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Abstract—E-commerce in developing countries has been
studied by numerous researchers during the last decade and a
number of common and culturally specific challenges have been
identified.. This study considers Jordan as a case study of a
developing country where E-commerce is still in its infancy.
Therefore, this research work comes as a complement to previous
research and an opportunity to refine E-commerce adaptation
research. This research was conducted by survey distributed
randomly across branches of Philadelphia General Supplies
(PGS), a small and medium enterprise (SME). The key findings
in this research indicated that Jordanian society is moving
towards online shopping at very low rates of adoption, due to
barriers including weak infrastructure throughout the country
except in the capital, societal trends and culture and educational
and computer literacy. This means that E-commerce in Jordan
still remains an under-developed industry.
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. INTRODUCTION

Information Technology (IT) has been significantly
developing in recent decades, raising numerous opportunities
and challenges in the business environment in various aspects.
In a consumer context, the synergy of the internet and business
operations gives more flexibility to users to identify their needs
as well as respond to market developments, such as feedback
and reviews about items customers have bought and their
experiences [1].

Since the 2000s the popularization of personal computing
and the revolution in internet communications has enabled a
massive adoption of E-commerce throughout the world,
correspondingly making it a major concern or researchers
exploring the consumer and business implications of associated
developments. While E-commerce is now firmly embedded in
the economic life of most developed countries, its progress has
been uneven and more complex in developing countries, thus
most studies pertaining to the latter have focused on adoption
factors, with a general view to exploring how E-commerce can
be enhanced to promote socio-economic development.[2]
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Within the global economy, essentially all financial
transactions are now conducted online, and a virtual market has
arisen in commercial technological innovation that supports a
new channel of client-supplier transaction, which has been
widely used in business-to-business transactions to greatly
enhance operational cost and time efficiency; however, there is
a disconnect between the significant streamlining of business-
to-business operations (such as those involved in supply chain
management) and business-to-customer transactions in the
electronic environment, with salient differences in interactions
and customer patterns.[3]

Most organizations tend to abandon traditional business
formats as much as feasible where E-commerce alternatives
can be adopted, but such restructuring requires coherent and
appropriate strategies. However, to remain competitive in the
global marketplace (and indeed in basic national economic
contexts) companies of all kinds have been compelled to adopt
E-commerce applications [4].

Corresponding to global trend of moving organizations into
E-business, many organizations in the Hashemite Kingdom of
Jordan (HKJ) had already moved, while others are studying
their steps towards moving [2].

Harnessing the power of the Internet could help SMEs to
address critical issues, such as: increased global competition
and consumer demand for quality, rapidly changing market
environment, growing need for flexibility and immediate
access to business information [5].

The main concern in this study is E-commerce adoption for
small and medium enterprises (SMES) in the HKJ, investigated
by an empirical study of one of those SMEs, namely
Philadelphia for General Supplies.

Il.  LITERATURE REVIEW

A. Electronic Commerce

E-commerce generally refers to the integration of IT with
various business activities within an organization. This plays
critical role in spreading the organization’s services and
products beyond its local market, as well as coordinating
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internal operations and supply chain management as a whole.
As a result, it helps in gaining more customer interest and other
various benefits affecting targets positively [6].

Many researchers have defined E-commerce from various
perspectives. Khoshnampour and Nosrati [7] gave a simple
definition about selling and buying products and services
through the internet or other types of networks, while [6]
indicated that it is about using the internet to accomplish
business transactions locally or internationally. The use of IT to
conduct business transactions among buyers, sellers and other
partners was the crux of the definition presented by [8], while
[9] gave a more specific and subjective definition of using Web
2.0 applications to conduct undergoing commerce activities in
order to improve customer participation, which results in
improved satisfaction and greater economic value.

Turban et al. [10] defined E-commerce as a business model
in which transactions are conducted through electronic
networks (i.e. the internet), including the processes of buying
and selling products, services and information. Nielson et al.
[11] stated that a company can be seen as a true E-commerce
venture when its major revenue is generated via the internet;
the online environment is connected to all of its major
processes; business operations can be undertaken 24/7; and
they are always open to satisfy global customers. Secondary
features include organizational structure being less centralized
and less hierarchical than in traditional business models. In
having these traits, a company can react to rapid changes in the
digital world very quickly, whereby flexibility and the ability
to execute changes are highly required.

