conference on e-Learning, e-Business, Enterprise Information Systems, and e-

Government (EEE’14), Las Vegas, NV, United States. 

https://doi.org/10.13140/2.1.2062.0485  

Malhotra, N. K., & Birks, D. F. (2007). Marketing research: An applied approach (3rd 

ed.). Pearson Education. 

Marino, V., & Lo Presti, L. (2018). Engagement, satisfaction and customer behavior-

based CRM performance: An empirical study of mobile instant messaging. 

Journal of Service Theory and Practice, 28(5), 682–707. 

https://doi.org/10.1108/JSTP-11-2017-0222  

Marsden, P. (2010). Social commerce: Monetizing social media [White paper]. Unique 

Digital. 

https://digitalwellbeing.org/downloads/White_Paper_Social_Commerce_EN.pdf  

Marsden, P., & Chaney, P. (2012). The social commerce handbook: 20 secrets for 

turning social media into social sales. McGraw Hill. 

Martin, P. Y., & Turner, B. A. (1986). Grounded theory and organizational research. The 

Journal of Applied Behavioral Science, 22(2), 141–157. 

https://doi.org/10.1177/002188638602200207  

Mathews, S. (2021, May 5). Saudi Arabia buys into e-commerce. Al-Monitor. 

https://www.al-monitor.com/originals/2021/05/saudi-arabia-buys-e-commerce 

May, T. (2011). Social research: Issues, methods and process (4th ed.). Open University 

Press. 

https://doi.org/10.13140/2.1.2062.0485
https://doi.org/10.1108/JSTP-11-2017-0222
https://digitalwellbeing.org/downloads/White_Paper_Social_Commerce_EN.pdf
https://doi.org/10.1177/002188638602200207
https://www.al-monitor.com/originals/2021/05/saudi-arabia-buys-e-commerce


 

338 

   

 

Mazaheri, E., Richard, M.-O., & Laroche, M. (2011). Online consumer behavior: 

Comparing Canadian and Chinese website visitors. Journal of Business 

Research, 64(9), 958–965. https://doi.org/10.1016/j.jbusres.2010.11.018  

Mertens, D. M. (2007). Transformative paradigm: Mixed methods and social justice. 

Journal of Mixed Methods Research, 1(3), 212–225. 

https://doi.org/10.1177/1558689807302811  

Mesenbourg, T. L. (2001). Measuring electronic business [Working paper]. U.S. Census 

Bureau. https://www.census.gov/content/dam/Census/library/working-

papers/2001/econ/ebusasa.pdf  

Michaelidou, N., Siamagka, N. T., & Christodoulides, G. (2011). Usage, barriers and 

measurement of social media marketing: An exploratory investigation of small 

and medium B2B brands. Industrial Marketing Management, 40(7), 1153–1159. 

https://doi.org/10.1016/j.indmarman.2011.09.009  

Mikalef, P., Giannakos, M., & Pateli, A. (2013). Shopping and word-of-mouth 

intentions on social media. Journal of Theoretical and Applied Electronic 

Commerce Research, 8(1), 17–34. https://doi.org/10.4067/S0718-

18762013000100003  

Min, Q., Ji, S., & Qu, G. (2008). Mobile commerce user acceptance study in China: A 

revised UTAUT model. Tsinghua Science & Technology, 13(3), 257–264. 

https://doi.org/10.1016/S1007-0214(08)70042-7  

Momani, A. M., Yafooz, W. M., & Jamous, M. M. (2018). The influence of enjoyment 

factor toward the acceptance of social commerce. International Journal of E-

https://doi.org/10.1016/j.jbusres.2010.11.018
https://doi.org/10.1177/1558689807302811
https://www.census.gov/content/dam/Census/library/working-papers/2001/econ/ebusasa.pdf
https://www.census.gov/content/dam/Census/library/working-papers/2001/econ/ebusasa.pdf
https://doi.org/10.1016/j.indmarman.2011.09.009
https://doi.org/10.4067/S0718-18762013000100003
https://doi.org/10.4067/S0718-18762013000100003
https://doi.org/10.1016/S1007-0214(08)70042-7


 

339 

   

 

Business Research (IJEBR), 14(2), 76–86. 

https://doi.org/10.4018/IJEBR.2018040105  

Monette, D. R., Sullivan, T. J., & DeJong, C. R. (2013). Applied social research: A tool 

for the human services (9th ed.). Cengage Learning. 

Moorty, M. K., Sann, C. W., Ling, C. Y., Yin, T. P., Yan, W. K., & Ee, Y. Y. (2014). 

Adoption of mobile commerce in Malaysia: A Generation Y perception. 

International Journal of Research, 1(8), 825–845. 

https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.671.230&rep=rep1&t

ype=pdf  

Morgan, D. L. (1998). Practical strategies for combining qualitative and quantitative 

methods: Applications to health research. Qualitative Health Research, 8(3), 

362–376. https://doi.org/10.1177/104973239800800307  

Morse, J. M. (1994). Designing funded qualitative research. In N. K. Denzin & Y. S. 

Lincoln (Eds.), Handbook of qualitative research (pp. 220–235). SAGE 

Publications. 

Muthén, B., & Kaplan, D. (1985). A comparison of some methodologies for the factor 

analysis of non-normal Likert variables. British Journal of Mathematical and 

Statistical Psychology, 38(2), 171–189. https://doi.org/10.1111/j.2044-

8317.1985.tb00832.x  

Myers, M. D. (1997). Qualitative research in information systems. MIS Quarterly, 21(2), 

241–242. https://doi.org/10.2307/249422 

https://doi.org/10.4018/IJEBR.2018040105
https://doi.org/10.1177/104973239800800307
https://doi.org/10.1111/j.2044-8317.1985.tb00832.x
https://doi.org/10.1111/j.2044-8317.1985.tb00832.x
https://doi.org/10.2307/249422


 

340 

   

 

Nadeem, W., Juntunen, M., & Juntunen, J. (2017). Consumer segments in social 

commerce: A latent class approach. Journal of Consumer Behaviour, 16(3), 279–

292. https://doi.org/10.1002/cb.1632  

Naeem, M. (2019). Role of social networking platforms as tool for enhancing the service 

quality and purchase intention of customers in Islamic country. Journal of 

Islamic Marketing, 10(3), 811–826. https://doi.org/10.1108/JIMA-11-2018-0214  

Ng, C. S.-P. (2013). Intention to purchase on social commerce websites across cultures: 

A cross-regional study. Information & Management, 50(8), 609–620. 

https://doi.org/10.1016/j.im.2013.08.002  

Noh, M., Lee, K., Kim, S., & Garrison, G. (2013). Effects of collectivism on actual s-

commerce use and the moderating effect of price consciousness. Journal of 

Electronic Commerce Research, 14(3), 244–260. 

http://www.jecr.org/sites/default/files/14_03_p4.pdf 

Nordhoff, S., Louw, T., Innamaa, S., Lehtonen, E., Beuster, A., Torrao, G., Bjorvatn, A., 

Kessel, T., Malin, F., Happee, R., & Merat, N. (2020). Using the UTAUT2 

model to explain public acceptance of conditionally automated (L3) cars: A 

questionnaire study among 9,118 car drivers from eight European countries. 

