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ABSTRACT

This study investigated the factors influencing consumers’ purchase intention from online stores 
in Qatar. Moreover, it tried to verify if payment method moderates the relationships concerning 
the suggested factors and online purchase intention. This research extended the theory of reasoned 
behavior (TRA) with trust as a predictor and payment method as a moderator. A total of 283 valid 
responses were collected from Qatari residents through an online questionnaire and analyzed the 
data to test the research hypotheses. The findings of this research indicated that all proposed factors 
significantly influenced online purchase intention. Results also indicated that there is no moderation 
effect of payment method on the proposed hypotheses. Further investigations revealed that all proposed 
factors significantly affect the online purchase intention for customers who prefer to use credit card 
payment. Managerial implications and recommendations were presented in addition to the study 
limitations and suggestions for future research.
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1. INTRODUCTION

With the development of technology and the expansion of the Internet, e-commerce became an essential 
part of today’s business environment. E-commerce has become a critical shopping instrument for 
consumers all over the world due to its ease of use, comfort, and costs efficiency. The preliminary 
research indicates various factors that influence online shopping’s intentions, such as the social nature 
of e-commerce. At the same time, consumers still treat e-commerce with caution and discretion, 
especially in less developed countries and rural areas. This can be due to the lack of trust in online 
purchasing, as consumers have concerns regarding their information privacy and security (Chin, 
Wafa, & Ooi, 2009). They also doubt the quality of the product displayed online, the transmission of 
inaccurate information, and the unauthorized use of credit cards (Faqih, 2013).

Although research offers various insights regarding consumers’ purchase intention; yet, more 
research with narrowed and focused insights is needed. Such research can focus on most recent trends, 
changes, and transformations that are taking place in the global arena regarding changes in consumers’ 
behavior and factors that affect them. Specifically, more research is needed to be conducted in the 
Middle East region, where online shopping has started to flourish. In particular, this research is 
focusing on the context of Qatar. With the estimated value of $ 1.2 billion, the e-commerce market 
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in Qatar represents an ideal context for this research especially that Qatar was ranked the 7th largest 
e-commerce market in the MENA region in 2015 (Ministry of Transport and Communications, 2019).

The Qatari market provides an encouraging environment for e-commerce adoption for several 
reasons. The first is the huge disposable income available for its population. Second, the Qatari 
population is skewed towards a younger urban population who can support online shopping. 
Finally, Qatar offers internet with high speed and fixed connectivity (Ministry of Transport and 
Communications, 2019). All of this makes the context of Qatar to be promising in terms of e-commerce 
research.

The second reason for conducting this study is the influence of the blockade on the Qatari trade 
channels, where customers are not enjoying land shipments and even air flights lost some momentum 
through the closeout of the Saudi Arabia, UAE, and Bahrain routes. Such situation made customer 
lose trust in delivery system for a while and focused on cash-on-delivery options. The other side is 
the trust in the system itself, where using online purchasing is easy to use, useful, but needs a high 
level of trust. Finally, with the Corona virus era, changes are again hitting the region, where shipment 
is not secured, or at least delayed. Such situation calls for finding more innovative trading options 
and suitable payment methods.

This study would substantially deepen our understanding of the topic of E-commerce both on the 
theoretical and practical levels. The theoretical contribution of the study is to present a robust model 
on the factors influencing the online purchase intention of the consumers in Qatar. It can serve as a 
foundation for future research. On the practical side, this study would provide businesses in Qatar 
with useful information that would allow them to target their customers better and understand their 
customers’ motivations. This research will attempt to address two research questions:

RQ1: What factors influence consumers’ intention to purchase through online shopping in Qatar?
RQ2: Is there a moderation impact of “payment method” on the relationships between the suggested 

factors and the intention to purchase through online shopping?

This paper is composed of five sections. The following section summarized the existing research 
on E-commerce and the determinants of the model used in this study as well as the hypotheses of the 
study. Section three describes the methodology including the questionnaire design, and data collection. 
Section four depicts data analysis and results. Finally, in section five, we conclude with the study’s 
implications, limitations and recommendations for future research.

2. LITERATURE REVIEW

The following sub-sections will try to review the literature related to e-commerce, online shopping, 
technology acceptance theories, and finally, the related literature to each construct in the research 
model.

2.1 Online Shopping
Nowadays, e-commerce plays an essential role in the promotion and sale of different products through 
the Internet. Generally, researchers define e-commerce to be the exchange of commercial information 
through the interaction between data management systems and security and the communication 
systems (Nanehkaran, 2013). This term is relatively new, as it emerged at the end of the 1970s, but 
it significantly evolved with the growth of the World Wide Web in 1994 (Nanehkaran, 2013). With 
the fast development of new technologies and the necessary infrastructure, e-commerce started to 
play a vital role in business activities.

Online shopping quickly became a valuable part of the entire e-commerce sphere. Nowadays, the 
popularity of online shopping is not limited to western economies only; it is becoming a phenomenon 
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in the growing developing economies as well (Bhuian, Al-Share, Muzaffar, Ahmed, Ghaida, & 
Dorgham, 2013). For instance, the number of online purchases in Qatar is continuously growing due 
to the high population income, comprehensive and well-organized digitalization of the country, and 
the changing lifestyle of Qatar’s population (Bhuian et al., 2013).

Numerous researchers actively investigate the topic of e-commerce and its development in their 
studies. In particular, MENA (the Middle East and North Africa) region has a massive potential in 
the e-commerce development due to the significant growth of the economic prospect of the region 
and to being one of the fastest-growing Internet emergence and e-commerce markets in the world 
(Fabre, Malauzat, Sarkis, Dhall, & Ghorra, 2019). Therefore, companies actively develop their online 
services to increase their competitive advantages in the market. E-commerce became a remarkable 
tool for business development (Fayad & Paper, 2015). Moreover, e-commerce and e-shopping 
significantly increase the opportunities for companies to promote products and services for local and 
global markets as well (Al-Maghrabi & Dennis, 2011; Ganapathi & Abu-Shanab, 2020). The low-cost 
of the development of e-commerce promoted new ways of communication and interaction between 
customers and businesses. Moreover, e-commerce applications enabled businesses to operate on a 
24/7 basis, where customers can review the web-site and buy specific products or services at any 
suitable time (Nanehkaran, 2013).

E-commerce offer an opportunity to cut the cost of physical offices and stores, while it also 
helps in opening new job opportunities and increases the competitiveness of the business on both 
local and global levels (Soundararajan, 2018). Also, the potential of e-commerce is visible due to its 
constant growth, where it is estimated that e-commerce will bring to the Middle East a $49 billion 
in sales (Nanehkaran, 2013).

2.2 Technology Adoption Theories
The Theory of Reasoned Action (TRA) is a widely studied model from social psychology to explore 
the determinant of consciously intended behaviors (Fishbein & Ajzen, 1975; Davis, Bagozzi, & 
Warshaw, 1989). It originated in 1975 and was established to predict human behavior (Abu-Shanab 
& Musleh, 2018). Two main elements in TRA are considered as the determinants of human behavior: 
attitude towards behavior and subjective norm. While the first describes individual’s feelings (i.e., 
negative or positive) about doing a specific behavior, the later represents the individual’s perception 
that the people who are most valued to him/her believe that he/she would do the target behavior or 
not (Fayad & Paper, 2015). A person’s belief determines his/her attitude toward the behavior. While 
the normative beliefs about the attitude determine the subjective norms towards the behavior. The 
TRA model is depicted in Figure 1.

However, it is important to remember that TRA is a broad model and it doesn’t define the beliefs 
that are functional for specific behavior of some person (Davis et al., 1989). As a result, researchers 
who intend to use TRA should recognize the beliefs that are significant for subjects regarding the 
behaviors which are under the investigation.

