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ABSTRACT: Social Networking Sites (SNS) have been considered as a new and Social   Networking   Sites   (SNS)   

are   second   generation   web   applications ,social commerce intention has become increasingly attractive and 

enhance by users of social networking sites that often-received attitudinal beliefs from contemporary users. This study 

is designed to test the influence of attitudinal beliefs (Perceived Usefulness and Perceived Ease of use) as well as 

mediating effect of trust, attitude and satisfaction on social commerce intention among university students in Saudi 

Arabia. Thus, a framework that seeks to test these relationships is developed. Equally, the study emphasizes that the 

utilization of complimentary social network sites by university students, exerts a robust consequence on their social 

commerce intention. Accordingly, the study establishes that this relationship is mediated by trust, attitude and 

satisfaction. This paper includes supportive literature to corroborate the conceptualized model in the context of Saudi 

Arabia.  
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I. INTRODUCTION 

 

The internet has afforded many consumers opportunity to use social media such as Twitter, Facebook, Instagram, and 

others, without necessarily interact with one another physically (Lu & Yang 2011; Tiwari, Lane &Alam, 2016). This 

milestone is achieved through Web 2.0 applications that have helped to transfer the internet to a social environment 

through the introduction of social media which makes it possible for individuals to interact and generate content online 

(Lai & Turban, 2008). As at 2013, Facebook was hosting 1 billion monthly active users while Twitter users have 

reached 340 million per month in the same year (Cheston, Flickinger, &Chisolm, 2013). In 2018, the number of social 

media users is 2.62 billion (Statista, 2018a), and it is expected to reach 3.02 billion in 2021 (Statista, 2018a). Social 

Networking Sites (SNSs) a representative use of Web 2.0 is the most discussed topic today and the center-nerve of 

environment, as they allow consumers to participate in social activities and connect on the cyberspace (Lu & Hsiao, 

2010; Chinomona, 2013; Hu, Ketinger& Poston, 2015).  

In Saudi Arabia, the number of transactions through online have increased by 100 per cent, from $278  million in 2002 

to $556 million in 2005 (Al Riyadh, 2006). Currently, the transaction value in digital payment has reached $977.46 per 

user, while in Saudi Arabia the number of transaction values in digital payment reached to $13,704 million for digital 

advert in 2018 (Statista, 2018b). In addition, the revenue in the Social Media Advertising segment amounts to US$128 

million in 2018 in Saudi Arabia (Statista, 2018c).  Previously, social media tools have gained ground rapidly and have 

been used widely in online business by Saudi Arabia. For instance, in the Middle East, Saudi Arabia occupies second 

position with 13 million users of the Internet and the highest Facebook users (5.9 million).However, although Saudi 

Arabia occupies the largest position in the retail market of the Middle East, online sales comprise only a small 

percentage of total retail sales (Khalidi, Soudodi, & Syed Sand Abdalla, 2014). Thus, the use of social media to transact 

e-commerce is still low. To discover the reasons causing the slow rate of growth of e-commerce in Arab world and 

Saudi Arabia, many studies have been conducted. The main reasons often cited for the slow growth include poor ICT 
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infrastructure, cultural issues, trust and privacy issue, absence of clear legislation, rules and procedures and legislation 

on how to protect the rights of all parties that are involved (Agamdi, 2008; Alrawi& Sabry, 2009).  

However, the amount of studies concentrating on social commerce in Saudi Arabia is inadequate (AlGhamdi, Nguyen, 

Nguyen, & Drew, 2012). Therefore, few studies used Technology Acceptance Model (TAM) or extend it to 

coverattitudinal beliefs  variables by integrating the TAM with a customer experience model (e.g. Hajli, 2016). Hajli 

and Lin (2016) are amongst the pioneer studies that extend TAM to explain the role of social media. Their study is an 

attempt to cover this issue by developing a model that is comprehensive and can explain the factors influencing 

consumers’ acceptance of and participation in social commerce within the Saudi Arabian context. Based on the 

previous arguments, this study proposes a conceptual model to understand the phenomenon of social commerce within 

the Saudi Arabian context. On another side, despite that social commerce has been widely discussed among many 

researchers, the studies that describe social commerce in terms of characteristics that stimulate its usage intention are 

limited (Stephen &Toubia, 2010; Weijun& Lin, 2011; Hajli&Lin, 2016).  Additionally, many of the existing studies 

only focused on the analysis of the social commerce market (Kim, 2011), as well as the disparities that exist between 

social commerce and other forms of e-commerce, and the adoption of e-commerce (Hsiao, Chuan-Chuan Lin, Wang, 