Transportation Research Part F: Traffic Psychology and Behaviour, 74, 280–

297. https://doi.org/10.1016/j.trf.2020.07.015  

Nowell, L. S., Norris, J. M., White, D. E., & Moules, N. J. (2017). Thematic analysis: 

Striving to meet the trustworthiness criteria. International Journal of Qualitative 

Methods, 16(1). https://doi.org/10.1177/1609406917733847  

https://doi.org/10.1002/cb.1632
https://doi.org/10.1108/JIMA-11-2018-0214
https://doi.org/10.1016/j.im.2013.08.002
https://doi.org/10.1016/j.trf.2020.07.015
https://doi.org/10.1177/1609406917733847


 

341 

   

 

O’Connor, H., Madge, C., Shaw, R., & Wellens, J. (2008). Internet-based interviewing. 

In N. Fielding, R. M. Lee, & G. Blank (Eds.), The SAGE handbook of online 

research methods (pp. 271–289). SAGE Publications. 

https://doi.org/10.4135/9780857020055.n15  

O’Reilly, T. (2006, December 10). Web 2.0 compact definition: Trying again. 

https://radar.oreilly.com/2006/12/web-20-compact-definition-tryi.html  

Oates, B. J. (2005). Researching information systems and computing. SAGE 

Publications. 

Octavia, A., Indrawijaya, S., Sriayudha, Y., Heriberta, Hasbullah, H., & Asrini. (2020). 

Impact on e-commerce adoption on entrepreneurial orientation and market 

orientation in business performance of SMEs. Asian Economic and Financial 

Review, 10(5), 516–525. https://doi.org/10.18488/journal.aefr.2020.105.516.525  

Oh, J., Yoon, Y., & Lee, K. (2006). An empirical study on the determinants of trust and 

purchasing intention in online shopping. Korea Industrial Economics 

Association, 19(1), 205–224. 

Onwuegbuzie, A. J., & Leech, N. L. (2005). On becoming a pragmatic researcher: The 

importance of combining quantitative and qualitative research methodologies. 

International Journal of Social Research Methodology, 8(5), 375–387. 

https://doi.org/10.1080/13645570500402447  

Orlikowski, W. J., & Baroudi, J. J. (1991). Studying information technology in 

organizations: Research approaches and assumptions. Information Systems 

Research, 2(1), 1–28. https://www.jstor.org/stable/23010611  

https://doi.org/10.4135/9780857020055.n15
https://radar.oreilly.com/2006/12/web-20-compact-definition-tryi.html
https://doi.org/10.18488/journal.aefr.2020.105.516.525
https://doi.org/10.1080/13645570500402447
https://www.jstor.org/stable/23010611


 

342 

   

 

Ormston, R., Spencer, L., Barnard, M., & Snape, D. (2014). The foundations of 

qualitative research. In J. Ritchie, J. Lewis, C. McNaughton Nicholls, & R. 

Ormston (Eds.), Qualitative research practice: A guide for social science 

students and researchers (2nd ed., pp. 1–26).  

Osatuyi, B., & Qin, H. (2018). How vital is the role of affect on post-adoption 

behaviors? An examination of social commerce users. International Journal of 

Information Management, 40, 175–185. 

https://doi.org/10.1016/j.ijinfomgt.2018.02.005  

Ou, C. X., Pavlou, P. A., & Davison, R. M. (2014). Swift guanxi in online marketplaces: 

The role of computer-mediated communication technologies. MIS Quarterly, 

38(1), 209–230. https://www.jstor.org/stable/26554875  

Page, M. J., McKenzie, J. E., Bossuyt, P. M., Boutron, I., Hoffmann, T. C., Mulrow, C. 

D., Shamseer, L., Tetzlaff, J. M., & Moher, D. (2021). Updating guidance for 

reporting systematic reviews: Development of the PRISMA 2020 statement. 

Journal of Clinical Epidemiology, 134, 103–112. 

https://doi.org/10.1016/j.jclinepi.2021.02.003  

Paler-Calmorin, L., & Calmorin, M. A. (2007). Research methods and thesis writing 

(2nd ed.). Rex Book Store. 

Pallant, J. (2016). SPSS survival manual: A step by step guide to data analysis using 

IBM SPSS (6th ed.). Allen & Unwin. 

Papier, L. (1972). Approaches to establishing dimensions and criteria for evaluation of 

review publications.  

https://doi.org/10.1016/j.ijinfomgt.2018.02.005
https://www.jstor.org/stable/26554875
https://doi.org/10.1016/j.jclinepi.2021.02.003


 

343 

   

 

Parise, S., & Guinan, P. J. (2008). Marketing using Web 2.0 [Paper presentation]. 

Proceedings of the 41st Annual Hawaii International Conference on System 

Sciences (HICSS 2008), Waikoloa, HI, United States. 

https://doi.org/10.1109/HICSS.2008.242  

Passmore, C., Dobbie, A. E., Parchman, M., & Tysinger, J. (2002). Guidelines for 

constructing a survey. Family Medicine, 34(4), 281–286. 

http://www.bwgriffin.com/gsu/courses/edur9131/content/Passmore-

GuidelinesSurvey.pdf 

Patton, M. Q. (1990). Qualitative evaluation and research methods (2nd ed.). SAGE 

Publications. 

Patton, M. Q. (2014). Qualitative research & evaluation methods: Integrating theory 

and practice (4th ed.). SAGE Publications. 

Polančič, G., Heričko, M., & Rozman, I. (2010). An empirical examination of 

application frameworks success based on technology acceptance model. Journal 

of Systems and Software, 83(4), 574–584. 

https://doi.org/10.1016/j.jss.2009.10.036  

Polit, D. F., & Beck, C. T. (2018). Essentials of nursing research: Appraising evidence 

for nursing practice (9th ed.). Wolters Kluwer. 

Poole, A. H. (2019). Social tagging and commenting in participatory archives: A critical 

literature review. In E. Benoit III & A. Eveleigh (Eds.), Participatory archives: 

Theory and practice (pp. 15–32). Facet. 

https://doi.org/10.29085/9781783303588.002  

https://doi.org/10.1109/HICSS.2008.242
https://doi.org/10.1016/j.jss.2009.10.036
https://doi.org/10.29085/9781783303588.002


 

344 

   

 

Portes, L. L., & Aguirre, L. A. (2016). Matrix formulation and singular-value 

decomposition algorithm for structured varimax rotation in multivariate singular 

spectrum analysis. Physical Review E, 93(5), Article 052216. 

https://doi.org/10.1103/PhysRevE.93.052216  

Qin, Z., Chang, Y., Li, S., & Li, F. (2014). E-commerce strategy. Springer. 