The Technology Acceptance Model (TAM) was developed in 1989 as an extension of the TRA 
theory (Lee, Kozar, & Larsen, 2003). TRA suggests that attitude is a function of beliefs without stating 
the beliefs that are effective for certain behavior. It was reported by Davis (1989) that the beliefs that 
are the determinant of attitude are perceived usefulness and perceived ease of use when it comes to 
using technology (Oni, Oni, Mbarika, & Ayo, 2017).

The TAM model focused more on technology acceptance, where it was investigated and 
improved by many researchers, and extended with new external variables to resolve and minimize 
the limitations of the model (Hassan & Abu-Shanab, 2020). Therefore, the TAM became one of the 
most common models to explore the influence of customers’ perceived ease of use and perceived 
usefulness on attitudes toward using the Internet, actual use, and behavioral intentions (Law, Kwok, 
& Ng, 2016). The final variant of TAM was proposed and designed by Venkatesh and Davis (1996), 
and it is represented in Figure 2. It was developed after identifying that both perceived ease of use and 
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perceived usefulness have a direct impact on the intention of behavior, hence, removing the necessity 
for the construct of attitude (Lai, 2017).

2.3 Research Model
The proposed research model is an extension of the Theory of Reasoned Action (TRA). The theory 
proposes that the intention to execute the behavior is determined by the subjective norms and the 
attitude towards the behavior. TRA suggests that attitude is a function of beliefs without stating the 
beliefs that are effective for a certain behavior. It was reported by Davis (1989) that the beliefs that 
are the determinant of attitude are perceived usefulness and perceived ease of use (Oni et al., 2017).

As a result, the model consists of four variables as predictors for online purchase intention. The 
variables are: perceived usefulness (PU), perceived ease of use (PEOU), trust in e-commerce (T), and 
subjective norms (SN). The model also includes the moderation effect of another variable which is 
the payment method on the four proposed relationships. The model is presented in Figure 3.

2.4 Constructs of the Study
The analysis of the scholarly evidences demonstrated that perceived usefulness, perceived ease 
of use, subjective norms, trust, and payment methods, are the factors that significantly impact the 
e-commerce in general and the online purchase intentions of consumers. The following few sections 
will review the literature related to the topic.

2.4.1 Perceived Usefulness
Davis (1989) defines perceived usefulness (PU) as the extent to which an individual believes that using 
a specific system would improve and enhance the performance of his/her job. Perceived usefulness 
is hypothesized to be the main motivation of behavioral intention to utilize the technology of interest 
(Hamid, Razak, Bakar & Abdullah, 2016; Hassan & Abu-Shanab, 2020). Perceived usefulness directly 

Figure 1. The Theory of Reasoned Action. Source: (Fayad & Paper, 2015).

Figure 2. The Technology Acceptance Model. Source: (Lai, 2017).
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correlates with the consequence of the shopping experience. Research considered the usefulness 
will influence the extent to which consumers regard the Internet as an important medium that would 
improve productivity and the overall shopping experience. The main characteristics of perceived 
usefulness are speed, accessibility, and detailed information (Cho & Sagynov, 2015).

Perceived usefulness is one of the important constructs in technology adoption, where research 
supported its role in influencing mobile payment application adoption (Rootman & Krüger, 2020). 
Different studies supported the positive and direct relationship between perceived usefulness and 
online purchase intention in the context of Saudi Arabia (Nathieralbarq, 2014), Jordan (Faqih, 2013), 
Thailand (He, Lu, & Zhou, 2008), and Malaysia (Lim, Osman, Salahuddin, Romle, and Abdulla, 
2016). Based on the previous discussion and the reliable studies mentioned, the hypothesis is stated:

H1. Perceived usefulness has a positive influence on consumers’ intention to purchase through online 
shopping.

2.4.2 Perceived Ease of Use
Perceived ease of use (PEOU) is defined as the extent to which an individual thinks that using certain 
system will be without effort (Davis, 1989). Therefore, if a system is reasonably easy to use, the 
customers will be more interested in using it and would intend to continue using it in the future. In 
other words, the perceived ease of use is the extent of easiness of using the Internet as a medium for 
online shopping (Cho, Y. & Sagynov, 2015; Hassan & Abu-Shanab, 2020). It is believed that the key 
characteristics of perceived ease of use for the potential customers are simple payment process and 
convenience (AL-Shukri & Udayanan, 2019).

Figure 3. Research Model
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Research studies illustrate that perceived ease of use is positively related to the continuance 
intention in regards to Web-based learning (Hamid et al., 2016). Different studies supported the 
direct positive relationship between perceived ease of use and online purchase intention in different 
countries. similar to PU, Nathieralbarq (2014) supported its role in the context of Saudi Arabia, and 
Faqih (2013) in Jordan. Overall, companies and developers of e-commerce services should understand 
that the easier a technology the more it is used. Therefore, we hypothesize the following:

H2. Perceived ease of use has a positive influence on consumers’ intention to purchase through 
online shopping.

2.4.3 Subjective Norms
Subjective norms (SN) is a significant driver that influence online purchase intention and behavior of 
customers. Subjective norms represent an individual’s perception that people who he/she most values 
believe he/she should do certain behavior (Raman, 2019). Also, Ajzen (1991) defined subjective norms 
as the perceived social burden and pressure to do the behavior or not. The definitions of SN describe 
that the person’s decision to execute a particular behavior is influenced by the normative expectations 
of other people who are important to him/her like family members or friends (Raman, 2019).

Zahid and Din (2019), based on the analysis and evaluation of previous research studies, 
emphasized the significance of subjective norms on a customer’s intention to use online technologies 
like mobile payment, e-commerce, e-auction, Internet stock trading, and other similar online services. 
A study conducted in Thailand by Laohapensang (2009) concluded that the SN was the second most 
valuable reasons to impact the online purchase intention after perceived behavioral control. Another 
study was conducted in China in which researchers concluded that the recommendation of a third 
party (subjective norms) is a valuable reason that impacts the online purchase intention as well (He 
et al., 2008). The understanding of the real importance of subjective norms is vital for the current 
study, where we state the following related hypothesis:

H3. Subjective norms have a positive influence on consumers’ intention to purchase through online 
shopping.

2.4.4 Trust
E-commerce services is a two-way communication between a business and its customers. Trust is 
an important belief for e-commerce, where studies supported the favorable effect of trust on clients’ 
intent to buy online (Al-Dwairi, Abu-Shanab & Daradkeh, 2018). Trust can be viewed as the faith 
that the other party will act in a responsible way and will not try to take advantage of the user’s 
vulnerabilities (Schnalla, Higginsa, Brownb, Carballo-Dieguezc, & Bakkena, 2015). The authors 
defined two types of trust: The first one is the party trust, which is the trust in the credibility and 
benevolence of another side. The second one is control trust, which is the trust in the integrity of the 
medium of the transaction.

The significance of trust is raised when there is a large level of uncertainty, which can happen 
if the customers are not sure about the privacy and the security of the website (Habibi & Hajati, 
2015). The lack of trust and level of risk are among the most cited reasons for customers not to shop 
online (Cho & Sagynov, 2015). The authors claim that the sales person in the shopping center is 
perceived as a source of trust (the level of this trust depends on similarity to the customer, likeability 
and expertise). However, in the online world, everything is different. In e-commerce, trust is shaped 
based on the impersonal and objective nature of the Internet infrastructure (Hong & Cha, 2013).

A study conducted in Oman, supported the relationship between trust and online purchase 
intention, where trust positively influenced online shopping intention (Al-Shukri & Udayanan, 2019). 
Another study in Malaysia in which participants of the study were undergraduate students in a private 
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university. The researchers concluded that online trust was crucial for participants’ purchase intention 
(Ling, Chai, & Piew, 2010). A similar study was conducted in Malaysia as well and concluded to the 
same results, but with participants from government and private sector employees. The participants 
were selected to be those who own credit cards (Chin et al., 2009). Another study supported this 
relationship in India and concluded to similar results (Ganguly, Dash & Cyr, 2009). Finally, in the 
context of mobile payment a study concluded that the information provided by businesses to website 
users will significantly influence initial trust and this influence the use of the e-service and pay online 
(Talwar et al., 2020).

