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ABSTRACT

This study explores the behavior of buyers in Saudi Arabia. Primarily, buyers who
are using Instagram to purchase from new types of e-businesses; businesses that use
Instagram as their only platform for commerce. The objectives include, help achieve a
better understanding of Saudi consumers, suggest how social media businesses can better
design their business accounts to promote trust and increase their customer base, help
direct future government, public, or private investments, and to participate in reaching the
goals and objectives of Vision 2030 in the country. Based on existing literature and
theories related to buyer behaviour, including the theory of planned behavior, and the
impulse buying behaviour, an online survey was distributed to Saudi Instagram users, to
investigate the factors that affect their purchasing decision process with relation to e-
commerce businesses that are based on Instagram. 530 participants took part in this
study, and it was found that some demographic factors play a role in encouraging the
purchasing act, while impulse buying factors do not seem to make a big difference. In
addition, factors related to brand trust, product features, customer service, and payment
methods are the core elements that drive the consumers in Saudi Arabia to buy from these

businesses.
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CHAPTER 1 INTRODUCTION

1.1 RESEARCH PURPOSE AND MOTIVATION

After the emergence of social media platforms, they started to gain an enormous
popularity among internet users all over the world, and opened doors for new business
models for e-commerce named social commerce (Hajli, 2015; Liang & Turban, 2011;
Rad & Benyoucef, 2011; Sheikh, Islam, Rana, Hameed, & Saeed, 2017). Social
commerce refers to the use of online social platforms to facilitate e-commerce activities
and transactions (Gibreel, AlOtaibi, & Altmann, 2018; Liang & Turban, 2011; Sheikh et
al., 2017).

In Saudi Arabia, e-commerce is becoming more and more popular every day. For
instance, in 2016, total spending in B2C e-commerce was SAR 29.7 billion, and the
number 1s growing each year (Communications and Information Technology
Commission, 2017). This big adoption by the Saudi consumers for e-commerce drove the
government to establish many new initiatives with objectives to support the growth and
development of e-commerce in the country, such as the National Transformation Program
(NTP) as part of the Vision 2030 and Maroof service, which will be explained in detail in
the next chapter (Communications and Information Technology Commission, 2017;
Maroof, n.d.; Vision 2030, 2016). All of that attention to e-commerce has resulted in
Saudi having an index score of 69, giving it a ranking of 46th out of 144 countries as per
the UNCTAD rankings for the level of progression of e-commerce in the country
(UNCTAD, 2017).

Furthermore, social media usage is noticing a remarkable increase in Saudi
Arabia, where it has been reported that in January 2018, the number of active social
media users was 25 million users, which represents a 75% penetration rate (We Are
Social, 2018). Moreover, when it comes to Instagram usage in particular, Saudi Arabia
people are ranked number one in the Middle East and North Africa region (MENA
region). This represents 29% out of the 63 million Instagram users in the MENA region
(Hisham, 2017).



Following the strong engagement of Saudi consumers in online shopping and
social media usage a new form of online shopping was introduced. This new
phenomenon could be a variation of social commerce as it is presented in using social
media platforms (Instagram mostly) as the main medium for commerce. In other words,
online small and medium businesses started to use Instagram as their main portal for the
delivery of their product as it is free of any set up and maintenance charges. These
businesses are becoming very popular to the point that the government started to support
them through some of the aforementioned services (Communications and Information
Technology Commission, 2017).

The main objective of this research is to investigate the factors that encourage
consumers in Saudi Arabia to purchase when they interact with businesses that are built
primarily on Instagram in order to help achieve a better understanding of Saudi
consumers, suggest how social media businesses can better design their business accounts
to promote trust and increase their customer base, help direct future government, public,
or private investments, and to participate in reaching the goals and objectives of Vision

2030 in the country. This study aims to address the following question:

» Customer demographics / personal characteristics:

e [sthere a relationship between gender, income, age, education level, and
location of living (big cities or rural areas) with buying from Instagram
based businesses?

e Does the frequency of Instagram usage increase the intention to buy from
Instagram based businesses?

e Isthere an impulsive factor that drives consumers in Saudi Arabia to buy

from businesses on Instagram?

» Instagram environmental attributes:
e Is there a relationship between brand trust, product attribute, customer
service, and payment method with customer motivation to buy from

businesses on Instagram?



1.2 DOCUMENT STRUCTURE

This thesis is composed of five chapters and they are arranged as follows. Chapter
two will lay down all needed foundations of related information to this topic. Chapter
three explains all the details related to the methodology used to conduct this study.
Chapter four will present the analysis and results of the responses for survey questions.
Lastly, in chapter five, a summary of all the steps that were done to undertake the study, a
discussion that highlights the importance and implications of this research,

recommendations, limitations faced, and future work suggestions will be provided.



CHAPTER 2 BACKGROUND AND RELATED

INFORMATION

Consumer behaviour has been studied from different perspectives. Understanding
behaviour was an interesting topic for scholars long before the internet age. Until now,
researchers are still trying to understand why people behave the way they do in different
situations. The purpose of this study is to determine the factors that influence consumers’
decisions in Saudi Arabia to buy from Instagram based businesses. In this chapter, an
overview of Saudi Arabia including economic, social, and technological aspects will be
provided. In addition, electronic commerce, social commerce, and online consumer
behaviour will be discussed in general and with relation to the Saudi market and Saudi
consumers. Theories explaining behaviour that are used in the context of this study will

also be examined.

