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ABSTRACT 
 
This paper is aimed at achieving two goals: first, to identify consumers’ propensity for online shopping, 

and second, to investigate the association of gender, income, age, and education with consumers’ propensity for 
online shopping. The study was conducted on a sample of 293 consumers in Saudi-Arabian market. Data were 
collected through a questionnaire contained four measures of consumers’ propensity for online shopping. The 
findings of the study outlined that 66% of the respondents preferred traditional retail-store shopping to online 
shopping. The findings also revealed insignificant differences in consumers’ propensity for online shopping between 
males and females and between the various levels of age. Conversely, significant differences were found between 
the levels of income and education for the higher levels. Based on the research findings, marketers are recommended 
to pay more attention to consumers who prefer online shopping to traditional shopping, and at the same time, work 
diligently to stimulate consumers who prefer traditional shopping in retail stores; removing their uncertainty and 
perceived risks associated with online shopping transactions. 
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INTRODUCTION 
 
With the development of the Internet usage during the last two decades, Online shopping has grown up 

rapidly to be a major activity for numerous consumers all over the world. The amount of sales on the Internet 
increased globally to reach about 348.6 billion dollars in 2009 (Keisidou et al., 2011) and was expected to reach 
778.6 billion dollars in 2014 (IMAP retail report, 2010). The reason for online shopping growth may be explained in 
terms of the advantages the Internet provided to both the sellers and the buyers. It allowed business organizations an 
easy access to enter the global markets effectively at a low cost. Simultaneously, it enabled consumers obtain 
adequate information on the products and to make convenient shoppings, anywhere at anytime. 

 

In the framework of the business concern to study consumers in the electronic markets and the factors 
influencing their behavior, marketers are interested in the differences in consumers’ propensity for online shopping; 
to be guided in making proper marketing decisions in several areas, e.g., market segmentation, targeting, building 
competitive positioning and strategies in e-markets. Previous studies that examined the research topic could be 
classified into three categories: the propensity for online purchasing, uncertainty avoidance, and perceived risk 
associated with online shopping (Al Kailani and Kumar, 2011). 

 
Despite the Westerners’ interest in studying topics related to consumers’ willingness and attitudes towards 

online shopping and the factors that influence their behavior in e-markets, the researcher did not find similar studies 
concerning the Arab or Gulf regions. Accordingly, this study is aimed at identifying the consumers’ propensity for 
online shopping in the Saudi-Arabian market, and the consumers’ propensity for online shopping associations with 
some related demographics. The findings from this study could guide both national and international businesses in e-
commerce to understand the basic dimensions of doing e-business in the Saudi market, especially with the lack of 
studies and information regarding consumers’ online shopping behavior in this market. 
 

LITERATURE REVIEW AND RESEARCH HYPOTHESES 
 
Online shopping 

Considering the importance of online shopping to consumers, previous studies indicated three perspectives 
on online shopping: first, the consumer’s completion of online shopping transactions (Degeratu et al., 2000), second, 
the data collection of goods and services (Yang and Cho, 1999), and third, a combination of these two perspectives 
(Pan et al., 2010; Hill and Beaty, 2011). In terms of the third perspective, online shopping is defined as efforts made 
by the consumer via digital technologies - most notably the Internet - in search of information on products and 
making trade-offs, as well as the completion of purchase transactions (Alturkestani, 2004). Correspondingly, the 
current study adopts the definition of consumers’ propensity for online shopping as consumers’ tendency to use 
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digital channels in search of products and collect information about product features and prices for the purpose of 
the trade-offs, and making shopping transactions. 

 
Regarding the measurement of the consumers’ propensity for online shopping, some measures were used in 

the previous studies. Lian and Lin (2008) measured the extent to which consumers like to buy online, the 
attractiveness of this kind of purchase to consumers, the consumer’s likelihood to return to the store website and 
purchase within the next three months or during a year, and the consumers’ intention to increase their online 
purchase. The likelihood of ever purchasing from a particular store again was used by Jarvenpaa et al. (2000). 
Similarly, Jahng et al. (2001) measured consumers’ acceptance of online shopping and their attitudes towards certain 
electronic stores. Along the same lines, Domina et al. (2012) measured consumers’ online shopping intention and 
their willingness to recommend others to purchase online. 

