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ABSTRACT

ExtantarticleutilizestheUTAUTModelwithIslamicreligiosityasamoderatortounderstandthe
adoptionofSADADpaymentsystembySaudibankingcustomers.Islamicreligiosityeffects the
behaviorandchoicesofpeople.Pathanalysisperformedon248respondents’datacollectedthrough
questionnairesteststheconceptualhypotheses.AllhypothesesexceptH3wasunsupported,which
revealsthatsocialinfluence(SI)hadaninsignificantrelationwithbehavioralintention(BI).Multi-
groupanalysiswasperformedonAMOSbydividingrespondentsintotwogroupswithhighandlow
Islamicreligiosityvalues.Overall,resultsrevealthatreligiositymoderatesthepositiveeffectofBI
onusagebehavior(UB).Theauthorfoundnoeffectforthosewithlowscoresonreligiosityvalues.
However,consumerswithhighscorereligiosityvalueshaveastrongerpositiveeffectbetweenBI
andUB.Moreover,theUTAUT+IRexplained80%varianceinUB.Highreligiositycustomersfind
SADADabetteroption.
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INTRoDUCTIoN

Overthelastfewdecades,e-businesshaswitnessedtremendousgrowthinthee-commerceactivities
ofdevelopedanddevelopingcountries.E-commercereferstomakingfinancialtransactions/payments
overtheInternet,suchasbyusingwebsitesormobileapplicationstobuyproducts/services(Jackson,
2015).In2017,thevolumeofglobalonlinebusinesstoconsumer(B2C)retailingreached$1.84trillion,
withanannualincreaseof17%ascomparedto11%inthepreviousyear.Asianowcontributesto
50%ofglobalonlinetrade.WithinAsia,ChinadominateswiththelargestB2Cmarketshare,witha
turnoverof$681billion;globally,itisfollowedbytheUnitedStates(US)andtheUnitedKingdom
(UK),with$438billionand$196billionofB2Cmarketshare,respectively(Abraham,2017).

B2Ce-commerceiscurrentlyemerginginMiddleEasterncountries,especiallyintheUnited
ArabEmirates(UAE)andtheKingdomofSaudiArabia(KSA)(AlGhamdi,Drew,&Alhussain,
2012).SaudiArabiahasthelargestpopulationamongthesixGulfCooperationCouncilcountries
(GCC),whichincludetheUAE,Kuwait,Bahrain,Oman,andQatar,andInternetusagehasbeen
risingswiftlyinthekingdom(Alsharief&Al-Saadi,2017;Hannon&Schumm,2017).SaudiArabia
accountsforonlyaone-digitshareoftotalglobalonlineretailing.However,itisapromisingmarket
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duetoanumberoffactors,suchas70%ofitspopulationbeingyoung,highconnectivityrates,and
advanced IT infrastructure.E-commerce sales inKSAreached$13billion in2015.Since2010,
usageofe-commercehasincreasedandisquitecommonamongSaudiyouth,amongwhomoneout
offiveusestheinternettobuyonline.Nonetheless,thelargemajorityofKSA’spopulationprefers
tobuygoodsfrombrick-and-mortarstoresduetoalackoftrustinonlineretailers(Makki&Chang,
2015).By2020,itispredictedthatKSAwillsurpasstheUAEasthelargestonlineretailmarketin
theGCC(yStats,2018).

Ithasbecomeimperativetounderstandandinterprettheprocessofonlineshopping,especially
thefactorsthataffectonlineconsumerbehavior.Aspurchasesthroughe-commerceincrease,more
onlineretailersappear.Thisdynamicshiftinorganizationsfromabrick-and-mortarmodeltoclickand
clickhasbroughtaboutmanychangesinbusinesses,likethenumberofusers,increasedgeographic
reach,transactionvolumes,etc.,andthereforedemandsfurtherresearchononlineshoppingbehavior
(Constantinides,2004).