B. E-commerce adoption within an organization

The realm of business has been profoundly revolutionized
by the global spread of electronic communication technologies,
particularly the internet, and their popularization and
widespread use since the late 1990s. Prior to this, only large
multinational corporations could afford to invest in hardware,
software and skilled personnel to achieve efficiencies from
investment in IT, but the increasing affordability of personal
and industrial computer systems has driven the adoption of IT
and E-commerce in society at large, with organized E-
commerce systems being essential to SMEs and even small
companies in the modern market [12].

The work of Lippert and Govindarajulu [13] showed that
successful adoption of E-commerce by any organization is
based on two main factors: technology characteristics and
customer understanding of the system. Nevertheless, adoption
decisions within an organization are conditioned by multiple
complex and often interconnected wider stakeholders in the
surrounding environment, including customers, suppliers,
partners, competitors and governmental regulations. This
means that top managers have to study their organizational
environment’s current state and decide whether it is possible
and economically viable to complete the adoption process, on
the basis of feasibility and cost-benefit analysis [13].

Numerous different procedures are necessary for different
E-commerce technology adoptions, such as websites enabling
online business transactions, which require a payment platform
as well as catalogue and ordering systems linked to inventory
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and ordering functions. E-commerce adoption must therefore
be taken seriously, with full acceptance of its complexity and
potentially high investment costs from the outset. Empirical
analyses have generally explored the process of adoption in
terms of sequential stages, from initial awareness of the
potential innovation to full integration and deployment of E-
commerce functions in organizational practices [14] and [15].

Furthermore, [16] mentioned that organizations should be
aware of the necessity for a dedicated online marketing
strategy in addition (or in place of) traditional marketing
methods, to utilize the advantages of E-commerce to reach
wider or (conversely) more targeted audiences more
expediently. Traditional mass advertising, while remarkable in
its day, pales in comparison to the advertising capabilities of
technologies and platforms enabled by web 2.0 applications,
such as social networking websites, customer reviews and
suggestions, and the ability of personalizing advertisements
through such interactive websites. E-commerce enables
properly organized companies to seamlessly combine the
functions of market research, advertising and supply chain
management with online purchasing activity, with maximum
cost efficiency and the most effective deployment of resources.

C. E-commerce adoption challenges

Despite the manifest advantages of E-commerce adoption,
it cannot simply be purchased and implemented wholesale; for
effective deployment, organizations must devise an adoption
strategy tailored to their own needs, objectives and surrounding
context. One of the main challenges is to define an effective E-
commerce model and strategy [17] and [18]; this must be done
with reference to three main components: community, content
and commerce , relative to the organization’s industry, services
and products. Chat rooms, message boards, email lists and
social networking websites have been used to gain community
(i.e. a large number of interested and motivated potential
customers). Content includes news, descriptions or any related
information that can attract potential customers, as well as
customer-generated content such as product reviews, which
disseminates information among their community. Commerce
is represented by consumer purchase decisions for physical
products or services online [17][18].

Another challenge that might appear during this migration,
especially when organizations attempt to move into business-
to-customer (B2C) E- commerce, is to integrate a web-based
front-end ordering system with the back-end computer-based
systems relating to inventory control and production planning.
The web based front-end customers interface should be tightly
integrated with back-end inventory computer-based systems in
order to ensure the availability of requested products, and to
alert the purchasing department to production planning needs,
as shown in Figure 1 [18]. Other challenges that might appear
are security and trust; internet experience; language; legal
issues; and technology acceptance [19]

D. E-commerce adoption in Jordan

A few studies have focused on E-commerce adoption in
Jordan; their main findings are presented in this section. The
current status of E-commerce in Jordan represents a vital factor
affecting this research. Al-debei [20] found that Jordan has
various adequate E-commerce prerequisites, such
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Fig. 1. Integrating web based front-end ordering system with the back-end
computer based systems

as technology and telecommunication infrastructure,
organizations readiness and support, institutional and
governmental support and community culture. Moreover, there
are sufficient IT vendors who can provide Jordanian companies
with required hardware and software for their move towards E-
commerce. However, the study identified that Jordanian
community culture is not germane to E-commerce adoption,
and cultural beliefs and practices constitute a major
impediment to this major change in the local business market.
This was cited as the main reason why relatively few
organizations (he specified less than 20) have developed E-
commerce in Jordan [20].

