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ABSTRACT

This paper presents the primer discoveries of a study researching the dispersion and the
appropriation of online retailing in Jordan. It reports new examination that distinguishes and
explores the key issues that decidedly and adversely impact the decision of Jordanian customers
to purchase from online retailers in Jordan. Although Jordan has one of the largest and fastest
growth of ICT marketplaces in the Arab region, e-commerce business exercises are not
advancing at a similar speed. While the general examination venture includes exploratory
examination utilizing blended techniques, the focal point of this paper is on a quantitative
investigation of reactions got from a review of Jordanian customers, with the plan of the poll
instrument being founded on the discoveries of a subjective examination revealed in a past
paper. The main findings of the current analysis include a list of key factors that affect Jordanian
customers' purchase from Jordanian online retailers, and quantitative indications of the relative
strengths of the various relationships.
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INTRODUCTION

The revolution of electronic commerce (e-commerce) has started in the 90s in the
developed world. Many commercial organizations around the world have introduced e-
commerce models in their businesses, looking for the numerous advantages that the online
channel can give (Laudon & Traver 2016). Essentially, e-commerce is trade empowered by
Internet innovations, including pre-deal and post-deal exercises and web-based retailing is a
model of business to client (B2C) e-start which is online form of conventional retail (Zamil &
Shammot, 2009).

Since 2000, internet business' fast development is evident in the created world.
Worldwide online business spending has presently reached US$10.8 trillion and was US$0.27
trillion out of 2000 (Kamaruzaman, Handrich & Sullivan 2010). The United States, trailed by
Europe, establishes the biggest offer with about 79% of the worldwide internet business income
(Kamaruzaman, Handrich & Sullivan 2010). In any case, the African and Middle East locales
have the littlest offer with about 3% of the worldwide web-based business income
(Kamaruzaman, Handrich & Sullivan 2010).

Jordan has one of the biggest and quickest development of ICT commercial centers in the
Arab district, e-commerce exercises are not advancing at a similar speed. Just 9% of Jordan
commercial organizations, for the most part medium and enormous organizations from the
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assembling division, are engaged with online business. This paper is a piece of an exploration
venture considering the dissemination of online retailing in Jordan. The focal point of this paper
is on the examination of components that influence Jordanian customers’ decisions to buy from
online retailers in Jordan.

LITERATURE REVIEW

Since the internet revolution, internet usage in business environment (e-commerce) has
changed the way of doing business in SMEs. It is well known that e-commerce is essential for
SMEs in enhancing their competitiveness, productivity, enlarge market and cost reduction.
However, Jordan is facing slow adoption of e-commerce by SMEs. This paper reviews the
strengths and weaknesses of the major models and theories relevant to technology adoption:
technology acceptance model, theory of reasoned action, technology-organization-environment,
diffusion of innovation and Hofstede's cultural dimensions. Also, the literature review shows the
most common sequences in level of e-commerce adoption in SMEs: Rao model; Daniel model;
Rayport and Jaworski model; Lefebvrea et al. model and leadership typologies. On the bases of
these theories and models, a conceptual framework for SMEs' e-commerce adoption level in
Jordan is suggested. This conceptual framework can be tested empirically for SMEs in Jordan as
well as other Arab countries (AlRousan, Mohammad & Jones, 2016).

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, 2015) found that Jordan has various adequate E-commerce
prerequisites, such 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 Ecommerce. 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. 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 (Al Masarweh,
Mohammed, Al Masaeed, Sultan, Qaisi, Laila, Hunaiti, & Zaid, 2016).

RESEARCH METHODOLOGY

The entire undertaking contemplating on the web retail in Jordan is based on the blend of
qualitative and quantitative methodologies. A qualitative report directed first for exploration
reasons and followed by a quantitative methodology dependent on qualitative discoveries for
testing reason. This kind of approach is called exploratory mixed methods design, which is done
"to explore a phenomenon, and afterwards [collect] quantitative information to clarify
connections found in the qualitative outcomes”.

