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Abstract

The main objective of this study is to determine the factors influence consumers in Oman to
switch from in-store to electronic purchasing. Therefore, four constructs (perceived ease of use (PEU),
perceived usefulness (PU), facilitating conditions (FC), and social influence (Sl)) have been employed in
this study which are adopted through the integration between UTUAT and TAM models. The respondent in
this study were students from Sultan Qaboos University and Dhofar University, 537 cases have been
analysed. Exploratory, confirmatory, and structural equation modelling techniques have been employed in
this research using SPSS 25, AMOS 25 software.The study revealed that (PU), (FC), and (Sl) have a
positive and significant influence on the consumers’ behavioural intention in Oman to switch into electronic
purchasing. While, the findings demonstrated that there is no significant effect by (PEU) on the consumers’
behavioural intention to transform from traditional to electronic purchasing.The study provides business
and consumers, a good interpretation about the factors influence the transformation to e-purchasing. In
addition, this paper encourages companies to shift to interaction e-purchasing portals which help
businesses to target different marketplace inside and outside of country to increase sell ratio to sustain
their business. However, up to the researchers’ knowledge this study considered to be among the first
studies which provide another clearer view of e-purchasing in Oman by incorporating selected factors from
two different theories. i.e. incorporating two factors related to the use of technology with other two
variables about the required technical resources, and the social effect on individuals to use new
technology, thereby being unique and original.
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1. Introduction

Availability of the Internet service enables consumers to buy products or services online
from any place around the world. Nowadays, a lot of businesses are using electronic way to sell
their products over the Internet. Most of commerce will be electronic commerce (e-commerce) in
2050 [1]. Moreover, online shopping became as one of the most important and popular
application of the Internet [2]. According to Internet World Stats [3], the number of Internet users
reached more than four billion and two hundred million in December 31, 2018. E-purchasing
defined as the purchasing process of products or services over the Internet [4].

E-purchasing is very important Internet activity according to [4], it considers as the third
most popular Internet activity. Thus, any business can increase the work profit through using
online shopping by introducing quicker shopping and low prices for consumers [5]. while this
may be true, some consumers, on one hand, still not use online shopping because of lack of
trust [6], lack of security, inability of consumers to touch the product, shortage of the product
information [7], and privacy and security [8]. On the other hand, with the wide prevalence of
Internet, the expectations and demand of customers have been changed and they look to
purchase products and services with less prices [9]. More, e-purchasing features attract many
consumers to buy products or services online. Moreover, The availability of online shopping
enables the consumers to purchase any products at 24 hours by 7 days from their houses and
get anything they need easily over the Internet, particularly products or services which are not
available in their regions or countries [10, 11], and with lower prices, convenience, different
selections, original services and special intention to each consumer [12]. In addition, online
stores provide links with more details about the products like text, photos, and multimedia files
of the product [13]. Furthermore, Customer's acceptance of electronic purchasing (e-shopping)
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is very important because of work stress these days. In addition, fast and cheap delivery
especially on regional level, and no sales tax [14].

The major types of products that the consumers purchase online are clothes, gifts,
electronic goods, travel arrangements, books and products for hobbies [15]. According to
Center for the Digital Future (CDF) report 2016, 51% of buyers purchase books online. The
usage of printed books is decreased and mainly preferred from the perspective of reading
physiology involves high portability, excellent readability, ease of use, and accepted price [16].
The patrons prefer print books more than e-books but sometimes it depends on the disciplines
of the readers [17]. The process of replacing traditional textbooks by electronic textbooks is
carrying on [18]. The two types of books are preferred for readers [19]. The e-textbook is equal
to printed textbook and consider as the main learning sources [20].