Alamro and Tarawneh [21] presented a model of the main
factors in E-commerce adoption in Jordan based on three
dimensions: the External Environment, the Organizational
Context and the Technological Context, as shown in Figure 2.

A 2015 study [22] concluded that the effect of the adoption
of e-commerce systems by SMEs in Jordan is affected
particularly by the following factors: readiness, strategy,
managers’ perceptions and external pressure by trading
partners.

A survey questionnaire was used to evaluate this model,
finding that the external environment context (e.g. customer
demand and quality of IT consultation services) are the main
factors that affect E-commerce adoption in Jordan. In an
organizational context, it has been found that employees’ ICT
knowledge and attitudes affect E-commerce adoption, making
them either facilitators or inhibitors. In the technological
context, a lack of trust in banks’ support for electronic
transactions, the threat of disintermediation and fear of
identifying theft were the main inhibitors.
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In conclusion, many factors militate against organizations’
move towards E-commerce in Jordan, mainly attributable to
cultural factors and a lack of trust in the security of E-payment
systems.

External Environment Organizational Context

1. Strong 1. Changing nature of
competition workforce

2. Global economic 2. CEO characteristics,

3. Regional trade management support
agreements 3. Financial resources

4. Low labor cost 4. Increased importance

5. Increased of ethical issues
customer power 5. Increased social

responsibility

N1/

SMEs

A

Technological Context

1. Increased Innovations and new
technologies

E-commerce benefits
Financial resources
E-commerce barriers

Rapid decline in technology
cost/performance ratio

aprwn

Fig. 2. A model of E-commerce adoption in SMEs

I1l.  RESEARCH METHODOLOGY

A. Approach

The preceding literature review about the current status of
E-commerce in Jordan has given a general idea about the main
concern of this study, and indications of where to focus to
explore the main factors affecting E-commerce adoption for
Jordanian companies.

A set of interviews with PGS management directed the
researcher to conduct a questionnaire to be answered by their
customers in order to examine E-commerce adoption at a
customer level, as their online shopping experience indicates
the extent to which extent this major change will affect PGS’s
adoption of E-commerce in order to achieve intended goals.
Hajli et al. [23] conducted a similar study entitled Examining
E-commerce Adoption at Customer Level: The Impact of
Social Commerce in Iran; his questionnaire was found to be
very suitable and useful to be customized and used for
measuring Jordanian customers’ behavior towards online
shopping.
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B. Research design

This research was conducted based on the main factors
identified from a similar study in a different developing
country in the Middle East. Interviews were held with top
management personnel to customise the main factors for
inclusion in the survey administered to intended customers in
order to achieve the main goal of the study.

Questionnaire variables were concluded from interviews
with top management executives. Three different locations for
PGS stores were selected to distribute the questionnaires to
their existing customers. The survey was designed to focus
mainly on customers’ opinions about online shopping and to
examine their own experiences in this regard. In order to study
a wide range of customers’ behavior, different cultures and
different age ranges were targeted by the distribution of 200
questionnaires in three locations, namely Jab AlHussien, Down
Town and Al-Wehdat branches of PGS. A period of one week
was given for participants recruited from each branch to return
their questionnaires. A total of 189 completed responses were
received, a response rate of 94.5%. The results were then
analyzed using SPSS. The results of statistical (quantitative)
and thematic (qualitative) analysis are presented in the next
chapter. Figure 3shows the research design for this study.

C. Questionnaire design

The questionnaire consists of three types of questions:
multiple choice,30 Likert-type questions and finally two open-
ended questions to address major challenges towards E-
commerce adoption in Jordan from customers’ perspectives.

The multiple choice questions focused on if and how
customers use the internet to shop online. The Likert-type scale
question addresses respondents’ ability to search about
requested products online, their trust of visited online shopping
websites, familiarity with online shopping, familiarity with
social networking websites and communities online, trusting
others’ reviews of certain products, the ability to provide the
online vendor with required information to better serve
customers’ needs (i.e. market research) and respondents’
opinions about learning how to use computers, browse
products on the internet and shop online.

Furthermore, it addressed respondents’ opinions of
websites” flexibility, simplicity, ease to interaction and
sociability, as well as the particular issue of their feelings
concerning using credit cards to shop online.

