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ABSTRACT 

E-commerce is one of the Internet's most far-reaching influences, particularly in terms of 

business and market models. Social commerce has proven to be a significant topic in information 

systems, where rapidly growing online shops e-commerce platforms are assisting in increasing 

customer engagement and sales. As a result, social media has grown in importance as a platform 

for the retail industry. Based on the proposed enlarged Unified Theory of Acceptance and Utilize 

of Technology (UTAUT) paradigm, this study investigates the influence of social commerce on 

customer behavior and intention to use electronic purchasing in the Iraqi market. The goal of this 

work is to analyses critical aspects utilizing empirical research and a quantitative survey 

questionnaire distributed to social media users, which yielded 410 valid replies, which we 

analyzed using the SPSS software. The importance of e-commerce is obvious to all parties. The 

findings also revealed that the majority of participants support and appreciate the notion of e-

commerce. Furthermore, the data show that behavioral intention and actual use of social 

commerce are positively influenced by performance anticipation. The inclusion of relevant 

insights obtained from interviews, questionnaires, and focus groups into the proposed model 

ensures that the model has both theoretical and practical validity, where the study considers the 

major effect of Iraqi customers' behavioural intentions and culture on social commerce. 

Customer adoption and confidence in social commerce were among the nine dependent factors 

analyzed in the study. 
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2. Introduction   

Theiriseiofisocialicommerceihasibroughticonsiderableichangesitoibothifirmsiandiconsumers.i

Hence,iunderstandingitheiconsumeribehavioriinitermsiofisocialicommerceihasibecomeicrucialifor 

firmsithatiaspireitoibetteriinfluenceicustomersiandileverageitheipoweriofitheirisocialilinks. 

iGivenithatiresearchionithisisubjectiisinewiandisomewhatidispersed,iitiwillibeiconceptuallyi 

significantitoiassessiwhatihasibeeniinvestigatediandiobtainiusefuliconclusionsiviaianiorganizedi 

evaluationiofitheiliterature.iInithisiresearch,iweiundertakeiaisystematicievaluationiofisociali 

commerceistudiesitoiclarifyihowicustomersiactionisocialinetworkingisites. 

iWeicategorizeitheseistudies,ievaluateikeyihypotheses,iandihighlightirelevantiresearch 

imethodologies.iMoreicrucially,iweiUseiUTAUTiModeliwhereiWeifeelithatithisiparadigmimay 

iofferiaivaluableibasisiforifutureisocialicommerceistudies.iThisiresearchiundertakesiailiteraturei 

evaluationioficustomeribehavioriinisocialicommercei.iTheiresearchianalyzeitheimajorieffectioni 

behavioraliintentioniofiIraqiicustomersianditheiriculturaliinisocialicommerce.iTheiinvestigationi 

evaluatedinineidependentivariablesiwhichiareiinvestigateicustomeriadoptioniandirecognizedibyi 

socialicommerce. 

2.1 SocialiCommerce,iAidefinition: 

Socialicommerceimayibeicharacterizediasiword-of-mouthiapplieditoie-commercei 

(Dennisonietial.i2009).i(Dennisonietial.i2009).iHowever,iPariseiandiGuinani(2008)iproposeiaimorei

completeidefinitioniwhereisocialicommerceirefersitoiaimoreisocial,iinnovativeiandicollaborativeiap

proachiusediinionlineimarkets. 

iIniitsidefinition,iWigandietial.i(2008)icaptureitheiadjustmentsiproducedibyisocialicommercei

andiexplainitheiconceptiasiemployingisocialimediaiapplicationsitoiinfluenceibusiness,ihencei 

transformingiaimarketiforiproductsioriservicesiintoiaisociallyicenterediandiuser-driveni 

marketplace. 
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Socialicommerceiincorporatesinumerousifields,iincludingimarketing,icomputeriscience,i 

psychology,iwhichimayiadditoitheivarietyiofidefinitions.iForiinstance,iinimarketing,isociali 

commerceiisiaboutiainoteworthyitrendiinionlineimarketplacesiwhereifirmsiharnessisocialimediaiori

Webi2.0iasiaidirectimarketingitoolitoienhanceicustomers’idecisionimakingiprocessesiandibuyingi 

behaviori(ConstantinidesiandiFountaini2008).i(ConstantinidesiandiFountaini2008). 

iFocusingionicomputeritechnology,iLeeietial.i(2008)idescribeisocialicommercialiactivityias 

ianionlineimediatediimplementationiincorporatingiWebi2.0itechnologies,isuchiasiAjaxi(Murugesan

i2007)iandiRSSi(Wigandietial.i2008)iwithiinteractiveiplatforms,isuchiasisocialinetworkingisitesiand

icontenticommunitiesiiniaicommercialienvironment.i 

Withirespectitoisociology,isocialicommerceiisiaboutileveragingiweb-basedisocialigroupsibyi 

e-commerceienterprises,iconcentratingionitheiimpactiofisocialiinfluenceiwhichichangesithei 

interactioniamongiconsumersi(KimiandiSrivastavai2007).i(KimiandiSrivastavai2007).iFinally, 

iMarsdeni(2009)iaddressesisocialicommerceiinitermsiofitheipsychologyiofisocialishopping,iwherei 

consumersiareiimpactedibyisalientiinformationicuesifromiothersiinsideiainetworkedigroupiwheni 

theyishopionline. 

Althoughisocialicommerceihasibeenidefinedidifferently,itheiabovementionedidefinitionsi 

helpischolarsiandipractitionersitoigetiaiwideiknowledgeiofiitsiprinciples.iWhileitheseidefinitionsi 

implyidistinctiboundariesiforisocialicommerceiandie-commerce,itheyishowithatisocialicommercei 

isiaidevelopmentiofiecommercei(Kooseri2008,iCurtyiandiZhangi2011,iWangiandiZhangi2012). 

iBasedionitheiaboveidiscussion,iweidefineisocialicommerceiasianiInternet-basedicommerciali 

application,iutilizingisocialimediaiandiWebi2.0itechnologiesiwhichisupportisocialiinteractioniandi 

userigeneratedicontentiiniorderitoiassisticonsumersiinitheiridecisionimakingiandiacquirementiof 

iproductsiwithinionlineimarketplacesiandicommunities. 

Theidistinctionsibetweenie-commerceiandisocialicommerceicanibeiemphasizediinitermsi 

oficompanyiobjectives,iconsumerirelationshipiandisystemiengagement.iWithirespectitoicorporate 

iaims,ie-commerceifocusesionioptimizingiefficiencyiwithitechniquesiforisophisticatedisearches,I 

one-clickipurchase,ispecification-drivenivirtualicatalogsiandisuggestionsibasedion consumers 

ihistoricalishoppingibehaviori(Carrolli2008).i(Carrolli2008).iSocialicommerce. 
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however,iisidirecteditowardisocialipurposes,isuchiasinetworking,icollaboratingiandi 

informationisharing,iwithiaisecondaryiemphasisionibuyingi(WangiandiZhangi2012).iRegardingico

nsumericonnection,iclientsinormallyiinteractiwithie-commerceiplatformsiseparately andi 

independentlyifromiothericustomers,iwhereasisocialicommerceiincorporatesionlineicommunities 

ithatipromoteisocialiconnectionitoiincreaseicommunicationibetweenicustomersi 

(KimiandiSrivastavai2007).i(KimiandiSrivastavai2007). 

iAsiregardsisystemiinteraction,ie-commerceiiniitsiclassicaliforminearlyi 

typicallyiprovidesione-wayibrowsing,iwhereiinformationifromiconsumersiisirarelyi (ifiever)I 

transferredibackitoifirmsioriothericustomers.iSocialicommerce,ihowever,iprovidesimoreisocialiandi

interactiveiapproachesithatihelpiconsumersiexpressithemselvesiandishareitheiriinformationiwith 

iothericonsumersiincludingiwithienterprisesi(PariseiandiGuinani2008). 

2.2 E-commerceiintroduction,iadvantagesiandilimitations. 

Electronicicommerce,ialsoiknowniasie-commerce,iisitheitermiuseditoidescribeieconomici 

activityithatitakesiplaceithroughitheiinternet.iE-commerceiencompassesi aiwideirangeiofi businessi 

activities,iincludingiretailishopping,ibanking,iinvestment,iandirentaliproperties.iEvenipersonal 

iserviceibusinesses,ilikeihairiandinailispas,imayibenefitifromiecommerceibyiofferingiaiwebsiteifor 

itheisaleiofiassociatedibeautyiproductsithatiareigenerallyionlyiavailableitoitheirilocaliconsumers.i 

Mobileicommerce,ielectronicifundsitransfer,isupplyichainimanagement,iInternetimarketing,ionlinei

transactioniprocessing,ielectronicidataiexchangei(EDI),iinventoryimanagementisystems,ior 

iautomatedidataigatheringisystemsiareialliexamplesiofielectronicicommerce.iModernielectronic 

icommerceiofteniinvolvesitheiusageiofitheiWorldiWideiWebiatisomeipointithroughoutitheitransacti

on'silifeicycle,iwhileiiticanialsoiincludeie-mail,imobileidevices,isocialimedia,ianditelephones.iE-

commerceivariesifromie-businessiinithatie-

businessidoesinotiinvolveiaicommercialitransaction,iorianiexchangeiofivalueibeyondiorganizational

ioriindividualiborders.iTheielectronicipurchaseiandisaleiofigoodsiandiservicesibyibusinessesiandicu

stomersiwithoutitheiuseiofipaperidocumentation. 

Withitheidevelopmentiofiidentityifraudiandiimpersonation,iprivacyihasibecomeiaikeyi 

concerniforiconsumers,iandianyiconcerniforiconsumersimustibeiregardediasiaiseriousiconcernifor 

iE-commerceisuppliers. 
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E-commerceiSecurityiisiaicomponentiofitheiSecurityiSystemithatiisiespeciallyiusedi 

toitheicomponentsithatiaffectie-commerce,isuchiasiComputeriSecurity,iDataiSecurity,I 

andiotherimoreibroadiareasiofitheiInformationiSecurityiframework.iE-commerceisecurityidoesi 

haveiitsiownisetiofiintricacies,iandiit'sioneiofitheimostiapparentisecurityifeaturesithatiaffectsi 

end-useriexperience.i 

RegardingitheiadvantagesiandilimitationsiofiE-commerceiweicouldimentionitogether 

i,iandiitiwouldibeitheiuseridecisioniwhetheriit’sifitsihisibusinessiorinotiandithereiareisomeipointsitoi 

considerisuchiasi: 

1.iAdvantage:iNoimoreiwaitingiinilinesioribeingiputionihold. 

Thisiisioneiofitheimostipopulariecommerceiadvantagesiamongicustomers. 

2.iDisadvantage:iAbsenceiofiaipersonalitouch. 

Missingitheihumanitouchiandirelationshipsihumaniformiwhenishoppingiiniaistore, 

iEcommerce,ionitheiotherihand,iisisignificantlyimoreiantiseptic. 

3.iBenefitsiandiDrawbacks. 

iIt'siEasieritoiCompareiPricesiwhereiconsumersicanifinditheicheapestipricingiusingiaivarietyi 

ofishoppingisearchiresultsiandicomparisonibuyingiwebsitesi,Buyersiadoreiit,ibutivendorsidislikeiiti

becauseimanyiofitheiriproductsiareitakenioutiofitheiconsumer'sievaluationigroup. 

4.iAdvantage:iAccessitoiStoresiiniRemoteiLocationsi. 

Thisicanibeiaisignificantibenefitiforipersonsiwhoidoinotiliveiinimajoriurbaniareas.iSimilarly,I 

ecommerceiallowsiecommerceienterprisesitoiexpandiintoiotherimarkets. 

5.iDisadvantage:iInabilityitoitestitheiproductiprioritoipurchase. 

Customersiwantitoitouch,ifeel,ihear,itaste,iandismelliaivarietyiofithingsibeforeimakingiai 

purchase.iThatiluxuryiisitakeniawayibyiecommerce. 

 



18 
 

6.iAdvantage:iThereiisinoineediforiairealishop. 

iEcommerceifirmsiavoidioneiofitheimostisignificantiexpenseioverheadsithatimerchantsimusti

payibyinotihavingiaiphysicalipresence. 

7.iDisadvantage:iRequirementiofiInternetiAccessiDevices 

EcommerceicanionlyibeidoneiwithitheihelpiofiaicomputerioriaimobileideviceithatihasiInterneti

connectivity. 

8.iDisadvantage:iInternetiaccessiisirequired. 

Toiparticipateiiniecommerce,iyou'llineedimoreithanijustianiaccessidevice;iyou'llialsoineedi 

Internetiaccess. 

9.iAdvantagesiandiDisadvantages:iCouponsiandiDealsiareiwidelyiavailable. 

Thoughithereiisinothingiinnatelyidiscount-

orientediaboutiecommerce,itheiwayiinternetibusinessihasigrownihasiresultediinicheapericostsi 

online.iForitheibuyer,ithisiisiaibenefit,ibutiforitheiseller,iitiisiaidrawback. 

10.iAdvantage:iNumerousiOptions. 

Ecommerceibusinessesicanifeatureiaiwideivarietyiofiproductsibecauseithereiareinoi 

restrictionsionishelfispaceiorishopisize. 

11.iAdvantage:iStoresiareiopeni24ihoursiaiday,i7idaysiaiweek. 

Consumersiwillibenefitigreatlyifromitheiremovaliofistore-timingirestrictions. 

12.iDisadvantage:iCreditiCardiFraud. 

Crediticardifraudiaffectsibothiconsumersiandicompanies.iSomeipessimistsievenipredictithati 

fraudiwouldileaditoitheideathiofionlineicommerce. 
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13.iDisadvantage:iSecurityiConcerns. 

Consumersiareiexposeditoiidentityitheftiandiotheririsksiwhenitheiripersonaliinformationiis 

icollectedibyiecommerceicompanies.Phishingiattacksiandiotherikindsiofisecurityifraudiposeiaithreat

itoibusinesses.  

14.iAdvantage:iAbilityitoiPurchaseifromiandiSellitoiCertainiotheriConsumers. 

Individualsicanibuyiandiselliofieachiotherioniauctioniandilistingisites.iThisiushersiiniaiwholei

newiecommerceiparadigm.ieBay.comiisitheimostiwell-

knownienablerioficonsumeritoiconsumeri(C2C)ishopping. 

15.iAdvantage:iDigitaliGoodsiCaniBeiPurchasediImmediately. 

ItiisinoilongerinecessaryitoipurchaseiaiCDiofione'sifavoriteimusic.iDigitaliproducts,iincluding

isuchimusic,icanibeidownloadediiniaimatteriofiminutesiandiusedirightiaway. 

16.iAdvantage:iPossibilityitoiHaveiVendorsiBidioniYouriProject. 

Consumersihaveibeenigiveninewiopportunitiesiasiairesultiofionlineicommerce.iYouicaninowi

postiyourirequirementsionitheiinternetiandihaveiprovidersicompeteiforiyouribusiness. 

17.iAdvantage:iDisruptioniinitheideliveryiofigoods. 

Ifishoppingiisiaboutiinstantigratification,iafteriwhichicustomersiwillibeileftiempty-handed 

iafterimakingiaipurchaseionianiecommerceiwebsiteiforisomeitime. 

18.iDisadvantage:iInabilityitoiSpotiScams. 

Consumersiareifrequentlyidupedibyifly-by-

nightiecommerceiwebsitesithatiappearitoibeilegitimateibutiaren't.iScammersifrequentlyitakeiordersi

andithenivanish. 

19.iAdvantage:i"Location,ilocation,ilocation"iisn'tieverything. 

Theiplacementiofitheiactualistore,iaccordingitoiconventionaliknowledge,iisiquiteiimportant.i

However,iecommerceihasifreedienterprisesifromitheiconstraintsiofilocation. 
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20.iAdvantage:iCapabilityitoiScaleiUpiQuickly. 

Becauseitheyiareinotirestrictedibyiphysicaliconstraints,iecommerceienterprisesimayiscaleiupi

moreieasilyithaniphysicalimerchants.iOficourse,iasioneibecomesiolder,ilogisticsibecomeimoreidiffi

cult. 

However,ibyiselectingitheiappropriateithird-

partyilogisticsisupplier,ioneicaniscaleiupitheirioperations. 

 

21.iAdvantage:iThereiisinoilimititoitheiamountiofishelfispaceiavailable. 

Beingifreeiofitheiconstraintsiofiairealishopialsoimeansibeingifreeiofitheiconstraintsiofishelfi 

space.iThisienablesiecommerceienterprisesitoi"stock"iailargeinumberiofiitems. 

22.iDisadvantage:iExtremelyiHighiDependencyionitheiWebsite. 

Theiwebsiteiisieverythingiforianiecommerceicompany.iEveniaifewiminutesiofidowntimeicani

resultiinisignificantifinancialilossiasiwelliasiconsumeridispleasure. 

23.iDisadvantage:iComplexityiofiRegulationsiandiTaxation. 

Theitaxiramificationsiofiecommerceitransactionsiareistilliaimysteryitoiregulators.i 

Thisiisiparticularlyitrueiwhenitheisellerianditheibuyeriareifromiseparateicountries.iThisicaniresultiini

multipleitaxation,iasiwelliasiincreasediaccountingiandicomplianceicosts. 

24.iDisadvantage:iChargebacks. 

Chargebacksiareiallowedibyicrediticardicompaniesiratheriliberallyiwhenicustomersirequest 

ithem.iIfitheigoodsihaveialreadyibeenidelivered,ithisiputsiecommerceienterprisesiiniaiterribleisituati

on. 

25.iAdvantage:iCommunicationiEase. 

iBecauseitheiecommerceimerchanticollectsicontactiinformationiviaiemail,isendingiautomated

ianditailorediemailsiisisimple. 
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26.iAdvantage:iExtensiveiCustomization. 

Aniecommerceiwebsiteicanimodifyimanyipartsiofiwhatiaicustomeriseesibyiusingicookiesiandi

otheritechniquesiofitrackingitheiribehavior. 

27.iAdvantage:iNoineeditoidealiwithicurrencyibarriers. 

Manyicustomersipayiusingimoneyinotesiatirealistores,ithisinecessitatesicarefulifinanciali 

managementiforiailargeiandimultiiretailer.iItimakesiitidifficultiforitheitaxiauthoritiesito 

iappropriatelyiassessiairetailer'siearnings.iPaymentisystemsileaveiaimoreidetaileditrail,iwhichi 

benefitsibothitheiretailerianditheitaxiauthority. 

Advantage:iEfficientiProcurement. 

Procurementibecomesifaster,imoreitransparent,iandilessiexpensiveiasitheientireisupplyichaini

canibeilinkeditoibusinessitoibusinessiecommerceisystems. 

29.iAdvantagesiandiDisadvantagesiofiIndividualiItemiDelivery. 

Theiconsumeriappreciatesitheiconvenienceifactoriwhereigoodsidelivereditoitheirihome.i 

However,itheilogisticsiofideliveringieachiindividualiitemiputsiaisignificantistrainionitheiecommerce

ibusiness. 

30.iDisadvantage:iEcommerceiInfrastructureiRequiresiExpenseiandiExpertise. 

Toirunianieffectiveiecommerceiwebsite,iyou'llineediailotiofidataiinfrastructure.iWheni 

 denial-of-serviceiattacksiareitakeniintoiaccount,itheiinfrastructureineedsitoibeievenibigger. 

31.iAdvantage:iExcellentiInventoryiManagement 

Ifiecommerceienterprisesicanituneiintoitheirisuppliers'iorderiprocessingisystems,itheyican 

ikeepiinventoryilowiwhileiavoidingistock-outisituations. 
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32.iAdvantage:iLoweriEmployeeiCosts. 

Lower-levelipositionsirequireifewerihumansibecauseiecommerceiproceduresiareilargely 

iautomated.iHumaniresourcesicanibeiputitoibetteriuseiforihigher-levelitasks. 

33.iAdvantage:iIncreasediSearchiEngineiTraffic. 

Searchienginesiareiusedibyinearlyi100%iofiInternetiusers.iSearchienginesimayibeiaiterrific 

isourceiofiqualifiedifreeivisitorsiwithitheicorrectiecommerceiSEO. 

34.iAdvantage:iAbilityitoiSelliLow-VolumeiProductsiToo. 

Theifocusiofitraditionaliretailiisionistockingifast-movingiitems. 

Dueitoitheihighicostiofishelfispace,iitemsiwhichidoinotiselliquicklyishouldibeiconsideredifor 

ideletionifromitheiproductirange.Theieconomicsiofiecommerceienableiforitheiinclusioniofislow 

moving,ievenidefunct,iproductsiinitheicatalog. 

35.iAdvantage:iLogisticsiTracking. 

Becauseigoodilogisticsiareicriticalitoiaisuccessfuliecommerceibusiness,itheicapabilityito 

iactivateiandimonitorilogisticsionlineiisianiimportantitooliforiecommerceibusinesses 

.i(Niranjanamurthyietiall,i(2013)). 

2.3 TypesiOfiE-commerce. 

2.3.1 Business-to-businessi: 

Business-to-businessi(B2B)irefersitoitransactionsithatitakeiplaceibetweenicompanies, 

isuchiasibetweeniaimanufactureriandiaiwholesalerioriaiwholesaleriandiairetailer.iTheitermsibusiness

-to-consumeri(B2C)iandibusiness-to-governmenti(B2G)iareidiametricallyiopposedi(B2G). 

B2Bi(Business-to-Business)itransactionsiareifarimoreicommonithaniB2Ci(Business-to-

Consumer)itransactions.iTheimainireasoniforithisiisithatiiniaitypicalisupplyichain,ithereiwouldibe 

inumerousiB2Biprocessesithatirequireisubicomponentsiorirawimaterials,ibutionlyioneiB2Ci 

transaction,inamelyitheisaleiofitheifinishediproductitoitheiendicustomer. 
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iForiexample,ianiautomobileimanufactureribuysitires,iglassiforiwindshields,iandirubberihoses

iforiitsiautomobiles,iamongiotheriB2Bitransactions.iAisinglei(B2C)itransactionioccursiwheniaifinis

hedicariisisolditoiaiconsumer. 

Initheiareaioficommunicationiandicollaboration,iB2Biisialsoiemployed.iManyibusinessesiarei

nowiutilizingisocialimediaitoiengageiwithitheiricustomersi(B2C);ihowever,itheyiareialsoiusingi 

similariplatformsitoiconnectiwithitheiriemployeesi(B2B).iEmployeei–

ireferreditoiasi"B2B"iinteractioniwheniitioccursibetweenicoworkers. 

Toidistinguishielectroniciinteractionsibetweenibusinessesiandiconsumers,itheiphrasei 

"business-to-business"iwasifirstiestablisheditoicharacterizeielectronicicommunications 

ibetweenibusinessesioriorganizationsi(B2C).iItiwasioriginallyiuseditoidescribeimainlyiindustrialiori

capitaligoodsimarketing,ibutiitisoonibeganitoibeiemployediinimarketingiasiwell.iItiisinowi 

commonlyiuseditoidescribeialliproductsiandiservicesibyibusinessesiAlthoughitheimajorityiofisales 

iandimarketingiemployeesiworkiinitheiB2Bisector,imanyiacademiciinstitutionsianditrade 

iperiodicalsiplaceiaigreateriemphasisioniB2CithaniB2B. 

2.3.2 Business-to-consumeri: 

Business-to-consumeri(B2C,ialsoiknowniasiBusiness-to-Customer)irefersitoiactions 

iiniwhichibusinessesiprovideiproductsiand/oriservicesitoiendicustomers. 

AipersonipurchasingishoesifromiaimerchantiisianiexampleiofiaiB2Citransaction.i 

Theitransactionsithatiresultediinitheishoesibecomingiavailableiforipurchase,isuchiasitheileather, 

ilaces,irubber,iandiotherimaterials.iTheisellingiofiaishoeifromiaishoemakeritoiairetailer,ionitheiotheri

hand,iwouldibeitermediai(B2B)itransaction. 

Whileitheiphrasei"e-commerce"irefersitoianyionlineitransactions,itheitermi"business-to-

consumer"irefersitoianyibusinessiorifirmithatioffersiitsiproductsiandiservicesitoicustomersiforiitsi 

owniuseioveritheiInternet.iMostipeopleiassociateiB2Cie-commerceiwithiAmazon,itheionlinei 

booksellerithatidebutediini1995iandiswiftlyisurpasseditheination'sibigishops.iB2Cihasiexpanded 

ibeyondionlineishopsitoiincludeiservicesilikeionlineibanking,itravel,ionlineiauctions,ihealthi 

information,iandirealiestateiwebsites.iCraigslistiandiotheripeer-to-peeriplatformsicomeiintoi 

theiB2Cicategory. 
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B2Cie-

commerceihadiaiterribleitimeiafteritheiNasdaq,iwhichiwasiheavilyireliantionitechnology,I 

collapsediini2000.iDozensiofie-commerceisitesicloseditheirivirtualidoorsiasiairesultiofithe 

isubsequentidotcomidevastation,iandiseveralianalystsiprojectediyearsiofidifficultiesiforionline 

iretailibusinesses.iHowever,ishoppersihaveicontinueitoiflockitoitheiinternetiinigrowinginumbers 

isinceithen.iInifact,idespiteigrowingiconcernsiaboutiidentityitheft,iNorthiAmericaniconsumers 

iembracediecommerceitoitheipointiwhereitheyispenti$172ibillionionlineishoppingiini2005,irising 

ifromi$38.8ibillioniini2000. 

AccordingitoiForresteriResearch,iconsumersiwillispendi$329ibillioniannuallyionlineibyi2010

.iFurthermore,itheipercentageiofiAmericansiwhoipurchaseionlineiisipredicteditoiincreaseifromi39%i

thisiyearitoi48%iini2010. 

B21,iaiB2Ciextension,iwasicoinediiniOctoberi2010.i(sometimesireferreditoiasiB2I).i 

WhileiB2Cirefersitoianyitypeiofibusinessipromotingiorisellingitoicustomers,iB21iisimoreifocusedi 

oniaisingleiperson.iB21inecessitatesipersonalizationiforithatidistinctiperson.iIniorderitoideliveria 

ipersonalizediexperience,iB21idemandsiinsight.i(W,iJayiD,2007) 

2.3.3 Business-to-employee: 

Electronicicommerceiforibusiness-to-employeei(B2E)iemploysianiintra-businessi 

networkitoiallowienterprisesitoijustiprovideiproductsioriservicesitoitheiripersonnel.iB2Einetworks 

iareicommonlyiusedibyibusinessesitoiautomateiemployee-relatedicoreibusiness. 

•iOnlineiinsuranceipolicyiadministration.i 

•iCorporateinewsidistribution. 

i•iOnlineisupplyirequests. 

i•iSpecialiemployeeioffers. 

i•iEmployeeibenefitsireporting. 

i•i401(k)imanagement. 
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iAreiexamplesiofiB2Eiapplications. 

2.3.4 Business-to-government: 

B2GimarketingiisiaiderivativeiofiB2Bimarketingiandiisifrequentlyireferreditoiasiaimarketi 

definitioniofi"publicisectorimarketing,"iwhichientailsimarketingiproductsiandiservicesitoivarious 

ilevelsiofigovernment,iincludingifederal,istate,iandilocal,iusingiintegratedimarketing 

icommunicationsimethodsiincludingisuchicorporateistrategyipublicirelations,ibrandirecognition, 

imarcom,iadvertising,iandiweb-basedicommunications. 

Iniaireverseiauction,iB2Ginetworksiprovideisuchiaiforumiforibusinessesitoibidioni 

governmentioffersithatiareigiveniasisolicitationsiinitheiformiofiRFPs.iTendersiareiissuedibyipublic 

isectoriorganizationsi(PSOs)iinitheiformiofiRFPs,iRFIs,iRFQs,iSourcesiSought,iandiotheriformats,i

andiprovidersireply. 

Pre-negotiatedistandingicontractsiwithivendors/suppliersianditheiriproductsiandiservices 

iatidefinedipricesiareicommoniamongigovernmentibodies.iTheseicanibeistate,ilocal,iorifederali 

contracts,iandisomeimayibeigrandfatherediinibyiotheriinstitutionsi(foriexample,itheifederal 

igovernmenticontractiholder'siratesioniaiGSASiGeneraliServicesiAdministrationiSchedulesiwillibei

recognizedibyiCalifornia'siMASiMultipleiAwardiSchedule). 

Thereiareiainumberiofisocialinetworksidevoteditoithisiverticalimarket,ianditheiripopularityi 

hasigrownisinceitheiimplementationiofitheiARRA/StimulusiProgram,iwhichiraiseditheiamountiofi 

governmentifundingiaccessibleitoicommercialicompaniesiforigrantsiandicontracts. 

2.3.5 Business-to-Manager: 

Business-to-Manager,ioriB2M,iisiainewitypeiofielectronicicommerce. 

iItirefersitoitheiexchangeiofigoodsiandiservicesibetweenibusinessesi(productisellersioriotheri 

employees)iandiprofessionalimanagers. 

TheiB2Mimodelientailsigatheringiinformationionitheiinternetiandiearningicommissioniby 

igivingiservicesitoibusinesses. 
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2.3.6 Consumer-to-business: 

Consumer-to-businessi(C2B)iisianie-icommerceibusinessimodeliiniwhichiindividual 

i(consumers)isupplyiproductsiandiservicesitoibusinessesiiniexchangeiforipayment.iThisibusiness 

imodeliisitheipolarioppositeiofitheitypicalibusinessiparadigm,iiniwhichienterprisesiselligoodsiandi 

servicesitoicustomersi(B2C).iThisicanibeiseeniiniblogsioriwebiforumsiwhereitheiauthoriprovidesi 

ailinkitoianionlineibusinessithatifacilitatesitheipurchaseiofiaiproducti(suchiasiaibookioniAmazon. 

com),iasiwelliasitheiauthorimayireceiveiaffiliateirevenueiifitheisaleiisisuccessful. 

Thisiformiofibusinessipartnershipiisiknowniasiaireversedibusinessirelationship.iTheiC2Bi 

schemeiwasicreatediasiairesultiofifundamentalichanges: 

Thisitypeiofieconomiciinteractionihasibeenimadeipossibleibyiconnectingiaihugeinumberiofi 

peopleitoiaibidirectionalinetwork.iTraditionalimediaioutletsihaveiaione-wayirelationship 

,iwhereasitheiinternetihasiaibidirectionalirelationship. 

Consumersinowihaveiaccessitoitheitechnologyithatiwereipreviouslyionlyiavailableitoihugei 

corporationsi(digitaliprintingiandiacquisitionitechnologies,ihigh-performanceicomputers, 

iandipowerfulisoftware).i 

2.3.7 Consumer-to-consumer: 

Consumer-to-consumeri(C2C)i(akaicitizen-to-citizen)ielectronicicommerceientails 

itransactionsibetweeniconsumersithatiareienabledielectronicallyibyiaithirdiparty.iTheionlineiauction

iisiaicommoniexample,iwhereiaiconsumerilistsianiitemiandiothericustomersibiditoibuyiit;itheithirdi 

partyiusuallyichargesiaisetifeeioricommission.iTheiwebsitesiareimerelyiintermediaries,iservingito 

iconnectibuyersiandisellers.iTheyiareinotirequireditoiinspectitheiqualityiofitheithingsionioffer. 

Consumer-to-consumeri(C2C)iadvertisingiisitheidesigniofiaiserviceioriproductiwithithe 

ispecialipromotionalistrategyiofihavingicustomersishareiitiwithioneianotheriasibrandiadvocatesi 

basedionitheiproduct'sivalue.iAniinvestmentiiniconceptingiandibuildingiaitop-of-the-lineiservice 

ioriproductithaticustomersiareicurrentlyiseekingiisicomparableitoiaipre-launchiproductiperceptioni 

marketingispendiinitheibusiness-to-consumeri(B2C)imarket. 
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Becauseiitieliminatesitheiexpensesiofiusingianothericompany,ithisisortiofie-commerce 

iisiprojecteditoigrowiinitheifuture.iSomeoneihostingiaigarageisale,iforiexample,icouldiadvertisei 

theirisaleiviaiadvertisementsirelayeditoitheiGPSiunitsiofinearbyicars,iaccordingitoiManagementi 

InformationiSystems.iThisicouldireachiaiwideriaudienceithanisimplyihangingiplacardsiaroundithei 

neighborhood.iC2Citradeisurgedirapidlyionlineiduringitheieconomicislumpithatibeganiini2008.i 

2.3.8 Government-to-Business: 

G2Bi(Government-to-Business)iisitheinon-commercialiinterneticonnectionibetweeni 

centraliandilocaligovernmentianditheicommercialibusinessicommunity,iasiopposeditoiprivatei 

personsi(G2C).i 

2.3.9 Government-to-Citizen: 

Theicommunicationsilinksibetweeniaigovernmentiandiprivateiindividualsioriinhabitantsiisi 

knowniasigovernment-to-citizeni(abbreviatediG2C).iG2Cicommunicationiisimosticommonly 

iassociatediwithitheiuseiofiinformationiandicommunicationsitechnologyi(ICTs),ibutiiticouldialsoiin

cludeimassimailingsiandimediaicampaigns.iAtitheifederal,istate,iandilocalilevels,iG2Ciisipossible.i

G2CinetworksiareidistinctifromiG2Bi(Government-to-Business)inetworks. 

USA.gov,itheiofficialiwebiportaliofitheiUnitediStates,iisioneiexampleiofiaiFederaliG2Ci 

network,iwhileithereiareimanyiothersifromigovernmentsithroughoutitheiworldi. 

2.3.10 Government-to-Employees: 

G2Ei(government-to-

employees)irefersitoionlineicontactsiamongigovernmentiunitsiandithereiowniemployeeivia 

iinstantaneousicommunicationiplatforms.iG2Eiisioneiofitheifouribasicie-Governmenti 

deliveryimodelsi. 

G2EiisiaipowerfulitooliforideliveringiE-learningitoiemployees,ibringingithemitogether, 

iandiencouragingiknowledgeisharingi.iEmployeesicanialsoigetiinformationiaboutibenefitsiandi 

compensationipolicies,itrainingiandilearningiopportunities,iandicivilirightsilawsithroughiit.i 

G2Eiservicesialsoiincludeisoftwareiforikeepingitrackiofistaffiinformationiandirecordsi. 
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Manyicountries,inotablyiUSA,iHongiKong,iandiNewiZealandi,ihaveiadoptediG2E. 

2.3.11 Government-to-Government: 

Government-to-Governmenti(abbreviatediG2G)irefersitoinon-commercialionline 

iinteractionsibetweenigovernmentiorganizations,iagencies,iandiauthorities.iItsiuseiisiwidespreadiini

theiUnitediKingdom,ialongsideiG2C,iwhichiisitheionlineinon-commercialiengagementibetween 

icentraliandilocaligovernmentiandiprivateicitizens,iandiG2B,iwhichiisitheionlineinon-commerciali 

interactionibetweenicentraliandilocaligovernmentianditheiprivateicorporateisector.iG2Gisystems 

iareioftenidividediintoitwoicategories: 

Internalifacingi-iconnectingiaisingleigovernment'sidepartments,iagencies,iorganizations,I 

andiauthoritiesi-iexamplesiincludeitheiGovernmentiGateway'siintegrationielementiandithei 

NHSiConnectingiforiHealthcareiInformationiSPINEiinitheiUnitediKingdom. 

Externalifacingi-iconnectingiseveraligovernmentiinformationisystemsi-ianiexampleiisithei 

integrationipartiofitheiSchengeniInformationiSystemi(SIS),iwhichiwasibuiltitoimeetitheiSchengeni

Agreement'sicriteriai. 

2.3.12 Peer-to-peer: 

P2Picomputing,iofteniknowniasipeer-to-

peerinetworking,iisiaidistributedisoftwareiarchitectureithatidividesijobsioriworkloadsiamongipeers.i

Peersiareiequal-opportunity,iequallyicapableiusersiinitheiapplication. 

Theyiareisupposeditoibuildiainodeinetworkithatiisipeer-to-

peer.iWithoutitheineediforicentralicoordinationibyiserversiorireliableihosts,ipeersimakeiaiportioniofi

theiriresources,ilikeiasiprocessingipower,idiskistorage,ioricommunicationibandwidth,iallowiaccessi

toiotherinetworkimembersi.iInicontrastitoitheiclassiciclient–

serveriarchitecture,iwhereionlyiserversisupplyiandiclientsiconsume,ipeersiareibothisuppliersiandi 

consumersiofiresources. 
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FileisharingisystemsilikeiNapsteripopularizeditheipeer-to-peeriapplicationistructure. 

iInimanyidomainsiofihumaniinteraction,itheiprincipleihasigeneratedinewistructuresiand 

iphilosophies.iPeer-to-peerinetworkingiencompassesinotijustitechnologicaliactivities,ibutialsoi 

socialiprocessesithatihaveiaipeer-to-peeridynamic.Inithisisetting,isocialipeer-to-peeriprocessesiarei 

gainingitractioniacrossisociety. i(iR,iNemat,2011).  