Qu, S. Q., & Dumay, J. (2011). The qualitative research interview. Qualitative Research 

in Accounting & Management, 8(3), 238–264. 

https://doi.org/10.1108/11766091111162070  

Radcliffe, D., & Abuhmaid, H. (2021). How the Middle East used social media in 2020. 

New Media Academy. http://dx.doi.org/10.2139/ssrn.3826011 

Rahayu, R., & Day, J. (2017). E-commerce adoption by SMEs in developing countries: 

Evidence from Indonesia. Eurasian Business Review, 7(1), 25–41. 

https://doi.org/10.1007/s40821-016-0044-6  

Rapoport, R. N. (1970). Three dilemmas in action research: With special reference to the 

Tavistock experience. Human Relations, 23(6), 499–513. 

https://doi.org/10.1177/001872677002300601  

Rei-Anderson, C. (2019). What role for copyright in podcasting?: A study of 

crowdfunding and advertising models in an emerging medium [Master’s thesis, 

University of British Columbia].  

Reja, U., Manfreda, K. L., Hlebec, V., & Vehovar, V. (2003). Open-ended vs. close-

ended questions in web questionnaires. Developments in Applied Statistics, 

19(1), 159–177. 

https://doi.org/10.1103/PhysRevE.93.052216
https://doi.org/10.1108/11766091111162070
https://doi.org/10.1007/s40821-016-0044-6
https://doi.org/10.1177/001872677002300601


 

345 

   

 

https://begrijpelijkeformulieren.org/sites/begrijpelijkeformulieren/files/Reja_e.a.

_Open-ended_vs._Close-ended_Questions_in_Web.pdf 

Rendler-Kaplan, L. (2017, August 1). 5 key benefits of blogging for business. Social 

Media Today. https://www.socialmediatoday.com/smt-influencer/5-key-benefits-

blogging-business 

Revilla, M. A., Saris, W. E., & Krosnick, J. A. (2014). Choosing the number of 

categories in agree–disagree scales. Sociological Methods & Research, 43(1), 

73–97. https://doi.org/10.1177/0049124113509605  

Risjord, M., Moloney, M., & Dunbar, S. (2001). Methodological triangulation in nursing 

research. Philosophy of the Social Sciences, 31(1), 40–59. 

https://doi.org/10.1177/004839310103100103  

Ritchie, J., Lewis, J., Nicholls, C. M., & Ormston, R. (Eds.). (2013). Qualitative 

research practice: A guide for social science students and researchers (2nd ed.). 

SAGE Publications. 

Rose, S., Hair, N., & Clark, M. (2011). Online customer experience: A review of the 

business-to-consumer online purchase context. International Journal of 

Management Reviews, 13(1), 24–39. https://doi.org/10.1111/j.1468-

2370.2010.00280.x  

Rubel, S. (2006). Trends to watch part II: Social commerce. Micro Persuasion vom, 23, 

2005.  

Ryan, G. W., & Bernard, H. R. (2000). Data management and analysis methods. In N. 

K. Denzin & Y. S. Lincoln (Eds.), Handbook of qualitative research (2nd ed., 

pp. 769–802). SAGE Publications.  

https://www.socialmediatoday.com/smt-influencer/5-key-benefits-blogging-business
https://www.socialmediatoday.com/smt-influencer/5-key-benefits-blogging-business
https://doi.org/10.1177/0049124113509605
https://doi.org/10.1177/004839310103100103
https://doi.org/10.1111/j.1468-2370.2010.00280.x
https://doi.org/10.1111/j.1468-2370.2010.00280.x


 

346 

   

 

Šaković Jovanović, J., Vujadinović, R., Mitreva, E., Fragassa, C., & Vujović, A. (2020). 

The relationship between e-commerce and firm performance: The mediating role 

of Internet sales channels. Sustainability, 12(17), Article 6993. 

https://doi.org/10.3390/su12176993  

Salem, M. A., & Nor, K. M. (2020). The effect of COVID-19 on consumer behaviour in 

Saudi Arabia: Switching from brick and mortar stores to e-commerce. 

International Journal of Scientific & Technology Research, 9(7), 15–28.  

Santa, R., MacDonald, J. B., & Ferrer, M. (2019). The role of trust in e-Government 

effectiveness, operational effectiveness and user satisfaction: Lessons from Saudi 

Arabia in e-G2B. Government Information Quarterly, 36(1), 39–50. 

https://doi.org/10.1016/j.giq.2018.10.007  

Saprikis, V., & Markos, A. (2018). Modeling users' acceptance of social commerce. 

International Journal of E-Business Research (IJEBR), 14(4), Article 2.  

https://doi.org/10.4018/IJEBR.2018100102 

Saudi Vision 2030. (2019). Saudi Vision 2030.  Retrieved from 

https://www.vision2030.gov.sa/en  

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research methods for business students 

(7th ed.). Pearson. 

Schultz, A., & Parikh, J. (2020, March 24). Keeping our services stable and reliable 

during the COVID-19 outbreak. Meta. 

https://about.fb.com/news/2020/03/keeping-our-apps-stable-during-covid-19/ 

https://doi.org/10.3390/su12176993
https://doi.org/10.1016/j.giq.2018.10.007
https://doi.org/10.4018/IJEBR.2018100102
https://www.vision2030.gov.sa/en
https://about.fb.com/news/2020/03/keeping-our-apps-stable-during-covid-19/


 

347 

   

 

Schultze, U., & Avital, M. (2011). Designing interviews to generate rich data for 

information systems research. Information and Organization, 21(1), 1–16. 

https://doi.org/10.1016/j.infoandorg.2010.11.001  

Seale, C. (1999). Quality in qualitative research. Qualitative Inquiry, 5(4), 465–478. 

https://doi.org/10.1177/107780049900500402  

Seidman, I. (2006). Interviewing as qualitative research: A guide for researchers in 

education and the social sciences (3rd ed.). Teachers College Press. 

Sekaran, U. (2003). Research methods for business: A skill building approach (4th ed.). 

Wiley. 

Sharma, M., & Kanekar, A. (2007). Theory of reasoned action & theory of planned 

behavior in alcohol and drug education. Journal of Alcohol and Drug Education, 

51(1), 3–7. https://www.jstor.org/stable/45091753  

Sharma, S., & Crossler, R. E. (2014). Intention to engage in social commerce: Uses and 

gratifications approach.  