The intention to transform to e-purchasing affected by perceived ease of use,
usefulness, enjoyment, behavioural control, and social influence [21]. From other perspective
online shopping affected by age, perceived usefulness, income, education and marital
status [22]. To enumerate, 79% of the respondents have the intention to use online shopping in
near future and 90% of them have an idea about online shopping sites but only 38% purchased
products online because of lack of security, uncompleted information about the products,
inability to touch and test the product, unattractive displays and layouts [7]. Not only-but also,
consumers' attitudes toward electronic shopping is affected by trust, perceived website image,
perceived website reputation and relative advantage but trust, relative advantage and perceived
website image are the main factors that affect online shopping attitudes by 26% of variation [23].
Likewise, the major factors that affect the intention to adopt electronic purchase are
privacy/security and customer service [24]. More, convenience and social influence have
significant impact on change the consumers' intention but still cost is the main obstacle to
change the consumers' intention toward reading e-book [25]. Moreover, perceived ease of use,
usefulness and trust have significant impact on online shopping [26]. Further, purchasing
intention affected by information richness, extended offers and retailer brand [27].

In general, e-purchasing increases day by day around the world [28]. Whilst, in Oman
context some previous studies indicate that many consumers in Oman still not convinced to use
ecommerce [29]. But this study integrated only between risk factors and Tam model, where the
research model was tested only using multiple regression analysis. More, e-purchasing in
Sultanate of Oman is facing a lot of challenges. However, some of those obstacles has been
studied by many researchers. In her study [30] tried to determine the main barriers to growth
and transformation to online shopping. But the study failed to gain good sample, only 125
questionnaires were valid for analysis from the collected quantitative data, while for qualitative
data only eight interviewees had conducted half of them non-online shoppers. This makes the
results generalization questionable. More, the collected data had analysed using descriptive
statistics. Whilst, the investigated constructs are internet usage, convenience and risk
perception, spending intention, and payment methods preferred. Another try to identify the
variables that are behind adopting mobile commerce in Sultanate of Oman. Whatever, the data
was collected from only 89 respondents, which is again questionable while generalizing the
results. Even though, the process of data collection expands over two years (2013 & 2014)
which is considered a long period in technology life cycle. Further, the study hypotheses were
tested using descriptive statistics only [31]. An initial attempt to determine some predictors of
Omani consumers’ readiness to adopt online shopping. whoever, this study explored Perceived
Efforts of Search and Evaluation, Perceived Price Search, and Perceived Channel Risk, where
they showed significant effect, but sample size was 191 and selected from one region (Dhofar
governorate), and the statistical analysis all are affecting the results. Another study indicated
that many consumers in Oman still not fully convinced to use e-commerce [29]. But this study
integrated only between risk factors and Tam model, where the research model was tested only
using multiple regression analysis. A study conducted in Oman about adopting e-government,
investigated two factors (Social influence, and Facilitating Conditions) where both of them have
positive affect on users intention to adopt the electronic services provided by government, but
the main issue is that the targeted respondents for this study were the employees even though
they have been investigated from individuals' perspective, not as representatives of government
institutions, but still there is a room for bias [32]. In his study Shatat [33] attempted to explore
what drives consumers in Oman to adopt e-services, though the response rate was to some
extent good, but the collected data represent only one specific area called Al-Batina north
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region. More, the data analysed using correlation and multiple regression tests. Moreover, the
main questionable result is that the cultural and social issues do not affect users to adopt
e-services in such community (Omani community) which has a very good and strong
relationships and social interactions.

In the same context of the reviewed studies which are conducted in Omani
environment, this study comes to address the weakness of the previous works and sheds the
light on other factors drive people to adopt and use e-shopping in Oman context through
investigating some other constructs using data collected from different areas in Oman (Muscat
and Dhofar which are the biggest governorates in Sultanate of Oman) using advanced statistical
analysis such as exploratory factor analysis, confirmatory factor analysis, and structural
equation modelling.

Thereby, this paper provides another clearer view of e-purchasing in Oman by
incorporating selected factors from two different theories. Il.e. incorporating two factors related to
the use of technology which are adopted from technology acceptance model, with other two
variables about the required technical resources, and the social effect on individuals to use new
technology from unified theory of acceptance and use of technology. Therefore, the scope of the
study is to identify the consumers’ perceptions about the use of e-shopping. More, the study
hopes to provide, both business and consumers, a good interpretation about the factors
influence the transformation to e-purchasing. In specific, how to eliminate consumers fear and
fulfil their favours. In addition, this paper helps the firms and educational institutions to know if
Omanis in general and students in Oman are ready to buy books online regardless the book
they want is printed textbook or e-book, and encourage companies to shift to interaction
e-purchasing portals which help businesses to target different marketplace inside and outside of
country to increase sell ratio to sustain their business.