2.4 OverviewionitheiIraqiismallimediumienterprises. 

Weimustiaddressitheisocialicontextiandirecognizeitheiamountitoiwhichiitiaffectsiouriresearch,

isinceiitiisiasisignificantiasianyipracticalitool,ianditheiapplicationiofiscientificiinstrumentsiandi 

methodologiesiwithoutithoroughlyiexaminingitheienvironmentimayiresultiinimisleadingifindings.i

Hereiareiaifewithingsiyouishouldibeiawareiof. 

Becauseiofitheieconomiciinsecurityiinducedibyifallingioiliprices,iIraqiiofficialsihighlightedi  

theisignificanceiofieconomicidiversification.iTheiexpansioniofi(MSMEs)ishouldibeiconsideredias 

ipartiofiaicomprehensiveiplanitoiexpandiIraq'sieconomyiandiencourageitheiformationiofimore 

icreativeiandiemploymentiopportunitiesiforimeniandiwomen. 

iSustainableicompanyidevelopment,iwhichiaccommodatesicompaniesiofiallisizesiacrossi  

manyisegments,iisiaikeyicomponentitoisuccessfuliprivateisectoriimprovement.iIni2011,iaisurvey 

iwasidisseminateditoi4,533iMSMEsiiniIraqiwithitheigoaliofiuncoveringitheiexcitingipotentialias 

iwelliasitheichallengesithatiwereiconfrontingiinformalibusinessesiandirecognizingihowireformsito 

itheibusinessienvironmentimayirestoreitheiconditionsiforiMSMEsidevelopment. 

iTheiresultsiofithisipollishowithatisafetyiisiaimajoriconcerniforimanyiprofessions,iandimany  

ibusinessesiwereialsoifounditoibeioperatingiwithilowilevelsiofiinvestmentiinitechnologyioriskilled 

istaff.iFurthermore,iaccessitoimarketsiisiaimajoriissueiforimanyiMSMEs. 

iTheseilimitationsihaveiaisignificantiimpactionitheifirms'iabilityitoigetitheiinputsitheyineed.i 

Similarly,iobtainingifinancialianditrainingiforiskillidevelopmenticonnecteditoicompanyigrowthiisi 

aimajoriissue.iDespiteitheisignificanceiofismalliandimediumicompaniesi(SMEs)iinimacroeconomici

growth,ijobicreation,iandimicroeconomicidevelopment,iparticularlyiinisocioeconomiciandi 

householdiwelfare,iresearchiaddressingiSMEsiiniIraqiseemsitoibeinotionlyioverlooked,ibutialsoi 

restrictediinibreadth.i 
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Severalistudiesihaveibeeniconducteditoistudyitheiimpactiofifinancialiassistanceionitheiperfor

manceiofismalliandimedium-sizedibusinessesiiniIraq.iSurprisingly,ithereiisinoievidenceiofi 

airesearchithatihasibeeniconductediiniIraqitoidetermineitheibeneficialielementsiofiinformationi 

technologyionitheiperformanceiofismalliandimedium-sizedibusinesses. 

iAsiairesult,itheigoaliofithisistudyiisitoidiscoveritheieffectiveiinformationitechnologyielementsithati 

areiconnectediwithitheiperformanceiofismalliandimedium-sizedibusinessesiiniIraq.Al-

Lamyietialli(2019)i. 

2.5 SMEsiandiit’siimportanceitoiIraqiieconomyi. 

Smalliandimedium-sizedicompaniesi(SMEs)iplayiaicriticaliroleiinijobicreationiandieconomici 

developmenti(Tambunan,i2005).iAsiairesult,iitiisinotisurprisingithatismalliandimedium-sized 

ifirmsi(SMEs)iattractiailotiofiattentioniiniIraq.iAccordingitoipreliminaryidata,iIraq'sismalliandi 

medium-sizedienterprisesi(SMEs)iaccountiforimoreithani99ipercentiofitheitotalinumberi 

ofibusinessesiinitheination. 

iAccordingitoitheidata,ismalliandimedium-sizedifirmsi(SMEs)iplayianiimportantiroleiinithe 

ination'sieconomyiandiwell-being.iInitermsiofinumbers,itheitextileiandiclothingiindustryihasithe 

ihighesticoncentrationiofiSMEs,ifollowedibyifoodiandidrinks,imetalsiandimetaliproducts,iandiwood

iandiwoodiproductsi(Harashietial.i2013;iHarashietial.i2014). 

iSmalliandimedium-sizedicompaniesi(SMEs)ipromotioniisiseeniasiaimajoriproblem 

iinimanyinations,iincludingiIraqi(Harashietial.i2013;iHarashietial.i2014),isinceiitiplaysiaisignificanti

roleiiniprovidingimoreiemploymentiandieconomiciconversion.iItiisialsoiimpliedithatisectorsiwoniby

ismalliandimedium-sizedifirmsi(SMEs)iareimoreicapableiofidevelopingidynamicieconomiesi 

ofiscalei(Jasraietial.i2011). 

iTheifunctionsiofismalliandimedium-sizedifirmsi(SMEs)iinitheigenerationiofiproductivei 

employmentiareiconcernediwithitheirilocationiinitheimiddleiofiaispectrumiofisizesiandiresource 

iintensitiesiiniaigrowingieconomy.i 
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Developingicountriesihaveibegunitoirecognizeitheicriticaliroleithatismalliandimedium-

sizedifirmsi(SMEs)icaniplayiinitheirigrowthi(Maad,i2008).iBecauseiofitheisignificanceiofismalliand

imedium-sizedifirmsi(SMEs)itoiaicountry'sieconomicigrowth,istudiesiinithisisectoriareicritical 

iiniallowingiacademicsiandistakeholdersitoiincreaseitheiriknowledgeiandiskillsiinitheimanagementi

ofiSMEsi(Harashietial.i2013;iHarashietial.i2014). 

iSmalliandimedium-sizedifirmsi(SMEs)iareioftenifeederiindustriesiforibiggerisectorsiin 

itoday'simoreiglobalizedieconomy,ianditheyiareicriticaliforieconomicigrowthiandidevelopment 

i(Kongolo,i2010).iSmalliandimedium-sizedifirmsi(SMEs)iareinowiwidelyiregardediasitheiprimaryi 

sourceiofidynamism,iinnovation,iandiflexibilityiinigrowingiandidevelopingieconomies,iasiwellias 

iinitheieconomyiofitheimajorityiofinations. 

iTheyiprovideiaisignificanticontributionitoieconomicigrowthiandijobicreationi(Kohietial.,i200

7).iSmalliandimedium-sizedifirmsi(SMEs)iareiaipotentialieconomicibackboneiforimanyi 

communities,icontributingimuchimoreitoiemploymentithanihugeicorporationsi(Chinietial.i2012). 

iHowever,idespiteitheiricriticaliroleiinieconomicidevelopmentiandiemployment,ismalliandimediumi

companiesi(SMEs)iinidevelopingicountriesiconfrontiaifundingigapi(Becki&iDemirguc-Kunt 

,i2006;iDube,i2013)idueitoichallengesiiniSMEsiaccessitoicredit,iwhichihampersieconomic 

iprosperity. 

iSmalliandimedium-sizedifirmsi(SMEs)iareianiimportanticomponentiofitheieconomici 

fabriciofiemerginginations,ianditheyiplayianiimportantiroleiinipromotingidevelopment,iinnovation,i

andiprosperity.iFinanceiisilikelyioneiofitheimostisignificantiimpedimentsitoismalliandimedium-

sizedifirmsi(SMEs)iiniincreasingitheirifinancialiperformanceiandicompetitivenessiiniIraq. 

iAsiairesult,idevelopingiaicompanyiandiexecutingipolicyiwereicriticalicomponentsiforithe 

igrowthiofismalliandimedium-sizedifirmsi(SMEs),iandimoneyiwasidiscovereditoibeiaibarrieritoi 

localiandiworldwideicompetitivenessi(Becki&iDemirguc-Kunt,i2006;iMohdiShariffietial.i2010;I 

MohdiShariffi&iPeou,i2008). 
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iUnfortunately,ibusinessesifaceisignificantibarriersitoiobtainingitheicashitheyineeditoigrowian

diexpand,iwithioverihalfiofismalliandimedium-sizedifirmsi(SMEs)iinidevelopingicountriesicitingi 

accessitoifinancingiasiaikeyilimitation.iAccordingitoireports,itheimainichallengesiaffectingismalli 

andimediumienterprisesi(SMEs)iiniIraqiincludeiailackiofiknowledgeiofiSMEs,iaccessitoibankicredit

i(Iraqirankedi168ioutiofi181icountriesiinitermsiofieaseiofigettingicredit),iaccessitoimarkets, 

iappropriateitechnology,ilowiproductionicapacity,iandiailackiofiinteresti(Harashietial.i2014;iHarashi

etial.i2013;iUSAID,i2010).i 

TheiscarcityiofiempiricalistudiesioniIraqiifinance,iespeciallyionitheiperformanceiofismalliandi

medium-sizedifirmsi(SMEs),ihasibeeniaisignificantiimpedimentitoidoingiproblem-solving 

iresearch.iTheimajorityiofiresearchiinvolvingismalliandimedium-sizedifirmsi(SMEs)I 

justidescribedifinancialideficienciesiwithoutiofferingirealidatai(Harashietial.i2013;iHarashietial.i201

4;iUSAID,i2010).i 

Inisummary,itheiproblemistatementimayibeiphrasediasifollows:iTheidifficultiesithatismallian

dimedium-sizedifirmsi(SMEs)ihaveiiniacquiringifinancingiiniIraq ,iThereiareifinancialiinstitutionsi 

eageritoiofferifinancingitoismalliandimedium-sizedifirmsi(SMEs),ibutiIraqiiSMEsiareiunablei 

toifulfilli theseifinancialiinstitutions'istandards. 

iTheimostiimportantiofitheseicriteriaiisitheiproblemioficollateral,iwhichimostismalliandimediu

m-sizedibusinessesi(SMEs)icannotifurnish.iIraqilacksisystematiciandiempiricalistudyionitheiimpact 

iofifinanceionitheiperformanceiofismalliandimedium-sizedibusinessesi(SMEs). 

iToiimproveitheiperformanceiofismalliandimediumicompaniesi(SMEs),iitiisinecessaryitoi 

determineitheidegreeitoiwhichimoneyihasianiinfluenceionitheiriperformancei(SMEs).iAsiairesult, 

iitiisinecessaryitoiascertainitheilinkibetweenifinanceianditheiperformanceiofismalliandimedium-

sizedibusinessesi(SMEs)iHarashietialli(2017).i 

SocialiCommerceiandiit’sirelationiwithiTechnologyi,CommunityiandiEnvironmentiModels. 

Inicomprehendinginumerousiconnectedifieldsithatiareiconcernediwithiideasiandiphenomenaiof 

iinformationiwithiaisocialipurpose,iZhangiandiBenjamini(2007)idevelopiaiconceptualiframework, 

itermeditheiinformationimodel. 
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Thisimodelimayibeiutilizeditoihighlightitheisimilaritiesiandicontrastsiacrossidifferentilinked 

ifieldsitoiexamineiandipromoteicurriculaiandieducationaliprograms,itoiprescribeiandiassess 

iresearchiprogramsiandistudies,ianditoirevisitihistoricalisituationsi(Liu,iBenjaminiandiZhang,i2007)

.iTheiI-modeliessentiallyicomprisesiofifourifundamentalicomponentsithatiareitheiprincipalifocusi 

ofistudyiinivariousirecognizedireferenceidisciplines:iinformation,itechnology,ipeople,iand 

iorganization/society.i 

AccordingitoiZhangiandiBenjamin,iaicomponentiofiaiscientificiareaiisitheitargetiofiscientific 

iinvestigation.iAifieldimayihaveiseveralicomponents;isomeiareimoreibasiciandifundamental,iothersi

areilessiso.i 

Aibasicicomponentiofiaiscientificiareaiisinecessary,iexistingiindependentiofiothericomponent

s,iandiisiconcernediwithitheiheartiofitheitopic.iInformationiisianiobjectiofistudyiinilibraryisciencei 

andiinformationiscienceilongibeforeiinformationiandicommunicationitechnologiesiwereiestablishe

d.iTechnologyiisitheicoreioficomputeriscienceiandiengineering.iPeopleiareiwhatipsychologies,isoci

ologists,iandiculturalianthropologistsiareiinterestediin.iFinally,iorganizationiisitheiattentioniofisever

alisocialisciencesi(ZhangiandiBenjamin,i2007). 

Socialicommerceiasianiareaiofistudyiisiconcernediwithiinformation-relatediissues.iOfireality,I 

socialicommerceiisiconcernediwithiallifourikeyicomponentsiinitheiI-modeliasishowniiniFigurei1i 

whereiPeopleiareitheibasiciforceiandimotiveiforisocialization,itrade,itechnicaligrowth,iandi 

informationigenerationiandiconsumption.iAccordingitoiZhangiandiBenjamin,ipersonsiincludei 

thoseiwhoiareiusersiofiICT,iwhoiareidesignersiandiinventorsiofiICT,iandiwhoimanageiandiinfluence

iICTiusageibehaviorsiinidiverseisettingsi(ZhangiandiBenjamin,i2007).iInisocialicommerce, 

iindividualsimayibeiindividualicustomersiandisellers,ismallioribigigroupsiofipeople,ioricommunities

iwhoiareiusersiandibeneficiariesiofitheitechnology. 
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Figure 1. The I-Model ( Zhang and Benjamin, 2007) 

 

The organization and society element of the I-model is concerned with policies, strategies, 

management, operation, processes, structures, and cultures (Zhang and Benjamin, 2007). 

 These concerns are under the general notion of “management” and are highly significant 

to the social commerce sector. As with any kind of trade or business, social commerce is 

explicitly or implicitly about finally producing profit or creating benefit. It is thus important to 

analyze corporate strategies, business models, rules, procedures, and prospects for merchants and 

other organizations that are considered to gain or profit from social commerce. To make these 

difficulties more visible and avoid any misunderstanding, we employ the word management to 

describe this component in our paper. 
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On the technology component of the I-model, one is concerned with items such as 

hardware, software, infrastructure, platforms, apps, resources, services, and the like. Technology-

based or mediated information processing, communication, and information services are 

trademarks of the digital world (Zhang and Benjamin, 2007).This is true for social commerce as 

well, which is strongly mediated by technical skills and improvements. 

Thus, we must unavoidably be concerned with the tech elements of social commerce. 

Finally, information with a social purpose has a lifetime that involves the acquisition or 

generation, processing, dissemination, and usage. The intrinsic character of information 

encompasses information organization, shape, structure, classification, cataloging, and indexing. 

Applications of information in practice rely on how it interacts with other fundamental 

components of the I-model, and within what domains and situations (Zhang and Benjamin, 

2007). 

Information is therefore a vital component of social commerce with a focus on 

user/consumer-generated content. 

In this paper, we utilize this customized UTAUT model framework to evaluate and 

examine many aspects of social commerce and its development. Besides reviewing each 

component and we will discuss in the next line our model and why we utilize it 

2.6 The unified theory of acceptance and use of technology (UTAUT). 

The unified theory of acceptance and use of technology (UTAUT) is a technology 

acceptance paradigm established by Venkatesh and others in "User acceptance of information 

technology: Toward a unified vision". The UTAUT seeks to describe user intents to utilize an 

information system and subsequent use behavior. The idea claims that there are four fundamental 

constructs:  

1) performance expectation. 

2) effort expectancy.  

3) social influence. 
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4) enabling factors. 

The first three are direct drivers of use intention and behavior, while the fourth is a direct 

determinant of user behavior. Gender, age, experience, and voluntariness of use are suggested to 

modulate the influence of the four major characteristics on use intention and behavior. The 

theory was created through a review and consolidation of the structures of eight models that 

previous research had utilized to clarify information systems usage patterns (theory of reasoned 

action, technology acceptance model, motivational model, theory of planned behavior, a 

combined theory of planned behavior/technology acceptance model, model of personal computer 

use, diffusion of innovations theory, and social cognitive theory). 

 Further validation by Venkatesh et al. (2003) of UTAUT as shown in figure 2.  in a 

longitudinal research revealed it to explain for 70 percent of the variation in Behavioural 

Intention to Usage (BI) and roughly 50 percent in actual use . Venkatesh et al. (2003) 

  

Figure 2 .The UTAUT model 
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And as we mentioned earlier and Based on a thorough investigation and comparison of the 

aforementioned models, Venkatesh et al. (2003) developed an integrated model, called the 

UTAUT model, which can explain 70 percent of the variation in user intention. The findings of 

that empirical investigation indicated that the UTAUT model is the most effective model for 

assessing technological adoption. The UTAUT model consists of six primary elements, namely 

performance expectation (“PE” hereafter), effort expectancy (“EE” hereafter), social influence 

(SI), facilitating circumstances (FC), behavioral intention (“BI” hereafter) to use the system, and 

use behavior (see Figure 2) 

 The UTAUT model has four main deciding components and four moderators. According 

to the concept, the four deciding components of BI and use behavior are PE, EE, SI, and FC 

(Venkatesh et al., 2003). (Venkatesh et al., 2003). Gender, age, experience, and desire to utilize 

are the moderators that impact consumption of technology. 

Effort expectation has been added in the UTAUT model, and is a major predictor of 

technological adoption. According to Venkatesh et al. (2003), EE is “the degree of ease 

associated with the usage of the system.” According to Cimperman et al. (2016), the antecedents 

of EE include ease of use, complexity, and PEOU. PE has also been added in the UTAUT model, 

and has been described as “the degree to which a person feels that the system helps to increase 

work performance.” BI has been described as “the degree to which a person has developed 

conscious plans about whether to do a given future behavior.” In the context of the current 

research, EE reflects university students’ perceptions about the ease of use of m-learning. PE 

represents students’ thoughts about whether utilization of m-learning would boost their learning 

performance. Venkatesh et al. (2003) demonstrated that PE is the greatest indicator of a user’s BI 

to embrace a technology. 

According to one research, (Venkatesh et al., 2003; Šumak and Šorgo, 2016; Hoque and 

Sorwar, 2017; Khalilzadeh et al., 2017; Šumak et al., 2017) PE and EE are direct drivers of BI. 

The current research suggested that PE and EE may greatly affect students’ BIs toward 

acceptance and adoption of m-learning. The following theories were offered Which is considered 

one of the uses of this model, which shows its effectiveness and importance. 
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Hypothesis 1: EE has a substantial effect on the BIs of university students to utilize m-

learning. 

Hypothesis 2: PE has a substantial effect on the BIs of university students to utilize m-

learning. 

Although invariance analysis can be performed on any of the UTAUT model's constructs, 

the primary focus of this study is on the four independent constructs – PE, EE, SI, and FC – 

because the two dependent constructs, BI and UB, have been tested repeatedly in previous TAM 

studies and the moderating variables are not of primary interest in most studies on technology 

adoption See Relations of these constructs and their measurement instruments  in table 1 . 

 

Table 1. Constructs and Measurements of the UTAUT, Kang et all. (2011) 
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 various investigations that employed the UTAUT model used the original or significantly 

modified instruments.Although most research used confirmatory factor analysis (CFA), average 

variance extracted (AVE), and other reliability measures such as Cronbach's alpha, only a few 

studies used invariance analysis. Table 2 summarizes previous research that used the UTAUT 

paradigm. 

(configural invariance and factorial loadings invariance) and complete model – were 

carried out, with just Chisquare difference statistics reported. More in-depth explanations of 

invariance analysis approaches may be found in the section titled 'Invariance analysis' below. 

Li and Kishore (Li and Kishore 2006) performed an invariance study on the UTAUT 

model based on gender, Weblog experience, and frequency of Weblog usage. Their findings 

revealed that various dimensions, including PE and SI across gender, FC across Weblog 

experience, and SI and FC across Weblog frequency, were not invariant. Their findings are 

limited since only two kinds of invariance analysis – tau values – are used. 

 

table 2. . UTAUT Studies, Kang et all. (2011) 

In a nutshell, The use of information technology, particularly information systems in 

government organizations, is critical to the improvement of public services. The Integrated 
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Licensing Service Information System (ILSIS) is a computerized system that processes licensing 

data and generates a collection of interactive information for distribution to all levels of users in. 

The Unified Theory of Acceptance and Use of Technology (UTAUT) technique is used in this 

research, using variables such as Performance Expectancy, Effort Expectancy, Social Influence, 

Facilitating Conditions, Behavioral Intention to Use, Gender, and Age. 

 

3.  Literature Review : 

Toiinformiourianalysisiofitheiresearchianditoiguideiourireviewiofitheistudies,iweiaddressifouri

importantiquestions: 

1. whatiresearchisettingsiwereistudied? 

2. Whatitheoriesiwereiadopted?i 

3. Whatiresearchimethodologiesiwereiused?i 

4. whatisignificantiaspectsiwereiexploreditoiexplainicustomeribehavioriinisocialicommerce? 

Theseiquestionsiareiconsistentiwithiprioriliteratureireviewistudiesiandimayiassistiusiconsolid

ateitheiresearchifindingsiofinumerousipapers.iWeiaddressitheifirstithreeiquestionsiinithisisection.i 

Theifourthiquestioniisianswerediinitheifollowingisectioniwithitheidiscussioniofianiintegratediframe

work. 

Accordingitoi(A.StepheniAndiO.Toubia,2010)iNetworkilinkagesiamongivendorsiinisociali 

commerceimarketplacesiareilinksibetweenisellers’ishopsithaticlientsicaniuseitoibrowseibetweeni 

shops,ianalogousitoibrowsingiaroundiaivirtualishoppingimall.iForitheipeopleiwhoiparticipateiasi 

sellersiinisocialicommerceimarketplacesiandiwhoiearnicommissionsionitheisalesitheyimake,I 

theinetworkicanimakeitheirishopsimoreiaccessibleiandimoreilikelyitoibeidiscoveredibyiaibrowsing 

icustomeri,iwhereiSocialicommerceiisiaigrowingiconceptiiniwhichisellersiareiattachediinionline 

isocialinetworksiandisellersiareiindividualipeopleiinsteadiofifirms.iThisiessayiinvestigatesithei 

economicivalueiconsequencesiofiaisocialinetworkiconnectingisellersiiniaibigionlineisocial 

icommerceiindustry.iInithisiimarketplace,ieachisellerigeneratesihisioriheriownishop,iandinetworki 

tiesiamongisellersihaveidirectedihyperlinksiamongitheirishops,iiniwhichitheirifindingsisupportsi 

andisuggestithatisocialicommerceinetworksibetweenisellersicaniplayianiimportantieconomic, 
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ivalue-creatingiroleiwhereiAifundamentalidifficultyiforistoresi(oriindividualisellers)iinihuge 

,ionlineimarketplacesiisijustibeingiaccessibleitoibuyers.iSocialinetworksibetweenisellersioperateiasi

“virtualishoppingicenters”ibyienablingiclientsibrowseibetweenistores,itherebyiboostingithei 

accessibilityiofitheinetwork’sibusinesses.iAimoreilinkedinetworkitendsitoiimproveitheigenerali 

accessibilityiofiitsimembers,iparticularlyiifiitiisistructurediiniaimannerithatireducesitheinumberiofi   

deadiendsifromiwhichiconsumersicannotiexploreionward.iTheishopsithatiprofititheimostifromithei 

networkiareinotinecessarilyithoseithatiareikeyitoitheinetworkibutiratherithoseiwhoseiaccessibilityiisi

mostiboostedibyitheinetworki(K.ZhangiandiM.Benyoucef,2012).i 

SupporteditheisameiconceptiofiSocialicommerceiasitheibelievedithatiTheiriseiofisociali 

commerceihasibroughticonsiderableichangesitoibothifirmsiandiconsumers.iHence,iunderstanding 

iconsumeribehavioriinitheicontextiofisocialicommerceihasibecomeicrucialiforifirmsithatiaimitoi 

betteriinfluenceicustomersiandileverageitheipoweriofitheirisocialilinks.itheyicategorizeithesei 

studies,ianalyzeikeyihypotheses,iandiidentifyirelevantiresearchimethodologies.iMoreicrucially, 

itheyidrawiuponitheistimulus–organism–responseiparadigmianditheifive-stageiconsumeridecision-

makingiprocessitoiproposeianiintegratediframeworkiforiunderstandingiconsumeribehavioriinithis 

ienvironment.ithey,ioutliningitheisocialicommerceiidea,iexhibitingiitsistate-of-the-iart,I 

andidefiningitheikeyicharacteristicsiinisocialicommerceidesign.iMoreicrucially,iainewiconceptuali

modeliforisocialicommerceitheidesignihasibeeniproposed,iwithitheiintentioniofideliveringiinsights 

iintoisocialicommerceianditheioveralliinteractionsiamongitheiplayers,itheicommunity,iandionlinei 

commerce.i 

  Theyifoundisignificantidrawbacksitoithisiresearchihowever.iForiexample,itheiriconceptual 

imodeliwasionlyiapplieditoitwoisocialicommerceiwebsites,iwhichihinderediusifromimakingitheiri 

conclusionsimoreiempiricallyimeaningful.iTheithirdiconstraintiinvolvesitheiidentificationiofi 

ecommerceiandiWebi2.0idesignifeaturesi(T.LiangiandiE.Turban,2011)iraisediaipointiofiSociali 

commerceiandiRelationshipiQualityiToiunderstanditheiuser’sisocialisharingiandisocialishopping 

iintentioniinisocialinetworkingiWebisites,itheyiconductediaistudyioniaipopularimicroblogitoi 

scrutinizeihowisocialivariablesisuchiasisocialisupportiandirelationshipiqualityiaffectitheiuser’s 

iintentioniofifutureiparticipationiinisocialicommerce.iTheifindingsirevealithatibothifactorsihaveia 

ivitaliinfluence.iSocialisupportiandiWebisiteiqualityistronglyiaffectitheiuser’sipropensityitoiutilizei 

socialicommerceianditoikeepiusingiaisocialinetworkingisite.iTheseiimpactsiareishownitoibe 
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imediatedibyitheinatureiofitheiinteractionibetweenitheiuserianditheionlineinetworkingisite,their 

ifindingsishowithati: 

1. socialisupport,iasimeasuredibyiinformationaliandiemotionalisupport,ihasiaisubstantialipositivei

influenceionibehavioraliintentionitoicontinueiusingitheiWebisiteianditheiintentionitoiundertakei

socialicommerce. 

2. socialisupportihasipositiveiimpactsionirelationshipiquality,iwhichitheniiniturniaffectsithei 

intentionitoikeepiusingitheiWebisiteianditheiintentionitoiconductisocialicommerce. 

3. WebisiteiqualityialsoihasipositiveiinfluenceionibehavioraliintentionitoicontinueiusingitheiWebi

siteiandiintentioniforistudyingisocialicommerce,ibutiitsiimpactisizeiisismallerithanithatiofisocial

isupport. 

4. Relationshipiqualityiplaysiaipartialimediatingiroleiiniboostingitheiplansitoikeepiusingiandithei 

intentioniforiconductingisocialicommerce. 

Theiresultsinotionlyihelpischolarsiinterpretiwhyisocialicommerceihasibecomeisuccessful, 

ibutialsoiaidipractitionersiinidevelopingibetterisocialicommerceistrategy. 

(PingiZhang,2014)ialsoitalksiaboutitheifutureiofisocialicommerceianditheievolutioniinithis   

isectoriiniparticulariandiprovideipossibleifutureidirectionsiforiresearchiandipracticei,iAiparadigm 

ithatiincludesipeople,imanagement,itechnology,iandiinformationicomponentsiisiutilizeditoigiveiai 

systematiciexaminationiofisocialicommerceidevelopment.iTheirireviewidemonstratesithatisincei 

2005,itheiyearitheisocialicommerceiwasiincepted,iassumptionsiandiunderstandingiofipeopleiini 

socialicommerceikeepimovingifromiaisimpleiandigeneraliviewiofihumanisocialinatureitoiairichi 

explorationiwithidifferentianglesifromisocialipsychology,isocialiheuristics,iculturaliheritage,iand 

ieconomicisituations.iOnitheimanagementidimension,ibusinessistrategiesiandimodelsiexpandifrom 

itheishort-tailitoilong-tailithinking,iwithicreatediideasisuchiasibrandedisocialinetworks 

/communities,ipresenceionitheisocialinetworks/communities,inicheibrands,ico-creating,iteam-

buying,iandimultichannelisocialinetworks.iTermsiofitechnology,iITiplatformsiandicapabilitiesifor 

isocialicommerceiexpandifromiblogs,itoisocialinetworkingisites,itoimediaisharingisites,ianditoi 

cellphones.iWhileiFacebookihasibecomeiaiprofit-generatingiplatform,idevelopingitheiideaiofi 

Ecommerce,iGoogleiandiTwitteribecomeiformidableirivalsiwithihugeipotentials.iInformationiini 

socialicommerceimovesifromipeer-generated,itoicommunity-generatedi(crowdsourcing), 
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itoibuyeriandimarketerico-created,ianditoiworldwideicrowdsourcediwhereihisiexaminationi 

identifiesimanyiconceptualizations,iterminologies,iattitudes,iandiperspectivesiregardingisociali 

commerceiandiitsilinkitoiotheriwell-knowniconceptsilikeiasie-commerce. 

Di.Tolstoy,ietialli(2021)ibelievesithatiTheiretailibusinessiisioneiwhereidigitalitransitioningi 

anditheirelevanceiofie-commerceiisiparticularlyiobvious.iInithisiindustry,idigitaliformsiofisetup 

,isuchiasibusinessiwebsites,iareimostlyireplacingiorisupplementingitraditionaliestablishments,isuchi

asistorefronts.iSelf-serviceioptions,iappealingionlineisalesiplatforms,iaccessibleipaymentioptions 

,iandispeedyiandilow-costideliveriesiareiamongitheinewidemandsithaticonsumersiareimaking.  

 iE-commerce,iwhichiisidescribediasi"theitradeiofiproductsioriservicesiviaicomputeri 

networks isuchi as itheiInternet,"ihasiundoubtedlyiopenediupinewiworldwideiinvestmenti 

opportunitiesiforiretailiSMEs.iManyiretailiSMEs,ionitheiotherihand,iareistilliconstrainedibyiailack 

iofiresources,iwhichimayilimititheiriabilityitoibenefitifromie-commerceisalesichannels. 

iAccordingitoiseveraliresearch,iSMEsilagibehindilargeribusinessesiwheniiticomesitoitheiadoptionia

ndiuseiofisophisticatedidigitalitechnologyiandie-commerce.i2017i(OrganizationiforiEconomic 

iCooperationiandiDevelopment).i 

Oneirationaleiisithatie-commerceinecessitatesiaisignificantireorganizationiofitraditionali 

businessimodelsiandiactivities.iAsiairesult,iolderiandimoreiestablishediSMEsimayiviewidigital 

itechnologyiinstallationitoibeicostly,itime-consuming,ianditechnicallyihard. 

iBecauseitheiretailibusinessiisifastibecomingiaidigitaliindustry,iresearchingihowiretailingiSMEs 

iuseie-commerceitoidevelopiabroadihasiailotiofilearningipotentiali,itheiBabyiCompanyiforiexample 

ihaditoimakeisignificantioriginaliinvestmentitoiestablishitheiwebsiteiandilogisticsirelateditoionline 

isalesiwheniitiventurediintoie-

commerceioniaiglobaliscale;iitiisiimportantitoinoteithatitheileveliofiincrementalityiandilowirisk-

acceptanceirecommendedieffectuationimodelsiiniregardsitoiinvestmentsiisinotiapplicableiinithisi 

caseibecauseitheicompanyicommittedifirmlyitoitheie-commerceistrategy.iTheiwebsite'sioriginali 

goaliwasitoiincreaseitotalirevenuesiandipromoteibetteripenetrationiintoikeyiareas.iHowever,ithei 

corporationididinoticompletelyiconsideriitsiconsumers'ibuyingipreferences,isuchiasitheifactithat 

iparentsiinimanyiareasistillipreferitoicheckioutithingsiiniphysicalistores,iincludingisuchibabyi 

carriers.iManagersialsoidiscoveredianotheriapproachitoigenerateivalueifromitheiwebsiteiwhileinot 

ifunctioningiasiaidirectisalesidriver.iTheiinvestmentihasipaidioffibecauseitheiwebsiteihasievolved 
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iintoiaipotentimarketingitool,iresultingiiniincreasedibrandirecognitioniandiproductiawareness,I 

suchiasithroughicustomeriparticipationiinicommunities.iTheicompanyiwasinotirequiredito 

iundertakeicostlyicross-marketicoordinationiofiinternetisalesiefforts,Iallowingiititoifocusion 

idevelopingiaiworldwideiconsistentiandiuniformibrand.iByibeingiableitoicloselyimonitorihowiits 

ibrandiisiutilizediandicommunicatedionline,itheicompanyihasibeeniableitoireduceitransactionali 

risksiinitheidistributionichain,itheipasticaseirevealsithatiCompanyishouldiusesiitsipresenceionline 

inotisoimuchiasiaipromptiforie-commerce,ibutialsoiasiaibrandingidevice,iinilineiwithiSarasvathy 

ietial'si(2014)findingsiintoihowientrepreneursicopeiwithiunpredictabilityiandicontingenciesiin 

imultinationalioperations.iBecauseitheilogisticiinfrastructureiofie-commerceiisimanagedibyipre-

existingiwholesalers,inoidivestituresiwereirequirediasiwelliasiitheiimportanceiofiformingi 

internationalie-commerceihasibecomeimoreiincrementaliandiriskiaverseiasitheiventureihasigrown; 

iitihasicapitalizedioniearlyiadversityibyimakingismall,ibuticontinuous,isubsequentiadjustmentsitoiits

iwebsiteitoibetteriresonateiwithicustomerineeds,iasiwelliasigainingimoreiknowledgeiabouticustomer

ibehavior. 

Whileiitiisiuncleariwhetheristrategicidecisionsiinvolvingitheie-commerceichanneliarei 

alwaysitheibestifromianieconomicistandpoint,itheiBabyiCompanyiplainlyidemonstratesithatithe 

icompetenciesibuiltiduringitheiprocessihaveiatitheiveryileastidrivenitheiendeavor.iTheicompanyihasi

discoveredithatileveragingitheionlineiasiaiplatformitoidelivericontentiaboutiparenting,I 

communicateitheibrand,iandidirecticustomersitoiphysicalilocationsicanisuccessfullyicomplementias

iwelliasiprovideisynergiesiwithiin-storeisales.iTheiempowereditoicreateiwell-informedichoicesi 

inithisiregardiisibasedioniexistingibusinessiencountersiandiexperiences. 

Alsoi(R.Mangiaracina,2019)imentionedisomeiimportantiexamplesiasifromiE-commercei 

asiCovisint,iaiB2Bimarketplaceiinitheiautomotiveisector,iandieBay,iwhichiisiprimarilyimeantitoibei

aicustomerimarketplaceienablingiC2CiandiB2Citransactions,ibutialsoisupportsiB2Bitransactions, 

iareitwoinotableiinstances.iTheseimarketplacesiconnectedibuyersiandisellers,ienabledithe 

iinterchangeiofiinformation,igoods,iservices,iandipayments,iandiservediasianiinstitutionali 

foundationiforimarketiactivities. 
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Theiacceptance,igovernance,idesign,isuccess,iandieconomiciimpactiofielectronicimarkets 

ihaveiallibeenistudiediinitheiliteratureiasiheinoticeithatirecentiresearchihasibegunitoistudyi 

performanceiusingivariousitheoreticalitechniques,iincludingiaistrategicicapabilityiapproachias 

ielectronicimarketsicanieliminateimanyiofitheicompetitiveiadvantagesiofilargeriorganizations, 

iallowingismalleribusinessesitoidiscoveridifferentimarkets,ienhanceicommunication,iandiidentify 

isuppliersiatiailowericost.iPreviousismallibusinessiresearchihasilookediatitheiadvantagesiandi 

disadvantagesiofiSMEiinvolvementiinielectronicimarkets,ifactorsithatiinfluenceiSMEs'ibuyer–

supplierirelationshipsiinimarketplaces,ianditheiacceptanceiandifailuresiofielectronicimarketsiby 

iSMEsiasiSME-

owneriinnovativeness,iREMiownershipistructure,iandidemocraticiaccountabilityithatiengendersi 

trustiandibuildsicriticalimassiwereifounditoibeisignificantifactorsiaffectingitheisuccessiofi 

government-supportediSME-

REMsiiniairesearchiofiregionaliINTERNATIONALiJOURNALiOFiELECTRONICiCOMMERCE

i163ielectronicimarketplacesi(REMs)iwasiusingitoiencourageitheiimplementationiofie-commerce 

ibyiSMEs.iTheirelevanceiofiinnovationiandigovernanceiwasialsoidiscoverediinianiinvestigationiof 

itheifailureiofinonperformingiB2Biexchangesitargetediatiallisizesiofifirms. 