 

In the same context, a number of studies measured consumers’ attitudes to perceived risks of online 
shopping, e.g., financial, performance, physical, time, psychological, social, and security-related risks (Jahng et al., 
2001; Griffin et al., 2011). Times of purchase was used by Li and Zhang (2002) and Doolin et al. (2005). Also, Lee 
et al. (2001) measured the amount of purchase, repetition of purchase within six months. Some other measures were 
used, e.g., consumers’ satisfaction with online shopping, future purchase intention, frequency of online shopping, 
number of purchased items, and expenditures on online shopping (Richa, 2012). 

 

Reviewing previous studies on the concept and measures of consumers’ attitudes and propensity for online 
shopping, the researcher classifies the measures into two categories. First, quantitative measures, e.g., volume of the 
purchased products, times of purchase, the amount of purchase on online shopping. Second, qualitative measures, 
e.g., satisfaction, future purchase intention, desire to resume purchases, and perceived risks. The current study is 
based on the two categories of measurement to measure the consumers’ propensity for online shopping; taking into 
account that online shopping term in this study is used as an alternative to e-shopping on the grounds that the 
Internet is the most-used e-shopping channel in the Saudi-Arabian market.  

 
Considering the findings of the previous studies on consumers’ propensity for online shopping, hypothesis 

number one (H1) is developed as follows. 
 

H1. There are no significant differences in consumers’ propensity for online shopping. 
 

H1a. There are no significant differences in consumers’ preferences for online shopping. 
H1b. There are no significant differences in consumers’ times of online shopping. 
H1c. There are no significant differences in consumers’ intentions of online shopping. 
H1d. There are no significant differences in consumers’ amounts of online shopping. 

 

Demographics and online shopping propensity 
Differences between shoppers are of extreme interest in market targeting and the setting of marketing 

strategies. Several studies investigated the demographics association with consumers’ propensity for online 
shopping. Those studies have focused on gender, income, age, and education. The following presentation is a review 
of the most prominent results from those studies. 

 
Gender: Regarding the association of gender with the propensity for online shopping, results from the 

previous research are mixed. A number of studies concluded that males outperform females in making online 
shopping (Nayyar and Gupta, 2010; Stafford et al., 2004; Rodgers and Harris, 2003). This is in line with the findings 
by Burke (2002) who concluded that males are more interested in and inclined to use electronic technology in 
making purchase transactions than females. On the other hand, females still prefer using the catalogs for home 
shopping transactions. Nevertheless, Burke, (2002) revealed that females who preferred online shopping have had 
the largest shopping transactions compared to males. Along the same lines, Doolin et al. (2005) and Susskind (2004) 
revealed that males purchase more frequently and spend more money on online shopping transactions than females. 
The result is assigned to the males’ more interest in the world of computers and its uses (Doolin et al., 2005). 
Besides, Nayyar and Gupta (2010) and Haque & Mahmoud (2007) ascribed the superiority of males over females in 
making online shopping to females’ willingness to get out of the houses for walks and entertainment with friends. 
Further studies have ascribed that result from the notion that females are more receptive to some types of the 
perceived risks associated with online shopping (Garbarino, 2004); privacy and security risks, in particular (Bartel-
Sheehan, 1999). As a whole, some studies revealed that females in online shopping have a higher level of 
apprehensiveness and skepticism than males (Susskind, 2004; Rodgers and Harris, 2003).  
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In opposition to the above mentioned studies which concluded males superiority over females in making 
online shopping transactions, Richa (2012) revealed that females were superior to males in making online shopping; 
since females are more likely to buy impulsively than males. Hence, females are more attracted to promotional 
schemes that offered online. Besides, the rising of working women gave a boost to this behavior (Richa, 2012). In 
this regard, Rainne (2002) concluded that females are great buyers online in holiday seasons. Chang and Samuel 
(2004) found that the proportions of females who engaged in online shopping were greater than males in the case of 
making purchases more than four times, compared to the higher percentage of males in the case of purchase making 
for five times or more. In the same line, Bhatnagar et al. (2000) revealed differences between males and females in 
the categories of goods and services that are bought online.  

 
Conversely, other studies found no differences between males and females with regard to their propensity 

for online shopping (Hui and Wang, 2007; Hernández et al., 2011; Bae and Lee, 2011; Alsamadi, 2002). Similarly, 
Bhatnagar et al. (2000) revealed no differences between males and females in their intentions to purchase online, but 
differences were in the product categories that are bought online. Regarding the perceived risks, Griffin and 
Viehland (2011) proved insignificant differences between males and females in the perceived risks associated with 
online shopping in different product categories. 

