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Abstrak 

Kecenderungan yang ketara untuk menggunakan urus niaga perdagangan melalui 
platform media sosial di kalangan belia Saudi untuk membuat siasatan yang 
mendalam mengenai fenomena ini adalah keperluan bagi banyak pengguna media 
sosial, peruncit dan pembuat keputusan. Memahami pembolehubah yang 
menyumbang dalam meningkatkan minat pengguna media sosial ke arah 
perdagangan sosial menjadi amat penting dalam pasaran inovatif yang menjanjikan 
ini di dalam Saudi konteks. Walau bagaimanapun, disebabkan kekurang  kajian yang 
memperjelaskan mengenai peranan kepercayaan, sikap, dan kepuasan dalam 
hubungan antara niat perdagangan niat sosial dan sokongan maklumat, sokongan 
emosi, dan kemudahan penggunaan, kegunaan yang dirasakan, keselamatan yang 
dirasakan, dan keselamatan yang dirasakan; Teori Tindakan yang Dipetik, Teori 
Perilaku Yang Dirancang dan Model Penerimaan Teknologi telah digunakan dalam 
kajian ini untuk membangunkan model konseptual dengan 25 hipotesis yang sengaja 
menyiasat perhubungan ini. Kajian ini menggunakan pendekatan kuantitatif. Data 
dikumpulkan melalui soal selidik dari 538 pelajar yang belajar di lima universiti 
Saudi, SPSS versi 23 digunakan dalam menganalisis data dan teknik SEM-PLS 
digunakan untuk menguji hipotesis yang dirumuskan. Daripada 25 hipotesis, hasilnya 
menunjukkan bahawa sokongan maklumat, kemudahan penggunaan dan kegunaan 
yang dirasakan mempunyai kesan yang tidak penting atau hubungan tidak langsung 
kepada kepercayaan, sementara sokongan emosi, keselamatan dan keselamatani yang 
dirasakan sangat mempengaruhi kepercayaan. Di samping itu, kepercayaan 
mempunyai kesan yang signifikan terhadap sikap dan kepuasan. Kepuasan juga 
mempunyai kesan yang signifikan terhadap niat dan niat perdagangan sosial dan 
akhirnya, sikap mempengaruhi pengaruh niat sosial.Akibatnya, model membuktikan 
terhadap pengaruh langsung sokongan emosional, keamanan yang dirasakan, dan 
keselamatan yang dirasakan kepada kepercayaan yang secara langsung 
mempengaruhi kepuasan dan secara sempurna; kedua-dua variable moderasi ini 
memiliki kesan positif pada niat perdagangan sosial. Pengajian ini membahas 
kepentingan wawasan bagi pengaruh perdagangan sosial untuk membangunkan 
kempen strateginya berdasarkan persepsi mahasiswa terhadap perdagangan sosial 
untuk memaksimakan niat dan keterlibatan mereka di dalamnya. 

Kata Kunci: Niaga perdagangan sosial, Sokongan sosial, Kepercayaan sikap, 
Kepercayaan, Kepuasan 
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Abstract 

The tendency toward using commerce transactions through social media platforms 
among Saudi youth made deep investigation of this phenomenon a necessity for 
many social media users, retailors and decision makers. Understanding the variables 
that contribute in increasing social media users’ intentions towards social commerce 
became crucial in this promising innovative market in Saudi context. Nevertheless, 
due to the lack of studies that clarify the mediating roles of trust, attitude, and 
satisfaction on the relationships between the Saudis’ social commerce intention and 
information support, emotional support, and perceived ease of use, perceived 
usefulness, perceived security, and perceived privacy; the Theory of Reasoned 
Action, Theory of Planned Behaviour and Technology Acceptance Model were used 
in the present study to develop a conceptual model with 25 hypotheses purposely to  
investigate  these relationships. The study adopted a quantitative approach Data were 
collected through questionnaires from 538 students studying in five Saudi 
universities, SPSS version 23 was used in analysing the data and SEM-PLS 
technique was utilised to test the postulated hypotheses. Out of 25 hypotheses, the 
results showed that informational support, perceived ease of use and the perceived 
usefulness have insignificant impact or indirect relationship to trust, while emotional 
support, perceived security and privacy significantly impact the trust. In addition, 
trust has a significant effect on attitude and satisfaction. Satisfaction has a significant 
impact on attitude and social commerce intention and finally, attitude significantly 
influences social commerce intention. Consequently, the model proved a direct 
influence of emotional support, perceived security, and perceived privacy on trust 
which influence directly the satisfaction and attitude; both of these moderating 
variables have a positive impact on the social commerce intention. This study 
overture important insights to the social commerce retailers to build campaign 
strategies based on university students’ perceptions toward social commerce to 
maximize their intention and engagement in it. 

Keywords: Social commerce intention, Social support, Attitudinal beliefs, Trust, 
Satisfaction 
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CHAPTER ONE 

INTRODUCTION 

1.1  Overview 

Chapter One introduces the background of the study, the statement of the problem, 

the research questions and objectives, the scope and the contribution of the study. 

1.2 Background of the Study 

At present, the global nature of social media cannot be denied for its popularity and 

influence. In December 2017, Facebook, Twitter and other social media sites have 

hosted over 1.4 billion users daily (Tsai & Men, 2017). Social Network Sites (SNSs) 

provide online platforms through which people of similar interests can recreate and 

communicate with one another by posting and exchanging information (Litt & 

Hargittai, 2016). These sites also supply some online socially oriented services, such 

as texting, tools for profiling, blogging, walls posting and sharing through a 

technology-enabled platform to sustain the recreation and exchange of user-

generated content to satisfy the social needs of the users (Hu, Ketinger & Poston, 

2015). Based on the activities of these sites, users are often encouraged to participate 

actively through interaction and contribution to the online content thus enhancing the 

value for online interaction or collaboration(Heinonen, K. (2011). Importantly, 

longer and deeper participation assist users to expand and maintain their social 

network relationships (Ellison, Vitak, Gray, & Lampe, 2014). 

 

having the necessityto interact with one another in the real world and create 

contents(Papasolomou, &Melanthiou, 2012), and this reality has been made 



191 

 

REFERENCES 

Abdelghaffar, H., & Samer, L. (2016). Social development of rules: can social 
networking sites benefit e-rulemaking? Transforming government: People, 
Process and Policy, 10(2), 273–296.  

Abdulghader, A., Singh, D. S. V., & Mohamed, I. (2011). Impeding barriers for e-
commerce adoption in Libya. Journal of Theoretical and Applied 
Information Technology, 31(2), 129-133. 

Abdullah, D., Jayaraman, K., Shariff, D. N., Bahari, K. A., & Norfezah, M. N. 
(2017). The effects of perceived interactivity, perceived ease of use and 
perceived usefulness on online hotel booking intention: A conceptual 
framework. international academic research.  Journal of Social Science, 3(1), 
16–23.  

Abed, S. S., Dwivedi, Y. K., & Williams, M. D. (2015). SMEs' adoption of e-
commerce using social media in a Saudi Arabian context: a systematic 
literature review. International Journal of Business Information Systems, 
19(2), 159-179. 

Abid, A. A., Rahim, M. M., &Scheepers, H. (2011). Experienced benefits and 
barriers of e-business technology adoption by SME suppliers. 
Communications of the IBIMA. 

Aboelmaged, M., & Gebba, T. R. (2013). Mobile banking adoption: An examination 
of technology acceptance model and theory of planned behavior. 
International Journal of Business Research and Development, 2(1). 

Abokhodair, N. (2015). Transmigrant Saudi Arabian youth and social media: 
Privacy, intimacy and freedom of expression. Extended abstracts of the ACM 
CHI’15 Conference on Human Factors in Computing Systems, 2, 187–190.  

Acquisti, A., & Gross, R. (2006, June). Imagined communities: Awareness, 
information sharing, and privacy on the Facebook. In International 
workshop on privacy enhancing technologies (pp. 36-58). Springer, Berlin, 
Heidelberg. 

Afshar Jahanshahi, A., X. Zhang, S., & Brem, A. (2013). E-commerce for SMEs: 
empirical insights from three countries. Journal of Small Business and 
Enterprise Development, 20(4), 849-865. 

Ahmad, A. E. M. K. (2017). Social media usability and its impact on buyer 
purchasing behavior based on buyer's trust: Saudi Arabia context. 
International Journal of Business Administration, 8(1), 87-94. 

Ahmad, M. O., Markkula, J., & Oivo, M. (2012). Factors influencing the adoption of 
e-government services in Pakistan. In European, Mediterranean & Middle 
Eastern conference on information systems (Vol. 9, pp. 118-133). 



192 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and 
human decision processes, 50(2), 179-211. 

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social 
behaviour. 

Ajzen, I., & Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes, 
intentions, and perceived behavioural control. Journal of experimental social 
psychology, 22(5), 453-474. 

Akhlaq, A., & Ahmed, E. (2013). The effect of motivation on trust in the acceptance 
of internet banking in a low-income country. International Journal of Bank 
Marketing, 31(2), 115-125. 

Alabdan, R. (2017). The Saudi Arabian banks: A Saudi female perspective. Journal 
of Internet Banking and Commerce, 22(22S8). 

Alabdulkareem, S. A. (2015). Exploring the use and the impacts of social media on 
teaching and learning science in Saudi. Procedia - Social and Behavioural 
Sciences, 182, 213–224.  

Alasem, A. (2015). eGovernment on Twitter: The use of twitter by the Saudi 
Authorities. Electronic Journal of E-Government, 13(1), 67–74. 

Alassafi, M. O., Alharthi, A., Walters, R. J., & Wills, G. B. (2017). A framework for 
critical security factors that influence the decision of cloud adoption by Saudi 
government agencies. Telematics and Informatics, 34(7), 996–1010. 

Albalawi, Y., & Sixsmith, J. (2017). Identifying twitter influencer profiles for health 
promotion in Saudi Arabia. Health Promotion International, 32(3), 456–463. 

Albarq, A. (2014). An empirical investigation to validate the technology acceptance 
model (TAM) in explaining intentions to shop online in Saudi Arabia using 
SEM. Jordan Journal of Business Administration, 10(2), 317-332. 

Alexander, B. (2006). Web 2.0: A new wave of innovation for teaching and 
learning? Educause review, 41(2), 32. 

Alfuraih, S. I. (2008). E-commerce and e-commerce fraud in Saudi Arabia: A case 
study. In Proceedings of the 2nd International Conference on Information 
Security and Assurance, ISA 2008 (p. 176). 

Al-Ghaith, W. A. (2016). Applying decomposed theory of planned behaviour 
towards a comprehensive understanding of social network usage in Saudi 
Arabia. International Journal of Information Technology and Computer 
Science, (5), 52–61.  

Alghamdi, R., Drew, S., & Alshehri, M. (2011). Strategic government initiatives to 
promote diffusion of online retailing in Saudi Arabia. In 2011 6th 
International Conference on Digital Information Management, ICDIM 2011 
(pp. 217–222).  



193 

 

AlGhamdi, R., Nguyen, A. T. A., & Jones, V. (2013). Wheel of B2C e-commerce 
development in Saudi Arabia. In Advances in Intelligent Systems and 
Computing (Vol. 208 AISC, pp. 1047–1055).  

Alhamadi, A. A. (2017). The influence of social media on Saudi graduate students: 
An explanatory case study of six Saudi graduate students studying in 
American universities (Doctoral dissertation, Kansas State University). 

Alharbi, A., Kang, K., & Sohaib, O. (2016). Citizens engagement in e-participation 
on E-Government websites through SWAT Model:A case of Saudi Arabia. 
20th Pacific Asia Conference on Information Systems (PACIS 2016), (May), 
1–10. 

Al-Jabri, I. M., Sohail, M. S., & Ndubisi, N. O. (2015). Understanding the usage of 
global social networking sites by Arabs through the lens of uses and 
gratifications theory. Journal of Service Management, 26(4), 662–680. 

Al-Maghrabi, T., & Dennis, C. (2011). What drives consumers' continuance 
intention to e-shopping? Conceptual framework and managerial implications 
in the case of Saudi Arabia. International Journal of Retail & Distribution 
Management, 39(12), 899-926. 

Almaimouni, A., Houghton, L., & Sandhu, K. (2014). Impact of social influence on 
entrepreneurs to use E-Commerce in Saudi Arabia. International Journal of 
Computer Science and Information Technologies, 5(6), 7761–7772. 

Almarshoud, A. F. (2016). Performance of solar resources in Saudi Arabia. 
Renewable and Sustainable Energy Reviews.  

Alqahtani, A. S., Goodwin, R., & de Vries, D. (2014). Adoption of e-commerce 
services in the Kingdom of Saudi Arabia. In technology innovation 
leadership in development: A “Middle East” (West Asia) Perspective (pp. 
93–116). 

ALraja, M. N., & Aref, M. (2015). Customer acceptance of e-commerce: Integrating 
perceived risk with TAM. International Journal of Applied Business and 
Economic Research, 13(2), 913-921. 

Al-Rubaiee, H., Qiu, R., & Li, D. (2016). Identifying Mubasher software products 
through sentiment analysis of Arabic tweets.International Conference on 
Industrial Informatics and Computer Systems (CIICS) (pp. 1-6). IEEE. 

Alruwaili, T. O. M. (2017). Self-Identity and community through social media: The 
experience of Saudi female international college students in the United 
States. ProQuest Dissertations and Theses. 

Al-Saggaf, Y., & Simmons, P. (2015). Social media in Saudi Arabia: Exploring its 
use during two natural disasters. Technological Forecasting and Social 
Change, 95, 3-15. 

Alshahrani, H. A. (2016). A brief history of the internet in Saudi Arabia. 
TechTrends, 60(1), 19–20.  



194 

 

Al-Shehri, S. (2013). An outlook on future mobile learning in Saudi Arabia. 
QScience Proceedings, (2009), 1–4. 

Alshuwaikhat, H. M., Adenle, Y. A., & Saghir, B. (2016). Sustainability assessment 
of higher education institutions in Saudi Arabia. Sustainability (Switzerland), 
8(8), 1–16.  

Alsuraihi, M. D., Yaghi, K., & Nassuora, A. B. (2016). Knowledge sharing practices 
among Saudi academics: A case study of King Abdulaziz University. Journal 
of Current Research in Science, 4(1), 63. 

Alwagait, E., Shahzad, B., & Alim, S. (2014). Impact of social media usage on 
students’ academic performance in Saudi Arabia. Computers in Human 
Behavior, 51, 1092–1097.  

Alyoubi, A. A. (2015). E-commerce in developing countries and how to develop 
them during the introduction of modern systems. Procedia Computer 
Science, 65, 479-483. 

Amin, M., Rezaei, S., & Abolghasemi, M. (2014). User satisfaction with mobile 
websites: the impact of perceived usefulness (PU), perceived ease of use 
(PEOU) and trust. Nankai Business Review International, 5(3), 258–274.  

Aminullah, A. A., Isa, M. F. B. M., Noor, W. S. W. M., & AbdulAzeez, F. S. (2019). 
Linking university reputation, motivation, organizational climate and job 
satisfaction: A proposed framework. International Journal of Academic 
Research in Business and Social Sciences, 9(1), 698-709. 

Amro, A. M., Ariffin, A. M., & Norsiah, A. H. (2018, March). The mediating role of 
trust, attitude, satisfaction in influencing social commerce intention among 
university students in Saudi Arabia: A Proposed Framework. In SMMTC 
Postgraduate Symposium 2018 (p. 173). 

Andy, P. Field. 2009. Discovering statistics using SPSS:(and sex, drugs and 
rock'n'roll) (ed.). 

Anwar, M. N., & Daniel, E. M. (2014). Online home-based businesses: systematic 
literature review and future research agenda. 

Arezki, R., Mottaghi, L., Barone, A., Fan, R. Y., Kiendrebeogo, Y., & Lederman, D. 
(2018). Middle East and North Africa economic monitor: A new economy in 
Middle East and North Africa. 

Armstrong, J. S., & Overton, T. S. (1977). Estimating nonresponse bias in mail 
surveys. Journal of marketing research, 14(3), 396-402. 

Armstrong, R. W., & Yee, S. M. (2001). Do Chinese trust Chinese? A study of 
Chinese buyers and sellers in Malaysia. Journal of International Marketing, 
9(3), 63-86. 

Arpaci, D., Tocoglu, A. G., Yilmaz, S., Ergenc, H., Tamer, A., Keser, N., & Gunduz, 
H. (2015). The relationship between epicardial fat tissue thickness and 



195 

 

visceral adipose tissue in lean patients with polycystic ovary syndrome. 
Journal of ovarian research, 8(1), 71. 

Ater, I., & Orlov, E. (2015). The effect of the internet on performance and quality: 
Evidence from the airline industry. Review of Economics and Statistics, 
97(1), 180-194. 

Aydemir-Karadag, A., Dengiz, B., & Bolat, A. (2013). Crew pairing optimization 
based on hybrid approaches. Computers & Industrial Engineering, 65(1), 87-
96. 

Azam, A. (2015). The effect of website interface features on e-commerce: an 
empirical investigation using the use and gratification theory. International 
Journal of Business Information Systems, 19(2), 205-223. 

Ba, S., & Pavlou, P. A. (2002). Evidence of the effect of trust building technology in 
electronic markets: Price premiums and buyer behavior. MIS quarterly, 243-
268. 

Baazeem, R., Benson, V., & Hand, C. (2018). Impact of religiosity on preserved 
privacy on social media: Proposed Model of Self-disclosure. In PACIS (p. 
55). 

Babin, G., Crainic, T. G., Gendreau, M., Keller, R. K., Kropf, P., & Robert, J. 
(2001). Towards electronic marketplaces: A progress report. In 4th 
International Conference on Electronic Commerce Research (ICECR-4) (pp. 
1-24).  