D. Evaluation of results

The survey aimed to understand the attitudes of Jordanian
customers towards E-commerce adoption and their ability to
shop online. The results of this questionnaire helped to have a
broad overview of PGS customers’ experiences and
perspectives towards online shopping as a rudimentary
example of general Jordanian E-commerce customers (actual
and potential). Moreover, measuring customers’ ability to
understand and deal with online websites, the internet,
computers and Social Network Service (SNS) generally would
indicate their willingness to deal with PGS’s migration process
towards E-commerce.

Vol. 7, No. 11, 2016

Summarize main factors from similar studies
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(SPSS)
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Fig. 3. Research design

IV. RESULTS

As explained in the previous chapter, a survey
questionnaire was administered been conducted to measure E-
commerce adoption at the customer level in Jordanian society,
considering customers of PGS as a case study of Jordanian E-
commerce customers. This helped in understanding the current
status of online shopping in Jordanian society and the extent to
which Jordanian organizations would benefit from developing
their E-commerce activities. Most of the survey items
comprised Likert-type questions, an example of which is
illustrated below in Table I.

TABLE I. EXAMPLE OF LIKERT STATEMENT USED IN THIS RESEARCH

Promises made by the website that has used for the last online
shopping are likely to be reliable

Strongly . Strongly
agree Agree Neutral Disagree disagree
1 2 3 4 5

A. Reliability

The Cronbach’s (t-test) alpha test was used to ascertain the
reliability of this research. The Cronbach’s alpha value was
0.906, which is above the 0.70 threshold, indicating adequate
internal consistency.
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B. Participants description

Participants comprise a convenience sample 0f190 adults,
all of whom (100%) are Jordanian citizens, comprising 126
females and 74 males, as illustrated below in Figure 4.The
majority of participants were aged 20-25 years old, as
illustrated in Figure 5, and the majority held a bachelor’s
degree and have no online shopping experience, as illustrated
in Figures 6-7.

4 H Gender, N
Female,

126

H Gender,
Male, 63

M Male HFemale
- %

Fig. 4. Sample gender

71 80
60

42

33
27 40
1 20
5 0
0
50+ 44-49 38-43 32-37 26-31 20-25
H Age

Fig. 5. Sample age (yrs)
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. =

Bachelors Degree Doctorate

139

H Level of education

Fig. 6. Sample level of education

109 120

100
80
60
40

20

No Yes

Fig. 7. Sample experience of online shopping

C. Ability to search about desired product online variable

Results indicate that Jordanians agree that searching and

buying on the internet is useful, and they are familiar with
internet searching for shopping purposes.
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TABLE Ill.  SECTION 2 — CUSTOMER’S TRUST IN USED ONLINE SHOPPING
WEBSITES

Strongl - Strongly

y agree Agree Neutral Disagree disagree nMea sD

NT% [N[% N[ % N [% N[ %

5. Promises made by the website that | used for my last online shopping are
likely to be reliable

2 2 [32 [3 |42 |1 |17, 09
215 |4 |6 |5 |a|s |a |5 |38 |4

6. | do not doubt the honesty of the website that | used for my last online

shopping

1 1 |14 |1 |23 |2 |3 |2 |25 1.0
Yis o1 s |1 |8l Jols |31 |5
7. The websites on the internet enable me to search and buy materials faster

3 |42 |3 |43 0.8
0 0 |4 |49 |8 |99 2 o 5 |2 423 3

8. The websites increase my productivity in searching and purchasing
products on the internet

TABLE II. SECTION 1 — ABILITY TO SEARCH ABOUT DESIRED PRODUCT
ONLINE

Strongl . Strongly
y agree Agree Neutral Disagree disagree Mea sD
N % [N[% [N|% |N]% |N]|]% |"
1. Searching and buying on the internet is useful for me

7. 1 16. 2 | 29 3 | 46. 0.9
0 0 6 4 3 |0 4 |6 8 |9 4.16 6
2. Searching and buying on the internet makes my life easier

2. 1 18. 3 | 44 2 | 32 0.9
2 25| 2 5 5 |5 6 |4 6 1 4.01 2
3. I am familiar with searching for materials on the internet

1. |2 |27 2 | 36 2 |31 0.9
2 251 3 2 |8 9 7 5 |6 3.94 4
4. 1 am familiar with buying materials on the internet

9. |2 | 25 3 | 45 1 18. 0.8
0 0|8 9 119 7 7 5 |5 3.3 8
Total ability to search about desired product online 3.96 3'6

1. 1 |20 |3 |48 1 |21 0.9
! 3 789 6 |3 8 |1 7 |5 3.80 3

Table II and Figure 8 show that the total of means of the
variable total ability to search about desired product online was
(3.96), with standard deviation (SD) (0.63), which means this
ability was low. Also, it can be noted that question 2 (Q2)
“Searching and buying on the internet makes my life easier”
had the highest mean (4.16, SD0.96), while Q4“1 am familiar
with buying materials on the internet” had the lowest mean
(3.73, SD0.88) (Table II).