Sharma, S., Menard, P., & Mutchler, L. A. (2019). Who to trust? Applying trust to social 

commerce. Journal of Computer Information Systems, 59(1), 32–42. 

https://doi.org/10.1080/08874417.2017.1289356  

Sharma, S., Singh, G., & Aiyub, A. S. (2020). Use of social networking sites by SMEs 

to engage with their customers: A developing country perspective. Journal of 

Internet Commerce, 19(1), 62–81. 

https://doi.org/10.1080/15332861.2019.1695180  

Sharma, V., & Karnick, H. (2016). Automatic tagging and retrieval of e-commerce 

products based on visual features [Paper presentation]. Proceedings of the 

https://doi.org/10.1016/j.infoandorg.2010.11.001
https://doi.org/10.1177/107780049900500402
https://www.jstor.org/stable/45091753
https://doi.org/10.1080/08874417.2017.1289356
https://doi.org/10.1080/15332861.2019.1695180


 

348 

   

 

NAACL Student Research Workshop, San Diego, CA, USA. 

https://aclanthology.org/N16-2.pdf 

Sheikh, Z., Islam, T., Rana, S., Hameed, Z., & Saeed, U. (2017). Acceptance of social 

commerce framework in Saudi Arabia. Telematics and Informatics, 34(8), 1693–

1708. https://doi.org/10.1016/j.tele.2017.08.003  

Sheikh, Z., Yezheng, L., Islam, T., Hameed, Z., & Khan, I. U. (2019). Impact of social 

commerce constructs and social support on social commerce intentions. 

Information Technology & People, 32(1), 68–93. https://doi.org/10.1108/ITP-04-

2018-0195  

Shen, J. (2012). Social comparison, social presence, and enjoyment in the acceptance of 

social shopping websites. Journal of Electronic Commerce Research, 13(3), 

198–212. 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.462.3942&rep=rep1&t

ype=pdf 

Shen, J. (2013). Exploring Chinese users' acceptance of social commerce sites [Paper 

presentation]. Proceedings of the International Conference on e-Learning, e-

Business, Enterprise Information Systems, and e-Government (EEE), Russia. 

http://worldcomp-proceedings.com/proc/p2013/EEE2469.pdf  

Shenton, A. K. (2004). Strategies for ensuring trustworthiness in qualitative research 

projects. Education for Information, 22(2), 63–75. https://doi.org/10.3233/EFI-

2004-22201  

https://doi.org/10.1016/j.tele.2017.08.003
https://doi.org/10.1108/ITP-04-2018-0195
https://doi.org/10.1108/ITP-04-2018-0195
https://doi.org/10.3233/EFI-2004-22201
https://doi.org/10.3233/EFI-2004-22201


 

349 

   

 

Shin, D.-H. (2013). User experience in social commerce: In friends we trust. Behaviour 

& Information Technology, 32(1), 52–67. 

https://doi.org/10.1080/0144929X.2012.692167  

Silverman, D. (2015). Interpreting qualitative data (5th ed.). SAGE Publications. 

Smith, M. L. (2006). Overcoming theory-practice inconsistencies: Critical realism and 

information systems research. Information and Organization, 16(3), 191–211. 

https://doi.org/10.1016/j.infoandorg.2005.10.003  

Smith, S. (2013). Determining sample size: How to ensure you get the correct sample 

size. E-Book (c) Qualtrics Online Sample, 

Soleimani, M., Danaei, H., Jowkar, A., & Parhizgar, M. (2016). The effect of perceived 

hedonic value and social commerce constructs on social commerce intention. 

Journal of Administrative Management, Education and Training, 12(6), 391–

407.  

Somerville, P. (2012). Critical realism. In S. J. Smith (Ed.), International encyclopedia 

of housing and home (pp. 291–295). Elsevier Science. 

https://doi.org/10.1016/B978-0-08-047163-1.00604-4  

Soscia, I., Girolamo, S., & Busacca, B. (2010). The effect of comparative advertising on 

consumer perceptions: Similarity or differentiation? Journal of Business and 

Psychology, 25(1), 109–118. https://doi.org/10.1007/s10869-009-9130-4  

Spinelli, M., & Dann, L. (2019). Podcasting: The audio media revolution. Bloomsbury 

Publishing. 

Spradley, J. P. (2016). The ethnographic interview (Rev. ed.). Waveland Press. 

https://doi.org/10.1080/0144929X.2012.692167
https://doi.org/10.1016/j.infoandorg.2005.10.003
https://doi.org/10.1016/B978-0-08-047163-1.00604-4
https://doi.org/10.1007/s10869-009-9130-4


 

350 

   

 

Srinivasan, R., & Lohith, C. P. (2017). Pilot study—Assessment of validity and 

reliability. In Strategic marketing and innovation for Indian MSMEs (pp. 43–49). 

Springer. https://doi.org/10.1007/978-981-10-3590-6_6  

Stahl, B. C., Eden, G., Jirotka, M., & Coeckelbergh, M. (2014). From computer ethics to 

responsible research and innovation in ICT: The transition of reference 

discourses informing ethics-related research in information systems. Information 

& Management, 51(6), 810–818. https://doi.org/10.1016/j.im.2014.01.001  

Statista Research Department. (2022, May 23). Countries with the most Snapchat users 

2022. Statista. https://www.statista.com/statistics/315405/snapchat-user-region-

distribution/ 

StatisticsTimes.com. (2021, October 26). Projected GDP ranking. Retrieved 02 13, 

2022, from https://statisticstimes.com/economy/projected-world-gdp-ranking.php 

Stephen, A. T., & Toubia, O. (2010). Deriving value from social commerce networks. 

Journal of Marketing Research, 47(2), 215–228. 

https://doi.org/10.1509/jmkr.47.2.215 

Stevens, J. P. (2016). Applied multivariate statistics for the social sciences (6th ed.). 

Routledge. 

Stone, R. W., & Baker-Eveleth, L. (2013). Students’ expectation, confirmation, and 

continuance intention to use electronic textbooks. Computers in Human 

Behavior, 29(3), 984–990. https://doi.org/10.1016/j.chb.2012.12.007  

Straub, D., Keil, M., & Brenner, W. (1997). Testing the technology acceptance model 

across cultures: A three country study. Information & Management, 33(1), 1–11. 

https://doi.org/10.1016/S0378-7206(97)00026-8  

https://doi.org/10.1007/978-981-10-3590-6_6
https://doi.org/10.1016/j.im.2014.01.001
https://www.statista.com/statistics/315405/snapchat-user-region-distribution/
https://www.statista.com/statistics/315405/snapchat-user-region-distribution/
https://statisticstimes.com/economy/projected-world-gdp-ranking.php
https://doi.org/10.1509/jmkr.47.2.215
https://doi.org/10.1016/j.chb.2012.12.007
https://doi.org/10.1016/S0378-7206(97)00026-8


 

351 

   

 

Straub, E. T. (2009). Understanding technology adoption: Theory and future directions 

for informal learning. Review of Educational Research, 79(2), 625–649. 

https://doi.org/10.3102/0034654308325896  

Stuart, E. (2019). Flickr: Organizing and tagging images online. Knowledge 

Organization, 46(3), 223–235. https://doi.org/10.5771/0943-7444-2019-3-223  

Subedi, D. (2016). Explanatory sequential mixed method design as the third research 

community of knowledge claim. American Journal of Educational Research, 

4(7), 570–577. https://doi.org/10.12691/education-4-7-10 

Sullivan, J. L. (2019). The platforms of podcasting: Past and present. Social Media + 

Society, 5(4). https://doi.org/10.1177/2056305119880002  

Sundararaj, V., & Rejeesh, M. R. (2021). A detailed behavioral analysis on consumer 

and customer changing behavior with respect to social networking sites. Journal 

of Retailing and Consumer Services, 58, Article 102190. 

https://doi.org/10.1016/j.jretconser.2020.102190  

Sykes, T. A., Venkatesh, V., & Gosain, S. (2009). Model of acceptance with peer 

support: A social network perspective to understand employees' system use. MIS 

Quarterly, 33(2), 371–393. https://doi.org/10.2307/20650296  

Tabachnick, B. G., Fidell, L. S., & Ullman, J. B. (2007). Using multivariate statistics 

(Vol. 5). Pearson. 