Bachmann, R., & Brattström, A. (2018). Cooperation and coordination: The role of 
trust in inter-organizational relationships. In the Routledge Companion to 
Trust (pp. 161-174). Routledge. 

Baethge, C., Klier, J., & Klier, M. (2016). Social commerce—state-of-the-art and 
future research directions. Electronic Markets, 26(3), 269-290. 

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. 
Journal of the Academy of Marketing Science, 16(1), 74–94. 

Bahaddad, A. A., Houghton, L., & Drew, S. (2013). Attracting customer in Saudi 
Arabia to buy from your business online. International Journal of Business 
and Management, 8(7), 65-81. 

Bahkali, S., Alfurih, S., Aldremly, M., Alzayyat, M., Alsurimi, K., & Househ, M. 
(2016). The prevalence of internet and social media based medication 
information seeking behaviour in Saudi Arabia. Studies in Health 
Technology & Informatics, 226, 275–278. 

Bansal, H. S., McDougall, G. H., Dikolli, S. S., & Sedatole, K. L. (2004). Relating e-
satisfaction to behavioural outcomes: an empirical study. Journal of services 
marketing, 18(4), 290-302. 



196 

 

Bartlett, J. E., Higgins, C. C., & Kotrlik, J. W. (2001). Selecting an appropriate 
sample size for conducting survey research. Book of Readings. Delta Pi 
Epsilon, 143-148. 

Basu, S. (2016). Global perspectives on e-commerce taxation law. Routledge. 

Berger, B., Geimer, A., & Hess, T. (2017, January). Will they stay or will they go? 
An examination of the factors influencing user loyalty towards news 
websites. In Proceedings of the 50th Hawaii International Conference on 
System Sciences. 

Berger, D., & Wild, C. (2016). Turned on, tuned in, but not dropped out: enhancing 
the student experience with popular social media platforms. European 
Journal of Law and Technology, 7(1), 1–14. 

Bergkvist, L., Hjalmarson, H., & Mägi, A. W. (2016). A new model of how celebrity 
endorsements work: Attitude toward the endorsement as a mediator of 
celebrity source and endorsement effects. International Journal of 
Advertising, 35(2), 171–184.  

Bhattacherjee, A. (2000). Acceptance of e-commerce services: the case of electronic 
brokerages. IEEE Transactions on systems, man, and Cybernetics-Part A: 
Systems and humans, 30(4), 411-420. 

Bhuvanam, S. (2015). A study on customers’ behavioural intentions towards online 
trading system in Tiruchirappalli city. Journal Impact Factor, 6(4), 19-34. 

Bivens, R., & Haimson, O. L. (2016). Baking gender into social media design: How 
platforms shape categories for users and advertisers. Social Media and 
Society, 2(4).  

Blau, P. (2017). Exchange and power in social life. Routledge. 

Bogue, R. (2016). Growth in e-commerce boosts innovation in the warehouse robot 
market. Industrial Robot: An International Journal, 43(6), 583-587. 

Borgerson, J., & Miller, D. (2016). Scalable sociality and “how the world changed 
social media”: conversation with Daniel Miller. Consumption Markets and 
Culture, 19(6), 520–533.  

Boshoff, A. B., Van Wyk, R., Hoole, C., & Owen, J. H. (2002). The prediction of 
intention to quit by means of biographic variables, work commitment, role 
strain and psychological climate. management dynamics: Journal of the 
Southern African Institute for Management Scientists, 11(4), 14-28. 

Boyd, D., & Ellison, N. (2007). Social network sites: Definition, history, and 
scholarship. Journal of Computer-Mediated 
Communication.Doi:10.1111/j.1083-6101.2007. 00393.x,210-230. 

Boyd, E. A., &Bilegan, I. C. (2003). Revenue management and e-commerce. 
Management science, 49(10), 1363-1386. 



197 

 

Boyle, S. C., Earle, A. M., LaBrie, J. W., & Ballou, K. (2017). Facebook dethroned: 
Revealing the more likely social media destinations for college students’ 
depictions of underage drinking. Addictive Behaviors, 65, 63–67.  

Brogan, C. (2010). Social media 101: Tactics and tips to develop your business 
online. John Wiley & Sons. 

Buglass, S. L., Binder, J. F., Betts, L. R., & Underwood, J. D. (2016). When 
‘friends’ collide: Social heterogeneity and user vulnerability on social 
network sites. Computers in Human Behavior, 54, 62-72. 

Camp, L. J. (2001). Trust and risk in internet commerce. MIT Press. 

Can, L., & Kaya, N. (2016). Social networking sites addiction and the effect of 
attitude towards social network advertising. Procedia - Social and 
Behavioral Sciences, 235, 484–492.  

Caplan, S. E. (2006). Relations among loneliness, social anxiety, and problematic 
Internet use. Cyber Psychology & behavior, 10(2), 234-242. 

Carlos Roca, J., José García, J., & José de la Vega, J. (2009). The importance of 
perceived trust, security and privacy in online trading systems. Information 
Management & Computer Security, 17(2), 96-113. 

Carlson, J., O’Cass, A., &Ahrholdt, D. (2015). Assessing customers’ perceived value 
of the online channel of multichannel retailers: A two country examination. 
Journal of Retailing and Consumer Services, 27, 90-102. 

Casaló, L. V., Flavián, C., & Guinalíu, M. (2008). The role of satisfaction and 
website usability in developing customer loyalty and positive word-of-mouth 
in the e-banking services. International journal of bank marketing, 26(6), 
399-417. 

Cassel, C., Hackl, P., & Westlund, A. H. (1999). Robustness of partial least-squares 
method for estimating latent variable quality structures. Journal of applied 
statistics, 26(4), 435-446. 

Cater-Steel, A., & Grist, S. (2005). The definition dilemma of e-commerce. In 
Encyclopedia of Developing Regional Communities with Information and 
Communication Technology (pp. 151-158). IGI Global. 

Chaffey, Dave, Tanya H., & David E. (2019).  Digital business and e-commerce 
management. Pearson UK, 2019. 

Chancey, E. T., Bliss, J. P., Liechty, M., & Proaps, A. B. (2015). False alarms vs. 
misses: Subjective trust as a mediator between reliability and alarm reaction 
measures. In Proceedings of the Human Factors and Ergonomics Society 
Annual Meeting (Vol. 59, No. 1, pp. 647-651). Sage CA: Los Angeles, CA: 
SAGE Publications. 



198 

 

Chang, C. C. (2013). Examining users′ intention to continue using social network 
games: A flow experience perspective. Telematics and Informatics, 30(4), 
311-321. 

Chaudhry, S. A., Farash, M. S., Naqvi, H., & Sher, M. (2016). A secure and efficient 
authenticated encryption for electronic payment systems using elliptic curve 
cryptography. Electronic Commerce Research, 16(1), 113-139. 

Chellappa, R. K., & Pavlou, P. A. (2002). Perceived information security, financial 
liability and consumer trust in electronic commerce transactions. Logistics 
Information Management, 15(5/6), 358-368. 

Chen, J. V., Yen, D. C., Pornpriphet, W., & Widjaja, A. E. (2015). E-commerce web 
site loyalty: A cross cultural comparison. Information Systems Frontiers, 
17(6), 1283-1299. 

Chen, J., & Shen, X. L. (2015). Consumers' decisions in social commerce context: 
An empirical investigation. Decision Support Systems, 79, 55-64. 

Chen, X., & Tao, J. (2012). The impact of users’ participation on eWoM on Social 
Commerce sites: An empirical analysis based on meilishuo.com. In 
Proceedings - 2012 4th International Conference on Multimedia and 
Security, MINES 2012 (pp. 810–815).  

Chen, X., & Xie, H. (2006). Research of the Collaborative Innovation System of 
SMEs Based on ″Four Object Dynamic Model ″[J]. Science of Science and 
Management of S. & T, 8. 

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian 
motivations for online retail shopping behavior. Journal of retailing, 77(4), 
511-535. 

Chinomona, R. (2013). The influence of brand experience on brand satisfaction, trust 
and attachment in South Africa. International Business & Economics 
Research Journal (IBER), 12(10), 1303-1316. 

Chiu, C. M., Wang, E. T., Fang, Y. H., & Huang, H. Y. (2014). Understanding 
customers' repeat purchase intentions in B2C e‐commerce: the roles of 
utilitarian value, hedonic value and perceived risk. Information Systems 
Journal, 24(1), 85-114. 

Chiu, H. C., Hsieh, Y. C., Kao, Y. H., & Lee, M. (2007). The determinants of email 
receivers' disseminating behaviours on the Internet. Journal of Advertising 
Research, 47(4), 524-534. 

Cho, S. E., & Park, H. W. (2013). A qualitative analysis of cross-cultural new media 
research: SNS use in Asia and the West. Quality & Quantity, 47(4), 2319-
2330. 

Choshin, M., & Ghaffari, A. (2017). An investigation of the impact of effective 
factors on the success of e-commerce in small-and medium-sized companies. 
Computers in Human Behavior, 66, 67-74. 



199 

 

CITC (2018). Retrieved on January 2020 from 
http://saudigazette.com.sa/article/562919. 

Clarke, W. D., & Flynn, J. P. (2005). U.S. Patent No. 6,850,950. Washington, DC: 
U.S. Patent and Trademark Office. 

Coelho, A. (2019). The Financial Power of China and the Internationalization of its 
Currency. Available at SSRN 3434018. 

Cohen, J. (2013). Statistical power analysis for the behavioural sciences. Routledge. 

Collins, A., Joseph, D., & Bielaczyc, K. (2004). Design research: Theoretical and 
methodological issues. The Journal of the learning sciences, 13(1), 15-42. 

Comunello, F., Mulargia, S., & Parisi, L. (2016). The ‘proper’ way to spread ideas 
through social media: exploring the affordances and constraints of different 
social media platforms as perceived by Italian activists. Sociological Review, 
64(3), 515–532. 

Cropanzano, R., & Mitchell, M. S. (2005). Social exchange theory: An 
interdisciplinary review. Journal of management, 31(6), 874-900. 

Cropanzano, R., Rupp, D. E., & Byrne, Z. S. (2003). The relationship of emotional 
exhaustion to work attitudes, job performance, and organizational citizenship 
behaviours. Journal of Applied psychology, 88(1), 160. 

Cui, M., Pan, S. L., Newell, S., & Cui, L. (2017). Strategy, resource orchestration 
and e-commerce enabled social innovation in Rural China. The Journal of 
Strategic Information Systems, 26(1), 3-21. 

Curty, R. G., & Zhang, P. (2011). Social commerce: Looking back and forward. 
Proceedings of the American society for information science and technology, 
48(1), 1-10. 

Dabbagh, N., & Reo, R. (2011). Impact of Web 2.0 on higher education. Information 
Science Reference (an imprint of IGI Global) DOI: 10.4018/978-1-60960-
147-8.ch013 

Dailey, D., & Starbird, K. (2017). Social media seamsters: Stitching platforms 
&amp; audiences into local crisis infrastructure. In Proceedings of the 2017 
ACM Conference on Computer Supported Cooperative Work and Social 
Computing(pp. 1277–1289). 

Darabi, M., Macaskill, A., & Reidy, L. (2017). A qualitative study of the UK 
academic role: positive features, negative aspects and associated stressors in 
a mainly teaching-focused university. Journal of Further and Higher 
Education, 41(4), 566-580. 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance 
of information technology. MIS quarterly, 319-340. 



200 

 

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer 
technology: a comparison of two theoretical models. Management science, 
35(8), 982-1003. 

de Oliveira, M. J., Huertas, M. K. Z., & Lin, Z. (2016). Factors driving young users' 
engagement with Facebook: Evidence from Brazil. Computers in Human 
Behavior, 54, 54-61. 

De Vaus, D. A. (Ed.). (2002). Social surveys (Vol. 2). Sage. 

Dermentzi, E., Papagiannidis, S., Osorio Toro, C., & Yannopoulou, N. (2016). 
Academic engagement: Differences between intention to adopt Social 
Networking Sites and other online technologies. Computers in Human 
Behavior, 61, 321–332.  

Dewan, S. G., & Chen, L. D. (2005). Mobile payment adoption in the US: A cross-
industry, cross platform solution. Journal of Information Privacy and 
Security, 1(2), 4-28. 

Dimitrios, X., & Violettas, G. (2014). Examining the level of trust of Saudis towards 
the social media. In ICIST 2014 - Proceedings of 2014 4th IEEE 
International Conference on Information Science and Technology (pp. 586–
589). 

Dobbs, R., Oppenheim, J., & Thompson, F. (2011). A new era for commodities. 
McKinsey Quarterly, 4(1), 13–15. 

Donelan, H. (2016). Social media for professional development and networking 
opportunities in academia. Journal of Further and Higher Education, 40(5), 
706-729. 

Dong-Her, S., Hsiu-Sen, C., Chun-Yuan, C., & Lin, B. (2004). Internet security: 
malicious e-mails detection and protection. Industrial Management & Data 
Systems, 104(7), 613-623. 

dos Santos, V. F., Sabino, L. R., Morais, G. M., & Goncalves, C. A. (2017). E-
Commerce: A Short History Follow-up on Possible Trends. International 
Journal of Business Administration, 8(7), 130-138. 

Duarte, P. O., Alves, H. B., & Raposo, M. B. (2010). Understanding university 
image: a structural equation model approach. International review on public 
and non-profit marketing, 7(1), 21-36. 

Dwyer, P. (2007). Measuring the value of electronic word of mouth and its impact in 
consumer communities. Journal of Interactive marketing, 21(2), 63-79. 

Eid, M. I. (2011). Determinants of e-commerce customer satisfaction, trust, and 
loyalty in Saudi Arabia. Journal of electronic commerce research, 12(1), 78. 

Eid, Mustafa IM, and Ibrahim M. Al-Jabri. (2016). Social networking, knowledge 
sharing, and student learning: The case of university students. Computers & 
Education, 99: 14-27. 



201 

 

Elkaseh, A. M., Wong, K. W., & Fung, C. C. (2016). Perceived ease of use and 
perceived usefulness of social media for e-learning in Libyan higher 
education: A structural equation modelling analysis. International Journal of 
Information and Education Technology, 6(3), 192. 

Ellison, N. B., Vitak, J., Gray, R., & Lampe, C. (2014). Cultivating social resources 
on social network sites: Facebook relationship maintenance behaviours and 
their role in social capital processes. Journal of Computer-Mediated 
Communication, 19(4), 855–870.  

Enginkaya, E., & Yılmaz, H. (2014). What drives consumers to interact with brands 
through social media? A motivation scale development study. Procedia-
Social and Behavioural Sciences, 148, 219-226. 

Ernst, C. P. H. (2015). Risk hurts fun: The influence of perceived privacy risk on 
social network site usage. In Factors Driving Social Network Site Usage (pp. 
45-56). Springer Gabler, Wiesbaden. 

Ezzi, S. W. (2016). Exploring the characteristics of the e-commerce marketplace in 
Saudi Arabia. International Journal of Economic Perspectives, 10(4), 5–20. 

Falk, M., & Hagsten, E. (2015). E-commerce trends and impacts across Europe. 
International Journal of Production Economics, 170, 357-369. 

Fan, Y. W., Miao, Y. F., & Wu, S. C. (2013). Customer complaints and service 
policy in electronic commerce. South African Journal of Business 
Management, 44(3), 15-20. 

Fang, Y. H., Chiu, C. M., & Wang, E. T. (2011). Understanding customers' 
satisfaction and repurchase intentions: An integration of IS success model, 
trust, and justice. Internet Research, 21(4), 479-503. 

Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust, 
satisfaction, and online repurchase intention: The moderating role of 
perceived effectiveness of e-commerce institutional mechanisms. Mis 
Quarterly, 38(2). 

Farrell, A. M., & Rudd, J. M. (2009). Factor analysis and discriminant validity: A 
brief review of some practical issues. Anzmac. 

Faust, W., & Householder, L. (2009). Get real and prosper: Why social media 
demands authentic brands. Design Management Review, 20(1), 45-51. 

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic social 
media marketing: A holistic framework. Journal of Business Research, 70, 
118–126.  

Feng, Y., & Xie, W. (2015). Digital divide 2.0: The role of social networking sites in 
seeking health information online from a longitudinal perspective. Journal of 
Health Communication, 20(1), 60–68.  

Field, A. (2009). Descobrindo a estatística usando o SPSS-2. Bookman Editora. 



202 

 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An 
introduction to theory and research. 

Flynn, B. B., Sakakibara, S., Schroeder, R. G., Bates, K. A., & Flynn, E. J. (1990). 
Empirical research methods in operations management. Journal of 
operations management, 9(2), 250-284. 

Fogg, B. J., Soohoo, C., Danielson, D. R., Marable, L., Stanford, J., & Tauber, E. R. 
(2003). How do users evaluate the credibility of Web sites? A study with over 
2,500 participants. In Proceedings of the 2003 conference on Designing for 
user experiences (pp. 1-15). ACM. 

Forbush, E., & Foucault-Welles, B. (2016). Social media use and adaptation among 
Chinese students beginning to study in the United States. International 
Journal of Intercultural Relations, 50, 1–12.  

Forsström, R. (2015). Organic Social Media Plan: Company: Anton & Anton. 

Fraenkel, J. R., Wallen, N. E., & Hyun, H. H. (2011). How to design and evaluate 
research in education. New York: McGraw-Hill Humanities/Social 
Sciences/Languages. 

Fralinger B., Owens R. (2009). YouTube as a learning tool. Journal of College 
Teaching & Learning, 6 (8), 15-28. 