 
Considering the mixed findings of the previous studies on the differences between males and females with 

regard to their propensity for online shopping, hypothesis number two (H2) is developed as follows. 
 

H2. There are no differences between males and females in their propensity for online shopping. 
 

Income: Some research has studied the income association with the online shopping propensity. A positive 
relationship was found between income and consumers’ propensity for online shopping. The higher were 
consumers’ incomes; the higher were their propensities for online shopping (Sussking, 2004; Bagchi and Mahmood, 
2004; Liebermann et al., 2002; Lohse et al., 2000; Kim et al., 2000; Donthu and Garcia, 1999). This result was 
attributed to the ability of high-income households to possess PCs, and to widely use the Internet compared to low-
income households (Lohse et al., 2000). Similarly, Alsamadi (2002) concluded that higher-income consumers were 
higher in making online shopping since they could bear its associated perceived risks. Along the same vein, Griffin 
and Viehland (2011) attributed the superiority of high-income consumers in online shopping to the sensitivity of 
low-income consumers to online shopping perceived risks.  

 
Regarding the amounts of money spent on online shopping, Doolin et al. (2005) concluded that higher-

income consumers spent more money than low-income consumers. Nevertheless, this study found that higher-
income consumers were not necessarily the most frequent in making online shopping transactions than low-income 
shoppers. In opposition to those results, Nayyar and Gupta (2012) found a negative association for consumer’s 
annual income with Internet retailing. Other studies found no differences between high-income earners and low-
income earners in making online shopping (Dahiya, 2012; Hernández et al., 2011). 

 
Considering the mixed findings of the previous studies on the differences between consumers’ income 

levels with regard to the propensity for online shopping, hypothesis number three (H3) is developed as follows. 
 

H3. There are no differences between consumers’ income levels in their propensity for online shopping.  
 
Age: Numerous studies have shown mixed results on the relationship between age and the online shopping 

propensity. It was found that young people - especially under 25 years - were more likely to use new technology - as 
the Internet - to search for new products, to access data on the products, and to evaluate product alternatives than 
older people (Ratchford et al., 2001; Burke, 2002; Wood, 2002). Correspondingly, some other studies attributed 
young people’s superiority in making online shopping to the perception of the older people who find the benefits of 
online shopping are less than the cost of learning the skills of the Internet (Ratchford et al., 2001). In the same line, 
Trocchia and Janda (2000) found that the most important obstacles to e-commerce that reduce consumers’ 
propensity for online shopping are: the lack of information technology experience, resistance to change, and 
insistence on being experienced with the product before the purchase. That’s in addition to the older people’s 
difficulty to adopt the computers and new technologies. Form different perspective, Dholakia and Uusitalo (2002) 
attributed the young people’s superiority in online shopping to the ample time available to older people to visit 
traditional retail stores; satisfying their social needs when communicating with the salespeople in stores.  
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Conversely, some studies found that the Internet shoppers have been shown to be older (Donthu and 
Garcia, 1999; Bhatanger et al., 2000).  Other studies have found no differences between age levels in making online 
shopping (Richa, 2012; Alsamadi, 2002; Doolin, 2005; Hernández et al., 2011). With regard to the risks perceived 
by consumers, Liebermann and stashevsky (2002) revealed that older people were found to perceive some types of 
risks than younger people. On the contrary, Griffin and Viehland (2011) revealed no differences in perceived risks 
associated with online shopping between adult and young consumers with an exception of electronic appliances; in 
which, older consumers are often aware of time risks with delivery dates, or the risks of technical defects and how to 
return the online purchased product or make it repaired. Hernandez et al. (2010) concluded that older people who 
frequently engage in online shopping may find it a bit complicated in the early stages of learning this technique, but 
getting used to online shopping transactions after one or more times of purchases,older people’s online shopping 
transactions will not differ from younger people. 

 

Considering the mixed findings of the previous studies on the differences between young and old 
consumers with regard to the propensity for online shopping, hypothesis number four (H4) is developed as follows. 

 
H4. There are no differences between age levels of consumers in their propensity for online shopping. 