Trust is a vital element in ensuring effective and successful e-relationship between the involved 
parties in any commercial transaction, where it influences clients’ intention to purchase online. 
A study of the literature (46 articles) concluded that trust and perceived usefulness are the major 
significant predictors that define the adoption of a certain payment method (Alkhowaiter, 2020). 
The inclusion of this construct is crucial in the context of online purchasing, where the following 
hypothesis can be stated:

H4. Trust has a positive influence on consumers’ intention to purchase through online shopping.

2.4.5 Payment Method
The payment method (PM) construct defines the method that consumers use to pay for the services 
or products, and this method is accepted by the provider. The most common used methods are cash, 
credit/debit cards, online payment services (i.e., PayPal), checks, bank transfers, and money orders 
(Business Dictionary, 2019). With the growth of e-commerce and emerging technologies, there is a 
continuous development of online payment methods and systems (Casado-Aranda, Liébana-Cabanillas, 
& Sánchez-Fernández, 2018). Providing a safe PM is one of the most vital factors that encourage and 
attract customers to do online shopping (Bahaddad, Houghton, & Drew, 2013).

In e-commerce, there is a distinction of payment methods according to delivery timing and options. 
According to Xu and Riedl (2011), payment methods can be categorized into two categories: The first 
category is the payment-before-delivery which indicates making the payment before delivering or 
receiving the products such as credit cards, pre-cards, and online bank transfers. By using this PM, the 
amount of the purchase will be withdrawn from the cardholder balance immediately (Casado-Aranda 
et al., 2018). The second category is the payment-after-delivery in which the payment is made after 
delivering and receiving the product. This category is represented by paying cash on delivery. One 
of the big advantages of the payment-after-delivery method is that it allows customers to evaluate 
the product before paying for it. Thus, many customers prefer this method especially when they don’t 
know the seller (Xu & Riedl, 2011). Another reason for preferring the payment-after-delivery is the 
security issues because of the credit card refund process (difficult) and the credit card information 
might be hacked or misused by sellers (Xu & Riedl, 2011).

A new PM, third party payment, was introduced to resolve the mistrust between customers and 
sellers and to avoid credit card fraud (Cheng, Hsu, & Lo, 2017). An example of the third party payment 
is PayPal which offers a safe way to pay using bank accounts or credit cards without sharing financial 
information (PayPal Inc., 2019). Using this method, customers create a PayPal account and link their 
bank accounts or credit cards to it. Then when a purchase happens, PayPal processes the payment in 
two stages; it collects the money from the customer then sends it to sellers without passing the credit 
card or bank details (Casado-Aranda et al., 2018). As a result, third party payment (PayPal) guarantees 
the security of the transactions in an e-commerce environment (Cheng et al., 2017).

The PM choice is one of the most important aspects that was studied by several researchers. 
For instance, according to Xu and Riedl (2011), the main determinants of consumer PM choice are 
transaction characteristics (product type, transaction context, product price), the PM characteristics 
(perceived risk), and consumer characteristics (demography and PM adoption). Also, numerous 
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studies have supported the significant influence of PM on the purchase intention of the customer. 
For example, Abu-Shamaa, Abu-Shanab, and Khasawneh (2016) evaluated the factors influencing 
Jordanians’ online purchase intentions with the utilization of TAM and payment methods factors. 
This study clearly showed that both TAM predictors and payment methods have a significant effect 
on customers’ purchase intention.

The use of credit cards raised numerous concerns among customers about the security and privacy 
protection of online payments. At the same time, different payment options were introduced such as 
third-party payment and cash on delivery, which gives the customer more options and opportunities. 
Thus, the choice of PM is very important in the evaluation of online financial transactions. In this 
study, the focus will be given to the three main PMs: credit cards, cash on delivery, and third-party 
payment (PayPal). This study proposes that PM will act as a moderator of the relationships assumed 
in the research model, with the following hypotheses:

H5. Payment method moderates the proposed relationships in the model
H5a. Payment method has a moderation influence on the relationship between Perceived usefulness 

and customers’ intention to purchase through online shopping.
H5b. Payment method has a moderation influence on the relationship between Perceived ease of use 

and customers’ intention to purchase through online shopping.
H5c. Payment method has a moderation influence on the relationship between Subjective norms and 

customers’ intention to purchase through online shopping.
H5d. Payment method has a moderation influence on the relationship between Trust and customers’ 

intention to purchase through online shopping.

2.4.6 Purchase Intention
Purchase intention (PI) can be defined as the situation in which consumers tend to purchase certain 
products under certain conditions (Mirabi, Akbariyeh, & Tahmasebifard, 2015). The authors declare 
that purchase intention is a very complex and multi-dimensional process that is related to the attitudes, 
perceptions and behaviors of the consumers in the short and long terms perspectives. Furthermore, 
customers are influenced by external and internal motivations in the course of buying process (Mirabi 
et al., 2015).

Many studies investigated the factors that affect customers’ online purchase intention using 
different models and methodologies in different countries. For example, Athapaththu and Kulathunga 
(2018) analyzed the factors that influence online purchase intention in Sri-Lanka using the TAM 
model. The study supported the importance of trust with TAM antecedents (perceived ease of use, 
and perceived usefulness), and web content in affecting online purchase intention. Similarly, Abu-
Shamaa, Abu-Shanab, and Khasawneh (2016) studied the online purchase intention for customers in 
Jordan using TAM antecedents, and extended it to include the payment methods as another variable 
and Trust as a moderator for the proposed relationships. The study showed that TAM antecedents 
and the payment methods positively impact online purchase intention. However, perceived ease of 
use and the payment methods relationships with the purchase intention were moderated by trust.

In the context of Saudi Arabia, Nathieralbarq (2014) supported the positive effect of TAM 
antecedents on online purchase intention. Another example is a study conducted in Malaysia by Chin, 
Wafa, and Ooi (2009), in which researchers asserted that trust and social influence have a positive 
relationship with the willingness to purchase online. In the context of China, He, Lu, and Zhou (2008) 
concluded that perceived usefulness, perceived ease of use, introduction by a third party (subjective 
norms), and vendor’s attitude, positively impact the online purchase intention of undergraduate and 
graduate college students.

There are several related studies that can contribute to further understanding of the research 
questions. All the above-mentioned constructs significantly influence the customer’s purchase 
intention. These constructs will be used in this study to better realize the online purchase intention 
of customers in Qatar.
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3. RESEARCH METHODOLGY

This study revised the literature and attempted to investigate the factors that could impact online purchase 
intention. The previous sections were a demonstration of our understanding and recommendations 
of the critical factors influencing the adoption of online purchasing and its relationship to payment 
methods. This section will describe the details of research method.

3.1 Research Instrument
This research employs a quantitative research design. A self-administrated online questionnaire was 
used to collect data. The questionnaire comprises four major sections. It starts by asking respondents 
to assess whether they shop online or not and their preferred payment method, where surveys with 
a negative response where excluded (did not know online shopping). The second section included 
questions about the dependent variable, in which respondents were asked to rate the level of their 
agreement with the various items based on a five-point Likert scale (1= strongly disagree, 2= 
disagree, 3= Neutral, 4=agree, and 5=strongly agree). The third section provided respondents with 
a series of questions that are pertained to the independent variables of the research interest using the 
same five-points Likert scale. The last section is devoted to collect respondent’s demographic profile 
information. All the questionnaire items were adopted from previous studies (Abu-Shamaa et al., 
2016; Abu-Shanab, 2014; Escobar-Rodríguez & Carvajal-Trujillo, 2013; Gefen, Karahanna, & Straub, 
2003) with minor adjustments to reflect the Qatari context. The adjustment meant to accommodate 
the language context (Arabic vs. English) and the cultural differences based on local accent. The 
questionnaire was prepared in two languages: Arabic and English and offered to respondents using 
an online platform for data collection.