2.1 ELECTRONIC COMMERCE & SOCIAL COMMERCE

Electronic commerce, also known as e-commerce or e-business is defined as
using electronic communications to conduct transactions of goods and/or services.
Despite gaining public recognition in the past 20 years, electronic commerce has been
around for over 50 years (Becker, 2007; Wigand, 1997). Electronic commerce started to
be used in business vocabulary since the 1970s. Business-to-business (B2B) and
business-to-consumer (B2C), are the two main types of e-commerce. B2B electronic
commerce is when companies perform any business transaction with their suppliers,
distributors, or partners. In contrast, in B2C electronic commerce, companies sell their
products and/or services to their consumers (Becker, 2007) and that is the focus for this
paper. Revenue-wise, B2B is the dominant form of e-commerce even though B2C is the
form of e-commerce that is mostly known to people (Becker, 2007). However, online
retail (or B2C) sales are growing rapidly all around the world including an enormous
growth in Saudi Arabia, which will be explored further in this section. For instance,

global e-commerce retail sales reached 2.3 trillion USD in 2017 and are expected to grow



to 4.88 trillion USD in 2021 (Fang, Wen, George, & Prybutok, 2016; Garcia, 2018;
Statista, 2018). Figure 2.1 below shows previous and forecast e-commerce retail sales

worldwide in the period 2014 to 2021.

FIGURE 2.1 WORLDWIDE E-COMMERCE RETAIL SALES FROM 2014 TO
2021
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The introduction of electronic commerce has helped all commercial entities that
wanted to expand their scope and enter a new market that was not available before. It
allows a new addition to any business that adopts these new forms of communication and
information technologies that may change the business process, organizational structure,
and improve the competitive advantage of the business (Laudon & Traver, 2016; Wigand,
1997). Nowadays, some institutes, who in this context are mostly home-based or personal
services small/medium businesses, are using the web as their only market without any
physical existence.

Moreover, e-commerce has transformed the internet from static to more dynamic
with the increased demand for interactive pages that enable the user to be part of the
commerce processes. Creating and controlling such an interactive medium has induced
the creation of Web 2.0 technologies, which has provided web developers with more

tools that helped them in content creation, distribution, and utilization. This, in turn,



provided the basis for the “prosumer era”, where the consumer is becoming a producer by
being able to be a part of the development process for products or services (Gibreel et al.,
2018; Hajli, 2015; Wigand, 1997).

The development of Web 2.0 technologies and online social infrastructure have
brought a new transition to e-commerce. The emergence of deferent online social media
platforms (e.g., YouTube, Instagram, Facebook), wikis, and blogs has dramatically
increased web collaboration. These social networking sites have gained massive
popularity among internet users, and opened the doors for new business models for e-
commerce named social commerce (Hajli, 2015; Liang & Turban, 2011; Rad &
Benyoucef, 2011; Sheikh et al., 2017). Social commerce or social business is considered
a part of e-commerce that builds on the users’ experience of e-commerce. It essentially
refers to using online social platforms to facilitate e-commerce activities and transactions
(Gibreel et al., 2018; Liang & Turban, 2011; Sheikh et al., 2017). Stephen and Toubia
(2010) defined social commerce as online social platforms that allow users to participate
in marketing and referral processes for products and/or services on online communities
and marketplace. It is important to mention that social commerce shows the sense
of community participation and socioeconomic effect on e-commerce as these social sites
bring individuals who have similar interests together and provide them with the
opportunity to interact, collaborate, and advise each other to find certain commodities and
buy them (Hajli, 2015; Liang & Turban, 2011; Sheikh et al., 2017). Simply put, social
commerce is a combination of users’ social and commercial activities (Gibreel et al.,
2018; Liang & Turban, 2011; Sheikh et al., 2017). In Saudi Arabia, research reveals an
increase in the adoption of electronic and social commerce driven by the transformation

in the political, economic, technological, and social landscape as discussed below.

2.1.1 OVERVIEW OF SAUDI ARABIA

Kingdom of Saudi Arabia was founded in 1932 by King Abulaziz Al-Saud (EIU
Digital Solutions, 2018; Marketline, 2018). Saudi Arabia covers most area of the Arabian
Peninsula; an area of approximately 2.15 million square kilometers, with a total
population of 32,552,336 in 2017, 20,408,362 of which are Saudi nationals, with the rest
being residents from other nationalities (General Authority for Statistics, 2018). Although



Arabic is the primary language in Saudi Arabia, English is commonly used and
considered to be as a second language as it is taught as a mandatory second language at
schools (Mahboob & Elyas, 2007). Thus, our research was conducted in both Arabic and
English languages to ensure that all members of the target population had equal
opportunities for participation.

Islam is the main religion in Saudi and Islamic law or Sharia is followed. Since
2015, King Salman Al-Saud has been the head of Saudi Arabia. King Salman's son,
Mohammad bin Salman was given the position of the crown prince in 2017. Since then,
he has been making astonishing changes to improve the economy of Saudi Arabia with
the development and implementation of the Vision 2030 plan (EIU Digital Solutions,
2018; Marketline, 2018).