Franke, R., Kroenung, J., Born, F., & Eckhardt, A. (2015). Influential factors for E-
Government success in the Middle East: Case study evidence from Saudi 
Arabia. International Journal of Electronic Government Research (IJEGR), 
11(1), 39–62.  

Fuchs, M., Höpken, W., & Lexhagen, M. (2014). Big data analytics for knowledge 
generation in tourism destinations–A case from Sweden. Journal of 
Destination Marketing & Management, 3(4), 198-209. 

Garland, R. (1991). The mid-point on a rating scale: Is it desirable. Marketing 
Bulletin, 2(1), 66-70. 

Gefen, D. (2002). Reflections on the dimensions of trust and trustworthiness among 
online consumers. ACM SIGMIS Database: The Database for Advances in 
Information Systems, 33(3), 38-53. 

Gefen, D., & Straub, D. W. (2000). The relative importance of perceived ease of use 
in IS adoption: A study of e-commerce adoption. Journal of the association 
for Information Systems, 1(1), 8. 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online 
shopping: an integrated model. MIS quarterly, 27(1), 51-90. 

George, A., & Kumar, G. G. (2013). Antecedents of customer satisfaction in internet 
banking: Technology acceptance model (TAM) redefined. Global Business 
Review, 14(4), 627-638. 



203 

 

George, J. F. (2004). The theory of planned behavior and Internet purchasing. 
Internet research, 14(3), 198-212. 

Gold, A. H., Malhotra, A., & Segars, A. H. (2001). Knowledge management: An 
organizational capabilities perspective. Journal of management information 
systems, 18(1), 185-214. 

Goodhue, D. L., Lewis, W., & Thompson, R. (2012). Does PLS have advantages for 
small sample size or non-normal data? Mis Quarterly, 981-1001. 

Gopinath, D., Radhakrishnan, R., & Watson, J. A. (2018). U.S. Patent No. 
10,140,668. Washington, DC: U.S. Patent and Trademark Office. 

Götz, O., Liehr-Gobbers, K., & Krafft, M. (2010). Evaluation of structural equation 
models using the partial least squares (PLS) approach. In Handbook of 
partial least squares (pp. 691-711). Springer, Berlin, Heidelberg. 

Greenwood, S., Perrin, A., & Duggan, M. (2016). Social Media Update 2016. Pew 
Research Centre. 

Gursoy, D., Del Chiappa, G., & Zhang, Y. (2018). Impact of destination familiarity 
on external information source selection process. Journal of destination 
marketing & management, 8, 137-146. 

Guta, H., & Karolak, M. (2015). Veiling and blogging: social media as sites of 
identity negotiation and expression among Saudi women. Journal of 
International Women's Studies, 16(2), 115-127. 

Haar, R. J. (2015). Forecasting on LinkedIn-based recruitment in the audit sector: a 
scenario study (Bachelor's thesis, University of Twente). 

Habbash, M. (2016). Corporate governance and corporate social responsibility 
disclosure: evidence from Saudi Arabia. Social Responsibility Journal, 12(4), 
740–754. 

Habbash, M., & Rao Idapalapati, S. (2016). Distinctiveness of Saudi Arabian EFL 
Learners. Advances in Language and Literary Studies; Vol 7, No 2 (2016), 
7(2).  

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 
squares structural equation modelling (PLS-SEM). European business 
review. 

Hair, J. F., Anderson, R. E., Tatham, R. L., & William, C. Black. (2010). 
Multivariate Data Analysis. 

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2009). 
Análise multivariada de dados. Bookman Editora. 

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the 
use of partial least squares structural equation modelling in marketing 
research. Journal of the academy of marketing science, 40(3), 414-433. 



204 

 

Hajli, M. N. (2013). A research framework for social commerce adoption. 
Information Management & Computer Security, 21(3), 144-154. 

Hajli, M. N. (2014). A study of the impact of social media on consumers. 
International Journal of Market Research, 56(3), 387-404. 

Hajli, M. N. (2014). The role of social support on relationship quality and social 
commerce. Technological Forecasting and Social Change, 87, 17–27.  

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. 
International Journal of Information Management, 35(2), 183–191. 

Hajli, N. (2018). Ethical environment in the online communities by information 
credibility: a social media perspective. Journal of Business Ethics, 149(4), 
799-810. 

Hajli, N., & Sims, J. (2015). Social commerce: The transfer of power from sellers to 
buyers. Technological Forecasting and Social Change, 94, 350–358.  

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M. O. (2017). A social commerce 
investigation of the role of trust in a social networking site on purchase 
intentions. Journal of Business Research, 71, 133-141. 

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M. O. (2017). A social commerce 
investigation of the role of trust in a social networking site on purchase 
intentions. Journal of Business Research, 71, 133-141. 

Hajli, N., Wang, Y., Tajvidi, M., & Hajli, M. S. (2017). People, Technologies, and 
Organizations Interactions in a Social Commerce Era. IEEE Transactions on 
Engineering Management, 64(4), 594–604. 

Halboub, E., Othathi, F., Mutawwam, F., Madkhali, S., Somaili, D., & Alahmar, N. 
(2017). Effect of social networking on academic achievement of dental 
students, Jazan University, Saudi Arabia. Eastern Mediterranean Health 
Journal = La Revue De Sante De La Mediterranee Orientale = Al-Majallah 
Al-Sihhiyah Li-Sharq Al-Mutawassit, 22(12), 865–871. 

Hameed, K., & Rahman, N. (2017). Today’s social network sites: An analysis of 
emerging security risks and their counter measures. In International 
Conference on Communication Technologies, ComTech 2017 (pp. 143–148). 

Han, B. O., & Windsor, J. (2011). User's willingness to pay on social network sites. 
Journal of computer information systems, 51(4), 31-40. 

Hande, P. V., & Ghosh, D. (2015). A comparative study on factors shaping buying 
behaviour on B2B and B2C E-commerce platforms in India. EXCEL 
International Journal of Multidisciplinary Management Studies, 5(3), 1-10. 

Hanna, N. K. (2016). E-commerce as a techno-managerial innovation ecosystem: 
Policy implications. Journal of Innovation Management, 4(1), 4-10. 



205 

 

Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: The power of 
the social media ecosystem. Business horizons, 54(3), 265-273. 

Heinonen, K. (2011). Consumer activity in social media: Managerial approaches to 
consumers' social media behavior. Journal of Consumer Behaviour, 10(6), 
356-364. 

Helal, M. (2017). An investigation of the use of social media for e-commerce 
amongst small businesses in Saudi Arabia (Doctoral dissertation, University 
of Salford). 

Henseler, I., Falkai, P., & Gruber, O. (2010). Disturbed functional connectivity 
within brain networks subserving domain-specific subcomponents of 
working memory in schizophrenia: relation to performance and clinical 
symptoms. Journal of psychiatric research, 44(6), 364-372. 

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least 
squares path modelling in international marketing. In New challenges to 
international marketing. Emerald Group Publishing Limited. 

Herath, H. M. C. T., & Hewagamage, C. (2015). Analysis of ICT usage for the 
Teaching and Learning Process by the Academics. International Journal of 
Computer and Information Technology, 4(05), 803-808. 

Hernon, P., & Whitman, J. R. (2001). Delivering satisfaction and service quality: A 
customer-based approach for libraries. American Library Association. 

Hidayatulloh, A. (2018). The Role of Social Commerce Constructs, Social Support, 
and Trust in Community on Social Commerce Activities. Muhammadiyah. 
International Journal of Economics and Business, 1(2), 74-83. 

Hilbert, Y. H., Crassard, R., Charloux, G., & Loreto, R. (2017). Nubian technology 
in northern Arabia: Impact on interregional variability of Middle Paleolithic 
industries. Quaternary International, 435, 77–93.  

Holland, P., Cooper, B., & Sheehan, C. (2016). Employee Voice, Supervisor 
Support, and Engagement: The Mediating Role of Trust. Human Resource 
Management Journal, 80(2), 139–148.  

Hong, H., Cao, M., & Wang, G. A. (2017). The effects of network externalities and 
herding on user satisfaction with mobile social apps. Journal of Electronic 
Commerce Research, 18(1), 18–32. 

Horkoff, J., Aydemir, F. B., Cardoso, E., Li, T., Maté, A., Paja, E., ... & Giorgini, P. 
(2019). Goal-oriented requirements engineering: an extended systematic 
mapping study. Requirements engineering, 24(2), 133-160. 

Horng, S.-M., Wu, C.-L., & Liang, T.-P. (2016). How behaviours on social network 
sites and online social capital influence social commerce: The case of 
Facebook. In Pacific Asia Conference on Information Systems, PACIS 2016 
- Proceedings (p. 295). 



206 

 

Horst, M., Kuttschreuter, M., & Gutteling, J. M. (2007). Perceived usefulness, 
personal experiences, risk perception and trust as determinants of adoption of 
e-government services in The Netherlands. Computers in Human Behavior, 
23(4), 1838-1852. 

Horvat, J., Sharma, K., & Bobek, S. (2015). Knowledge sharing and performance 
appraisal of employees: a pilot case study. Review of Integrative Business 
and Economics Research, 4(3), 62. 

Hsiao, C. H., Chang, J. J., & Tang, K. Y. (2016). Exploring the influential factors in 
continuance usage of mobile social Apps: Satisfaction, habit, and customer 
value perspectives. Telematics and Informatics, 33(2), 342–355.  

Hsu, M. H., Chang, C. M., Chu, K. K., & Lee, Y. J. (2014). Determinants of 
repurchase intention in online group-buying: The perspectives of DeLone & 
McLean IS success model and trust. Computers in Human Behavior, 36, 234-
245. 

Hsu, M. H., Chuang, L. W., & Hsu, C. S. (2014). Understanding online shopping 
intention: the roles of four types of trust and their antecedents. Internet 
Research, 24(3), 332-352. 

Hu, T., Kettinger, W. J., & Poston, R. S. (2015). The effect of online social value on 
satisfaction and continued use of social media. European Journal of 
Information Systems, 24(4), 391-410. 

Hu, Y., Manikonda, L., & Kambhampati, S. (2014, May). What we Instagram: A 
first analysis of instagram photo content and user types. In Eighth 
International AAAI conference on weblogs and social media. 

Huang, C. Y., Hsu, M. C., Hsu, S. P., Cheng, P. C., Lin, S. F., & Chuang, C. H. 
(2010). Mediating roles of social support on poststroke depression and 
quality of life in patients with ischemic stroke. Journal of clinical nursing, 
19(19‐20), 2752-2762.\ 

Hunaiti, Z., Masa’deh, R., Mansour, M., & Al-Nawafleh, A. (2009). Electronic 
commerce adoption barriers in small and medium-sized enterprises (SMEs) 
in developing countries: the case of Libya. IBIMA Business Review, 2(5), 37-
45. 

Hussain, A., & Ahmad, P. (2014). Use of social media by online newspapers in 
Saudi Arabia. DESIDOC Journal of Library and Information Technology, 
34(5), 412–418.  

Hussain, A., Mkpojiogu, E. O. (2016). Usability evaluation techniques in mobile 
commerce applications: a systematic review. In AIP Conference Proceedings 
(Vol. 1761, No. 1, p. 020049). AIP Publishing. 

Hussain, R., Al Nasser, A., & Hussain, Y. K. (2015). Service quality and customer 
satisfaction of a UAE-based airline: An empirical investigation. Journal of 
Air Transport Management, 42, 167-175. 



207 

 

Ilin, V., Ivetić, J., & Simić, D. (2017). Understanding the determinants of e-business 
adoption in ERP-enabled firms and non-ERP-enabled firms: A case study of 
the Western Balkan Peninsula. Technological Forecasting and Social 
Change, 125, 206-223. 

Im, S., Bhat, S., & Lee, Y. (2015). Consumer perceptions of product creativity, 
coolness, value and attitude. Journal of Business Research, 68(1), 166–172.  

Jan, M. T., Abdullah, K., & Momen, A. (2015). Factors Influencing the adoption of 
social networking sites: Malaysian Muslim users’ perspective. Journal of 
Economics, Business and Management, 3(2), 267–270.  

Jdaitawi, M. (2015). Social Connectedness, Academic, Non-Academic Behaviours 
Related to Self-Regulation among University Students in Saudi Arabia. 
International Education Studies, 8(2), 84–101.  

Jiang, G., Ma, F., Shang, J., & Chau, P. Y. (2014). Evolution of knowledge sharing 
behaviour in social commerce: an agent-based computational approach. 
Information Sciences, 278, 250-266. 

Jiang, Y., Shang, J., Liu, Y., & May, J. (2015). Redesigning promotion strategy for 
e-commerce competitiveness through pricing and recommendation. 
International Journal of Production Economics, 167, 257-270. 

Jin, N. (Paul), Line, N. D., & Merkebu, J. (2016). The Impact of Brand Prestige on 
Trust, Perceived Risk, Satisfaction, and Loyalty in Upscale Restaurants. 
Journal of Hospitality Marketing and Management, 25(5), 523–546. 

Jobber, D. (1989). An examination of the effects of questionnaire factors on response 
to an industrial mail survey. International Journal of Research in Marketing, 
6(2), 129-140. 

Jung, N. Y., Kim, S., & Kim, S. (2014). Influence of consumer attitude toward 
online brand community on revisit intention and brand trust. Journal of 
Retailing and Consumer Services, 21(4), 581–589.  

Kacen, J. J., Hess, J. D., & Chiang, W. Y. K. (2013). Bricks or clicks? Consumer 
attitudes toward traditional stores and online stores. Global Economics and 
Management Review, 18(1), 12-21. 

Kalakota, R., & Whinston, A. B. (1997). Electronic commerce: a manager's guide. 
Addison-Wesley Professional. 

Kaplan, A. M., & Haenlein, M. (2009). The fairyland of second Life: Virtual social 
worlds and how to use them. Business horizons, 52(6),564-572. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 
opportunities of Social Media. Business horizons, 53(1), 59-68. 

Kapurubandara, M., & Lawson, R. (2006). Barriers to Adopting ICT and e-
commerce with SMEs in developing countries: An Exploratory study in Sri 
Lanka. University of Western Sydney, Australia, 82, 2005-2016. 



208 

 

Kassim, E. S., Azman, A. M., Othman, A. K., & Zamzuri, N. H. (2017). Perceived 
usefulness, perceived ease of use and perceived risks of social commerce 
intention among youths.In Proceedings of the 29th International Business 
Information Management Association Conference - Education Excellence 
and Innovation Management through Vision 2020: From Regional 
Development Sustainability to Global Economic Growth. 

Kear, K. (2010). Online communication and collaboration: A Reader. Evaluation & 
Research in Education .24(2), 159-161. 

Keen, C., Wetzels, M., De Ruyter, K., & Feinberg, R. (2004). E-tailers versus 
retailers: Which factors determine consumer preferences. Journal of Business 
Research, 57(7), 685-695. 

Kelly, E. P., & Erickson, G. S. (2005). RFID tags: commercial applications v. 
privacy rights. Industrial Management & Data Systems, 105(6), 703-713. 

Ketelaar, P. E., Janssen, L., Vergeer, M., van Reijmersdal, E. A., Crutzen, R., & van 
’t Riet, J. (2016). The success of viral ads: Social and attitudinal predictors of 
consumer pass-on behavior on social network sites. Journal of Business 
Research, 69(7), 2603–2613.  

Khalaf, A. A. M. (2016). Social media usability and its impact on buyer purchasing 
behavior based on buyer’s trust: Saudi Arabia context. International Journal 
of Business Administration, 8(1), 87. 

Khalaf, B. (2016). Role of Corporate Social Responsibility Practices in Saudi 
Universities. Journal, 18. 

Khan, A. G. (2016). Electronic commerce: A study on benefits and challenges in an 
emerging economy. Global Journal of Management and Business Research. 

Khan, S. N. (2014). Qualitative research method-phenomenology. Asian Social 
Science, 10(21), 298. 

Khatib, F. (2016). The Impact of Social Media Characteristics on Purchase Decision 
Empirical Study of Saudi Customers in Asser Region. International Journal 
of Business and Social Science, 7(4), 41–50. 

Kim, D. (2013). Under what conditions will social commerce business models 
survive? Electronic Commerce Research and Applications, 12(2), 69-77. 

Kim, E., Lee, J. A., Sung, Y., & Choi, S. M. (2016). Predicting selfie-posting 
behaviour on social networking sites: An extension of theory of planned 
behaviour. Computers in Human Behaviour, 62, 116-123. 

Kim, K.-S., Sin, S.-C. J., & Tsai, T.-I. (2014). Individual Differences in Social 
Media Use for Information Seeking. The Journal of Academic Librarianship, 
40(2), 171–178.  



209 

 

Kim, M. J., Lee, C. K., & Preis, M. W. (2016). Seniors’ loyalty to social network 
sites: Effects of social capital and attachment. International Journal of 
Information Management, 36(6), 1020–1032.  

Kim, S. (2014). Examining the influence of social media advertising on advertising 
avoidance and attitude toward sports brand: how collectivism and 
individualism affect perceptions of online SNS advertising and how such 
advertising eases advertising avoidance (Doctoral dissertation). 

Kim, S. B., Sun, K. A., & Kim, D. Y. (2013). The influence of consumer value-
based factors on attitude-behavioural intention in social commerce: The 
differences between high-and low-technology experience groups. Journal of 
Travel & Tourism Marketing, 30(1-2), 108-125. 

Kim, S., & Park, H. (2013). Effects of various characteristics of social commerce (s-
commerce) on consumers’ trust and trust performance. International Journal 
of Information Management, 33(2), 318-332. 

Kim, Y. H., Kim, D. J., & Hwang, Y. (2009). Exploring online transaction self-
efficacy in trust building in B2C e-commerce. Journal of Organizational and 
End User Computing (JOEUC), 21(1), 37-59. 