12. Based on my experience with the online vendor in the past, | know it is
honest

1 |22 |3 |48 |1 |23 0.8
0 0 |5 |62 8 |2 9 |1 9 |5 3.89 4

13. Based on my experience with the online vendor in the past, | know they
care about customers

2. 2 |33 |2 29. 2 | 28 1.0
2 5 5 162 7 |3 4 |6 3 |4 3.75 2

14. 1 am very likely to provide the online vendor with the information it needs
to better serve my needs

40
35
30
25
20
15
10

Strongly Agree
agree

Neutral Disagree Strongly
disagree

HQl Q2 mQ3 EQ4

1. 1117 |3 [39 |2 |32 1.0
12 (8% a3 J2]s |61 |3 |o
15. | usually use people ratings and reviews about products on the internet

1. 1 |17, |3 |43 |2 |32 0.9
V12 [ ]8% 1403 |5 ]2 |6 |1 |39 |3
30. | am happy to use my credit card to purchase from an online vendor
3 3. |1 (17, |1 |22 |2 |36 |1 |20 351 11

8 4 |5 8 |5 9 |3 6 |0 ) 1
Customer’s trust in used online shopping websites 3.83 2'5

Fig. 8. Ability to search about desired product online

Table I1I and figure (9, 10) show that the total of means of
the variable customer’s trust in used online shopping websites
was 3.83 (SD0.54), which means that trust was low.
Also,Q7“The websites on the internet enable me to search and
buy materials faster” had the highest mean (4.23, SD0.83),
while Q30“I am happy to use my credit card to purchase from
an online vendor” had the lowest (3.51, SD1.11).
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Fig. 9. Customers’ trust in used online shopping websites
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Table VI and figure 11 show that the total of means of the
variable effect of forums, communities and social networking
websites on customers’ online shopping experience was 3.78
(SD0.79), which means that this effect was low. Also,Q11“]
use online forums and communities for acquiring information
about a product” had the highest mean (3.85, SD1.01), while
Q10T trust my friends on online forums and communities” had
the lowest (3.69, SD1.13).

Strongly agree

Agree Neutral Disagree Strongly

disagree

HQ9 EQ10 mQ11

35
30
25
20
15
10

Fig. 11. Effect of forums, communities and social networking websites on
customers’ online shopping experience

TABLE V.  SECTION FOUR — LEARNING TO USE COMPUTERS AND
INTERNET FOR SHOPPING
Strongl Agree Neutral | Disagree | Strongly | Mea SD
y agree disagree n
N]T% [N] % [N]T % [N] % [N] %

16. It is easy to become skilful at using the websites

3 |3 | 225|112 | 3| 45 | 2 | 36. | 407 | 097
8 0 5 6 0 9 3

17. Learning to operate the websites on the internet is easy

111 4|51 | 113|338 | 4|54 | 439 | 085
3 0 0 3 4

27. | have had training to use computers and the internet

Fig. 10. Customers’ trust in used online shopping websites

TABLE IV.  SECTION 3 — EFFECT OF FORUMS, COMMUNITIES AND SOCIAL
NETWORKING WEBSITES ON CUSTOMERS” ONLINE SHOPPING EXPERIENCE