Accordingitoi(R.Mangiaracina,2019)itheinumerousistudiesionielectronicimarketplacesiand 

iSMEsiisiextremelyilimited,ianditheimajorityiofithisiliteratureitendsitoifocusioniexchangesiandi 

efficiencyiinsteadiofiinformationisharing,iknowledgeisharing,iandisocialiinclusion,ialliofiwhichiarei

criticalifeaturesiofiSMEie-

commerceiplatforms,itheidevelopmentiofielectronicimarketsiforicompetitiveiedgeiandithe 

iutilizationiofiSMEsiasiserviceiprovidersiareitwoirecentistudiesithatilookiparticularlyiatiSMEsiand 

ielectronicimarketplaces,iinformationiexchangeiacrossiSMEsiisialsoiaddressediinitheiinterorganizat

ionalisystemi(IOS)iliterature. 

TheistudyiofiknowledgeiacquisitioniiniSMEsithroughiparticipationiinianionlineinetwork 

idiscoveredithatitrustiinionlineicommunitiesiisidrivenibyidemandiasiratherithanibeingipassiveiusersi

ofiinformation,ihisistudyifoundithatianionlineilearninginetworkioricommunityievolvedibetteriwheni

SMEsicouldiinteractiaccordingitoitheiriownitermsiwithitheiriinformationiprofessionalsiinianiactivei

communicationiprocess.iAnisignificanticonclusioniwasitheiestablishmentiofiai"digitalienterprise 

icommunity"ienabledibyioneiorimoreiintermediariesitoiformianie-cluster,iandithisiresearchi 
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projectedithatisuchicommunitiesiwouldiformiinitheiSMEisector.iOneiofitheibenefitsiofibeingiaiparti

ofiaicommunityiisithatiitiisineitherihierarchicalinorimarket-like,iandiitiblendsicharacteristicsi 

oficompetitioniandicollaborationi,Asiairesult,iSMEsifinditheinetworkingiopportunitiesiprovidedibyi

theicommunityiappealingi,Becauseiknowledgeiisiscatterediacrossinumerousicompanies,iandifirms 

iseeianiincreasingineeditoiworkiwithiotherifirms,itheidemandiforiinformationiexchangeiisicommoni

"Anie-businessiapplication,ipushedibyiaitrustedithirdiparty,ithatiengagesiaiconsiderablei 

numberiofiSMEsibyiaddressingiaikeyisharedibusinessiconcerniinsideianiaggregate,"iaccordingito 

itheiauthorsiofiaistudyioninewiformsiofiSMEsicollaboration.i 

(BrowniandiLockett'siresearch,2006)iisiimportantibecauseiitishowsitheidigitalidivideithati 

existsibetweenimajoricorporationsiandismallibusinesses,iasievidencedibyitheiwidelyidisparateilevel

siofie-businessiadoption.iTheievaluationiofitheseinetworksiasiainewitypeiofiIOS 

iasiwelliasiainewibusinessimodeliisiaimajoriadditioniofiLockettiandiBrown'siwork.iIniotheriwords, 

itheyirecognizeiandiregardiemergingidigitaliplatformsiforiSMEsiasibusinessimodels. 

(R.NadarajaiandiR.iYazdanifard,2013)imentionedisomeiofidisadvantagesifromihisi 

prospectiveiwhereiheiconsidersithatisocialimediaihasigrownipervasiveiandimosticrucialiforisocial 

inetworking,icontentisharingiandiinternetiaccessing.iDueitoiitsidependability,iconsistencyiandi 

immediateiqualities,isocialimediaicreatesiaiwideplaceiforienterprisesisuchiasiinternetimarketing. 

iMarketingiwhichihappensithroughisocialimediaiisireferreditoiasisocialimediaimarketing.iSocial 

imediaimarketingihasimadeifeasibleiforifirmsitoicontactitargetedicustomersieasily,ieffectivelyiandi 

instantaneously.iApartifromithat,isocialimediaimarketingialsoiconfrontsinumerousiproblemsiinithei

areaiforiexampleiTheionlineienvironmenticreatesinotionlyiopportunities,ibutialsoicomplications 

iandichallengesiforitheisocial media . 

Mediaimarketingiprocess.iTheitransparencyiofitheiwebimakesionlineiinformationiavailableito

ialliaudiences,iandireinforcesitheineediforiconsistencyiinitheiplanning,idesign,iimplementationiandi

controliofionlineimarketingicommunicationiwhereiThereiareifiveimainidisadvantagesineeditoibei 

consideredionisocialimediaimarketing,iwhichiare:i 
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1. Timeiintensivei:isocialimediaimarketingirequiresiaisignificantitimeiinvestmentiwhere 

icorporationimusticomprehenditheirequireditimeicommitmentiandieitheriacceptiorirejectithat 

iobligation. 

2. TrademarkiandiCopyrightiIssuesi:iCompaniesishouldimonitoritheiriownisocialimediaioutletsias

iwelliasithird-partyisocialimediaiplatformsitoiguaranteeithatipersonsisupplyingi contenti 

throughitheimediaioutletsiareinotiexploitingitheiriintellectualipropertyiwhereisomeiIssuesi 

couldiappearithatiisirelateditoiTrademarkiandiCopyrightiIssuesiandicouldiaffecti user-

experience. 

3. Trust,iPrivacyiandiSecurityiIssuesi:iprivacyiissuesihaveileditoiaipublicirelationsifiascoiforisome

ilargeisocialimediaicampaignsileadingiiniconsiderableibrandiimageidamageiwhichicouldiaffecti

theiwholeiorganization. 

4. User-GeneratediContenti(UGC)i:UGCiallowsiInternetiusersitoileaveicommentsi 

iniaivarietyiofiformats,iincludingiphotos,ivideos,ipodcasts,iratings,ireviews,iarticles,iandiblogs;

ihowever,icertainiprecautionsimustibeitakenitoireduceilegalirisksiinvolvediinimarketingi 

campaignsithatiencompassitheidisseminationiofiuser-generatedicontentiviaisocialimedia. 

5. NegativeiFeedbacksii:iNegativeipostireactionsiareioneifeatureiofisocialinetworkingithatiisi 

extremelyidetrimentalitoimarketingiinitiatives.iUnhappyicustomersioriindustryirivalsimayi 

uploadiinsultingioriabusiveiimages,iposts,iorivideos,iandithereiisinothingiaimarketericouldido 

itoipreventithisifromihappening. 

(N.GAJJAR,2013)iTalkiaboutiotheriprospectiveiwhereiheitalkiabouticonsumeribehaviori 

whereiAimarketingiviewpointiisiabouticonvincingiaicustomeribecauseitheyiwantiyourigoods,ieven 

iifitheyidon'tiatifirst.iAsiairesult,imarketersimustiunderstandihowicustomersireactiwhenitheyihavei 

beeniexposeditoicertainiadvertisingistrategiesiandimessages.iAsianiexample:iConsumeribehaviorali

theories,isuchiasitheistagesiofiinnovationidiffusion,iareiimportantiforimarketersibecauseitheyihelpi 

usiunderstandihowivariousimarketigroupsiwithivariedibuyingiandithinkingiqualitiesideterminei 

whetheriorinotitoiacquireiaiproduct.iHisistudyioficustomeribehavioriisicenteredioniconsumeri 

purchasingibehavior,iwithitheiclientihavingithreeiseparateiroles:iuser,ipayer,iandibuyer.i 

Consumeribehavioriisidifficultitoiforecast,iaccordingitoiresearch,ieveniforispecialistsiinithei 

industry.i"Customers"iplayiaikeyiroleisinceitheyiareitheiindividualsiwhoiultimatelyiBUYithei 

organization'siproductsiandiservices,ianditheicompanyiisiconstantlyionitheimoveitoigetithemitoibuyi

soithatiitimayigainiincome.iIt'sicriticalifromibothiperspectives. 
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Butiheiconcludeithatithereiareisomeivariablesithatihaveibeeniidentifiediasitheimostiimportanti

generaliinfluencesioniConsumeriBehavioriasifollowingi: 

1. ExternaliEnvironmentaliVariablesiInfluencingiBehavior:iTheseiareitheielementsicontrolled  

ibyiexternalisurroundings,isuchiasitheifollowing,ithaticonstituteitheifoundationiofiexternali 

effectsioveriaicustomer'sithinking. 

2. SocialiClassiandiSocialiGroup. 

3. CultureiandiSubculture. 

4. FamilyiandiInter-PersonaliInfluences. 

5. OtheriInfluences:i(whichiareinoticategorizedibyianyiofitheiaboveisix,ilikeigeographical,I 

political,ieconomic,ireligiousienvironment,ietc.). 

(RemiiTrudel,2018)iwithiaitopiciofiSustainableiconsumeribehavioriheirepresentiatiasi 

behaviorithatitriesitoimeeticurrentineedsiwhileialsoibenefittingiorireducingienvironmentalieffect.iiiii

Furthermore,icomprehendingisustainableiconsumeribehavioriisicriticaliforianyiparadigmichanges  

iinihowisocietyiaddressesienvironmentaliissues.isynthesizingiandiarrangingistudiesioverithe 

ipreviousi20iyears,iandiinvestigatingitheipsychologicalifactorsiofilong-termicustomeribehaviori. 

Theifollowingifouriareasiofiscientificiinvestigationihaveidominatedistudyiagendas:i(a)icognit

iveiobstacles,i(b)itheiself,i(c)isocialiimpact,iandi(d)iproductiattributesiconcludingithatiunderstandin

giconsumeridecision-makingiisialsoiessentialiforienablingiconsumersitoiactiinimorei 

environmentallyifriendlyiways.iInsightsigainedifromiresearchiintoisustainableiconsumeribehaviori  

areicriticaliforigreenistrategyiatibothitheigovernmentipolicyiandicorporateilevels.iItiisicriticalithati 

policymakersiandiorganizationsicommitteditoisustainabilityiunderstandihowiandiwhyipeopleimakei

decisions,iconsume,ipreserve,iandidisposeiofithingsithatihaveianiimpactionitheienvironment. 

NotitoimentioneditheiCovidi19ipandemiciwhereisomeiresearchesiconnectediitiwithiconsumeribeha

vioriwherei(J.iSheth,2020)imentionedithatiTheiCOVID-19iepidemic,iasiwelliasithei lockdowniandi 

socialiseparationilaws,ihaveiimpactediconsumeripurchasingiandishoppingibehaviors.iConsumers 

iareilearningitoiadaptiandiforminewihabits.iForiexample,iifiaicustomeriisiunableitoitravelitoitheistore

,itheibusinessiwillicomeitoithem.iWhileicustomersireturnitoipreviousihabits,iitiisiprobableithatitheyi

willibeialteredibyinewirulesiandiprocessesiinitheiwayitheyishopiforiandipurchaseigoodsiandiservices

.iTechnologyiadvancements,ishiftingidemographics,iandiinventiveiwaysiconsumersihaveilearntitoi
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dealiwithitheiblurringiofiwork,ileisure,iandieducationibarriersiwilliallicontributeitoitheiemergencei 

ofinewihabitsilikeipublicipolicy.iJustiasiweiareiaccustomeditoisecurityichecksiatitheiairports 

iafteri9/11,ithereiwillibeiextraiscreeningiandiboardingiprocessesiincludingicheckingitheitemperature

,itestingiforitheipresenceiofitheivirusiandiboardingitheiaircraft.iAlliairlineicompaniesiareinow  

iintroducinginewiprocessesiforiboardingiandidisembarkingicustomersiasiwelliasidiningiservices.i 

Asidiscussediearlier,ipublicipolicyitoidiscourageioripromoteiconsumptioniisihighlyicrucialitoi 

influenceifutureiconsumptions.i(N.iAroraietiall,2020)ialsoitalkediabouticonsumeribehavioriis 

ichangingiamidiCOVID-19iwhereiit’simeasurediaffectioniofiCovid-19i oniinifiveikeyiways,I somei 

of iwhichiwillihaveiailastingiimpacti: 

Shiftitoivalueiandinecessities 

Manyiconsumersiinternationallyiareicontinuingitoiseeitheirisalariesishrinkiandihopeiiniani 

economicirecoveryihasn’tiseeniairevivaliConsumersiareimoreiwatchfuliofitheirispendingiand 

itradingidown,iasitheyianticipateiCOVID-19’sieffectitoiendureifour-

plusimonthsiConsumersiaimitoimoveitheirispendingimostlyitoibasics,isuchiasishoppingiandihome 

isupplies,iandicutidownionidiscretionaryiareas. 

Flightitoidigitaliandiomnichannel 

Mosticategoriesihaveiwitnessedimoreithani10ipercentiincreaseiinitheirionlineicustomeribase 

iduringitheipandemiciandimanyicustomersiindicateitheyiexpectitoicontinueibuyingionlineieveniafter

ibrick-and-mortarishopsireopen,iInicountriesithatihadistrongionlineiconversioniratesibeforeithei 

pandemici (e.g.,iUKianditheiUS),ie-commerceicontinuesitoiexpandiacrossiallicategories. 

Shockitoiloyaltyi 

Forispecificiitemsiandibrands,iCOVID-19icreatedisupply-chainidisruptions,ienabling 

icustomersiwhoicouldn’tilocateitheiridesirediproductiatitheiripreferrediretaileritoimodifyitheir 

ibuyingibehavior,iincludingitryinginewibrandsiandiplacesiAcrossitheiworld,ivalueiwasitheimajor 

iincentiveiforicustomersiexploringiainewibrandiorilocationitoibuy. 
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Healthiandi“caring”ieconomy 

Acrossinations,ipollirespondentsiindicateitheyipurchaseimoreifromifirmsithatihaveihealthy 

iandisanitaryipackagingiandicareiforitheiristaffiTheimeasuresithaticorporationsitakeiduringithisi 

epidemiciareilikelyitoibeirememberediforitheilong-term. 

Homebodyieconomy 

Inimostinations,imoreithani70ipercentioficonsumersidon’tiyetifeelisecureiresumingitheiri“ 

normal”iout-of-homeiactivitiesiWhileimanyicustomersiintenditoigoioutiforigroceryishoppingi 

andisocializingi withifriends,itheyiareikeepingiawayifromitraveliandicrowdedilocations. 

(K.Akram,2020)irelatediconsumeribehavioritoiIslamiciprospectiveiwhichiisiimportantitoiouri

studyiwhichitokeiplaceiiniIslamicicountry,iAkramistatedithatiAiconsumeriwhoioptimizesiutilityi 

actsiamongifouridimensions:imoderation,iexcess,iwaste,iandiniggardliness.iTheseiparametersi 

acquireivariousiconnotationsiinieachisocioeconomicistratum.iAicomplicatediissueiisitheicontextiofi

consumingiwhichimightibeiprivate,isocietal,ioripublic.iForieachisocialistratumiandiforieachicontext,

itheseidimensionsihaveivariousimeanings. 

iTheistudyiadvocatesiadoptingitheitechniqueiofibehavioralieconomicsiforiidentifyingitheiaspe

ctsioficonsumption.iItielaboratesitheinotioniofimarginalitendencyitoiconsumeiintoifouriproclivities:i

marginalitendencyitoimoderation,iextravagance,iwaste,iandiniggardliness.Thatidemandsire-

definingitheiruleiofidemand,iresultingitoi4icurvesiratherithanitheioneigenerallyiseeniinitheieconomic

itextbooksiwhereitheiarticleielaboratesitheinotioniofimarginalipropensityitoiconsume,iwhichiisithei 

foundationiforidefiningiconsumptioniinianyicultureithatishowsiit’sirelationitoitheisupplieribehavior. 

(A,DiiCrosta,etiall(2021)).iAlsoidiscussediPsychologicalifactorsithatiaffectsiconsumeri 

behavioriduringitheiCOVID-19ipandemiciwhereivariousinationaligovernmentsiimposedifulli 

oripartialilockdownsiforitheidurationiofitheivirus'sitransmission.iAlthoughitheseirigorous 

iprecautionsihaveishownitoibeieffectiveiinipreventingitheivirusifromispreadingifurther,itheyihave 

ihadiaisignificantiimpactionitheiglobalieconomicisystem,icausingianiunprecedentedishockitoi 

economiesiandilaborimarkets.iInifact,itheiCOVID-19ipandemiciisifarimoreithanimerelyiaihealthi 

catastrophe,isinceiitihasihadiaisignificantiimpactionisocietyiandieconomy.iMoreithanianyiother 

idisturbanceiinithisidecade,itheiCOVID-19ipandemicihasiimpacteditheiwayiweiwork,icommunicate 
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,iandishop.iThisisevereicircumstanceihasiprofoundlyichangediconsumeriattitudesiandihabits,iasi 

evidencedibyiaireviewiofieconomicistatisticsionisales.iTheipropagationiofitheiCOVID-19ipandemic 

,iaccordingitoiaiNielseniCompanyistudy,iresultediiniaiworldwideiapparentichangeiinilevelsiofi 

spendingirelateditoiconsumeribehavior.iIniparticular,ithereihasibeenianiincreasingitrendiinithei 

saleiofinecessities:icustomeriprioritiesihaveishifteditoitheimostifundamentalineeds,isuchiasifood, 

ihygiene,iandicleaningiitems.iThroughoutitheiepidemic,iconsumerishoppingichoicesiiniItalyihavei 

shifted.iWheniCOVID-19ifirstisweptioveriEurope,iItalyiwasitheifirsticountryitoiexperienceiiti 

(betweeniMarchiandiAprili2020).iConsumptionipatternsitendeditoibeiobsessiveiiniitsipursuitiofi 

importantigoods,iparticularlyithoseirelateditoicombatingitheiinfection,isuchiasiprotectiveigadgets 

iandisanitizingigel.iTheipandemicialterediconsumeribehavior,iresultingiinilowerisalesiforisomei 

marketisegmentsi(e.g.,iclothing)iandihigherisalesiforiothersi(e.g.,ientertainmentiproducts).i 

Furthermore,iresearchihasishownithatirisingiunemploymentiandilifestyleiuncertaintyiexperienced 

ibyiItalianiworkersiduringitheiepidemicihadiainegativeiimpactionitheiripurchasingibehavior. 

(A,DiiCrosta,etiall(2021))ibelievesithatiiitishouldicomeiasinoisurpriseiiniaisuchiaidireiscenario

,itheineeditoipurchaseiessentialsitakesiprecedence.iHowever,ilittleiattentionihasibeenipaiditoithei 

researchiofiantecedentipsychologicalielements,isuchiasiattitudes,ifeelings,iandiactions,ithati 

underpinichangesiiniconsumeribehavioriduringitheiCOVID-19iepidemic.iUnderstandingi 

theipsychologicaliaspectsithatiinfluenceiconsumeribehavioriandiproductichoices,ionitheiotherihand,

icanibeicriticaliforitwoireasons.iFirst,isuchiresearchicanihelpiusibetteriunderstanditheiunderlying 

icausesiofichangingiconsumeripreferencesiinitheiunusualiCOVID-

19ienvironment.iSecond,itheifindingsicouldiaiditheidevelopmentiofinovelimarketingitacticsithati 

takeipsychologicalivariablesiintoiaccountiiniorderitoimatchiactualiconsumeridemandsiandifeelings.i

Onitheioneihand,ibusinessesimayiuseithisiinformationitoiboostisalesiduringitheiCOVID-

19ipandemic.iFurthermore,icomprehendingitheseidemandsiandifeelingsimayibeicriticalitoiimprovin

githeimarket'sipreparednessiforifutureipandemicsiandicalamities.iConsumers,ionitheiotherihand, 

icouldibenefitifromithisinewimarket'sirecognizingiandirespondingitoitheiritrueineedsiandifeelings.i 

Asiairesult,iinitheieventiofiaifutureiemergency,ifactorsiincludingisuchiworryiandiaiperceivedi 

shortageioficriticaliitemsimayibeiminimized,iwhileiconsumeriwell-beingiandipositiveiself-esteem 

imayibeienhanced.iFurthermore,ithereiareitwoimajoricomponentsiofitheicurrentistudyithatiare 

iinnovative.iFirst,ipastiresearchihasishownithatidifferenticrisesihaveivariedieffectsionipeople's 
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ipropensityitoiacquireineedsiandinon-necessitiesiproducts.iiHeiperformediainationwideisurveyi 

ofitheiItalianipopulationitoiinvestigateicustomeribehavioriduringitheiCOVID-19ipandemic 

ilockdown.iBecauseitheiCOVID-19iemergencyihasistresseditheiutilityiofiessentialicommoditiesi 

(e.g.ifood,imedications,ietc.)iagainstinon-essentialigoodsi (e.g.iluxuryithingsisuchiasiclothingiandi 

accessories)i,iheidividediproductsiintoinecessitiesiandinon-necessitiesiiniouristudy.i 

Changesiiniexpenditureilevelsi(necessitiesivs.inon-necessities)ihaveialsoibeenievaluateditoi 

corroborateiCOVID-19'siimpactionipeople'sispending. 

iFurthermore,iheitrieditoidefineitheirelationshipiamongichangingiconsumeripreferencesiandichange

siinispendingilevels.iFinally,iheiconcentratedionitheipsychologicalivariablesithatiinfluencei 

consumeribehavioritowardsitoitheitargetiproducts.iHeiexpecteditoiseeianiincreaseiinipurchases, 

iwithiaimoreiobviousiincreaseiiniessentialiproducts,ibasedionitheiliteratureiasiheilookediintoithei 

moodistatesiandiaffectiveiresponsesitoitheicrisis,iperceivedieconomicistability,iself-justificationi 

foripurchasing,iandipersonalicharacteristicsitoiseeiifithereiwereianyibasesitoiconsumeribehavior. 

iAlliofitheseicriteriaihaveibeenilinkeditoiconsumeribehavioriiniprioristudies,ibutitoiouriknowledge,i

noistudyihasitakenithemialliintoiaccountiatitheisameitime.iAsiairesult,iheiusedianiintegratedistrategyi

toiinvestigateitheicontributioniofivariousipsychologicalielementsibyitakingiintoiaccountitheiri 

mutualiinfluenceiinithisistudy.iHeitheorizedithatiduringitheiCOVID-19iepidemic, 

ibasedionitheiempiricalievidenceianditheoreticaliaccountsidescribediabove: 

 ChangesiiniconsumeribehavioriwouldibeiexplainedibyihigherilevelsiofianxietyiandiCOVID-

relatedifear,iwhichiwouldiincreaseitheidesireiforipurchasingineeds. 

 Increasedistressilevelsiwouldicauseiconsumersitoipreserveimoneyior,ionitheiotherihand,I 

wouldienhanceiaineeditoispendimoneyionineedsi(i.e.,iutilitarianishopping). 

 Higherilevelsiofimelancholyistateiareilinkeditoiaigreateridesireitoipurchaseibothineedsiandi 

non-necessities. 

 Aistrongerineediforipurchase,iespeciallyiforinon-essentials,iwouldibeiconnectedi 

withigreateriuseiofiself-justificationitactics. 

 Anigrowthiinitheineediforibothineedsinecessitiesiandinon-necessitiesiisilinkeditoiaihigher 

iperceptioniofieconomicistability. 

(Rahmanovietialli,i2021)ialsoidiscussediconsumeribehavioriinidigitalieraiinilightioficovidi19i

whereihisipaper'simajoripurposeiisitoiinvestigateitheidifferencesithatihaveibegunitoiinfluencei 
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consumeribehavioriinsideitheidigitalieraisinceitheiintroductioniofiCOVIDi19.iTheievents 

isurroundingitheiepidemic,iwhichiresultediiniincreasedisocialidistanceianditotalilockdown,I 

surelyihaveianiimpactioninotionlyitheieconomicistatusiofiterritoryiandicountriesiinigeneral,ibutialsoi

oniindividualibehavior.iAsiairesultiofitheicurrentiscenario,imoreiandimoreiconsumersiareibeing  

ipusheditoimeetitheiridemandsithroughidigitalitechnologies,iandithisiprocessihasicertainiuniquei 

characteristics.iTheiresultsiofianianalyticaliandicomparativeianalysisiofichangingiconsumeri 

preferencesiinitheidigitalispaceisinceitheipandemic'sicommencementiareipresentediinithisiarticle. 

iTrendsiinicustomeridemandsiinitheiresearchicategoriesiwereiinvestigatediusingiGoogleiTrends. 

iTheipracticalistudyiwasibasedionianiexaminationiofichangesiiniconsumeribehavioriandiinterestsiini

theidirectioniofitourismiandirecreation,iwithidataifromianiAzerbaijaniicitizenisociologicalisurveyi 

useditoiinvestigateitheipossibleiinfluenceiofiCOVID-19ionitheitourismisector. 

iAiteamiofiacademicsifromitheiUniversityiofiNorthamptoni(UK),itheiNationaliInstituteiofiGeophysi

cs,iGeodesyiandiGeographyi–iBulgarianiAcademyiofiSciences,ianditheiUniversityiofiNational 

iandiWorldiEconomyiconducteditheisurveyifromiAprili13itoi21,i2020.i(Bulgaria).iAccordingitoithei

study'sifindings,inewichallengesitoitheidevelopmentiofimarketingiinitheidigitalienvironmentihave 

iemerged,iincluding:idigitalitoolsihaveiexperiencedirapidiandiunpredictableidevelopmentisinceithei

COVID-19ipandemic,iandiremainiinihighidemandieveniafterirestrictiveimeasuresihaveibeenieased; 

ientrepreneurshipiwasinotipreparediforisuchirapiditransformation;iandiafteritheifirstiinteractionsiin 

itheidigitaliworld,itheiconsumerihasiaistableiexperienceiofiinteractioniwithitheibrand.i 

Basedionitheifindings,ianialgorithmiforidevelopingiconsumeriinteractionsiandicreatingitrust 

iinitheidigitaliworldiisideveloped.iTheifindingsiofihisiresearchimightibeiuseditoihelpirepresentatives

ifromivariousilevelsiofitheibusinessistructuresiandigovernmentsiachieveitheirimarketingiobjectives.i 

Alsoioneiofitheimostiimportantiarticlesiisithationeithatiwasititledibyi(A.Salmani&iM.Sahi, 

2017)ithatiaimsitoiUnderstandingiConsumeriBehavioriiniE-shoppingiiniArabiregioni-Iraq-

i(A.Salmani&iM.Sahi,2017)iBelievesithatiE-shoppingigivesiaiperfectiillustrationiofithei 

commercialirevolution.iElectroniciCommerceihasimadeilifeieasieriandimoreiinventiveiforiaiperson.

iConsumeriBehavioriviaie-shoppingivariesifromitheispotimarket.ihisipaper'sipurpose 

iwasitoievaluateitheiconsumeribehavioriinielectronicishoppingiandiinvestigatesitheiaspectsiwhich 

iimpacticonsumers'ibehavioriinie-commerceiatiIraqiwhereiAlliconsumershaveitheiriparticular 

idemandsiandirequirementsiforiservicesiandiitemsithatiIt'sinecessaryiforiallieretailersitoirecognize 
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iandiunderstandiinitheirishoppers.iTheiIssueiisithatitheigreatimajorityiofitheion-lineivendors 

inormallyidon'tireallyiknowiasimuchiaboutitheiculturaliandisociologicalistandardsiconcerningiIraqia

ndiIraqiicustomeribehavior.iWhereicustomeribehavioridependsioniperceptions,iitsiincome 

idistribution,iage,ilanguage,ieconomicicomponent,ieducation,iandiothericharacteristicsi,itakingiinto

iconsiderationiKeyifactorsiinfluencingitheiconsumeritoishopionline: 

1-Webisearchiengine 

Sinceisearchienginesilargelyihelpiusers’ijudgmentitoirankisites,ielectronicimerchantsimusti 

guaranteeiwebsiteiqualityiwillimeetiandifulfillitheiindividualisearchiengine’sineeds. 

2-Convenience 

TheiconvenienceiaspectistatesithatiitiisisimpleitoisearchioriexploreitheiinformationithroughiIn

ternetiisieasierithaniconventionalishoppingiwhereiOnlineiconsumersipossessivariousiadvantagesiini

termsioficonvenience,iforiinstance,iflexibility,ilessitime-consuming,iveryilittleiphysicalieffort. 

3-Price 

Priceiwasiaimajoriissueiforicustomers,ioniE-shopping. 

 

4-Time-saving 

E-shoppingiconservesitimeiadditionallyiiticanidecreaseitheitimeinecessaryitoivisititheistorei 

butiasiitidemandsisomeitimeitoiacquireiitemsidelivery,iNevertheless,itheitimesavingiproblemimighti

beiidentifiediviaidimensions. 

5-Security 

SecurityiisiamongitheifeaturesiwhichiinhibitsibuyingiasitheyisayithatiThere'siaiHighiNumberi

oficonsumersiwhoidoiNotiDesireitoipurchaseionlineiDueitoiTheiriworryiwithitheiSafetyiofithei 

information. 
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6-Websiteidesign 

iWebisiteicustomeriservice,iwebisiteiprivacyi-

isecurityiandiwebisiteireliability/fulfillmentiareiessentialiqualitiesithatiimpactitheiunderstandingiofi

userioritheibuyeriofionlineipurchasing. 

7-Non-deliveryirisk 

Possibilityilossiofideliveryiisiwhenigoodsiareidamagedioridestroyediandicauseiworryiin 

ibuyersithatitheyiwouldinotiacquireitheiricommoditiesionitheispecifieditimeiframeithatitheibusinessi

statedi. 

iTheistudyitopiciinihisiworkiisitheimannerithaticustomersirespondihisiquestionnaireiaboutie-

shoppingiandidemonstrateithatitheimajorityiofiIraqis’iareinotiperformingie-shoppingiwithi47% 

,iconsequently,iit'sievidentithatitheitrendiofie-shoppingiwasn'tiveryiwellirecognizediinitheiIraqii 

economyiasilargelyiandiwholeifolks,igenerallyivisititheistoreibeforeie-shopping. 

Alsoi(A.iSultanietialli,2018)i.talkediaboutiTechnologicalifactorsiandie-commerceiadoption 

iamongismallimediumienterprisesiiniIraqiwhereiheiSeesithatiOrganizationsigainisignificantlyifrom 

itheiriinvestmentiinie-commerceitechnology,idespiteisomeiresearchiclaimingithatie-Commerce 

itechnologiesihaveilittleiadvantageiforiSmalliandiMediumiEnterprisesi(SMEs)iinidevelopingi 

nations.iFurthermore,idespiteitheifactithatie-businessiisilikelyitoihaveifar-reachingiimplications 

iforitheiglobalimarket. 

thereiisiailackiofiresearchithatihasiexploredie-businessigrowthiinitheiGulfiregion,I 

iniwhichiheibelievesithatiempiricalistudiesiintoie-commerceiproblemsiareistilliinitheiriinfancy 

iamongiSmalliMediumiEnterpriseiinimanufacturingiinidevelopingicountries,iparticularlyiiniArab 

istates.iAccordingitoitheiIraqiiMinistryiofiPlanningianditheiNationaliInvestmentiCommissioni-

iIraqiNICI,isluggishiadoptioniofitechnologyiamongiIraqiiSMEsileadsitoilessisuccessfulibusiness  

ipractices.iAsiairesult,itheiIraqiigovernmentiencouragesiIraqiiSMEsitoiuseitheiInternetitoiobtainia 

icompetitiveiedgeiandienhanceicompanyioperations.iAccordingitoiai2016isurveyiissuedibyitheiIraqi

iMinistryiofiPlanning,i80ipercentiofiSMEsihadiInternetiaccessibutihadinotiyetiimplementedie-

commerce.iTheitechnicalibackgroundiforiSMEs'iadoptioniofitechnologyiiniIraqiemphasizesithe 

imanyitechnologicalivariablesithatiimpactiadoption.iTheiadoptioniprocessiisilikelyitoibeiinfluencedi
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byitechnicalivariablesisuchiasitheirelativeiadvantageithatitheicompanyiwilligetiviaiadoption,I 

compatibility,iandiintricacyiofitheinecessaryitechnologyiwithitheiricurrentibusinessisystemsiwhichi

weicontributeitoiencouragesipolicymakersiinitheiIraqiigovernmentitoiinformismalliandimedium-

sizedibusinessesiaboutitheicompetitiveiadvantageigainediviaie-commerceiadoptionianditheicreation 

iofinewiprojectsiTheyishouldialsoibeifinanciallyisupportediandigiveniimprovediinfrastructure. 

(E.iHarash,2014)ialsoidiscussiSMEsiiniIraqibutiinifinancialiPOViwhereihisistudyiwasi 

undertakenitoiidentifyitheikeyiissuesiconfrontingismalliandimedium-sizedienterprisesi(SMEs) 

iiniIraqiinitheiriquestiforifinanceitoiundertakeivariousiactivities,ibeiitioverallibusinessiactivitiesior 

ihavingitoicarryioutiexpansioniprojects,ialliinitheinameiofifulfillingitheiobjectivesiofibeing 

isuccessfulientrepreneursiandicontributingitoipovertyireduction.iThereiareifinancialicompanies 

ieageritoiofferifinancingitoismalliandimedium-sizedifirmsi(SMEs),ibutiIraqiiSMEsiareiunableitoi 

fulfillitheseifinancialiinstitutions'istandards.iOneiofitheimostiimportantiofitheseicriteriaiisitheiprovis

ionioficollateral,iwhichimostismalliandimedium-sizedibusinessesi(SMEs)icannotioffer,ISmalli 

businessesihaveifarigreateriratesiofiemploymentidevelopment,ibutitheyiareialsoimoreiproneitoifail 

ioristayistagnantiowingitoifinancialiandiinstitutionalirestrictions.iTheiimportanceiofitheiSMEs 

isectoriisiacknowledgediinieconomiesiacrossitheiglobe,iregardlessiofitheieconomy'sileveliofigrowth

.iTheicontributionitoigrowth,ijobicreation,iandisocialiadvancementiisihighlyiappreciated,iandiSMEs

iareiseeniasiaikeyicomponentiiniaiwinningiformulaiforiattainingieconomicigrowth,iwhichiisicruciali 

toiexamineiiniouriresearch. 

(A.iAlhamzah,i&iE.Bilali,2019)ialsoipointedisomeicasesiforiSMEsiiniIraqifromifinanciali 

prospectiveibyiRelyingioniaimodeliforiorganizationalicontextiinsideiworkigroupsiandiaijobiperspect

iveiforisociallyiresponsibleibehaviors,itheyidevelopedianditestediaimodeliforismalliandimediumi 

enterpriseisuccessiinitheiworkplaceithatiexplainsisomeiofitheifactorsithaticontributeitoitheisuccess 

iofismalliandimediumiinstitutions.iTheisampleiconsistediofi217iemployeesifromismalliandimedium

-sizedibusinessesiiniIraq. 

iItiwasidiscoveredithatiintellectualicapitaliintegrationiandiintentionalijunioriauditees'iturnoveriwerei

relateditoismalliandimediumicompanyisuccessiwithinitheiworkiplaceiforicompanyimembers;I 

additionally,ithereihadibeeniaiclearilinkiamongiaccountants'iturnoveriandiintellectualicapitali 

integrationiandismalliandimediumicompanyisuccess,iasiwelliasianiindirectiinfluenceimediatediby  

itheifinancialiknowledgeimanagementisystemiwithiniworkigroups,ialliofitheseifinancialianalysisi 
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giveiusiaicleariviewiregardingitheiindustryiiniIraqiandimakeiusireadyitoiimplementitheibestitools 

iregardingigiveniinformation’s. 

(H.iAl-LamyietiAll,2019)ialsoitalkediaboutiITiinfrastructureiandiSMEsiiniIraqiasiheibelieves 

ithatiInithei4.0iindustry,iinformationitechnologyihasiemergediasiaisignificantidevelopmenti 

innovationithatitransformsitheiproductioniandimanagementiprocesses,idecreasesihumanieffort,iandi

increasesitheieffectivenessiofiorganizations.iTheipurposeiofithisiresearchiisitoidiscoverithe 

ieffectiveiinformationitechnologyielementsithatiareiconnectediwithitheiperformanceiofismalliand 

imedium-sizedibusinessesiiniIraq.iAisurveyiwasisentitoi162iSMEs,ianditheidataiwasianalyzed 

iusingimultipleiregression.iHisistudy'sifindingsiemphasizeithatiITiinfrastructurei(ITiconnection, 

imodularity,iandipersonalization)ihasiaifavorableiinfluenceionicompanyiperformance,iparticularly 

iinitermsiofipreparednessiforiIRi4.0iwhereiAccordingitoitheifindingsiofihisistudy.i 

Informationitechnologyiinfrastructureihasiaicrucialiroleiiniincreasingibusinessiperformance,i

particularlyiforiSMEsiinilessidevelopedinationsiwhereitheiliteratureiisistilliscarce.iMoreicrucially, 

iitiwasicarriedioutiininationsiwithivolatileienvironments,isuchiasiIraq.iThisiadditioniwilliprovide 

ifreshievidenceiandibroadenitheiscopeiofiresource-basediperspectiveitheory.i 

Furthermore,ithisistudyishouldihelpiIraq'sieconomicipolicy.iItiwillibeiaivaluableiguideionihowito  

iimproveitheiperformanceiofiSMEs,iwhichiwillihaveiaigoodiinfluenceionitheicountry'sieconomy. 

iThisienablesiSMEsitoistrengthenitheiricompetivenessiinitheimicroiandimacroimarkets,iparticularlyi

inilightiofitheiadventiofiglobalizationiandifasticompetitionigrowth.i 

Throughiinformationitechnology,iSMEsimayiovercomeiphysicalicontact,iincreaseiservice 

iquality,iandisaveicosts.iThisiallowsibusinessesitoigainiaicompetitiveiedge. 

