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AbStrACt

ManyresearchersinJordantriedtostudycustomers’behaviorinthedomainofonlineshoppingto
understandconsumers’attitudesandbehaviorstowardstheadoptionprocess.Still,alotofworkis
tobedoneascustomersrealusageandadoptionlevelislowwhichentailsmoreresearchtobedone
toinvestigatethemainreasonsbehindsuchbehavior.Inresponse,thisarticleaimstoshedlighton
consumers’attitudestowardsonlineshoppingdecisionsandextendsthetechnologyacceptancemodel
easeofuse,perceivedusefulness)ofthetechnologyacceptancemodel(TAM)withfourfactors(trust,
security,privacy,andrisk).Assuch,200undergraduateandpostgraduatestudentsfromYarmouk
Universityformulatethesampleofthisstudy.Findingsindicatethatthesixfactorsaresignificantly
impactconsumers’intentiontoadoptonlineshopping.Additionally,theF-testofthisstudyindicates
thatalinearrelationshipexistsbetweenthemodel’svariablesandconsequentlytheycanbeutilized
tostudythisprocess.
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INtrODUCtION

Onlineshoppinghasbeenusuallyacceptedasameanofbuyingproductsandservices.Ithasgrown
tobeanewacceptedmeansintheInternetworld(Bourlakis,Papagiannidis&Fox,2008).Inaddition,
itprovidesconsumersadditionalinformationandselectionstoevaluatepriceandproduct,more
selection,easiertolocateeverythingonline(Butler&Peppard,1998).Thereareseveralexplanations
whypeoplegoonlineforshopping.Forinstances,customersbeabletobuyproductsatanytime
insteadofgoingtothephysicalmarket;theycanlocatethesimilarproductorservicewithlowprice
throughcomparingmultiwebsitesatonetimeandcustomerswanttokeepawayfromtraffics.

Thesefactorscouldbecategorizedintothreecategories:efficiencyofcostandtime(Prasad&
Aryasri,2009),productandinformationavailability(LimandDubinsky,2004),convenience(Wang,
2005),anddisintermediation(Gupta,2014)inwhichsuppliersandbuyersinteractwitheachother
withoutintermediarieswhichachievesagoodleveloftransparency.Asaresultofthatallinformation
aboutproductsandservicesisinthehandsofcustomers.Inthisenvironment,manyfactorsare
consideredimportantintheeyesofconsumeswhentheyintendtoadoptelectroniccommerce
transactions.Someofthesefactorsarerelatedtothewebsiteanditscontentlikeaccuracy,usefulness,
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usabilityandquality(Huang&Benyoucef,2013;Al-Dwairi&Kamala,2010;Al-Dwairi&Kamala,
2009)whereassomeotherfactorsarerelatedandperceivedbytheconsumerliketrust,risk,security
andprivacy(Kim,Ferrin&Rao,2008;Al-Dwairi&Kamala,2009).

Undertheumbrellaofe-commerce,manyapplicationslikee-learning,e-government,online
banking,e-payments,onlineshopping,etc.areexist(Turban,King&Lang,2011,p.51).Online
shoppingisperformedaccordingtotheavailabilityofelectronicmeansinwhichinformationand
servicecouldbeexchangedelectronically.Onlineshoppingisconductedbasedonwebtechnology
likee-commercewebsitesandcommunicationtoolssuchasinternetasatransformationchannel
(Galant,Jakubczyc&Paprzycki,2002).Thediffusionofonlineshoppingasamodernapproachin
customers’dailylifechangesconsumerlifestyleandacceleratesthewayconsumerstransfertheir
servicesonline.Internetshoppingasnewbusinessmodeluseswebtechnologythatenablescompanies
tohaveacompetitiveadvantageandgoodreturnwhenitisusedproperly(Al-Madi,Al-Zawahreh&
Al-Qawasmi,2013).Inaddition,customers’satisfactionwillincreasewhentheydecidetouseonline
shoppinginsteadofconventionalshoppingduetosavingsintime,efforts,andmoney(Andersone
&Sarkane,2015).Yannopoulos(2011)pointedthatbuyerscanbenefitfromonlineshoppingby
enteringtoworldwidee-marketsanytimeandanywherewithnewchancesforfastsearch,comparing
pricesandgettingspecialoffers.Inaddition,sellerscanbenefitbyaccessinginternationalmarkets
andincreasingtheirrevenuesandearnings.

Theextensiveuseofinternetandweb2.0increasedtheexperienceofpeopleinusingnewICT
toolsandpushthemtoconductonlineshoppingtransactions.Asaresultofthat,therateofusing
internetshoppingtransactionsisincreasingrapidly.Dabrowski&Acton(2013)mentionedthatthere
wasaquickgrowthinonlineshoppingwhereitexceeded$279billionin2015.Inaddition,thewide
spreadanduseofsocialmediaenableconsumerstoshareandpostproductsandservicesinformation
overtheweb.Consequently,customersareabletomakegoodrelationsandcollaborateeasilywith
firms,whichinturnboosttheleveloftrustbetweenthemwhichfinallyleadstoincreasecustomer’s
intentiontoadoptonlineshopping(Zhang,Cheung&Lee,2014).

JordanasasmallcountryintheMiddleEasthasenhancedandimprovedtheuseofinformation
andcommunicationtechnologies(ICT)andweb2.0toolstoenhancethewayoflifeforpeoplewho
liveinJordan.Forexample,theuseofe-governmentfacilitiestoprovideJordaniancitizenswith
onlineserviceswillincreasee-participationsandenhancethespreadofutilizingonlinebusiness
transactions(Abu-Shanab&Khasawneh,2013).DespitethehighpenetrationrateofICTtoolsamong
Jordaniansandthegoodknowledgeandexperienceinusingcomputersandinternetwebsites,yet
traditionalshoppingstillthedominant(Al-Madietal.,2013).Basedonthis,customers’intentions
andbehaviorstoadoptonlineshoppingisnotclearwhichcallsformoreresearchinthisfield.In
responsethisstudyoffersarealopportunitytoclosethisgapbyconductingastudytoinvestigate
themainfactorsthataffectcustomers’adoptionofonlineshoppinginJordan.

LIterAtUre reVIew

Al-Jabari,OthmanandMat(2012)examinedthefactorsthatpromotetheformationoftheactualonline
shoppingbehavioramongJordaniancustomers.Thefindingsoftheirstudypointedthatsubjective
normandperceivedbehavioralcontrolhavesignificantpositiveeffectsonJordaniansintentionto
shoponline.Inaddition,attitudeshowednodirectsignificantimpactononlineshoppingintention.
Halaweh(2011)focusedonthesecuritychallengeintheonlineshoppingenvironmentinJordanfrom
acustomerandanorganizationalperspective.Thestudyrecommendsthatthisfactorisimportant
andshouldbeconsideredfromonlinemarketers.

Alsmadi(2002)conductedstudytoinvestigatethefactorsthataffectconsumers’attitudestowards
onlineshoppinginJordan.ResultsofhisstudyshowedthatJordanianshavegoodskillsandknowledge
touseonlineshoppingbuttheyaredoubtaboutthesecuritymeasuresofonlinetransactions.Hence,
securityisamajorfactorthatrestrictscustomer’swillingnesstomakeabetteruseofonlineshopping.
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