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ABSTRACT

Social media has made a profound impact on the way goods and services are traded
through online platforms. This new phenomenon has shifted power from sellers to the
community of buyers, who rely on testimonies of other consumers prior to engaging in
s-commerce transactions. Despite the buzz created by this virtual marketplace
phenomenon, in countries such as Saudi Arabia, the growth of s-commerce usage is
lagging behind the growth of Internet and mobile device users. The extant literature
indicates that there is a dearth of sufficient empirical studies that present a nuanced
understanding of the most significant external variables that influence behaviroal
intentions of users of s-commerce. Based on research gaps identified in this study, a
conceptual framework was developed by leveraging support from the technology
acceptance model (TAM). This framework posits that six factors: Trust (TR), Perceived
Usefulness (PU), Recommendations and Referrals (RR), Website Quality (WQ),
Perceived Risk (PR), and Social Pressure (SP) come together to infleunce behavioral
intentions of s-commerce users. To test the hypotheses, survey data was collected from
411 respondents that are s-commerce users in various regions of Saudi Arabia. The data
were analyzed using AMOS (v.23). The results revealed that trust (f = 0.450, p<0.000),
perceived usefulness (B = 0.273, p<0.000), and social pressure (f = 0.249, p<0.000),
have a direct and positive relationship with behavioral intention. While,
recommendations and referrals (B = 0.214, p = 0.002), and website quality (B = 0.530,
p<0.000), have a positive relationship with trust. Finally, perceived risk (f = -0.096, p
= 0.028) was found to have a negative relationship with trust.
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CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND OF THE STUDY

Social media websites such as Facebook, Youtube, Linkedin, Orkut, Flickr, Twitter,
Instagram, etc., are popular among internet users, especially in recent times with the
availablity of high-bandwidth access and seemingly infinite volumes of content (Kaplan
& Haenlein, 2010; Yu, 2020). A significant portion of the human population across the
globe are making frequent use of these social websites to learn, to seek entertainment,
and to bridge relationships with people of similar opinions and taste (Singh, 2020).
Recently, an interesting and a new stream of electronic commerce (e-commerce) has
emerged as a dominant phenomenon, namely; Social Commerce (also referred to as s-
commerce). This new phenomenon has grown exponentially in its’ popularity,
particulalry in the deployment of social networking sites (SNS) such as Facebook,
Twitter, Wikis, LinkedlIn, blogs, vlogs, and numerous other social platforms (Wang &
Zhang 2012; Zhou et al. 2013; Hajli et al., 2015; Singh, 2020).

S-commerce is basically a broad term for a plethora of social media activities
codnucted through social media, that take place both offline and online environments
(Wang & Zhang, 2012). S-commerce has combined activities that involves e-commerce
together with social media enabling its users to interact, communicate, adverse, and
participate in the online buying and selling of services and products (Bhattacharyya &
Bose, 2020; Curty & Zhang 2011; Zhou et al. 2013). According to Zhou et al., (2013),
s-commerce uses features that support users’ participation in the sharing, selling,
buying, marketing, comparing, and curating of products and services in online and

offline communities and marketplaces.



When compared with basic e-commerce, whereby consumers use it to interact
with online shopping websites as an individual stand-alone site, s-commerce usually
involves the social interaction of online communities to enhance the online shopping
experience (Marsden, 2010). The introduction of s-commerce has transformed the
world of e-commerce from its’ traditional form into a more user-driven and community-
centered environment (Wigand et al. 2008). Liangand Turban (2011) assert that s-
commerce has redefined and challenged traditional marketing strategies and vendor-
push business models. On the other hand, Parise and Guinan (2008) considered s-
commerce as a more social, collaborative, and innovative ways of performing a
business. Therefore, s-commerce enables consumers to collaborate online, get advice
from (trusted) peers, thereby sharing their shopping experiences to custom-made
products or receiving price discounts (Friedrich, 2015; Leitner and Grechenig 2009).
Moreover, s-commerce has also empowered individuals to be active in creating content
on social media (Hajli, 2014a).

Considering the increasing importance and rapid evolution of the online market
place driven by s-commerce, academic researchers have been drawn to the investigation
of antecedents and outcomes of this phenomenon (Wang and Zhang 2012; Zhou et al.
2013). Most of the scholalry endeavors on this subject are found to be descriptive and
primarily focused on its’ theoretical foundations (e.g., Saundage and Lee 2011; Turban
et al. 2010), its’ historical evolution (e.g., Wang and Zhang 2012; Zhou et al. 2013),
technological features (e.g., Curty and Zhang 2013; Huang et al. 2012), business models
(e.g., Leitner and Grechenig 2007b; Leitner and Grechenig 2008), and design principles

(e.g., Huang and Benyoucef 2013).



Some of the prominent names in the world of e-commerce such as Alibaba,
eBay, Amazon, etc., have turned their attention to using social media web sites such as
Youtube, Flicker, MySpace, Facebook, blogs and other social networking sites to help
them extend their e-marketing footprint (Hajli et al., 2015). Some researchers argue that
today’s potential consumers are not merely attracted through the product information
generated by the online vendors, rather, they are more cognizant of other people’s
recommendations posted on social media, before making their purchase decisions.