 

Education: Generally, the willingness to buy new products is related to educational level (Nayyar and 
Gupta, 2012; Sussking, 2004). In this regard, studies revealed that more educated consumers were more adoptive to 
the recent innovations and new products (Dholakia and Uusitalo, 2002). In online shopping, studies have found that 
people who were more educated were more likely to make online shopping transactions (Donthu and Garcia 1999; 
Burke, 2002). This result has been attributed to the positive relationship between education and propensity of online 
shopping because of the higher educated consumers’ Internet learning ability (Donthu and Garcia, 1999). Besides, 
high-educated people make good innovators and early adopters of new technology as a whole compared to low-
educated people (Dillon and Reif, 2004). 

 

Investigating the same relationship, other studies have found no differences between education levels and 
the propensity for making online shopping (Griffin and Viehland, 2011; Richa, 2012; Doolin et al., 2005; Hui and 
Wang, 2007; Alsamadi, 2002; Bagchi and Mahmoud, 2004; Mahmood et al., 2004). This result was ascribed 
logically to the current convenience of using computers and the Internet commonly, regardless of the education 
levels (Zhou et al., 2007; Alsamadi, 2002). 

 

Considering the mixed finding of the previous studies on the differences between consumers’ education 
levels with regard to the propensity for online shopping, hypothesis number five (H5) is developed as follows. 

 

H5. There are no differences between the education levels of consumers in their propensity for online shopping. 
 

METHODOLOGY 
 

Sampling and data collection 
350 questionnaires were made available to a convenience sample of consumers in Riyadh city (the capital 

of the Kingdom of Saudi Arabia). A total of 321 filled questionnaires were received, of which 28 were invalid and 
excluded from the analysis. Therefore, 293 valid questionnaires were eventually taken into analysis, representing a 
response rate of 84% of the distributed questionnaires. Table I. shows frequencies and percentages of the sample 
characteristics, categorized by gender, monthly household income, age, and education. 

 

Table I. Characteristics of the study sample 
Demographics Frequencies % 

Gender Male 163 56 
Female 130 44 

Household income 
(Per month) 

Less than S.R. 10000  (low) 186 64 
10000-25000  (middle) 65 22 
More than 25000 (high) 42 14 

Age 15-30 years 209 71 
Over 30 years 84 29 

Education 
Diploma or less 51 18 
Bachelor 182 62 
Postgraduate 60 20 

 

Statistical analysis 
The researcher used Chi-square goodness of fit to test hypothesis number one (H1) on the differences 

between the proportions of consumers’ propensity for online shopping. For testing the hypotheses from two to five 
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(H2, H3, H4, and H5) on consumers’ demographics associated with the propensity for online shopping, the 
researcher used Chi-square independence to test the significance of the differences between the proportions of 
different groups of each demographic variable.   
 

FINDINGS 
 
Testing of H1  

Table II. demonstrates the results from a Chi-square test of goodness of fit to test (H1) that hypothesized no 
differences in the proportions of consumers’ propensity for online shopping. The table presents the results of testing 
the four sub-hypotheses. It shows meaningful differences in the proportions of each of the components of 
consumers’ propensity for online shopping, including: the preferences to online shopping, the number of online 
shopping times, shopping intention in the future, and the amounts of purchase. The significance level for each was 
less than 0.05. Thus, the null hypotheses:  H1a, H1b, H1c, and H1d are all rejected. In Table II., respondents who 
preferred online shopping to traditional shopping represented 34%, whereas respondents who preferred traditional 
shopping in retail stores represented 66%. The table also shows meaningful differences in the number of times of 
online purchase. The highest number of times of online shopping is 5 times, representing 38% of the responses. 
There are meaningful differences in the proportions of the respondent’s future intentions of making online shopping. 
Respondents who had no intentions of making online shopping represented 62%. Finally, there are meaningful 
differences in the proportions of responses to the question that measures the amounts of online shopping. 
Surprisingly, 61% of the respondents represents the high-amount-online shoppers. 

 
Table II. (H1) Testing (Chi-square test for goodness of fit) 

 
Questions Answers Frequencies % df  χ² Sig. 

Do you prefer Online shopping to traditional-retail- 
store shopping? 

Yes 100 34 1 29.519 0.000** No 193 66 
How many times did you make online shopping 
within the last six months? 

One 61 20 

4 72.307 0.000** 
Two 37 13 
Three 36 12 
Four 45 15 
Five 114 38 

Would you like to repeat online shopping in the near 
future? 

Yes 112 38 1 16.249 0.000** No 181 62 
How do you estimate the amounts of your online 
shopping? 