Vision 2030 represents the future goals and expectations for Saudi Arabia in three
main areas. Initially, recognizing that Saudi Arabia as the central hub for the Arabic and
Islamic worlds, since it is blessed by having two of the most important holy mosques in
the two sacred cities of Mecca and Medina, to which millions of Muslims all around the
world are coming yearly to perform the Hajj (pilgrimage) or to visit and pray. The vision
is to facilitate these visits further for all Muslims to ensure that any of them have the
chance to come and perform their Islamic duty (hajj) (Al-Saud, n.d.). Secondly,
Mohammad bin Salman wants Saudi to become a “global investment powerhouse” (Al-
Saud, n.d., para. 4). He wants to diversify the economy of Saudi by stopping to rely
solely on oil production and starting to invest in the other natural and human resources
that Saudi has. Lastly, the plan involves using the unique position of Saudi Arabia - that
is in the middle of three continents, Asia, Africa, and Europe - to become a gateway and a
trade center to the world (Al-Saud, n.d.). These Vision 2030 elements, especially the ones
related to diversifying the economy, are critical to our understanding of the current

Instagram based business environment in Saudi as discussed below.

2.1.1.1 Economy of Saudi Arabia
The Saudi economy has been growing consistently in the period 2008 — 2013.
However, there was a significant decline starting in 2014 related to the drop in oil prices.

The economy in Saudi Arabia is highly dependent on oil production. With the Vision



2030, the government of Saudi started to increase their focus in other economic activities
to reduce the reliance on oil. For instance, they are progressively encouraging the growth
of the private sector (Marketline, 2018). Some steps have already been implemented to
help Saudis who want to start an online business which will be discussed in the following
sections.

Another goal for the Saudi government is to increase employment opportunities,
which has been a big challenge for the Saudi Arabian government. A report by the World
Bank showed that around 37% of the youth in Saudi Arabia were unemployed by the end
of 2017 (Marketline, 2018). The high levels of unemployment can be explained by low
education levels as well as societal norms that are deemed conservative and discouraging
to women joining the workforce. In addition, most of Saudis who have home-based small
businesses established with the help of social media do not need to have commercial
registration, which can help explain the high unemployment numbers. Otherwise,
unemployment could be one of the reasons that influenced people in Saudi Arabia to
explore new inexpensive ways to build a business such as using social media channels for

commerce.

2.1.1.2 Social Landscape of Saudi Arabia

The social development in Saudi Arabia is not keeping up with the same rhythm
as the economic development. Saudi Arabian society is still considered to be
conservative. For instance, due to the Saudi laws and more traditional society, women
rights are still limited and their participation in the labor force is low. Overall, 70.5% of
the Saudi population are people within the working age group 15 — 65 years old, and the
lack of opportunities for youth is a critical concern for the Saudi government (Marketline,
2018). Having this huge number of young populations and low employment rates may
have triggered the population to search for new ways to increase their income, perhaps
through the utilization of Instagram, something that is free and familiar for most of the
society. This is one of the motives for conducting this study; to start the investigation in
this area to gain better understanding of these businesses and the consumers who are
driven to them. However, the Saudi government is making some serious changes to

resolve many of the existing social issues. Since 2015, women started to gain some of



their rights such as the right to participate in elections, voting, and decision making. As
well, women gained their right to drive in 2017, and to be able to work in different
employment sectors they were not allowed to work in before, such as being a
policewoman (Marketline, 2018).

More importantly, since the five-year development plan during the period 1985 —
1990 the Saudi government has implemented a strong social security system (Marketline,
2018). This program ensures a social welfare for the Saudi citizens. For instance, Saudi
citizens and businesses pay no tax on income, but they are accountable for paying 2.5%
of their yearly net worth as zakat (Islamic tax on wealth) that should go to less fortunate
people in the country. However, a value-added tax (VAT) at a rate of 5% took effect in
January 2018, which is still considered to be low compared to other countries. Non-Saudi
businesses, on the other hand, are required to pay a corporation tax up to 20% maximum.
Moreover, Saudis are eligible for mortgage loans with low-interest rates to allow them to
build houses in a more convenient way (EIU Digital Solutions, 2018; Marketline, 2018).

Many plans have also been put in place to raise the standards of living for the
most disadvantaged parts of the Saudi society, especially people living in villages and
rural areas (EIU Digital Solutions, 2018; Marketline, 2018). A significant progress has
been noticed since 2018 as the government allocated SAR 192 billion to improve
education, and SAR 147 billion to improve healthcare and social development all over
the country (Marketline, 2018). In addition, policies are changing for the promotion of
Saudization, to limit the dependence on immigrant population and invest in Saudi
nationals. Thus, as presented in this section, the prevalent feeling of a strong social and
financial security among the citizens might be a strong factor influencing buyer

behaviour in the Saudi Arabian online marketplace.