To ensure the ethical considerations, participants were informed that the participation is voluntary, 
they can withdraw from the questionnaire at any time, and they can choose to skip any questions they 
don’t wish to answer. They were also informed about the required time to finish the questionnaire 
which is around five minutes. Moreover, no personal information was required from participants to 
preserve confidentiality.

3.2 Sample and Data Collection Procedure
Individuals living in Qatar, who use online shopping, were requested to participate in the study 
and asked to complete the online questionnaire. Snowball sampling technique was used to collect 
data, as the potential respondents were asked to forward the questionnaire link for their families and 
friends. The questionnaire was distributed electronically via online social channels such as e-mail, 
WhatsApp, and Facebook. A total of 283 valid responses were used out of 370 responses acquired. 
The data collection period was from November 9, 2019 to December 12, 2019. Sample demographics 
are shown in Table 1.

4. DATA ANALYSIS

4.1 Descriptive Analysis
Descriptive analysis was done to evaluate the items’ means and standard deviations in order to check 
how respondents perceive each statement. The results are listed in Table 2. When using a 5-point 
Likert scale, social sciences researchers adopt a classification of mean value into three levels (values 
between 1-2.33 are considered as low agreement with the statement; values between 2.33-3.66 are 
considered as moderate agreement; and values between 3.66-5 are considered as high agreement 
with the statement.)

As shown in Table 2, the majority of the item means for PI, PEOU, and PU are highly perceived 
(between 3.66-5), which indicates high agreement with the statements listed. While the majority of 
the item means for SN and T are moderately perceived (between 2.33-3.66), which indicates moderate 
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agreement with the statements. It is also shown in Table 2 that within each variable, the standard 
deviations are similar, which indicated low dispersion. Also, the values of the standard deviations of 
the variables indicate low variability in respondents’ answers.

To measure the internal consistency of the variables in this study, a Reliability analysis was 
executed using Cronbach’s alpha which is a measure of the correlations between the variable items. 
Although the recommended value for Cronbach’s alpha is above 0.8, yet values above 0.6 are considered 
to be acceptable (Hair, Anderson, Babin, & Black, 2010). The values of Cronbach’s alpha for each 
variable is listed in Table 3. As shown, Cronbach’s alpha values for all variables are above 0.6. This 
indicates that all the study variables are reliable and there is an internal consistency for all items 
within the same variable.

4.2 Correlation Test
A correlation test between the study variables was executed to check the linear relationship between 
them, and to check if there is multicollinearity issues. Table 4 shows the Pearson’s Correlation Matrix 
results. As shown, all variables are significant at the 0.01 level. Also, there is no risk of multicollinearity 
as all correlations are less than 0.9 (Hair et al., 2010). The correlation matrix also provides important 
insights regarding the rationale behind selecting the variables, where all variables were selected based 
on their importance in previous studies, which is confirmed by this matrix. Each construct selected 
is a significant predictor of purchase intentions (last line in the matrix).

4.3 Regression Tests
To test the model and proposed hypotheses, multiple regression was executed twice. The first execution 
was for the model without the moderator, which aimed to answer the first research question. The 
second test was for the model with the moderator, which aimed to answer the second research question. 
Outlier analysis was performed using regression analysis with a criterion of three sigma values, and 13 
outliers were excluded. It is important to report also that only 16 cases chose the third party payment 
method (i.e. PayPal), such cases were eliminated from the sample for statistical adequacy. The final 
sample size after cleaning the data and eliminating the mentioned cases is 283.

Table 1. Demographics of the respondents

Gender Freq. % Education Freq. %

Male 69 24.40% High School or less 29 10.20%

Female 214 75.60% High Diploma 13 4.60%

Age Freq. % Bachelor 177 62.50%

18-20 Years 35 12.40% Postgraduate 64 22.60%

21-30 Years 108 38.20% Nationality Freq. %

31-40 Years 97 34.30% Qatari 97 34.30%

41-50 Years 36 12.70% Non-Qatari 186 65.70%

51 Years or more 7 2.50% Occupation Freq. %

Material Status Freq. % Working 179 63.30%

Single 132 46.60% Studying 71 25.10%

Married 145 51.20% Retired 6 2.10%

Other 6 2.10% Unemployed/seeking employment 27 9.50%
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4.3.1 Regression Analysis for the Model Without the Moderation Effect
The results of the first regression test for the model without the moderator are shown in Table 5. Results 
indicate that the prediction of purchase intention is significant with a coefficient of determination R2 
= 0.421 (Adjusted R2 = 0.412) with an F test value = 50.485 and a p<0.001. This implies that the 
overall model is significant, and the four predictors explained the 42.1% of the variance in intention 
to purchase through online shopping. The strongest predictor is perceived usefulness (PU, beta = 
0.350, p < 0.001) followed by perceived ease of use (PEOU, beta = 0.233, p < 0.001), then subjective 

Table 2. Item Descriptive analysis

Code N Mean Std. 
Dev

Purchase Intention (PI)

PI1: I intend to buy online in the future 283 4.11 0.764

PI2: I predict that I would buy online in the future 283 4.24 0.590

PI3: I plan to buy online in the future 283 4.09 0.747

Total Construct PI 283 4.15 0.629

Perceived usefulness (PU)

PU1: Online shopping would enable me to save time compared to traditional shopping 283 4.00 0.922

PU2: Online shopping would save me money 283 3.69 1.025

PU3: Online shopping would enhance the quality of products I buy 283 3.07 0.978

PU4: Online shopping would make it easier to compare and select the right product 283 3.65 0.919

PU5: Online shopping would be enjoyable for me 283 4.03 0.803

Total Construct PU 283 3.60 0.672

Perceived Ease of Use (PEOU)

PEOU1: Learning to shop online was easy for me 283 3.98 0.734

PEOU2: I would find online shopping sites easy to use 283 4.05 0.700

PEOU3: The online shopping sites are flexible to interact with 283 3.71 0.818

PEOU4: It is easy to become skilful at using online shopping sites 283 4.05 0.715

PEOU5: My interaction with the online shopping sites is clear and understandable 283 3.83 0.740

Total Construct PEOU 283 3.93 0.544

Subjective Norm (SN)

SN1: People who are important to me think that I should buy online 283 3.22 0.959

SN2: People who influence my behaviour think that I should do online shopping 283 3.19 0.940

SN3: People whose opinions I value think that I should do online shopping 283 3.28 0.917

Total Construct SN 283 3.23 0.804

Trust (T)

T1: It is easy for me to trust e-commerce sites (online shopping sites) 283 3.00 0.964

T2: I have a desire to trust e-commerce sites 283 3.79 0.819

T3: I tend to trust e-commerce system even if I know little about it 283 2.95 0.982

T4: I highly trust the e-commerce system 283 3.00 0.993

Total Construct T 283 2.99 0.746
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norms (SN, beta = 0.130, p < 0.05), and finally trust (T, beta = 0.116, p < 0.05). The overall multiple 
regression equation:

PI = 1.289 + 0.328 PU + 0.269 PEOU + 0.102 SN + 0.098 T + e	

Therefore, the study’s hypotheses H1, H2, H3 and H4 are supported by those results. The first 
study hypothesis H1 stated that perceived usefulness positively impact the customer online purchase 
intention. This result support previous studies as well (Cho, Y. & Sagynov, 2015; Faqih, 2013; He et 
al., 2008; Lim et al., 2016; Nathieralbarq, 2014). The second hypothesis H2 assumed that perceived 
ease of use has positive relationship with online purchase intention, which is similar to the results of 
previous studies (Cho, Y. & Sagynov, 2015; Faqih, 2013; Nathieralbarq, 2014). This indicates that the 
customer beliefs that the e-commerce system is free of effort will positively impact his/her intention to 
purchase online. The third hypothesis H3 presents a positive relationship between subjective norms and 
online purchase intention, which means that the opinion of important people related to the customer 
will positively influence his/her intention to online shopping (Figure 4).