Low 113 39 1 15.321 0.000** High 180 61 
** Marginally significant at the p-value  ≤ 0.05 levels. 

 
Testing of H2, H3, H4, and H5  

Table III. states statistical testing for H2, H3, H4, and H5. The table shows insignificant differences 
between males and females in their propensity for online shopping in all the four sub-variables utilized for the 
measurement (p-value>0.05). This result is validating the findings by Bae and Lee (2011) and Griffin and Viehland 
(2011). Thus, the null hypothesis (H2) is upheld.  

 

Regarding income, the table shows significant differences in consumers’ preferences for online shopping to 
traditional retail-store shopping (p-value=0. 006), and with the future intention of online shopping (p-value=0. 030). 
Data are distributed to higher-income respondents either who preferred online shopping (51%), validating the results 
by Griffin and Viehland (2011) and Alsamadi (2002) or who did not (70%), and who had future intentions to buy 
online (54%) and who had not (69%). Conversely, there are insignificant differences between income levels and 
each of the times of purchase and the amounts of purchase (p-value>0.05), validating results from Richa (2012) and 
Hernandez et al. (2011). Thus, (H3) is partly upheld.  

 

Regarding age, Table III. shows insignificant differences between age levels in consumers’ propensity for 
online shopping in the four sub-variables used for measurement (p-value>0.05), committing the findings by Donthu 
and Garcia (1999) and Burke (2002). Thus, the null hypothesis (H4) is upheld.  

 

In education, significant differences have been found in the consumers’ intentions of online shopping due 
to education levels (p-value = 0.005). Data are distributed with the education above the diploma; bachelor education 
in particular; validating the findings by Donthu and Garcia (1999) and Burke (2002). In the same line, significant 
differences were found in the times of online shopping due to education level (p-value=0.050). The number of times 
of online shopping increased with a bachelor level education, validating results from Donthu and Garcia (1999) and 
Burke (2002). Conversely, insignificant differences were found between consumers’ preferences for online shopping 
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and amounts of online shopping due to education (p-value>0.05); validating the findings by Richa, 2012, and Griffin 
and Viehland (2011) who revealed no differences between education levels and the propensity for making online 
shopping. Thus, (H5) is partly upheld. 
 

Table III. Frequencies and H2, H3, H4, and H5 Testing (Chi-square test of independence) 
Amounts of online 

shopping 
Intentions of online 

shopping 
Times of online  

shopping 
Online shopping 

preferences 
Demographics 

Sig.  χ² 
Frequencies 

Sig.  χ² 
Frequencies 

Sig.  χ² 
Frequencies 

Sig.  χ² 
Frequencies 

High Low No Yes 5 4 3 2 1 No Yes 

0.
35

1
 0.

87
1

 

104 59 

0.
68

2
 0.

16
8

 

99 64 

0.
10

2
 7.

72
7

 

55 30 24 23 31 

0.
11

4
 2.

49
5

 
101 62 Male 

G
en

de
r

 76 54 82 48 59 15 12 14 30 92 38 Female 

0.
46

9
 1.

51
5

 

110 76 

0.
03

0*
*

 

7.
01

0
 

125 61 

0.
11

2
 12

.9
85

 

85 23 21 20 37 
0.

00
6*

*
 10

.3
04

 

135 51 High 

In
co

m
e

 

41 24 36 29 19 11 10 10 15 36 29 Middle 

29 13 20 22 10 11 5 7 9 22 20 Low 

0.
87

3
 0.

02
6

 

129 80 

0.
61

5
 02

53
 

131 78 

0.
86

4
 1.

28
4

 

81 30 28 27 43 

0.
23

8
 1.

39
3

 

142 67 15-30 years 

A
ge

 

51 33 50 34 33 15 8 10 18 51 33 Over 30  
years 

0.
73

1
 0.

62
6

 

30 21 

0.
00

5*
*

 10
.4

53
 

30 21 

0.
05

0*
*

 15
.3

63
 

25 5 6 7 8 

0.
34

5
 2.