Lu, & Yu, 2010; Lin & Lu, 2011; Bansal & Chen, 2011). Therefore, empirical evidence has revealed that only a limited 

amount of previous studies has examined trust within the social commerce context with special reference to important 

features of social commerce that can bring about trust performance, towards purchase intentions (Kim & Pak, 2013). 

Importantly, Gefen (2002) has argued that paucity of trust is one of the main issues inhibiting or making the customers 

to be reticent about the adoption of online purchases. This fact has been also reiterated by Jones and Leonard (2008). 

Since social commerce is a new form of IS and a growing set of activities, understanding those factors that can 

influence consumers’ trust in this important platform is very essential (Kim & Pak, 2013).  

Aaccording to Friedrich (2015), of special interest to e-commerce companies today is determining which factors 

influence consumers’ participation in social commerce. Because of lack of knowledge and dearth of studies that can aid 

the understanding of these emerging commerce technologies in social media, additional research efforts are urgently 

required to analyze and assess social commerce theoretically with the purpose of advancing the general comprehension 

of this expanding and important medium for both companies and individuals. The aim of this study is to identify the 

relevance of these factors in an online emerging market of Saudi Arabia. This study provide understanding in the 

phenomenon of social commerce in Saudi Arabia context by proposing conceptual framework of customers’ intention 

to use social commerce, in trust, attitude, and satisfaction as mediating variables. 

 

II.  LITERATURE REVIEW 

 

A. Social Commerce Intention: social commerce is a new advancement in e-commerce which empowers consumers 

to generate content energetically on the Internet (Liang & Turban, 2011). Social commerce permits merchants to access 

various markets by taking advantage of social communication among customers (Hajli&Lin, 2016; Hajliet al. 2017). 

Social media is an influential tool for content generation which distinguishes social commerce from e-commerce, and it 

introduces new business models in the electronic commerce area because of its extreme popularity (Liang & Turban, 

2011). The attraction of SNS applications is a key factor in the advancement of social media (Liang & Turban, 2011; 

Hajli&Lin, 2016). Effective social commerce aims to orchestrate a convincing customer experience where social 

communication are fully entrenched at every phase of the customer decision-making process, as argued by scholars 

(Huang &Benyoucef, 2013; Kim & Park, 2013). Since products have become technical in nature and increasingly 

complex, consumers are keen to gain recommendations (e.g., comments, ratings, and suggestions) and appropriate 

product information from others’ experience and capability (Hajli& Sims, 2015). 

 This kind of information is called user-generated content and is professed to be a more trustworthy source of 

information than conventional media (Hajli& Sims, 2015). To facilitate the consumer’s timely and perfect buying 

decisions, user generated content can be produced and disseminated rapidly using several social interaction activities 

(Hajli& Sims; Hajli, Sims, Zadeh, & Richard, 2017). Consequently, the research of social commerce seems a 

significant frontier for consumer research. 

 

B. Linkages between Perceived Usefulness and Perceived Ease of use and trust : 

Perceived usefulness is defined as the degree to which a social networking community member believes that SNSs will 

enhance his or her social networking on the net. Davis (1989) assert that individuals will nurse intention to use the site 

if he or she can cognitive appraise the site to be useful in achieving his/her networking performance. Bhattacherjee 

(2000) also posits that there is possibility that an individual will continue to use a social site if he/she perceives the site 
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to be useful in connecting with other members of the community. Networkers who have accomplished the networking 

task of acquiring certain information in a resourceful way will likely exhibit stronger intentions for the social 

commerce site (Bhattacherjee, 2001). 