Alsoi(T.AdisorniandiL.iLasantitham,2021)iDescribesiwhatiisiconsumeribehaviorinowadaysi

whereitheimajorityioficonsumersiutilizeie-businessiinternetiplatforms.iHowever,icustomer 

ibehaviorsiinitermsiofihappinessiandiintentitoibuyiandirepurchaseibasedionitheionlineishopping 

iexperienceimustibeiinvestigatedisinceionlineishoppingiplatformsicontinueitoiaffectitheiriuse 

ipatterns.iTheiripaperiprovidesiairetentiveiconsumeribehaviorievaluationimodeliofionlineishoppingi

platformsibyicombiningitheiTechnologyiAcceptanceiModeli(TAM)ianditheiOnlineiPurchasingi 

ChoicesiProcessesiwithitwoiinputifactors:iTrustiandiQuality.iAiquestionnaireicreatediusingialliofi 
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theicriteriaifromitheisuggestediconceptualimodel.iTheidataiisiutilizeditoiexamineicausalilinkages 

iusingistructuraliequationimodeling.iTheifindingsirevealedithatitheiproposedimodeliTAMithatiusedi

overiUTAUTimodeliwhichiiticaniexplainitheirelationshipibetweeniconsistentiE-Businessiplatforms 

iandionlineitradingiusers'ipurchaseiandicontinueitoibuyi(re-purchaseiorirecommend) 

ibehaviors,iandiiticanialsoibeiuseditoiassessipurchaseibehavioriandireiteratingipurchasesiofionline 

iconsumersiviaithreeidifferentitypesiofiE-businesses:iE-commerce,iM-commerce,iandiS-

commerce.iTheifindingsiofithisiresearchiwilliassistionlineiretailersiinistrategizingitheicreationiof 

iplatformsitailoreditoitheidemandsiofitheiricustomers. 

Neitherlessi,iit’siimportantiforiusitoistudyiandireviewiliteraturesithatiusediUTAUTimodelitoi

makeitheibestiimplementationiIniouristudyi: 

(M.iAbdelhamidiandiR.iSharman,2017)iusediUTAUTimodeliinitheiripaperitoiinvestigateiif 

iHealthiInformationiExchangei(HIEs)icaniincreaseiconsentiratesibyiofferingiPHRiservicesito 

ipatientsiandimakingithemiactiveiparticipantsiinitheiHIEisystem.iTheipaperimakesiaitheoreticali 

contributionitoiresearchibyiextendingitheiUTAUTimodeliwithitwoitypesiofitrustithatiareicriticali 

foripatienticonsent. 

WeicouldiseeiUTAUTimodelialsoiusedibyi(A.Aggarwali,ietiAll,2019)itoiutilizeithe 

iframeworkitoiidentifyiandicreateiaiquantitativeitechniqueitoiidentifyielementsi(anditheiri 

respectiveiinfluenceion)itheipurchaseiintentiofiaidomesticiRTisolaribuyeriusingitheiunifieditheory 

iofiacceptanceiandiapplicationiofitechnologyi2i(UTAUT2). 

Alsoi(M.iOsifeko,etiAll,2019)iIfiproperlyiaccepted,iimplemented,iandideployed,ie-

health,iaitechnologyiinstrument,ihasitheipotentialitoimitigateitheiplethoraiofiissuesiconfrontingi 

Nigeria'sihealthcareiindustry.iToienhanceitheiuseiofitechnologicaliinstruments,ianiassessmentiisi 

frequentlyicarriedioutiusingiaiTechnologyiAcceptanceiModel.iTheiUnifiediTheoryiofiAcceptance 

iandiUseiofiTechnologyi(UTAUT)iparadigmiisioneiofithem.iHowever,itheivariousieconomic,isocial

,iandipoliticalisituationsihighlightitheinecessityitoialteritheseiframeworksitoiaccountiforithei 

uniquenessiofitheistudiediarea.iAimodifiediUTAUTimodeliisiconstructediinithisiresearchitoiassess 

itheiusageiandiacceptabilityiofiE-healthiservicesiiniLagos,iNigeria.i 

Basedionicriteriaihighlightediiniaifocusigroupiandicurrentiresearch,itheistudyicreatesiaimodified 
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iUTAUTimodel.iTheicreatedimodeliwasiverifiediusingidataioniE-healthiserviceiutilization 

iacquiredibyiquestionnaireifromi10ihealthcareiinstitutionsiiniLagosiStateiwhereitheifindingsi 

indicateithatisocialiinfluenceihasitheigreatestieffectioniE-healthitechnologyiadoptioniiniNigeria,I 

implyingithatimostiusersiwouldiutilizeitheisystemiifipushedibyitheiricolleaguesiorisuperiors. 

Alsoi(P.Patil,etiAll,2020)iissuediaipaperithatiaimsitoiUnderstandingiconsumeriadoptioniof 

imobileipaymentiiniIndia:iExtendingiMeta-UTAUTimodeliwithipersonaliinnovativeness,ianxiety 

,itrust,iandigrievanceiredressali,whereasiAsiweimarchitowardiaicashlessiworld,imobileipayments 

iareitheiwayiofitheifuture.iCashiisialreadyibeingireplacedibyidigitalitransactionsiinicertainiareas, 

ibuticonsumersiinimanyidevelopinginationsiareilaggingibehind.i 

Theipurposeiofihisiresearchiisitoiuncoveritheiprimaryivariablesioficonsumerimobileipaymenti

uptakeiiniIndia,itheinationiwithitheiworld'sisecondibiggestimobileisubscriberibase.iExistingimobilei

paymentsiacceptanceistudiesihaveimostlyiuseditheiTechnologyiAcceptanceiModeli(TAM),iwhichi

wasidesignediprimarilyiinianiorganizationalienvironmentiandihasibeenicriticizediforiusingiai 

deterministiciapproachithatidoesinotitakeiintoiaccountitheiuniqueicharacteristicsiofiusers. 

iAsiairesult,ihisiresearchiadopteditheimeta-UTAUTimodeliwithiindividualidifferenceivariablei 

attitudeiasitheicoreiconstructiandiexpandediitiwithiconsumer-relatediconceptsiwhichiincluding 

ipersonaliinnovativeness,ianxiety,itrust,iandigrievanceiredressal.iFurthermore,iattitudes,isocial 

iinfluence,iandifavorableicircumstancesiallihadiaisubstantialiimpactioniintentionitoiuse.i 

Theimainivalueiofithisiresearchiisithatiitireaffirmsitheiessentialisignificanceiofimindsetiiniconsumer

iadoptionistudiesiandiexaminesiuseibehavior,iasiopposeditoimosticurrentistudies,iwhichisolelyilooki

atibehavioraliintention.i 

Alsoi(S.iSharma,etiAll,2020)iexplorediconsumeribehavioritoipurchaseitravelionlineiusing 

iUTAUTiframeworkiwhereisheiaimsitoiexamineitripipurchasingiintentionsiiniFijiianditheiSolomoni

Islands,itheiunifieditheoryiofiacceptanceiandiuseiofitechnologyi(UTAUT)iparadigmiwillibeiused. 

iTheiUTAUTiparadigmiisiexpandeditoiincludeitrustiandiattitude.iThisienablesiforitheitestingiofinew

ipartnerships.iBothiareicategorizediasiSmalliIslandiDevelopingiStatesi(SIDS).iTheseitwoinations 

iwereiselectediasithey'reibothiexemplarsiforiPacificidevelopingicountries,iwhichiareiofteni 

disregardediinitheiliterature.iAsiairesult,itheistudyibroadensitheiapplicabilityiofitheisurvey 
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iinstrumentianditheiUTAUTimodel,iBIiisialsoiemployediinithisiresearchitoievaluateitheicustomer'si

buyingiintent. 

DespiteitheifactithatiBIihasibeenistudiediextensivelyiasiaigoodipredictoriofirealibehavioriandi

aiproxyivariable,iitimayinoticompletelyimatchiactualibehavior.iAsiairesult,ifutureiresearchimay 

ilookiaticonsumers'irealiadoptionibehavioriinithisienvironment. 

ThisiresearchionlyilookediatiFijiianditheiSolomoniIslands.iThisiresearchiwouldibeifascinating

itoiduplicateiinivariousinations.iItiisicriticalitoiemphasizeithatitheiimpactiofiPE,iEE,iSI,iPT,iand 

iattitudeionicustomers'iintentionitoibuyionlineiisilikelyitoidifferidependingionitheicircumstances. 

Also one important paper done by (P. Isabel & C. Carlos,2011) which When research on 

individual information technology acceptance were established, and various models were 

constructed based on the results from those studies Some were founded on sociology and 

psychology notions that had been transferred into the domain of technology. Others were the 

outcome of already existing Information Technology Acceptance Models that were given a new 

design and determinants. All of these models seek to identify and characterize the determinant 

contributions to information system user agreement, as well as how this value might be a 

determinant component in information system adoption and success. This research focuses on 

the Complete Theory on Users Acceptance and Use of Technology, or UTAUT, a synthesis 

model, and the contributions it has made to this field. A survey on Machine Vision Audit Tools 

and Techniques, CAATTs, and their adoption among auditors will be given, using UTAUT as a 

reference. The purpose of this work is to add additional determinants/moderators to the Unified 

Theory on Users Acceptance and Use of Technology Model and CAATTS, as well as to conduct 

a research on the profile of Portuguese Auditors, They also designed the proposal with two 

particular goals in mind: first, to characterize the Portuguese internal auditors' degree of intention 

on CAATTs acceptance using the UTAUT model, and second, to investigate the contribution of 

tree new determinants in this context. These variables were classified as "Curriculum and formal 

education, "Professional Association Groups" and "Standards and legal changes effect". Because 

this is a work in progress article, we want to carry out these tasks and develop a new model 

based on the effect of these factors. 
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We could conclude literatures by this paper by (A.AL-Muwassefi,2021) where he aims to 

describe the Technological utilization and applications have become unavoidable, especially in 

light of global travel limitations (after the COVID-19 pandemic) that coerced digitized platform 

use over physical settings for minimum health concerns, Where his research attempts to suggest 

the newly built Best Deal app (mobile shopping) application) that provided consumers with 

instant access to information about discounted products and a finish the purchasing procedure 

The aforementioned application would be beneficial as to many customers, particularly with the 

COVID-19 limitations that required the majority Users should use technology to make 

purchases. In this line, the findings of this research emphasized the need to create the Best Deal 

mobile shopping application and do research The Unified Theory of Consumer Intentions 

supports behavioral intention indicators among Iraqi customers and here Acceptance and 

Utilization of Technology (UTAUT2). Data from 194 respondents was analyzed. The study's 

findings were obtained using partial least squares structural equation modeling (PLS-SEM) and 

by combining multiple factors of behavioral intention into a single holistic study model. As a 

result, his research has provided empirical justification for using the UTAUT2 model, addressing 

the need to expand it. According to studies which he makes, it is essential to assess human 

innovativeness as an affecting aspect in the new technological system. Based on prior research, 

the current study has expanded the UTAUT2 model by including personal innovativeness to 

establish a complete research framework to examine the behavioral intention of Iraqi consumers 

to use the Best Deal mobile shopping application. 

According to (Van den Poel and Lariviere 2005) made an important discovery, which is to 

find variables for different and diverse inputs that have a significant impact on three important 

measures that can predict consumer behavior. These measures are the development of customer 

profit , product cancellation and the next purchase decision for goods through the researchers' 

use of random forest algorithms. This discovery also enabled them to: Knowing the challenges 

facing the growth rate of customers, and their studies have contributed to attracting consumers’ 

attention and increasing their loyalty through researchers’ use of machine learning techniques. 
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4. Methodology: 

Asimentionedibeforeitheiideaiandiuseiofie-commerceiisioneiofitheiInternet'simostifar-

reachingiinfluences,iparticularlyiinitermsiofibusinessiandimarketimodelsiwhereiSocialicommerceiis

iproveditoibeiaisignificantitopiciiniinformationisystems,iwhereifastiincreasingionlineishopsie-

commerceiplatformsiassistingiiniincreasingicustomeriengagementiandisales.iAsiairesult,isociali 

mediaihasievolvediintoiaifarimoreisignificantiplatformiforitheiretailibusiness.iThisiresearchi 

examinesitheiimpactiofisocialicommerceionicustomeribehavioriandiintentionitoiuseielectronici 

purchasingiinitheiIraqiimarket,ibasedionitheisuggestediexpandediUnifiediTheoryiofiAcceptance 

iandiUseiofiTechnologyi(iUTAUT)imodel.iTheipurposeiofithisipaperiisitoianalysesicrucialielements

iusingianiempiricaliresearchiasiwelliasiaiquantitativeisurveyiquestionnaireiadministereditoisociali 

mediaiusers,iwithi410ivalidiresponsesiwhereiweiconductedianalysisionitheseiresponsesibyiusing 

iSPSSipackageiAlliparticipantsicanienvisageitheiimportanceiofie-commerce.i 

Theiresultsialsoishowedithatitheimajorityiofitheiparticipantsiembraceitheiconceptiofie-commerce 

iandireactifavorablyitoiit.iFurther,itheifindingsihighlightithatiperformanceiexpectancyihasiaipositive

ieffectionibehavioraliintentionianditheiactualiuseitoiadoptisocialicommerce.iTheiinclusioniintoithei 

proposedimodeliofirelevantiinsightsiobtainedifromitheiinterviews,itheiquestionnaire,ianditheifocusi

groupiensuresithatitheimodelihasibothitheoreticaliandipracticalivalidityiwhereistudyiconsidersithei 

majorieffectiofiIraqiicustomers'ibehavioraliintentionsianditheiricultureionisocialicommerce.i 

Theianalysisialsoiconsideredinineidependentivariables,iincludingicustomeriadoptioniandi 

confidence iini sociali commerce. 

4.1 Quantitativeimethod: 

Ouristudyiadoptediaiquantitativeimethodiasiquantitativeiresearchiapproachesistressi 

quantitativeiapproach,imathematical,iorinumericianalysisiofidataiobtainediviaipolls,iquestionnaires

,iandisurveys,ioribyimodifyingipre-existingistatisticaliinformationiusingicomputingitools.i 

Quantitativeiresearchifocusesioniaccumulatinginumericalidataiandigeneralizingiacrossiitsigroupsiof

iindividualsioritoiexplainiaispecificioccurrence.Knowingithatiquantitativeiresearchidealsionistatistic

s,ilogic,iandianiobjectiveiviewpoint.iQuantitativeiresearchiemphasizesioniquantitativeiand 

iunchangeableifactsiandiprecise,iconvergingireasoningiinsteadiofidivergentithinkingi[i.e.,itheicreati

oniofiairangeiofiideasiregardingiaistudyisubjectiiniaispontaneous,ilooseiway]. 
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Weiutilizeiitiforitheireasonsilistedibelowi: 

1.iTheidataiisigenerallyiacquirediutilizingiorganizediresearchitools. 

2.iTheifindingsiareibasedionibiggerisampleisizesithatireallyiareireflectiveiofitheipopulation. 

3.iTheiresearchistudyimayitypicallyibeiduplicatedioriredone,igiveniitsihighidependability. 

4.iTheiresearcherihasiaiwellidefinediresearchitopicitoiwhichiobjectiveisolutionsiareisought. 

5.iAllicomponentsiofitheiresearchiareicarefullyiplannedibeforeiinformationiisicollected. 

6.iDataiareiinitheiformiofinumbersiandistatistics,igenerallyipresentediinitables,icharts,ifigures,ior 

ieveniotherinon-textualiformats. 

7.iProjectimayibeiuseditoigeneralizeiideasimoreiextensively,iforecastifutureioutcomes,ioristudy 

icausalilinkages. 

8.iTheiresearcheriemploysiinstruments,isuchiasisurveysioricomputerisoftware,itoiacquire 

inumericalidata. 

9.iTheimainipurposeiofiaiquantitativeiresearchiprojectiisitoiclassifyifeatures,icountithem,iand 

iconstructistatisticalimodelsiinianiattemptitoiexplainiwhatiisiobserved. 

Theibeliefithatithereiisiaigenuineitruthithatiweicaniobjectivelyiassessiis,ihowever,iproblematic

.iWeiareiallianiareaiofitheiglobeiweiareistudying,iandiweican'tientirelyiseparateiourselvesifromiit.i 

Accordingitoihistoricaliresearch,iwhatiisiexaminediandiwhaticonclusionsiareigeneratediare 

iimpactedibyitheiresearchers'iideasianditheipolitical/socialiatmosphereiatitheitimeitheistudyiisi 

conducted. 

Qualitativeiresearchersiareisubjectivistsiwheniseenithroughitheilensiofiquantitativeivsi 

qualitativeiresearch.iSubjectivistsiemphasizeitheiimportanceiofihumanisubjectivityiinitheiresearchi

process,iinicontrastitoirealists'ibeliefithatinowitheirealityiisioutithereithaticanibeiobjectivelyi 

measurediandidiscoverediviaistudy.iRealityiisiformed,iatileastiinipart,ibyiusiandiouriobservations, 

iratherithanibeingi'outithere'itoibeiobjectivelyiandidispassionatelyiseenibyius.i 
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4.2 Whenidoiweiuseiquantitativeimethods?i 

Ifiweiadoptiaipracticaliapproachitoiresearchimethodologies,iweimustifirstidetermineiwhichi 

typesiofiquestionsiareibestiaddressediusingiquantitativeiratherithaniqualitativeiapproaches.Therei 

areisixicategoriesiofiresearchiissuesiforiwhichiquantitativeiresearchiisiespeciallyiwellisuited: 

Oneiisiwheniweineediainumericaliresponse.i'Ifistudentsihaveianioption,ihowimanyiofithemi 

willipickiExperientialiEnglishiI?'iforiexample.iori'HowimanyiEnglishiinstructorsiatitheiLanguage 

iInstituteiwantitoiteachiExperienceiEnglishiinsteadiofiFoundationiEnglish?'iTheirequirementifori 

quantitativeistudyitoisolveithisikindiofitopiciisiself-evident.i 

Weicaniclearlyiseeithatiqualitative,inon-numericaliapproachesiwillinotisupplyiusiwithithe 

inumericaliansweriweiwant.Quantitativeiapproachesiareialsoirequireditoistudyinumericalichange 

iproperly.i'Areiouristudentinumbersionitheidecline?'iforiexample.iToidiscoveriout,iwe'dihaveito 

iconductiaiquantitativeiresearch. 

Audienceisegmentationimayibeidoneiusingiquantitativeiresearch.iItiisiaccomplishedibyi 

segmentingitheipeopleiintoigroupsiwithiindividualsiwhoiareisimilaritoioneianotheriyetidifferent 

ifromioneianother.iQuantitativeiresearchiisiofteniusediasiaifollow-upitoiaiqualitativeistudyitoi 

assessitheisizeiofianiaudienceigroup,itoiquantifyifindingsigainediiniaiqualitativeistudy, 

ianditoivalidateidataicollectedifromiaiqualitativeistudy. 

Quantitativeiresearchimayialsoibeiuseditoiquantifyiviews,iattitudes,iandiactionsiiniorderito 

idetermineihowitheigeneralipublicifeelsiaboutiaitopic.iForiinstance,iwheniweineeditoiknowithei 

actualinumberiofiindividualsiwhoibelieveiaispecificiway,iestablishibaselinesi(e.g.,itoigauge 

iconsumeriopinionsiaboutianiissueibeforeitoiaicampaign),ioriguaranteeithatistudentsimayiprovide 

icommentsiorisuggestionsitoiainewicourse. 

Quantitativeiresearchimayibeiuseditoiexplainiaivarietyiofioccurrences.iForiexample,i'Whativa

riablesipredictifourth-yearistudents'igeneraliEnglishiproficiency? 

'i'WhativariablesiareilinkeditoichangesiinistudentiEnglishiaccomplishmentioveritime?' 

iori'WhatifactorsiareiconnecteditoivariationsiinistudentiEnglishiachievementioveritime?'  
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iThisikindiofisubjectimayibeieffectivelyiinvestigatediusingiquantitativeiapproaches,iandi 

numerousistatisticalitechniquesihaveibeenicreateditoiallowiusitoipredictiscoresionioneielementiori 

variablei(foriexample,istudentiEnglishiproficiency)ibasedioniscoresionioneiorimoreiotherifactors 

iandivariablesi(e.g.ilearningihabits,imotivation,iattitude). 

Theitestingiofihypothesesiisitheilastiactivityiforiwhichiquantitativeiresearchiisiparticularlyi 

wellisuited.iWeicouldiwishitoiexplainianything,isuchiasiifithereiisiailinkibetweenistudentisuccess, 

iself-esteem,iandisocialibackground. 

Thus,ithroughiaithoroughlyiliteratureireview,ianisurveyiandiinterviewischeduleiwasi 

developediandiadministereditoiprocurementiexpertsiwithinitheiprocurementiandiconstructioni 

industryiwithitheiaimiofievaluatingitheitrailiofiE-procurement. 

Theseiprofessionalsiwereiselectedibasedionitheiriin-depthiunderstandingiandiwideirangei 

ofiprofessionaliexperience.iThisiwasidoneibyiexpandingiandiexploringitheiexperienceiofithe 

ipractitionersiinirelationitoitheiphenomenaiundericonsideration.iThisihelpediinievaluatingitheitraili

withirealidataithatigatherediiniJordan. 

BeforeiKnowingiwhatiMethodidoiweiuseitoiScaleiouriresultsiit’siimportantitoiknowithati 

Languageischolarsiusuallyidefineitheimanyiwaysitheyimeasureithingsiquantitativelyiinitermsiof 

imeasurements,iwhichicomeiinifourivarieties:inominal,iordinal,iinterval,ioriratioiscales.iEachiis 

ivaluableiwithiitsiowniwayiforimeasuringidistinctielementsiofilanguageiinstructioniandilearning. 

4.2.1 Nominaliscalesiclassify. 

iAinominaliscaleimightibeiderivedifrominaturaliclassificationsilikeigenderi(maleiorifemale)I 

orimanmadeicategoriesilikeicompetencyi(elementary,iintermediate,ioriadvancedicompetence 

igroups)i(elementary,iintermediate,ioriadvancediproficiencyigroups).iNominaliscalesiareialsoi 

oftenitermedicategoricaliscales,ioridichotomousiscalesi(whereithereiareionlyitwoicategories) 

i(whenithereiareionlyitwoicategories). 
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4.2.2 Ordinaliscalesiarrange 

iOrirankiobjects.iForiinstance,ianiitemimayiaskistudentsitoiscoreitenisortsiofischooliactivitiesi

amongimostitoileastiengagingi(fromi1itoi10).i(fromi1ithroughi10).iTheimostiintriguingiactivityiisi 

first,ifollowedibyisecond,ithird,ietc.i(sensibly,iordinaliscalesiareimostitypicallyistatediasiordinali 

numbers)i(sensibly,iordinaliscalesiareimostiofteniexpressediasiordinalinumbers).iWhileitheiorder 

iisievidentionisuchiaiscale,iitiisijustinotiapparentiwhatitheidistancesiareialongitheiordering.iThusithei

1stiactivityimayibeisignificantlyimoreiintriguingithanithei2nd,ibutithei2ndiactivityimightibeijustia 

ibitimoreiinterestingithanithei3rd,iandisoiforth. 

Andihenceithei1stiactivityimayibeisignificantlyimoreiintriguingithanithei2nd,ibutithei2ndi 

activityimightibeijustiaibitimoreiinterestingithanithei3rd,iandisoiforth.iInisummary,iordinaliscales 

ishowiusitheiorder,ibutinotitheigapsibetweenitheiranks.iSuchiordinaliscalesiareialsoioccasionally 

itermedirankediscales. 

4.2.3 Intervaliscalesi 

Depictitheiorderiofithings,ibutiwithiequaliintervalsihereibetweenipointsionitheiscale.iThus,ithe

igapiamongiscoringiofi50,i51,i52,i53iandisoiforthiareiallibelieveditoibeitheisameiallithroughoutithe 

iscale.iTestiscoresiareifrequentlyiconsiderediasiintervaliscalesiinilanguageistudy.i 

4.2.4 ScalesibasedioniLikertiitems 

iAreialsoitypicallyiconsiderediasiintervaliscalesiiniouriprofession.iRatioiscalesivaryifromi 

intervaliandiratioiinithatitheyihaveiaivaluei0iandipointsialongitheiscaleimakeisenseiasiratios. 

iForiexample,iaiscaleilikeiageimightibeizero,iandiitimakesisenseitoiconceiveiofifouriyearsiasitwice 

iasioldiasitwoiyears. 

Researchersiareitypicallyiinterestediwithitheidistinctionsiamongitheseiscalesiofimeasurementi

dueitoitheiriimplicationsiforimakingijudgmentsiaboutiwhichistatisticalianalysesitoiapplyieffectively

iforieach.iAtitimes,itheyiareidescribediinijustithreeicategories:inominal,iordinal,iandicontinuous 

i(i.e.,iintervaliandiratioiareicompressediintoioneicategory)i(i.e.,iintervaliandiratioiareicollapsedi 

intoioneicategory). 
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TheifavorableiaspectiofitheiLikertiScaleiisithatitheyiareitheimostiwidespreadiapproachifori 

surveyigathering,ihenceitheyiareisimplyiunderstood.iTheirepliesiareireadilyimeasurableiandisubject

iveitoicalculationiofisomeimathematicalistudy.iSinceiitidoesinoticompelitheiparticipantitoiofferia 

istraightforwardiandidefiniteiyesiorinoiresponse,iitidoesinoticompelitheiparticipantitoitakeiaisideioni

aicertainiissue,ibutienablesithemitoireactiiniailevelsiofiassociation;ithisimakesiquestioniresponding  

ieasierionitheiresponder.iAlso,itheirepliesiofferedisuitineutralioriunsureisentimentsiofiindividuals.i 

Theseirepliesiareirelativelyistraightforwarditoicodeiwhileigatheringidataibecauseiaisingleinumber 

iindicatesitheiparticipant’siresponse.iLikertisurveysiareialsoirapid,iefficientiandieconomicalimeansi

foridataicollecting.iTheyiofferitremendousiadaptabilityiandimayibeisentioutibyimail,ioverithrough 

itheiinternet,iorihandediiniperson.Attitudesiofitheipeopleiregardingioneisingleithingiiniactuality 

iexistioniaiwide,imulti-dimensionalicontinuum.iHowever,itheiLikertiScaleiisiuni-dimensionali 

andialsoionlyiaffordsi5-7ialternativesiofichoosing,ianditheidistanceiamongieachichoiceicannot 

ipossiblyibeiequidistant.iTherefore,iitifailsitoiassessitheigenuineiattitudesiofirespondents.i 

Also,iitiisinotiuncommonithatipeoples’irepliesiwillibeiaffectedibyiearlieriquestions,ioriwilli 

primarilyifocusionioneimainigoaliofitheiproposedi(agree/disagree).iFrequently,iindividualsiavoid 

ipickingithei“extremes”ialternativesionitheiscale,idueitoitheiobviousinegativeiovertonesilinkediwithi

“extremists”,ievenithoughianiextremeidecisioniwouldibeitheimosticorrect. 

Becauseiitiincludesitheimeasuringiofiabstractipsychologicalinotions,iquestionnairei 

formulationiisiaidifficultitask.iItemiconstructionimustibeidoneiwithigreaticareisinceiassumptions 

iaboutitheirespondentsiareiformedibasedionitheidataigeneratedibyitheiitems.iUnderstandingithe 

iconcept,igeneratingiquestions,iidentifyingitheioutcomeispace,idescribingitheimeasurementimodel,i

andicollectingiinputiandipilotingitheiquestionnaireiareitheifiveiphasesidiscussediinithisiwork.i 

TheseiprocessesimayileaditoitheicreationiofiLikert-scaleisurveysiwhichiareimoreilikelyito 

iprovideitrustworthyidataiandiprovideimoreiaccurateiinterpretations.i 

Thisiisibecausei(a)ianieffortiwasimadeitoiunderstanditheiconstruct,i(b)igreaticareiwasitakeniwith 

iitemidevelopment,i(c)ianiappropriateiLikertiscaleiwasichosen,i(c)itheiquestionnaireiitemsiwere 

ireviewedibyiaivarietyiofipeople,i(d)itheiitemsiwereipiloted,iandi(e)icarefulinumericalianalysesiwere

iperformeditoiensureiitemiquality. 
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4.3 MethodiUsediiniRankingiQuestionnairei 

Finally,iweibelieveithatiLikert-scaleiquestionnairesishouldibeiusediiniconjunctioniwithi 

otheridata-gatheringimethodsiiniorderitoiobtainiaimoreicomprehensiveiunderstandingiofithei 

constructiunderiinquiryianditoiovercomeitheiinherentilimitationsiofinumericaliLikert-scaleidata 

,inamely,ithatinumericalidataiwilliprovideiaifullipictureiofieducationaliphenomena. 

Data-gatheringimethodsisuchiasiopen-endediinquiries,iobservations,iinterviews, 

iandiobjectiveitestingishouldialsoibeiemployeditoigetiaimoreifullipictureiofitheioccurrences. 

iThere'siaibetterichanceioficorrectlyicomprehendingiaiconceptiandiarrivingiatimoreiacceptable 

iinterpretationsiandiconclusionsiifiyouilookiatiitifromidifferentiperspectives. 

UponiWhatimentionedipreviousiitiwasidoneibyimeasuringirespondents’iperceptionsionithe 

ileveliofisignificantiusingiaiLikertiitems,iwhere:i1i=iinsignificanti(factor),i2i=islightlyisignificant,i3i

=iquiteisignificant,i4i=iveryisignificantiandi5i=iextremelyisignificant. 

Thus,itheinumericalirepresentation,istatisticalianalysisiandisubjectiveiwereitheiunderlyingiin

dividuals’iperceptions. 

4.4 Researchisamplei 

TheiinterviewischedulediwasiadministereditoitopiindustryiplayersiasiEmployeesiofithe 

iMPWH,iConsultatives,iContractors,iwhoihaveisufficientipracticaliexperienceiiniprocurementi 

practicesiwhichireachimoreithani15iyearsiofiexperienceiinitheifiled,iwhichiwereialsoiadministered 

itoimoreithan100irespondentsiinvolvingiprocurementipractitionersiandimanagersiinitheiJordanian 

ipubliciconstructionisector. 

iRespondentsihadienoughiworkingiexperiencesiasimoreithanihalfiofitheitotalisampleisize 

i(65%)ihavingimoreithanifiveiyears.i 

Addeditoitheiriexperienceiisitheiriworkititles,iasi70%iofitheiparticipantsiwasiworkingias 

iConsultativesiandiContractors. 

iTheseiquestionnairesiwereiadministerediusingipurposiveisnowballingisamplingitechnique,i

whichihelpediinireachingiprofessionalsiwhoihaveianiin-
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depthiunderstandingioniprocurementianditheiimplementationiofionlineitenderingiplatformifor 

ipubliciconstructioniprojectsiiniJordan,i111iquestionnairesiwereisuccessfullyiretrieved.Researchers

icommonlyidoimediationianalysisiisidoneiiniorderitoiinformallyianalyzeitheiinfluenceiofia 

ipurportedicauseionisomeiresultiviaiaiputativeimediator.iTheivalueiofimediationianalysisiarises 

ifromiitsicapacityitoimoveibeyonditheisimplyidescriptiveitoiaimoreipracticaliunderstandingiofithe 

iinteractionsiamongivariables. 

Aibigiaspectiofimediationiisiaistatisticaliandipracticallyimeaningfuliindirectiimpact.iAlthoug

himediationitheoriesiareiwidelyiexaminediinipsychologyiresearch,iformalidescriptiveistudiesiof 

iindirectieffectsiareiseldomidone.iAfteriaishortiexplanationiofimediation,iweihighlightitheirelevance

iofiexplicitlyievaluatingitheisignificanceiofiindependentiimpactsiandigiveiSPSSiandiSASimacros 

ithatisimplifyiestimatingiofitheiindirectieffectiusingiainormalitheoreticaliapproachiandiaibootstrap 

itechniqueitoiestablishingiconfidenceiintervals. 

4.4.1 DifferencesiBetweeniSPSSiandiSAS: 

DifferencesibetweeniSPSSivsiSASiisiamongitheikeyiworryiamongstistatisticsistudents.iThe 

iworldiisievolvingiatiaifastirate.iThatiisiwhyitheimodernitechiisisproutingiwithieveryimovingiday. 

iDoiyouiawareithatidataiplayiaikeyipartiinitheiprogressiofitechnology?iThat’siwhyitheivalueiofidata 

iisigoingitoigrowieveryiday. 

Nowadays,idataiisicreatediforiveryiminorithingsisinceitheicorporationineedsieveryidataiwhich

imightibeivaluableiforitechnologicaliadvancement.iButipossessingitheidataiwasn'tienoughiforithe 

icorporationitoireachiaijudgement.iThat’siwhyiitiisineededitoiexamineitheidataiusingispecific 

istatisticaliapproaches. 

Afteriprocessingibyiseveraliofitheistatisticaliapproachesithatidataiaidiusiinianticipatingithei 

dataipatterns.iNowitheiissueiisihowicaniweiexamineitheidataiwithiprecision.iItiisiprettyidifficulti 

asiwelliasimomentitoiassessitheivastirangeiofidataimanually.iThat’siwhyithereiareitwoimost 

iprominentistatisticsitoolsimakingitheistatisticalianalysisisimpler.Todayiweiareigoingitoihaveianiin-

depthianalysisiofiSASivsiSPSS.iTheikeyidistinctionibetweenitheseitwoiis,iSPSSiisianianalyticalitool

,iwhereasiSASiisiaiprogrammingilanguageithatigoesiwithiitsisuite. 
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Bothitheseistatisticsitechniquesiareiimportantiinistatisticalianalysis,icompanyidevelopment,ia

nditoifigureioutitheivariationiinirealiwork.iWeiknowithatibothiofitheseiareiapplicationsiofistatisticali

dataianalysis.iButithereiareimanyiofidistinctionsibetweenitheseitwo.iNowiletibeginiwithithei 

definitioniofieachiinstrument. 

4.4.2 SPSS: 

SPPSiisianiabbreviationiofi“StatisticaliPackageiforiSocialiSciences.”iItiisiaitechnologyiofi 

IBMiandiwasiintroducediinitheiyeari1968.iItiisioneiofitheiearliestistatisticsisoftware.iTheiresearcheri

utilizeiSPSSitoievaluateivariousiformsiofidataiiniscientificistudy.iItiisiamongitheimostidependable 

istatisticsiapplications. 

That’siwhyiitiisiutilizedibyimarketiresearchers,imedicaliresearchers,isurveyifirms,I 

government,idataianalysts,iandimanyimore.iAsitheinameiindicates,iitiwasidesignediforisociali 

science.iAndiit'sitheifirstistatisticalilanguageiofiprogrammingiforitheiPC. 

YouicanisimplyimakeiaireportiwithiSPSS.iSPPSigivesitheigraphsiandifiguresiforireporting,I 

andiyouimayisimplyicopyiandipasteigraphsianditableiiniSPSS.iBesides,iasiaistatisticsiprogram,iitiisi

havingitheifinestiiniclassiuseriinterfaceiinitheiglobe. 

4.4.3 SAS: 

SASiisioneiofitheigreatestistatisticaliwidelyiusediprogrammingilanguages.iItimayihaveithei 

bestiinitheibestiuseriinterface,isinceiitiisiaiprogrammingilanguage.iTheikeyifunctioniofiSASiisia 

ihighlightsitheiways,ibusinessianalytics,idataimanagement,iandiprescriptiveianalytics. 

SASiisimuchimoreirobustithanitheiSPSSisinceiitiisinotiofferingitheisimpleitoiuseiinterfaceilike

iSPSS.iSASidoesn’tiprovideiyouitheicopyiandipastesifeatureiforichartsianditables.iItiisiquiteitricky 

itoipersonalizeistuffioniSAS.iAsiIiindicatedipreviously,iitiisiaiprogrammingilanguage. 