This result is also consistent with results of previous studies discussed in the literature (He et 
al., 2008; Laohapensang, 2009; Lim et al., 2016). Finally, the fourth hypothesis H4 demonstrates that 
there is a positive relationship between trust in e-commerce and online purchase intention. This result 
is reported in many previous studies as well (AL-Shukri & Udayanan, 2019; Chin et al., 2009; Cho, 
Y. & Sagynov, 2015; Ganguly et al., 2009; Ling et al., 2010).

4.3.2 Regression Analysis for the Model with the Moderation Effect
Multiple regression a robust statistical technique and most suitable technique to be used when you 
have multiple independent variables and one dependent variable. Based on that, multiple regression 
is suitable for testing the original research model (reported in section 4.3.1). For the moderation 
effect, two major directions can be followed as reported in the literature (Hair at al., 2010; Cohen & 

Table 3. Cronbach’s alpha of major variables

Variable N Number of items Cronbach’s alpha

Purchase Intention (PI) 283 3 0.873

Perceived usefulness (PU) 283 5 0.692

Perceived Ease of Use (PEOU) 283 5 0.784

Subjective Norm (SN) 283 3 0.818

Trust (T) 283 4 0.633

Table 4. Pearson’s Correlation Matrix

variables (PU) (PEOU) (SN) (T) (PI)

Perceived usefulness (PU) 1

Perceived Ease of Use (PEOU) .532** 1

Subjective Norm (SN) .397** .259** 1

Trust (T) .468** .495** .355** 1

Purchase Intention (PI) .580** .510** .370** .441** 1

**. Correlation is significant at the 0.01 level (2-tailed).
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Cohen, 1983). The first is to multiply the moderator with the independent variable in the moderated 
relationship. Such technique generates an extra predictor, where multiple regression is still the best 
technique. The second technique overuses the sample, but gives a comparison between two model 
regression model to see how the two models interact based on the moderator categories.

Based on that, the second regression test considered the moderation influence of payment method, 
on the previously tested relationships. New moderated variables were created by multiplying the 
values of the moderator (payment method) by each independent variable. The multiple regression 
was executed, including all independent variables and all new moderated variables. Results imply 
that the payment method is not a significant moderator of such relationships (Table 6).

4.3.3 Regression Analyses Based on Preferred Payment Method
To further investigate the differences between the two payment methods (credit cards, and cash on 
delivery), multiple regression was executed for each payment method separately.

Table 5. Multiple regression coefficient table

Variables Unstandardized Coefficients Standardized 
Beta

t Sig. 
p

Collinearity Statistics

B Std. Error Tol. VIF

(Constant) 1.289 0.222 5.811 0.000

Perceived usefulness (PU) 0.328 0.054 0.350 6.017 0.000 0.616 1.623

Perceived Ease of Use (PEOU) 0.269 0.066 0.233 4.073 0.000 0.639 1.564

Subjective Norms (SN) 0.102 0.040 0.130 2.557 0.011 0.805 1.242

Trust (T) 0.098 0.047 0.116 2.081 0.038 0.669 1.495

Figure 4. Final research model (without moderation)
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4.3.3.1. Credit Card
This regression test is conducted by selecting only the cases for which the payment method is a credit 
card. The coefficients’ table of regression is shown in Table 7. Results show that the prediction of 
purchase intention is significant and resulted in an R2 = 0.423 (Adjusted R2 = 0.406) with an F = 
25.655 and a p<0.001. This implies that the overall model is significant, and the significant variables 
explained 42.3% of the variance in the intention to purchase through online shopping.

Results also indicate that the four variables are significant predictors for purchase intention. The 
strongest predictor is perceived ease of use (PEOU, beta = 0.299, p < 0.001). Followed by perceived 
usefulness (PU, beta = 0.193, p < 0.05), then subjective norms (SN, beta = 0.172, p < 0.05). Finally 
trust (T, beta = 0.158, p < 0.05). The overall multiple regression equation:

PI = 1.099 + 0.191 PU + 0.379 PEOU + 0.146 SN + 0.135 T +e	

Therefore, the study’s hypotheses H1, H2, H3, and H4 are supported by the results. The results 
are reasonable as the ease of use is expected to be the strongest predictor for the intention to purchase 
when it comes to customers who prefer the credit card payment method. Such customers perceived 
the easiness of the overall shopping process including the payment process as the most important 
predictor. Also, those customers think that using the online shopping systems with the credit card 
improves their performance in shopping. Moreover, they think that the opinion of people who are 
important to them is important. Finally, trust is a significant predictor for them because they use 
their credit card information during the shopping process.

4.3.3.2. Cash on Delivery
Similar to the previous test, only the cases for which the payment method is cash on delivery were 
used, and the regression coefficient table is shown in Table 8. Results show that the prediction of 
purchase intention is significant and resulted in an R2 = 0.409 (Adjusted R2 = 0.391) with an F = 
22.975 and a p<0.001. This implies that the overall model is significant, and the significant variables 
explained 40.9% of the variance in the intention to purchase through online shopping.

Table 6. Multiple regression coefficient - for the moderation effect

Variables Unstandardized 
Coefficients

Stand. 
Beta

t Sig. Collinearity 
Statistics

B Std. 
Error

Tol. VIF

(Constant) 1.304 0.228 5.722 0.000

Perceived usefulness (PU) -0.062 0.182 -0.066 -0.341 0.733 0.05 18.25

Perceived Ease of Use (PEOU) 0.445 0.177 0.384 2.517 0.012 0.08 11.26

Subjective Norms (SN) 0.196 0.135 0.251 1.452 0.148 0.06 14.43

Trust (T) 0.245 0.148 0.291 1.659 0.098 0.06 14.85

Perceived usefulness * Payment Method 
(PU*PM)

0.248 0.110 0.773 2.263 0.024 0.01 56.41

Perceived Ease of Use * Payment 
Method (PEOU*PM)

-0.108 0.104 -0.343 -1.043 0.298 0.01 52.33

Subjective Norms * Payment Method 
(SN*PM)

-0.056 0.080 -0.169 -0.694 0.488 0.03 28.48

Trust *Payment Method (T*PM) -0.110 0.098 -0.271 -1.119 0.264 0.03 28.23
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Results also indicate that only two variables are significant predictors for purchase intention. 
The strongest predictor is perceived usefulness (PU, beta = 0. 488, p < 0.001), followed by perceived 
ease of use (PEOU, beta = 0.184, p < 0.05). On the other hand, subjective norms and trust were not 
significant with p>0.05 for both.

Therefore, the study’s hypotheses H1 and H2 are supported. This means that customers perceived 
the TAM determinants (perceived usefulness and perceived ease of use) as important indicators. While 
H3 and H4 are not supported. This indicates that the subjective norms don’t have a relationship with the 
online purchase intention in this case (i.e., customers who prefer to use the cash on delivery payment 
method don’t think that the opinion of the people who influence them is important). Additionally, 
trust doesn’t have a relationship with the online purchase intention when it comes to customers who 
prefer to pay through cash on delivery payment method. This result is reasonable because when 
customers prefer to pay through cash on delivery, this means that they don’t trust the system enough 
to use their credit card information. Thus, trust is not important to them as they will not be charged 
until they receive and evaluate the products.