3 3 |1 ]16 (1|15 (2|30 |2]33 373|120
8 3 7 2 4 4 8 6 3

28. | have learned to use the internet to shop online

1 1. |1 (18 | 1|13 |2 |36 | 2| 3L | 378 | 112
3 4 2 0 0 8 4 4 2

Strongl Agree Neutral Disagree | Strongly | Mea | SD

y agree disagree n

NT% [N] % [N]% [N] % [N[] %

29. My learning and training is/was useful for online shopping

1 (1 (7911|113 |3 |39 ]| 2] 37 | 403 | 1.00
3 0 0 0 0 9 7

9. I am familiar with inquiring about material ratings on the internet

2 |2 |5 |65|2 |28 |2 |32 |22 | 381 |10
6 2 6 5 5 3 9 3

Examine learning to use computers and internet for shopping | 4.00 | 0.69
9

10. | trust my friends on online forums and communities

3 |3 |1 |15 [ 1]16 |3 ]38 | 2|26 | 369 |11
8 2 0 3 3 1 8 1 3 3

11. I use online forums and communities for acquiring information about a
product

2 |2 |6 |77 [1]20. |3 |41 | 2|28 | 38 |10

6 6 5 2 0 2 2 1
Effect of forums, communities and social networking 3.78 | .79
websites on customers’ online shopping experience 0

Table V and figure 12 show that the total of means of the
variable examine learning to use computers and internet for
shopping was 4.00 (SD0.699), which indicates a low level of
learning to use computers and internet for shopping. Also,
Q17“Learning to operate the websites on the internet is easy”
had the highest mean (4.39, SDO0.85), while Q27°I have had

training to use computers and the internet” had the lowest
(3.73, SD1.20).
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Fig. 12. Learning to use computers and internet for shopping

TABLE VI.  SECTION FIVE — INTERACTING WITH VENDER VIA ONLINE
SHOPPING WEBSITES
Strongly Agree Neutral Disagree | Strongly | Mea | SD
agree disagree n
NT% [N] % [N] % [N] % [N %

19. The website that | use for my online shopping is flexible to interact with

3 (3 (1|13 |1 15 |3 |38 | 3| 4L 412 | 09
8 2 4 0 5 2 0 8

20. My interaction with the websites in the internet is clear and
understandable

1 1. |5]63 | 1| 2L 3 | 47 1] 23 3.86 0.9

3 7 3 8 5 9 8 0
21. There is a sense of human warmth in the website that | use for my online
shopping
56 (6|77 1]2.]| 21|34 | 2] 30 376 | 11
4 6 5 7 6 4 8 6

22. | perceive myself pretty experienced in using the computer

3 4. | 2| 27 | 6 | 80 | 4 | 53 2 | 32 4.07 0.9
0 0 3 4 0 4

23. | perceive myself pretty experienced in using the internet

2 2. 13| 39 1| 15 2 | 34 3 | 43 4.12 0.9
6 2 8 6 2 3 4 9

24. | have been using the internet for a long time

3 3. | 7| 89 1 12. 3| 39 2 | 35 3.94 1.0
8 0 7 1 2 8 4 9

45
40
35
30
25
20
15
10
5

0

Strongly Agree
agree

Neutral Disagree Strongly
disagree

#Q19 WQ20 Q21 WQ22

Fig. 13. Interacting with vender via online shopping websites, Q19-22

40
35
30
25
20
15
10

Neutral

Strongly
agree

Agree Disagree Strongly

disagree

HQ23 HQ24 mQ25 EQ26

Fig. 14. Interacting with vender via online shopping website, Q23-26

25. There is a sense of human contact in the website

0 016|751 22 3 | 43 2 | 26. 3.89 0.8

8 5 5 8 1 3 9
26. There is a sense of sociability in the website that | use for internet
shopping
1|1 | 9|11 | 1|20 |3 |4 | 1|20 | 373 | 09
3 4 6 3 7 8 6 3 6
Examine interacting with vender via online shopping 392 | 06
websites 4

TABLE VII. MEANS, SDS AND T-TEST FOR THE GENDER OF THE MEMBERS
OF THE STUDY SAMPLE ON THE SECTIONS
Gender N Mean SD Std. t df Sig.
error (2-
mean tailed)
Ability to search about desired product online
M 38 4.06 .627 .102 1.375 79 173
F 43 3.87 .623 .095 1.374 | 77.638 173
Customer’s trust in used online shopping websites
M 38 3.86 572 .093 494 79 .623
F 43 3.80 512 .078 491 | 74.866 .625

Table VI and figure (13, 14) show that the total of means of
the variable examine interacting with vender via online
shopping websites was 3.92 (SDO0.64), which indicates a low
level of such behavior. Also, Q19 “The website that | use for
my online shopping is flexible to interact with” and (23) “I
perceive myself pretty experienced in using the internet” had
the highest mean (4.12, SD0.98, 0.99 respectively), while
Q26“There is a sense of sociability in the website that I use for
internet shopping” had the lowest (3.73, SD0.96).