ThatiisiwhyiweineeditoihaveicodingiskillsitoiaccomplishisomeicustomizationiiniSAS.iYouidoi

haveisuperioricontrolioverimodelingiallidueiofiitsicommand-lineiinterfaceiandipowerfuli 

codeieditor. 
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DataiProcessingiisialsoiquickeriiniSPSSiasicomparisoniwithiSPSS.iSPSSicanireadilyimanagei

aivastiquantityiofidataiset.iItigivesitheigreatesticapabilitiesilikeisortingiandiseparatingitheidataithati

makesiititheiidealialternativeiforidataiprocessing. 

4.4.4 BasicidifferenceiandiHistoryi: 

SPSSiisiaistatisticaliprogramiorisoftwareiforistatisticalianalysis.iSPSSirefersiforiStatisticali 

PackageiforitheiSocialiSciences.iAsiIiindicatedipreviously,ithatiisitheimostidependableistatisticsi 

program. 

That’siwhyimarketiresearchifirm,isurveyifirms,igovernmentiorganizations,iandimanyimorei 

otherisectorsiutilizeiSPSS.iItiwasicreatediforisocialisciencesiandibecameitheifirstistatisticaliprogram

mingilanguageiforitheiPC.iAiteamiofistatisticiansicreatediitiinitheiyeari1968iatiStanfordiUniversity. 

EightiyearsilateriSPSSialsoihasiitsiownifirmicallediasiSPSS.Inc.iWithitheirisingipopularityiofi

SPSS,iThisiwasipurchasedibyiIBMiinitheiyeari2009. 

SASiisinotiaistatisticalisoftwareioriinstrument,iratheriitiisitheistatisticaliprogrammingi 

language.iSASistandsiforiStatisticaliAnalysisiSystem.iItiisitheirichiprogrammingilanguageiwhich 

ihasiitsisuiteibuiltiforianalysisitools,ibusinessiintelligence,iandipredictiveianalysis. 

NorthiCarolinaiStateiUniversityicreatediit.iTheifundamentalireasoniforitheicreationiofithisi 

languageiisitoievaluateitheilargeivolumesiofifarmidata. 

4.4.5 iPurposeiandiUsability 

SPSSiisitheimostiaccessibleistatisticsiprogramiI’veieveriseen.iTheinon-statisticiansi 

mayiutilizeiit.iItiisihavingitheifinestiiniclassisimpleitoiuseiUIiwithisimpleidragiandidropioptions. 

iSPSSimayibeiutilizediinivariousidomains,ibutiiticaniplayiaivitaliroleiinisocialisciences. 

Butiatitheiotherihand,iSASiisitheimostipowerfulistatisticsiprogrammingilanguage. 

iThusiitiisihavingiaihugeiquantityiofihigh-qualityicodeiforidifferentistatisticsifunction.iItiisitheitop 

icommercialianalyticsisoftwareiinitheiworld.iSASiisiaiwell-testediprogrammingilanguage 

iandiitsiupdatediversionsiiniaicontrolledienvironment. 
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4.4.6 Dataiprocessing: 

IiwishitoiproposeiSPSSiforiaiwideiamountiofidataiprocessing.iSPSSicanionlyihandleithe 

iloweriquantityiofidataithatishouldibeilesserithanithei100iMB.iOnitheiotherihand,iSASigivesi 

numerousitoolsitoihandleiaivastiquantityiofidataisetiemployingisortingiandisplicingitheiinput. 

4.4.7 iEaseiofilearning: 

AnyoneifromitheiuniverseicanilearniSPSS.iTheiexplanationiisiSPSSiisideliveringitheigreatesti

useriinterface.iItiimpliesitheiusersidoinotihaveitoilearnitheicode.iSASiisigivingidrop-

downitechniques. 

Itioffersitheipasteifunctioniwhichiautomaticallyiconstructsitheisyntaxiforistepsicompletediin 

itheiuseriinterface.iOnitheiotherihand,iSASireliesionitheiProciSQL.iItisuggestsithatiitiisifairlyistraigh

tforwardiforitheiindividualitoilearniSASi–iwho'veialreadyiexperienceiwithiSQL. 

4.4.8 Advantages: 

SPSSiisitheimostiusediprogramiatisomeiofitheibesticollegesiandibusinessesiinitheiworld.i 

Itifeaturesitheiuser-friendlyiinterfaceitogetheriwithitheidetailedidocumentation. 

Soinoineeditoigenerateithei1000ipiecesioficodeiiniSPSS.iItiimmediatelyiwritesitheicodeiusingi

theipasteioption.iThroughiasiwell,iyouiwillialsoidiscoveritheigreatestionlineihelpitoiansweriany 

idifficultyithatiyouimayiexperienceiwhileiusingiSPSS. 

Onitheiotherihand,iSASiisioneiofitheicommonlyiutilizedistatisticaliprogrammingilanguages 

iinitheibusiness.iItialsoigivesitheidragiandidropifeatureitoitheiprogrammers.iIticanimanageithei 

enormousinumberiofidatasets. 

4.4.9 iDisadvantages: 

SPSSiisinotifreeisoftware,ibutiItiisiailicensediproductiofiIBMibusinesses.iItiisioneiofitheimosti

costlyistatisticsisoftwareiinitheiworld.iButiitigivesirestrictedisyntax.iItiisialsoinotiembracinginewi 

technologyiasicomparingiwithiotheristatisticsiapplications. 

Onitheiotherihand,iSASiisialsoiaicostlyiprogrammingilanguage.iItiisialsoinotideliveringithe 

iuseriinterface.iYouihaveitoiwriteinumerousilinesiofiprogramsitoiexecuteianyiactivityioniSAS. 
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4.5 Conclusion:iSPSSiversusiSAS: 

Initheiconclusion,iweihaveilearntithatibothiSPSSiandiSASiareihighlyiusefuliinitheianalysisiofi

dataiinitheiriveryiownistyle.iBothiofithemiareisupplyinginumerousifeaturesitoidoistatisticali 

approaches.iNowiyouimayibeiprettyiassureditoiselectibetweeniSPSSiandiSAS. 

ThereiisinotiaiclearivictoriofithisimatchibetweeniSPSSiversusiSAS.iIfiyouihaveianyi 

programmingiexperience,itheniyouishouldichooseiforiSAS.iOtherwise,iSPSSimightibeitheifinest 

isolutioniforiyou.iItiisialsoiaiproductiofiIBM.iItiindicatesithatiSPSSiisiveryidependableistatisticsi 

program.OneimoreifinalipointiifiyouiwouldiwantitoienteriintoitheiteachingifielditheniSPSSiisi 

perfectiforiyou.iIfiyouiareiheadingitoitheianalyticsifield,itheniSASiisitheifinestialternativeiforiyou. 

iNowiit’siyourichanceitoiselectibetweenitheseitwo. 

Basedionithisianalysis,iTheidataicollectediwasiedited,icodediandiprocessediwithiistatistical 

ipackageiforisocialisciencesi(SPSS)iversioni20iandiFriedmanistatisticalitoolsiwhichiisiSimilaritoithe

iparametricirepeatedimeasuresiANOVAithatidealingiwithirankedidata.iiTheidataiwereithenianalyze

diusingimeaniscoreirankingitoidetermineitheisignificantilevelsibasedioniobtainedimeansiofivariousi

variablesirelativeitoioneianother.iThisimethodihasibeeniwidelyiusediinitheiconstruction 

imanagementistudies. 

Iniestablishingitheirelevance,itheivariablesiwereirankedibasedionitheiobtainedimean,ihowever

,iwhenitwoiorimoreivariablesiscoreditheisameimean,itheihighestirankingiisiassigneditoitheioneiwithi

leastistandardideviationiiSimilarly,itheisignificanceileveliwasisetiati95%iiniaccordanceiwith 

iorthodoxiriskilevels. 

4.6 ANOVAitest: 

ANOVAistandsiforiAnalysisiofiVariance.iIt’siaistatisticalitestithatiwasiinventediby 

iRonaldiFisheriini1918ibutihasibeeniiniuseieverisince.iPutisimply,iANOVAiinformsiyouiifitherei 

wereianyistatisticallyisignificantidifferencesibetweenitheimeansiofithreeiorimoreiindependenti 

groups.One-wayiANOVAiisitheimostibasiciversion.iThereiareiseveraliversionsithati 

mayibeiusediinidifferenticontexts,iincluding: 

Two-wayiANOVAiFactorialiANOVAiWelch’siF-testiANOVAiRankediANOVAiGames-

Howellipairwiseitest. 
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4.6.1 HowidoesiANOVAiwork? 

Likeitheit-test,iANOVAiletsiyouifigureioutiifitheidifferencesibetweenisetsiofidataiare 

istatisticallyisignificant.iItioperatesibyiassessingitheidegreesiofivariationiwithinitheigroupsiusing 

isamplesiobtainedifromieachiofithem. 

Ifithereiisiailotiofivariationi(spreadiofidataiawayifromitheimean)iamongitheidataigroups,ithen 

ithereiisihigheriprobabilityithatitheimeaniofiaisampleipickedifromitheidataiwillibeidifferentiowingito

ichance. 

Alongiwithilookingiativarianceiwithinitheidataigroups,iANOVAiincludesifactorsisampleisizei

(theilargeritheisample,itheilessichanceithereiwillibeiofipickingioutliersiforitheisampleibyichance)iasi

welliasitheidiscrepanciesibetweenisampleimeansi(ifitheimeansiofitheisamplesiareiapart,iitimuch 

imoreilikelyithatitheimeansiofitheiwholeigroupiwillibeitoo). 

AllitheseicomponentsiareimergediintoiaiFivalue,iwhichicanithenibeiexamineditoiproduceia 

iprobabilityi(p-value)iofiwhetheriorinotivariationsibetweeniyourigroupsiareistatisticallyisignificant. 

Aione-wayiANOVAievaluatesitheieffectsiofianiindependentivariablei(aifactorithatiimpacts 

iotherithings)ioninumerousidependentivariables.iTwo-wayiANOVAiachievesitheisameithing, 

ibutiwithimoreithanioneiindependentivariable,iwhileiaifactorialiANOVAiraisesitheinumberiof 

iindependentivariablesievenifurther. 

4.6.2 HowicaniANOVAihelp? 

Theione-wayiANOVAimayiassistiyouiidentifyieveniifithereiaren'tisignificantidifference 

ibetweenimeansiofiyouriindependentivariables. 

4.6.3 Whyiisithatiuseful? 

Becauseiwheniyouiknowihowieachiregressionicoefficientimeaniisidistinctifromitheiothers, 

iweicanistartitoiunderstandiwhichiofithemihasiailinkitoiyouripredictorivariablesi(suchiasilandingi 

pageiclicks)iandifullyigraspiwhatiisidrivingithatibehavior. 
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Youimayialsoiturnithingsiaroundiandiobserveiwhetheriorinotiaisingleiindependentivariable 

i(suchiasitemperature)iinfluencesinumerousidependentivariablesi(suchiasipurchaseiratesiofisuntanil

otion,iattendanceiatioutdoorilocations,iandiprobabilityitoiorganizeiaicook-out)iandiifiso,I 

whichiones. 

4.6.4 WhenicouldiyouiutilizeiANOVA? 

YouicouldiutilizeiAnalysisiofiVariancei(ANOVA)iasiaimarketingiwheniyouiwantitoitestia 

icertainihypothesis.iYouiwouldiuseiANOVAitoiassistiyouiunderstandihowiyourivariousigroups 

ireact,iusingiaihypothesisiagainiforitestithatitheimeansiofitheidifferentigroupsiareiidentical.i 

Ifithereiisiindeediaistatisticallyisignificantiresult,itheniitiimpliesithatitheitwoipopulationsiare 

iunequali(oridistinct)i(oridifferent). 

4.6.5 ExamplesiofiusingiANOVAi: 

YouimayiwishitoiutilizeiANOVAitoiassistiyouiansweriqueriesilikeithis: 

Wheniyouiunderstandihowitheigroupsiinsideitheiindependentivariableivaryi(suchiasi 

widowediorisingle,inotimarriedioridivorced),iyouimayibeginitoidiscoveriwhichiofithemihasiailinkitoi

youridependentivariablei(mood)i(mood). 

However,iyouishouldinoticeithatiANOVAiwillionlyiinformiyouiifitheiaverageimoodiratingsi 

acrossialligroupsiareiallitheisameioriareinotitheisame.iItidoesinotitelliyouiwhichioneihasia 

iconsiderablyihigheriorilowerimeanimoodiscore. 

4.6.6 UnderstandingiANOVAiassumptionsi: 

Likeiotherikindsiofistatisticalitests,iANOVAievaluatesitheimeansiofidistinctigroupsianditellsi

youiwhetherithereiareianyistatisticallyisignificantidifferencesibetweenibothitheimeans.iANOVAiisi

categorizediasianiomnibusitestistatistic.iThisiimpliesithatiitican’titelliyouiwhichiexactigroupsiwerei 

statisticallyisubstantiallyidifferentifromieachiother,isimplyithatiatileastitheitwoiofitheigroupsiwere. 

It’sivitalitoirememberithatitheikeyiANOVAiresearchiissueiisithatitheigroupimeansiareifrom 

idistinctipopulations.iThereireallyiareitwoihypothesesiuponiwhichiANOVAirests: 
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Whateveritheimanneriofidataicollection,itheidataiinieachisampledipopulationiareiregularlyi 

distributed.Theisampledipopulationihasiaicommonivarianceiofis2. 

4.7 TypesiofiANOVAi: 

Fromitheifundamentalione-wayiANOVAitoitheimodificationsiforiparticulariinstances, 

ilikeitheirankediANOVAiforinon-categoricalivariables,ithereiareiairangeiofitechniquesi 

toiapplyiANOVAiforiyouridataianalysis.iHere’sianiintroductionitoisomeiofitheimoreifrequentiones. 

Andiwhat'sitheidistinctionibetweenione-wayianditwo-wayiANOVAitests? 

ThisiisispecifiedibyihowimanyimeasurementiitemsiareiincludediinitheiANOVAitest.iOne-

wayiimpliesitheianalysisiofivarianceihasioneiindependentivariable.iTwo-wayimeansi 

theitestiinvolvesitwoiindependentivariables.iAniinstanceiofiitimightibeitheiindependentivariablei 

beingiaibrandiofidrinki(one-way),ioriindependentivariablesiofibrandiofidrinkiandihowimanyi 

caloriesiiticontainsioriwhetheriit’sioriginalioridiet. 

4.7.1 FactorialiANOVA: 

FactorialiANOVAiisianiumbrellaitermithatiencompassesiANOVAitestsiusingitwoiindepende

nticategoricalivariables.i(Aitwo-wayiANOVAiisireallyiaisortiofifactorialiANOVA.)I 

Categoricaliindicatesithatitheivariablesiareistatediinitermsiofinon-hierarchicalicategories 

i(likeiMountainiDewivsiDriPepper)iratherithaniusingiairankediscaleiorinumericalivalue.Welch’siFiT

estiANOVAiStatsiiQiproposesianiunrankediWelch’siFitestiifimanyiassumptionsiaboutidataihold: 

Theisampleisizeiisimoreithani10itimesitheinumberiofigroupsiinsideitheicomputationi 

(groupsiwithijustioneivalueiareiomitted),iandiconsequentlyitheiCentraliLimitiTheoremimeetsithe 

iconditioniforinormallyidistributedidata. 

Thereiareifewiorinoioutliersiinitheicontinuous/discreteidata.UnlikeitheisomewhatimoreipopulariFtes

tiforiequalivariances,iWelch’siFitestidoesinotipresumeithatitheivariancesiofitheigroupsibeingi 

comparediareiequal.iAssumingidataiisinormallyidistributedileadsitoilessiaccurateifindingsiwhen 

ivariancesiareinot,iinifact,iequal,iandiitsioutcomesiareifairlyicomparableiwhenivariancesiarei 

genuinelyiequal. 
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4.7.2 RankediANOVAi: 

Wheniassumptionsiareibroken,itheiunrankediANOVAimayinoilongeribeiviable.iInisuch  

icircumstance,iStatsiiQiproposesitheirankediANOVAi(sometimesicalledi“ANOVAioniranks”);I 

StatsiiQirank-transformsitheidatai(replacesivaluesiwithitheirirankiordering) 

ianditheniperformsitheisameiANOVAionithatichangedidata. 

TheirankediANOVAiisiresilientitoioutliersiandinon-normallyidispersedidata.iRanki 

transformationiisiaiwell-establishediwayiforidefendingiversusiassumptioniviolation 

i(ai“nonparametric”imethod)iandiisimostitypicallyiobservediinitheidifferenceibetweenitheiPearson 

iandiSpearmanicorrelation.iRankitransformationifollowedibyiWelch’siFitestiisicomparableiinieffect

itoitheiKruskal-WallisiTest. 

NoteithatiStatsiiQ’sirankediandiunrankediANOVAieffectisizesi(Cohen’sif)iareicomputedi 

usingitheiFivalueifromitheiFitestiforiequalivariances. 

4.7.3 Games-HowelliPairwiseiTest 

StatsiiQiexecutesiGames-HowellitestsiregardlessiofitheiresultiofitheiANOVAitesti 

(asiperiZimmerman,i2010).i(asiperiZimmerman,i2010).iStatsiiQiprovidesiunrankediorirankediGam

es-Howellipaireditestsibasedionitheisameicriteriaiasithoseiusediforirankedivs.iunranked 

iANOVA,ithusiwheniyouiseei“RankediANOVA”iinitheiadvancedioutput,itheipairwiseitestsiwillibe 

iranked. 

TheiGames-Howelliisisimplyiait-testiforiunequalivariancesithaticompensatesiforithe 

iheightenediriskiofigettingistatisticalisignificanceibyichanceiwhenidoinginumerousipaireditests. 

iUnlikeitheisomewhatimoreifrequentiTukey’sib-test,itheiGames-Howellitestidoesn'tireally 

iassumeithatitheivarianceiofitheigroupsibeingicomparediareiidentical.iExpectingiequalivariances 

ileadsitoilessiaccurateifindingsiifivariancesiareinotiinifactiequal,iandiitsioutcomesiareifairly 

icomparableiwhenivariancesiareigenuinelyiequali(Howell,i2012).i(Howell,i2012). 

Noteithatialthoughitheiunrankedipairwiseitestiexaminesiforitheiequalityiofitheimeansiofithe 

itwoigroups,itheirankedipairwiseitestidoesinotiexplicitlyitestiforidiscrepanciesibetweenitheigroups’i

meansiorimedians.iRather,iitiexaminesiforiaigeneralitendencyiofioneigroupitoihaveibiggerivalues 

ithanitheiother. 
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Additionally,ialthoughiStatsiiQidoesinotireportiresultsiofipaireditestsiforianyigroupiwithi 

fewerithanifourivalues,isuchigroupsiareiconsiderediinideterminingitheidegreesiofifreedomiforithe 

iotheripairwiseitests. 

4.7.4 WhatiareitheilimitsiofiANOVA? 

WhilstiANOVAiwillienableiyouitoiexamineitheidifferenceiinimeansiamongitwoiindependenti

variables,iitiwon’tiinformiyouiwhichistatisticaligroupsiwereidistinctifromieachiother.iIfiyouritest 

iyieldsiaisignificantiF-statistici(theinumberiyouireceiveiwheniyouiperformianiANOVAitest), 

iyouimayineeditoiconductianiadihocitesti(suchitheiLeastiSignificantiDifferenceitest)itoiinformiyou 

ispecificallyiwhichigroupsihadiaidifferenceiinimeans.i("ANOVAiTest:iDefinitioni&iUsesi(Updatedi

2022)i-iQualtrics",i2022) 

4.8 TheiNon-parametriciFriedmaniTest: 

TheiFriedmanitestiisiainon-parametricitestiusediititoitestitheidifferencesibetweenisetsi 

whenitheivariableiisiatileastiordinali(mayibeicontinuous)i(couldibeicontinuous).iTheiFitestiisithe 

inon-parametricialternativeitoitheione-wayiANOVAiwithirepeatedimeasurements 

i(oritheifulliblockidesigniandiaispecificiinstanceiofitheiDurbinitest)i(oritheicompleteiblockidesignian

diaispecialicaseiofitheiDurbinitest).iIfitheidataiisisubstantiallyidifferentithanidistributedinormallyi 

thisibecomesitheipreferableitestioveridoingianiANOVA.Theitestitechniqueiranksieachirowi(block)I 

jointly,ithenievaluatesitheivaluesiofirankingsibyicolumns.iTheidataiisistructurediinitoiaimatrixiwithi

Birowsi(blocks)iandiTicolumnsi(treatments)iwithiaisingleiprocessiinieachicelliofitheimatrix. 

Assumptions: 

Asiwithipracticallyieveryistatisticalitest,ithereireallyiareiassumptionsitoievaluate.iHereilet’si 

spotlightifouriaspectsitoiconsider: 

 Thereiisioneigroupiofitestiparticipantsithatiareievaluatedionithreeiorimoreidistinctitimes. 

 Theigroupiisiairandomisamplingifromitheipopulation. 

 Theidependentivariableiisiatileastianiordinalioricontinuousi(Likertiscales,itime,iintelligence,i%i

accurate,ietc)i(Likertiscales,itime,iintelligent,ipercentageicorrect,ietc.) 

 Theisamplesishouldinotibeinormallyidistributed. 
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4.9 Settingiupitheihypotheses: 

 Theinullihypothesisiisimedianitreatmentieffectsiofitheipopulationiareiallione.iInisummary,ithe 

itherapiesihaveinoiimpact. 

 Theialternativeihypothesisiisitheiimpactsiareinotiallitheisame.iIndicatingithereiisiaivisible 

idifferenceiinitreatmentieffects. 

 Theidataiwe’reiworkingiwithirepresentsitheicircumstanceiwhereiweiwishitoicompareiTi 

treatmentsiwithiNiparticipants.iTheiparticipantsiareirandomizedirandomlyitoitheidifferenti 

groups.iTheicomparisoniisiwithinieveryigroupiandinotibetweenigroups. 

4.9.1 TheiTestiStatistic: 

 Theicomparisoniisiofitheirankedioutcomesiofitheiordinalioricontinuousidata,igivingiairanking 

ivalueifromi1,i2,itoiTiforieachiofitheiBirowsioritreatments. 

 Becauseitheinullihypothesisiisitheitreatmentsihaveireallyinoiaffectitheirankingsitheitotaliofithe 

iratingiforieachicolumni(treatment)ishouldiallibeiidentical. 

 TheientireisumiofirankingsiisiBT(T+1)/2,ihenceieachitreatment’sisumiofiranks,iifiequal,ishould

ibeiprettyinearitoiB(T+1)/2.iThereforeitheitestistatisticiisiaifunctioniofitheisumiofisquaresiofi 

variancesibetweenitreatmentirankisumsi(R1,iR2,i…,iRT)ianditheipredictediB(T+1)/2ivalue. 

4.9.2 TheiCriticaliValue: 

 Andiweineeditoievaluateitheitestistatisticitoitheicrucialivalueitoiassessitheideviationiare 

idivergingienoughitoiestablishithatitreatmentsiweren'tialliequal.iHereisoftwareicomesiinihelpful

,isuchiMinitab,iR,iorianyiotheriprogramitheiincludesitheitablesibuilt-in. 

 Andihere'sianiexcepteditableiforithreeiorifouritreatments.iIfiyouriexperimenticontainsimultiplei

treatmentsioriaibigisampleisizeiyouimightiestimateitheicriticalivalueiusingiaichi-squared 

idistributionsi(moreionithatianotheritime)i(moreionithatianotheritime).i(Schenkelberg,i2022). 

4.10 Conclusion: 

 Ifitheitestistatisticivalue,iS,iisibiggerithanitheicriticalivalueimentionediinitheitableitheniwe 

irejectitheinullihypothesisiandiconcludeithereiisistrongievidenceithatitheitreatmentsidifferent. 

 AndibecauseiweiuseirankingiweifoundithatiusingiFriedmanitestiisitheibestimethoditoidetermine

iourihypothesesi,Wertheriareicorrectinoriwrong,itheitestsidoneiini10thiofiAprili2021. 

 Knowingithatiifiaip-valueilessithani0.05i(typicallyi≤i0.05)iisistatisticallyisignificant.  
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 iItiindicatesistrongievidenceiagainstitheinullihypothesis,iasithereiisilessithaniai5%iprobabilityith

einulliisicorrecti(anditheiresultsiareirandom).iTherefore,iweirejectitheinullihypothesis,iandiacce

ptitheialternativeihypothesis. 

a) H0:It’sibetteritoiuseionlineitenderingiplatformiovericurrentitraditionaliway. 

b) H1:iIncorporatingiMLiinitheie-

tenderingiplatformiwilliimproveitheioveralliproject’siquality.i(Machineilearning). 

C) H2:iUsingionlineitenderingiplatformiwillicutiprojecticosts,isaveitimeiandiincreaseitend

eringiefficiency. 

4.11 Pathiloadingsiforitheiproposedimodel: 

Atifirstiit’siimportantitoiknowithatiPathiAnalysisiisitheistatisticaliapproachibasediuponisuchiai

lineariequationisystemithatiusediexploreicausalilinkagesiamongitwoiorimoreivariables,iItiisimerelyi

aisequenceiofiregressionsidoneisequentiallyitoidata.iIniairegressionimodel,ieveryiIndependenti 

Variablei(IV)ihasidirectiimpactitheiDependentiVariablei(DV)iwhereiIniaipathianalysisimodel,iini 

additionitoidirectiinfluenceithenithereiisiindirectieffectiofianiIndependentiVariablei(IV),ithroughi 

aimediatingivariable,ionitheiDependentiVariablei(DV). 

RecognizingithatiPathianalysisiwasifirstidevelopedibyiSewalliWrightiinithei1930siusediin 

iphylogeneticistudiesitheniitiGrowniinipopularityiini1960,iwheniBlalock,iDuncan,iandimanyiothersi

initiatedithemitoisocialisciencei(e.g.istatusiattainmentiprocesses)iIniwhichitheidevelopmentiofi 

generalilinearimodelsibyiJoreskogandiothersiinilatei1960si(“LISREL”imodels,ii.e.ilinearistructurali

relations). 

Aicompleteistatisticalistrategyitoievaluatingihypothesesiconcerningilinksiamongiobservablei

andilatentivariablesiit’sialsoiAiapproachiforimodeling,iestimating,iandievaluatingiaitheoreticali 

networkiofi(mainly)ilineariinteractionsibetweenivariablesialsoiTestsipredictedipatternsiofidirection

aliandinon-directionalicorrelationsiamongiaicollectioniofiobservable 

i(measured)iandiunseeni(latent)ivariables. 
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4.11.1 DifferenceiBetweeniPathiAnalysisiandiSEM: 

 PathianalysisiisiaispecialicaseiofiSEM. 

 Pathianalysisicontainsionlyiobservedivariablesi(noilatentivariableiasiSEM). 

 Pathianalysisiassumesithatiallivariablesiareimeasurediwithoutierror. 

 SEMiusesilatentivariablesitoiaccountiforimeasurementierror. 

 PathianalysisihasiaimuchimoreirestrictiveisetiofiassumptionsithaniSEMi(e.g.inoicorrelationi

betweenitheiregressors)i(e.g.inoicorrelationibetweenitheierroriterms). 

PathianalysisiisiaisubsetiofiStructuraliEquationiModelingi(SEM),iaimultimodaliapproachias 

iPathianalysisiasidescribedibyiUllmani(1996)i“allowsievaluationiofiaisetiofirelationshipsibetweeni 

oneiorimoreiindependentivariables,ieithericontinuousioridiscrete,iandidependentivariables,ieither 

icontinuousioridiscrete”. 

BecauseiSEMiworksiwithimeasurediandilatentivariablesiandiconsiderimixiofimultipleilinear 

iregressioniandifactorianalysisiweiuseiPathianalysisiasiitidealsisolelyiwithimeasuredivariables. 

4.11.2 TheiPurposeiofiPathiLoadings: 

1. Toiidentifyitheipatternsioficorrelation/icovarianceiamongiaigroupiofivariables. 

2. Toidescribeiasimanyiofitheirivariationiasifeasibleiwithitheimodelistated. 

3. StagesiofiPathiAnalysis. 

4. Modelispecification. 

5. Modeliidentification. 

6. Modelifit. 

7. .Coefficientiestimations. 

8. Modelire-specificationi(ifirequired)i(ifinecessary). 

It’siimportantitoiknowiSMEiprocessiasiitidependionivalidatingitheimeasurementimodel:I 

achievedimostlyiusingiconfirmatoryifactorianalysisi(CFA)iandiFittingitheistructuralimodel:I 

achievedimostlyibyirouteianalysisiusingilatentivariablesi,iwhereiTheiPurposesiofiCFAiandiPath 

iAnalysisiwasitoiiConfirmatoryifactorianalysisi(CFA)iandiiTestsimodelsiofilinksiamongilatenti 

variablesi(LVsioricommonifactors)iandiMVsiwhichihaveibeeniindicatorsioficommonifactors.i 

itestiofibothitheimeaningfulnessiofilatentivariablesiandiassociatedimarkers,ialthoughitheiresearcheri

mayipreferitoiemployiestablisheditestsi(ex.,iCronbach'sialpha). 
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Confirmatoryifactorianalysisi(CFA)imayibeiperformeditoivalidateithatitheiindicatorsiarrangei

themselvesiintoifactorsimatchingitoihowitheiresearcherihasirelateditheiindicatorsitoitheilatenti 

variablesiasiitiplaysianiessentialiroleiinistructuraliequationimodelingi.iAsiCFAimodelsiiniSEMiare 

iuseditoiexamineitheiimpactiofimeasurementierroriinitheimodeliiniorderitoiverifyiaimultifactorial 

imodel,ianditoiestablishigroupieffectsionitheicomponents. 

ItialsoiimportantitoiknowithatiBothiIV’siandiDV’simayibeicontinuous,idiscrete,iorieveni 

dichotomousiandiIfiDViisicontinuous,icaniutilizeimodelicomparableitoiregressionianalysisicani 

applyiSPSSiAMOSiandiIfiDViisidichotomous,imayiuseimodelicomparableitoiregressionianalysisi 

caniapplyiStataiGSEMi(generalizedistructuraliequationimodel)i(generalizedistructuraliequation 

imodel). 

Independentivariablesiareitypicallyiregardedieitheripredictorioricausalivariablesisinceithey 

ipredictioricauseitheidependentifactorsi(theiresponseiorioutcomeivariables)i(theiresponseiori  

outcomeivariables)iUnderstandingiofiPathiCoefficientsiasiTheyiareinoticorrelationicoefficients 

isupposingiweihaveiainetworkiwithiairouteilinkingifromivariableiAitoivariableiB. 

WithitheiunstandardizedipathicoefficientiBiofi0.81:i–

IfivariableiAigrowsibyioneiunit,ivariableiBiwouldibeipredicteditoiincreaseibyi0.81iunit,iwhileimaint

ainingialliotherirelevantivariablesiconstantiandiwithiaipathicoefficientiBiofi-0.16:i–

IfivariableiAigrowsibyioneiunit,ivariableiBiwouldibeipredicteditoidropibyi0.16iunit,iwhileimaintaini

ngialliotherirelevantivariableiconstantitheyiareinoticorrelationicoefficients. 

SupposeiweihaveiainetworkiwithiairouteilinkingifromivariableiAitoivariableiB.iTheimeaningi

ofitheistandardizedipathicoefficientiBetai(e.g.,i0.81):i–IfivariableiAirisesibyioneistandardideviationi 

fromiitsimean,ivariableiBiwouldibeipredicteditoiincreaseibyi0.81iitsiownistandardideviationi(isdi) 

ifromiitsiownimeaniwhileimaintainingialliotherirelevantivariablesiconstant. 

WithiaipathicoefficientiBetaiofi-0.16:i–

IfivariableiAirisesibyioneistandardideviationifromiitsimean,ivariableiBiwouldibeipredicteditoifallibyi

0.16iitsiownistandardideviationsifromiitsiownimeaniwhileiretainingialliotherirelevantivariablei 

(Murti,i2016). 
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4.12 Ouriproposedimodel : 

Theifollowingifigureiprovidesianioverviewiofitheipathiloadingiresultsiforialliofitheivariables 

ilinkediwithitheisuggestedimodeliinithisistudy.iTheifigureidetailsithreeiindividualiaspects 

irepresentingitheithreeihypothesesi,inamelyiusingionlineitenderingiplatformiovericurrentitraditionali

wayi,iIncorporatingiMLiinitheie-tenderingiplatformiimprovesiqualityiandiUsingionlineitenderingi 

platformiwillicutiprojecticosts,saveitimeiandiincreaseitenderingiefficiency. 

Weimentionibeforeiweigiveirankingifromi1itoi5iaccordingitoitheianswersithatistartedifrom 

itotallyiagreeitoitotallyidisagreei,iweiestimateditheimeaniofitheirankingiforieachiquestionithenito 

ieachihypothesisithenitoitheitotalistudy.iIfitheimeansiofitheihypothesisi>3itheihypothesisiisiaccepted

iinitiallyiiasitheifollowingifigurei. 

i 

 

Figure 3.path loading for modify model 

Accordingitoitheipathiloadingimodelialliofitheiquestionsigetsihigherivaluesi>3ianditheithreeih

ypothesisigetsi(3.70i,i3.62i,i3.76)iRespectively. 

AccordingitoiallipreviousiinputsiIt’siconfirmsithatiimplementingionlineitenderingiplatformifo

ripubliciconstructioniprojectsiiniJordaniareiwelcomedifromitheiparticipants. 
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4.13 Ouriproposedi Hypothesis : 

The suggested hypotheses for this research work and illustrates the proposed conceptual 

framework, the research hypotheses represented by relations between the model’s constructs and 

the behavioral intentions and actual use behavior. The following hypotheses are proposed for this 

research as following: 

• Performance expectancy has an effect on behavioral intention  and the actual use to adopt 

social commerce. 

a) The influence of performance expectancy on behavioral intention   to adopt social 

commerce will be moderated by gender, age , and income. 

b) The influence of performance expectancy on actual use  to adopt social commerce will be 

moderated by  IT experience. 

• Effort expectancy has an effect on behavioral intention to adopt social commerce. 

c) The influence of effort expectancy on behavioral intention to adopt social commerce will 

be moderated by gender, age, and  IT experience. 

• Social influence has an effect on behavioral intention to adopt s-commerce. 

d) The influence of social influence on behavioral intention to adopt social commerce will 

be moderated by gender, age, and income. 

• Facilitating conditions has an effect on actual use behavior of s-commerce. 

e) The influence of facilitating conditions on actual use behavior of social commerce will be 

moderated by age and IT experience. 

• Behavioral intention to adopt social commerce has an effect on actual use behavior of 

social commerce. 

f) The influence of behavioral intention  on actual use behavior to adopt  social commerce 

will be moderated by  IT experience 
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Figure 4. proposed hypotheses 

4.14 Proposed Conceptual Framework of Extended UTAUT model: 

This study offers a new conceptual framework for UTAUT model that incorporates the 

unique characteristics of s-commerce to enhance the understanding for its acceptance and usage 

within the proposed research population. The proposed extension is done over the concept of the 

original model with some development on its determinants and moderators by adding some new 

factors to the model’s structure, and removing some of the existing factors. These modifications 

would enhance the model and make it more suitable to use over s-commerce or any other social 

application with attention to the usage behaviors for developing counties’ societies. 

 

Figure 5. Proposed conceptual framework of extended UTAUT model for social commerce 
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4.15 Machine Learning Abroach: 

We will provide A ML approach in order to predict consumer readiness to accept social 

commerce in Iraqi market using 11 question on our survey that represents consumer Point Of 

view regarding Social Commerce . 

The 11 questions will be : 

1. My experience with online e-government services is good in government websites 

that provide electronic services to citizens 

2. The solution to making bidding more convenient and easier is to digitize the 

process for all stages of bidding. 

3. I encourage entering the Jordanian electronic tendering system. From my point of 

view,  

4. I believe that the use of electronic tendering platforms will ensure business 

continuity and access to data and record keeping. 

5. I believe that bidders will be able to use the online platform easily. 

6.  I believe that the current technological infrastructure in Jordan is capable of 

supporting the electronic bidding platform. 

7. I believe that the electronic bidding platform will eliminate malpractice in the 

bidding process. 

8. The electronic bidding platform, if implemented, will reduce operational costs on 

both the bidder and the Ministry alike. 

9. I believe that the electronic bidding platform will facilitate and speed up the 

communication process between the bid winner and the Ministry. 

10. I think information security is very high on this platform 

Artificial intelligence is a machine's capacity to learn like a person, allowing it to achieve human 

intellect and much more. 

Advances in AI have led to benefits in a variety of industries, including automation, supply 

chain, eCommerce, manufacturing, and many more. 