King, W. R., & He, J. (2006). A meta-analysis of the technology acceptance model. 
Information & management, 43(6), 740-755. 

Kivunja, C. (2018). Distinguishing between theory, theoretical framework, and 
conceptual framework: A systematic review of lessons from the field. 
International Journal of Higher Education, 7(6), 44-53. 

Kjellberg, S., Haider, J., & Sundin, O. (2016). Researchers’ use of social network 
sites: A scoping review. Library and Information Science Research, 38(3), 
224–234.  

Klinger, U., & Svensson, J. (2015). The emergence of network media logic in 
political communication: A theoretical approach. New Media and Society, 
17(8), 1241–1257.  

Kolsaker, A., & Payne, C. (2002). Engendering trust in e-commerce: a study of 
gender-based concerns. Marketing intelligence & planning, 20(4), 206-214. 

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research 
activities. Educational and Psychological Measurement, 38, 607–610. 

Krell, K., & Matook, S. (2009). Competitive advantage from mandatory 
investments: An empirical study of Australian firms. The Journal of Strategic 
Information Systems, 18(1), 31-45. 

Kuss, D. J., & Griffiths, M. D. (2017). Social networking sites and addiction: Ten 
lessons learned. International Journal of Environmental Research and Public 
Health. 14(3), 311. 



210 

 

Kwon, K. H., Moon, S. Il, & Stefanone, M. A. (2015). Unspeaking on Facebook? 
Testing network effects on self-censorship of political expressions in social 
network sites. Quality and Quantity, 49(4), 1417–1435. 

Lacka, E., & Chong, A. (2016). Usability perspective on social media sites’ adoption 
in the B2B context. Industrial Marketing Management, 54, 80–91. 

Lai, L. S., & Turban, E. (2008). Groups formation and operations in the Web 2.0 
environment and social networks. Group Decision and negotiation, 17(5), 
387-402. 

Lal, P. (2017). Analyzing determinants influencing an individual׳s intention to use 
social commerce website. Future Business Journal, 3(1), 70–85. 

Lampinen, A. (2016). Why we need to examine multiple social network sites. 
Communication and the public, 1(4), 489–493. 

Larosiliere, G. D., Meske, C., & Carter, L. D. (2015). Determinants of social 
network adoption: A country-level analysis. In Proceedings of the Annual 
Hawaii International Conference on System Sciences (Vol. 2015–March, pp. 
3424–3433). 

Lau, D. W. S. (2010). The Flickering of Jackie Chan: Transnational Chinese Film 
Stardom, Web 2.0, and the Signification of Performance. International 
Journal of the Humanities, 8(2). 

Laudon, K. C., & Traver, C. G. (2016). E-commerce: business, technology, society. 

Lawrence, J. E., & Tar, U. A. (2010). Barriers to e-commerce in developing 
countries. Information, society and justice journal, 3(1), 23-35. 

Lee, S. Y. (2014). How do people compare themselves with others on social network 
sites? The case of Facebook. Computers in Human Behavior, 32, 253–260.  

Leitner, P., & Grechenig, T. (2008). Collaborative shopping networks: Sharing the 
wisdom of crowds in E-commerce environments. BLED 2008 Proceedings, 
21. 

Lenartz, A. J. (2012). Chapter 16 Establishing Guidelines for the Use of Social 
Media in Higher Education. In Misbehaviour online in higher education (pp. 
333-353). Emerald Group Publishing Limited. 

Li, C. Y. (2017). How social commerce constructs influence customers’ social 
shopping intention? An empirical study of a social commerce website. 
Technological Forecasting and Social Change.  

Li, C. Y., & Ku, Y. C. (2017). The power of a thumbs-up: Will e-commerce switch to 
social commerce? Information and Management. 

Li, Z., & Cheng, Y. (2014). From free to fee: exploring the antecedents of consumer 
intention to switch to paid online content. Journal of Electronic Commerce 
Research, 15(4), 281. 



211 

 

Liang, L. J., Choi, H. C., & Joppe, M. (2018). Exploring the relationship between 
satisfaction, trust and switching intention, repurchase intention in the context 
of Airbnb. International Journal of Hospitality Management, 69, 41–48.  

Liang, T. P., &Turban, E. (2011). Introduction to the special issue social commerce: 
a research framework for social commerce. International Journal of 
electronic commerce, 16(2), 5-14. 

Liao, C., Palvia, P., & Lin, H. N. (2006). The roles of habit and web site quality in e-
commerce. International Journal of Information Management, 26(6), 469-
483. 

Liao, Z., & Cheung, M. T. (2002). Internet-based e-banking and consumer attitudes: 
an empirical study. Information & management, 39(4), 283-295. 

Liébana-Cabanillas, F., Muñoz-Leiva, F., & Rejón-Guardia, F. (2013). The 
determinants of satisfaction with e-banking. Industrial Management & Data 
Systems, 113(5), 750-767. 

Lim, N. (2003). Consumers’ perceived risk: sources versus consequences. Electronic 
Commerce Research and Applications, 2(3), 216-228. 

Lim, Y. J., Osman, A., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016). 
Factors Influencing Online Shopping Behavior: The Mediating Role of 
Purchase Intention. Procedia Economics and Finance, 35, 401–410. 

Lin, H. F. (2007). Predicting consumer intentions to shop online: An empirical test 
of competing theories. Electronic Commerce Research and Applications, 
6(4), 433-442. 

Lin, H. H., Wang, Y. M., Tai, W. C., & Fan, Y. L. (2012, August). Understanding 
shoppers' channel perception and attitude: an analysis of online and retail 
channels. In Proceedings of the 14th Annual International Conference on 
Electronic Commerce (pp. 219-226). ACM. 

Linck, K., Pousttchi, K., & Wiedemann, D. G. (2006). Security issues in mobile 
payment from the customer viewpoint. 

Lindell, M. K., & Whitney, D. J. (2001). Accounting for common method variance 
in cross-sectional research designs. Journal of applied psychology, 86(1), 
114. 

Lindgren, F., Geladi, P., Rännar, S., & Wold, S. (1994). Interactive variable selection 
(IVS) for PLS. Part 1: Theory and algorithms. Journal of Chemometrics, 
8(5), 349-363. 

Litt, E., & Hargittai, E. (2016). The imagined audience on social network sites. 
Social Media+ Society, 2(1), 2056305116633482. 

Lowry, P. B., Zhang, J., Wang, C., & Siponen, M. (2016). Why do adults engage in 
cyberbullying on social media? An integration of online disinhibition and 



212 

 

deindividuation effects with the social structure and social learning model. 
Information Systems Research, 27(4), 962–986.  

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce 
purchase intention: An empirical research. Computers in Human Behavior, 
56, 225–237.  

Lu, B., Hirschheim, R., & Schwarz, A. (2015). Examining the antecedent factors of 
online micro sourcing. Information Systems Frontiers, 17(3), 601-617. 

Lu, H. P., & Yu-Jen Su, P. (2009). Factors affecting purchase intention on mobile 
shopping web sites. Internet Research, 19(4), 442-458. 

Lu, Y., Zhao, L., & Wang, B. (2010). From virtual community members to C2C e-
commerce buyers: Trust in virtual communities and its effect on consumers’ 
purchase intention. Electronic Commerce Research and Applications, 9(4), 
346-360. 

Luhmann, N. (1979). 1979: Trust and power. Chichester: Wiley. 

Machado, A. F., & Ribas, R. P. (2010). Do changes in the labour market take 
families out of poverty? Determinants of exiting poverty in Brazilian 
Metropolitan Regions. The journal of development studies, 46(9), 1503-1522. 

Mahdi, M. O. S. (2011). Trust and security of electronic banking services in Saudi 
commercial banks: Saudis versus Non-Saudis opinions. African Journal of 
Business Management, 5(14), 5524–5535.  

Makki, E., & Chang, L. C. (2015). Understanding the effects of social media and 
mobile usage on e-commerce: an exploratory study in Saudi Arabia. 
International management review, 11(2), 98. 

Malaga, R. A. (2014). Do web privacy policies still matter?  Journal of Management 
Information and Decision Sciences, 17(1), 95. 

Manchiraju, S., Sadachar, A., & Ridgway, J. L. (2017). The compulsive online 
shopping scale (COSS): development and validation using panel data. 
International Journal of Mental Health and Addiction, 15(1), 209-223. 

Martínez-Navarro, J., & Bigné, E. (2017). The value of marketer-generated content 
on social network sites: Media antecedents and behavioural responses. 
Journal of Electronic Commerce Research, 18(1), 52–72. 

Maslow, A. H. (1954). The instinctoid nature of basic needs. Journal of Personality. 

Mateos-Aparicio, G. (2011). Partial least squares (PLS) methods: Origins, evolution, 
and application to social sciences. Communications in Statistics-Theory and 
Methods, 40(13), 2305-2317. 

Mathieson, K. (1991). Predicting user intentions: comparing the technology 
acceptance model with the theory of planned behavior. Information systems 
research, 2(3), 173-191. 



213 

 

Mathieson, K., Peacock, E., & Chin, W. W. (2001). Extending the technology 
acceptance model: the influence of perceived user resources. ACM SIGMIS 
Database: the DATABASE for Advances in Information Systems, 32(3), 86-
112. 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of 
organizational trust. Academy of management review, 20(3), 709-734. 

Mazza, G., Aquiloni, L., Inghilesi, A. F., Giuliani, C., Lazzaro, L., Ferretti, G., ... & 
Tricarico, E. (2015). Aliens just a click away: the online aquarium trade in 
Italy. Management of Biological Invasions, 6(3), 253-261. 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and validating 
trust measures for e-commerce: An integrative typology. Information systems 
research, 13(3), 334-359. 

Mendez, A., & Mercier, D. (2007). Territorial Dynamics and History Imprint: Two 
French Clusters in Transition in the South East Region. 

Meng, J., Martinez, L., Holmstrom, A., Chung, M., & Cox, J. (2017). Research on 
social networking sites and social support from 2004 to 2015: A narrative 
review and directions for future research. Cyber psychology, Behavior, and 
Social Networking, 20(1), 44–51.  

Metzger, M. J. (2004). Privacy, trust, and disclosure: Exploring barriers to electronic 
commerce. Journal of computer-mediated communication, 9(4), JCMC942. 

Miller, D. C., & Salkind, N. J. (2002). Handbook of research design and social 
measurement. Sage. 

Mitra, S. (2016). Social interactions using social media in open and flexible distance 
learning system. 

Miyazaki, A. D., & Fernandez, A. (2001). Consumer perceptions of privacy and 
security risks for online shopping. Journal of Consumer affairs, 35(1), 27-44. 

Mohammad, A. A. S., & Alhamadani, S. Y. M. (2011). Service quality perspectives 
and customer satisfaction in commercial banks working in Jordan. Middle 
Eastern Finance and Economics, 14(1), 60-72. 

Mohanna, S. (2011). Limitation of E-Commerce Implementation in Developing 
Countries: Case Study of Iran. Am. J. Sci. Ind. Res., 2(2): 224-228. 

Mukherjee, A., & Nath, P. (2007). Role of electronic trust in online retailing: A re-
examination of the commitment-trust theory. European Journal of 
Marketing, 41(9/10), 1173-1202. 

Müller, K. W., Dreier, M., Beutel, M. E., Duven, E., Giralt, S., & Wölfling, K. 
(2016). A hidden type of internet addiction? Intense and addictive use of 
social networking sites in adolescents. Computers in Human Behavior, 55, 
172–177.  



214 

 

Musa, A. A. (2016). Predictors of criminal recidivism: A study of recidivists in 
metropolitan Kano, Nigeria (Doctoral dissertation, Universiti Utara 
Malaysia). 

Musad Alanazi, E. S., & Lone, F. A. (2016). Social satisfaction towards Islamic 
Banking in Saudi Arabia: A survey. Asian Social Science, 12(1), 182–190. 

Mutz, D. C. (2005). Social trust and e-commerce: Experimental evidence for the 
effects of social trust on individuals’ economic behavior. Public Opinion 
Quarterly, 69(3), 393-416. 

Mwika, D., Banda, A., Chembe, C., & Kunda, D. (2018). The Impact of 
globalization on SMEs in emerging economies: A case study of Zambia. 
International Journal of Business and Social Science, 9(3). 

Myers, C. D., & Tingley, D. (2016). The influence of emotion on trust. Political 
Analysis, 24(4), 492–500.  

Naylor, R. W., Lamberton, C. P., & West, P. M. (2012). Beyond the “like” button: 
The impact of mere virtual presence on brand evaluations and purchase 
intentions in social media settings. Journal of Marketing, 76(6), 105-120. 

Ngai, E. W., Tao, S. S., & Moon, K. K. (2015). Social media research: Theories, 
constructs, and conceptual frameworks. International Journal of Information 
Management, 35(1), 33-44. 

Norris, P. (Ed.). (1997). Passages to power: Legislative recruitment in advanced 
democracies. Cambridge University Press. 

Noteberg, A., Christiaanse, E., & Wallage, P. (2003). Consumer trust in electronic 
channels: the impact of electronic commerce assurance on consumers' 
purchasing likelihood and risk perceptions. E-service Journal, 2(2), 46-67. 

Nyagwencha, A. N. (2018). E-Commerce Adoption and Business Performance of 
Automotive Firms in Nairobi, Kenya (Doctoral dissertation, University of 
Nairobi). 

O’cass, A., & Fenech, T. (2003). Web retailing adoption: exploring the nature of 
internet users Web retailing behaviour. Journal of Retailing and Consumer 
services, 10(2), 81-94. 

O’Reilly, K., Paper, D., & Marx, S. (2012). Demystifying grounded theory for 
business research. Organizational Research Methods, 15(2), 247-262. 

Oates, B. J. (2005). Researching information systems and computing. Sage. 

Obst, P., & Stafurik, J. (2010). Online we are all able bodied: Online psychological 
sense of community and social support found through membership of 
disability‐specific websites promotes well‐being for people living with a 
physical disability. Journal of Community & Applied Social Psychology, 
20(6), 525-531. 



215 

 

OECD (1998). Retrieve on 20 January, 2020 from https://theculturetrip.com/middle-
east/articles/is-saudi-arabia-addicted-to-social-media/ 

Oh, H. J., Lauckner, C., Boehmer, J., Fewins-Bliss, R., & Li, K. (2013). 
Facebooking for health: An examination into the solicitation and effects of 
health-related social support on social networking sites. Computers in human 
behavior, 29(5), 2072-2080. 

Oh, J., Chung, K., & Park, G. (2016). The Relationship among Perceived Value, 
User Satisfaction, Brand Trust, and Loyalty in Mobile Phone Context. 
International Journal Science and Technology, 9(7), 139–146.  

Okazaki, S. (2005). New perspectives on m-commerce research. Journal of 
Electronic Commerce Research, 6(3), 160. 

Olatokun, W., & Kebonye, M. (2010). e-Commerce technology adoption by SMEs 
in Botswana. International Journal of Emerging Technologies & Society, 
8(1). 

Oliver, R. W., Rust, R. T., & Varki, S. (1998). Real-time marketing. Marketing 
Management, 7(4), 28. 

Olney, T. J., Holbrook, M. B., & Batra, R. (1991). Consumer responses to 
advertising: The effects of ad content, emotions, and attitude toward the ad 
on viewing time. Journal of consumer research, 17(4), 440-453. 

Olufadi, Y. (2016). Social networking time use scale (SONTUS): A new instrument 
for measuring the time spent on the social networking sites. Telematics and 
Informatics, 33(2), 452–471.  

Opoku, R. (2012). Young Saudi adults and peer group purchase influence: a 
preliminary investigation. Young Consumers. 

Osanloo, A., & Grant, C. (2016). Understanding, selecting, and integrating a 
theoretical framework in dissertation research: Creating the blueprint for 
your “house”. Administrative issues journal: connecting education, practice, 
and research, 4(2), 7. 

Osaremen, A. J. (2019). Empirical Impact Evaluation of Sales Promotional Mix On 
Sachet-Water Product Distribution on Enterprise Performance. Available at 
SSRN 3487495. 

Palanisamy, R., & Mukerji, B. (2014). Security and Privacy issues in e-Government. 
In Cyber Behavior: Concepts, Methodologies, Tools, and Applications (pp. 
880-892). IGI Global. 

Papasolomou, I., & Melanthiou, Y. (2012). Social media: Marketing public 
relations’ new best friend. Journal of Promotion Management, 18(3), 319-
328. 



216 

 

Park, D. H., Lee, J., & Han, I. (2007). The effect of on-line consumer reviews on 
consumer purchasing intention: The moderating role of involvement. 
International journal of electronic commerce, 11(4), 125-148. 

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust 
and risk with the technology acceptance model. International journal of 
electronic commerce, 7(3), 101-134. 

Peng, D. X., & Lai, F. (2012). Using partial least squares in operations management 
research: A practical guideline and summary of past research. Journal of 
Operations Management, 30(6), 467-480. 

Pentina, I., Gammoh, B. S., Zhang, L., & Mallin, M. (2013). Drivers and outcomes 
of brand relationship quality in the context of online social networks. 
International Journal of Electronic Commerce, 17(3), 63-86. 

Peterson, R. A., & Kim, Y. (2013). On the relationship between coefficient alpha and 
composite reliability. Journal of Applied Psychology, 98(1), 194. 

Pinsonneault, A., & Kraemer, K. (1993). Survey research methodology in 
management information systems: an assessment. Journal of management 
information systems, 10(2), 75-105. 

Pittman, M., & Reich, B. (2016). Social media and loneliness: Why an Instagram 
picture may be worth more than a thousand Twitter words. Computers in 
Human Behavior, 62, 155–167.  

Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research: 
Problems and prospects. Journal of management, 12(4), 531-544. 