 Prior research shows that perceived usefulness has a significant effect on customer loyalty intention (Cyr, Hassanein, 

Head, &Ivanov,2007).Furthermore, perceived usefulness has been proved empirically as an antecedent of trust 

(Liébana-Cabanillas, Munoz-Leiva, &Rejón-Guardia, 2013). This indicates that when users perceived a website to be 

useful, they will likely develop trust in the site since they will believe that the provider of such site is spending 

adequate resources to update the site in order to meet the needs of the community members (Casaló, Flavián, 

&Guinalíu, 2007)Trust as it were is a set of beliefs primarily comprising benevolence, competence and integrity of the 

SNSs provider (Casaló et al., 2007). Benevolence concept is premised on the fact that the trustee will not take 

advantage of the trust or at any slightest opportunity. Competence asserts that the trustee can perform according to the 

expectation while integrity is a strong belief that the service providers in all their dealings with their customers 

(Liébana-Cabanillaset al., 2013). 

 Several studies have established relationship between perceived usefulness and trust in different online context 

(Akhlaq& Ahmed, 2013; George & Kumar, 2013; Kim 2012).Perceived ease of use is regarded as believe which a 

social networking users hold that socializing through SNSs will be free of effort. All other things being equal, when 

socializing through a site is perceived to be easier to use there is every tendency that intention to use will be sustained. 

This is in line with the arguments of Davis (1989) who assert that improvements in ease of use may lead to increased 

performance.  

In addition, a review of the literature on social commerce has equally revealed that trust and perceived ease of use are 

positively related because if the members of the community trust the web site, the networking becomes easier to 

perform while they also feel that they are in control of the site (Lu et al, 2016). This is also in line with the arguments 

of other authors who maintain that usability generally determines trust (Flavián, Guinalíu, &Gurrea ,2006), and hence 

trust in the electronic service. Therefore, a user-friendly SNSs will be perceived as more reliable and generate greater 

trust in the user if it requires less physical and mental effort to operate. Based on the above arguments, the following 

hypotheses are formulated: 

H1: Perceived Ease of Use positively relates trust. 

H2: Perceived Usefulness positively relates trust. 

C .Linkages between Trust, Satisfaction and Attitude:  

A lot of discussion has ensued about the causal-relationship of trust and satisfaction. Many authors believe trust is the 

precursor of satisfaction in an exchange relationship (e.g. Armstrong & Yee 2001; Flaherty & Pappas 2000). For 

instance, Ratnasingham (1998) and Kim (2012) opined that trust determines satisfaction and which eventually leads to 

loyalty in electronic commerce. The trust has direct and indirect effects on a consumer’s purchase decision and has a 

long-term impact on consumer e-loyalty through satisfaction (Kim, Kim, &Kandampully 2009). it has also been 

empirically proved to impact on attitude towards behavior in ecommerce and this is likely impact in social commerce 

like SNSs. Moreover, several studies have proved that trust from online social activities can be transferred to attitude in 

terms of transactions on social networking sites (Han & Windsor, 2011; Leonard, 2012). Consequently, the hypotheses 

are hereby formulated as follows: 

H3: Trust mediates the relationship between emotional support and attitude. 

H4: Trust mediates the relationship betweenPerceived  privacy  and satisfaction. 

D. Linkages between Satisfaction and Attitude: 

 Satisfaction must do with the ability of service provider to meet expectation of the customers in terms of product or 

service performance. When the expectation is met, the customer is satisfied, and versa. (Zeithaml, Berry & 

Parasuraman, 1996). In an online context, Eid (2011) proved that e-satisfaction is an antecedent of loyalty, and it is 

confirmed by several researchers (Chenet al. 2010). In social commerce, the studies of Carlson and O’Cass (2010) and 

Yusliza and Ramayah (2012) found that consumers 'evaluations of satisfaction with a web site have a significant 

positive influence on attitudes towards the site. Consequently, the hypothesis is hereby formulated as follows: 