The remainder of this paper covers five sections as following: Second section is
literature review. Third section is methodology of the study. Fourth section is the results of the
research tool. Fifth section is the dissection of the results. Sixth section is conclusion of the
research. The last section is the Acknowledgements.

2. Literature Review

The researchers conducted many studies on the consumers' intention to adopt and use
information technology and online services by using different models such as Technology
Acceptance Model (TAM) and Unified Theory of Acceptance and Use of Technology (UTAUT).
However, TAM is the most popular research model used to study the consumer's behaviour
toward using and accepting technology systems [34, 35]. This model has been first suggested
by Davis [36]. Meanwhile, Unified Theory of Acceptance and Use of Technology (UTAUT)
model has been developed by [37] to study the individual's knowledge about new information
technology and his behaviour toward this technology.

The current paper derived new model relying on the above-mentioned models. l.e.
the paper integrated between perceived usefulness, perceived ease of use, facilitating
conditions, and social influence to empirically investigate the consumers' intention to transform
to e-purchasing. Perceived Usefulness: refers to the benefits that the consumer will get from
using the system [36]. A lot of studies conduct on the intention and acceptance of online
services. The perceived usefulness is one of the factors that studied to find out if the system is
useful for the consumers. Consumers will continue using online shopping if they found that it is
useful for them [38, 39]. More, perceived usefulness has a significant impact on the continuance
intention to use e-shopping [40].

H1: Perceived usefulness positively influence consumers in Oman to switch from
in-store to electronic purchasing. Perceived Ease of Use: defined as to what extent the
individual believes that the system is easy to use [36]. Many researchers used this factor to
study the intention and acceptance of using new information technology systems in different
fields through knowing the usability of the system for the users. Perceived ease of use was
integrated with many different factors to study the usability of the system and they found that it
has a significant impact on the consumers' intention toward online shopping [41, 42]. Among
different variables, ease of use is an important factor that affects the purchasing intention of
consumers over the Internet [43].
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H2: Perceived ease of use positively influence consumers in Oman to switch from
in-store to electronic purchasing. Facilitating Conditions: initial and technical resources required
to support new technologies which enable users to use new information systems [44].
This variable has been studied in many different contexts in different fields. Facilitating
conditions have direct impact on the intention and usage behaviour in context of ICT adoption
[45]. Moreover, facilitating conditions is one most important factor affects the consumer's
intention to shop online [46]. H3: Facilitating condition positively influence consumers in Oman
to switch from in-store to electronic purchasing.

Social Influence: the variable shows the effect of others on the individual's intention to
use the new system especially the individuals with strong relationships [37]. Social influence
reflects the impact of others on our decisions depending on their personal experience, thinking
and believes. Many researchers found that social influence has a significant influence on the
intention to accept new technologies. Social influence has a positive impact on the usage
behaviour of the system in context of knowledge sharing behaviour [47]. Further, social belief
has significant impact on consumers' intention to shop online [48]. Furthermore, one of the
major factors that drive the older adults toward online shopping is social influence [49].
H4: Social influence positively influence consumers in Oman to switch from in-store to electronic
purchasing. However, Figure 1 represent the constructs of the adopted model which expected
to have a positive influence on consumers in Oman to switch from in-store to
electronicpurchasing.

Perceived Ease of Use Rehavioral o Perceived Usefulness
Intention to adopt . :
Facilitating Conditions / online shopping “itsia lufuence

Figure 1. Research model

3. Research Method

The study aims to specify whether the consumers in Oman are ready to adopt
electronic purchasing, and to identify the main factors that affect them to switch to e-purchasing.
In this regard, the study integrated between UTAUT and TAM models by adopting the following
constructs perceived ease of use, perceived usefulness, facilitating conditions, and social
influence. The primary data has been collected through distributing the survey manually to the
respondents, who are the students from Sultan Qaboos University located in Muscat and Dhofar
University which is located in Dhofar governorate, the main objective of selecting those two
Universities is they are located in the biggest governorate in Oman and the students in those
universities are from all governorates in Oman. On the other hand, the items of the distributed
guestionnaire had been prepared based on previous studies [26, 32, 37, 50].