Taher, G. (2021). E-commerce: Advantages and limitations. International Journal of 

Academic Research in Accounting, Finance and Management Sciences, 11(1), 

153–165. https://doi.org/10.6007/IJARAFMS/v11-i1/8987  

https://doi.org/10.3102/0034654308325896
https://doi.org/10.5771/0943-7444-2019-3-223
https://doi.org/10.1177/2056305119880002
https://doi.org/10.1016/j.jretconser.2020.102190
https://doi.org/10.2307/20650296
https://doi.org/10.6007/IJARAFMS/v11-i1/8987


 

352 

   

 

Taherdoost, H., Jalaliyoon, N., Namayandeh, M., Forghani, A., & Zamani, M. (2010). 

Adoption framework expansion based on the computer ethics’ related research 

models and ethical scenarios analysis [Paper presentation]. Proceedings of the 

International Conference on Economics Business and Management, Manila, 

Philippines. http://www.ipedr.com/vol2/47-B10062.pdf 

Teddlie, C., & Tashakkori, A. (2009). Foundations of mixed methods research: 

Integrating quantitative and qualitative approaches in the social and behavioral 

sciences. SAGE Publications. 

Teh, P.-L., & Ahmed, P. K. (2012, June 11–13). Understanding social commerce 

adoption: An extension of the technology acceptance model [Paper presentation]. 

2012 IEEE International Conference on Management of Innovation & 

Technology (ICMIT), Bali, Indonesia. 

https://doi.org/10.1109/ICMIT.2012.6225832  

Thomas, J. R., Nelson, J. K., & Silverman, S. J. (2015). Research methods in physical 

activity (7th ed.). Human Kinetics. 

Thompson, B. (2004). Exploratory and confirmatory factor analysis: Understanding 

concepts and applications. American Psychological Association. 

Tien, D. H., Rivas, A. A. A., & Liao, Y.-K. (2019). Examining the influence of 

customer-to-customer electronic word-of-mouth on purchase intention in social 

networking sites. Asia Pacific Management Review, 24(3), 238–249. 

https://doi.org/10.1016/j.apmrv.2018.06.003  

Tilbury, D. (2011). Higher education for sustainability: A global overview of 

commitment and progress. Higher Education in the World, 4(1), 18–28. 

https://doi.org/10.1109/ICMIT.2012.6225832
https://doi.org/10.1016/j.apmrv.2018.06.003


 

353 

   

 

https://cebem.org/wp-

content/uploads/2016/03/HEs_Committment_to_Sustainability_GUNI_HE_in_th

e_World_43.pdf 

Todri, V., & Adamopoulos, P. (2014). Social commerce: An empirical examination of 

the antecedents and consequences of commerce in social network platforms.  

Torki Biucky, S., Abdolvand, N., & Rajaee Harandi, S. (2017). The effects of perceived 

risk on social commerce adoption based on TAM model. International Journal 

of Electronic Commerce Studies, 8(2), 134–157. 

https://doi.org/10.7903/ijecs.1538  

Torraco, R. J. (2005). Writing integrative literature reviews: Guidelines and examples. 

Human Resource Development Review, 4(3), 356–367. 

https://doi.org/10.1177/1534484305278283  

Trad, N., & Al Dabbagh, M. A. (2020). Use of social media as an effective marketing 

tool for fashion startups in Saudi Arabia. Open Journal of Social Sciences, 8(11), 

319–332. https://doi.org/10.4236/jss.2020.811029  

Tran, L. T. T. (2021). Managing the effectiveness of e-commerce platforms in a 

pandemic. Journal of Retailing and Consumer Services, 58, Article 102287. 

https://doi.org/10.1016/j.jretconser.2020.102287  

Turban, E., King, D., Lee, J. K., Liang, T.-P., & Turban, D. C. (2015). E-commerce 

security and fraud issues and protections. In Electronic commerce (pp. 457–518). 

Springer. https://doi.org/10.1007/978-3-319-10091-3_10  

https://doi.org/10.7903/ijecs.1538
https://doi.org/10.1177/1534484305278283
https://doi.org/10.4236/jss.2020.811029
https://doi.org/10.1016/j.jretconser.2020.102287
https://doi.org/10.1007/978-3-319-10091-3_10


 

354 

   

 

Vadwala, A. Y., & Vadwala, M. S. (2017). E-commerce: Merits and demerits a review 

paper. International Journal of Trend in Scientific Research and Development, 

1(4), 117–120. https://doi.org/10.31142/ijtsrd106  

Van Dijck, J. (2017). Flickr: Photo sharing sites between collective and connective 

memory. In O. Shevchenko (Ed.), Double exposure: Memory and photography 

(pp. 211–231). Routledge.  

Venkatesh, V., Brown, S. A., & Bala, H. (2013). Bridging the qualitative-quantitative 

divide: Guidelines for conducting mixed methods research in information 

systems. MIS Quarterly, 37(1), 21–54. https://www.jstor.org/stable/43825936  

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of 

information technology: Toward a unified view. MIS Quarterly, 27(3), 425–478. 

https://doi.org/10.2307/30036540  

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer acceptance and use of 

information technology: Extending the unified theory of acceptance and use of 

technology. MIS Quarterly, 36(1), 157–178. https://doi.org/10.2307/41410412  

Vidili, I. (2020). Customer experience: The new competitive advantage for companies 

that want their customer at the center of their business. In J.-É. Pelet (Ed.), 

Handbook of research on user experience in Web 2.0 technologies and its impact 

on universities and businesses (pp. 183–209). IGI Global. 

https://doi.org/10.4018/978-1-7998-3756-5.ch011  

Virgo, J. A. (1971). The review article: Its characteristics and problems. The Library 

Quarterly, 41(4), 275–291. https://www.jstor.org/stable/4306110  

https://doi.org/10.31142/ijtsrd106
https://www.jstor.org/stable/43825936
https://doi.org/10.2307/30036540
https://doi.org/10.2307/41410412
https://doi.org/10.4018/978-1-7998-3756-5.ch011
https://www.jstor.org/stable/4306110


 

355 

   

 

Vuleta, B. (n.d.). Ecommerce statistics. 99firms Blog. Retrieved 03 02, 2022, from 

https://99firms.com/blog/ecommerce-statistics 

Walsham, G. (1995). The emergence of interpretivism in IS research. Information 

Systems Research, 6(4), 376–394. https://doi.org/10.1287/isre.6.4.376 

Wang, C. (2011). Social shopping development and perspectives. International Journal 

of Virtual Communities and Social Networking (IJVCSN), 3(2), 51–59. 

https://doi.org/10.4018/jvcsn.2011040103  

Wang, C.-C., Lo, S.-K., & Fang, W. (2008). Extending the technology acceptance model 

to mobile telecommunication innovation: The existence of network externalities. 

