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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” (sS-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



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.

Vi
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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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Social

Social Networking  Commerce | E-commerce

Figure 1.1: S-commerce definition (prepared by the author)

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.

1.3.1 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
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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).

1.3.2 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 (SMESs) 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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hypotheses

3. Are they interesting
or important?

Yes

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

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?
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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.

1.7.1 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.

1.7.2 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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Extensive review of the literature on the

1 scommerce 5 Quantitative data collection and analysis
2 Identify the research gap 6 Refine the initial s-commerce model
3 Formulate the research questions and objectives 7 Qualitative data collection and analysis
4 Determine the factors through content analysis 8 e I T T —

Figure 1.3: Research Flow (Prepared by author)

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
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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.

32



Literature Review

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)

R "

Characteristic Cooper’s definition Categories

Focus What is the primary Research Research Practices or
focus of attention? . Theories applications

findings methods

Goal What is the overall . Criticism Identification of central issues
goal of the synthesis? Integration

Perspective What is the
perspective on the Neutral perspective Espousal of position
literature?

Coverage How is the coverage Exhaustive With
of the literature ; ; ; Central Or

_ Exhaustive Selective Representative .
defined? L pivotal
Citation

Organisation | What is the
organization of the Historical Conceptual Author-Centric | Methodological
perspective?

Audience Who is the intended Specialized Practitioners or .
audience? General scholars . General public

’ scholars policy makers

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,
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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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Identification of studies via databases

Search Criteria:
5 1. Full-text
o 2. Study manuscript written in English.
E Records identified from: 3. Published from 2006 to Sep 2021.
= Diatabases (n= 839) ——» 4. Published in the ProQuest, ScienceDirect, Scopus, and
c SpringerLink databases.
E 5. Academic articles from journals, dissertations, theses,
book chapters, and conferences papers, and proceedings.
6. Keywords: “social commerce”, “social shopping™,
l “collaborative commerce”, “collaborative shopping™ and
“s-commerce” within the title.
Records screened: Records excluded:
(n=607) (n=232) Not related to the s-commerce domain
o
=
i }
@
3
Records Related to the consumer
behaviour:
(n=245)
I
ﬁe:ulrgssjaf[er sereening: » Records excll_.lded:
(n = 80) Duplicate records removed

!

Studies included in review after
implementing the QA criteria: Records excluded:
(n=142) (n = 23) low-quality publications records removed

Figure 2.4: Flow diagram depicts the different phases of a systematic review; adopted from (Page et al., 2021)

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.
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Table 2.2: List of journals with two or more studies

Journal Name Number Journal Name Number
of Papers of Papers

International ~ Journal ~ of  Information 18 Behaviour and Information Technology**** 2
Management*****
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 6 International Journal of Electronic 2
Services**** Commerce****
Technological  Forecasting and  Social 5 Revista Brasileira de Gestdo de Negocios* 2
Change****
Electronic  Commerce  Research  and 5 Sustainability* 2
Applications**
Journal of Theoretical and Applied Electronic 4 International Review of Management and 2
Commerce Research*** Marketing*
Computers in Human Behavior**** 4 Technology in Society** 2
Pakistan Journal of Commerce and Social 3 Journal of Global Information
Sciences* Management**** 5
Electronic Commerce Research**** 3

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

ranking), *****(A* ranking)

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.
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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.

2.3.1 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, Kutz (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; Kitz, 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.

2.3.2 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 Sakovié¢ Jovanovié 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; Sakovié¢ Jovanovi¢ 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

38



Literature Review

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.

2.3.3 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 (Kitz, 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 VVadwala (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.

2.3.4 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; Algahtani, 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 Algahtani (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.

2.3.5 E-commerce statistics in Saudi Arabia

Globally, Saudi Arabia is ranked in the 25" 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 Algahtani (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.

2.3.6 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.

2.4.1 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 Rodriguez, 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
isa 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.