Not only that, but AI's sub-parts, such as Data Science and Machine Learning, have helped 

organisations make better judgments. 
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 In other words, we might evaluate and deliver customised suggestions to clients based on their 

likes and dislikes, most often purchased things, prior searches, correlations between item 

purchases, and many other factors to help an eCommerce company increase income. 

AI has played a big part in eCommerce by assisting with inventory management, logistics, 

identifying trends and patterns, forecasting future outcomes based on previous trends, and 

assisting with fact-based judgments, among other things. 

Consumer behaviour refers to how people choose, decide, utilise, and dispose of products and 

services in the broadest sense. Individuals, groups, and organisations from any vertical are 

covered. 

It provides valuable information and insights about the emotions, attitudes, and preferences of 

consumers, all of which influence purchasing decisions. As a result, marketers will be able to 

better understand their consumers' requirements, provide value to them, and generate income for 

the organisation. 

Big companies understand that predicting customer behavior fills the gap in the markets and 

identifies products that are needed and which could generate bigger revenue. 

predict consumer readiness can be done by: 

Filtration: separating the not need questions or negative question that could mislead in prediction 

process . This helps in the separation of concerns, which in turn helps us identify the region of 

the market. 

Predictive Analytics: we use statistical techniques to analyze previous historical survey to predict 

the future behavior of customers. 

In this dataset survey , we have information related to customers behavior like: 

*User-ID 

*Question 

* rating on questions from 1 to 5  
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For data exploration, it is mandatory to have a few Python libraries installed. 

The libraries to download are: 

 NumPy 

 Pandas 

 Matplotlib 

 Sklearn 

 Seaborn 

Code : 

import numpy as np 

import pandas as pd 

import sklearn 

import matplotlib.pyplot as plt 

import seaborn as sns 

 

View dataset 

df = pd.read_csv(r'../downloads/survey.csv') 

df.head() 

 

Data visualizations: 

For data exploration, it is mandatory to have a few Python libraries installed. 

Correlation between Age AND annual income inIQD. 

plt.figure(1 , figsize = (15 , 6)) # sets the dimensions of 

image 

n = 0  

for x in ['Age' , ' annualincomeinIQD ']: 

    n += 1 

    plt.subplot(1 , 3 , n) # creates 3 different sub-plots 

    plt.subplots_adjust(hspace =0.5 , wspace = 0.5) 

    sns.distplot(df[x] , bins = 20) # creates a distribution 

plot 

    plt.title('Distplot of {}'.format(x)) # sets title for each 

plot 

plt.show() # displays all the plots 
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Output: 

 

Figure 6 . Distribution plot of Age and Income of surveyors. 

Gender analysis: 

The analysis of spending habits based on gender is the second most essential factor in 

determining the approach. Females tend to buy more than men in this situation. 

plt.figure(1 , figsize = (15 , 5)) 

sns.countplot(y = 'Gender' , data = df) 

plt.show() 

 

Output: 

 

Figure7. Count of sample gender based on their tends to use social commerce 
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Clustering our question survey : 

In this method we will cluster questionstogether to 4 groups to help ML tool and ease our work 

Cluster 1  : 

1. My experience with online e-government services is good in government websites 

that provide electronic services to citizens 

2. I think information security is very high on this platform 

Cluster 2  : 

3. The solution to making bidding more convenient and easier is to digitize the 

process for all stages of bidding. 

4. I encourage entering the Jordanian electronic tendering system. From my point of 

view,  

Cluster 3 :   

5. I believe that the use of electronic tendering platforms will ensure business 

continuity and access to data and record keeping. 

6. I believe that bidders will be able to use the online platform easily. 

7.  I believe that the current technological infrastructure in Jordan is capable of 

supporting the electronic bidding platform. 

Cluster 4  : 

8. The electronic bidding platform, if implemented, will reduce operational costs on 

both the bidder and the Ministry alike. 

9. I believe that the electronic bidding platform will eliminate malpractice in the 

bidding process. 

10. I believe that the electronic bidding platform will facilitate and speed up the 

communication process between the bid winner and the Ministry. 
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Now let's have a look at what we can do with four clusters: 

model_2 = (KMeans(n_clusters = 4 ,init='k-means++', n_init = 10 

,max_iter=300,  

                        tol=0.0001,  random_state= 111  , 

algorithm='elkan') ) # set number of clusters as 4 

model_2.fit(X_age_spending) # fit the model 

labels1 = model_2.labels_ 

centroids1 = model_2.cluster_centers_ 

 

we used k-means clustering which is a vector quantization approach that seeks to split n 

observations into k clusters, with each observation belonging to the cluster with the nearest mean 

(cluster centres or cluster centroid), which serves as the cluster's prototype. As a result, the data 

space is partitioned into Voronoi cells. Within-cluster variances (squared Euclidean distances) 

are minimised by k-means clustering, but regular Euclidean distances are not, which is the more 

difficult Weber problem: the mean optimises squared errors, but only the geometric median 

reduces Euclidean distances. Using k-medians and k-medoids, for example, better Euclidean 

solutions can be obtained. 

Let's draw the graph: 

plt.figure(1 , figsize = (15 , 7) ) 

plt.clf() 

Z = Z.reshape(xx.shape) 

plt.imshow(Z , interpolation='nearest',  

           extent=(xx.min(), xx.max(), yy.min(), yy.max()), 

           cmap = plt.cm.Pastel2, aspect = 'auto', 

origin='lower') 

 

plt.scatter( x = 'Age' ,y = 'consumer readability(1-100)', data 

= df , c = labels1 ,  

            s = 200 ) 

plt.scatter(x = centroids1[: , 0] , y =  centroids1[: , 1] , s = 

300 , c = 'red' , alpha = 0.5) 

plt.ylabel('consumer readability (1-100)') , plt.xlabel('Age') 

plt.show() 
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Output: 

 

Figure 8 . k-means output with 4 clusters 

We may deduce a lot of information about Consumer Readability from the graph above. 

Conclusion : 

 Consumer Readability was deduced based on users answers on the questions on the 4 

clusters where answers where plot on scale from 1 to 100  by aggregate their answer 

count on each cluster where 100 is maximum readiness and 0 indicates there are not 

ready yet for using Modern social commerce . 

 Regardless of age, the average Consumer Readability score would be approximately 20. 

 Customers under the age of 40 had the highest Consumer Readability . 

 Above the age of 40, the Consumer Readability score remains steady between 30 and 60. 

 This graph predicts consumer readability toward social commerce which encourage to 

more implement it in Iraqi market where with AI and ML methods we assure that truly 

most of consumers are welcoming this Idea and Ready with it especially youth which 

represent most or Iraq population. 
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5. Results: 

Thisisectionihighlightsitheiresultiandifindingsifromitheireturnediquestionnairesiofithe 

icontractoriandiclientibase.iTheistatediobjectivesiwereijustifiediasifollows: 

5.1 Schooliquestionnaire 

Theiquestionnaireiconsistsiofi5icategoriesiandi49iquestioniasifollowingi: 

A. Personaliinformationiaboutiusersiofisocialicommercei: 

1. Gender 

2. Age 

3. Employmentitype 

4. MonthlyiincomeiiniIQD 

5. Doiyouihaveianiaccountionioneiofitheisocialimediainetworks? 

6. Fromiyouriowniviewpoint,iwhatiisitheimajorireasoniforinotiusingisocialinetworksitilli 

nowi? 

B. ComputeriKnowledgeiandiExperiencesi: 

7. Toiwhatiextentidoiyouidescribeiyourigeneralicomputeriandiinternetiknowledgei? 

8. Howilongidoiyouisurfitheiinternetidailyi? 

9. Howilongihaveiyouibeeniusingitheisocialimedia? 

10. Whatiisiyouripreferableiandimostlyiusedisocialinetworki(pleaseichooseioneionly)? 

C. OnlineiShoppingiBehavior=iiactualiusei: 

11. Howilongihaveiyouibeenie-shopping? 

12. Howimanyitimesihaveiyouie-shoppediinitheipastiyeari? 

13. Ifiyouifacediaiproblemiwheniyouididie-shopping,iwhat'sitheireason? 

14. Whichioptionidoiyouipreferitoidoie-shopping? 

15. Whichiapplicationiofisocialimediaidoiyouipreferitoidoie-shopping? 

16. Whatiisitheiimportantireasonimotivateiyouitoidoie-shopping? 

17. Didiyouidoie-shoppingiforipersonalimotivationioriinfluence? 

18. Howiwasitheiproductireceivedithatiyouipurchased? 

19. Didiyouieveriuseiyouriaccountionisocialinetworksiiniaipurchasingioperationionioneiofi 

theisocialionlineishoppingisites? 
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20. Ifiyouidecideitoicompleteitheipurchasingiprocess,iwhatiisitheipreferableimethodiofi 

paymentiyouiuse? 

21. Didiyouieveriuseiyouriaccountionisocialinetworksitoibenefitifromisocialimediaifeaturesi

(commenting,iliking,isharing,ioriothers)iinitheionlineishoppingiactivitiesiforiyouiorionei

ofiyourifriendsionitheinetwork? 

D. PerformanceiExpectancy:iYouriopinionionitheibenefitsithatiwouldibeiattainedifromiusing 

isocialicommercei: 

22. Usingimyisocialinetworkiaccountiinionlineishoppingiwouldienhanceimyieffectivenessi  

ofionlineishoppingi. 

23. Usingimyisocialinetworkiaccountiinionlineishoppingiwouldihelpimeimoreiinisearching 

iforitheimostiappropriateicommodity. 

24. Usingimyisocialinetworkiaccountiwouldihelpimeiinidiscussingiopinionsiandi 

requirementsiaboutitheicommodityiwithitheiproducers,isuppliers,iandidistributorsimorei

effectively. 

25. Usingimyisocialinetworkiaccountiwouldieaseigettingireviewsiaboutitheicommodityi 

fromiitsiusersiandidiscussiitiwithithem. 

E. EffortiExpectancy:iYouriopinioniaboutitheieaseiofiusei: 

26. Socialimediaishoppingiisireliable. 

27. Socialimediaisitesiareiconcernediwithimaintainingitheiconfidentialityiofimyidataiandipri

vacy. 

28. Socialimediaisuchias:iFacebook,iwhat'siapp,iInstagram,..ietc.iareitrust. 

29. Socialimediaishoppingiservicesimakeimeimoreiefficient. 

30. Onlineishoppingiisibetterithanilocalishopping. 

F. SocialiInfluence:iYouriopinioniaboutitheisocietyiinfluenceioniyouridecisionitoiuseithe 

isocialicommercei: 

31. Iifeelitheie-shoppingisitesiisireliable. 

32. Iitrustimyifriend'siopinionsiandirecommendationsitoidoie-shopping. 

33. Iifeelithatimyifriends'iexperiencesiandireviewsiofitheiproductsiwhichitheyiboughtiare 

igenerallyihonest. 

34. Iicaniinviteimyifriendsitoitryie-shoppingifromisocialimedia. 

G. FacilitatingiConditions:iYouriopinionionitheiqualityiofiusei: 
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35. Iidoinotiknowitheistepsiofionlineishoppingisoithatimyidesireitoidoie-

shoppingiisiweakness. 

36. IidoinotiknowihowitoiuseiaicrediticardisoiIican'tishopionline. 

37. Myilackiofiknowledgeiofitheiqualityiofitheiproductsiofferedipreventsimeifromie-

shopping. 

38. Iiwillinotidoie-shoppingiuntiliIimakeisureitoikeepimyidataiconfidential. 

39. IithinkithatiArabie-commerceisitesiareinotisafeienoughicompareditoiforeigniones. 

40. Sometimesitheiactualiproductipurchasedifromitheiwebsiteiisinotitheisameiasitheiproducti

displayedionitheisameiwebsite. 

41. Iipreviouslyishoppedionlineiandipaidiforitheiproductibutididinotireceiveitheiproduct. 

42. Onlineishoppingiisibasedionihighitrust. 

43. Thereiisinoiconfidenceiinisavingipersonalidataiandinotitoiuseiitiforiotheripurposes. 

44. Iihaveihighiknowledgeiabouticomputeriandiinternetiuse. 

H. BehavioraliIntentionitoiUse:iYouriopinionicontinuingiuseisocialicommerceiinitheifuturei: 

45. Thereishouldibeiaifeatureioniallisocialimediaisitesidedicateditoie-

commerceiinitheifuture. 

46. Thereishouldibeineweriandifasteriwaysitoishipiandideliveriproductsiandiservicesithatiare

ipurchasedionlineiiniIraqiinitheifuture. 

47. E-commerceicompaniesishouldiprovideimoreibranchesiiniIraqiinitheifuture. 

48. Neweriandisimplerifinancialimethodsimustibeiprovideditoipayitheiamountiofiproducts 

ithatiareiboughtionlineiiniIraqiinitheifuture. 

49. E-

commerceilowsimustibeidevelopeditoiensureitheirightiofitheiproduceriandiconsumeriin 

iIraqiinitheifuture. 

5.2 MethodiUsediiniRankingiQuestionnairei 

Finally,iweibelieveithatiLikert-scaleiquestionnairesishouldibeiusediiniconjunctioniwithiotheridata-

gatheringimethodsiiniorderitoiobtainiaimoreicomprehensiveiunderstandingiofitheiconstructiunder 

iinquiryianditoiovercomeitheiinherentilimitationsiofinumericaliLikert-

scaleidata,inamely,ithatinumericalidataiwilliprovideiaifullipictureiofieducationaliphenomena. 
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Data-gatheringimethodsisuchiasiopen-endediinquiries,iobservations,iinterviews,iandiobjective 

itestingishouldialsoibeiemployeditoigetiaimoreifullipictureiofitheioccurrences.iThere'siaibetteri 

chanceioficorrectlyicomprehendingiaiconceptiandiarrivingiatimoreiacceptableiinterpretationsiand 

iconclusionsiifiyouilookiatiitifromidifferentiperspectives. 

UponiWhatimentionedipreviousiitiwasidoneibyimeasuringirespondents’iperceptionsionitheileveliofi

significantiusingiaiLikertiitems,iwhere:i1i=iinsignificanti(factor),i2i=islightlyisignificant,i3i=iquiteis

ignificant,i4i=iveryisignificantiandi5i=iextremelyisignificant. 

Thus,itheinumericalirepresentation,istatisticalianalysisiandisubjectiveiwereitheiunderlying 

iindividuals’iperceptions. 

ForiexampleiweifoundiRegardingiPerformanceiExpectancyiAnswersiwasiasifollowing: 

 

Figure 6.PE according to Age Answers 
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Figure 7.PE According to Income Answers 

 

 

Figure 8.Count of answers and reply 
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iIt’siConcludedithatiPEiisiaivalidiVariableiasimostiofianswersiwasi(agreedi)isoitheiPEiconsider 

iCriticaliVariableitoitakeiintoiConsiderationi,iAsiwelliasiEEiandiPIishowsitheisameiResultsiiniour 

iResearch. 

5.3 Researchisamplei 

TheiinterviewischedulediwasiadministereditoitopiindustryiplayersiasiEmployeesiofitheiMPWH, 

iConsultatives,iContractors,iwhoihaveisufficientipracticaliexperienceiiniprocurementipracticesi 

whichireachimoreithani15iyearsiofiexperienceiinitheifiled,iwhichiwereialsoiadministereditoimore 

ithan100irespondentsiinvolvingiprocurementipractitionersiandimanagersiinitheiJordanianipublic 

iconstructionisector. 

iRespondentsihadienoughiworkingiexperiencesiasimoreithanihalfiofitheitotalisampleisizei(65%)I 

havingimoreithanifiveiyears.i 

Addeditoitheiriexperienceiisitheiriworkititles,iasi70%iofitheiparticipantsiwasiworkingias 

iConsultativesiandiContractors. 

iTheseiquestionnairesiwereiadministerediusingipurposiveisnowballingisamplingitechnique,iwhichi

helpediinireachingiprofessionalsiwho haveianiin-depthiunderstandingioniprocurementiandithe 

iimplementationiofionlineitenderingiplatformiforipubliciconstructioniprojectsiiniJordan,i111 

iquestionnairesiwereisuccessfullyiretrieved. 
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5.4 Backgroundiinformation 

 

Theibackgroundiinformationiofitheitotalisampleisizeiisisummarizediinitheifollowingitable: 

Backgroundiinformation 

  CategoryiofiRespondents F % 

Consultant 38 35% 

yearsiofiEXPi0-5 15 14% 

yearsiofiEXPi5-10 7 6% 

yearsiofiEXPi10-15 8 7% 

Moreithani15iYears 8 7% 

Contractor 38 35% 

yearsiofiEXPi0-5 11 10% 

yearsiofiEXPi5-10 15 14% 

yearsiofiEXPi10-15 4 4% 

Moreithani15iYears 8 7% 

EmployeesiofiMPHWiandiiGov.iEmployees 35 31% 

yearsiofiEXPi0-5 14 13% 

yearsiofiEXPi5-10 5 4% 

yearsiofiEXPi10-15 9 8% 

Moreithani15iYears 7 6% 

GrandiTotal 111 100% 

Fi=ifrequency %i=ipercentageitoitheigranditotal 

Tablei3:iSummaryiofiBackgroundiInformation 
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5.5 FactoriWeiUsei 

AmongiAlliResearchiQuestionnaireiWeiChooseithreeimainiQuestionsiCategoriesitoirepresentithei

modeliasifollowingi: 

1. Usingionlineitenderingiplatformiovericurrentitraditionaliwayi: 

WhileiUsersigetiuseditoicurrentitraditionaliwaysiweineeditoiinvestigateiWertherithey 

iareiwelcomingiusingiOnlineimethodsianditheiriReadinessitoimakeithisistepi,iItimakes 

itheisystemireadyiforithisitotallyidigitaliframework,iautomatingitheitenderimanagementi

processiandienablingiforispeedier,imoreiregulatedipurchasingithatiallowsitheipurchaseri

toieasilyimanageiandiassessioffers. 

2. IncorporatingiMLiinitheiE-tenderingiPlatformiimprovesiQuality: 

ItiwasiimportantitoiinvestigateiIsiArtificialiIntelligenceiEffective?iAsiAIiandiMLiisiai 

comprehensiveigroupiofinewitechnologicalitoolsiwithitheicapacityitoistudyiandimodify 

itheiribehavior,iitihelpsiprocurementicompaniesitoihandleidifficultiproblemsimore 

iefficientlyiutilizingiclevericomputerialgorithmsithaniexistingimethods.iAIisoftwareiis 

itypicallyicreateditoidoicomplicateditasksifasterioriquickerithaniindividuals. 

3. Usingionlineitenderingiplatformiwillicutiprojecticosts,isaveitimeiandiincrease 

itenderingiefficiencyi: 

Asiweialliknow,iautomationiandiconstructeditrackingitoolsiminimizeipurchasingiteams'ioverhead, 

iimproveiperformance,iboostiefficiencyilevels,iandisaveimoney.iTheyialsoiassistiminimize 

imaverickiexpenditure,iwhichioccursiwheniemployeesipurchaseithingsi"officontract,"ithatiis,I 

beyonditheilimitationsisetiforthiiniagreediandiin-forceicontracts,ithusitrackingithese 

idevelopmentsiwasicritical. 

5.6 PathiLoadingsiResults 

Accordingitoitheipathiloadingimodelialliofitheiquestionsigetsihigherivaluesi>3ianditheithreeih

ypothesisigetsi(3.70i,i3.62i,i3.76)iRespectively. 

AccordingitoiallipreviousiinputsiIt’siconfirmsithatiimplementingionlineitenderingiplatform 

iforipubliciconstructioniprojectsiiniJordaniareiwelcomedifromitheiparticipants. 
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5.7 Hypothesisitesti 

AsiweimentionedibeforeitheiFriedmanitestiisiainon-parametricistatisticalitestidevelopediby 

iMiltoniFriedman.iSimilaritoitheiparametricirepeatedimeasuresiANOVA,itheiprocedureiinvolves 

irankingitheniconsideringitheivaluesiofiranksibyicolumns.iAndibecauseiweiuseirankingiweifound 

ithatiusingiFriedmanitestiisitheibestimethoditoidetermineiourihypothesesi,Wertheriareicorrectinor 

iwrong,itheitestsidoneiini10thiofiAprili2021. 

Knowingithatiifiaip-valueilessithani0.05i(typicallyi≤i0.05)iisistatisticallyisignificant. 

iItiindicatesistrongievidenceiagainstitheinullihypothesis,iasithereiisilessithaniai5%iprobabilityithe 

inulliisicorrecti(anditheiresultsiareirandom).iTherefore,iweirejectitheinullihypothesis,iandiacceptithei

alternativeihypothesis. 

c) iH0:It’sibetteritoiuseionlineitenderingiplatformiovericurrentitraditionaliway. 

Theiresultsiofitheihypothesesiwereitypicallyip-

valuei≤i0.05iitiwasiexactlyi(pi=.984)iiTherefore,iweiacceptitheinullihypothesis. 

d) iH1:iIncorporatingiMLiinitheie-

tenderingiplatformiwilliimproveitheioveralliproject’siquality.i(Machineilearning) 

Theiresultsiofitheihypothesesiwereitypicallyip-valuei≤i0.05iitiwasiexactly 

i(pi=.316)iiTherefore,iweiacceptitheinullihypothesis. 

D) H2:iUsingionlineitenderingiplatformiwillicutiprojecticosts,saveitimeiandiincreaseitende

ringiefficiency. 

Theiresultsiofitheihypothesesiwereitypicallyip-valuei≤i0.05iitiwasiexactly 

i(pi=.878)iTherefore,iweiacceptitheinullihypothesis. 

Alliacrossiouristudy,iweiwereiinterestediiniprovidingiadditionalirelationshipsiandicorrelation

siforiaibetteriinterpretationiofiourifindingsianditoidrawiconclusionsiaboutisomeiofitheieventsiandi 

relationshipsithatioccurrediiniourisample. 
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Andiweifounditheifollowing: 

1. Regardingiyearsiofiexperience: 

Usingitheiaverageiofimeans,iweiwereiableitoiidentifyitheimostiexperiencedigroupiof 

iindividualsiwhoiwereimostiwelcomeditoiinvolvediiniandiembraceditheiimplementationiofianie-

platformiiniJordan'sitenderingisystem.iAsiweidivideithemiintoifouriclassesi(0-5,i5-10,i10-

15i,imoreithani15iyearsiofiexperiencei)iandibyitakingitheiaverageiofitheimeansiofitheisurveyi 

responses,iwhichiwerei(i3.69,i3.67,i3.71,i3.57)irespectivelyiasifollowing: 

Categoryi(YearsiofiExperience) 
N 

 
AverageiofiMeans 

0-5 40 3.69 

5-10 26 3.67 

10-15 21 3.71 

 

+Moreithani15 
23 3.57 

Tablei4:Yearsiaverageiofimeans 

Itiwasinoticedithatitheicategoryiwithiexpertiseirangingifromi10-15iyearsiaccepteditheinew 

itenderingisystemitheimostiwithi3.71iaverageiofimeans. 

Iniaddition,itheicategoryiwithimoreithani15iyearsiofiexperienceiwasilessilikelyitoiwelcome 

itheinewitenderingisystem,iwithiai3.57iaverageiofimeans. 

2. RegardingiTheiInquirer'siPositioni: 

Ourisurveyicenteredionitheimajorigroups,iwhichiwereicategorizediintoitopiindustryiplayers 

i(EmployeesiofitheiMPWH,iConsultative,iContractors).iAndibyiusingiaverageiofimeansiandimedia

nsiofitheisurveyiresponsesiitiwasiasifollowing: 

Position Averageiofimeans Averageiofimedians 

Contractors 3.66 3.87 

Consultative 3.65 3.87 
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EmployeesiofitheiMPWH 3.69 3.97 

Tablei5:Positioniaverageiofimeans 

ItiwasishownithatiEmployeesiofitheiMPWHiwereiidentifieditoibeitheimostiembracingiofithe 

iimplementingiofitheinewitenderingisystemiwithiaverageiofimeansiandimedianiofi(3.69,3.97) 

irespectively.Thisirelationshipiwasiparticularlyiimportantisinceitheiemployeesiseemitoirealizeithe 

iimportanceiandineeditoiintroduceiaimodernitenderingisystemiratherithanitheiconventionalione 

isinceitheseiemployeesiareitheiindividualsithatihaveitheimostiinteractioniwithitheicurrentitenderingi

system,itheyiareitheimostiinformediandiawareiaboutiitsidisadvantagesiandishortcomings,I 

butithey'reialsoitheimosticapableiofiidentifyingiandipreferringiaiviableialternativeibyiwhichitoi 

facilitateibusiness,iandiitialsoidemonstratesitheiemployees'iabilityitoiacceptiaimoderniandirigidi 

systemiwhichiindicatesiaigeneralidesireiforireformulationiofitheiexistingitenderingisystemiforithei 

goodiofitheiemployeei,ibusinessiandialliotheriparties. 

Inithisiarticle,iweimovediainextistepibesideiouripreviousianalysisiasiweiseekitoidescribeithei 

reliabilityiandivalidationiofitheiimplementationiofionlineitenderingiplatformiforipubliciconstructio

niprojectsiiniJordaniasitheiprinciplesiofireliabilityiandivalidityiareiuseditoiassessitheiconsistencyiofi

study.iTheyishowitheiaccuracyiofiwhichiaiprocedure,itechnique,ioritestimeasures.iTheiconsistencyi

ofiaimeasureiisireferreditoiasiitsireliability,iwhileitheiaccuracyiofiaimeasureiisireferreditoiasiits 

ivalidity.i 

InternaliconsistencyireliabilityiwasianalyzedibyiusingiCronbach'sialphaicoefficient,ianditest-

retestireliabilityiwasianalyzedibyiusingiSpearman'sirankicorrelationicoefficientitoistrengthenithe 

istudyihypothesis. 

5.8 Cronbach'sialpha: 

Cronbach'sialphaiisiaimetricithatiisiuseditoievaluateitheireliability,ioriinternaliaccuracy,iofiai 

collectioniofiscaleioritestiobjects.iIniotheriwords,itheireliabilityiofianyigivenistatisticiappliesitoitheid

egreeitoiwhichiitiisiaireliableiindicatoriofiaiconcept,iandiCronbach'sialphaiisioneimethodiofidetermi

ningitheistrengthiofithatiaccuracy.Theiresultingicoefficientiofireliabilityivariesifromi0itoi1iandi 

providesianioveralliestimateiofitheireliabilityiofiaitest.iIfialliofitheiscaleiitemsiareicompletelyi 

independentiofioneianotheri(i.e.,iareinoticorrelatediorishareinoicovariance),itheni=i0;iotherwise,I 

ifialliofitheiitemsihaveistrongicovariances,itheniwouldiexceedi1iwhenitheinumberiofiscaleiitems 
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ireachesiinfinity.iIniotheriwords,itheigreateritheimultiplier,itheimoreitheielementsishare 

icovarianceiandimoreilikelyicalculateitheisameiunderlyingiterm.  
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5.8.1 Results 

 

Tablei6:iCronbach’siAlphairesults 

 

OuriCronbach’siAlphaiisi0.873 

-iWeicanifollowitheiruleiofiGeorgeiandiMalleryi(2003): 

i>i.9i(Excellent),i>i.8i(Good),i>i.7i(Acceptable),i>i.6i(Questionable),i>i.5(Poor),iandiifii<i.5i 

(Unacceptable). 

 Cronbach'sialphaireliabilityicoefficientinormallyirangesibetweeni0iandi1. 

 Theicloseritheicoefficientiisitoi1.0,itheigreateriisitheiinternaliconsistencyiofitheiitemsi(variables

)iinitheiscale. 

 Cronbach'sialphaicoefficientiincreasesieitheriasitheinumberiofiitemsi(variables)iincreases,ior 

iasitheiaverageiinter-

itemicorrelationsiincreasei(i.e.,iwhenitheinumberiofiitemsiisiheldiconstant).iWhichimeaniour 

iresultsiareimoreithaniacceptediandiourisurveyihasiVeryiGoodireliability. 

5.8.2 WhyiweiUseiCronbach'siTest: 

RegardlessiofitheifactithatithereiareialternativesitoiCronbach'sialpha,isuchiasitheiomegaicoefficienti

oridifferentiversionsiofiglb,iwhichisomeiconsideritoibeigoodialternatives,iweidiscoveredithati 

Cronbach'sialphaiisibyifaritheimostifrequentlyiusediapproachiforiassessingiinternalireliability 

ithroughiouriresearch.iEvenithoughiitsilimitsiareiwidelyiknown,ithisitreatmentihasishownitoibei 

remarkablyirobustitoitheipassageiofitime.i 
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5.9 Spearmanitest: 

Spearmanirank-

ordericorrelationicoefficienti(alsoiknowniasiSpearman'sicorrelation)iisiainonparametriciestimateiofi

theistrengthiandiorientationiofiinteractionibetweenitwoivariablesicalculatedioniatileastianiordinali 

scale.iItiisirepresentedibyitheisymbolirsi(oritheiGreekiletterirho).iTheicorrelationicoefficientihasia 

ivalueibetweeni+1iandi-1.iAivalueiofi1imeansithatitheitwoivariablesiareiperfectlyiassociated. 

iAsitheicorrelationicoefficientivalueiapproachesizero,itheirelationshipibetweenitheitwoivariables 

iweakens.iTheisigniofitheicoefficientirepresentsitheidirectioniofitheirelationship;iai+isigniindicates 

iaipositiveirelationshipiandiai–isigniindicatesiainegativeirelationship. 

iInistatistics,ifouritypesioficorrelationsiareitypicallyimeasured:iPearsonicorrelation,iKendallirank 

icorrelation,iSpearmanicorrelation,iandiPoint-Biserialicorrelation. 

 iSpearmanicorrelationsiareioftenibetweeni-1iandi+1.i 

 iSpearmanicorrelationsishouldibeiusediforiallivariablesiexceptinominalivariables.iPearsoni 

correlations,ionitheiotherihand,iareinormallyitheibetterioptioniwhereiallifactorsiareieitheri 

metricioridichotomous. 

 Spearmanisimilaritiesishowimonotonousi-ratherithanisequential-irelationships. 

 OutliersihaveinoiimpactioniSpearmanicorrelations.iHowever,iinsteadiofidecidingiifiSpearmani

oriPearsonicorrelationsiareipreferred,ioutliersishouldibeiomittedifromistudies.iSpearman’sirank

icorrelationicoefficientiwasiusediiniouristudyitoievaluateiassociationsiregardingitheithree 

ihypothesisiweidoneibeforeiforimoreiaccurateidataiweimadiairepresentationiforitheithreei 

hypothesisiasifollowing:i 
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5.9.1 Resultsi 

a)iH0:It’sibetteritoiuseionlineitenderingiplatformiovericurrentitraditionaliway. 

Correlations 

 

Myiexperienceiwi

thionlineigovern

mentie-

servicesiisigood 

Iitrustigovernmentiw

ebsitesithatiprovidei

electroniciservicesit

oicitizens 

Spearman'sirho 

Myiexperienceiw

ithionlineigovern

mentie-

servicesiisigood 

CorrelationiCoeff

icient 
1.000 .581

**
 

Sig.i(2-tailed) . .000 

N 111 111 

Iitrustigovernme

ntiwebsitesithatip

rovideielectronic

iservicesitoicitize

ns 

CorrelationiCoeff

icient 
.581

**
 1.000 

Sig.i(2-tailed) .000 . 

N 111 111 

**.iCorrelationiisisignificantiatithei0.01ileveli(2-tailed). 

Tablei7:iSpearmaniresultsiforifirstiHypothesisi 

 

Thereiwasiaisignificantipositiveicorrelationibetweeni2iofihypothesisiH0 

iquestionsirs(109)=i.581. 

B)iH1:iIncorporatingiMLiinitheie-

tenderingiplatformiwilliimproveitheioveralliproject’siquality.i(Machineilearning). 
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Correlations 

 

Theiprojecticosti

estimatediiniadv

anceibyiMPHWi

williimproveithe

iqualityiofitheipr

ojectiandireduce

iviolationsiorifra

udsiiniimplemen

tation 

Iithinkithatiestimatingit

heicostiofitheiprojectibyi

theiMinistryiofiPublici

WorksiandiHousingibef

oreitheibiddingiwillihel

pitheibiddersitoiachievei

aiprofitimargin. 

Spearman'sirho 

Theiprojecticostiestimate

diiniadvanceibyiMPHWi

williimproveitheiqualityi

ofitheiprojectiandireducei

violationsiorifraudsiiniim

plementation 

Correlationi

Coefficient 
1.000 .725

**
 

Sig.i(2-

tailed) 
. .000 

N 111 111 

Iithinkithatiestimatingithe

icostiofitheiprojectibyithei

MinistryiofiPubliciWorks

iandiHousingibeforeitheib

iddingiwillihelpitheibidde

rsitoiachieveiaiprofitimar

gin. 

Correlationi

Coefficient 
.725

**
 1.000 

Sig.i(2-

tailed) 
.000 . 

N 111 111 

**.iCorrelationiisisignificantiatithei0.01ileveli(2-tailed). 

Tablei8:iSpearmaniresultsiforiSecondiHypothesis 

Thereiwasiaisignificantipositiveicorrelationibetweeni2iofihypothesisiH1iquestionsirs(109)=i.725 

 H2:iUsingionlineitenderingiplatformiwillicutiprojecticosts,saveitimeiandiincreaseitende

ringiefficiency. 
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Correlations 

 

Theielectroni

cibiddingiplat

form,iifiimple

mented,iwillir

educeioperati

onalicostsifori

bothitheibidd

erianditheimin

istryialike. 

Iibelieveithatit

heielectronici

biddingiplatfo

rmiwillifacilit

ateiandispeedi

upitheicomm

unicationipro

cessibetweeni

theibidderian

ditheiministry

. 

Spearman'sirho 

Theielectronicibiddingip

latform,iifiimplemented,

iwillireduceioperationali

costsiforibothitheibidderi

anditheiministryialike. 

CorrelationiCoeffici

ent 
1.000 .636

**
 

Sig.i(2-tailed) . .000 

N 111 111 

Iibelieveithatitheielectro

nicibiddingiplatformiwil

lifacilitateiandispeediupi

theicommunicationiproc

essibetweenitheibidderia

nditheiministry. 

CorrelationiCoeffici

ent 
.636

**
 1.000 

Sig.i(2-tailed) .000 . 

N 111 111 

**.iCorrelationiisisignificantiatithei0.01ileveli(2-tailed). 

Tablei9:iSpearmaniresultsiforiThirdiHypothesis 

Thereiwasiaisignificantipositiveicorrelationibetweeni2iofihypothesisiH2iquestionsirs(109)=i.636 

Theitest-retestireliabilityiusingitheiSpearman’siRankiCorrelationiCoefficienti(rs)irangedifromi 

0.9itoi1.0,i(p<0.05)iwhichiexhibitsiveryigoodireliabilityiandistabilityi.iTheihighestiSpearman’s 

iRankiCorrelationiCoefficienti(rs)ivalueiobtainediwasifromihypothesisiH1irepresentationi(rs=.725)i

dimensioniwhereasitheilowestiwasiobtainedifromihypothesisiH0i(rs=.581). 
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Thisidemonstratesithatibyiusingialliofiouripreviousidataianalysisimethods,iSpssiasiwelliasiothers

,iweiwereiableitoiproveitheiEffectiveiandiaccommodatingiresearchihypothesisianditheiabilityito 

iimplementationiofionlineitenderingiplatformiforipubliciconstructioniprojectsiiniJordanisuccessfull

y.i 

5.9.2 WhyiweiuseiSpearmanitesti: 

Aicorrelationicoefficientiindicatesihowicloselyitwoivariablesilikelyitoifluctuateiinitandem. 

iTheicoefficientireflectsitheirelationship'siintensityiasiwelliasiitsiorientation.iMinitabiprovidesitwo 

itypesioficorrelationianalysis.iSpearmanirank-ordericorrelationiandiPearsoniproduct-momenti 

correlationiTheiPearsonicorrelationiisiaimethodiforideterminingitheilineariconnectionibetweenitwoi

continuousidata.iWheniaichangeiinioneielementicausesiaiproportionalichangeiinitheiother,ithei 

connectioniisisaiditoibeilinear.iandiTheiSpearmanicorrelationideterminesiifitwoicontinuousiori 

ordinalidataihaveiaimonotoniciconnection.iTheiparametersiiniaimonotoniciconnectionitendito 

ichangeiatitheisameitime,ibutinotialwaysiatitheisameirate.iInsteadiofiusingirawidata,itheiSpearmani 

correlationicoefficientiusesirankingivaluesiforieachivariable,iInsteadiofiusingirawidata,ithe 

iSpearmanicorrelationicoefficientiusesirankingivaluesiforieachivariable.isoiweiappliediitiiniour 

iresearch. 