Although a few research studies have been conducted to empirically examine s-
commerce adoption factors, yet, the findings of these studies are insufficient in
preseneting a nuanced understand of s-commerce adoption behavior of users. For
example, a few of these studies have focused on exploring the role of trust or website
trust (Hsiao et al. 2010), trust towards the industry (Chow and Shi 2014), or community
trust (Chen et al. 2014). Similarly, different set of studies, looked at constructs such as
consumers’ intention of buying (Kwahk and Ge 2012; Lu and Fan 2014), sharing
intention (Chen et al. 2014; Liu etal. 2013a), or intention to continue using social media
for commerce (Jang et al. 2013; Liang etal. 2011). Due to a dearth of sufficient emprical
studies related to s-commerce adoption behavior of individuals, relatively little is
known about their intentions and usage behavior (Algharabat & Rana, 2020; Friedrich,
2015).

The primary aim of this research is to synthesize the role of different factors that
affect the consumers’ adoption of social commerce in a developing economy, Saudi
Arabia. This emipircal research is based on a hypothesized theoretical model showing
the relationship between various independent variables (identified through a through

systematic literature review) and dependent variable (s-commerce intention).



1.2 STATEMENT OF THE PROBLEM

The concept of social commerce is a relatively recent phenomenon that emerged from
the increasing number of people who are engaged with social media as compared to
other electronic and mobile commerce platforms (Wang & Zhang 2012). Since
businesses have finally realized that their success in next-generation online businesses
are rooted in their ability to leverage the benefits of social media; as a result, they are
now revising their business models towards adopting the new concept of social
commerce (s-commerce). To achieve greater economic value and enhance customer’s
participation, it is important to conduct significant research before formulating social
commerce platforms (Huang et al., 2013). It is now recognized that, s-commerce
provides an efficient platform where consumers can engage in online social interactions
for buying and selling, allowing companies to reach out to multitude of community of
consumers that promote their products often voluntarily through testimonies and
feedback (Algharabat & Rana, 2020). Despite such phenomenal impact of s-commerce,
there is relatively a scant amount of empirical evidence available that provides a finer-
grained understanding of the factors that influence consumers’ intention to adopt social
commerce (Friedrich, 2015; Zhou et al. 2013). As a result, further investigation is
warranted in determining the behavioral intentions of s-commerce consumers.

Social commerce is still in a nascent stage in the Arabian Gulf region, especially
in Saudi Arabia (Abed et al., 2015). Although a few empirical studies have been
dedicated towards investigating in the realm of e-commerce, such as the factors
involved in the adoption of e-commerce (Al-Hudhaif and Alkubeyyer, 2011), adoption
of e-commerce by organizations (AlGhamdi and Drew, 2012; AlGhamdi et al., 2013;
Al-Somali, 2012), adoption of e-commerce by consumers (AlGhamdi and Drew, 2012;

Al-Mowalad, 2012) adoption of e-commerce by SMEs (Abousaber, 2012; Adaileh,



2012; Al-Somali etal., 2011; Bahaddad et al., 2013), m-commerce (Al-Jabri, 2015) and
internet usage (Simsim, 2011). However, there appears to be insufficient empirical
research that focus on investigating the factors that influence the acceptance of s-
commerce. With strong purchasing power, increasing social media and internet usage,
approximately 400% increase in the past decade, and a fast-growing economy, there is
huge potential for the success of s-commerce in Saudi Arabia. Nevertheless, in the
context of Saudi Arabia, there seems to be a dearth of empirical studies on s-commerce.

Considering the large-scale acceptance and social media usage, smart mobile,
and social network sites, there appears to be a need to conduct an exhaustive empirical
investigation into factors that influence s-commerce adoption in Saudi Arabia. Hence,
the goal of this study is to investigate and determine the factors that influence the

acceptance of s-commerce in Saudi Arabia.

1.3 RESEARCH QUESTIONS
Given the importance and widespread usage of social media around the world, there is
a need to explore how significantly it influences an individual’s online shopping
behavior, and particulalry in an emerging market such as Saudi Arabia. In light of the
discourse presented in the problem statement, the following research questions and
objectives are presented, that will form the foundation of this doctoral study.

1. What is the effect of Trust on Behavioral Intention to use s-commerce?

2. How does Perceived Usefulness of s-commerce influence Behavioral

Intention to use s-commerce?
3. Whatis the relationship between Recommendations and Referrals and Trust

towards adoption of s-commerce?



How does Website Quality influence Trust towards adoption of s-
commerce?
What is the impact of Perceived Risk on Trust towards adoption of s-
commerce?
How does Social Pressure influence Behavioral Intention to use s-

commerce?

1.4 RESEARCH OBJECTIVES

Aligned with the research questions in the preceding section, the following research

objectives are proposed:

1.

To investigate the relationship between Trust and Behavioral Intention to
use s-commerce.

To determine if Perceived Usefulness of s-commerce influences Behavioral
Intention to use s-commerce.

To find out the impact of Recommendations and Referrals on Trust towards
adoption of s-commerce.

To ascertain if Website Quality influences Trust towards adoption of s-
commerce.

To determine if Perceived Risk influence Consumer Trust towards adoption
of s-commerce.

To identify the relationship between Social Pressure and Behavioral

Intention to use s-commerce.