Journal of Consumer Behaviour, 7(2), 101–110. https://doi.org/10.1002/cb.240  

Wang, C., & Zhang, P. (2012). The evolution of social commerce: The people, 

management, technology, and information dimensions. Communications of the 

Association for Information Systems, 31(1), 105–127. 

https://doi.org/10.17705/1CAIS.03105  

Wang, Y.-S., Wang, H.-Y., & Lin, H.-H. (2009). Investigating the mediating role of 

perceived playfulness in the acceptance of hedonic information systems [Paper 

presentation]. 2009 Proceedings of the 13th WSEAS International Conference on 

Systems, Rodos, Greece. 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.458.1481&rep=rep1&t

ype=pdf 

Wang, Y., & Yu, C. (2017). Social interaction-based consumer decision-making model 

in social commerce: The role of word of mouth and observational learning. 

https://99firms.com/blog/ecommerce-statistics
https://doi.org/10.1287/isre.6.4.376
https://doi.org/10.4018/jvcsn.2011040103
https://doi.org/10.1002/cb.240
https://doi.org/10.17705/1CAIS.03105


 

356 

   

 

International Journal of Information Management, 37(3), 179–189. 

https://doi.org/10.1016/j.ijinfomgt.2015.11.005  

Wanyoike, D. M., Mukulu, E., & Waititu, A. G. (2012). ICT attributes as determinants 

of e-commerce adoption by formal small enterprises in urban Kenya. 

International Journal of Business and Social Science, 3(23), 65–74.  

Warren, C. A. B. (2001). Qualitative interviewing. In J. F. Gubrium & J. A. Holstein 

(Eds.), Handbook of interview research: Context and method (pp. 83–102). 

SAGE Publications. https://doi.org/10.4135/9781412973588.n7  

WebAlive. (2019, June 24). The state of Australia's ecommerce in 2019. WebAlive Blog. 

https://www.webalive.com.au/ecommerce-statistics-australia/ 

Webster, J., & Watson, R. T. (2002). Analyzing the past to prepare for the future: 

Writing a literature review. MIS Quarterly, 26(2), xiii–xxiii. 

https://www.jstor.org/stable/4132319  

Wengraf, T. (2001). Qualitative research interviewing: Biographic narrative and semi-

structured methods. SAGE Publications. 

White, G. R. T., Afolayan, A., & Plant, E. (2014). Challenges to the adoption of e-

commerce technology for supply chain management in a developing economy: A 

focus on Nigerian SMEs. In E. Lacka, H. Chan, & N. Yip (Eds.), E-commerce 

platform acceptance (pp. 23–39). Springer. https://doi.org/10.1007/978-3-319-

06121-4_2  

Wijaya, I. W. K., Rai, A. A. G., & Hariguna, T. (2019). The impact of customer 

experience on customer behavior intention use in social media commerce, an 

https://doi.org/10.1016/j.ijinfomgt.2015.11.005
https://doi.org/10.4135/9781412973588.n7
https://www.webalive.com.au/ecommerce-statistics-australia/
https://www.jstor.org/stable/4132319
https://doi.org/10.1007/978-3-319-06121-4_2
https://doi.org/10.1007/978-3-319-06121-4_2


 

357 

   

 

extended expectation confirmation model: An empirical study. Management 

Science Letters, 9(12), 2009–2020. https://doi.org/10.5267/j.msl.2019.7.005  

Wilkinson, D., & Birmingham, P. (2003). Using research instruments: A guide for 

researchers. Routledge. 

Willems, I. (2020). Are sustainability and social responsibility feasible in e-commerce. 

Digital Marketing Exposition and Conference. https://dmexco.com/stories/are-

sustainability-and-social-responsibility-feasible-in-e-commerce/#author  

Williams, B., Onsman, A., & Brown, T. (2010). Exploratory factor analysis: A five-step 

guide for novices. Australasian Journal of Paramedicine, 8(3), Article 990399. 

https://doi.org/10.33151/ajp.8.3.93  

World Bank. (2021a). Individuals using the internet (% of population) - Saudi Arabia.  

Retrieved 02 18, 2022, from 

https://data.worldbank.org/indicator/IT.NET.USER.ZS?locations=SA 

World Bank. (2021b). Land area (sq. km) - Saudi Arabia. Retrieved 02 25, 2022, from 

https://data.worldbank.org/indicator/AG.LND.TOTL.K2?locations=SA 

Worldometer. (2022, June 7). Saudi Arabia population (Live). 

https://www.worldometers.info/world-population/saudi-arabia-population/ 

Wu, J.-J., Chen, Y.-H., & Chung, Y.-S. (2010). Trust factors influencing virtual 

community members: A study of transaction communities. Journal of Business 

Research, 63(9–10), 1025–1032. https://doi.org/10.1016/j.jbusres.2009.03.022  

Yang, T., Xun, J., & He, X. (2015). British SMEs’ e-commerce technological 

investments and firm performance: An RBV perspective. Technology Analysis & 

https://doi.org/10.5267/j.msl.2019.7.005
https://dmexco.com/stories/are-sustainability-and-social-responsibility-feasible-in-e-commerce/#author
https://dmexco.com/stories/are-sustainability-and-social-responsibility-feasible-in-e-commerce/#author
https://doi.org/10.33151/ajp.8.3.93
https://data.worldbank.org/indicator/IT.NET.USER.ZS?locations=SA
https://data.worldbank.org/indicator/AG.LND.TOTL.K2?locations=SA
https://www.worldometers.info/world-population/saudi-arabia-population/
https://doi.org/10.1016/j.jbusres.2009.03.022


 

358 

   

 

Strategic Management, 27(5), 586–603. 

https://doi.org/10.1080/09537325.2015.1019453  

Yao-bin, L., Zhong-chun, D., & Jian-hong, Y. (2006, October 5–7). A study on 

evaluation items and its application for B2C e-commerce trust [Paper 

presentation]. 2006 International Conference on Management Science and 

Engineering, Lille, France. https://doi.org/10.1109/ICMSE.2006.313924  

Yin, R. K. (2015). Qualitative research from start to finish (2nd ed.). Guilford Press. 

Yin, R. K. (2017). Case study research and applications: Design and methods (6th ed.). 

SAGE Publications. 