5. CONCLUSION, LIMITATION AND FUTURE WORK

This research features two main research questions. The first research question aimed to investigate 
the factors that influence the consumers’ intention to purchase through online shopping in Qatar. 
As e-commerce is gaining momentum for businesses and online shopping became critical with the 
advancement of the needed technologies. Qatar is one of the countries with high GDP and living 
standards. In addition, there is a lack of such researches in the MENA region and specifically in Qatar. 
The Coruna virus ban enforced on Qatari residents, and the blockade situation made it important to 
find ways to benefit from online purchasing channels.

This research was grounded on the Theory of Reasoned Action (TRA), which is one of the most 
significant theories to study user’s acceptance behavior and intention toward information systems 
adoption. The model of this study was established based on a thorough literature review, where four 
factors were included as predictors of the intentions to use online purchasing and online payment 
(perceived usefulness, perceived ease of use, subjective norms, and trust). From the analysis of this 
study and the discussed previous studies, it was concluded that these factors impact e-commerce 
significantly in general and online purchase intentions of the consumers in Qatar in particular.

The second research question aimed to investigate if the payment method moderates the 
relationships between the suggested factors and purchase intention. From the analysis, it was 
concluded that the payment method does not affect any of the proposed relationships. Thus, there is 
no moderation effect.

Further analysis was done to get more insights about the payment method in which the model was 
tested for each payment method separately. Results revealed that for the customers who prefer to use 

Table 7. Multiple regression coefficient – cases for credit card payment method

Variables Unstandardized Coefficients Standardized 
Beta

t Sig.

B Std. Error

(Constant) 1.099 0.337 3.256 0.001

Perceived usefulness (PU) 0.191 0.088 0.193 2.178 0.031

Perceived Ease of Use (PEOU) 0.379 0.105 0.299 3.599 0.000

Subjective Norms (SN) 0.146 0.066 0.172 2.209 0.029

Trust (T) 0.135 0.067 0.158 2.025 0.045
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the credit card, all proposed factors (perceived usefulness, perceived ease of use, subjective norms, 
and trust) significantly affect their intention to purchase through online shopping. On the other hand, 
for customers who prefer to use cash on delivery, only perceived usefulness and perceived ease of 
use significantly affect their intention to purchase through online shopping while subjective norms 
and trust do not have any effect on them.

This study contributes to a better understanding of the factors influencing online purchase intention 
in Qatar. Answering the research questions and reaching the mentioned objectives helped to make this 
study more objective, up-to-date, and valuable. The results of the literature review were confirmed, 
as the similar variables and factors were mentioned in the academic sources of the literature review.

5.1 Recommendations and Implications
This study delivers significant insights with regard to customer’s online purchasing habits in Qatar. 
It offers e-commerce researchers and practitioners various implications. Research focused on the 
predictors of mobile/online payments with no verification to payment methods. Payment methods 
is explored by diverse studies and found to be a significant predictor of adoption (Alkhowaiter, 
2020). The results of moderation failed to indicate a significant influence, but when comparing the 
two samples (based on payment method preference) and as shown in Figure 5, we concluded that 
a major difference exists based on payment method. Qatari residents who use credit card think that 
PU, POUS, trust and SN are major predictors of adoption on online purchasing. On the contrary, for 
cash on delivery users, only PU and PEOU are the significant predictors. It looks like trust influence 

Table 8. Multiple regression coefficient – cases for cash on delivery payment method

Variables Unstandardized Coefficients Standardized 
Beta

t Sig.

B Std. Error

(Constant) 1.504 0.306 4.913 0.000

Perceived usefulness (PU) 0.426 0.069 0.488 6.178 0.000

Perceived Ease of Use (PEOU) 0.196 0.084 0.184 2.338 0.021

Subjective Norms (SN) 0.075 0.049 0.105 1.512 0.133

Trust (T) 0.023 0.071 0.025 0.324 0.746

Figure 5. Comparison between the regression models based on payment methods
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diminishes when subjects use cash on delivery option. They feel that they can buy from any source 
and they will pay money when the product is delivered. This means that trusting a service provider 
is not a big issue.

For practice, the study’s results clearly indicate that online businesses in Qatar should provide 
information about their products and services (Talwar et al., 2020). They should show detailed 
information about the product and well-described characteristics and benefits to have a positive effect 
on perceived usefulness. Moreover, online platforms should be designed, and its constituents should 
be organized in a way to convince people that online shopping helps them save time and money 
compared to traditional shopping. In addition, businesses need to improve customers’ perceptions of 
the website and make it easier to select and compare products or services.

This research also suggests that online businesses need to focus on investing in the design and 
the implementation of their website to ensure its ease of use. Nowadays, all websites are designed 
in a very interactive and creative way, so it is highly important for companies to consider the overall 
interaction and flexibility of their websites. The online shopping platform should be organized in a 
way that possible clients use it without significant efforts as customers do not want to spend a long 
time to understand how to make a purchase. An important part of being easy to use is to have a user-
friendly design, which means that when a particular person sees it, he/she knows what to do to avoid 
focusing on elements that are unrelated to their tasks. Also, they should provide 24/7 support to their 
customers by providing clear and understandable responses within a short-time period.

It is also important to take into consideration the significance of showing repetitive advertising 
messages that will promote online services as a very reliable, high quality, time-saving, and inexpensive 
alternative to traditional shopping. In addition, they should endorse the flexibility, ease of use, and 
interaction with the websites. Marketing messages and campaigns should positively highlight different 
advantages of the utilization of online services. Furthermore, online companies should focus more on 
their reputation, where positive reviews of customer’s relatives or friends (people who are important 
to the customer) are among the main reasons that influence new customers. In this regard, online 
businesses can take the initiative to motivate people by providing different bonuses or gifts to leave 
reviews about the online platform and/or a certain product. Those bonuses might be points that can 
be collected and exchanged with the value of money in the store or with gifts from the store.

Finally, Qatari businesses need to increase the security of their online platforms, as privacy 
concerns are among the main reasons that prevent customers from online shopping. Also, it is vital 
to improve the security of payment through the implementation of new technologies or utilization 
of the assistance of well-known and reputable payment processing platforms (for example, PayPal, 
Authorize.Net, Google Checkout, and many others). Taking into consideration that businesses must 
contribute to increased customer awareness about those platforms and their characteristics as it was 
noticed that customers in Qatar lack awareness about those platforms.

5.2 Limitations and Future Work
This study has some limitations that can provide opportunities for future studies. Future studies can 
be done to improve the study generalizability for the GCC region. Moreover, this study is a cross 
sectional study, where it investigated the intention of customers to shop online at a single point of 
time. However, the intention and perceptions change over time because of many reasons such as the 
increase in individuals’ experiences, changes in the online shopping industry, changes in shopping 
patterns, and the changes in trends and technologies. Thus, longitudinal studies can be conducted to 
have better validation of the research model and provide great insights regarding the research context 
with time.

Another limitation of the study is the new perception and proposition of the payment method as 
a moderator for the relationships assumed in the model. This research failed to support the role of 
payment method as a moderator between the independent variables and purchase intentions. Future 
research might validate such proposition and test with a larger sample. Also, trust can be tested as 
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a moderator for the research relationships (as reported by Abu-Shamaa et al., 2016). Utilization of 
other propositions and models is needed to see which will lead to better prediction.

Furthermore, one of the payment methods was eliminated from this study due to the small 
number of cases related to it. This payment method is the third-party payment method (i.e. PayPal). 
Therefore, the study was tested using only two payment methods, including credit cards and cash 
on delivery. Future studies might be conducted using a more suitable sampling technique to ensure 
the satisfactory inclusion of respondents who use and prefer the third-party payment method. Also, 
another study might be conducted as well to investigate customers’ perceptions toward the payment 
methods and the reasons behind not preferring the third-party method.

Examining other potential moderators such as demographic-related factors could form another 
interesting research line to investigate. For example, one can argue that online purchase intention 
would vary among different genders.