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method 
bias in social science research and recommendations on how to control it. 
Annual review of psychology, 63, 539-569. 

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common 
method biases in behavioural research: a critical review of the literature and 
recommended remedies. Journal of applied psychology, 88(5), 879. 

Poell, T., Abdulla, R., Rieder, B., Woltering, R., & Zack, L. (2016). Protest 
leadership in the age of social media. Information Communication and 
Society, 19(7), 994–1014.  

Poon, A. D. (2008). U.S. Patent No. 7,373,312. Washington, DC: U.S. Patent and 
Trademark Office. 

Primack, B. A., Shensa, A., Escobar-Viera, C. G., Barrett, E. L., Sidani, J. E., 
Colditz, J. B., & James, A. E. (2017). Use of multiple social media platforms 
and symptoms of depression and anxiety: A nationally-representative study 
among U.S. young adults. Computers in Human Behavior, 69, 1–9.  



217 

 

Qiang, Y. E., Wu, P. J., Alam, S. L., & Campbell, J. (2017). PAJAIS special issue on 
social media and social commerce. Pacific Asia Journal of the Association 
for Information Systems, 8(4). 

Quix, C., Schoop, M., & Jeusfeld, M. (2002). Business data management for 
business-to-business electronic commerce. ACM SIGMOD Record, 31(1), 
49-54. 

Radwan, H. R. I. (2016). Evaluating the Effectiveness of Social Media as A 
Marketing Tool in The Hotel Sector: A Case Study on Four and Five Star 
Hotels in Makkah, Saudi Arabia. International Journal of Heritage, Tourism, 
and Hospitality, 8(1), 151–169. 

Rahayu, R., & Day, J. (2017). E-commerce adoption by SMEs in developing 
countries: evidence from Indonesia. Eurasian Business Review, 7(1), 25-41. 

Rainie, L., Brenner, J., & Purcell, K. (2012). Photos and videos as social currency 
online. Pew Internet & American Life Project. 

Ranganathan, C., & Ganapathy, S. (2002). Key dimensions of business-to-consumer 
web sites. Information & Management, 39(6), 457-465. 

Rathore, A. K., Ilavarasan, P. V., & Dwivedi, Y. K. (2016). Social media content 
and product co-creation: an emerging paradigm. Journal of Enterprise 
Information Management, 29(1), 7-18. 

Ratnasingham, P. (1998). The importance of trust in electronic commerce. Internet 
research, 8(4), 313-321. 

Redline, C. D., Dillman, D. A., Carley-Baxter, L., & Creecy, R. (2003, October). 
Factors that influence reading and comprehension in self-administered 
questionnaires. In Workshop on Item-Nonresponse and Data Quality, Basel 
Switzerland. 

Renner, P., Evans, J. B., Sechrest, C., Sero, P., & Walsh, K. (2006). U.S. Patent No. 
6,993,657. Washington, DC: U.S. Patent and Trademark Office. 

Ribbink, D., Van Riel, A. C., Liljander, V., & Streukens, S. (2004). Comfort your 
online customer: quality, trust and loyalty on the internet. Managing Service 
Quality: An International Journal, 14(6), 446-456. 

Ridings, C. M., & Gefen, D. (2004). Virtual community attraction: Why people hang 
out online. Journal of Computer-mediated communication, 10(1), 
JCMC10110. 

Ringle, C. M., Sarstedt, M., & Straub, D. (2012). A critical look at the use of PLS-
SEM in MIS Quarterly. MIS Quarterly (MISQ), 36(1). 

Ringle, C. M., Sarstedt, M., Schlittgen, R., & Taylor, C. R. (2013). PLS path 
modeling and evolutionary segmentation. Journal of Business Research, 
66(9), 1318-1324. 



218 

 

Riyadh, A. N., Bunker, D., & Rabhi, F. (2010). Barriers to e-finance adoption in 
small and medium sized enterprises (SMEs) in Bangladesh. Available at 
SSRN 1726262. 

Rodgers, S., & Thorson, E. (2000). The interactive advertising model: How users 
perceive and process online ads. Journal of interactive advertising, 1(1), 41-
60. 

Rose, G. G., Lauer, C. B., & Waltman, J. T. (2017). U.S. Patent No. 9,734,495. 
Washington, DC: U.S. Patent and Trademark Office. 

Rowan‐Kenyon, H. T., Martínez Alemán, A. M., Gin, K., Blakeley, B., Gismondi, 
A., Lewis, J., ... & Knight, S. (2016). Social media in higher education. 
ASHE Higher Education Report, 42(5), 7-128. 

Russell, C. A., & Rasolofoarison, D. (2017). Uncovering the power of natural 
endorsements: a comparison with celebrity-endorsed advertising and product 
placements. International Journal of Advertising, 36(5), 761-778. 

Saeed, N., & Sinnappan, S. (2011). Adoption of Twitter in higher education–a pilot 
study. Changing Demands, Changing Directions. Proceedings ascilite 
Hobart, 1115-1120. 

Saeed, S., Gull, H., & Iqbal, S. Z. (2017). Web 2.0 Usage by Saudi Female Students 
for Information Sharing in Public Sector University a Pilot Study. 
International Journal of Public Administration in the Digital Age, 4(3), 79–
90. 

Safa, N. S., & Von Solms, R. (2016). An information security knowledge sharing 
model in organizations. Computers in Human Behavior, 57, 442–451.  

Salkind, N. J., & Rainwater, T. (2003). Exploring research. Upper Saddle River, NJ: 
Prentice Hall. 

Saunders, M. N. (2011). Research methods for business students, 5/e. Pearson 
Education India. 

Saunders, M. N., & Lewis, P. (2012). Doing research in business & management: 
An essential guide to planning your project. Pearson. 

Schneider, K. P., Fuller, J. C., Tuffner, F. K., & Singh, R. (2010). Evaluation of 
conservation voltage reduction (CVR) on a national level (No. PNNL-
19596). Pacific Northwest National Lab. (PNNL), Richland, WA (United 
States). 

Sekaran, U., & Bougie, R. (2013). Research methods for business. In Research 
methods for business (p. 436). 

Sekret, I. (2016). Problems, experiences, and perspectives of implementing social 
media in online tutoring. DIVAI 2016. 



219 

 

Selamat, Z., Jaffar, N., & Ong, B. H. (2009). Technology acceptance in Malaysian 
banking industry. European journal of economics, finance and 
administrative sciences, 1(17), 143-155. 

Shafiyah, N., Alsaqour, R., Shaker, H., Abdelhaq, M., Alsaqour, O., & Uddin, M. 
(2013). Review on electronic commerce. Middle East Journal of Scientific 
Research, 18(9), 1357–1365.  

Shaltoni, A. M., & West, D. C. (2010). The measurement of e-marketing orientation 
(EMO) in business-to-business markets. Industrial Marketing Management, 
39(7), 1097-1102. 

Shang, S. S. C., Wu, Y. L., & Li, E. Y. (2017). Field effects of social media 
platforms on information-sharing continuance: Do reach and richness matter? 
Information and Management, 54(2), 241–255.  

Shanmugam, M., Sun, S., Amidi, A., Khani, F., & Khani, F. (2016). The applications 
of social commerce constructs. International Journal of Information 
Management, 36(3), 425-432. 

Shdaifat, A., Obeidallah, R., & Ghazal, G. (2016). The impact and attitude toward 
social-media commerce within the Jordanian market. International Journal of 
Information Systems and Change Management, 8(4), 284-299. 

Sheikh, Z., Islam, T., Rana, S., Hameed, Z., & Saeed, U. (2017). Acceptance of 
social commerce framework in Saudi Arabia. Telematics and Informatics.  

Shen, J. (2012). Social comparison, social presence, and enjoyment in the acceptance 
of social shopping websites. Journal of Electronic Commerce Research, 
13(3), 198. 

Shi, J., Poorisat, T., & Salmon, C. T. (2018). The use of social networking sites 
(SNSs) in health communication campaigns: review and recommendations. 
Health communication, 33(1), 49-56. 

Shih, D. H., Chiu, Y. W., Chang, S. I., & Yen, D. C. (2008). An empirical study of 
factors affecting RFID's adoption in Taiwan. Journal of Global Information 
Management (JGIM), 16(2), 58-80. 

Shin, D. H. (2010). The effects of trust, security and privacy in social networking: A 
security-based approach to understand the pattern of adoption. Interacting 
with computers, 22(5), 428-438. 

Shin, D. H. (2013). User experience in social commerce: in friends we trust. 
Behaviour & information technology, 32(1), 52-67. 

Shin, S. Il, Lee, K. Y., & Yang, S. B. (2017). How do uncertainty reduction 
strategies influence social networking site fan page visiting? Examining the 
role of uncertainty reduction strategies, loyalty and satisfaction in continuous 
visiting behavior. Telematics and Informatics, 34(5), 449–462.  



220 

 

Shittu, A. J. K., Ahlan, A. R., & Osman, W. R. S. (2012). Information security and 
mutual trust as determining factors for information technology outsourcing 
success. African Journal of Business Management, 6(1), 103-110. 

Shuen, A. (2018). Web 2.0: A strategy guide: Business thinking and strategies 
behind successful Web 2.0 implementations. O'Reilly Media. 

Sicari, S., Rizzardi, A., Grieco, L. A., & Coen-Porisini, A. (2015). Security, privacy 
and trust in Internet of things: The road ahead. Computer Networks, 76, 146–
164.  

Siddiqui, H. N. (2008). Investigation of intention to use e-commerce in the Arab 
countries: A comparison of self-efficacy, usefulness, culture, gender, and 
socioeconomic status in Saudi Arabia and the United Arab Emirates. 
Dissertation Abstracts International Section A: Humanities and Social 
Sciences, 69(6–A), 2026. 

Singh, R., Tay, Y. Y., & Sankaran, K. (2017). Causal role of trust in interpersonal 
attraction from attitude similarity. Journal of Social and Personal 
Relationships, 34(5), 717–731.  

Spector, P. E. (2006). Method variance in organizational research: truth or urban 
legend? Organizational research methods, 9(2), 221-232. 

Spreng, R. A., Harrell, G. D., & Mackoy, R. D. (1995). Service recovery: impact on 
satisfaction and intentions. Journal of Services marketing, 9(1), 15-23. 

Statista, (2015). Statistics and Facts about E-commerce in the United States 
[Available online] 〈http://www.statista.com/topics/2443/us-ecommerce/〉 
(Accessed 22 July 2018). 

Stephen, A. T., & Toubia, O. (2010). Deriving Value from Social Commerce 
Networks. Journal of Marketing Research, 47(2), 215–228. 

Stone, M. (1974). Cross-validation and multinomial prediction. Biometrika, 61(3), 
509-515. 

Sudha, N., & Baboo, L. D. S. (2011). Evolution of new WARM using Likert Weight 
Measures (LWM). IJCSNS International Journal of Computer Science and 
Net-work Security, 11(5), 70-75. 

Sun, Y., Wei, K. K., Fan, C., Lu, Y., & Gupta, S. (2016). Does social climate 
matter? on friendship groups in social commerce. Electronic Commerce 
Research and Applications, 18, 37–47.  

Szymanski, D. M., & Hise, R. T. (2000). E-satisfaction: an initial examination. 
Journal of retailing, 76(3), 309-322. 

Tabachnick, B. G., Fidell, L. S., & Ullman, J. B. (2007). Using multivariate statistics 
(Vol. 5). Boston, MA: Pearson. 



221 

 

Tabak, F., & Hendy, N. T. (2016). Work engagement: Trust as a mediator of the 
impact of organizational job embeddedness and perceived organizational 
support. Organization Management Journal, 13(1), 21-31. 

Tan, X., Tan, Y., & Lu, Y. (2016). Why Should I Donate? Examining the Effects of 
Reputation, Peer Influence, and Popularity on Charitable Giving over Social 
Media Platforms. Working Paper.  

Taylor, M. J., Mcwilliam, J., England, D., & Akomode, J. (2004). Skills required in 
developing electronic commerce for small and medium enterprises: case-
based generalization approach. Electronic Commerce Research and 
Applications, 3(3), 253-265. 

Teh, P. L., & Ahmed, P. K. (2012, June). Understanding social commerce adoption: 
An extension of the Technology Acceptance Model. In Management of 
Innovation and Technology (ICMIT), 2012 IEEE International Conference 
on (pp. 359-364). IEEE. 

Thakur, K., Ali, M. L., Gai, K., & Qiu, M. (2016). Information security policy for e-
commerce in Saudi Arabia. In Proceedings - 2nd IEEE International 
Conference on Big Data Security on Cloud, IEEE Bigdata Security 2016, 2nd 
IEEE International Conference on High Performance and Smart Computing, 
IEEE HPSC 2016 and IEEE International Conference on Intelligent Data. 

Thalheimer, R. (2012). The demand for slot machine and pari-mutuel horse race 
wagering at a racetrack-casino. Applied Economics, 44(9), 1177-1191. 

Thulani, D., Tofara, C., & Langton, R. (1970). Electronic commerce benefits and 
adoption barriers in small and medium enterprises in Gweru, Zimbabwe. The 
Journal of Internet Banking and Commerce, 15(1), 1-17. 

Tokuda, K. (2015). Prosocial Cost-benefit Analysis and Hybrid Organization's 
Social Impacts on The Extreme Poor: A Case Study of Lunapads, a B 
Corporation. International Proceedings of Economics Development and 
Research, 85, 26. 

Tsai, W. H. S., & Men, L. R. (2017). Consumer engagement with brands on social 
network sites: A cross-cultural comparison of China and the USA. Journal of 
Marketing Communications, 23(1), 2–21. 

Turban, E., King, D., Lee, J., Liang, T.-P., & Turban, D. (2015). Electronic 
Commerce: A Managerial and Social Networks Perspective. In Electronic 
Commerce (pp. 561–596).  

Turel, O., He, Q., Brevers, D., & Bechara, A. (2017). Social networking sites use 
and the morphology of a social-semantic brain network. Social 
Neuroscience, pp. 1–9.  

Utz, S., & Breuer, J. (2017). The Relationship Between Use of Social Network Sites, 
Online Social Support, and Well-Being. Journal of Media Psychology, 29(3), 
115–125.  



222 

 

Valenzuela, S., Park, N., & Kee, K. F. (2009). Is there social capital in a social 
network site? Facebook use and college students' life satisfaction, trust, and 
participation. Journal of computer-mediated communication, 14(4), 875-901. 

Halpern, D., Valenzuela, S., & Katz, J. E. (2017). We face, I tweet: How different 
social media influence political participation through collective and internal 
efficacy. Journal of computer-mediated communication, academic.oup.com. 
875-901. 

Van der Boor, P., Oliveira, P., & Veloso, F. (2014). Users as innovators in 
developing countries: The global sources of innovation and diffusion in 
mobile banking services. Research Policy, 43(9), 1594-1607. 

Van Ouytsel, J., Van Gool, E., Walrave, M., Ponnet, K., & Peeters, E. (2016). 
Exploring the role of social networking sites within adolescent romantic 
relationships and dating experiences. Computers in Human Behavior. 

Van Tubergen, F., Ali Al-Modaf, O., Almosaed, N. F., & Said Al-Ghamdi, M. Ben. 
(2016). Personal networks in Saudi Arabia: The role of ascribed and 
achieved characteristics. Social Networks, 45, 45–54. 

Vemuri, A. (2010). Getting social: bridging the gap between banking and social 
media. Global Finance, 24(5), 20-21. 

Venkatesh, E., Jemal, M. Y. Al, & Samani, A. S. Al. (2017). Smart phone usage and 
addiction among dental students in Saudi Arabia: a cross sectional study. 
International Journal of Adolescent Medicine and Health, 31(1). 

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance 
of information technology: Toward a unified view. MIS quarterly, 425-478. 

Verardi, V., & Croux, C. (2009). Robust regression in Stata. The Stata Journal, 9(3), 
439-453. 

Viswanathan, M., & Kayande, U. (2012). Commentary on “common method bias in 
marketing: Causes, mechanisms, and procedural remedies”. Journal of 
Retailing, 88(4), 556-562. 

Wang, C., & Zhang, P. (2012). The evolution of social commerce: The people, 
management, technology, and information dimensions. CAIS, 31(5). 

Wang, J., & Zhang, Y. (2013, July). Opportunity model for e-commerce 
recommendation: right product; right time. In Proceedings of the 36th 
international ACM SIGIR conference on Research and development in 
information retrieval (pp. 303-312). ACM. 

Wang, Y. D., & Emurian, H. H. (2005). Trust in e-commerce: consideration of 
interface design factors. Journal of Electronic Commerce in Organizations 
(JECO), 3(4), 42-60. 



223 

 

Wang, Y., Min, Q., & Han, S. (2016). Understanding the effects of trust and risk on 
individual behavior toward social media platforms: A meta-analysis of the 
empirical evidence. Computers in Human Behavior, 56, 34-44. 

Watson, R. T., Pitt, L. F., Berthon, P., & Zinkhan, G. M. (2002). U-commerce: 
expanding the universe of marketing. Journal of the Academy of Marketing 
Science, 30(4), 333-347. 

Weisberg, J., Te'eni, D., & Arman, L. (2011). Past purchase and intention to 
purchase in e-commerce: The mediation of social presence and trust. Internet 
research, 21(1), 82-96. 

Weller, K. (2016). Trying to understand social media users and usage: The forgotten 
features of social media platforms. Online Information Review, 40(2), 256–
264. https://doi.org/10.1108/OIR-09-2015-0299 

Wellman, B., Salaff, J., Dimitrova, D., Garton, L., Gulia, M., & Haythornthwaite, C. 
(1996). Computer networks as social networks: Collaborative work, 
telework, and virtual community. Annual review of sociology, 22(1), 213-
238. 