Yin, X., Wang, H., Xia, Q., & Gu, Q. (2019). How social interaction affects purchase 

intention in social commerce: A cultural perspective. Sustainability, 11(8), 

Article 2423. https://doi.org/10.3390/su11082423  

Yong, A. G., & Pearce, S. (2013). A beginner’s guide to factor analysis: Focusing on 

exploratory factor analysis. Tutorials in Quantitative Methods for Psychology, 

9(2), 79–94. 

https://sites.ualberta.ca/~lkgray/uploads/7/3/6/2/7362679/exploratoryfactoranalys

is.pdf 

Yoon, C. (2009). The effects of national culture values on consumer acceptance of e-

commerce: Online shoppers in China. Information & Management, 46(5), 294–

301. https://doi.org/10.1016/j.im.2009.06.001  

Yuan, C.-H., & Wu, Y. J. (2020). Mobile instant messaging or face-to-face? Group 

interactions in cooperative simulations. Computers in Human Behavior, 113, 

Article 106508. https://doi.org/10.1016/j.chb.2020.106508  

https://doi.org/10.1080/09537325.2015.1019453
https://doi.org/10.1109/ICMSE.2006.313924
https://doi.org/10.3390/su11082423
https://doi.org/10.1016/j.im.2009.06.001
https://doi.org/10.1016/j.chb.2020.106508


 

359 

   

 

Zeng, F., Huang, L., & Dou, W. (2009). Social factors in user perceptions and responses 

to advertising in online social networking communities. Journal of Interactive 

Advertising, 10(1), 1–13. https://doi.org/10.1080/15252019.2009.10722159  

Zhang, H., Li, J., Luo, B., & Li, Y. (2019). Needle in a haystack: An empirical study on 

mining tags from Flickr user comments. International Journal of Information 

Technology and Management, 18(2–3), 297–326. 

https://www.inderscienceonline.com/doi/abs/10.1504/IJITM.2019.099808 

Zhang, H., Lu, Y., Gupta, S., & Zhao, L. (2014). What motivates customers to 

participate in social commerce? The impact of technological environments and 

virtual customer experiences. Information & Management, 51(8), 1017–1030. 

https://doi.org/10.1016/j.im.2014.07.005  

Zhang, T., Li, G., Cheng, T. C. E., & Lai, K. K. (2017). Welfare economics of review 

information: Implications for the online selling platform owner. International 

Journal of Production Economics, 184, 69–79. 

https://doi.org/10.1016/j.ijpe.2016.10.017  

Zhang, Y., & Wildemuth, B. (2009). Qualitative analysis of content, applications of 

social research methods to questions in information and library, 2009.   

Zhao, J.-D., Huang, J.-S., & Su, S. (2019). The effects of trust on consumers’ continuous 

purchase intentions in C2C social commerce: A trust transfer perspective. 

Journal of Retailing and Consumer Services, 50, 42–49. 

https://doi.org/10.1016/j.jretconser.2019.04.014  

https://doi.org/10.1080/15252019.2009.10722159
https://doi.org/10.1016/j.im.2014.07.005
https://doi.org/10.1016/j.ijpe.2016.10.017
https://doi.org/10.1016/j.jretconser.2019.04.014


 

360 

   

 

Zheng, C., Yu, X., & Jin, Q. (2017). How user relationships affect user perceived value 

propositions of enterprises on social commerce platforms. Information Systems 

Frontiers, 19(6), 1261–1271. https://doi.org/10.1007/s10796-017-9766-y  

Zhou, L., Zhang, P., & Zimmermann, H.-D. (2013). Social commerce research: An 

integrated view. Electronic Commerce Research and Applications, 12(2), 61–68. 

https://doi.org/10.1016/j.elerap.2013.02.003  

Zhou, T. (2019). Understanding user social commerce usage intention: A stimulus-

organism-response perspective. Information Resources Management Journal, 

32(4), 56–71. https://doi.org/10.4018/IRMJ.2019100104  

 

 

https://doi.org/10.1007/s10796-017-9766-y
https://doi.org/10.1016/j.elerap.2013.02.003
https://doi.org/10.4018/IRMJ.2019100104


 

361 

   

 

Appendices 

Appendix 1: Ethical Approval 

 

 



 

362 

   

 

Appendix 2: Online Survey Questions 

 



 

363 

   

 

 



 

364 

   

 

 



 

365 

   

 

 

 



 

366 

   

 

 



 

367 

   

 

 

 



 

368 

   

 

 



 

369 

   

 

 



 

370 

   

 

 



 

371 

   

 

 



 

372 

   

 

 



 

373 

   

 

 



 

374 

   

 

 



 

375 

   

 

 

 

 



 

376 

   

 

Appendix 3: Interview Consent Form 
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Appendix 4: Interview Questions 

 

Dear Sir/Madam 

 

I am conducting a PhD research titled “Determinants of Holistic Social Commerce Model 

for Saudi Arabia”. The aim of this research is to identify the major factors that influence 

the customers’ attitude toward the adoption of social commerce (s-commerce) in Saudi 

Arabia. 

 

If you are uncomfortable about answering certain questions, please feel free to disregard 

them. 

 

Participation in this research is voluntary and your responses will be completely 

anonymous. Participants may withdraw at any time without prejudice or negative 

consequences, and do not need to provide a reason. By completing the interview, you are 

consenting to participate. 

 

 

Curtin University Human Research Ethics Committee (HREC) has approved this study 

(HRE2020-0163). Should you wish to discuss the study with someone not directly 

involved, in particular, any matters concerning the conduct of the study or your rights as 

a participant, or you wish to make a confidential complaint, you may contact the Ethics 

Officer on (08) 9266 9223 or the Manager, Research Integrity on (08) 9266 7093 or email 

hrec@curtin.edu.au. 

 

Thank you in advance 

 

Yours faithfully, 

Mohammed Aljaafari 

PhD student- School of Information Systems 

Curtin University 

Email: 19579502@student.curtin.edu.au 

Supervisor Dr. Tomayess Issa 

Senior Lecturer- School of Information Systems 

Curtin University 

Tel: +61 8 9266 7682 

Email: Tomayess.Issa@cbs.curtin.edu.au 

mailto:19579502@student.curtin.edu.au
mailto:Tomayess.Issa@cbs.curtin.edu.au


 

378 

   

 

Q1: Gender: 

 Male  

 Female  

 

Q2: What is your age? 

 23-29 

 30-36 

 37-43 

 44-50 

 50 and above 

 

Q3: Please tick your highest education level: 

 Higher Secondary  

 Professional Certificate  

 Diploma 

 Bachelor Degree 

 Post Graduate Diploma 

 Master Degree 

 PhD 

 Other- please specify  

 

Q4: What is your position in the company?  

----------------------------------------------------------------------------------------------------------- 

Q5: Number of years in your current job? 

 Less than one years 

 1-3 years 

 4-6 years 

 7-10 years 

 More than 10 years 
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The following questions relate to your knowledge of, and experience with, social 

commerce: 

 

 

Q6: Number of years’ experience with social commerce? 