13
0

 

36 15 Diploma or less 

E
du

ca
tio

n
 

115 67 124 58 74 25 22 21 40 122 60 Bachelor  

35 25 27 33 15 17 8 8 12 35 25 Postgraduate 

** Marginally significant at the p-value ≤ 0.05 levels. 
 

DISCUSSION AND CONCLUSIONS 
 
The findings from this study implied that the consumer preferences for online shopping accounted for 34%, 

versus 66% for traditional shopping in retail stores. Traditional shopping in retail store still accounts for two-thirds 
of shopping in the Saudi-Arabian market. The reason why traditional shopping preferences are higher than online 
shopping is explained by the role of traditional shopping in entertainment for both individuals and families. At the 
same time, traditional shopping represents the largest consumers’ guarantee to preview the product well before 
buying it, and then carries less risk and dissonance than those perceived by consumers in online shopping. The study 
also revealed differences in the consumers’ times of online shopping for the higher times (38%); in consumers’ 
intention to make online shopping (38%); and in consumers’ amounts of online shopping. Surprisingly, high-
amount-online shoppers represented 61% of the respondents. 

 
The study also revealed insignificant differences between males and females and between different age 

levels in terms of their propensity for online shopping in all the sub-variables: online shopping preferences to 
traditional shopping, times of online shopping, intentions of future online shopping, and amounts of online shopping 
(p-value>0.05). This may be ascribed to the widespread use of computers and the Internet, as well as the equal use 
of credit cards in electronic payment by males and females and by various age levels. This result is important to 
marketers on the Internet. It reflects the diversity and breadth of the Saudi e-market, especially for females as a large 
market segment in terms of their purely-owned incomes and the product categories they use, as well as the diversity 
of needs and wants of different age levels that make up the market.  

 
On the other hand, there are significant differences between consumers’ monthly household income levels 

and each of the consumers’ online shopping preferences and their future intentions of online shopping, but not with 
times and amounts of online shopping. Data are distributed to higher-income respondents either who preferred 
online shopping or who did not, and who had future intentions to buy online or who had not. As regards education, 
there are significant differences in both the intentions of future online shopping and times of online shopping for the 
top levels of education; bachelor in particular. This may be attributed - in part - to the positive relationship between 
the levels of education and income and to the link between education and some types of products that are sold 
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online, e.g., books, electrical and electronic appliances, computer hardware and software, CDs or disks, magazines, 
airline tickets, hotel services, and services of communications. 
 

RECOMMENDATIONS AND FUTURE RESEARCH 
 

The results of this research are important to marketers in targeting the Saudi market consumers who prefer 
online shopping to traditional shopping. This category of consumers represents a relatively large proportion (34%), 
considering the recentness of online shopping compared to the long history of traditional shopping in this market. 
Marketing managers can target this type of consumers via marketing communications and the companies’ websites. 
This innovative category is actively making online shopping in terms of preferences, times of purchases, purchase 
intentions, and amounts of purchases so that they are valuable for the marketers.  

 
At the same time, marketers should work to attract consumers who are still not aware of the convenience of 

online shopping in search of information on products; in comparison of alternatives; and in attaining easy and quick 
purchases. Marketers should work on removing the consumers perceived risks that are associated with electronic 
markets as a whole. They may use online shoppers as opinion leaders to convince non-shoppers with the 
convenience and time savings of online shopping through the word-of-mouth communications. Briefly, it can be 
concluded that those consumers are purchasing actively online in terms of times of purchase, intentions to purchase, 
and the amounts of purchase; despite the decline of consumers who prefer online shopping to traditional shopping. 
Marketers who would like to deal online in the Saudi-Arabian market must understand the consumers who accept 
this type of shopping, and take that into account when developing their marketing programs, including aspects of 
significant or insignificant differences in consumers’ propensity for online shopping in this market.  

 
The success in (B2C) business is an outcome of understanding the factors that influence the purchasing 

behavior of consumers in the electronic markets, including demographics. Deep insight into online consumer 
behavior in Saudi-Arabian market can guide marketers in the fields of segmentation, targeting, building strong 
customer relationships, developing competitive positioning, designing the website, and in the development of other 
marketing strategies. Marketers must be sure that their websites give positive consumer experiences in terms of the 
site attractiveness, ease of use, reliability, adequacy of data for the company and its products, and credibility of the 
information provided in the promotional messages of the company. 

 
Considering the previous findings from the current research, marketers and researchers are recommended 

to do further research on the online shopping propensity of consumers in the Saudi market.  Especial attention 
should be paid to the association of online shopping with consumers’ perceived risk and its influencing factors. 
Additionally, marketing managers need to investigate how consumers’ propensity for online shopping differs for 
different categories of goods and services that could be sold online in this market, where consumers are too high in 
purchasing power, lifestyle, and the adoption of new technologies. 