2.1.1.3 Technology, Telecommunication, and Internet in Saudi Arabia

Recently, the country announced Vision 2030 plans for diversifying the economy
and started focusing more on technology to create a digital infrastructure for the kingdom
to boost all related sectors. The tenth plan for development in the period 2015 —2019
seeks to improve the services sector in the country with particular attention to technology

and communication. The government is encouraging all public and private organizations,



besides academics, to invest in research, development, and innovation that revolves
around science and technology, and the future predictions point to growth in this sector.
One example is that the Saudi government started to increase their investment in this
sector to reach 3% of total GDP in 2020 (Marketline, 2018). These trends suggest the
need for further research that is focused around the use of technology in Saudi Arabian
market, as this study does, to help direct future government, public, or private
investments and participate in reaching the goals and objectives of Vision 2030.

With regard to the telecom sector, the governing body that is responsible for
providing and managing all policies is the Ministry of Communications and Information
Technology. Saudi citizens are very active when it comes to communication technologies
and internet use. Having a collectivistic society might be the reason behind their interest
of being connected with others (Sheikh et al., 2017). It is worth mentioning that in 2016,
fixed telephone lines accounted for 3.84 million lines, and the number of broadband
services subscribers reached 3.5 million. Importantly, during the same year the number of
mobile subscribers was 50.7 million which represent a 157.6% penetration rate.
Furthermore, the introduction of ADSL (asymmetric digital subscriber line) service in
2001 by STC (Saudi Telecom Company), has reduced internet usage costs, which in turn
increased the number of internet users (Communications and Information Technology
Commission, 2017; Marketline, 2018). In 2018, the number of active internet users in
Saudi Arabia was around 30.25 million users, that constitutes around 91% of the
population (We Are Social, 2018). Thus, convenient internet access has facilitated the
engagement of Saudi population in all online activities, including online shopping and
building online businesses. The following sections will present some numbers that

illustrate this involvement.

2.1.2 ELECTRONIC COMMERCE IN SAUDI ARABIA

In the late nineties the government established an e-commerce committee
responsible for implementing the e-commerce infrastructure (Bahaddad, Houghton, &
Drew, 2013), a move that has resulted in significant growth in e-commerce activities in
the country. For instance, in 2016, total spending in B2C e-commerce was SAR 29.7

billion, and that number was expected to grow by 20% in the coming few years
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(Communications and Information Technology Commission, 2017). As predicted by the
Communications and Information Technology Commission (2017), considering the size
of the Saudi e-commerce market and consumers' growing appetite for online shopping, e-
commerce companies are projected to increase their investment into the foreseeable
future. Moreover, the Saudi Arabian government is now focusing more on the
development of e-commerce to help achieve Vision 2030 goals for creating a more
diverse economy, appealing environment for investors, entrepreneurship, and
employment. This is evidenced by their current stated goal to improve B2B and B2C e-
commerce index ranking on UNCTAD by the end of 2020 (Communications and
Information Technology Commission, 2017; Vision 2030, 2016).

FIGURE 2.2 UNCTAD E-COMMERCE READINESS RESULTS —2017
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In 2017, the United Nations Conference on Trade and Development (UNCTAD)
conducted a study worldwide, investigating a country’s readiness to engage in e-
commerce activities. Four parameters that signify the level of progression of e-commerce

for a country were evaluated. These parameters were internet usage penetration, secure
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servers, banking penetration, and postal reliability. With an index score of 69, Saudi
Arabia ranked 46™ out of 144 countries included in the study. Saudi score is in the same
range as Italy and Russia and higher than China and India (see Figure 2.2). Notably, from
2016 to 2017 Saudi Arabia's ranking improved in two areas, postal reliability and internet
penetration. Postal reliability results increased from 69 to 75 and internet penetration
results increased from 64 to 74 (Communications and Information Technology
Commission, 2017; UNCTAD, 2017). These scores coupled with the government
initiatives mentioned above, help in explaining the rapid advancement in e-commerce in
Saudi Arabia, thus, there is a strong need for further research to understand Saudi
consumers more.

Further, the government established the National Transformation Program (NTP)
as part of the Vision 2030 with objectives to support the growth and development of e-
commerce in Saudi Arabia. These objectives include: development of telecommunication
infrastructure, enhancing logistics sector (i.e., transforming Saudi Post to a
commercialized company), increasing the easiness of conducting business by
encouraging retailers to adopt e-commerce and promoting national e-commerce start-ups,
as well as, opening new domestic and international growth opportunities for local
industries such as home-based retailers (i.e. Instagram based businesses). In addition, one
of NTP’s essential objectives is promoting fair trade by solidifying the policies that
protect consumer rights and creating awareness among consumers about their rights.
Lastly, NTP is promoting the importance of adopting innovation and entrepreneurship,
especially ones that are related to technology (Communications and Information
Technology Commission, 2017; Vision 2030, 2016).

One example of the efforts mentioned above was evident in 2016 when the
Ministry of Commerce and Investment in Saudi Arabia released a new free website-based
service called “Maroof” which means “known” in English. Maroof is designed to
evaluate and approve Saudi e-commerce businesses in any form (i.e., businesses that are
website based, Instagram or Social media based, or mobile application based). This
movement is expected to become one of the most excellent ways to increase the
reliability and therefore trust for businesses who register at Maroof. Both seller and buyer

involved in e-commerce benefit from such service. Consumers are able to identify
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trustworthy businesses easily. They also have the ability to leave their comments and
evaluation for any e-business on Maroof. In addition, registering a business at Maroof
would save a lot of marketing expenses and effort for business owners, as Maroof
facilitates an easy access to Saudi community, and provide them with marketing
opportunity on Maroof platform. Business owners can add all of their information and
social media accounts on Maroof to enhance their communication with the consumer and
reduce fraud. Finally, businesses who have or decide to issue their Commercial
Registration (CR) are awarded Maroof’s Golden Certificate (Maroof, n.d.; Ministry of
Commerce and Investment, 2016).

