Investigation of adoption behaviour for social commerce in the kindom of Saudi Arabia

ABSTRACT

Social media fundamentally has changed the consumer's decision process. There are many
research studies from different context for understanding the importance of social media,
regrettably, not until recently, its business impact and opportunities were not seriously
addressed. This is what led the Information System (IS) research community to come up with
a new discipline known as Social Commerce (s-commerce). Hence an alternative means
businesses through online social interactions emerge. This has made the social networking
platform drives consumers to participate in social commerce. It is necessary to identify the
significant factors that affect its acceptance. Thus, this research aimed to empirically examine
the factors that affect s-commerce acceptance in Saudi Arabia. The quantitative research
methodology was chosen to test the formulated hypothesis by subjective assessment of
attitudes, opinions, and behavior of the people of Saudi Arabia.
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