The number of questionnaires that had been distributed was 696 questionnaires,
a number of 159 questionnaires out of the completed questionnaires were rejected because
some respondents gave the same answer to all questions, no answers for some questions,
or/and others gave more than one answer to a question that must have only one answer.
Therefore, the accepted questionnaires for the subsequent analysis were 537 questionnaires
with a rate of (77.2%), this response rate is considered a very good rate in the field of
Information Systems. The questionnaire’s questions were prepared in English language.
Then the questions had been translated to Arabic language to make sure that the respondents
will be able to understand and answer the questionnaire because the Mother tongue of our
respondents is Arabic language. Before distribution the questionnaire had been reviewed by set
of faculty members in Dhofar University. After getting their feedback, the researchers made
some amendments on the questionnaire items, then the questionnaire had been distributed to
respondents. In the questionnaire paper we mentioned that all the data that given by the
respondents are secured and used for scientific purposes only. Five—point -Likert scale used
was, ranging from 1 (strongly disagree) to 5 (strongly agree). In addition, the survey divided into
two parts, the first for demographic data, while the second for variables items. 54.6% of the
respondents were female, the participants’ age ranged between 18 to more than 43. Further,
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prior to test the study hypotheses all the proper statistical tests for confirming the validity and
reliability of the measure and research data has been run, e.g. reliability, normal distribution,
construct validity, convergent validity, and common method bias. Furthermore, the structural
equation modelling was used to test the study hypotheses. l.e. identify the effect of adopted
factors on The Omanis' intention to adopt e-purchasing.

4. Results and Analysis

The statistical test Cronbach’s alpha was performed to proof the internal consistent of
the research constructs, as it seen in Table 1 all the variable reached the acceptable level
(0.70) [51]. Further, the normal distribution has been checked using Skewness and Kurtosis
statistics tests, the results were within the acceptable rang +2 and -2 [52]. However, Table 1
illustrate that all the loadings of the scale items on their associated factors were above 0.40 [53].
Furthermore, the collected data was suitable for performing Exploratory Factor Analysis (EFA)
through Kaiser-Meyer-Oklin (KMO) test of sampling adequacy and Bartlett’s test of Sphericity.
Table 2 shows the KMO value for the dataset which is above 0.60 and Bartlett's test of
Sphericity had a p-value of <0.001) [54]. Thereby, the EFA can be conducted. More, the
extracted factor with the highest initial eigen value, displayed in Table 3, was comprised only of
37.585% from the total variance which is less than 50% [55]. Such result indicate that the
common method biases not detected in this study. The confirmatory factor analysis (CFA) was
applied to identify the model validity. All the fit indices, Table 4, were reached the threshold.

Table 1. Descriptive and Explarotary Factor Analysis

Constructs Iltems Mean Std. D Skew Kurtosis a *Factor loadings
Perceived Usefulness PUL 0.79
(PU) PU 2 3.78 0.59 -0.32 0.18 0.84 0.77
PU 3 0.69
. PE1 0.78
Perce'vedPEé‘se ofUse  pey 389 077  -0.42 -0.24 0.70 0.67
(PE) PE 3 0.71
I . FC1 0.59
Fac"'tat”zgcc)ond't'ons FC2 373 073  -058 018 071 0.56
FC3 0.45
Sl1 0.71
Social Influence (SI) SI2 3.60 0.83 -0.50 0.25 0.77 0.87
SI3 0.83
BlI1 0.62
Behavioral Intention (BI) BI2 3.78 0.69 -0.63 0.07 0.75 0.75
BI3 0.66