H5: Satisfaction positively relates to attitude 

E. Linkages between satisfaction, attitude and social commerce intention:  

The  literature has explained that satisfaction which may come in different forms such as recommendation may amplify 

intention to continue to use the sites (Chevalier &Mayzlin, 2006; Watts &Dodds, 2007). In fact, comprehending the 

intentions and the purpose why the consumers use the service or network on sites has become an important assignment 

for marketers since the attitude of consumers are linked with these perceptions (Gursoy, Spangenberg, & Rutherford, 

2006). In a traditional platform, behavioral intention is regarded as the likelihood that an individual will engage in 
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certain behavior, and it has been proved to be influenced by the level of satisfaction both in traditional and online 

settings (Ajzen&Fishbein, 1980). Hereby, it is logical to assume that when a person is satisfied with services rendered 

and formulate positive attitude towards social commerce, the possibly of developing intention to use the site will 

increase (Kim, 2013). Consequently, the hypothesis is hereby formulated as follows: 

H6: Attitude mediates the relationship between trust and social commerce intention 

H7: Satisfaction mediates the relationship between trust and social commerce intention. 

 

Figure 1 illustrates the proposed framework of this study. 

attitudinal beliefs 

 

 
Figure 1. The Proposed Framework 

 

 

III. METHODOLOGY 

 

This is a conceptual paper which is carried out based on extensive review of literatures, articles, thesis and books. The 

proposed research will be a cross sectional study in which data will be collected through questioners. The respondent of 

the study will constitute the  university’s  students from seven  universities in Saudi Arabia 

 

IV.CONCLUSION 

 

The literatures reviewed has shown that both Perceived Usefulness and Perceived Ease of use have been instrumental 

in enhancing a robust social network sites. The proposed framework further shows that university student in Saudi 

Arabia will be among the greatest beneficiaries of a robust and efficient social network sites. This hypothesize that trust, 

attitude and satisfaction mediate the relationship between attitudinal beliefs and social commerce intention. Further, 

data will be collected to examine the hypothesized relationships. In ensuring systematic and scientific value of this 

research, the brief procedures and sampling techniques as discussed in the Methodology section are followed. 

 

REFERENCES 

 
Agamdi, A. 2008, November. e-Commerce Implementation Challenges and Success Factors in the Kingdom of Saudi Arabia. In 19th National 

Computer Conference: the digital economy and ICT industry. 

Ajzen, I., and Fishbein, M. 1980. Understanding attitudes and predicting social behaviour. 
AlGhamdi, R., Nguyen, J., Nguyen, A., and Drew, S. 2012. Factors influencing e-commerce adoption by retailers in Saudi Arabia: A quantitative 

analysis. International Journal of Electronic Commerce Studies, 3(1), 83. 

Akhlaq, A., & Ahmed, E. (2013).The effect of motivation on trust in the acceptance of internet banking in a low income country. International 
Journal of Bank Marketing, 31(2), 115-125. 

Alrawi, K. W., and Sabry, K. A. 2009. E-commerce evolution: a Gulf region review. International Journal of Business Information Systems, 4(5), 

509-526. 
alRiyadh, A. 2006. Challenge bad the future of e-com in Saudi Arabia. Retrieved April, 4, 2007. 

Armstrong, R. W., and Yee, S. M. 2001. Do Chinese trust Chinese? A study of Chinese buyers and sellers in Malaysia. Journal of International 

Marketing, 9(3), 63-86. 
Bansal, G., and Chen, L. 2011. If they trust our e-commerce site, will they trust our social commerce site too? Differentiating the trust in e-commerce 

and s-commerce: The moderating role of privacy and security concerns.Proceedings of the MWAIS. 

http://www.ijarset.com/


   
  

 
ISSN: 2350-0328 

International Journal of AdvancedResearch in Science, 

Engineering and Technology 

Vol. 5, Issue 9 , September 2018 

 

Copyright to IJARSET                                                  www.ijarset.com                                                       6810 

 

 

Bhattacherjee, A. (2000). Acceptance of e-commerce services: the case of electronic brokerages. IEEE Transactions on systems, man, and 
cybernetics-Part A: Systems and humans, 30(4), 411-420. 