Not surprising, Saudi Arabian government efforts discussed above have resulted
in remarkable increases in e-commerce participation in the country. For example, a study
conducted by Communications and Information Technology Commission (CITC) in 2017
revealed a strong engagement of Saudi consumers toward online shopping. The study
was based on 454 participants in Saudi Arabia who had shopped online at least once
before. 89% (397 participants) of the participants had shopped online in the past 12
months, which indicated an increasing shift in online shopping’s favor. Regarding the
purchases that these 379 participants had made in the past 12 months, 86% of them were
from e-commerce companies that are located in Saudi Arabia, 65% were from companies
that are based in one of the Gulf Cooperation Council (GCC) countries, and 49% from
companies located elsewhere (Communications and Information Technology
Commission, 2017). That supports the concept that Saudi consumers are interested in
local products, which perhaps might help explain the popularity of Instagram businesses,
as most of them are local, home-based businesses. In this study we seek to explore this

further.

2.1.3 SoCIAL MEDIA & SOCIAL COMMERCE IN SAUDI ARABIA

A remarkable increase in social media usage has been reported in Saudi Arabia. In
January 2018, the number of active social media users reached 25 million users, which
comprise 75% penetration rate. Additionally, the average time spent daily on social

media using any device (i.e., smartphone, laptop ... ) is around 2 hours and 34 minutes

(We Are Social, 2018).
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One factor that stands behind the increase in social media penetration in Saudi
Arabia is the high percentage of mobile ownership; 95% of Saudi population
(n=32,552,336) have mobile phones with a rate of 1.8 which means, there are 18 mobile
phones for every ten individuals. In fact, a report by MasterCard showed that mobile
penetration in Saudi Arabia is ranked third highest worldwide (Makki & Chang, 2015).
The number of active internet users regardless of the device being used is 30.25 million
users, which constitute 91% of the total population. Out of those, the number of active
internet users through mobile phones is 29.32 million users, which represent 88% of the
Saudi population. In addition, 18 million out of the 25 million social media users are
accessing their accounts using mobile phones. In other words, 54% of the Saudi
population uses their phones for accessing social media (We Are Social, 2018). Thus,
mobile phones play a major role in facilitating the use and involvement with social media
and consequently social commerce.

Early papers associate increases in digital technology adoption with increases in
e-commerce (e.g., Makki and Chang, 2015; Sheikh et al., 2017). In their research
exploring e-commerce adoption, Makki and Chang (2015) illustrated that the use of
social media and mobile phones is dramatically increasing in Saudi Arabia. The primary
purpose of their study was to find if there is a relationship between the usage of social
media and mobile phones in the country with e-commerce. They found that e-commerce
in Saudi Arabia is profoundly affected by social media and mobile usage; providing new
guidelines for online businesses when using social media and mobile phones with a goal
to improve their business.

Sheikh et al. (2017) in their investigation of social commerce in Saudi Arabia
concluded that Saudi Arabia has a collectivistic society and therefore tend to adopt new
technologies and shopping models such as social commerce. They highlighted that since
Saudi consumers believe that they are a member of a group, they are probably going to
trust such business models even more. In addition, they found that Saudi consumers have
a high uncertainty avoidance index, resulting in avoidance of uncertainty and risk. They
will only show trust and readiness for any new technology if they have enough
information about the product to avoid uncertainty. However, even though buying from

Instagram based businesses can be viewed as very risky and surrounded by a great
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amount of uncertainty, since most of them are not registered with Maroof, research
reveals that people in Saudi are still making purchases from these businesses. We ask
therefore, why this is happening. In short, more research is needed that will shed the light
on whether feeling of risk influences purchasing decisions or not among the Saudi
people.

Moreover, a Communications and Information Technology Commission (2017)
report noted that using social media platforms for shopping is quite common in Saudi
Arabia. The most extensively used social media platforms for shopping are Instagram,
Twitter, and Facebook. Based on a survey they conducted, 42% of the 397 users who
have made an online purchase during the 12 months, have made their purchases through
social media platforms. They also found that, on average, females shop relatively more
than males on social media. Based on shoppers’ nationality, the purchasing behavior
through social media of Saudi nationals is quite similar to non-Saudi emigrants. The use
of social media for online shopping in Saudi Arabia is rapidly picking up since it is easier
for consumers to find opinions and recommendations from other customers before
making the purchase. Another important factor that inspires the use of social media is that
when the retailer is active on social media, consumers get an increased sense of
transparency (Communications and Information Technology Commission, 2017).

With regard to the Instagram platform popularity, according to Instagram (2017),
out of the 63 million Instagram users in the MENA region (Middle East and North Africa
region), 29% were from Saudi Arabia, ranking Saudi Arabia number one in the region.
Even though in the previous study they found that females shop more than males on
social media, it is interesting to know that 64% of the active Saudi Instagram users are
male users, and females account for the other 36% (Arabian Business, 2017; Hisham,
2017). Table 2.1 shows the most active social media platforms in Saudi Arabia based on
popularity. Instagram was third after YouTube and Facebook (Global Media Insights,
2018; We Are Social, 2018).