White, G. R., Afolayan, A., & Plant, E. (2014). Challenges to the adoption of e-
commerce technology for supply chain management in a developing 
economy: a focus on Nigerian SMEs. In E-commerce Platform Acceptance 
(pp. 23-39). Springer, Cham. 

Wold, H. (1985). Partial least squares. Encyclopaedia of Statistical Sciences, (2), 
581–591.  

Wolfer, L. T. (2007). Real research: Conducting and evaluating research in the 
social sciences. Boston: Pearson/Allyn and Bacon. 

Wright, K. D. (2004). Authenticated writing assessments of agricultural education 
graduate students (Doctoral dissertation, Texas A&M University). 

Wu, K., Zhao, Y., Zhu, Q., Tan, X., & Zheng, H. (2011). A meta-analysis of the 
impact of trust on technology acceptance model: Investigation of moderating 
influence of subject and context type. International Journal of Information 
Management, 31(6), 572-581. 

Wu, S. X., Chin, J., Grigorich, T., Wu, X., Mui, G., & Yeh, C. P. (1998, May). 
Reliability analysis for fine pitch BGA package. In 1998 Proceedings. 48th 
Electronic Components and Technology Conference (Cat. No. 98CH36206) 
(pp. 737-741). IEEE. 

Xanthidis, D., Alali, A. S., & Koutzampasopoulou, O. (2016). Online socializing: 
How does it affect the information seeking behaviour and the educational 
preferences in Saudi Arabia? Computers in human behaviour, 60, 425–434.  

Yahya, A. A., & Dahlan, H. M. (2015). A Comprehensive overview on B2C e-
commerce trust requirement in Saudi Arabia. International Journal of 
Computer and Information Technology, 04(06), 2279–2764. 



224 

 

Yamani, H. A. (2014). E-learning in Saudi Arabia. Journal of Information 
Technology and Application in Education, 3(4), 169.  

Yan, Q., Wu, S., Wang, L., Wu, P., Chen, H., & Wei, G. (2016). E-WOM from e-
commerce websites and social media: Which will consumers adopt? 
Electronic Commerce Research and Applications, 17, 62-73. 

Yang, M. H., Lin, B., Chandlrees, N., & Chao, H. Y. (2009). The effect of perceived 
ethical performance of shopping websites on consumer trust. Journal of 
computer information systems, 50(1), 15-24. 

Yang, Y., Gu, J., & Zhou, Z. (2016). Credit risk evaluation based on social media. 
Environmental Research, 148, 582–585. 

Yee, R. W., Yeung, A. C., & Cheng, T. E. (2008). The impact of employee 
satisfaction on quality and profitability in high-contact service industries. 
Journal of operations management, 26(5), 651-668. 

Yin, R. K. (2011). Applications of case study research. sage. 

Yoo, C. W., Sanders, G. L., & Moon, J. (2013). Exploring the effect of e-WOM 
participation on e-Loyalty in e-commerce. Decision Support Systems, 55(3), 
669-678. 

Yost, M. (2012). The invisible become visible: An analysis of how people 
experiencing homelessness use social media. The Elon Journal of 
Undergraduate Research in Communications, 3(2), 21–30. 

Yusliza, M. Y., & Ramayah, T. (2012). Determinants of attitude towards E-HRM: an 
empirical study among HR professionals. Procedia-Social and Behavioural 
Sciences, 57, 312-319. 

Zainal, N. T. A., Harun, A., & Lily, J. (2017). Examining the mediating effect of 
attitude towards electronic words-of mouth (eWOM) on the relation between 
the trust in eWOM source and intention to follow eWOM among Malaysian 
travellers. Asia Pacific Management Review, 22(1), 35–44.  

Zhang, K. Z., & Benyoucef, M. (2016). Consumer behaviour in social commerce: A 
literature review. Decision Support Systems, 86, 95-108. 

Zhao, J. J., Alexander, M. W., Truell, A. D., & Zhao, S. Y. (2015). The Impact of 
Chinese E-Government-to-Citizens on Government Transparency and Public 
Participation. Issues in Information Systems, 16(1). 

Zhao, J. J., Truell, A. D., & Alexander, M. W. (2006). User-Interface Design 
Characteristics of Fortune 500 B2C E-Commerce Sites and Industry 
Differences. Delta Pi Epsilon Journal, 48(1). 

Zhou, M. (Jamie), Lei, L. (Gillian), Wang, J., Fan, W. (Patrick), & Wang, A. G. 
(2015). Social Media Adoption and Corporate Disclosure. Journal of 
Information Systems, 29(2), 23–50.  



225 

 

Zucker, L. G. (1986). Production of trust: Institutional sources of economic 
structure, 1840–1920. Research in organizational behavior. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



226 

 

APPENDIX A 

 



227 

 

Section (A) 

PARTICIPANTS BACKGROUND INFORMATION 

1 Gender: Select only one 

  Male  Female 

2 Age: Select only one 

  Below 20 years old 

  21- 25 years old 

  26- 30 years old 

  31- 35 years old 

  36-40 years old 

  41-45 years old 

  More than 46 years old 

3 Education Level: Select only one 

  Master Degree 

  Bachelor Degree 

  PHD 

  Other 
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4 Marital Status: Select only one 

  single 

  married 

  divorced 

  Widowed 

Internet Usage Question 

1 How long have you been using the internet? 

  Less than 6 months 

  6 months to 1year 

  1 to 2 years 

  2 to 4 years 

  Over 4 years 

2 On average ,how many hours do you spend per day using the internet? 

  Never/almost never 

  Less than½  an hour 

  From ½ to 1 hour 
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  1-2 hours 

  2-3 hours 

  More than 3 hours 

3 Do you have social media account such as Facebook, twitter? 

  yes 

  No 

4 Experience with social network sites 

  1 month or less 

  2- 6 months 

  7-11 months 

  More than one year 

5 Number of contacts on social network sites 

  50 or less 

  51-100 

  101-200 

  More than 200 
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6 On average how frequently do you use online shopping to purchase 
products  and services ? 

  Never/almost never 

  Less than once a month 

  A few time a week 

  About once a day 

  Several times a day 

   

7 Which one of the following products and services you frequently purchase 
online or that you intend to purchase online in the near future? 

  Cd’s 

  Books 

  Airline reservations 

  Others 

  None 

 

 

 

 



231 

 

Section (B) 

 

N.
o Statement S

D D N A S
A 

Social commerce intention :Adapted from (Hajli, M. N.,  2014; Turban, 2015) 

1 I will continue using online social network sites. 1 2 3 4 5 

2 I am very likely to provide the online vendors with the 
information they need to better serve my needs. 1 2 3 4 5 

3 
I am willing to provide my experiences and suggestions 

when my friends on the social network sites want my advice 
on buying something. 

1 2 3 4 5 

4 I am willing to buy the products recommended by my 
friends on social network sites. 1 2 3 4 5 

5 I will consider the shopping experiences of my friends on 
social network sites when I want to shop. 1 2 3 4 5 

Attitude: Adapted from (Olney,Holbrook, and Batra,1991) 

6 Using online shopping on social network sites pleasant 1 2 3 4 5 

7 Using online shopping on social network sites .is fun . 1 2 3 4 5 

8 Using online shopping on social network sites enjoyable 1 2 3 4 5 

9 I would describe my attitude toward social network sites 
as very favorably 1 2 3 4 5 
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10 I am positive toward  shopping products on social network 
sites 1 2 3 4 5 

Satisfaction:   Adapted from: (Hajli, M. N.,  2014; Spreng et al., 1995) 

11 I am satisfied with using social network sites. 1 2 3 4 5 

12 I am pleased with using social network sites. 1 2 3 4 5 

13 I am happy with social network sites. 1 2 3 4 5 

14 I am contented with using social network sites. 1 2 3 4 5 

Trust (Lin, 2007) 

15 Online social network sites are safe environments to 
exchange information with others 1 2 3 4 5 

16 Online social network sites are reliable environments to 
conduct their activities. 1 2 3 4 5 

17 Online social network sites handle personal information 
submitted by users in a competent fashion. 1 2 3 4 5 

18 Services provided by social network sitesinstills the 
confidence of customers.      

19 Service provide by social network sites are trustworthy.      

Information Support Adapted from( Hajli, M.; Liang, Ho, Li, (2011) 

20 On the social network sites, some people would offer 
suggestions when I need help. 1 2 3 4 5 
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21 When I encountered a problem, some people on social 
network sites would give me information to help me 

overcome the problem. 
1 2 3 4 5 

22 When faced with difficulties, some people on social 
network sites would help me discover the cause and provide 

me with suggestions. 
1 2 3 4 5 

Emotional Support Adapted from( Hajli, M.; Liang, Ho, Li, (2011) 

23 When I face  difficulties, I easily can find support from 
friends on social network 1 2 3 4 5 

24 When I face difficulties, some people on social network 
sites comfort and encouraged me to face the difficulties. 1 2 3 4 5 

25 When I face difficulties, some people on social network 
sites listen to me talking about my private feelings. 1 2 3 4 5 

26 When I face  difficulties, some people on social network 
sites express interest and concern in my emotions. 1 2 3 4 5 

Perceived ease of use adapted from: (Gefen et al., 2003) 

27 The social network sites are easy to use. 1 2 3 4 5 

28 It is easy to become skillful at using the social network 
sites and the customer reviews 1 2 3 4 5 

29 The social network sites are flexible to interact with 1 2 3 4 5 

30 It is easy to reference the customer reviews on the social 
network sites. 1 2 3 4 5 
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31 My interaction with the social network sites is clear and 
easy to be understood. 1 2 3 4 5 

32 It is easy to interact with social network sites. 1 2 3 4 5 

Perceived Usefulness  Adapted from:  (davis, 1989; Venkatesh et al., 2003) 

33 Using online social network sites improves my ability in 
sharing information and connecting with others. 1 2 3 4 5 

34 Using online social network sites enables me to acquire 
more information or meet more people. 1 2 3 4 5 

35 The online social network sites are a useful in increasing 
my communication with others. 1 2 3 4 5 

36 The online social network sites are a useful to  
interact with other  members. 1 2 3 4 5 

Perceived Security  Adapted from: ( Kolsaker and Payne, 2002; DongHer, 2004) 

37 The social network sites have mechanism to ensure the 
safe transmission of their users information. 1 2 3 4 5 

38 The social network sites have sufficient technical capacity 
to ensure that the data I send cannot be modified by hackers. 1 2 3 4 5 

39 Purchasing on the social network sites do not cause 
financial risks. 1 2 3 4 5 

40 The electronic payment on the social network sites is safe. 1 2 3 4 5 

Perceived Privacy  Adapted from: ( Park and Kim, 2003; Kelly and Erickson, 2005) 
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41 The social network sites are abide by personal data 
protection laws. 1 2 3 4 5 

42 The social network sites only collect user's personal data 
that are necessary for their  activity. 1 2 3 4 5 

43 The social network sites do not provide my personal 
information to others without my consent. 1 2 3 4 5 

44 I feel  safe when sending my personal information to the 
social network sites. 1 2 3 4 5 

45 The social network sites show concern for privacy of their 
users. 1 2 3 4 5 
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 القسم )أ( 
 معلومات حول خلفية المشاركين 

 الجنس: اختر واحداً فقط  1

 أنثى   ذكر  

 العمر: اختر واحداً فقط  2

 سنة  20أقل من   

 سنة  25  -21  

 سنة  30  -26  

 سنة  35  -31  

 سنة  40  -36  

 سنة  45  -41  

 سنة  46أكبر من   

 مستوى التعليم: اختر واحداً فقط 3

 ير درجة الماجست  

 درجة البكالوريوس   

 دكتوراه   

 أخرى   
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 الحالة االجتماعية: اختر واحداً فقط 4

 أعزب   

 متزوج   

 مطلق  

 أرمل  

 سؤال استخدام االنترنت 

 منذ متى وأنت تستخدم االنترنت  1

 أشهر 6أقل من   

 أشهر إلى سنة واحدة  6  

 من سنة إلى سنتين   

 سنوات  4من سنتين إلى   

 سنوات  4أكثر من   

 في المتوسط، كم ساعة تقضيها يوميًا في استخدام االنترنت؟ 2

 أبداً/ تقريبًا أبداً  

 أقل من نصف ساعة   

 من نصف ساعة إلى ساعة   
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 من ساعة إلى ساعتين   

 من ساعتين إلى ثالث ساعات   

 أكثر من ثالث ساعات   

 يسبوك، تويتر؟ هل لديك حساب بالوسائط االجتماعية مثل الف  3

 نعم   

 ال   

 خبرة  بمواقع الشبكات االجتماعية  4

 شهر أو أقل 1  

 أشهر  6 -2  

 سنة  1أشهر إلى  6  

 أكثر من سنة واحدة   

 عدد المتصلين على مواقع الشبكات االجتماعية  5

 أو أقل 50  

  51-  100 

  101-  200 

 200أكثر من   
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التي تستخدم فيها التسوق عبر االنترنت لشراء المنتجات في المتوسط كم عدد المرات  6
 والخدمات؟ 

 أبداً/ تقريبًا أبداً  

 أقل من مرة شهريًا   

 مرات قليلة أسبوعيًا   

 حوالي مرة يوميًا   

 عدة مرات في اليوم   

   

أي واحد من المنتجات والخدمات التالية تقوم بشرائها بشكل متكرر عبر االنترنت أو   7
 لتي تنوي شرائها على االنترنت في المستقبل القريب؟ ا

 أسطوانات   

 كتب   

 حجز طيران   

 أخرى   

 ال شيء   
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 القسم )ب(
 

 البيان الرقم
ال 
أوافق  

 بشدة 

ال 
 محايد أوافق 

أوا 
 فق

أواف
 ق بشدة

هو، لي،  ن هاجلي، ام.، ليانج،   ( 2015وتوربان،   2011هدف التجارة االجتماعية )مقتبس م

سوف أستمر في استخدام مواقع الشبكات االجتماعية على  1
 5 3 2 2 1 االنترنت.

من المحتمل جداً توفير البائعين على االنترنت مع المعلومات  2
مة أفضل الحتياجاتي.   5 4 3 2 1 التي يحتاجونها لتقديم خد

أنا على استعداد لتقديم خبراتي واالقتراحات عندما يريد   3
 5 4 3 2 1 بكة االجتماعية نصيحتي لشراء شيء ما.أصدقائي على الش

أنا على استعداد لشراء المنتجات التي أوصيت بها أصدقائي   4
 5 4 3 2 1 على مواقع الشبكات االجتماعية. 

سأنظر في تجارب التسوق ألصدقائي على مواقع الشبكة  5
 5 4 3 2 1 االجتماعية عندما أريد أن أتسوق. 

 

 5 4 3 2 1 نترنت على مواقع الشبكات االجتماعية ممتع. التسويق عبر اال 6

 5 4 3 2 1 التسويق عبر االنترنت على مواقع الشبكات االجتماعية مرح. 7

 5 4 3 2 1 التسويق عبر االنترنت على مواقع الشبكات االجتماعية مبهج.  8

أود أن أصف سلوكي تجاه مواقع الشبكة االجتماعية كإيجابي   9
 5 4 3 2 1 جداً. 
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 5 4 3 2 1 أنا واثق نحو منتجات التسوق على مواقف الشبكة االجتماعية. 10

 

 5 4 3 2 1 أنا راض عن استخدام مواقع الشبكات االجتماعية.  11

 5 4 3 2 1 يسرني استخدام مواقع الشبكات االجتماعية. 12

 5 4 3 2 1 أنا سعيد باستخدام مواقع الشبكات االجتماعية.  13

 5 4 3 2 1 مقتنع باستخدام مواقع الشبكات االجتماعية. أنا  14

 

مواقع التواصل االجتماعي على االنترنت هي بيئة آمنة لتبادل  15
 5 4 3 2 1 المعلومات مع اآلخرين. 

مواقع التواصل االجتماعي على االنترنت هي بيئات يمكن  16
 5 4 3 2 1 االعتماد عليها لتنفيذ أنشطتهم.

مل مواق 17 ع التواصل االجتماعي على االنترنت المعلومات تعا
مة من قبل المستخدمين بطريقة مختصة.   5 4 3 2 1 الشخصية المقد

مها مواقع الشبكات االجتماعية الثقة   18 تغرس الخدمات التي تقد
      في العمالء. 

هي  19 مة من خالل مواقع الشبكات االجتماعية  مة المقد الخد
      جديرة بالثقة. 

 

 5 4 3 2 1على مواقع الشبكات االجتماعية، بعض الناس تقدم اقتراحات  20
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 عندما أكون بحاجة إلى مساعدة.

عندما واجهت مشكلة، فإن بعض الناس على مواقع الشبكات  21
االجتماعية تعطيني المعلومات لمساعدتي في التغلب على 

 المشكلة.
1 2 3 4 5 

ما مواجهة صعوبات، فإن بعض الن 22 اس على مواقع عند
الشبكات االجتماعية تساعدني في اكتشاف السبب وتزودني  

 باالقتراحات 
1 2 3 4 5 

 

عندما أواجه صعوبات، أجد بسهولة الدعم من األصدقاء على   23
 5 4 3 2 1 الشبكة االجتماعية 

عندما أواجه صعوبات، فإن بعض الناس على مواقع الشبكة  24
هة الصعوبات.االجتماعية تعزيني وتشجعني عل  5 4 3 2 1 ى مواج

عندما أواجه صعوبات، فإن بعض الناس على مواقع الشبكة  25
 5 4 3 2 1 االجتماعية تستمع لي وأنا أتحدث عن مشاعري الخاصة.

عندما أواجه صعوبات، فإن بعض الناس على مواقع الشبكة  26
 5 4 3 2 1 االجتماعية تعبر عن االهتمام والقل في مشاعري. 