Bhattacherjee, A. (2001). An empirical analysis of the antecedents of electronic commerce service continuance.Decision support systems, 32(2), 201-

214. 
Carlson, J., and O'Cass, A. 2010.Exploring the relationships between e-service quality, satisfaction, attitudes and behaviours in content-driven e-

service web sites.Journal of services marketing, 24(2), 112-127. 

Casaló, L., Flavián, C., &Guinalíu, M. (2007). The impact of participation in virtual brand communities on consumer trust and loyalty: The case of 
free software. Online information review, 31(6), 775-792. 

Cheston, C. C., Flickinger, T. E., and Chisolm, M. S. 2013. Social media use in medical education: a systematic review. Academic Medicine, 88(6), 

893-901. 
Chevalier, J. A., and Mayzlin, D. 2006. The effect of word of mouth on sales: Online book reviews. Journal of marketing research, 43(3), 345-354. 

Cyr, D., Hassanein, K., Head, M., &Ivanov, A. (2007). The role of social presence in establishing loyalty in e-service environments.Interacting with 

computers, 19(1), 43-56. 
Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.MIS quarterly, 319-340. 

Eid, M. I. 2011. Determinants of e-commerce customer satisfaction, trust, and loyalty in Saudi Arabia.Journal of electronic commerce research, 12(1), 

78. 
Flaherty, K. E., and Pappas, J. M. 2000.The role of trust in salesperson—sales manager relationships. Journal of Personal Selling and Sales 

Management, 20(4), 271-278. 

Flavián, C., Guinalíu, M., &Gurrea, R. (2006). The role played by perceived usability, satisfaction and consumer trust on website loyalty. 
Information & management, 43(1), 1-14. 

Friedrich, T. 2015. Analyzing the Factors that Influence Consumers' Adoption of Social Commerce–A Literature Review. 

Gefen, D. 2002. Reflections on the dimensions of trust and trustworthiness among online consumers. ACM SIGMIS Database: the DATABASE for 
Advances in Information Systems, 33(3), 38-53. 

George, A., & Kumar, G. G. (2013). Antecedents of customer satisfaction in internet banking: Technology acceptance model (TAM) redefined. 

Global business review, 14(4), 627-638. 

Gursoy, D., Spangenberg, E. R., and Rutherford, D. G. 2006.The hedonic and utilitarian dimensions of attendees' attitudes toward festivals. Journal 

of Hospitality and Tourism Research, 30(3), 279-294. 

Hajli, M. 2013, December. Information Sharing on Social Networking Sites: the role of perceived control of information and gender. In Proceedings 
of the Eighth Pre-ICIS Workshop on Information Security and Privacy (Vol. 1). 

Hajli, N., and Lin, X. 2016.Exploring the security of information sharing on social networking sites: The role of perceived control of information. 

Journal of Business Ethics, 133(1), 111-123. 
Hajli, N., and Sims, J. 2015. Social commerce: The transfer of power from sellers to buyers. Technological Forecasting and Social Change, 94, 350-

358. 

Hajli, N., Sims, J., Zadeh, A. H., and Richard, M. O. 2017.A social commerce investigation of the role of trust in a social networking site on purchase 
intentions. Journal of Business Research, 71, 133-141. 

Han, B. O., and Windsor, J. 2011. User's willingness to pay on social network sites.Journal of computer information systems, 51(4), 31-40. 
Hsiao, K. L., Chuan-Chuan Lin, J., Wang, X. Y., Lu, H. P., and Yu, H. 2010. Antecedents and consequences of trust in online product 

recommendations: An empirical study in social shopping. Online Information Review, 34(6), 935-953. 

Hu, T., Kettinger, W. J., and Poston, R. S. 2015.The effect of online social value on satisfaction and continued use of social media. European Journal 
of Information Systems, 24(4), 391-410. 

Huang, Z., and Benyoucef, M. 2013. From e-commerce to social commerce: A close look at design features. Electronic Commerce Research and 

Applications, 12(4), 246-259. 