These numbers underscore the importance of conducting more research around
Instagram based businesses usage, and the reasons that attract Saudi people to these
businesses. Importantly, Instagram based businesses have been reported as very

successful to the point that the government has acknowledged them and started to make
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some regulation to support the businesses, and protect the consumers at the same time

(Maroof, n.d.; Ministry of Commerce and Investment, 2016).

TABLE 2.1 MOST ACTIVE SOCIAL MEDIA PLATFORMS IN SAUDI ARABIA
T Number of Active Users Percentage of Total
(millions) Population

YouTube 23.61 71%
Facebook 21.95 66%
Instagram 17.96 54%

Twitter 17.29 52%

Google+ 10.64 32%
LinkedIn 7.8 24%
Pinterest 5.2 16%

Social Chat, Messenger, | Number of Active Users Percentage of Total
and VolP (millions) Population
WhatsApp 24.27 73%

Facebook Messenger 13.30 40%
Snapchat 12.97 39%
Skype 7.98 24%

Line 6.5 20%

Source: (Global Media Insights, 2018; We Are Social, 2018)

2.2 ONLINE CUSTOMER BEHAVIOUR AND PURCHASE DECISIONS

Our work relates to the literature on consumer behavior and consumer decision
making. Consumers’ behaviour and decision making have been subjects that interests
researchers for over 300 years (Bray, 2008). The initial studies were exploring the topic
from an economic angle, and they were primarily looking into the act of purchasing
(Bray, 2008; Loudon & Della Bitta, 1993). As a result, the Utility Theory was born, and
it became the leading theory at the time. Utility Theory suggests that choices made by

consumers are based on the consequences that they think might occur out of their
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decision. Consumers in this theory are considered to be rational beings who are
concerned exclusively with their self-interest (Bray, 2008).

More recent research have added more factors to consider when exploring
consumer behaviour and consumer decision-making, such as factors that have an
influence on consumers’ decisions (e.g. refer to Figure 2.4), as well as recognizing other
consumption activities than just the purchasing act (Bray, 2008). Purchasing activities
generally include need recognition, information search, alternatives evaluation, forming
the intention to purchase, the purchasing act, consumption, and lastly disposal. As such,
the contemporary way of studying consumer behaviour was defined by Solomon,
Bamossy, Askegaard, and Hogg (2006) as:

“the study of the processes involved when individuals or groups select, purchase,

use or dispose of products, services, ideas or experiences to satisfy needs and

desires.” (p. 6).

This broader view of consumer behaviour, which evolved through a number of
noticeable stages with the help of new research methodologies and paradigmatic
approaches that are being adopted (Bray, 2008), serves as the basis for this study.

In his paper, Bray (2008) provided five main theoretical approaches for studying
consumer behaviour. These approaches are, economic man, psychodynamic, behaviorist,
cognitive, and humanistic. As Bray (2008) noted, each of these five approaches “posit
many alternate models of man”, and therefore warrants the examination of different
variables.

Consumer behavior drivers in online settings have been established in the
literature. As a result of their literature review, Hwang and Jeong (2014) organized the
type of research done in the area of online consumer behaviour into two categories;
website use and purchase/post-purchase behaviour. Then, they grouped the variables that
have been studied into three groups; variables related to the people (Individuals) being
studied, variables related to the website functionality, and variables related to the
surrounding environment (see Table 2.2). The table shows a summary of all variables that
have been studied and considered to be the most critical drivers for online consumer

behaviour (Hwang & Jeong, 2014). These variables, especially the ones under
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purchase/post-purchase behaviour category served as a foundation to help shape this

study’s research questions and building the survey.

TABLE 2.2 ONLINE CONSUMER BEHAVIOUR VARIABLES BASED ON
RESEARCH TYPE AND ANALYSIS LEVEL

Research Purchase/Post-Purch
Tvpe . urchase/Post-Purchase
Analysis < Website Use Behaviour
Level
Demographics. Demographics.
Expected usefulness of e- Lifestyle.
commerce. Attitude towards shopping.
Perceived usefulness. Attitudes toward computers.
Perceived ease of use. Usefulness.
Perceived playfulness. Perceived ease of use.
Computer comfort. Perceived Reputation.
Attitudes toward computer use. Perceived risk.
Intention to use. Perceived privacy.
Sociability. Perceived compatibility.
Computer skills. Internet usage frequency.
Individual
Satisfaction. Online shopping frequency.
Availability of time. Enjoyment.
Past experience.
Free time.
Product Knowledge.
Decision making confidence.
Innovation.
Customer service & support.
Price perception.
IT education.
Utilization.
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Research
Purchase/Post-Purchase
.Type Website Use
Analysis Behaviour
Level
Playfulness. User interface design.
Quality of system. Functions supporting information
Quality of information. stage.
Quality of Service. Functions supporting agreement
Website .
Data security. stage.
Functionality . .
System use. Functions supporting settlement
System stability. stage.
Capability of learning. Social components.
Given product.
Social norms. Product type.
Social disturbance. Type of delivery.
Use of internet by family Quality of delivery.
members. Type of seal.
Warranties (perceived security).
News provision.
Trust mechanisms
Environmental _ '
(recommendations, company size,
and reputation).
Subjective norms.
Internet speed.
External media influences.
Interpersonal influences.
Network effects.