The mixed-methods approach assists with giving an inside and out examination of the
research problem, while the qualitative study was led in independent research, the focal point of
this paper is on quantitative analysis dependent on the qualitative findings. In the qualitative
study, interviews were directed with 40 Jordanian members (20 males and 20 females) aged from
16 to 45 years. A qualitative substance analysis was utilized to identify the elements that
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emphatically and adversely impact customers & clients' choice to buy from online retailers in
Jordan.

In this paper, a questionnaire survey based on the qualitative study’s findings is used to
gain more information about the relative strengths of these factors, two forms were distributed.
Paper and online reviews were gathered, with half for each structure. (Zamil & Shammot, 2011).
The aim is to gather answers from 700 participants which are as yet progressing; be that as it
may, cutting-edge the absolute number of participants revealed in this paper arrived at 412. They
were chosen randomly with thought to represent half of every sex, cover distinctive age groups,
and come from various cities and urban communities in Jordan. (Algharabat, Zamil & Vasista,
2015).

RESULTS & ANALYSIS

This segment presents a summary and analysis of the reactions gathered to date from 414
participants. Male respondents represent half of the example, and female respondent’s half.
Respondents matured 15-25 speak to 27.2% of the example, contrasted and 49.0% for those
matured 26-35 and 23.8% for those matured 36 and over. About 28.6% of the sample are
occupants of the capital city (Amman), compared with 26.0% for (Al-Zargaa'), 11.7% for (Irbid),
28.2% for residents of more modest urban areas, and the remaining 5.8% for residents of more
modest metropolitan places.

Table 1
INHIBITORS OF ONLINE PURCHASES BY JORDANIAN CUSTOMERS FROM
JORDANIAN VENDORS
Identifier Inhibitor Selected by % of Rank
respondents
IN1 Lack of experience in buying online 40.8 4
IN2 Not trusting e-retailers in Jordan 38.6 5
IN3 Not having easy and fast access to the Internet 7.3 10
IN4 Cannot inspect product, worry about quality 58.0 1
IN5 Lack of mailbox for home 31.8 7
IN6 Do not know e-retailers in Jordan 38.6 6
IN7 Not comfortable paying online using credit 21.7 8
card
IN8 Do not understand if website (or part) is in 20.9 9
English
IN9 No clear regulations & legislations for EC in 53.4 2
Jordan
IN10 Don't trust that personal info. will remain 44.7 3
private
IN11 Others 6.1 11
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From Table 1 and Figure 1, it can be seen clearly that the most serious inhibitors tend to be
related to a lack of trust and/or experience with online purchasing.

Table 2
ENABLERS OF ONLINE PURCHASES BY JORDANIAN CUSTOMERS FROM
JORDANIAN VENDORS
Identifier Enabler Selected by % of | Rank
respondents
EN1 Owning house mailbox 37 5
EN2 Easy access & fast Internet speed 33 7
EN3 Competitive prices 57 3
EN4 Local banks make owning credit cards easier 21 9
EN5 Provision of educational programs 29 8
EN6 Government support, supervision & control 58 2
EN7 Well-designed retailer websites (photos of 37 6
products)
EN8 Physical shop as well as online shop 65
EN9 Trustworthy payment options other than credit 45 4
cards
EN10 Others 7 10
80% ® Brick and Click

B Government support
¥ Competitive prices
® Online payment options
B Owning home mailbox
¥ Professional website design
1 ™ Easy access and fast Internet
~ ™ Educational programs
. ' Easy of owning a credit card
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FIGURE 2

FACTORS FACILITATING ONLINE PURCHASES BY JORDANIAN
CUSTOMERS FROM JORDANIAN E-RETAILERS
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Table 2 and Figure 2 present basic survey results with regard to factors that would tend to enable
or encourage customers to purchase online from Jordanian e-retailers.

CONCLUSION

All in all, trust in Jordanian e-retailers (or its absence) is likely the most significant factor
influencing current and expected Jordanian clients. From this, it is sensible to draw the
suggestion that the government can play, on the off chance that it so wishes, a key job in
directing, managing, and encouraging e-retail in Jordan. The basic inquiry, at that point, becomes
whether there are substantial avocations for the legislature to take such an interventionist job in
typical trade, rather than the instances of e-government and e-learning which include open
administrations or "social™ products. Such an inquiry must be left to future examination. (Zamil,
2019).
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