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Figure 1: Growth of teledensity in Saudi Arabia (Source: STC, US Census Bureau)
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Figure 3: Respondent Profile based on age distribution and gender
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Figure 4: Respondent Profile based on Employment
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Figure 5: Respondent Profile based on Location
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Figure 6: Relative Advantage of eCommerce and Internet Banking on individual’s life

Table 1: Effect of different factors on adoption of eCommerce

	Classification
	Factor
	Β
	Intercept

	Attitude
	Practical Compatibility

a. Computer Usage Duration

b. Internet Experience

c. Use of Number of Internet services
	-0.14

-0.24

-0.25
	2.958

2.943

2.669

	
	Risk

a. Importance of Internet Security

b. Importance of Internet Privacy
	0.186

0.124
	1.660

1.827

	Perceived Behaviour Control
	Confidence on Internet Skills
	0.205
	1.702

	
	Extent of technological support
	-0.100
	2.200

	
	Ease of eCommerce
	-0.35
	2.477

	Additional Factors
	Gender
	0.121
	1.748

	
	City of residence
	0.038
	2.086

	
	Technological Savvy-ness

a. Number of computers in house-hold

b. Number of tech gadgets in house-hold
	-0.11

-0.16
	2.560

2.594
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Figure 7: Effect of computer usage duration on adoption of eCommerce
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Figure 8: Effect of Internet Experience on adoption of eCommerce
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Figure 9: Effect of Use of number of Internet Services on adoption of eCommerce
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Figure 10(a): Importance of Internet Privacy against eCommerce adoption
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Figure 10(b): Importance of Internet Security against eCommerce adoption
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Figure 11: Effect of confidence of Internet skills and adoption of eCommerce

[image: image13.png]Percentage of Users

W

Effect of Gender on Home Buying Interest

Gender

B Agres Strongly that nternet shoppinghanking makes ife sasier
B Agres a e thet internet shoppinglbanking makes lfe easier

ONetther agres nor isagree that nternet shoppingibanking makes ife

O Disagree a e that nernet shopping hanking makes ife saser
B Disagree Strongly that inernet shoppinglsanking makes lfs easier





Figure 12: Effect of gender on adoption of eCommerce (home buying)
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Figure 13(a): Effect of technological savvy-ness on adoption of eCommerce versus number of computers
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Figure 13(b): Effect of technological savvy-ness on adoption of eCommerce versus number of Tech gadgets in household
Figure � SEQ Figure \* ARABIC �2�: Framework for Theory of Planned Behavior
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