 

6. DiscussioniandiFutureiwork 

6.1 Discussion: 

Tenderingiandiprocurementiareicriticalicomponentsiofidoingibusinessiinitoday'siglobaliworld, 

ianditheiimportanceiofiTenderingiandiprocurementiiniorganizationsicannotibeioverstated.iDespite 

iitsisignificance,iitifacesimanyiobstaclesithatimustibeiaddressediiniorderitoimakeitheiprocessiuniti 

ofiorganizationsimoreivibrant,iasitheirioperationsihaveiaisignificantieffectionitheioverallisuccessi 

ofitheiorganizationiorientity. 

Asiairesult,iiniorderitoiovercomeitheimajorityiofitheiproblemsiinithisiunit,itheie-tenderingi 

processihasibeeniintroduceditoireplaceitheiconventionaliprocurementimethod. 
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Asitenderiproceduresimustibeiproperiandiwell-outlinediiniorderitoireduceiwasteiandiincrease 

iefficienciesi whenitransitioningifromiconventionalipaper-baseditenderingiapproachesitoielectronici 

methods,itheifundamentalirulesiofitenderingiremainitheisame,iwithitheiexceptionithatithei 

exchangingiofirecordsiandiinformationimustibeiperformedionline.iTheithreeikeyiadvantagesiofie-

tenderingiareicostireductionianditimeisavingsiinitheitenderiprocess,iasiwelliasiimprovediproject 

iefficiencyithroughitheiuseiofiML. 

Inithisipaper,iweiaddressedifourimajoriresearchiobjectivesithatiwereiessentialiforievaluatingithei

implementationiofianionlineitenderingiprocessiforipubliciconstructioniprojectsiiniJordan. 

Weiwereiableitoiobtainiconsistentiandiappropriateifindingsiandiconclusionsiaboutiouri 

objectivesibyiconductingisurveysiandiinterviews,iIniaddition,iweihaveibeenianalyzingiandi 

evaluatingiouriresearchihypothesisithatiencouragesitheitransitionitoie-platformsiand 

idemonstratesiitsibenefits. 

Theipaperioffersianioutlineiofitheineediforianie-Tenderingisystemiasiwelliasianievaluation 

iofitheicurrentiwayiofitenderingiatiMPWHiiniJordan,iandiitiwasishownithatitheicurrentimethodihadia

inumberiofidrawbacksithaticouldiimpactioveralliqualityialongiwithitheitenderingiprocessiandi 

extendingitoitheiprojectiitself,inotitoimentionitheiextraiexpenseithaticouldibeieasilyicutiusingia 

ionlineiplatformi,iwereiweiwasiableitoiidentifyitheiimpactiofie-tenderingiplatformistartingifromi 

cuttingicost,isaveitimeiandiincreaseitenderingiefficiencyinotitoimentionibenefitsiofiincorporating 

itheiMLitoiimproveioveralliquality.Theipaperialsoisheditheilightitoitheichallengesiandibarriersithati

wouldifaceitheionlineiplatformiasiadaptingitheiconstructionicontractiintoitheiformiofie-Tendering 

iandidiscussingiJordan'siinfrastructure'sireadinessitoirunisuchiaidigitaliandionlineisystem,iroutines, 

itheiworkers’iskillsiandibeliefsiinitheinewisystemianditheilackiofiqualifiedipersonnelianditraining. 

Oneiofitheimostiimportantiobjectivesithatiwasiaddressediwasitheileveliofiacceptanceiforithei 

onlineiplatform,isinceithereiwereiworriesiaboutisomeiresistanceifromigovernmentaliandiMPHW 

iemployeesiHowever,iaccordingitoiourifindings,igovernmentaliandiMPHWiemployeesiembraced 

itheionlineiplatformitheimost,ifollowedibyicontractorsiandiconsultatives.iThisiwasireassuring,iasiiti

providedistrongiproofiofitheiexperiment'sisuccess. 
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Despiteitheidiversityiofidifferentimethodsiofidataianalysisiuseditoiproveitheivalidityiofithe 

ihypothesesifromioneiresearchitoianotheriandifromioneistudyitoianotheriinipreviousistudies, 

itheiresultsiofiourihypothesesiregardingitheiimpactiofitheiimplementationiofionlineiplatformiin 

itenderingiprocess,iwhichiweipreviouslyianalyzed,iareisupportedibyitheiresultsithatiappearediini  

previousistudiesiofitheisameiorisimilaritheories,iofidespiteitheimultiplicityiandidifferentimethodsiofi

dataianalysisiuseditoiproveitheivalidityiofitheihypothesesifromioneiresearchitoianotheriandifrom 

ioneistudyitoianother,ithereiwasistillianythingiinicommoniwhereiweifindiasiTheifindings'I 

correlationireinforcesiouritheories,iwhichiweiwillidescribeiinidepthiinitheifollowingilines. 

a) RegardingiH0:It’sibetteritoiuseionlineitenderingiplatformiovericurrentitraditionaliway. 

Weifoundiini(CandraiSi.,2017)ipaperithatidiscussiTheiimpactiofie-Procurementipracticei 

iniIndonesiaigovernmentiwhereiheriresearchifindingsithatigatherediusingiaiBahasa-language 

ihandwritteniquestionnaire.iiAlliofitheidataiwasicollectediinioneimonth,iandi60iquestionnairesihavei

beenidistributediiniIndonesia.Basedioniit’sifindings,iiticanibeiinferredithatitheiintroductioniofie-

procurementiiniLPSEiBekasiihasihadiaifavorableiandiimportantieffectionie-marketplace 

iparticipation.iIticanibeishownifromitheibetaicoefficientithatitheihigheritheiefficiencyiofithe 

iprogrammedioriimplementationiofie-procurement,iasitheihypothesisiofie-procurementi 

implementationiwasiadoptediwithibetaiof.84,iRisquareiof.79,iandipimeaningigreaterithani0.001, 

iindicatingithatiitiisiaibetteriimplementationiofie-procurementithanitheiexistingimethods. 

Weialsoifoundiini(iBasahel.A,2017)ipaperiaboutiMeasuringisuccessiofie-governmenti 

ofiSaudiiArabiaiasiheiperformedistatisticalianalysisiwithitheiaidiofinormalifunctionsiforicalculatingi

percentagesiofiperformanceiand/orilossioniaifive-pointiLikertiscaleitoiobtainioutcomesifromithei 

responses.iHisifindingsiapprovediourihypothesisiasimajorityiofihisisampleisizeiwasiwelcomingithei

implementationiofionlineiplatformsiespeciallyiamongiwomeniiniwesticoastiiniKSA. 

b) RegardingiH1:iIncorporatingiMLiinitheie-tenderingiplatformiwilliimproveitheioveralli 

project’siquality.i(Machineilearning). 

Weinoticeiini(Rodrı´guez,M,2020)iinihisipaperitheiimpactiofiMLionitenderingiiniSpainithe 

ioutcomesiofihisiteniseparateievaluationsiareidiscussediandianalyzediiniairealicaseistudyifromiSpain

itoidetermineitheibiddersirecommender.iasialgorithm'sipreparationiandiforecastingiphasesitoi 

predictitheiwinningibusiness,iasihisiresearchidemonstrateditheiroleiofiMLiinitheitenderingiprocess 

iandiitsiabilityitoigatheriailargeiamountiofidata. 
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Alsoi(Diabagate,A,2015.)iINihisipaperiE-Tendering:iModelingiofiaimulti-agentsi 

systemiintegratingitheiconceptsiofiontologyiandibigidata.iHisiresearchifocusesionitheimodellingiofi

aicomputerisystemithatiemploysisophisticatedicomputerimethodsisuchiasimulti-agentinetworks 

,isemanticiwebiontologies,iandibigidataitoiincorporateianiITisolutioniforitheidematerializationiofi 

theitenderingiprocess.iHisianalysisishownitheiimportanceiofiusingiMLiapproachesiinitendering 

iprocessitoi: 

 Ensureithatipubliciprocurementiisidematerializediiniaismartiway,iandithatitendersiarei 

evaluatediintelligently. 

 Enableitheiimplementationiandiuseiofiaidecisionisupportitoolibuiltionibigidataitechnology 

iandidataiscienceiapproachesiforidataicollectioniandiminingi(dataianalysis,iartificialilearning,i

naturalilanguageiprocessing,iemotionianalysis,isocialimediaianalytics,idataivisualisation,I 

etc.). 

 Minimizeirisks,iespeciallyithoseiinvolvingiinformationiprotection. 

 TheseifindingsiapprovediourihypothesisiofitheiimportanceiofiusingiMLiandiit’sioutcomesi 

whichiencourageiusiforideepiimplementationiofiusingiMLiandiAI. 

E) RegardingiH2:iUsingionlineitenderingiplatformiwillicutiprojecticosts,saveitimeiandi 

increaseitenderingiefficiency. 

Ini(Alyahya,iMoathi&iPanuwatwanich,iKriengsak,2018)ipaperithatidiscussedithei 

Implementingie-TenderingitoiImproveitheiEfficiencyiofiPubliciConstructioniContractiiniSaudii 

Arabiaiasiheidiscussesianie-TenderingimodelithatiwasicreateditoiincreaseitheiqualityiofiSaudi 

iArabia'sipublicibuildingicontract.iHisistudyiexaminesitheiproblemioficonventionalitenderingiand 

isuggestsithatirealisticitoolsibeiuseditoiincreaseitheiprocess'ieffectiveness. 

Hisianalysisibasedioni3istagesiiniorderitoibuilditheistudyimodeliandivalidateitheiquestionsiusedi 

initheiquestionnaireisurvey,ianiinterviewiwithieightibuildingiprocurementiexpertsiwasiconducted 

iandi152iparticipantiwasitheisample. 

Theistudyiquestionnaire'siproduction,idissemination,iandidataicollectionimethods,iincludingiai 

focusigroupiwithiITiexpertsitoiensureithatitheiprocessimeetsitheiITispecifications.iItiwasireported 

ithatialmosti80%iofirespondentsiagreeithatie-Tenderingiwouldidecreaseitheinumberiofiworkersi 

employediiniprocurementidepartments,i 
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andi63%iexpectithatithereiwillibeiaidropiiniadministrativeiexpensesianditimeispentioni 

purchasingisuppliesiusingie-Tendering.iiniadditioniApproximatelyi60%iofirespondentsisaidithat  

ie-Tenderingiwouldimaximizeicompetitiveiadvantageiandiimproveitheitenderidecision-

makingiprocess.iWhichistrengtheniourihypothesisithaticutiprojecticosts,isaveitimeiandiincreasei 

tenderingiefficiencyiisimainiadvantagesiofie-tenderingAddingitoithati(iMufleh,Mi,2020) 

ipaperithatidiscussediTheimediatingiroleiofiJordanianiJointiProcurementiLaw:ianiexaminationiof 

itheieffectsiofie-procurementienablersionitheireductioniofiexpenditure. 

Herisurveyisizeiwasiprocurementijointioperationsi(PJ)ithatiwasicarriedioutibyitheiMinistryiof 

iHealth,itheiRoyaliMedicaliServicesiDepartment,ianditheiofficialiJordanianiuniversityihospitals,I 

withi700ipersonnelispreadiacrossi19ibranchesiinidifferentilocations.iThus,i700iquestionnairesiwerei

circulated,iwithiaitotaliofi352icompleted,ireturned,iandianalyzed.iInitermsiofistatisticalianalysis, 

ithereihasibeeniaishiftiinitheiRi(square)iscore,iespeciallyifromi35.8ipercentitoi74.5ipercent,iwhich  

imayibeiinterpreteditoimeanithatiJordanianiJointiProcurementiLawiincreasesitheipercentageiof 

iRi(square)ibyiupitoi38.7ipercentiwheniusediasiaibargainingimeasureiinitheiprocessiunder 

iconsideration.ThisipaperiemphasizesitheirelationshipibetweeniconfidenceiiniITiandie-

procurementisystems,Iinilineiwithicost-cuttingimeasures.Suchiaipartnershipiimproved 

imetricsiinirelationitoitheiJordanianJointiProcurementiLaw'siposition. 

iWhichistronglyisupportsiourihypothesis,iparticularlyigivenithatiitiwasiinitheisameigeographicalireg

ionianditheistatisticalisample'sisimilarity.Weiconcludeifromitheiforegoingithatialliprioriexperiments

iclearlyiaffirmialliofitheiassumptionsithatiweisetiforthiinitheiresearch,iwhichiwilliultimatelyileadito 

itheiexperiment'sisuccessiandishowsitheiwillingnessiofilocaliinstitutionsiandicommunitiesitoi 

considerisuchiaiconcept. 

6.2 Futureiwork 

Iweibelieveithatiitiisicriticalitoiimplementianionlineitenderingiplatformiforipubliciconstruction 

iprojectsiiniJordan,iasiwelliasitheiembraceiofiJordanianiinstitutionsiforisuchiaidigitalitransformation

,iiniorderitoikeepiupiwithitheidemandsiwereiimplementingisuchiaisystemiwouldiincreaseiJordan's 

icompetitivenessiwithitheirestiofitheiregion’simarketsiandiimprovingitheiinvestmentienvironmenti 

andiweibelieveithereiareistilliaigapithaticouldibeifulfilledibyiimplementingiMachineiLearning 

iwithiniE-commerceiapplicationsitoiimproveitheiexperienceioveralliandicustomizeibusinessirules 

iviaiArtificialiIntelligentiandiofferimoreiUniqueiUseriExperience.i 



115 
 

 

References 

[1] Dennison,iG.,iBourdage-

Braun,iS.iandiChetuparambil,iM.iSocialicommerceidefined.Whiteipaperi#23747,iIBMiCor

poration,iResearchiTriangleiPark,iNC,iNovember2009. 

[2] Parise,iS.,iandiGuinan,iP.iJ.iMarketingiusingiWebi2.0.iIniR.iSpraguei(ed.),iProceedingsofith

ei41stiHawaiiiInternationaliConferenceioniSystemiSciences,iHawaii,iHI,Januaryi2008,iIEE

EiComputeriSocietyiPress,iWashington,iDC,i2008. 

[3] Wigand,iR.iT.,iBenjamin,iR.iI.,iandiBirkland,iJ.iWebi2.0iandibeyond:iimplicationsiforielect

ronicicommerce.iIniProceedingsiofithei10thiInternationaliConferenceioniElectronicComme

rce,iInnsbruck,iAustria,iAugusti2008. 

[4] Constantinides,iE.,iRomero,iL.iR.,iandiBoria,iM.iA.iG.iSocialimedia:iainewifrontieriforretai

lers?iEuropeaniRetailiResearch,i22,i2008,i1–28. 

[5] Murugesan,iS.iUnderstandingiWebi2.0.iITiProfessional,i9,i4,i2007,i34–41. 

[6] Kim,iY.iA.,iandiSrivastava,iJ.iImpactiofisocialiinfluenceiinie-commerceidecision 

[7] making.iIniProceedingsiofitheiNinthiInternationaliConferenceioniElectroniciCommerce,iMi

nneapolis,iMN,iAugusti2007,iACMiPress,iNewiYork,iNY,i2007,293–302. 

[8] Kooser,iA.iC.iSocialishopping.iEntrepreneur,i36,i7,i2008,i112–113.Kristin,iL.iA.i 

[9] Carroll,iB.iSocialishopping:iainewitwistionie-commerce.iFurnitureiToday,i32,i20,2008,i81. 

[10] Wang,iC.iN.,iandiZhang,iP.iTheievolutioniofisocialicommerce:itheipeople,management,itec

hnology,iandiinformationidimensions.iCommunicationsiofitheiAssociationiforiInformationi

Systems,i2012,i1–23. 

[11] Zhang,iPingi&iBenjamin,iRobert.i2007.iUnderstandingiinformationirelatedifields:iAiconce

ptualiframework.iJournaliofitheiAmericaniSocietyiforiInformationiScienceiandiTechnology

.i58.i1934-1947. 

[12] Venkatesh,iViswanath;iMorris,iMichaeliG.;iDavis,iGordoniB.;iDavis,iFrediD.i2003.i"Useri

AcceptanceiofiInformationiTechnology:iTowardiaiUnifiediView".iMISiQuarterly.i27i(3):i4

25–478.idoi:10.2307/30036540.iJSTORi30036540. 

[13] Kang,iMyungiSooi&iIm,iIli&iHong,iSeongtae.i2011.iTheiMeaningiandiMeasurementsiofith

eiUTAUTiModel:iAniInvarianceiAnalysis..iInternationaliConferenceioniInformationiSyste

msi2011,iICISi2011.i3. 



116 
 

[14] Tambunan,iT.i2005.iPromotingismalliandimediumienterprisesiwithiaiclusteringiapproach:i

AipolicyiexperienceifromiIndonesia.iJournaliofiSmalliBusinessiManagement,i43(2),i138-

154. 

[15] Harash,iEmad,iFatimaiJasemiAlsaad,iandiEssiaiRiesiAhmed.i2013iModeratingiEffectiofiM

arketipracticesionitheiGovernmentipolicyi-

PerformanceiRelationshipiiniIraqiSMEs.i4thiGlobaliConferenceiforiAcademiciResearchion

.iEconomics,iBusinessiandiManagement.i(GCAR-EBM)i29-30-

i2013iKualaiLumpur,iMalaysia. 

[16] Harash,iE.,iAl-Tamimi,iK.,i&iAl-

Timimi,iS.i(2014).iTheiRelationshipibetweeniGovernmentiPolicyiandiFinancialiPerforman

ce:iAiStudyionitheiSMEsiiniIraq.ijournaliChina-USAiBusinessiReview,iVol.i13,iNo.i4. 

[17] Kongolo,iM.i(2010).iJobicreationiversusijobisheddingianditheiroleiofiSMEsiinieconomicide

velopment.iAfricaniJournaliofiBusinessiManagement,i4(11),i2288-2295. 

[18] Koh,iS.iC.iL,iDemirbag,iM.,iBayraktar,iE.,iTatoglu,iE.,i&iZaim,iS.i(2007).iTheiimpactiofisu

pplyichainimanagementipracticesioniperformanceiofiSMEs.iIndustrialiManagementi&iData

iSystems,i107(1),i103i-i124. 

[19] Chin,iT.iA.,iHamid,iA.iB.iA.,iRasli,iA.,i&iBaharun,iR.i(2012).iAdoptioniofisupplyichainima

nagementiiniSMEs.iProcedia-SocialiandiBehavioraliSciences,i65,i614-619. 

[20] Beck,iT.,iDemirguc-

Kunt,iA.,i&iMaksimovic,iV.i(2004).iBankicompetitioniandiaccessitoifinance:iInternationali

evidence.iJournaliofiMoney,iCredit,iandiBanking,i36(3),i627-648. 

[21] Beck,iT.,i&iDemirguc-Kunt,iA.i(2006).iSmalliandimedium-

sizeienterprises:iAccessitoifinanceiasiaigrowthiconstraint.iJournaliofiBankingi&iFinance,i30

(11),i2931-2943. 

[22] MohdiShariff,iM.iN.iM.iandiC.iPeoui(2008).i"Theirelationshipiofientrepreneurialivalues,ifir

mifinancingianditheimanagementiandigrowthiperformanceiofismall-

mediumienterprisesiiniCambodia."iProblemsiandiPerspectivesiiniManagementiVolumei6,iI

ssuei4. 

[23] MohdiShariff,iM.N.iPeou,iC.iAli,iJ.i(2010).i"ModeratingiEffectiofiGovernmentiPolicyioniE

ntrepreneurshipiandiGrowthiPerformanceiofiSmall-



117 
 

MediumiEnterprisesiiniCambodia."iInternationaliJournaliofiBusinessiandiManagementiSci

encei3(1):i57. 

[24] UnitediStatesiAgencyiforiInternationaliDevelopmenti(USAID).i(2010).iInvestoriGuideitoiIr

aq. 

[25] Harash,iEmadi&iAl-

Timimi,iSuhaili&iAlsaadi,iJabbar.i(2017).iTheiInfluenceiofiFinanceioniPerformanceiofiSm

alliandiMediumiEnterprisesi(SMES). 

[26] Li,iJ.P.,iandiKishore,iR.i2006.i"HowiRobustiIsitheiUtautiInstruments?iAiMultigroupiInvari

anceiAnalysisiinitheContextiofiAcceptanceiandiUseiofiOnlineiCommunityiWeblogiSystem

s,"iACMiSIGMISiConferenceionComputeriPersonneliResearchi(CPR),iPomona,iCalifornia

,ipp.i183-196. 

[27] Al-Lamy,iHayderi&iBakri,iMohammedi&iRaad,iWisami&iAl-

shami,iSayediSameri&iAlaaraji,iZaidi&iAlsalihi,iMustafai&iSameer,iAbdulqaderi&iAl-

Tameemi,iHussein.i(2019).iINFORMATIONiTECHNOLOGYiINFRASTRUCTUREiAN

DiSMALLiMEDIUMiENTERPRISES'iINiIRAQ.iOpcion.i34.i1-11. 

[28] Nadaraja,iR.,i&iYazdanifard,iR.i(2013).iSocialimediaimarketing:iadvantagesiandidisadvant

ages.iCenteriofiSoutherniNewiHempshireiUniversity,i1-10. 

[29] Gajjar,iN.iB.i(2013).iFactorsiaffectingiconsumeribehavior.iInternationaliJournaliofiResearc

hiiniHumanitiesiandiSocialiSciences,i1(2),i10-15. 

[30] Trudel,iR.i(2019).iSustainableiconsumeribehavior.iConsumeripsychologyireview,i2(1),i85-

96. 

[31] Sheth,iJ.i(2020).iImpactiofiCovid-

19ioniconsumeribehavior:iWillitheioldihabitsireturnioridie?.iJournaliofibusinessiresearch,i11

7,i280-283. 

[32] Arora,iN.,iCharm,iT.,iGrimmelt,iA.,iOrtega,iM.,iRobinson,iK.,iSexauer,iC.,i&iYamakawa,i

N.i(2020).iAiglobaliviewiofihowiconsumeribehavioriisichangingiamidiCOVID-

19.iMcknseyiandiCompany. 

[33] Khan,iM.iA.i(2020).iTheoryiofiConsumeriBehavior:iAniIslamiciPerspective. 

[34] AbdullahiSalman,iA.,i&iMahdiiSahi,iA.i(2017).iUnderstandingiConsumeriBehavioriiniE-

shopping:iAiCaseiStudyiofiIraqiwithianioverviewiofiE-



118 
 

shoppingiinitheiglobaliandiArabiregions.iJournaliofiEmergingiTechnologiesiandiInnovative

iResearch,i4(11),i821-849. 

[35] Sultan,iA.iA.,iNoor,iS.iM.,i&iNasirun,iN.i(2018).iTechnologicalifactorsiandie-

commerceiadoptioniamongismallimediumienterprisesiiniKurdistan,iIraq.iInt.iJ.iEng.iTechn

ol,i7(3.5),i98-101. 

[36] Aymen,iR.iA.,iAlhamzah,iA.,i&iBilal,iE.i(2019).iAimulti-

levelistudyiofiinfluenceifinancialiknowledgeimanagementismalliandimediumienterprises.iP

olishiJournaliofiManagementiStudies,i19(1),i21-31. 

[37] Petcharat,iT.,i&iLeelasantitham,iA.i(2021).iAiretentiveiconsumeribehavioriassessmentimod

eliofitheionlineipurchaseidecision-makingiprocess.iHeliyon,i7(10),ie08169. 

[38] AbdelhamidiM.iGreateripatientihealthiinformationicontrolitoiimproveitheisustainabilityiofi

healthiinformationiexchanges.iJiBiomediInform.i2018iJul;83:150-

158.idoi:i10.1016/j.jbi.2018.06.002.iEpubi2018iJuni9.iPMID:i29894811. 

[39] Aggarwal,iAshwinii&iSyed,iAsifi&iGarg,iSandeep.i(2019).iFactorsidrivingiIndianiconsum

er’sipurchaseiintentioniofiroofitopisolar.iInternationaliJournaliofiEnergyiSectoriManageme

nt.i13.i10.1108/IJESM-07-2018-0012. 

[40] Dwivedi,iY.iK.,iRana,iN.iP.,iTamilmani,iK.,i&iRaman,iR.i(2020).iAimeta-

analysisibasedimodifiediunifieditheoryiofiacceptanceiandiuseiofitechnologyi(meta-

UTAUT):iaireviewiofiemergingiliterature.iCurrentiopinioniinipsychology,i36,i13-18. 

[41] Pedrosa,iIsabeli&iCosta,iCarlos.i(2011).iModelsiForiIndividualiInformationiTechnologyiA

cceptance:iAiStudyiOniComputeriAssistediAuditiToolsiAndiTechniquesiAndiNewiModeli

Determinants.i10.13140/Rg.2.1.2968.0804. 

[42] AL-Muwassefi,iA.iN.iS.i(2021).iDesigniaimobileie-

commerceiapplicationiandiinvestigatingiusers’ibehavioraliintentionitoiuseiitiiniIraq.iВесенн

иеiдниiнауки.—Екатеринбург,i2021,i322-328. 

[43] Mangiaracina,iR.,iPerego,iA.,iSeghezzi,iA.,i&iTumino,iA.i(2019).iInnovativeisolutionsitoii

ncreaseilast-mileideliveryiefficiencyiiniB2Cie-

commerce:iailiteratureireview.iInternationaliJournaliofiPhysicaliDistributioni&iLogisticsiM

anagement. 



119 
 

[44] Lockett,iN.J.,iandiBrown,iD.H.iAggregationianditheiroleiofitrustedithirdipartiesiiniSMEie-

businessiengagement:iAiregionalipolicyiissue.iInternationaliSmalliBusinessiJournal,i24,i4i(

2006),i379–404. 

[45] Tolstoy,iD.,iNordman,iE.iR.,iHånell,iS.iM.,i&iÖzbek,iN.i(2021).iTheidevelopmentiofiintern

ationalie-

commerceiiniretailiSMEs:iAnieffectuationiperspective.iJournaliofiWorldiBusiness,i56(3),i1

01165. 

[46] S.iSarasvathy,iK.iKumar,iJ.G.iYork,iS.iBhagavatulaiAnieffectualiapproachitoiinternationali

entrepreneurship:iOverlaps,ichallenges,iandiprovocativeipossibilitiesiEntrepreneurshipiTh

eoryiandiPractice,i38i(2014),ipp.i71-93 

[47] Likert,iR.i(1932).iAitechniqueiforitheimeasurementiofiattitudes,iArchivesiofiPsychologyi14

0. 

[48] Jamieson,iS.i(2004).iLikertiscales:ihowitoi(ab)iuseithem.iMedicaliEducation,i38(12),i1217-

1218. 

[49] Sukamolson,iS.i(2007).iFundamentalsiofiquantitativeiresearch.iLanguageiInstituteiChulalo

ngkorniUniversity,i1(3),i1-20. 

[50] Muijs,iD.i(2004).iIntroductionitoiquantitativeiresearch.iDoingiquantitativeiresearchiinieduc

ationiwithiSPSS,i1-12. 

[51] Guo,iS.i(2013).iQuantitativeiresearch.iIniEncyclopediaiofisocialiwork. 

[52] Sukamolson,iS.i(2007).iFundamentalsiofiquantitativeiresearch.iLanguageiInstituteiChulalo

ngkorniUniversity,i1(3),i1-20. 

[53] Nemoto,iT.,i&iBeglar,iD.i(2014).iLikert-

scaleiquestionnaires.iIniJALTi2013iconferenceiproceedingsi(pp.i1-8).iTokyo:iJalt. 

[54] Preacher,iK.iJ.,i&iHayes,iA.iF.i(2004).iSPSSiandiSASiproceduresiforiestimatingiindirectieff

ectsiinisimpleimediationimodels.iBehavioriresearchimethods,iinstruments,i&icomputers,i36

(4),i717-731. 

[55] Schenkelberg,iF.i(2022).iTheiNon-parametriciFriedmaniTesti-

iAccendoiReliability.iRetrievedi11iFebruaryi2022,ifromihttps://accendoreliability.com/non

-parametric-friedman-test/. 

[56] ANOVAiTest:iDefinitioni&iUsesi(Updatedi2022)i-

iQualtrics.i(2022).iRetrievedi11iFebruaryi2022,ifromihttps://www.qualtrics.com/experienc



120 
 

e-

management/research/anova/#:~:text=ANOVA%20stands%20for%20Analysis%20of,is

%20the%20most%20basic%20form. 

[57] Murti,iB.i(2016).iHowitoiConductiPathiAnalysisiandiStructuraliEquationiModeliforiHealthi

Research.iPresentation,iIndonesia. 

[58] ManueliJ.iGarcíaiRodríguez,iVicenteiRodrígueziMontequín,iFranciscoiOrtegaiFernández,iJ

oaquíniM.iVillanuevaiBalsera,(i2020)i"BiddersiRecommenderiforiPubliciProcurementiAuc

tionsiUsingiMachineiLearning:iDataiAnalysis,iAlgorithm,iandiCaseiStudyiwithiTendersifro

miSpain",iComplexity,ivol.,iArticleiIDi8858258,i20ipages,i2020.ihttps://doi.org/10.1155/2

020/8858258 

[59] Diabagate,iA.,iAzmani,iA.,i&iEliHarzlı,iM.i(2015).iE-Tendering:iModelingiofiaimulti-

agentsisystemiintegratingitheconceptsiofiontologyiandibigidata.iGlobaliJournaliofiCompute

riSciences.i5(2),i80-89. 

[60] Alyahya,iMoathi&iPanuwatwanich,iKriengsak.i(2018).iImplementingie-

tenderingitoiimproveitheiefficiencyiofipubliciconstructionicontractiiniSaudiiArabia.iInternat

ionaliJournaliofiProcurementiManagement.i11.i267.i10.1504/IJPM.2018.091666. 

[61] MoniraiA.iMufleh,i(2020).i"TheimediatingiroleiofiJordanianiJointiProcurementiLaw:ianiex

aminationiofitheieffectsiofie-

procurementienablersionitheireductioniofiexpenditure,"iInternationaliJournaliofiProcureme

ntiManagement,iInderscienceiEnterprisesiLtd,ivol.i13(4),ipagesi553-577. 

    [62] Buckinx, W.; Verstraeten, G.; and Van den Poel, D. 2007. Predicting customer loyalty using the 

internal transactional database. Expert Systems with Applications 32(1): 125-134. 

 

 

 

 

 



121 
 

 

Appendix: 

 

DescriptiveiStatistics 

 N Mean 

Std.iDeviati

on 

Minimu

m 

Maximu

m 

Percenti

les 

  

25th 
  

iمنiالمشروعiكلفةiتقديرiسيساهم

iالعطاءiطرحiقبلiالوزارةiقبل

iالمتقدمينiبينiالمنافسةiبتقليل

 .للعطاء

111 3.50 1.143 1 5 3.00 
  

iمنiمسبقاiالمقدرةiالمشروعiتكلفة

iوiالعامةiالأشغالiوزراةiقبل

iتحسينiعلىiستعملiالإسكان

iمنiالتقليلiوiالمشروعiجودة

iاوiالتنفيذiفيiالتجاوزات شالغ . 

111 3.66 1.148 1 5 3.00 
  

iمنiالمشروعiكلفةiتقديرiأنiأعتقد

iوiالعامةiالأشغالiوزراةiقبل

iالعطاءiطرحiقبلiالإسكان

iمنiللعطاءiالمتقدمينiستساعد

 .ربحiهامشiتحقيق

111 3.70 1.014 1 5 3.00 
  

 

FriedmaniTest 

Ranks 

 MeaniRank 

iالمتقدمينiبينiالمنافسةiبتقليلiالعطاءiطرحiقبلiالوزارةiقبلiمنiالمشروعiكلفةiتقديرiسيساهم

 .للعطاء

1.94 

iجودةiتحسينiعلىiستعملiالإسكانiوiالعامةiالأشغالiوزراةiقبلiمنiمسبقاiالمقدرةiالمشروعiتكلفة

 .الغشiاوiالتنفيذiفيiالتجاوزاتiمنiالتقليلiوiالمشروع

2.00 
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iالأشغالiوزراةiقبلiمنiالمشروعiكلفةiتقديرiأنiأعتقد مةالعا iوiالإسكانiقبلiطرحiالعطاءiستساعدi

 .ربحiهامشiتحقيقiمنiللعطاءiالمتقدمين

2.07 

 

TestiStatisticsa 

N 111 

Chi-Square 2.306 

Df 2 

Asymp.iSig. .316 

 

HypothesisiTestiSummary 

 NulliHypothesis Test Sig. 
 