Source: (Hwang & Jeong, 2014)

Nevertheless, online consumer behaviour is a complex phenomenon that can be
investigated through many perspectives. It is a subject for ongoing dynamic studies that
can bring new insights and approaches which have not been discovered yet (Bray, 2008;
Hwang & Jeong, 2014). This research will therefore, be based on two theoretical

perspectives; the theory of planned behavior (TPB), which is one of the cognitive
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consumer behaviour models (Bray, 2008; Moital, 2006), and the impulse buying
behaviour theory (Rook, 1987). Both theories will be explained later in this section.

2.2.1 THEORY OF PLANNED BEHAVIOR

Theory of planned behavior was first published by Ajzen in 1985 as an
improvement to Theory of Reasoned Action (TRA) to address what seems to be over-
dependence on intentions, to predict the behaviour. Both are classified as perspective
cognitive consumer behaviour models (see Figure 2.3). Cognitive models focus on how
the brain processes information, hence, how consumers take in information from the
surrounding environment, how they absorb that information, and how they use it. In other
words, cognition refers to different varieties of information processing at different levels.
In these models, consumers are considered to be rational beings that plan to utilize and

process the information available to them (Ajzen, 2011; Moital, 2006).

FIGURE 2.3 COGNITIVE CONSUMER BEHAVIOUR MODELS
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Cognitive models are categorized into two categories; analytic and prescriptive
models (see Figure 2.3). Analytic models are designed to provide a framework for
identifying elements that could help in explaining and understanding given consumer
behaviour. These types of models generally tend to provide some relationship between

the factors involved in the decision-making process by the consumer. They are often
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called the “grand models” due to their broad reach scope (Bray, 2008; Moital, 2006). The
most popular and cited analytical models are consumer decision model (Engel,
Blackwell, & Miniard, 1995) and the theory of buyer behaviour (Howard & Sheth, 1969).

Prescriptive models, on the other hand, provide a framework to help in organizing
the structure of consumer behaviour. These models help in identifying the order of
appearance for the elements involved in consumer behaviour. As the name implies, these
models prescribe a number of causes to get a specific effect, in other words, the models
identify the causes for a given result (Bray, 2008; Moital, 2006). The theory of reasoned
action (Fishbein & Ajzen, 1975) and the theory of planned behavior (Ajzen, 1991) are the
two most popular and commonly cited theories in this category (Ajzen, 2011; Bray, 2008;
Moital, 2006).

FIGURE 2.4 THEORY OF PLANNED BEHAVIOR WITH BACKGROUND
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As stated previously, this research is based mainly on the theory of planned
behaviour (see Figure 2.4). From the figure above, TPB as proposed by Ajzen (2006)
explains the link between the number of variables and behaviour in understanding

people’s actions. ‘Behavioral beliefs’ denotes the outcomes that each individual believe
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are generated by a certain behaviour. ‘Attitude Toward the Behavior’ refers to the
people’s positive or negative evaluation of a behavior. ‘Normative Beliefs’ are the
perceived behavioral expectations of individuals or a group of individuals who have
important referent such as family, friends, and celebrities. ‘Subjective Norm’ refers to
perceived social pressure to participate or not to participate in a particular behaviour.
‘Control Beliefs’ signifies the perceived existence of the elements that would help
facilitate the performance of a behaviour. ‘Perceived Behavioral Control” refers to the
perception that people have about their ability to perform a particular behaviour.
‘Intention’ is the readiness indicator of an individual to perform a specific behavior.
‘Actual Behavioral Control’ signify the level of skill, resources, and further requirements
needed by the individual to perform a particular behaviour. Lastly, ‘Behavior’ is a visible
response performed by an individual in a situation to reach a desired goal (Ajzen, 2006;
Conner & Armitage, 1998).

Intention in TPB is managed by the variables’ mixture of the attitude, subjective
norm and perceived behavioural control and it is considered to be the immediate
precursor for behavior. Therefore, behaviour results mainly from the intention but is
facilitated to some point by perceived behavioural control (Ajzen, 2006; Bray, 2008).

The theory of planned behaviour is simpler and easier to understand with
comparison to analytic models, applicable to wide range of research ideas (Bray, 2008), it
has a strong predictive validity (Conner & Armitage, 1998), and it represents almost all
the factors that need to be studied in this context. In addition, “Since its introduction 26
years ago, the theory of planned behaviour has, by any objective measure, become one of
the most frequently cited and influential models for the prediction of human social
behaviour” (Ajzen, 2011, p. 1113). Therefore, TPB is the most appropriate cognitive
model that could be used as a base for building this study.

2.2.2 IMPULSE BUYING BEHAVIOUR

Impulse buying behaviour has been a field that interest researchers for over 65
years (Bhakat & Muruganantham, 2013). Rook (1987) illustrated that when consumers
involve themselves in impulse buying, they experience a rapid, intense, and persistent

desire to make the purchase. He described impulse buying as an unplanned reaction,
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which happens shortly after being exposed to stimuli. Rook's (1987) definition of impulse
buying was that it

“occurs when a consumer experiences a sudden, often powerful and persistent

urge to buy something immediately. The impulse to buy is hedonically complex

and may stimulate emotional conflict. Also, impulse buying is prone to occur with

diminished regard for its consequences” (p. 191).