 Less than one years 

 1-3 years 

 4-6 years 

 More than 6 years 

 

Q7: Indicate your level of competency in the use of social commerce:  

 Extremely competent  

 Somewhat competent  

 Neutral 

 Somewhat incompetent 

 Extremely incompetent 

 

Share with us your social commerce knowledge and experience. 

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

Q8: Based on your experience, list the most important factors that will encourage 

customers to use social networking applications for online shopping? 

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 
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Organization Characteristics Theme: these characteristics are aspects of an 

organization that could influence the customer’s attitude toward the company, specifically 

in relation to its capabilities, size and reputation. This theme comprises four factors: 

“Recognized Company”, “Favourable Reputation”, “Instructions and Guidelines”, and 

“Delivery”. 

Q9: Please rate the importance of the following factors in influencing the customer’s attitude 

to the adoption of s-commerce in Saudi Arabia. 

# 

Factors 

E
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im

p
o
rt
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V
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im
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S
li
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im
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rt
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n
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U
n

im
p
o
rt

a
n
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1 Recognized Company      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Favourable Reputation      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

3 Instructions and Guidelines      

Why? Please give details. 
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--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

4 Delivery 

 

     

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

Q10: Do you think the factors under the “Organization Characteristics Theme” are 

related to each other and can be grouped under the same theme? 

 Yes.  

 No, please explain. 

 

Design Theme: aims to understand the factors that influence customers’ attitude to s-

commerce adoption in relation to the usability, and information and system quality. Four 

factors are related to this theme: “Usability”, “Perceived Usefulness”, “System Quality”, 

and “Information Quality”. 

Q11: Please rate the importance of the following factors in influencing the customer’s 

attitude to the adoption of s-commerce in Saudi Arabia: 
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1 Usability      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Perceived Usefulness      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

3 System Quality      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

4 Information Quality      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

 

Q12: Do you think the factors under the “Design Theme” are related to each other 

and can be grouped under the same theme? 

 Yes.  

 No, please explain. 
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Content Theme: is mainly focused on perceived non-monetary rewards and perceived 

entertainment value. It contains two factors: “Non-monetary” and “Perceived 

Enjoyment”.  

 

Q13: Please rate the importance of the following factors in influencing the customer’s 

attitude to the adoption of s-commerce in Saudi Arabia: 

# 

Factors 

E
x
tr

em
el

y 
im

p
o
rt

a
n

t 

V
er

y 
im

p
o
rt

a
n

t 

M
o
d
er

a
te

ly
 i

m
p
o
rt

a
n

t 

S
li

g
h

tl
y 

im
p
o
rt

a
n

t 

U
n

im
p
o
rt

a
n

t 

1 Nonmonetary      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Perceived Enjoyment      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

 

Q14: Do you think the factors under the “Content Theme” are related to each other 

and can be grouped under the same theme? 

 Yes.  

 No, please explain. 
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-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

Social Theme: focuses mainly on the experiences, communications and relationships that 

influence customers’ attitudes, lifestyles and personalities. It includes four factors: “Social 

Presence”, “Sellers’ Informational Support”, “Emotional Support”, and “Stakeholders 

Endorsement” 

 

Q15: Please rate the importance of the following factors in influencing the customer’s 

attitude to the adoption of s-commerce in Saudi Arabia: 
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1 Social Presence      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Sellers’ Informational Support      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

3 Emotional Support      
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Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

4 Stakeholders Endorsement      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

 

Q16: Do you think that Social Presence and Stakeholders Endorsement factors can 

be included under the Social Presence factor? 

Yes or No. Please give a reason for your answer. 

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

Q17: Do you think the factors under the “Social Theme” are related to each other 

and can be grouped under the same theme? 

 Yes.  

 No, Please explain. 

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

Psychological Theme: when purchasing products using the social networking apps, a 

consumer considers various factors such as motivation, privacy, and lack of security.  

These factors have a great influence on the mentality of a person and his/her decision 

making, and they represent the psychological factors considered in our study. This theme 
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has four factors:  “Monetary”, “Community Commitment”, “Trust”, and “Transaction 

Safety”.  

 

Q18: Please rate the importance of the following factors in influencing the customer’s 

attitude to the adoption of s-commerce in Saudi Arabia: 

# 

Factors 
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1 Monetary      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Community Commitment      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

3 Trust      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 
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4 Transaction Safety      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

 

Q19: Do you believe that the factors under the “Psychological Theme” are related to 

each other and can be grouped under the same theme? 

 Yes.  

 No, Please explain. 

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

 

Culture Theme: this theme encompasses the moral codes, skills, beliefs, and habits 

characteristic of a Saudi community. This study investigates whether these cultural factors 

influence consumers’ behaviour in regard to the adoption of social commerce. This theme 

has five factors: “Technical Skills”, “Team Group”, “Perceived Ethics”, “Uncertainty 

Avoidance”, and “Habit”.  
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Q20: Please rate the importance of the following factors in influencing the customer’s 

attitude to the adoption of s-commerce in Saudi Arabia. 

# 

Factors 

E
x
tr

em
el

y 
im

p
o
rt

a
n

t 

V
er

y 
im

p
o
rt

a
n

t 

M
o
d
er

a
te

ly
 i

m
p
o
rt

a
n

t 

S
li

g
h

tl
y 

im
p
o
rt

a
n

t 

U
n

im
p
o
rt

a
n

t 

1 Technical Skills      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Team Group      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

3 Perceived Ethics      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

4 Uncertainty Avoidance      

Why? Please give details. 
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--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

5 Habit      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

 

Q21: Do you think the factors under the “Culture Theme” are related to each other 

and can be grouped under the same theme? 

 Yes.  

 No, Please explain. 

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

Sustainability Theme:  is mainly focused on examining the extent to which the issue of 

environmental and economic sustainability could affect customers’ willingness to adopt 

s-commerce in Saudi Arabia. The “Sustainability” theme consists of two factors: 

“Sustainable Environmental” and “Sustainable Economy”. 
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Q22: Please rate the importance of the following factors in influencing the customer’s 

attitude to the adoption of s-commerce in Saudi Arabia. 

# 
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1 Sustainable Environmental      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

2 Sustainable Economic      

Why? Please give details. 

--------------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------- 

 

Q23: Do you think the factors under the “Sustainability Theme” are related to each 

other and can be grouped under the same theme? 

 Yes.  

 No, Please explain. 

--------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------- 
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Figure 1: Enhanced social commerce Model for Saudi Arabia (prepared by the author) 

 

 

 

Q24: Based on our interview, what is your evaluation of the enhanced social commerce model 

for Saudi Arabia?  

 Effective 

 Moderately effective 

 Ineffective  
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Please add your comments: 

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 

Q25: Do we need to add new factors to the model, or merge, or delete any factors 

from the developed model? Please give one or more reasons for your response. 

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------- 
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