*Principal Component Analysis with Varimax rotation

Table 2. Sampling Adequacy Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.869
Approx. Chi-Square 3221.580
Bartlett's Test of Sphericity df 105
Sig. 0.000
Table 3. CMV
Component Initial E@gen values _ Extraction Sums _of Squared Loadings
Total % of Variance  Cumulative % Total % of Variance  Cumulative %

1 5.638 37.585 37.585 5.638 37.585 37.585
2
14
15 .243 1.623 100.000

Note: Extraction Method: Principal Component Analysis

Table 4. CFA Fit Indices

fit indices X2/df GFlI CFlI IFI TLI RMR SRMR RMSEA
Recommended 2< X2/df<5 >0.90 >0.90 >0.90 >0.90 0.08 0.08 0.08
Measured 3.69 0.93 0.93 0.90 0.91 0.04 0.05 0.07
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More, the Standardized Factor Loadings displayed in Table 5 are exceed the
acceptable level 0.50. Moreover, the convergent validity has been determined through
conducting the composite reliability, all the variables were gained more than 0.70. In addition,
the results of the average variance explained (AVE) confirm the above-mentioned result.
Furthermore, to check if the adequate discriminant validity has been determined, the value of
square roots of AVE in each column is greater than correlation values which mentioned in that
column. The results of this comparison listed in Table 6 indicate that the adequate discriminant
validity has been determined. The research model has been examined using Structural
Equation Modeling (SEM) as it shown in Figure 2.

Table 5. CFA Results

Standardized Factor Square Multiple
Constructs Items Loadings (St. FL>.50)  Correlations (SMC>.30) CR>.60 AVE>.50
. PU1 0.82 0.67
Perceived Usefulness PU 2 0.83 0.68 0.84 0.64
(PU) PU 3 0.75 0.56
Perceived Ease of Use PPEElZ ggj 84718 0.74 0.50
(PE) PE 3 0.58 0.27
Facilitating Conditions Eg; ggg ggg 0.75 0.50
(FC) FC3 0.69 0.42
Social Influence g:; 822 8;12 0.79 0.56
(Sh SI3 0.75 0.56
BI1 0.71 0.50
Behavioral Intention (BI) BI2 0.76 0.58 0.76 0.51
BI3 0.67 0.45

Table 6. Discriminant Analysis

Constructs PU PE FC Sl Bl
PU (0.80)
PE 0.591 (0.71)
FC 0.729 0.755 (0.71)
Sl 0.384 0.202 0.699 (0.75)
Bl 0.80 0.464 0.534 0.53 (0.72)
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Figure 2. Tested model
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More, as it shown in Figure 2 the fit indices illustrate good fit as they are within their
recommended values. The results show that perceived usefulness, facilitating condition, social
influence positively affects the behavioural intention to adopt electronic purchasing by Omani
consumers. With standard regression weights of 0.60 (p=0.00), 0.28 (p=0.02), and 0.21
(p=0.00) respectively, interpreting 72% of variance in the behavioural intention to adopt
electronic purchasing as dependent variable. Whilst, perceived ease of use has no effect, -0.14
(p=0.11), on the behavioural intention to adopt electronic purchasing. Table 7 represent the
hypothesis test which contain the hypotheses, structural path, standard regression weights,
t-value for each factor and its p-value, and the result either the hypothesis is accepted or
rejected. However, the results will be discussed in detail in the next section.

Table 7. Hypothesis Test
Standard Regression  T-Value (TV> +1.96 or
Weights (SRW) TV - 1.96 for p<0,05)

Hypotheses Path Results

H1- Perceived usefulness positively

influence consumers in Oman to switch PU—BI 0.60 7.53 (p=0.00) Supported
from in-store to electronic purchasing.

H2- Perceived ease of use positively

influence consumers in Oman to switch PE—BI -0.14 -1.59 (p=0.11)
from in-store to electronic purchasing.

H3- Facilitating condition positively

influence consumers in Oman to switch FC—BI 0.28 2.3 (p=0.02) Supported
from in-store to electronic purchasing.

H4- Social influence positively influence

consumers in Oman to switch from in- SI—-BI 0.21 4.12 (p=0.00) Supported
store to electronic purchasing.