2.4.2 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 Rodriguez (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 (Franca et al., 2021). In essence, Web 2.0 redefines the

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

2.4.3 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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2.4.4 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 Algahtani (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. Algahtani
(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).

2.4.45 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).

2.4.5 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 (Algahtani, 2018). Garcia-Morales et al. (2020) agreed with the conclusion
of Algahtani (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. Garcia-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 (Algahtani,
2018). In essence, Web 2.0 and SN influences user interactions through the sharing of

digital content.
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2.4.6 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 (Algahtani,
2018). In all these sectors, the benefits of SN are linked to its impact on interactivity

and sharing of information.

2.4.7 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.

2.4.8 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 30.67
Instagram 27.40
Twitter 25.23
Snapchat 24.14
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TikTok 22.32

Facebook 22.25

2.4.9 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 (Algahtani, 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).

2.5.1 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

54



Literature Review

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.

Amazon and eBay Amazon and eBay
implemented social launched four new
features on their significant social

Yahoo came up with First paper First formal
the term "social discussed this beginning globally

. commerce" concept of social commerce
sites features

Figure 2.5: Development of social commerce
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2.5.2 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.

56



Table 2.5: Various definitions of social commerce from the literature

Literature Review

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 )
) ) (Liang & Turban, 2011, p. 6)
social networks and by using Web 2.0 software."
3 | "Atechnology-enabled shopping experience where online consumer interactions while shopping provide
) W ) PP g- P ) _ o PRING P (Shen, 2012, p. 199)
the main mechanism for conducting social shopping activities."
4 | "A form of online business that combines ecommerce with social media (e.g., SNSs) to provide )
) ) _ (S. Kim & Park, 2013, p. 319)
consumers with daily deals from local establishments.”
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 | (L. Zhou et al., 2013, p. 61)
communities.”
6 | "Emerged from the advancements in information and communication technologies (ICTs) and Web 2.0 -
o _ _ ) (M. N. Hajli, 2014, p. 18)
applications, where consumers are empowered to generate content and also interact with businesses."
7 | "A new development in ecommerce with the popularity of SNSs and social media that enable consumers -
) (N. Hajli, 2015, p. 184)
to be active content creators on the Internet.”
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
. (Hu et al., 2016, p. 1218)
business."
10 | "A new form of electronic commerce that employs social media features in addition to the traditional )
. (Farivar et al., 2017, p. 586)
commerce facilities."
11 | "A form of commerce mediated by social media involving convergence between the online and offline )
. (Farivar et al., 2017, p. 586)
environments."
12 | "A subset of e-commerce that supports social interactions and user-generated content, combining
. . . (Abed, 2018, p. 147)
commercial and social activities.”
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.

2.5.3 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

60



Literature Review

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.

2.5.4 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.

2.6.1 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).

2.6.2 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.

. ‘ Perceived
Perceived Ethics Satisfaction
(PE) (PS)
Perceived Trust v
PT
(PT) Behavioural Actual Usage
Intention " (AU)
Perceived (B
Enjoyment/Easiness
(PEE)
Perceived Perceived
Social Presure Awareness
(PSP) (PA)

Figure 2.6: Akman and Mishra (2017) Model

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.

2.6.3 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
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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.

Performance expectancy

Effort expectancy

Behavioural intention

Social influence

Facilitating conditions

Figure 2.7: Gatautis and Medziausiene (2014) Model

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.

2.6.4 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
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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.

2.6.5 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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Figure 2.8: Social Commerce Adoption Model (Hajli, 2013)

2.6.6 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.
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2.6.7 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.

Closeness
(CLO)

Trust in social
network community

(TCO)

Intention to purchase
in soc. comm.
(INT)

Familiarity
(FAM)

T v

— Direct effect
- Moderating effect
— Mediating effect

Figure 2.9: Ng (2013) Model
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2.6.8 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).

2.6.9 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