This research provides guidelines for future researchers related to the online purchase intention 
for customers in Qatar. As the number of launched online stores that target the region are increasing. 
Such type of research and studies are becoming essential for the companies and customers’ benefits. 
Many studies can be conducted in the same field to improve the findings and explore more variables 
and conclusions which will enhance the online businesses in the country.

Conflicts of Interest 
We wish to confirm that there are no known conflicts of interest associated with this publication and 
there has been no significant financial support for this work that could have influenced its outcome.

Funding Statement 
No funding was received for this work. 

Process Dates:
Received: April 9, 2020, Revision: December 26, 2020, Accepted: January 25, 2021 

Corresponding Author: 
Correspondence should be addressed to Emad Abu-Shanab; abushanab.emad@gmail.com



International Journal of E-Business Research
Volume 17 • Issue 3 • July-September 2021

19

REFERENCES

Abu-Shamaa, R., Abu-Shanab, E., & Khasawneh, R. (2016). Payment Methods and Purchase Intention from 
Online Stores. International Journal of E-Business Research, 12(2), 31–44. doi:10.4018/ijebr.2016040103

Abu-Shanab, E. (2014). Antecedents of trust in e-government services: An empirical test in Jordan. Transforming 
Government: People, Process and Policy, 8(4), 480–499. doi:10.1108/TG-08-2013-0027

Abu-Shanab, E., & Musleh, S. (2018). The Adoption of Massive Open Online Courses: Challenges and Benefits. 
International Journal of Web-Based Learning and Teaching Technologies, 13(4), 62–76.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50, 
179–211. doi:10.15288/jsad.2011.72.322

Al-Dwairi, R., Abu-Shanab, E., & Daradkeh, M. (2018). A Framework for Antecedents of Trust in social 
Commerce. International Journal of Enterprise Network Management, 9(3/4), 333–351.

Alkhowaiter, W. (2020). Digital payment and banking adoption research in Gulf countries: A systematic literature 
review. International Journal of Information Management, 53(1), 1–15.

Al-Maghrabi, T., & Dennis, C. (2011). What drives consumers’ continuance intention to e-shopping?: Conceptual 
framework and managerial implications in the case of Saudi Arabia. International Journal of Retail & Distribution 
Management, 39(12), 899–926. doi:10.1108/09590551111183308

Al-Shukri, H. K. H., & Udayanan, S. (2019). Factors Influencing Online Shopping Intention: A study among 
online shoppers in Oman. International Journal of Academic Research in Business & Social Sciences, 9(3), 
691–708. doi:10.6007/ijarbss/v9-i3/5736

Athapaththu, J. C., & Kulathunga, K. M. S. D. (2018). Factors affecting online purchase intention: A study 
of Sri Lankan online customers. International Journal of Scientific and Technology Research, 7(9), 120–128.

Bahaddad, A. A., Houghton, L., & Drew, S. (2013). Attracting Customer in Saudi Arabia to Buy from Your 
Business Online. International Journal of Business and Management, 8(7), 65–81. doi:10.5539/ijbm.v8n7p65

Bhuian, S. N., Al-Share, K. A., Muzaffar, A. A., Ahmed, H., Ghaida, R. A., & Dorgham, R. (2013). Consumer 
online shopping attitude–intention and their determinants in Qatar. International Journal of Electronic Finance, 
7(2), 146–160.

Casado-Aranda, L. A., Liébana-Cabanillas, F., & Sánchez-Fernández, J. (2018). A Neuropsychological Study 
on How Consumers Process Risky and Secure E-payments. Journal of Interactive Marketing, 43, 151–164. 
doi:10.1016/j.intmar.2018.03.001

Cheng, Y. W., Hsu, S. Y., & Lo, C. P. (2017). Innovation and imitation: Competition between the US and China 
on third-party payment technology. Journal of Chinese Economic and Foreign Trade Studies, 10(3), 252–258. 
doi:10.1108/JCEFTS-05-2017-0012

Chin, A. J., Wafa, S. A. W. S. K., & Ooi, A.-Y. (2009). The Effect of Internet Trust and Social Influence towards 
Willingness to Purchase Online in Labuan, Malaysia. International Business Research, 2(2), 72–81. doi:10.5539/
ibr.v2n2p72

Cho, Y., & Sagynov, E. (2015). Exploring Factors That Affect Usefulness. International Journal of Management 
& Information Systems, 19(1), 21–56.

Cohen, J., & Cohen, P. (1983). Applied Multiple Regression/Correlation Analysis for the Behavioral Sciences. 
Lawrence Erlbaum Associates, Inc.

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information 
Technology. Delle Vicende Dell’agricoltura in Italia. Studio e Note Di C. Bertagnolli, 13(3), 319–340. 
doi:10.5962/bhl.title.33621

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User Acceptance of Computer Technology: A Comparison 
of Two Theoretical Models. Management Science, 35(8), 982–1003. doi:10.1287/mnsc.35.8.982

Business Dictionary. (2019). Retrieved in March 2019 from: http://www.businessdictionary.com/definition/
payment-method.html

http://dx.doi.org/10.4018/ijebr.2016040103
http://dx.doi.org/10.1108/TG-08-2013-0027
http://dx.doi.org/10.15288/jsad.2011.72.322
http://dx.doi.org/10.1108/09590551111183308
http://dx.doi.org/10.6007/ijarbss/v9-i3/5736
http://dx.doi.org/10.5539/ijbm.v8n7p65
http://dx.doi.org/10.1016/j.intmar.2018.03.001
http://dx.doi.org/10.1108/JCEFTS-05-2017-0012
http://dx.doi.org/10.5539/ibr.v2n2p72
http://dx.doi.org/10.5539/ibr.v2n2p72
http://dx.doi.org/10.5962/bhl.title.33621
http://dx.doi.org/10.1287/mnsc.35.8.982
http://www.businessdictionary.com/definition/payment-method.html
http://www.businessdictionary.com/definition/payment-method.html


International Journal of E-Business Research
Volume 17 • Issue 3 • July-September 2021

20

Escobar-Rodríguez, T., & Carvajal-Trujillo, E. (2013). Online drivers of consumer purchase of website airline 
tickets. Journal of Air Transport Management, 32, 58–64. doi:10.1016/j.jairtraman.2013.06.018

Fabre, C., Malauzat, A.-L., Sarkis, C., Dhall, T., & Ghorra, J. (2019). E-commerce in MENA: Opportunity 
Beyond the Hype. Retrieved November 10, 2019, from https://www.bain.com/insights/ecommerce-in-MENA-
opportunity-beyond-the-hype/

Faqih, K. M. (2013). Exploring the Influence of Perceived Risk and Internet Self-Efficacy on Consumer Online 
Shopping Intentions: Perspective of Technology Acceptance Model. International Management Review, 9(1), 
68–78.

Fayad, R., & Paper, D. (2015). The Technology Acceptance Model E-Commerce Extension: A Conceptual 
Framework. Procedia Economics and Finance, 26(961), 1000–1006. doi:10.1016/s2212-5671(15)00922-3

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory and 
Research. Addison-Wesley Publishing Company Reading.

Ganapathi, P., & Abu-Shanab, E. (2020). Customer Satisfaction with Online Food Ordering Portals in Qatar. 
International Journal of E-Services and Mobile Applications, 12(1), 57–79.

Ganguly, B., Dash, S. B., & Cyr, D. (2009). Website characteristics, Trust and purchase intention in online 
stores: -An Empirical study in the Indian context. Journal of Information Science and Technology, 6(2), 1–10.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in Online Shopping: An Integrated Model. 
Management Information Systems Quarterly, 27(1), 51–90. doi:10.1021/es60170a601

Habibi, R., & Hajati, Z. (2015). Trust in e-commerce. International Journal of Innovation and Applied Studies, 
10(3), 917.