1 Theidistributionsiofiسيساهمi

iقبلiالوزارةiقبلiمنiالمشروعiكلفةiتقدير

iبينiالمنافسةiبتقليلiالعطاءiطرح

iالمشروعiتكلفةiللعطاء.,iالمتقدمين

iالأشغالiوزراةiقبلiمنiمسبقاiالمقدرة

iتحسينiعلىiستعملiالإسكانiوiالعامة

iالتجاوزاتiمنiالتقليلiوiالمشروعiجودة

iتقديرiأنiأعتقدiandi.الغشiاوiالتنفيذiفي

iالأشغالiوزراةiقبلiمنiالمشروعiكلفة

امةالع iوiالإسكانiقبلiطرحiالعطاءi

iتحقيقiمنiللعطاءiالمتقدمينiستساعد

 .iareitheisame.ربحiهامش

Related-

SamplesiFriedman'siTwo-

WayiAnalysisiofiVarianceiby

iRanks 

.316 
 

 

Related-SamplesiFriedman'siTwo-WayiAnalysisiofiVarianceibyiRanksiSummary 

TotaliN 111 

TestiStatistic 2.306
a
 

DegreeiOfiFreedom 2 

AsymptoticiSig.(2-sideditest) .316 
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QuestionsiandiCatagories 

 

Question name Categories

سيساهم تقدير كلفة المشروع من قبل الوزارة قبل طرح العطاء بتقليل المنافسة بين المتقدمين للعطاء. A1

تكلفة المشروع المقدرة مسبقا من قبل وزراة الأشغال العامة و الإسكان ستعمل على تحسين جودة المشروع و التقليل من التجاوزات في التنفيذ او الغش. A1

أعتقد أن تقدير كلفة المشروع من قبل وزراة الأشغال العامة و الإسكان قبل طرح العطاء ستساعد المتقدمين للعطاء من تحقيق هامش ربح. A1

تجربتي مع الخدمات الحكومية الإلكترونية عبر الإنترنت جيدة. A2

ية للمواطنين اثق في المواقع الحكومية التي تقدم خدمات إلكترون A2

ية. أعتقد أن البنية التحتية التكنولوجية الحالية في الأردن قادرة على دعم منصة العطاءات الإلكترون A2

في المستقبل القريب، اعتقد ان الحكومة ستكون قادرة على تبني هذه الفكرة و تنفيذها. A2

انا على دراية كاملة بآلية سيرالعطاءات الحكومية في وزراة الأشغال في الأردن. A2

أجد أن الطريقة الحالية في إدارة العطاءات في وزارة الأشغال فعالة. A2

ان وجود نظام فعال على قدر عالي من الكفاءة و التنظيم و سرعة الوصول لبيانات المشاريع سواء القديمة او الجديدة هو أمر مفقود في نظام العطاءات الحالي في وزارة الأشغال. A2

اعتقد ان الحل لجعل العطاءات أكثر ملاءمة و أسهل هو رقمنة العملية لجميع مراحل العطاء. A2

من وجهة نظري، أرى أن استخدام منصات المناقصات الإلكترونية سيضمن استمرارية الأعمال وإمكانية الوصول إلى البيانات وحفظ السجلات. A2

أعتقد أن استخدام منصة العطاءات الإلكترونية ستقلل من نظام الأوراق التلقليدي و ما يتبعه من مشاكل في ضياع المستندات او تلفها. A2

ية اكثر من الطريقة التقليدية للتقدم للعطاءات. الشركات التي تتميز بتقديم جودة عالية من العمل و المتقدمة للعطاء ستهتم باستخدام المنصة الإلكترون A2

اعتقد أن سرعة تبادل الكتب الرسمية عبر المنصة الألكترونية و عدم الإنتظار لحين ارسالها لديوان في وزارة الأشغال من النقاط المهمة لكلا الطرفين الشركات الفائزة بالعطاء و الوزارة. A3

أعتقد أن استخدام منصة العطاءات الإلكترونية ستسرع من اجراءات و مراحل العطاء. A3

اعتقد أن أمن المعلومات عال جدا على هذه المنصة A3

ية الأردني اشجع في الدخول على نظام المناقصات الإلكترون A3

أعتقد أن المتقدمين لدخول العطاءات سيتمكنون من استخدام المنصة الإلكترونية بسهولة. A3

ية. أعتقد ان قطاع الإنشاءات قادر على التحول و التكيف مع منصة العطاءات الإلكترون A3

اعتقد أن منصة العطاءات الإلكترونية ستقضي على الممارسات الخاطئة في عملية تقديم العطاءات. A3

ية في حال تنفيذها على تقليل الكلف التشغيلية على كل من المتقدم للعطاء و الوزارة على حد سواء. ستعمل منصة العطاءات الإلكترون A3

أعتقد أن منصة العطاءات الإلكترونية ستسهل و تسرع من عملية التواصل بين الفائز بالعطاء و الوزارة. A3

الأسئلة الممثلة للبحث :

تحديد تكلفة الشروع مسبقا باستخادم تعلم الآلة سيساعد على رفع جودة المشرع A1

ية أفضل مقارنة بالعطاءات الحكومية التقليدية  العطاءات الالكترون A2

مميزات النظام الالتكروني تأثيره على وضع وسهولة العطاءات A3
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iPathiloadingiforimodifyimodeli: 

iAnnova:iSingleiFactori:  

Groups Count Sum Average Variance 

Columni1 20 89 4.45 0.681579 

Columni2 20 77 3.85 0.344737 

Columni3 20 75 3.75 0.197368 

Columni4 20 81 4.05 0.576316 

Columni5 20 79 3.95 0.681579 

Columni6 20 77 3.85 1.502632 

Columni7 20 60 3 0 

Columni8 20 20 1 0 

Columni9 20 61 3.05 0.05 

Columni10 20 87 4.35 0.871053 

Columni11 20 88 4.4 0.673684 

Columni12 20 73 3.65 0.555263 

Columni13 20 73 3.65 0.344737 

Columni14 20 86 4.3 0.852632 

Columni15 20 69 3.45 0.997368 

Columni16 20 94 4.7 0.642105 

Columni17 20 58 2.9 1.042105 

Columni18 20 79 3.95 0.05 

Columni19 20 65 3.25 1.039474 

Columni20 20 78 3.9 0.621053 

Columni21 20 63 3.15 0.555263 
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Columni22 20 71 3.55 1.207895 

Columni23 20 59 2.95 0.155263 

Columni24 20 98 4.9 0.2 

Columni25 20 72 3.6 0.463158 

Columni26 20 72 3.6 0.989474 

Columni27 20 71 3.55 0.576316 

Columni28 20 80 4 0.736842 

Columni29 20 77 3.85 0.45 

Columni30 20 78 3.9 0.936842 

Columni31 20 82 4.1 0.831579 

Columni32 20 78 3.9 0.094737 

Columni33 20 78 3.9 0.094737 

Columni34 20 80 4 0 

Columni35 20 74 3.7 0.221053 

Columni36 20 80 4 0.842105 

Columni37 20 91 4.55 0.576316 

Columni38 20 82 4.1 0.621053 

Columni39 20 75 3.75 1.776316 

Columni40 20 91 4.55 0.471053 

Columni41 20 81 4.05 0.155263 

Columni42 20 68 3.4 0.252632 

Columni43 20 80 4 0 

Columni44 20 60 3 0 

Columni45 20 65 3.25 1.565789 

Columni46 20 87 4.35 1.081579 

Columni47 20 54 2.7 0.326316 

Columni48 20 73 3.65 0.555263 

Columni49 20 62 3.1 1.042105 

Columni50 20 85 4.25 0.618421 

Columni51 20 80 4 1.368421 

Columni52 20 61 3.05 0.576316 

Columni53 20 39 1.95 0.05 

Columni54 20 88 4.4 0.673684 

Columni55 20 73 3.65 0.45 

Columni56 20 73 3.65 0.45 

Columni57 20 67 3.35 1.502632 

Columni58 20 55 2.75 1.565789 

Columni59 20 73 3.65 0.555263 

Columni60 20 73 3.65 0.555263 

Columni61 20 72 3.6 0.673684 

Columni62 20 77 3.85 0.976316 
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Columni63 20 68 3.4 1.726316 

Columni64 20 68 3.4 1.726316 

Columni65 20 74 3.7 0.431579 

Columni66 20 84 4.2 1.326316 

Columni67 20 72 3.6 0.989474 

Columni68 20 80 4 0.842105 

Columni69 20 95 4.75 0.407895 

Columni70 20 71 3.55 0.681579 

Columni71 20 63 3.15 2.976316 

Columni72 20 81 4.05 2.892105 

Columni73 20 85 4.25 0.513158 

Columni74 20 78 3.9 0.936842 

Columni75 20 77 3.85 0.239474 

Columni76 20 74 3.7 0.852632 

Columni77 20 73 3.65 0.344737 

Columni78 20 77 3.85 0.555263 

Columni79 20 77 3.85 0.555263 

Columni80 20 66 3.3 0.642105 

Columni81 20 94 4.7 0.326316 

Columni82 20 79 3.95 0.576316 

Columni83 20 86 4.3 0.326316 

Columni84 20 75 3.75 0.197368 

Columni85 20 77 3.85 0.239474 

Columni86 20 75 3.75 0.197368 

Columni87 20 73 3.65 0.871053 

Columni88 20 73 3.65 0.45 

Columni89 20 79 3.95 0.471053 

Columni90 20 66 3.3 0.747368 

Columni91 20 72 3.6 0.778947 

Columni92 20 48 2.4 1.2 

Columni93 20 81 4.05 0.155263 

Columni94 20 63 3.15 0.45 

Columni95 20 73 3.65 1.607895 

Columni96 20 70 3.5 0.684211 

Columni97 20 81 4.05 0.681579 

Columni98 20 95 4.75 0.513158 

Columni99 20 63 3.15 0.765789 

Columni100 20 65 3.25 0.723684 

Columni101 20 72 3.6 0.778947 

Columni102 20 80 4 0 

Columni103 20 79 3.95 2.05 
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Columni104 20 74 3.7 0.326316 

Columni105 20 93 4.65 0.555263 

Columni106 20 72 3.6 0.778947 

Columni107 20 85 4.25 1.039474 

Columni108 20 67 3.35 0.660526 

Columni109 20 77 3.85 1.186842 

Columni110 20 80 4 0 

Columni111 20 72 3.6 2.042105 

 

 

age 
mapping age2 income inc 

normalize 
mode of PE PE 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

1 18- 25 year 4 
1.000.000- 2.000.000 
IQD 4 Disagree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

1 18- 25 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

4 51- 60 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

1 18- 25 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 
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2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

1 18- 25 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

4 51- 60 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 4 Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 4 Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

3 36- 50 year 1 100.000- 250.000 IQD 4 Disagree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 
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2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 4 Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 4 Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 4 Disagree 

1 18- 25 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 5 
Strongly 
Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

3 36- 50 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

3 36- 50 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

3 36- 50 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 5 
Strongly 
Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

3 36- 50 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

3 36- 50 year 2 250.000- 500.000 IQD 1 Strongly agree 
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2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

3 36- 50 year 2 250.000- 500.000 IQD 1 Strongly agree 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 4 Disagree 

3 36- 50 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 4 Disagree 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

1 18- 25 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

3 36- 50 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

3 36- 50 year 2 250.000- 500.000 IQD 1 Strongly agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

4 51- 60 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 4 Disagree 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 
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2 26- 35 year 3 500.000- 1.000.000 IQD 4 Disagree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 4 Disagree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 4 Disagree 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 4 Disagree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 4 Disagree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 
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1 18- 25 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 4 Disagree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

1 18- 25 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 1 Strongly agree 

2 26- 35 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 1 Strongly agree 

2 26- 35 year 5 More than. 3 Neutral 

2 26- 35 year 5 More than. 2 Agree 

3 36- 50 year 5 More than. 2 Agree 

1 18- 25 year 5 More than. 2 Agree 

3 36- 50 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 1 Strongly agree 

2 26- 35 year 5 More than. 3 Neutral 

3 36- 50 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 1 Strongly agree 

1 18- 25 year 1 100.000- 250.000 IQD 4 Disagree 

1 18- 25 year 1 100.000- 250.000 IQD 4 Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 4 Disagree 

3 36- 50 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 
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2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 2 250.000- 500.000 IQD 1 Strongly agree 

1 18- 25 year 2 250.000- 500.000 IQD 1 Strongly agree 

3 36- 50 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 1 Strongly agree 

1 18- 25 year 2 250.000- 500.000 IQD 1 Strongly agree 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

3 36- 50 year 2 250.000- 500.000 IQD 4 Disagree 

2 26- 35 year 2 250.000- 500.000 IQD 4 Disagree 

3 36- 50 year 2 250.000- 500.000 IQD 4 Disagree 

3 36- 50 year 2 250.000- 500.000 IQD 3 Neutral 

1 18- 25 year 2 250.000- 500.000 IQD 3 Neutral 

3 36- 50 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

3 36- 50 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

3 36- 50 year 2 250.000- 500.000 IQD 2 Agree 

4 51- 60 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 5 More than. 1 Strongly agree 

3 36- 50 year 5 More than. 1 Strongly agree 

2 26- 35 year 5 More than. 1 Strongly agree 

1 18- 25 year 5 More than. 3 Neutral 

2 26- 35 year 5 More than. 3 Neutral 

3 36- 50 year 5 More than. 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

1 18- 25 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 
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2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 4 Disagree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

4 51- 60 year 4 
1.000.000- 2.000.000 
IQD 4 Disagree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 4 Disagree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 2 Agree 

2 26- 35 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

3 36- 50 year 4 
1.000.000- 2.000.000 
IQD 3 Neutral 

4 51- 60 year 4 
1.000.000- 2.000.000 
IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

3 36- 50 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 
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2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

3 36- 50 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

3 36- 50 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

1 18- 25 year 1 100.000- 250.000 IQD 1 Strongly agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 1 Strongly agree 

1 18- 25 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 4 Disagree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

1 18- 25 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 1 100.000- 250.000 IQD 3 Neutral 

2 26- 35 year 1 100.000- 250.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

2 26- 35 year 2 250.000- 500.000 IQD 1 Strongly agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 3 Neutral 
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2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

3 36- 50 year 2 250.000- 500.000 IQD 1 Strongly agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 3 Neutral 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

3 36- 50 year 2 250.000- 500.000 IQD 4 Disagree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 4 Disagree 

1 18- 25 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 2 250.000- 500.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

1 18- 25 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 4 Disagree 

1 18- 25 year 3 500.000- 1.000.000 IQD 1 Strongly agree 
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2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 4 Disagree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

4 51- 60 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 1 Strongly agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 3 500.000- 1.000.000 IQD 2 Agree 
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2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

3 36- 50 year 3 500.000- 1.000.000 IQD 3 Neutral 

2 26- 35 year 3 500.000- 1.000.000 IQD 2 Agree 

2 26- 35 year 3 500.000- 1.000.000 IQD 3 Neutral 

1 18- 25 year 5 More than. 2 Agree 

3 36- 50 year 5 More than. 2 Agree 

1 18- 25 year 5 More than. 3 Neutral 

1 18- 25 year 5 More than. 3 Neutral 

3 36- 50 year 5 More than. 3 Neutral 

3 36- 50 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 2 Agree 

2 26- 35 year 5 More than. 4 Disagree 

4 51- 60 year 5 More than. 2 Agree 

 1. Gender: 2. Age: 

3. 

Employment: 

4. Monthly 

income: 

5. Do you 

have an 

account on 

one of the 

social media 

networks? 

 

N Valid 410 410 410 410 410 
 

Missing 0 0 0 0 0 
 

Mean  2.14 2.0951 2.5756 1.1317 
 

Std. Error of Mean  .035 .04916 .05972 .01672 
 

Median  2.00 2.0000 3.0000 1.0000 
 

Mode  2 2.00 3.00 1.00 
 

Std. Deviation  .708 .99545 1.20933 .33859 
 

Variance  .501 .991 1.462 .115 
 

Minimum  1 1.00 1.00 1.00 
 

Maximum  4 4.00 5.00 2.00 
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6. From your own 

viewpoint, what is 

the major reason for 

not using social 

networks till now? 

7. To what extent do 

you describe your 

general computer 

and internet 

knowledge? 

8. How long do you 

surf the internet 

daily? 

9. How long have 

you been using the 

social media? 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 4.1317 1.5073 1.6439 1.2780 

Std. Error of Mean .06945 .02915 .03401 .02851 

Median 5.0000 1.0000 2.0000 1.0000 

Mode 5.00 1.00 1.00 1.00 

Std. Deviation 1.40631 .59022 .68873 .57728 

Variance 1.978 .348 .474 .333 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 3.00 3.00 3.00 

 

 

10. What is your 

preferable and 

mostly used 

social network 

(please choose 

one only)? 

11. How long 

have you been 

e-shopping? 

"12. How many 

times have you 

e-shopped in the 

past year? 

"13. If you faced 

a problem when 

you did e-

shopping, what's 

the reason? 

 

N Valid 410 410 410 410 
 

Missing 0 0 0 0 
 

Mean 2.4195 3.8244 1.7927 2.6707 
 

Std. Error of Mean .05951 .06402 .06146 .06823 
 

Median 2.0000 4.0000 1.0000 2.0000 
 

Mode 2.00 5.00 1.00 2.00 
 

Std. Deviation 1.20497 1.29637 1.24443 1.38146 
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Variance 1.452 1.681 1.549 1.908 
 

Minimum 1.00 1.00 1.00 1.00 
 

Maximum 7.00 5.00 5.00 5.00 
 

 

 

"14. Which option 

do you prefer to do 

e-shopping? 

15. Which 

application of social 

media do you prefer 

to do e-shopping? 

16.What is the 

important reason 

motivate you to do 

e-shopping? 

17. Did you do e-

shopping for 

personal motivation 

or influence? 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.8634 2.2390 2.8732 2.1415 

Std. Error of Mean .05473 .03493 .06028 .03637 

Median 3.0000 2.0000 3.0000 2.0000 

Mode 3.00 2.00 3.00 2.00 

Std. Deviation 1.10826 .70724 1.22065 .73640 

Variance 1.228 .500 1.490 .542 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 3.00 

 

 

18. How was the 

product received 

that you purchased? 

19. Did you ever 

use your account on 

social networks in a 

purchasing 

operation on one of 

the social online 

shopping sites? 

20. If you decide to 

complete the 

purchasing process, 

what is the 

preferable method 

of payment you 

use? 

21. Did you ever 

use your account on 

social networks to 

benefit from social 

media features 

(commenting, liking, 

sharing, or others) 

in the online 

shopping activities 

for you or one of 

your friends on the 

network? 
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N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 3.0756 1.2756 2.3659 1.4073 

Std. Error of Mean .03788 .02209 .03648 .02429 

Median 3.0000 1.0000 2.0000 1.0000 

Mode 3.00 1.00 2.00 1.00 

Std. Deviation .76707 .44737 .73860 .49194 

Variance .588 .200 .546 .242 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 2.00 4.00 2.00 

 

 

22. Using my social 

network account in 

online shopping 

would enhance my 

effectiveness of 

online shopping. 

"23. Using my social 

network account in 

online shopping 

would help me more 

in searching for the 

most appropriate 

commodity. 

24.Using my social 

network account 

would help me in 

discussing opinions 

and requirements 

about the 

commodity with the 

producers, 

suppliers, and 

distributors more 

effectively. 

25. Using my social 

network account 

would ease getting 

reviews about the 

commodity from its 

users and discuss it 

with them. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.39756 2.2390 2.3244 2.3659 

Std. Error of Mean .048974 .04467 .04449 .04817 

Median 2.00000 2.0000 2.0000 2.0000 

Mode 2.000 2.00 2.00 2.00 

Std. Deviation .991649 .90445 .90077 .97540 

Variance .983 .818 .811 .951 
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Minimum 1.000 1.00 1.00 1.00 

Maximum 5.000 5.00 5.00 5.00 

 

 

26.Social media 

shopping is reliable. 

27. Social media 

sites are concerned 

with maintaining the 

confidentiality of my 

data and privacy. 

28. Social media 

such as: Facebook, 

what's App, 

Instagram,.. etc. are 

trust. 

29. Social media 

shopping services 

make me more 

efficient. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.5976 2.5756 2.8000 2.5683 

Std. Error of Mean .05091 .04934 .05303 .04598 

Median 3.0000 2.0000 3.0000 3.0000 

Mode 3.00 2.00 3.00 3.00 

Std. Deviation 1.03082 .99897 1.07380 .93111 

Variance 1.063 .998 1.153 .867 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 

 

 

30. Online shopping 

is better than local 

shopping. 

31. I feel the e-

shopping sites is 

reliable. 

32. I trust my 

friend's opinions and 

recommendations to 

do e-shopping. 

33. I feel that my 

friends' experiences 

and reviews of the 

products which they 

bought are generally 

honest. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 3.1293 2.6927 2.4927 2.4171 

Std. Error of Mean .05738 .04976 .04850 .04657 
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Median 3.0000 3.0000 2.0000 2.0000 

Mode 4.00 3.00 2.00 2.00 

Std. Deviation 1.16189 1.00765 .98209 .94297 

Variance 1.350 1.015 .964 .889 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 

 

 

34. I can invite my 

friends to try e-

shopping from 

social media. 

35. I do not know 

the steps of online 

shopping so that my 

desire to do e-

shopping is 

weakness. 

36. I do not know 

how to use a credit 

card so I can't shop 

online. 

37. My lack of 

knowledge of the 

quality of the 

products offered 

prevents me from e-

shopping. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.4634 2.9390 2.8683 2.5780 

Std. Error of Mean .04980 .05544 .05896 .05361 

Median 2.0000 3.0000 3.0000 2.0000 

Mode 2.00 4.00 4.00 2.00 

Std. Deviation 1.00846 1.12264 1.19380 1.08558 

Variance 1.017 1.260 1.425 1.178 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 
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38. I will not do e-

shopping until I 

make sure to keep 

my data 

confidential. 

39. I think that Arab 

e-commerce sites 

are not safe enough 

compared to foreign 

ones. 

40. Sometimes the 

actual product 

purchased from the 

website is not the 

same as the product 

displayed on the 

same website. 

41. I previously 

shopped online and 

paid for the product 

but did not receive 

the product. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.3415 2.5390 2.1707 3.2659 

Std. Error of Mean .04861 .05338 .04969 .05932 

Median 2.0000 2.0000 2.0000 4.0000 

Mode 2.00 2.00 2.00 4.00 

Std. Deviation .98422 1.08093 1.00615 1.20108 

Variance .969 1.168 1.012 1.443 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 

 

 

42. Online shopping 

is based on high 

trust. 

43. There is no 

confidence in saving 

personal data and 

not to use it for other 

purposes. 

44. I have high 

knowledge about 

computer and 

internet use. 

45. There should be 

a feature on all 

social media sites 

dedicated to e-

commerce in the 

future. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.6220 2.7024 2.3854 2.8024 

Std. Error of Mean .05441 .04919 .05300 .07687 

Median 3.0000 3.0000 2.0000 2.0000 

Mode 3.00 3.00 2.00 2.00 
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Std. Deviation 1.10168 .99595 1.07325 1.55659 

Variance 1.214 .992 1.152 2.423 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 

 

Statistics 

 

46. There should 

be newer and 

faster ways to ship 

and deliver 

products and 

services that are 

purchased online in 

Iraq in the future. 

47. E-commerce 

companies should 

provide more 

branches in Iraq in 

the future. 

48. Newer and 

simpler financial 

methods must be 

provided to pay the 

amount of products 

that are bought 

online in Iraq in the 

future. 

49. E-commerce 

laws must be 

developed to 

ensure the right of 

the producer and 

consumer in Iraq in 

the future. 

N Valid 410 410 410 410 

Missing 0 0 0 0 

Mean 2.1610 2.1293 2.1707 2.0146 

Std. Error of Mean .05154 .05450 .05088 .05168 

Median 2.0000 2.0000 2.0000 2.0000 

Mode 2.00 2.00 2.00 1.00 

Std. Deviation 1.04352 1.10362 1.03017 1.04649 

Variance 1.089 1.218 1.061 1.095 

Minimum 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 

 

 

 

Frequency Table 
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1. Gender: 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 173 42.2 42.2 42.2 

Female 237 57.8 57.8 100.0 

Total 410 100.0 100.0  

 

 

2. Age: 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18- 25 year 70 17.1 17.1 17.1 

26- 35 year 221 53.9 53.9 71.0 

36- 50 year 111 27.1 27.1 98.0 

51- 60 year 8 2.0 2.0 100.0 

Total 410 100.0 100.0  

 

 

3. Employment: 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Student 124 30.2 30.2 30.2 

Government employee 184 44.9 44.9 75.1 
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Private sector employee 41 10.0 10.0 85.1 

Unemployed 61 14.9 14.9 100.0 

Total 410 100.0 100.0  

 

 

4. Monthly income: 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 100.000- 250.000 IQD 107 26.1 26.1 26.1 

250.000- 500.000 IQD 73 17.8 17.8 43.9 

500.000- 1.000.000 IQD 146 35.6 35.6 79.5 

1.000.000- 2.000.000 IQD 55 13.4 13.4 92.9 

More than. 29 7.1 7.1 100.0 

Total 410 100.0 100.0  

 

 

5. Do you have an account on one of the social media networks? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes, 356 86.8 86.8 86.8 

No, 54 13.2 13.2 100.0 

Total 410 100.0 100.0  

 

 

6. From your own viewpoint, what is the major reason for not using social networks till now? 



152 
 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid It is It negatively effects on 

my daily works. 
41 10.0 10.0 10.0 

It is not easy to learn or 

handle with. 
45 11.0 11.0 21.0 

My general experience in 

using computer is weak. 
57 13.9 13.9 34.9 

It is not a secured way for 

communication. 
267 65.1 65.1 100.0 

Total 410 100.0 100.0  

 

 

7. To what extent do you describe your general computer and internet 

knowledge? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Good 222 54.1 54.1 54.1 

Average 168 41.0 41.0 95.1 

Poor 20 4.9 4.9 100.0 

Total 410 100.0 100.0  

 

 

8. How long do you surf the internet daily? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid From 1 to 4 hours. 196 47.8 47.8 47.8 
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More than 4 hours 164 40.0 40.0 87.8 

Less than 1 hour. 50 12.2 12.2 100.0 

Total 410 100.0 100.0  

 

 

9. How long have you been using the social media? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid More than 2 years. 323 78.8 78.8 78.8 

1 to 2 years. 60 14.6 14.6 93.4 

Less than 1 year. 27 6.6 6.6 100.0 

Total 410 100.0 100.0  

 

 

10. What is your preferable and mostly used social network (please choose 

one only)? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Google+. 34 8.3 8.3 8.3 

2.00 266 64.9 64.9 73.2 

3.00 77 18.8 18.8 92.0 

4.00 8 2.0 2.0 93.9 

5.00 3 .7 .7 94.6 

6.00 6 1.5 1.5 96.1 

7.00 16 3.9 3.9 100.0 
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Total 410 100.0 100.0  

 

 

11. How long have you been e-shopping? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Google+. 49 12.0 12.0 12.0 

Instagram. 92 22.4 22.4 34.4 

Twitter. 102 24.9 24.9 59.3 

Linked in 167 40.7 40.7 100.0 

Total 410 100.0 100.0  

 

 

"12. How many times have you e-shopped in the past year? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2-5 years. 259 63.2 63.2 63.2 

11-20 times. 63 15.4 15.4 78.5 

One year ago. 25 6.1 6.1 84.6 

A few months ago. 40 9.8 9.8 94.4 

A few weeks ago. 23 5.6 5.6 100.0 

Total 410 100.0 100.0  

 

 

"13. If you faced a problem when you did e-shopping, what's the reason? 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid The way of delivery. 76 18.5 18.5 18.5 

Product. 179 43.7 43.7 62.2 

E-store or website. 32 7.8 7.8 70.0 

The way of payment. 50 12.2 12.2 82.2 

Other 73 17.8 17.8 100.0 

Total 410 100.0 100.0  

 

 

"14. Which option do you prefer to do e-shopping? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Mobile applications. 60 14.6 14.6 14.6 

E-stores. 55 13.4 13.4 28.0 

Social media. 224 54.6 54.6 82.7 

Websites. 23 5.6 5.6 88.3 

Other. 48 11.7 11.7 100.0 

Total 410 100.0 100.0  

 

 

15. Which application of social media do you prefer to do e-shopping? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid What's App. 32 7.8 7.8 7.8 



156 
 

Facebook. 273 66.6 66.6 74.4 

Instagram. 88 21.5 21.5 95.9 

Twitter. 9 2.2 2.2 98.0 

Linked in. 8 2.0 2.0 100.0 

Total 410 100.0 100.0  

 

 

16.What is the important reason motivate you to do e-shopping? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid The product prices are 

reasonable. 
61 14.9 14.9 14.9 

Quality of goods. 98 23.9 23.9 38.8 

E-shopping is easy and fast. 136 33.2 33.2 72.0 

Fast shipping and delivery. 62 15.1 15.1 87.1 

Other. 53 12.9 12.9 100.0 

Total 410 100.0 100.0  

 

 

17. Did you do e-shopping for personal motivation or influence? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Commercial dealer. 86 21.0 21.0 21.0 

Friend. 180 43.9 43.9 64.9 

Other. 144 35.1 35.1 100.0 
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Total 410 100.0 100.0  

 

 

18. How was the product received that you purchased? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid By excellent mail,e.g: EMS. 21 5.1 5.1 5.1 

By a global freight company, 

e.g: DHL. 
19 4.6 4.6 9.8 

Direct receipt at the door of 

house. 
302 73.7 73.7 83.4 

Receipt from the company's 

branch. 
44 10.7 10.7 94.1 

By mail box. 24 5.9 5.9 100.0 

Total 410 100.0 100.0  

 

 

19. Did you ever use your account on social networks in a purchasing 

operation on one of the social online shopping sites? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 297 72.4 72.4 72.4 

No 113 27.6 27.6 100.0 

Total 410 100.0 100.0  
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20. If you decide to complete the purchasing process, what is the preferable method of 

payment you use? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid � One of the transferring 

money companies (e.g. 

PayPal). 

19 4.6 4.6 4.6 

Cash on delivery. 267 65.1 65.1 69.8 

Credit/debit card (e.g. Visa 

or MasterCard). 
79 19.3 19.3 89.0 

Direct bank transfer. 45 11.0 11.0 100.0 

Total 410 100.0 100.0  

 

 

21. Did you ever use your account on social networks to benefit from 

social media features (commenting, liking, sharing, or others) in the online 

shopping activities for you or one of your friends on the network? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 243 59.3 59.3 59.3 

No 167 40.7 40.7 100.0 

Total 410 100.0 100.0  

 

 

22. Using my social network account in online shopping would enhance my 

effectiveness of online shopping. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 
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Valid Strongly agree 79 19.3 19.3 19.3 

Agree 153 37.3 37.3 56.6 

Neutral 123 30.0 30.0 86.6 

Disagree 46 11.2 11.2 97.8 

Strongly Disagree 9 2.2 2.2 100.0 

Total 410 100.0 100.0  

 

 

"23. Using my social network account in online shopping would help me more in 

searching for the most appropriate commodity. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 81 19.8 19.8 19.8 

Agree 191 46.6 46.6 66.3 

Neutral 105 25.6 25.6 92.0 

Disagree 25 6.1 6.1 98.0 

Strongly Disagree 8 2.0 2.0 100.0 

Total 410 100.0 100.0  

 

 

24.Using my social network account would help me in discussing opinions and 

requirements about the commodity with the producers, suppliers, and distributors 

more effectively. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 70 17.1 17.1 17.1 
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Agree 183 44.6 44.6 61.7 

Neutral 116 28.3 28.3 90.0 

Disagree 36 8.8 8.8 98.8 

Strongly Disagree 5 1.2 1.2 100.0 

Total 410 100.0 100.0  

 

 

25. Using my social network account would ease getting reviews about the commodity 

from its users and discuss it with them. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 75 18.3 18.3 18.3 

Agree 170 41.5 41.5 59.8 

Neutral 117 28.5 28.5 88.3 

Disagree 36 8.8 8.8 97.1 

Strongly Disagree 12 2.9 2.9 100.0 

Total 410 100.0 100.0  

 

 

26.Social media shopping is reliable. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 65 15.9 15.9 15.9 

Agree 122 29.8 29.8 45.6 

Neutral 152 37.1 37.1 82.7 
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Disagree 55 13.4 13.4 96.1 

Strongly Disagree 16 3.9 3.9 100.0 

Total 410 100.0 100.0  

 

 

27. Social media sites are concerned with maintaining the confidentiality of my data 

and privacy. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 53 12.9 12.9 12.9 

Agree 154 37.6 37.6 50.5 

Neutral 132 32.2 32.2 82.7 

Disagree 56 13.7 13.7 96.3 

Strongly Disagree 15 3.7 3.7 100.0 

Total 410 100.0 100.0  

 

 

28. Social media such as: Facebook, what's App, Instagram,.. etc. are trust. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 49 12.0 12.0 12.0 

Agree 112 27.3 27.3 39.3 

Neutral 147 35.9 35.9 75.1 

Disagree 76 18.5 18.5 93.7 

Strongly Disagree 26 6.3 6.3 100.0 
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Total 410 100.0 100.0  

 

 

29. Social media shopping services make me more efficient. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 51 12.4 12.4 12.4 

Agree 142 34.6 34.6 47.1 

Neutral 159 38.8 38.8 85.9 

Disagree 49 12.0 12.0 97.8 

Strongly Disagree 9 2.2 2.2 100.0 

Total 410 100.0 100.0  

 

 

30. Online shopping is better than local shopping. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 43 10.5 10.5 10.5 

Agree 80 19.5 19.5 30.0 

Neutral 112 27.3 27.3 57.3 

Disagree 131 32.0 32.0 89.3 

Strongly Disagree 44 10.7 10.7 100.0 

Total 410 100.0 100.0  
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31. I feel the e-shopping sites is reliable. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 48 11.7 11.7 11.7 

Agree 127 31.0 31.0 42.7 

Neutral 157 38.3 38.3 81.0 

Disagree 59 14.4 14.4 95.4 

Strongly Disagree 19 4.6 4.6 100.0 

Total 410 100.0 100.0  

 

 

32. I trust my friend's opinions and recommendations to do e-shopping. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 60 14.6 14.6 14.6 

Agree 158 38.5 38.5 53.2 

Neutral 138 33.7 33.7 86.8 

Disagree 38 9.3 9.3 96.1 

Strongly Disagree 16 3.9 3.9 100.0 

Total 410 100.0 100.0  

 

 

33. I feel that my friends' experiences and reviews of the products which they bought 

are generally honest. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 
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Valid Strongly agree 63 15.4 15.4 15.4 

Agree 170 41.5 41.5 56.8 

Neutral 132 32.2 32.2 89.0 

Disagree 33 8.0 8.0 97.1 

Strongly Disagree 12 2.9 2.9 100.0 

Total 410 100.0 100.0  

 

 

34. I can invite my friends to try e-shopping from social media. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 63 15.4 15.4 15.4 

Agree 172 42.0 42.0 57.3 

Neutral 113 27.6 27.6 84.9 

Disagree 46 11.2 11.2 96.1 

Strongly Disagree 16 3.9 3.9 100.0 

Total 410 100.0 100.0  

 

 

35. I do not know the steps of online shopping so that my desire to do e-shopping is 

weakness. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 46 11.2 11.2 11.2 

Agree 108 26.3 26.3 37.6 
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Neutral 106 25.9 25.9 63.4 

Disagree 125 30.5 30.5 93.9 

Strongly Disagree 25 6.1 6.1 100.0 

Total 410 100.0 100.0  

 

 

36. I do not know how to use a credit card so I can't shop online. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 60 14.6 14.6 14.6 

Agree 112 27.3 27.3 42.0 

Neutral 90 22.0 22.0 63.9 

Disagree 118 28.8 28.8 92.7 

Strongly Disagree 30 7.3 7.3 100.0 

Total 410 100.0 100.0  

 

 

37. My lack of knowledge of the quality of the products offered prevents me from e-

shopping. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 62 15.1 15.1 15.1 

Agree 156 38.0 38.0 53.2 

Neutral 107 26.1 26.1 79.3 

Disagree 63 15.4 15.4 94.6 
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Strongly Disagree 22 5.4 5.4 100.0 

Total 410 100.0 100.0  

 

 

38. I will not do e-shopping until I make sure to keep my data confidential. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 78 19.0 19.0 19.0 

Agree 177 43.2 43.2 62.2 

Neutral 103 25.1 25.1 87.3 

Disagree 41 10.0 10.0 97.3 

Strongly Disagree 11 2.7 2.7 100.0 

Total 410 100.0 100.0  

 

 

39. I think that Arab e-commerce sites are not safe enough compared to foreign ones. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 73 17.8 17.8 17.8 

Agree 142 34.6 34.6 52.4 

Neutral 112 27.3 27.3 79.8 

Disagree 67 16.3 16.3 96.1 

Strongly Disagree 16 3.9 3.9 100.0 

Total 410 100.0 100.0  
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40. Sometimes the actual product purchased from the website is not the same as the 

product displayed on the same website. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 116 28.3 28.3 28.3 

Agree 158 38.5 38.5 66.8 

Neutral 98 23.9 23.9 90.7 

Disagree 26 6.3 6.3 97.1 

Strongly Disagree 12 2.9 2.9 100.0 

Total 410 100.0 100.0  

 

 

41. I previously shopped online and paid for the product but did not receive the 

product. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 39 9.5 9.5 9.5 

Agree 80 19.5 19.5 29.0 

Neutral 82 20.0 20.0 49.0 

Disagree 151 36.8 36.8 85.9 

Strongly Disagree 58 14.1 14.1 100.0 

Total 410 100.0 100.0  

 

 

42. Online shopping is based on high trust. 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 73 17.8 17.8 17.8 

Agree 115 28.0 28.0 45.9 

Neutral 137 33.4 33.4 79.3 

Disagree 64 15.6 15.6 94.9 

Strongly Disagree 21 5.1 5.1 100.0 

Total 410 100.0 100.0  

 

 

43. There is no confidence in saving personal data and not to use it for other purposes. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 44 10.7 10.7 10.7 

Agree 132 32.2 32.2 42.9 

Neutral 154 37.6 37.6 80.5 

Disagree 62 15.1 15.1 95.6 

Strongly Disagree 18 4.4 4.4 100.0 

Total 410 100.0 100.0  

 

 

44. I have high knowledge about computer and internet use. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 91 22.2 22.2 22.2 
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Agree 148 36.1 36.1 58.3 

Neutral 111 27.1 27.1 85.4 

Disagree 42 10.2 10.2 95.6 

Strongly Disagree 18 4.4 4.4 100.0 

Total 410 100.0 100.0  

 

 

45. There should be a feature on all social media sites dedicated to e-commerce in the 

future. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 85 20.7 20.7 20.7 

Agree 175 42.7 42.7 63.4 

Disagree 36 8.8 8.8 72.2 

Strongly Disagree 114 27.8 27.8 100.0 

Total 410 100.0 100.0  

 

 

46. There should be newer and faster ways to ship and deliver products and services 

that are purchased online in Iraq in the future. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 121 29.5 29.5 29.5 

Agree 159 38.8 38.8 68.3 

Neutral 90 22.0 22.0 90.2 

Disagree 23 5.6 5.6 95.9 
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Strongly Disagree 17 4.1 4.1 100.0 

Total 410 100.0 100.0  

 

 

47. E-commerce companies should provide more branches in Iraq in the future. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 134 32.7 32.7 32.7 

Agree 161 39.3 39.3 72.0 

Neutral 63 15.4 15.4 87.3 

Disagree 32 7.8 7.8 95.1 

Strongly Disagree 20 4.9 4.9 100.0 

Total 410 100.0 100.0  

 

 

48. Newer and simpler financial methods must be provided to pay the amount of 

products that are bought online in Iraq in the future. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 115 28.0 28.0 28.0 

Agree 166 40.5 40.5 68.5 

Neutral 90 22.0 22.0 90.5 

Disagree 22 5.4 5.4 95.9 

Strongly Disagree 17 4.1 4.1 100.0 

Total 410 100.0 100.0  
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49. E-commerce laws must be developed to ensure the right of the producer and 

consumer in Iraq in the future. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 153 37.3 37.3 37.3 

Agree 151 36.8 36.8 74.1 

Neutral 68 16.6 16.6 90.7 

Disagree 23 5.6 5.6 96.3 

Strongly Disagree 15 3.7 3.7 100.0 

Total 410 100.0 100.0  

 

 

 

Pie Chart 
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N Mean 
Std.iErroriofiM

ean 

Media

n 

Mod

e 

Std.iDeviati

on 

Varianc

e 

Minimu

m 

Maximu

m 

41

0 

2.863

4 
0.05473 3 3 1.10826 1.228 1 5 

 

SI 

Questions ƛ ƛ2 1-ƛ2 CR AVE 

q44 0.363307 0.131992 0.868008 0.946077 0.450412 

q45 0.493895 0.243932 0.756068 
  q46 0.785966 0.617743 0.382257 
  q47 0.820617 0.673412 0.326588 
  q48 0.734868 0.540031 0.459969 
  q49 0.70382 0.495363 0.504637 
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