 

ACKNOWLEDGEMENT 
 

The author extends his appreciation for the Deanship of Scientific Research at King Saud University, for 
funding the study through the Research Center. 

 

REFERENCES 
 
Al Kailani, M and Kumar, R. (2011). Investigating uncertainty avoidance and perceived risk for impacting Internet buying: A Study in three 

national cultures. International Journal of Business and Management, 6(5), 76-92. 
Alsamadi, S. (2002). Consumer attitude for online shopping in Jordan: opportunities and challenges. First forum, Marketing in Arab Countries, 

Sharija, United Arab Emirates, October 15-16.  
Alturkestani, H. (2004). E-marketing application on Saudi business sector. E-Commerce Symposium, 1, King Khaled University, Abha, Kingdom 

of Saudi Arabia, 257-265.   
Bae. S. and Lee, T. (2011). Gender differences in consumers’ perception of online consumer reviews. Electronic Commer. Res, (11), 201-214. 
Bagchi, K. and Mahmood M. (2004). A longitudinal study of business model of on-line shopping behavior using a latent growth curve approach. 

Proceedings of the Tenth America Conference on Information Systems, New York, NY, paper 297.   
Bartel-Sheehan, K. (1999). An investigation of gender differences in on-line privacy concerns and resultant behaviors. Journal of Interactive 

Marketing, 13(4), 24–38. 
Bhatnagar, A.; Misra, S. and Rao, H. (2000). Online risk, convenience and Internet shopping behavior. Association for Computing Machinery, 

Communications of the ACM, 43(11), 98-105. 
Burke, R. (2002). Technology and the customer interface: what consumers want in the physical and virtual store. Journal of the Academy of 

Marketing Science, 30(4), 411-432. 
Chang, J. and Samuel, N. (2004). Internet shopper demographics and buying behavior in Australia. Journal of American Academy of Business, 

5(1-2), 171-176. 

http://www.jaabc.com/


ISSN 1540 – 1200  
www.jaabc.com 

 
 

The Journal of American Academy of Business, Cambridge    *    Vol. 21  *  Num. 1  *  September  2015                 193 

Degeratu, A., Rangaswamy, A. and Wu, J. (2002). Consumer choice behavior in online and traditional supermarkets: the effects of brand name, 
price, and other search attributes. International Journal of Research in Marketing, 17(1), 55–78. 

Dholakia, R. and Uusitalo, O. (2002). Switching to electronic stores: consumer characteristics and the perception of shopping benefits. 
International Journal of Retail and Distribution Management, 30(10), 549–469. 

Dillon, T, and Reif, H. (2004). Factors influencing consumers’ e-commerce commodity purchases information technology. Learning and 
Performance Journal, 22(2), 1-12. 

Domina, T., Lee, S. and MacGillirary, M. (2012). Understanding factors affecting consumer intention to shop in a virtual world. Journal of 
Retailing and Consumer Services, (19), 613-620. 

Donthu, N. and Garcia, A. (1999). The internet shopper. Journal of Advertising Research, 39(3), 52-58. 
Doolin, B., Dillon, S., Thompson, F., and Corner, L. (2005). Perceived risk, the Internet shopping experience and online purchasing behavior: a 

New Zealand perspective. Journal of Global Information Management, 13(2), 66-88. 
Griffin, A. and Viehland, D. (2011). Demographic factors in assessing perceived risk in online shopping. The 13th International Conference on 

Electronic Commerce – ICEC (August 2-5), Liverpool, UK. 
Haque, A. and Al Mahmoud, S. (2007). Internet advertisement in Malaysia: a study of attitudinal differences. Electronic Journal of Information 

Systems in Developing Countries, 31(9), 1-15. 
Hernández, B., Jiménez, J. and Martín, M. (2009). The impact of self-efficacy, ease of use and usefulness on e-purchasing: an analysis of 

experienced e-shoppers. Interacting with Computers, 21(1-2), 146–156. 
Hernández, B., Jiménez, J. and Martín, M. (2011). Age, gender, and Income: do they really moderate online shopping behavior. Online 

Information Review, 35(1), 113-133.  
Hill, W. and Beatty, S. (2011). A model of adolescents’ online consumer self–efficacy (OCSE). Journal of Business Research, 64(10), 1025–

