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ABSTRACT

This article studies online shopping and e‐commerce adoption in Jordan due to the significant
growthofthisindustryinJordanparticularlyandtherestoftheworldgenerally,whichisreceiving
attentiongloballyandhasproventolargelycontributetothegrowthofnations’economies.This
articlespecificallystudiestheriskthatonlineusersperceivefromonlineshoppingandhowthey
affectthegrowthofthisindustry.Thisstudyadoptsaquantitativeresearchapproach,withatotal
of355questionnairesdistributedbytheresearchers,todeterminewhetherperceivedrisksofonline
shoppinghaveaneffectonanumberofuseradoptions.Thearticlestudiesthetwomainrisksof
onlineshopping,paymentrisk,andproductrisk.Paymentrisksaredefinedasthefinanciallosswhich
includedrisksassociatedwithusingcreditcardsandidentitytheft.Productriskisdescribedasthe
lossincurredwhenaproductdoesnotperformasexpectedordoesnotmatchwhatwasshownand
describedonline.Thestudyconcludesthatperceivedpaymentriskandproductriskaffectonline
shoppingnegativelyandhasnegativelyimpactedthenumberofusersadoptingthisphenomenon.
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1. INTROdUCTION

1.1. Research Significance
Thisgrowingindustryisbasedonaconceptthatiselectroniccommerceandonlineshoppingthatis
linkedtotheterms“Interneteconomy”and“digitaleconomy.”

These terms and concepts related to the adoption and utilization of the Information and
communicationstechnology(ICT)advancementsforeconomicactivities.Thedigitaleconomyis
definedasthecommercialactivitiesthatgeneraterevenuefromtheInternetorInternet‐relatedproducts
orservices(Costa,2016).Ontheotherhand,someactivities,suchasbuildingInternetconnectionsfor
commercialuse,areapartofInterneteconomy,butyetnotnecessarilycategorizedunderelectronic
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commerce.Thedigitaleconomyisbasedondigitaltechnologiessuchasacomputer,software,and
networkinginfrastructures.

Electroniccommercehasbeenrecognizedasoneofthemostdominantconceptsinthisdigital
era,as ithasactuallytransformedthewaypeopleconductbusinessandthewaythedesigntheir
businessmodelsandbusinessstrategies.

1.2. Business Size
E-commerce is the fastest growing retail market in the world (eMarketer, 2017). In 2015 retail
e-commercesalesworldwideamountedto1.55trillionUSdollars,in2016,thesalesgrewto1.86
trillionUSdollarsandIt’sforecastedthatthesalesin2017tobearound2.29trillionUSdollars.
Accordingto(eMarketer,2017)onlineshoppingisoneofthemostpopularonlineactivitiesworldwide.

OnlinerevenuesinWesternEuropeandPolandraisedfrom201.33billionEurosin2015to232.60
billionEurosin2016thatmeans15.6%growthrate(Foundation,E-commerce,2017).E-commerce
willbeamega-trendforbusinessesintheUAEandthemarketisexpectedtobevaluedat10billion
USdollarsby2018,accordingtoFrost&Sullivan.

Basedon the (Centre forRetailResearch,2017) study,e‐commerceor“Online retailing” is
expectedtohitnearly$333billioninsalesrevenuebytheendof2018inEurope,anincreaseof
18%inasingleyear timedrivenbymassivegrowthinthenumberof internetshoppers,andthe
percentageofinternetsalesrevenuesdedicatedonlinepurchasedproductsaretrendsthatareexpected
tocontinuegrowing.

Shoppersof theUSbroughtaround360billionUSdollarsayear inrevenuein2016andis
expectedtoincreaseby13.6%in2017(StatistaDMO;Statista,2017),andbasedontheirpurchase
power,itwasfoundessentialforretailersandconsumerbehaviorspecialiststoproperlyanalyzeand
comprehendthispopulation’sattitudestowardshoppingthroughthetraditionalshoppingexperience
inshops,andretailersversusthenew,emergingshoppingexperiences,suchase‐commerce.

IntheUSforexample,Americansareadoptingawiderangeofdigitaltoolsandplatformsinto
theirpurchasingdecisionsandbuyinghabits,accordingtoasurveyadministeredbyPewResearch
CenterofU.S.adults.Thesurveyfoundthat79%Americansareonlineshoppingusers:79%havemade
anonlinepurchaseofanytype,while51%havepurchasedaproductoraserviceusingsmartphones
and15%havemadepurchasesbyfollowingalinkfromsocialmediasites.Thesurveywasarepetition
forapreviouslyconductedstudythattookplace17yearsagoinJune2000,whichfoundatthetime
that22%ofAmericanshadmadeapurchaseonlineshowcasingthemassiveincreaseinnumbers,
sizeandgrowthrateofthisbehaviorandpurchasinghabit.(Smith&Anderson,2016)

Furthermore,itwasfoundthat3.4billionpeopleintheworldaccesstheinternetdailyonaregular
basis(InternetLiveStats,2017)andthat internethasspreadto56%of theJordanianpopulation
(Telecommunication Regulatory Commission TRC, 2016). Which highlights the importance of
studyingthisareainJordaninparticular.

This study intends tobetter understand the localmarket in Jordan among this segment and
understandthefactorsaffectingonlineshoppingadoptioninordertohelpgrowthisindustryinthe
lightsofthecurrenteconomicsituationwhichwillpositivelybereflectedontheprosperityofthe
economyandthecountryasawhole.

TheHashemiteKingdomofJordanhaswitnessedanincreaseintheonlineshoppingwebsites
numbersuchastheleading,Souq.com,CashBasha,MarkaVIP,JAMALONandmanyothers,yet
thisindustryisstilltobeconsideredasanemergingbusinessindustryinitsearlystages,requiring
moreunderstandingforittodevelop,progressandshowgreaterprofits.

1.3. Research Gap
Astheinternetpenetrationisexponentiallyincreasingintoday’sworldandbeitoneofthefastest‐
growingareaswhereretailbusinessesarestartingtopayattentiontoconsideringitasoneofthe
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