Hair, J. F. J., Anderson, R. E., Babin, B. J., & Black, W. C. (2010). Multivariate data analysis: a global perspective. 
Pharmaceutical Quality by Design: A Practical Approach. doi:10.1002/9781118895238.ch8

Hamid, A. A., Razak, F. Z. A., Bakar, A. A., & Abdullah, W. S. W. (2016). The Effects of Perceived Usefulness 
and Perceived Ease of Use on Continuance Intention to Use E-Government. Procedia Economics and Finance, 
35(October), 644–649. 10.1016/s2212-5671(16)00079-4

Hassan, A., & Abu-Shanab, E. (2020). Exploring the Factors Affecting Users’ Satisfaction with Metrash2 System. 
International Journal of Electronic Government Research, 16(1), 18–39.

He, D., Lu, Y., & Zhou, D. (2008). Empirical Study of Consumers’ Purchase Intentions in C2C Electronic 
Commerce. Tsinghua Science and Technology, 13(3), 287–292. doi:10.1016/S1007-0214(08)70046-4

Hong, I. B., & Cha, H. S. (2013). The mediating role of consumer trust in an online merchant in predicting purchase 
intention. International Journal of Information Management, 33, 927–939. doi:10.1016/j.ijinfomgt.2013.08.007

Lai, P. (2017). the Literature Review of Technology Adoption Models and Theories for the Novelty 
Technology. Journal of Information Systems and Technology Management, 14(1), 21–38. doi:10.4301/s1807-
17752017000100002

Laohapensang, O. (2009). Factors influencing internet shopping behaviour: A survey of consumers in Thailand. 
Journal of Fashion Marketing and Management, 13(4), 501–513. doi:10.1108/13612020910991367

Law, M., Kwok, R. C. W., & Ng, M. (2016). An extended online purchase intention model for middle-aged 
online users. Electronic Commerce Research and Applications, 20, 132–146. doi:10.1016/j.elerap.2016.10.005

Lee, Y., Kozar, K. A., & Larsen, K. R. T. (2003, January). The Technology Acceptance Model: Past, Present, 
and Future. Communications of the Association for Information Systems, 12. Advance online publication. 
doi:10.17705/1cais.01250

Lim, Y. J., Osman, A., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016). Factors Influencing Online 
Shopping Behavior: The Mediating Role of Purchase Intention Yi. Academic Press.

Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping Orientations, Online Trust and Prior 
Online Purchase Experience toward Customers’ Online Purchase Intention. International Business Research, 
3(3), 63. doi:10.5539/ibr.v3n3p63

http://dx.doi.org/10.1016/j.jairtraman.2013.06.018
https://www.bain.com/insights/ecommerce-in-MENA-opportunity-beyond-the-hype/
https://www.bain.com/insights/ecommerce-in-MENA-opportunity-beyond-the-hype/
http://dx.doi.org/10.1016/s2212-5671(15)00922-3
http://dx.doi.org/10.1021/es60170a601
http://dx.doi.org/10.1002/9781118895238.ch8
http://dx.doi.org/10.1016/S1007-0214(08)70046-4
http://dx.doi.org/10.1016/j.ijinfomgt.2013.08.007
http://dx.doi.org/10.4301/s1807-17752017000100002
http://dx.doi.org/10.4301/s1807-17752017000100002
http://dx.doi.org/10.1108/13612020910991367
http://dx.doi.org/10.1016/j.elerap.2016.10.005
http://dx.doi.org/10.17705/1cais.01250
http://dx.doi.org/10.5539/ibr.v3n3p63


International Journal of E-Business Research
Volume 17 • Issue 3 • July-September 2021

21

Ministry of Transport and Communications. (2019). Qatar e-commerce portal. Retrieved December 29, 2019, 
from http://www.ecommerceqatar.qa

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of Factors Affecting on Customers Purchase 
Intention Case Study : The Agencies of Bono Brand Tile in Tehran. Journal of Multidisciplinary Engineering 
Science and Technology, 2(1), 267–273.

Nanehkaran, Y. A. (2013). Introduction to Electronic Commerce. International Journal of Scientific & Technology 
Research, 2(4), 190–193. doi:10.1007/978-1-4471-3018-5_6

Nathieralbarq, A. (2014). An Empirical Investigation to Validate the Technology Acceptance Model (TAM) in 
Explaining Intentions to Shop Online in Saudi Arabia Using SEM. Academic Press.

Oni, A. A., Oni, S., Mbarika, V., & Ayo, C. K. (2017). Empirical study of user acceptance of online political 
participation: Integrating Civic Voluntarism Model and Theory of Reasoned Action. Government Information 
Quarterly, 34(2), 317–328. doi:10.1016/j.giq.2017.02.003

PayPal Inc. (2019). PayPal. Retrieved December 26, 2019, from https://www.paypal.com/qa/webapps/mpp/about

Raman, P. (2019). Understanding female consumers’ intention to shop online: The role of trust, convenience 
and customer service. Asia Pacific Journal of Marketing and Logistics, 31(4), 1138–1160. doi:10.1108/
APJML-10-2018-0396

Rootman, C., & Krüger, J. (2020). Increasing Customer Adoption of the Mobile Payment Technology Zapper 
in South Africa. Journal of African Business, 21(4), 509–528.

Schnalla, R., Higginsa, T., Brownb, W., Carballo-Dieguezc, A., & Bakkena, S. (2015). Trust, Perceived Risk, 
Perceived Ease of Use and Perceived Usefulness as Factors Related to mHealth Technology Use Rebecca. Studies 
in Health Technology and Informatics, 216, 467–471. doi:10.1016/j.physbeh.2017.03.040 PMID:26262094

Soundararajan, G. (2018). Impact of E-Commerce on Global Business and Opportunities - A Conceptual Study. 
Eurasian Journal of Analytical Chemistry, 13(SP), 96–98. 

Talwar, S., Dhir, A., Khalil, A., Mohan, G., & Islam, N. (2020). Point of adoption and beyond. Initial trust and 
mobile-payment continuation intention. Journal of Retailing & Consumer Services, 55, 1-12.

Xu, Q., & Riedl, R. (2011). Understanding Online Payment Method Choice: An Eye-Tracking Study. International 
Conference on Information Systems 2011, ICIS 2011, 2.

Zahid, H., & Din, B. H. (2019). Determinants of intention to adopt e-government services in Pakistan: An 
imperative for sustainable development. Resources, 8(3), 128. doi:10.3390/resources8030128

Lubna Alkailani is an MBA graduate of Qatar University.

Emad A. Abu-Shanab (Prof.) earned his PhD in business administration in the MIS area from Southern Illinois 
University – Carbondale, USA, his MBA from Wilfrid Laurier University in Canada, and his Bachelor degree in civil 
engineering from Yarmouk University (YU) in Jordan. His research interest in areas like E-government, technology 
acceptance, E-marketing, E-CRM, Digital divide, e-CRM, IT project management, and E-learning. Published many 
articles in journals and conferences, and authored three books in e-government, and few book chapters. Dr. Abu-
Shanab worked as an assistant dean for students’ affairs, quality assurance officer in Oman, and the director of 
Faculty Development Center at YU. He is a professor in the MIS Department and was the department chair. Now 
Prof. Abu-Shanab works at Qatar University in the accounting and Information Systems Department.

http://www.ecommerceqatar.qa
http://dx.doi.org/10.1007/978-1-4471-3018-5_6
http://dx.doi.org/10.1016/j.giq.2017.02.003
https://www.paypal.com/qa/webapps/mpp/about
http://dx.doi.org/10.1108/APJML-10-2018-0396
http://dx.doi.org/10.1108/APJML-10-2018-0396
http://dx.doi.org/10.1016/j.physbeh.2017.03.040
http://www.ncbi.nlm.nih.gov/pubmed/26262094
http://dx.doi.org/10.3390/resources8030128