1033. 
Hui, T. and Wan, D. (2007). Factors affecting Internet shopping behavior in Singapore; gender and educational issues. International Journal of 

Consumer Studies, 31(3), 310-316. 
IMAP retail report. (2010). Retail Industry Global Report. 
Jahng, J.; Jain, H. and Ramamurthy, K. (2001). The impact of electronic commerce environment on your behavior. E-service Journal, 1(1), 41-53. 
Jarvenpaa, S. Tractinsky, N. and Vitale, M. (2000) Consumer trust in an internet store. Information Technology and Management, 1(1) 45-71. 
Keisidou, E.,  Sarigiannidis, L. and  Maditinos, D. (2011). Consumer characteristics and their effect on accepting online shopping, in the context 

of different product types. Int. Journal of Business Science and Applied Management, 6(2), 31-51. 
Kim, D., Cho, B., and Rao, H. (2000). Effects of consumer lifestyles on purchasing behavior on the internet: a conceptual framework and 

empirical validation. Proceedings of the 21st International Conference on Information Systems. December 10-13, Australia, 688-695. 
Lee, D., Park, J. and Ahn, J. (2001). On the explanation of factors affecting e-commerce adoption. Proceedings of the 22nd International 

Conference on Information Systems, 109-120. 
Li, N. and Zhang, P. (2002). Consumer online shopping attitudes and behavior: an assessment of research. English American Conference on 

Information Systems, 508-517. 
Lian, J. and Lin, T. (2008). Effects of consumer characteristics on their acceptance of online shopping: comparisons among different product 

types. Computers in Human Behavior, 24(1), 48-65. 
Liebermann, Y. and Stashevsky, S. (2002). Perceived risks as barriers to Internet and e-commerce usage. Qualitative Market Research: An 

International Journal. 5(2), 291-300. 
Lohse, G., Bellman, S.; and Johnson, E. (2000). Consumer buying behavior on the Internet: findings from panel data. Journal of Interactive 

Marketing, 14(1), 15-29. 
Mahmood, M., Bagchi, K. and Ford, T. (2004). Online shopping Behavior: cross-country empirical research. International Journal of Electronic 

Commerce, 9(1), 9-30. 
Nayyar, R. and Gupta, S. (2010). Impact of changing demographic profiles of Indian customers on their Internet shopping behavior Viewpoint, 

July-December, 17-24. 
Pan, Y., Chaipoopirutana, S. and Combs, H. (2010). A study of the factors influencing online purchase intention of consumers in China. 

American Society of Business and Behavioral Sciences, 6(1), 88–99. 
Rainne, L. (2002). Internet and American Life. Washington, D.C.: PEW Internet and American Life Project.  
Ratchford, B., Talukdar, D.; and Lee, M. (2001). A Model of consumer choice of the Internet as and information source. International Journal of 

Electronic Commerce, 5(3), 7-21. 
Richa,  D. (2012). Impact of demographic factors of consumers on online shopping behavior: a study of consumers in India. International Journal 

of Engineering and Management Sciences, 3(1), 43-52. 
Rodgers, S., & Harris, M. (2003). Gender and e-commerce: an exploratory study. Journal of Advertising Research, 43(3), 322–329. 
Stanford, T., Turan, A. and Raisinghani, M. (2004). International and cross-cultural influences on online shopping behavior. Journal of Global 

Information Management, 7(2), 70-87. 
Sussking, A. (2004). Electronic commerce and World Wide Web apprehensiveness: an examination of consumers’ perceptions of the World 

Wide Web. Journal of Computer-Mediated Communication, 9(3). 
Trocchia, P. and Janda, S. (2000). A phenomenological investigation of internet usage among older individuals. Journal of Consumer Marketing, 

17(7), 605-16. 
Wood, S. (2002). Future fantasies: a social change perspective of retailing in the 21st century. Journal of Retailing, 78(1), 77-83. 
Yang, Y. and Cho, Y-M. (1999). The impact of web ad menu type, consumers’ need for cognition, and search objectives on consumer 

information search. Proceedings of Korea Advertising Association, 4–27. 
Zhou, L., Dai, L. and Zhang, D. (2007). Online shopping acceptance model: a critical survey of consumer factors in online shopping. Journal of 

Electronic Commerce Research, 8(1), 41-62. 
 
 
 
 
 
 
 
 

http://www.jaabc.com/