 

 5 4 3 2 1 مواقع الشبكات االجتماعية سهلة االستخدام.  27

هرًا في استخدام مواقع الشبكات  28 من السهل أن تصبح ما
ة ومراجعة العمالء.  5 4 3 2 1 االجتماعي

 5 4 3 2 1 مواقع الشبكات االجتماعية مرنة للتفاعل معها.  29
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بكات من السهل اإلشارة إلى مراجعة العمالء على مواقع الش 30
 5 4 3 2 1 االجتماعية. 

تفاعلي مع مواقع الشبكات االجتماعية واضح وسهل ليكون   31
 5 4 3 2 1 مفهومًا. 

 5 4 3 2 1 من السهل التفاعل مع مواقع الشبكات االجتماعية.  32

 

يحسن استخدام مواقع الشبكات االجتماعية على االنترنت  33
 5 4 3 2 1 آلخرين. قدرتي في تبادل المعلومات والتواصل مع ا

يمكنني استخدام مواقع الشبكات االجتماعية على االنترنت من  34
 5 4 3 2 1 الحصول على مزيد من المعلومات أو مقابلة مزيد من الناس.

مواقع الشبكات االجتماعية على االنترنت مفيدة في زيادة  35
 5 4 3 2 1 التواصل مع اآلخرين. 

ة على االنترنت مفيدة في التفاعل مواقع الشبكات االجتماعي 36
 5 4 3 2 1 مع األعضاء اآلخرين. 

 

لدى شبكات التواصل االجتماعي آلية لضمان النقل اآلمن  37
 5 4 3 2 1 لمعلومات مستخدميها. 

لدى شبكات التواصل االجتماعي قدرة كافية للتأكد من أن  38
 5 4 3 2 1 نة البيانات التي أرسلتها ال يمكن تعديلها من قبل القراص

ال يسبب الشراء على مواقع الشبكة االجتماعية المخاطر   39
 5 4 3 2 1 المالية 
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 5 4 3 2 1 الدفع االلكتروني على مواقع الشبكات االجتماعية آمن.  40

 

 

تلتزم مواقع الشبكات االجتماعية من خالل قوانين حماية  41
 5 4 3 2 1 البيانات الشخصية. 

بكات االجتماعية بجمع بيانات المستخدم تقوم مواقع الش 42
 5 4 3 2 1 الشخصية والتي هي ضرورية لتشاطهم. 

ال توفر مواقع الشبكات االجتماعية المعلومات الشخصية  43
 5 4 3 2 1 الخاصة بي لآلخرين دون موافقتي. 

أشعر باألمان عند إرسال معلوماتي الشخصية على مواقع  44
 5 4 3 2 1 الشبكات االجتماعية. 

تظهر مواقع الشبكات االجتماعية الحرص على خصوصية   45
 5 4 3 2 1 مستخدميها. 
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APPENDIX B 

Missing Values Maintaining 

Frequencies 

Notes 

Output Created 18-APR-2018 19:32:38 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
360 

Missing Value Handling Definition of Missing User-defined missing values are 

treated as missing. 

Cases Used Statistics are based on all cases with 

valid data. 
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Syntax FREQUENCIES 

VARIABLES=Gender Age 

Education Marital_status 

Internet_Usage_period 

Avergare_Hours 

Media_Account 

network_experience media_contacts 

online_social_commerce 

frequently_purcahses SCI1 

SCI2 SCI3 SCI4 SCI5 ATT1 ATT2 

ATT3 ATT4 ATT5 SATT1 SATT2 

SATT3 SATT4 TRUST1 TRUST2 

TRUST3 TRUST4 

TRUST5 INFSPPT1 INFSPPT2 

INFSPPT3 EMTSPPT1 

EMTSPPT2 EMTSPP3 EMTSPP4 

PEU1 PEU2 PEU3 PEU4 PEU5 

PEU6 

PU1 PU2 PU3 PU4 PS1 PS2 PS3 

PS4 PP1 PP2 PP3 PP4 PP5 

/ORDER=ANALYSIS. 

Resources Processor Time 00:00:00.08 

Elapsed Time 00:00:00.14 

 

Statistics 

 N 
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Valid Missing 

Gender 360 0 

Age 360 0 

Education 360 0 

Marital_status 360 0 

How long have you been 

using internet 
360 0 

How many hours do you 

spend per day using the 

internet 

360 0 

Do you have social media 

account 
360 0 

Experience with social 

network sites 
360 0 

Number of contacts on 

social network sites 
360 0 

on the avergare how 

frequently do you 

purchases through social 

network sites 

360 0 
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Which do you purchase 

frequently on social 

network sites 

360 0 

Social Commerce 

Intention 
360 0 

SCI2 360 0 

SCI3 360 0 

SCI4 360 0 

SCI5 360 0 

Attitude 360 0 

ATT2 360 0 

ATT3 360 0 

ATT4 360 0 

ATT5 360 0 

Satisfaction 360 0 

SATT2 360 0 

SATT3 360 0 
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SATT4 360 0 

Trust 360 0 

TRUST2 360 0 

TRUST3 360 0 

TRUST4 360 0 

TRUST5 360 0 

Information Support 360 0 

INFSPPT2 360 0 

INFSPPT3 360 0 

Emotional Support 360 0 

EMTSPPT2 360 0 

EMTSPP3 360 0 

EMTSPP4 360 0 

Perceived Easy of Use 360 0 

PEU2 360 0 

PEU3 360 0 
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PEU4 360 0 

PEU5 360 0 

PEU6 360 0 

Perceived Usefulness 360 0 

PU2 360 0 

PU3 360 0 

PU4 360 0 

Perceived Security 360 0 

PS2 360 0 

PS3 360 0 

PS4 360 0 

Perceived Privacy 360 0 

PP2 360 0 

PP3 360 0 

PP4 360 0 
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PP5 360 0 

 

 

Krejcie and Morgan’s 
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APPENDIX C 

Cross Loadings 

               

  ATT EMTSPPT INFSPPT PEU PP PS PU 

ATT1 0.750 0.176 0.071 0.029 0.148 0.236 0.018 

ATT2 0.896 0.283 0.260 0.242 0.166 0.303 0.151 

ATT3 0.879 0.222 0.231 0.162 0.200 0.320 0.165 

ATT4 0.714 0.308 0.347 0.234 0.133 0.187 0.253 

ATT5 0.699 0.261 0.344 0.266 0.232 0.402 0.241 

EMTSPPT1 0.348 0.799 0.601 0.247 0.331 0.381 0.326 

EMTSPPT2 0.270 0.848 0.528 0.308 0.384 0.372 0.334 

EMTSPPT3 0.197 0.835 0.322 0.172 0.450 0.456 0.310 

EMTSPPT4 0.221 0.766 0.302 0.202 0.391 0.327 0.297 

INFSPPT1 0.300 0.403 0.867 0.389 0.232 0.283 0.449 

INFSPPT2 0.282 0.492 0.904 0.324 0.167 0.265 0.302 

INFSPPT3 0.305 0.568 0.908 0.278 0.321 0.355 0.352 

PEU1 0.164 0.083 0.247 0.611 0.064 0.066 0.483 

PEU2 0.225 0.141 0.183 0.595 0.002 -0.068 0.366 

PEU3 0.228 0.207 0.348 0.892 0.103 0.047 0.395 
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PEU4 0.176 0.234 0.249 0.748 0.150 0.125 0.274 

PEU5 0.249 0.304 0.318 0.859 0.199 0.098 0.452 

PEU6 0.213 0.227 0.300 0.878 0.141 0.108 0.397 

PP1 0.127 0.450 0.201 0.106 0.779 0.655 0.250 

PP2 0.041 0.277 0.287 0.191 0.683 0.473 0.358 

PP3 0.081 0.323 0.199 0.165 0.816 0.526 0.342 

PP4 0.265 0.421 0.172 0.118 0.841 0.661 0.252 

PP5 0.289 0.386 0.279 0.178 0.839 0.649 0.324 

PS1 0.266 0.385 0.368 0.159 0.517 0.749 0.439 

PS2 0.271 0.356 0.213 0.113 0.703 0.858 0.372 

PS3 0.363 0.451 0.302 0.129 0.677 0.897 0.396 

PS4 0.323 0.397 0.277 0.015 0.625 0.839 0.219 

PU1 -0.016 0.041 0.188 0.371 0.073 0.017 0.514 

PU2 0.156 0.234 0.269 0.404 0.166 0.208 0.762 

PU3 0.198 0.359 0.366 0.370 0.387 0.428 0.921 

PU4 0.211 0.386 0.415 0.437 0.349 0.391 0.940 

SATT1 0.343 0.328 0.500 0.320 0.271 0.284 0.294 

SATT2 0.389 0.450 0.505 0.476 0.249 0.262 0.381 

SATT3 0.333 0.442 0.410 0.381 0.184 0.315 0.390 
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SATT4 0.283 0.390 0.468 0.324 0.261 0.243 0.436 

SCI1 0.334 0.309 0.431 0.326 0.176 0.201 0.357 

SCI2 0.326 0.060 0.219 0.171 -0.022 0.079 0.191 

SCI3 0.309 0.185 0.292 0.426 0.023 0.031 0.312 

SCI4 0.340 0.078 0.108 0.302 0.002 0.156 0.252 

TRUST1 0.393 0.430 0.285 0.157 0.378 0.487 0.321 

TRUST2 0.260 0.328 0.403 0.202 0.272 0.343 0.316 

TRUST3 0.218 0.408 0.362 0.232 0.403 0.441 0.272 

TRUST4 0.236 0.241 0.040 0.083 0.482 0.406 0.134 

TRUST5 0.334 0.377 0.227 0.019 0.523 0.525 0.262 

Cronbach's Alpha 
     
     

Mean, STDEV, T-Values, P-Values 

     

  Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) 

ATT 0.848 0.847 0.015 56.235 

EMTSPPT 0.829 0.827 0.021 39.664 

INFSPPT 0.874 0.873 0.014 61.611 

PEU 0.891 0.890 0.012 74.147 
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PP 0.855 0.854 0.016 54.883 

PS 0.857 0.857 0.015 58.448 

PU 0.848 0.847 0.018 47.005 

SATT 0.893 0.892 0.013 67.555 

SCL 0.713 0.709 0.032 22.329 

TRUST 0.771 0.768 0.020 39.512 

     
     

Confidence Intervals 
      

  Original Sample (O) Sample Mean (M) 2.5% 97.5% 

ATT 0.848 0.847 0.817 0.874 

EMTSPPT 0.829 0.827 0.787 0.865 

INFSPPT 0.874 0.873 0.843 0.899 

PEU 0.891 0.890 0.866 0.912 

PP 0.855 0.854 0.820 0.881 

PS 0.857 0.857 0.827 0.882 

PU 0.848 0.847 0.809 0.878 

SATT 0.893 0.892 0.862 0.916 



 

256 

 

SCL 0.713 0.709 0.643 0.768 

TRUST 0.771 0.768 0.726 0.805 

     
     

Confidence Intervals Bias Corrected 

     

  Original Sample (O) Sample Mean (M) Bias 2.5% 

ATT 0.848 0.847 -0.001 0.818 

EMTSPPT 0.829 0.827 -0.001 0.788 

INFSPPT 0.874 0.873 0.000 0.842 

PEU 0.891 0.890 -0.001 0.867 

PP 0.855 0.854 -0.001 0.819 

PS 0.857 0.857 -0.001 0.827 

PU 0.848 0.847 -0.001 0.809 

SATT 0.893 0.892 -0.001 0.862 

SCL 0.713 0.709 -0.004 0.650 

TRUST 0.771 0.768 -0.003 0.729 

Composite Reliability 
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Mean, STDEV, T-Values, P-Values 

     

  Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) 

ATT 0.893 0.892 0.010 93.552 

EMTSPPT 0.886 0.885 0.012 71.387 

INFSPPT 0.922 0.921 0.008 ##### 

PEU 0.897 0.855 0.128 6.991 

PP 0.895 0.894 0.011 84.913 

PS 0.903 0.903 0.009 ##### 

PU 0.874 0.869 0.024 36.129 

SATT 0.926 0.925 0.008 ##### 

SCL 0.820 0.817 0.019 42.149 

TRUST 0.845 0.843 0.011 74.019 

     
     

Confidence Intervals 
      

  Original Sample (O) Sample Mean (M) 2.5% 97.5% 

ATT 0.893 0.892 0.874 0.910 

EMTSPPT 0.886 0.885 0.860 0.908 
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INFSPPT 0.922 0.921 0.903 0.936 

PEU 0.897 0.855 0.493 0.923 

PP 0.895 0.894 0.871 0.912 

PS 0.903 0.903 0.885 0.919 

PU 0.874 0.869 0.815 0.905 

SATT 0.926 0.925 0.906 0.941 

SCL 0.820 0.817 0.774 0.851 

TRUST 0.845 0.843 0.819 0.865 

     
     

Confidence Intervals Bias Corrected 

     

  Original Sample (O) Sample Mean (M) Bias 2.5% 

ATT 0.893 0.892 -0.001 0.875 

EMTSPPT 0.886 0.885 -0.001 0.862 

INFSPPT 0.922 0.921 0.000 0.903 

PEU 0.897 0.855 -0.042 0.662 

PP 0.895 0.894 -0.001 0.871 

PS 0.903 0.903 0.000 0.885 
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PU 0.874 0.869 -0.005 0.820 

SATT 0.926 0.925 0.000 0.906 

SCL 0.820 0.817 -0.003 0.782 

TRUST 0.845 0.843 -0.002 0.820 

 

Average Variance Extracted (AVE) 
     
     

Mean, STDEV, T-Values, P-Values 

     

  Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) 

ATT 0.628 0.626 0.023 27.677 

EMTSPPT 0.660 0.659 0.027 24.116 

INFSPPT 0.797 0.797 0.019 42.865 

PEU 0.599 0.554 0.115 5.202 

PP 0.631 0.630 0.025 25.112 

PS 0.701 0.701 0.021 33.071 

PU 0.644 0.639 0.041 15.805 

SATT 0.757 0.757 0.022 33.982 

SCL 0.534 0.530 0.031 17.008 
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TRUST 0.522 0.520 0.021 24.751 

     
     

Confidence Intervals 
      

  Original Sample (O) Sample Mean (M) 2.5% 97.5% 

ATT 0.628 0.626 0.585 0.670 

EMTSPPT 0.660 0.659 0.607 0.711 

INFSPPT 0.797 0.797 0.757 0.831 

PEU 0.599 0.554 0.193 0.667 

PP 0.631 0.630 0.578 0.676 

PS 0.701 0.701 0.659 0.740 

PU 0.644 0.639 0.557 0.708 

SATT 0.757 0.757 0.707 0.798 

SCL 0.534 0.530 0.466 0.590 

TRUST 0.522 0.520 0.477 0.562 

     
     

Confidence Intervals Bias Corrected 

     

  Original Sample (O) Sample Mean (M) Bias 2.5% 

ATT 0.628 0.626 -0.001 0.586 
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EMTSPPT 0.660 0.659 -0.001 0.610 

INFSPPT 0.797 0.797 -0.001 0.756 

PEU 0.599 0.554 -0.045 0.296 

PP 0.631 0.630 0.000 0.578 

PS 0.701 0.701 0.000 0.659 

PU 0.644 0.639 -0.005 0.559 

SATT 0.757 0.757 0.000 0.707 

SCL 0.534 0.530 -0.003 0.475 

TRUST 0.522 0.520 -0.002 0.479 
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APPENDIX D 

Descriptive for Each Item 

 

 

DESCRIPTIVES VARIABLES=INFSPPT1 INFSPPT2 INFSPPT3 EMTSPPT1 EMTSPPT2 
EMTSPP3 EMTSPP4 PEU1 PEU2 PEU3 

    PEU4 PEU5 PEU6 PU1 PU2 PU3 PU4 PS1 PS2 PS3 PS4 PP1 PP2 PP3 PP4 PP5 TRUST1 
TRUST2 TRUST3 TRUST4 

    TRUST5 SATT1 SATT2 SATT3 SATT4 ATT1 ATT2 ATT3 ATT4 ATT5 SCI1 SCI2 SCI3 SCI4 
SCI5 

  /STATISTICS=MEAN STDDEV MIN MAX. 

Descriptive 

Notes 

Output Created 19-APR-2018 17:22:49 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 
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N of Rows in Working 

Data File 
360 

Missing Value Handling Definition of Missing User defined missing values are 

treated as missing. 

Cases Used All non-missing data are used. 

Syntax DESCRIPTIVES 

VARIABLES=INFSPPT1 

INFSPPT2 INFSPPT3 EMTSPPT1 

EMTSPPT2 EMTSPP3 EMTSPP4 

PEU1 PEU2 PEU3 

    PEU4 PEU5 PEU6 PU1 PU2 

PU3 PU4 PS1 PS2 PS3 PS4 PP1 

PP2 PP3 PP4 PP5 TRUST1 

TRUST2 TRUST3 TRUST4 

    TRUST5 SATT1 SATT2 SATT3 

SATT4 ATT1 ATT2 ATT3 ATT4 

ATT5 SCI1 SCI2 SCI3 SCI4 SCI5 

  /STATISTICS=MEAN STDDEV 

MIN MAX. 