Consequently,tofacilitateonlinepurchasing,transactionmethodsamongbusinessescontinueto
advanceonthee-commerceplatform—cashpaymentshavebeenreplacedbye-payments(Abrazhevich,
2004).Thisrepresentsabigchallengeformanybusinessesastheyhavetoswitchfromtheconventional
paper-basedmoneytransactionstoanewelectronicpaymentsystem.Generally,electronicpayment
canbedefinedasaplatformusedinmakingpaymentsforgoods/servicespurchasedonlinethrough
theuseoftheinternet(Kaur&Pathak,2015;Roy&Sinha,2014).

Meanwhile,withthegrowthinonlinebuyingfromanye-tailer,therearemanypotentialthreats
facing customers. At the forefront of concern is the security of customers’ data and transaction
information.Theresponsibilityforpromotingandfacilitatingsafeelectroniccommercelieswith
governmentagenciesinindividualcountries(Tsai&Yeh,2010).Itisworthmentioningherethatdue
toalackoftrustinonlinepaymentmethods,suchastheuseofcreditcards(AlGhamdietal.,2012),
onlineconsumersinKSAprefertousecashondelivery(COD)asamethodofpayment.

In2004,theSaudiArabianMonetaryAuthority(SAMA)introducedapaymentsystemcalled
theSADADintothefinancialsystemtoassisttheelectronicbillpaymentandfundstransfersystem
inthekingdomandwithinGCC.SADAD,asanationalelectronicbillpresentmentandpayment
(EBPP)processforKSA(Alsudairi&Vasista,2012),enablesSaudiconsumerstopaybills,buy
airlineandbustickets,andmakepaymenttransfersforonlinepurchases.Afewsubstantialstudies
coverhowthise-paymentsystemisaffectingtheonlinebuyingbehaviorofpeople.Therefore,this
studyfocusesonhowSaudiconsumersareadoptingSADADasane-paymentsystem.

A number of theoretical frameworks have been proposed and empirically tested to explain
onlineconsumerbehaviorinvariousonlinesettings.Shim,Eastlick,Lotz,andWarrington(2001)
mentionedthatoneofthemodels,thetheoryofplannedbehavior(TPB),presentedbyFishbeinand
Ajzen(1975),coverssearchingforgoods.Likewise,thetheoryofreasonedaction(TRA)(Ajzen,
1985)mostlycoversshoppingforapparel(Yoh,Damhorst,Sapp,&Laczniak,2003).Toexaminethe
adoptionandusageofmobileservicesfore-payments,thetwomostfamousandwidelyusedarethe
technologyacceptancemodel(TAM)(Davis,1989)andtheunifiedtheoryofacceptanceanduseof
technology(UTAUT)proposedbyVenkatesh,Davis,Davis,andMorris.(2003).

Since2003,variousstudieshaveappliedtheUTAUTmodelasitintegratessomeconstructsfrom
thepreviousmostwidelyusedmodels(forexample,TRA,TPB&TAM)forbehavioralintention,
technologyacceptance,andadoption.TheUTAUTmodelhasbeenempiricallyvalidatedbymany
scholarswithseveralantecedents(Shaikh&Karjaluoto,2015)inmanycountriesandvariouscultures
(Im,Hong,&Kang,2011;Khalilzadeh,Ozturk,&Bilgihan,2017;Venkatesh&Zhang,2010).All
thosestudiesrevealthattheUTAUTmodelanditsdeterminantsdoexplainapproximately70%of
thevarianceinthebehavioralintentionsofusers(Khalilzadehetal.,2017;Min,Ji,&Qu,2008).

Therefore, this studyadopted theUTAUTmodel tocheck thebehavioral intention (BI)and
usagebehavior (UB)ofSADADpaymentsbySaudiconsumers.WhileUTAUTmodels1and2
havebeen tested severally all around theworld, themajorityof academics andpractitioners are
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