Jones, K., and Leonard, L. N. 2008. Trust in consumer-to-consumer electronic commerce. Information and management, 45(2), 88-95. 

Khalidi F A, Soudodi O, Syed Sand Abdalla N (2014. He State of Payments in the Arab World 2014. 

Kim, D. J. 2012. An investigation of the effect of online consumer trust on expectation, satisfaction, and post-expectation.information systems and e-
business Management, 10(2), 219-240. 

Kim, J. H., Kim, M., and Kandampully, J. 2009.Buying environment characteristics in the context of e-service. European Journal of Marketing, 

43(9/10), 1188-1204. 
Kim, S., and Park, H. 2013. Effects of various characteristics of social commerce  (scommerce) on consumers' trust and trust performance. 

International Journal of Information Management, 33(2), 318e332. 

Kim, Y. H. 2011. Market analysis and issues of social commerce in Korea. KISDI, 23(11), 41-63. 
Lai, L. S., and Turban, E. 2008.Groups formation and operations in the Web 2.0 environment and social networks. Group Decision and negotiation, 

17(5), 387-402. 

Leonard, L. N. 2012. Attitude influencers in C2C e-commerce: Buying and selling. Journal of Computer Information Systems, 52(3), 11-17. 
Liang, T. P., and Turban, E. 2011. Introduction to the special issue social commerce: a research framework for social commerce. International 

Journal of electronic commerce, 16(2), 5-14. 

Lin, K. Y., and Lu, H. P. 2011. Why people use social networking sites: an  empiricalstudy integrating network externalities and motivation theory. 
Computers inHumanBehavior, 27(3), 1152–1161. 

Liébana-Cabanillas, F., Munoz-Leiva, F., &Rejón-Guardia, F. (2013).The determinants of satisfaction with e-banking. Industrial Management & 

Data Systems, 113(5), 750-767. 
Lu, H. P., and Hsiao, K. L. 2010.The influence of extro/introversion on the intention to pay for social networking sites. Information and Management, 

47(3), 150-157. 

Lu, Y. and Yang, D. 2011. Information exchange in virtual communities under  extreme disaster conditions. Decision Support Systems, 
50(2):529–538. 

Ramayah, T. 2012. Determinants of attitude towards E-HRM: an empirical study among HR professionals. Procedia-Social and Behavioral Sciences, 

57, 312-319. 
Ratnasingham, P. 1998. The importance of trust in electronic commerce.Internet research, 8(4), 313-321. 

Statista (2018a. ―number of worldwide social-network‖. url:https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/ 

http://www.ijarset.com/


   
  

 
ISSN: 2350-0328 

International Journal of AdvancedResearch in Science, 

Engineering and Technology 

Vol. 5, Issue 9 , September 2018 

 

Copyright to IJARSET                                                  www.ijarset.com                                                       6811 

 

 

Statista (2018b.―Digital Payments Segment Report‖. url:https://www.statista.com/outlook/296/110/digital-payments/saudi-arabia#marketStudy. 
Statista (2018c.―Revenue in the "Social Media Advertising‖. url:https://www.statista.com/outlook/220/110/social-media-advertising/saudi-

arabia#market-revenue. 

Stephen, A. T., and Toubia, O. 2010.Deriving value from social commerce networks.Journal of marketing research, 47(2), 215-228. 
Tiwari, S., Lane, M., and Alam, K. 2016. Does Broadband Connectivity and Social networking sites build and maintain social capital in rural 

communities?.arXiv preprint arXiv:1606.03542. 

Watts, D. J., and Dodds, P. S. 2007.Influentials, networks, and public opinion formation.Journal of consumer research, 34(4), 441-458. 
Weijun, W., and Lin, L. 2011.Research on social commerce in Web 2.0 environment.E-business and E-government.In ICEE International Conference 

of E-business and E-government–6-8 May. 

Zeithaml, V. A., Berry, L. L., and Parasuraman, A. 1996.The behavioral consequences of service quality.the Journal of Marketing, 31-46. 
 

http://www.ijarset.com/