Resources Processor Time 00:00:00.02 

Elapsed Time 00:00:00.09 

 

Descriptive Statistics 
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 N Minimum Maximum Mean Std. Deviation 

Information Support 360 1 5 3.42 1.114 

INFSPPT2 360 1 5 3.44 1.043 

INFSPPT3 360 1 5 3.39 1.049 

Emotional Support 360 1 5 3.40 1.051 

EMTSPPT2 360 1 5 3.52 1.092 

EMTSPP3 360 1 5 3.07 1.208 

EMTSPP4 360 1 5 3.08 1.137 

Perceived Easy of Use 360 1 5 3.94 1.164 

PEU2 360 1 5 3.93 1.052 

PEU3 360 1 5 4.02 .920 

PEU4 360 1 5 3.54 1.078 

PEU5 360 1 5 3.92 .932 

PEU6 360 1 5 4.11 .994 

Perceived Usefulness 360 1 5 3.74 1.028 
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PU2 360 1 5 3.84 .993 

PU3 360 1 5 3.74 1.167 

PU4 360 1 5 3.58 1.129 

Perceived Security 360 1 5 2.79 1.166 

PS2 360 1 5 2.75 1.167 

PS3 360 1 5 2.81 1.252 

PS4 360 1 5 2.89 1.084 

Perceived Privacy 360 1 5 3.27 1.054 

PP2 360 1 5 3.43 1.051 

PP3 360 1 5 3.29 1.152 

PP4 360 1 5 2.94 1.262 

PP5 360 1 5 3.28 1.258 

Trust 360 1 5 2.62 1.292 

TRUST2 360 1 5 3.24 1.065 

TRUST3 360 1 5 3.11 1.026 

TRUST4 360 1 5 3.43 .962 
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TRUST5 360 1 5 2.90 .898 

Satisfaction 360 1 5 3.68 1.145 

SATT2 360 1 5 3.85 .942 

SATT3 360 1 5 3.74 .982 

SATT4 360 1 5 3.75 1.070 

Attitude 360 1 5 3.56 1.111 

ATT2 360 1 5 3.44 1.108 

ATT3 360 1 5 3.41 1.116 

ATT4 360 1 5 3.43 1.026 

ATT5 360 1 5 2.84 1.175 

Social Commerce 

Intention 
360 1 5 4.11 1.013 

SCI2 360 1 5 3.59 1.046 

SCI3 360 1 5 3.93 1.055 

SCI4 360 1 5 3.58 1.039 

SCI5 360 1 5 3.89 .983 
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Valid N (listwise) 360     
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APPENDIX E 

Descriptive for Latent variables 

 

DESCRIPTIVES VARIABLES=INFSPPT EMSPPT PEU PU PS PP TRUST SATT ATT SCI 

  /STATISTICS=MEAN STDDEV MIN MAX. 

 

Descriptive 

Notes 

Output Created 19-APR-2018 17:21:18 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
360 
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Missing Value Handling Definition of Missing User defined missing values are 

treated as missing. 

Cases Used All non-missing data are used. 

Syntax DESCRIPTIVES 

VARIABLES=INFSPPT EMSPPT 

PEU PU PS PP TRUST SATT ATT 

SCI 

  /STATISTICS=MEAN STDDEV 

MIN MAX. 

Resources Processor Time 00:00:00.02 

Elapsed Time 00:00:00.13 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

INFSPPT 360 1.00 5.00 3.4157 .95472 

EMSPPT 360 1.00 5.00 3.2660 .91333 

PEU 360 1.00 5.00 3.9111 .82111 

PU 360 1.00 5.00 3.7250 .89688 

PS 360 1.00 5.00 2.8104 .97782 

PP 360 1.00 5.00 3.2417 .92127 
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TRUST 360 1.00 4.60 3.0583 .75944 

SATT 360 1.00 5.00 3.7549 .89867 

ATT 360 1.00 5.00 3.3350 .87382 

SCI 360 1.00 5.00 3.8222 .72393 

Valid N (listwise) 360     
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APPENDIX F 

Multicollinearity based on Correlation 

 

CORRELATIONS 

  /VARIABLES=ATT SATT TRUST INFSPPT EMSPPT PEU PU PS PP 

  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Correlations 

Notes 

Output Created 19-APR-2018 20:48:43 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

. After deleting outliers.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
342 
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Missing Value Handling Definition of Missing User-defined missing values are 

treated as missing. 

Cases Used Statistics for each pair of variables 

are based on all the cases with valid 

data for that pair. 

Syntax CORRELATIONS 

  /VARIABLES=ATT SATT 

TRUST INFSPPT EMSPPT PEU 

PU PS PP 

  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Resources Processor Time 00:00:00.03 

Elapsed Time 00:00:00.04 

Correlations 

 ATT SATT TRUST INFSPPT EMSPPT PEU PU 

ATT Pearson Correlation 1 .385** .421** .326** .308** .230** .162** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .003 

N 342 342 342 342 342 342 342 

SATT Pearson Correlation .385** 1 .345** .506** .414** .368** .335** 
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Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 342 342 342 342 342 342 342 

TRUST Pearson Correlation .421** .345** 1 .341** .469** .086 .253** 

Sig. (2-tailed) .000 .000  .000 .000 .112 .000 

N 342 342 342 342 342 342 342 

INFSPPT Pearson Correlation .326** .506** .341** 1 .504** .299** .338** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 342 342 342 342 342 342 342 

EMSPPT Pearson Correlation .308** .414** .469** .504** 1 .190** .322** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 342 342 342 342 342 342 342 

PEU Pearson Correlation .230** .368** .086 .299** .190** 1 .580** 

Sig. (2-tailed) .000 .000 .112 .000 .000  .000 

N 342 342 342 342 342 342 342 

PU Pearson Correlation .162** .335** .253** .338** .322** .580** 1 
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Sig. (2-tailed) .003 .000 .000 .000 .000 .000  

N 342 342 342 342 342 342 342 

PS Pearson Correlation .381** .292** .588** .333** .460** .068 .345** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .208 .000 

N 342 342 342 342 342 342 342 

PP Pearson Correlation .214** .236** .530** .238** .439** .096 .344** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .075 .000 

N 342 342 342 342 342 342 342 

**. Correlation is significant at the 0.01 level (2-tailed). 
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APPENDIX G 

Multicollinearity based on Tolerance value and VIF 

Notes 

Output Created 19-APR-2018 20:58:04 

Comments  

Input Data C:\Users\User\Desktop\Umro\U

mro. After deleting outliers.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
342 

Missing Value Handling Definition of Missing User-defined missing values are 

treated as missing. 

Cases Used Statistics are based on cases with 

no missing values for any 

variable used. 
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Syntax REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 

ANOVA COLLIN TOL 

  /CRITERIA=PIN(.05) 

POUT(.10) 

  /NOORIGIN 

  /DEPENDENT SCI 

  /METHOD=ENTER ATT 

SATT TRUST INFSPPT 

EMSPPT PEU PU PS PP 

  /SCATTERPLOT=(*ZRESID 

,*ZPRED) 

  /SAVE MAHAL. 

Resources Processor Time 00:00:00.45 

Elapsed Time 00:00:00.61 

Memory Required 5748 bytes 

Additional Memory 

Required for Residual 

Plots 

176 bytes 

Variables Created or 

Modified 

MAH_5 
Mahalanobis Distance 

Coefficientsa 
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.533 .185  8.284 .000   

ATT .217 .037 .286 5.859 .000 .686 1.457 

SATT .218 .040 .280 5.482 .000 .624 1.602 

TRUST -.058 .049 -.064 -1.177 .240 .547 1.830 

INFSPPT .033 .038 .045 .872 .384 .608 1.644 

EMSPPT -.095 .039 -.128 -2.424 .016 .589 1.698 

PEU .206 .045 .246 4.601 .000 .571 1.752 

PU .162 .043 .204 3.724 .000 .542 1.844 

PS .048 .047 .070 1.028 .305 .349 2.867 

PP -.120 .047 -.164 -2.571 .011 .402 2.486 

a. Dependent Variable: SCI 

Error # 2070 

The application is unable to communicate properly with the license server. 

The license server may be down, or there may be other network-related 
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communication or DNS issues interfering.  This command is not executed. 

Execution of this command stops. 

Specific symptom number: 5 

End of job:  29 command lines  1 errors  0 warnings  1 CPU seconds 
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APPENDIX H 

Non response Bias- Report both tables in the thesis. Sig 2 tale must be above 
0.05 

 

T-TEST GROUPS=Responsebias(1 2) 

  /MISSING=ANALYSIS 

  /VARIABLES=SCI ATT SATT TRUST INFSPPT EMSPPT PEU PU PS PP 

  /CRITERIA=CI(.95). 

T-Test 

Notes 

Output Created 19-APR-2018 21:23:35 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

. After deleting outliers.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
342 
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Missing Value Handling Definition of Missing User defined missing values are 

treated as missing. 

Cases Used Statistics for each analysis are based 

on the cases with no missing or out-

of-range data for any variable in the 

analysis. 

Syntax T-TEST GROUPS=Responsebias(1 

2) 

  /MISSING=ANALYSIS 

  /VARIABLES=SCI ATT SATT 

TRUST INFSPPT EMSPPT PEU 

PU PS PP 

  /CRITERIA=CI(.95). 

Resources Processor Time 00:00:00.03 

Elapsed Time 00:00:00.31 

Group Statistics 

 

Responsebias N Mean Std. Deviation 

Std. Error 

Mean 

SCI Early Response 248 3.93 .587 .037 

Late Response 94 3.77 .851 .088 

ATT Early Response 248 3.33 .881 .056 
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Late Response 94 3.39 .909 .094 

SATT Early Response 248 3.84 .817 .052 

Late Response 94 3.72 .985 .102 

TRUST Early Response 248 3.11 .753 .048 

Late Response 94 2.99 .734 .076 

INFSPPT Early Response 248 3.52 .903 .057 

Late Response 94 3.39 .964 .099 

EMSPPT Early Response 248 3.34 .867 .055 

Late Response 94 3.15 .997 .103 

PEU Early Response 248 3.96 .749 .048 

Late Response 94 3.90 .942 .097 

PU Early Response 248 3.79 .831 .053 

Late Response 94 3.81 .898 .093 

PS Early Response 248 2.78 .973 .062 

Late Response 94 2.94 1.017 .105 
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PP Early Response 248 3.21 .881 .056 

Late Response 94 3.39 .997 .103 

Independent Samples Test 

 

Levene's Test for Equality of 

Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Mean 

Difference 

SCI Equal variances assumed 10.595 .001 1.960 340 .051 .159 

Equal variances not 

assumed 
  1.668 128.052 .098 .159 

ATT Equal variances assumed .028 .867 -.538 340 .591 -.058 

Equal variances not 

assumed 
  -.530 163.252 .597 -.058 

SATT Equal variances assumed 3.003 .084 1.109 340 .268 .116 

Equal variances not 

assumed 
  1.020 144.106 .309 .116 

TRUST Equal variances assumed .028 .868 1.273 340 .204 .115 
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Equal variances not 

assumed 
  1.287 171.650 .200 .115 

INFSPPT Equal variances assumed .072 .789 1.175 340 .241 .131 

Equal variances not 

assumed 
  1.140 158.501 .256 .131 

EMSPPT Equal variances assumed 2.030 .155 1.721 340 .086 .188 

Equal variances not 

assumed 
  1.616 149.353 .108 .188 

PEU Equal variances assumed 2.411 .121 .613 340 .540 .060 

Equal variances not 

assumed 
  .554 139.878 .581 .060 

PU Equal variances assumed 1.275 .260 -.202 340 .840 -.021 

Equal variances not 

assumed 
  -.196 157.033 .845 -.021 

PS Equal variances assumed .060 .807 -1.377 340 .170 -.164 

Equal variances not 

assumed 
  -1.349 161.429 .179 -.164 

PP Equal variances assumed 1.746 .187 -1.568 340 .118 -.174 
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Equal variances not 

assumed 
  -1.482 151.133 .140 -.174 
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APPENDIX I 

Normality based on Skewness and Kurtosis for each item. Appendix 

 

DESCRIPTIVES VARIABLES=SCI1 SCI2 SCI3 SCI4 SCI5 ATT1 ATT2 ATT3 ATT4 ATT5 
SATT1 SATT2 SATT3 SATT4 

    TRUST1 TRUST2 TRUST3 TRUST4 TRUST5 INFSPPT1 INFSPPT2 INFSPPT3 EMTSPPT1 
EMTSPPT2 EMTSPP3 EMTSPP4 

    PEU1 PEU2 PEU3 PEU4 PEU5 PEU6 PU1 PU2 PU3 PU4 PS1 PS2 PS3 PS4 PP1 PP2 PP3 PP4 
PP5 

  /STATISTICS=KURTOSIS SKEWNESS. 

Descriptive 

Notes 

Output Created 19-APR-2018 20:01:32 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

. After deleting outliers.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
342 
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Missing Value Handling Definition of Missing User defined missing values are 

treated as missing. 

Cases Used All non-missing data are used. 

Syntax DESCRIPTIVES 

VARIABLES=SCI1 SCI2 SCI3 

SCI4 SCI5 ATT1 ATT2 ATT3 

ATT4 ATT5 SATT1 SATT2 

SATT3 SATT4 

    TRUST1 TRUST2 TRUST3 

TRUST4 TRUST5 INFSPPT1 

INFSPPT2 INFSPPT3 EMTSPPT1 

EMTSPPT2 EMTSPP3 EMTSPP4 

    PEU1 PEU2 PEU3 PEU4 PEU5 

PEU6 PU1 PU2 PU3 PU4 PS1 PS2 

PS3 PS4 PP1 PP2 PP3 PP4 PP5 

  /STATISTICS=KURTOSIS 

SKEWNESS. 

Resources Processor Time 00:00:00.02 

Elapsed Time 00:00:00.10 

 

 

Descriptive Statistics 

 N Skewness Kurtosis 
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Statistic Statistic Std. Error Statistic Std. Error 

Social Commerce 

Intention 
342 -1.151 .132 1.396 .263 

SCI2 342 -.593 .132 -.050 .263 

SCI3 342 -1.102 .132 1.176 .263 

SCI4 342 -.801 .132 .480 .263 

SCI5 342 -1.149 .132 1.336 .263 

Attitude 342 -.607 .132 -.260 .263 

ATT2 342 -.600 .132 -.222 .263 

ATT3 342 -.355 .132 -.591 .263 

ATT4 342 -.206 .132 -.317 .263 

ATT5 342 .065 .132 -.804 .263 

Satisfaction 342 -.982 .132 .467 .263 

SATT2 342 -1.073 .132 1.706 .263 

SATT3 342 -.846 .132 .444 .263 

SATT4 342 -1.039 .132 .732 .263 
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Trust 342 .226 .132 -1.083 .263 

TRUST2 342 -.591 .132 -.281 .263 

TRUST3 342 -.244 .132 -.426 .263 

TRUST4 342 -.764 .132 .153 .263 

TRUST5 342 -.108 .132 -.258 .263 

Information Support 342 -.877 .132 .362 .263 

INFSPPT2 342 -.832 .132 .384 .263 

INFSPPT3 342 -.655 .132 .009 .263 

Emotional Support 342 -.696 .132 .166 .263 

EMTSPPT2 342 -.830 .132 .158 .263 

EMTSPP3 342 -.258 .132 -.775 .263 

EMTSPP4 342 -.299 .132 -.633 .263 

Perceived Easy of Use 342 -1.176 .132 .902 .263 

PEU2 342 -1.091 .132 .750 .263 

PEU3 342 -.947 .132 1.117 .263 

PEU4 342 -.616 .132 .125 .263 
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PEU5 342 -.899 .132 1.038 .263 

PEU6 342 -1.144 .132 1.058 .263 

Perceived Usefulness 342 -1.020 .132 1.394 .263 

PU2 342 -1.128 .132 1.301 .263 

PU3 342 -1.064 .132 .730 .263 

PU4 342 -.814 .132 .183 .263 

Perceived Security 342 -.074 .132 -.810 .263 

PS2 342 -.149 .132 -1.139 .263 

PS3 342 .038 .132 -1.003 .263 

PS4 342 -.100 .132 -.644 .263 

Perceived Privacy 342 -.516 .132 -.130 .263 

PP2 342 -.868 .132 .362 .263 

PP3 342 -.512 .132 -.445 .263 

PP4 342 -.183 .132 -1.042 .263 

PP5 342 -.484 .132 -.700 .263 
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Valid N (listwise) 342     
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APPENDIX J 

Normality based on Skewness and Kurtosis for variable. 

 

DESCRIPTIVES VARIABLES=SCI ATT SATT TRUST INFSPPT EMSPPT PEU PU PS PP 

  /STATISTICS=KURTOSIS SKEWNESS. 

Descriptive 

Notes 

Output Created 19-APR-2018 20:09:53 

Comments  

Input Data C:\Users\User\Desktop\Umro\Umro

. After deleting outliers.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 

Data File 
342 

Missing Value Handling Definition of Missing User defined missing values are 

treated as missing. 
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Cases Used All non-missing data are used. 

Syntax DESCRIPTIVES 

VARIABLES=SCI ATT SATT 

TRUST INFSPPT EMSPPT PEU 

PU PS PP 

  /STATISTICS=KURTOSIS 

SKEWNESS. 

Resources Processor Time 00:00:00.00 

Elapsed Time 00:00:00.06 

Descriptive Statistics 

 

N Skewness Kurtosis 

Statistic Statistic Std. Error Statistic Std. Error 

SCI 342 -1.221 .132 2.453 .263 

ATT 342 -.303 .132 -.035 .263 

SATT 342 -.983 .132 1.246 .263 

TRUST 342 -.268 .132 -.622 .263 

INFSPPT 342 -.906 .132 .636 .263 

EMSPPT 342 -.595 .132 .231 .263 
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PEU 342 -.983 .132 1.081 .263 

PU 342 -1.083 .132 1.407 .263 

PS 342 -.047 .132 -.910 .263 

PP 342 -.709 .132 .024 .263 

Valid N (listwise) 342     
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APPENDIX K 

Normality Using Graph. Histogram and P-plot. Either in Thesis or Appendix 

Charts 
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