Not
Supported

5. Discussion

This study aimed to investigate the influence of perceived usefulness, perceived ease of
use, facilitation condition, and social influence on the users’ behavioural intention to adopt
electronic purchasing in Sultanate of Oman. In this regard the findings suggest that: Perceived
usefulness has a crucial role (Standard Regression Weights=0.60, t=7.53) in persuading
consumers to transform from traditional commerce to adopt electronic purchasing. The rational
customer usually tries to maximize the benefits in his/her deals, this finding comes in the same
context. l.e. respondents believe that if the transformation to the online shopping will increase
the gained benefits, they are ready to do that and obtain all the available benefits over online
shopping. Anywise, such result is in agreement with the findings of [56-58] Who found that
perceived usefulness has a positive effect on users’ behavioural intention to use information and
communication technology.

Perceived ease of use has no significant influence (Standard Regression
Weights=-0.14, t=-1.59 and p=0.11>0.05) in encouraging the customers to switch from
traditional to online shopping. As we are in the technology era, and most, if not all, the
businesses and institutions had been transformed their financial process especially in term of
salaries and completing many of governments process either in traditional or electronic way
people should have a bank account and credit card. On other hand, majority of people are
having smart phones which support internet browser and Wi-Fi connection. More, the availability
of internet networks which are to some extent affordable. Thence, most people become familiar
with using the requested tools for e-purchasing. Given that, in general the users who have
limited experience in using technology are expected to be more influenced by the factor ease
of use [37]. However, this result is in contrast with findings of [59-61] who found that the
perceived ease of use has positive influence users' behavioural intention to adopt technology.

Facilitating conditions play an important role and have a significant effect (Standard
Regression Weights= 0.28, t= 2.3 and p=0.02) in emboldening the customers to transform from
in-store to e-purchasing. Such result reflects the users’ perception about the availability of the
requested resources and support to conduct the online shopping such resources are secure
banking system, electronic devices that help users to connect to internet particularly mobile
devices, in addition to internet network with good bandwidth, and shopping applications and
websites equipped with good technology, plus to trained team to support and assist users while
using online shopping application. This finding is supported by the results of [62—-64] Who found
that Facilitating conditions play an essential role in behavioral intention to use technology.

Transformation to electronic purchasing: an empirical investigation (Mansour Naser Alraja)
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Social influence does have a significant influence (Standard Regression Weights= 0.21,
t=4.12 and p=0.00) in heartening the customers to transform from traditional to e-purchasing.
According to this result the users think it is important that others believe they should use online
shopping, which it means that their behavioural intention is affected by the way that others see
or evaluate them as a consequence of using online shopping. This result comes in agreement
with the results of [65—68] Who found that social influence is an important element in explaining
users’ intention to use online shopping. Consequently, an awareness programs should be
conducted about the benefits of electronic commerce in general and especially about electronic
purchasing. More, instructions should be prepared and disseminated among people about how
to use e-purchase properly to avoid the expected risks. Moreover, business should be ready for
preparing the requested infrastructure related to e-purchasing equipped by privacy and security
requirement.

6. Conclusion

The study strives to determine the main factors that influence users (students to
purchase books online) in Oman to transform to electronic purchasing. Thus, the study
integrated between UTAUT and TAM models. The investigated variables are perceived ease of
use, perceived usefulness, facilitating conditions, and social influence. The study revealed that
perceived usefulness, facilitating conditions, and social influence have a positive and significant
influence on the consumers behavioural intention in Oman to switch into electronic purchasing.
While, the findings showed that there is no significant effect by perceived ease of use on the
consumers behavioural intention to transform from traditional to electronic purchasing.

However, as all other research this study has its own limitation. The main limitation in
this paper is that the respondents are the students from Sultan Qaboos University and Dhofar
University which are coming from whole Oman, and it has been assumed that those
respondents represent the entire people who are living in Sultanate of Oman. Therefore, as the
student are interested in books for their study may be the findings generalization would be
limited. Thus, it is better for future studies to include respondents from other segments to avoid
this problem. In addition, study more variables in order to find out the other factors that affect
the consumers' intention to adopt online shopping.
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