Effect of forums, communities and social networking websites on customers’
online shopping experience

M 38 3.82 J77 126 426 79 .672

F 43 3.74 .813 124 427 78.510 671
Examine learning to use computers and internet for shopping

M 38 4.07 .807 131 .822 79 413

F 43 3.94 .590 .090 .807 | 67.002 | .423
Examine interacting with vender via online shopping websites

M 37 3.90 727 120 -.321- 78 749

F 43 3.94 .554 .084 -315- | 66.659 | .754

Table VI and figure 15 show that the significance value for
all sections is greater than, 05, which means that there are no
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statistically significant differences in all sections between
males and females.

V. CRITICAL EVALUATION OF RESULTS

As stated in research methodology section, a questionnaire
was distributed in several branches of PGS. The questionnaire
was filled by random customers who attend this shop randomly
and voluntary. These customers represent a population of
Jordanian society and their opinion towards E-commerce
adoption that is generally representative for other SMEs in the
HKJ. Nevertheless, the insights of this mainly concerned the
particular vision of PGS customers’ enthusiasm for their
vendor’s migration into E-commerce.

The results that obtained from the survey conducted
showed that 57.4%of participants had no online shopping
experience, while 42.6%had some online experience. Based on
literature review studies about E-commerce in Jordan, previous
studies identified the impacts of society culture, with results
generally affirming more online shoppers than expected,
despite the entrenched Jordanian societal cultural preference
for traditional shopping formats.

However, the fact that the survey was conducted in
Amman, the capital of HKJ, is an important consideration.
Amman represents the most prosperous city in the country
where all required services are available, including education
and other facilities (e.g. internet infrastructure). Furthermore,
most of the respondents are relatively recent graduates(74.7%)
aged 20-25 years old (37.8%),representing the most computer
literate segment of Jordanian society; older and less educated
portions of the population — most of whom would benefit most
from E-commerce applications —are not represented. The
majority of participants (66.7%) were females, but no gender
effect was determined by the t-test of the study samples in all
sections.

The most striking finding of the study is that the majority of
respondents did not have direct online shopping experience,
which demonstrates the fact that Jordanian societal culture has
a major effect on organizations’ intention to move towards E-
commerce; put simply, organizations do not seriously
contemplate developing their E-commerce activities, and the
majority of people in local society are unresponsive to such
initiatives.

Generally, HKJ as previously stated in literature review, is
a developing country with limited resources that needs
enhancement to accept the E-commerce adoption. Given the
lack of interest among the public and SMEs, the government
must play a more active role in facilitating E-commerce with
appropriate infrastructure and expanding E-commerce
knowledge to people across the country. This may be
spearheaded by the full implementation of the ambition E-
government project in the country, which may encourage more
people across the country to gain more knowledge of E-
commerce potential based on their experience of the
convenience of E-government facilities for taxation, public
services fees and transaction payments online, circumventing
the cumbersome bureaucracy of traditional interactions with
the government. This will erode Jordanians’ fears of local
organizations’ E-commerce adoption and increase their
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enthusiasm about E-commerce generally, promoting the
development of serious strategies to apply and benefit from this
change.

Local E-commerce companies should be actively
encouraged and motivated by incentives, such as the
elimination of sales tax for E-commerce transactions for a
probationary period in order to encourage private sector
companies to conduct serious steps towards adopting E-
commerce.

Finally, based upon previous researches conducted on E-
commerce adoption in Jordan and results of this research, it
highly recommended that PGS in particular wait a period of
time (i.e. a minimum of two years) to begin changes
preparatory for the serious adoption of E-commerce in their
business operations due to market uncertainties at the present
juncture.

VI. CONCLUSIONS

It can be concluded that Jordanian society is strongly
attached to traditional ways of shopping, but the upcoming
generations, represented by fresh graduates in this study, are
increasingly experienced and accepting of the potential of
online shopping experiences. This means that changes in
consumer behavior (i.e. shopping trends) can be anticipated in
the near future, with the diffusion of more advanced computer
literacy throughout Jordanian society. Furthermore, increased
usages of SNS in Jordanian society in daily life is affecting
shopping behavior regardless of age category.

In conclusion, SMEs are encouraged to prepare a plan,
design and implement the migration towards adopting full E-
commerce activities to encompass the development of
Jordanian customers’ acceptance of online shopping.
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