Before Rook's (1987) study, determining impulse purchases was concentrated on
the type, nature, and qualities of the product. Thus, earlier research did not take into
consideration the personal traits of the consumer as factors that may influence impulse
buying. Recent studies have focused more on personal impulsiveness by investigating
different behavioral aspects of impulse buying (Bhakat & Muruganantham, 2013).
Although impulse buying has always been associated with purchasing in physical stores,
the probability of consumers engaging in online impulse buying is almost the same as the
probability of their engagement in impulse buying in physical stores (Dawson & Kim,
2009), hence, our interest in exploring impulse buying in this study.

Stern (1962) categorized impulse buying into four categories, that include, pure
impulse buying, reminder impulse buying, suggestion impulse buying, and planned
impulse buying. Pure impulse buying is an escape or novelty purchase where buyers
break normal shopping patterns. Reminder impulse buying happens when buyers see a
product and remember the need for that product whether because of the low stock at
home, advertisement or information related to the product that provokes the need for
buying it, or previous buying decision. Suggestion impulse buying take place when
buyers visualize a need for a product when they see it for the first time, without previous
knowledge about the product. The difference between suggestion impulse buying and
pure impulse buying is that purchases in suggestion impulse buying can be entirely
rational or functional, whereas in pure impulse buying purchases more emotional with no
rationality or functional reasons behind them. Lastly, planned impulse buying happens
when buyers have specific products that they want with the intention to make additional
purchases that are based on sales, promotions, or liking (Stern, 1962).

Impulsive buying is driven by many factors which could be related to external

stimuli, internal stimuli, situational stimuli, product-related stimuli, demographics, and
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socio-cultural aspects. External stimuli are factors that are controlled by the product
marketing team including shopping environments like website design and marketing
environment like promotions. Internal stimuli are different personality traits that might
drive a consumer to make impulsive decisions such as mood swings, feeling of
satisfaction, or lack of willpower. Situational factors may include time and location of
shopping, shopping habits, or special season. Product-related stimuli include product
functionality such as a new powerful electronic device or product nature such as sweets.
Finally, socio-cultural aspects include individualism and collectivism (Bhakat &
Muruganantham, 2013).

In this research, to better understand Saudi consumers in these new online
settings, it is crucial to explore if there is an impulse factor that drive Saudi consumers to
make purchases from these unknown businesses that are using their Instagram accounts
as their only online businesses presence. It could be some factors related to how these
businesses display their products, use the appropriate marketing techniques such as social
media influencers, or could be factors related to the difficulty of finding similar products
online on known businesses’ websites, or in physical stores. Therefore, when consumers
see that product on Instagram, they get this impulse feeling that drive them to make the
purchase. The factors included in this study were driven from previous studies conducted
around buyer behaviour and impulse buying (Chen & Zhang, 2015; Mohan,
Sivakumaran, & Sharma, 2013; Verhagen & Van Dolen, 2011).

2.2.3 SAUDI ARABIAN ONLINE CUSTOMER BEHAVIOUR

This study focusses specifically on consumer behaviour and decision making
within the Saudi Arabian online market. In their study, Bahaddad et al. (2013)
investigated the factors that drive consumers in Saudi Arabia to shop online. They found
many factors that attract consumers to buy online, which they categorized into
organizational or people related, environmental and technical, and cultural factors.
Highest influential organizational or people related factor were level of education and
previous experience. Other factors include computer skills, technical support, source of
information, company size, strength of the brand, and the company's commercial

activities. They also found that all environmental and technical factors that they tested
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had high importance to consumers. These factors include website features, the method of
delivery, and payment security. In the cultural category, Bahaddad et al. (2013) found
that websites that have Arabic language option have higher trust from Saudi (or Arabic)
consumers, that is especially important if the business wants to attract consumers in
smaller and less developed cities.

AlGhamdi, Nguyen, Nguyen, and Drew's (2011) study focused more on factors
that influence purchase decision of customers in Saudi Arabia when shopping from Saudi
e-retailers. The main point that had a negative effect on consumers' decisions were found
to be related to lack of trust. Moreover, the Saudi government is not providing sufficient
regulations and legislation related to e-commerce which was a vital factor that
encouraged this general lack of trust. On the other hand, first ranked factor that would
encourage the participants to shop from Saudi e-retailer was the presence of a physical
shop in addition to the online store which was selected by 65% of the participants. In the
second place, with 58% selection rate, were government support, supervision, and control
of e-commerce.

Makki and Chang (2015) in their study exploring the effects of mobile usage and
social media on the acceptance of e-commerce in Saudi Arabia, found that for an e-
commerce business, having a responsive website or mobile application is very important
since Saudis prefer to use their mobile devices (smartphones, tablets) to access the
internet and use it for shopping. Saudis use their mobile devices with a daily average of
10 hours, and it is three times more than the use of personal computers. In addition,
Makki and Chang (2015) investigated the impact of different social media platforms on
the purchasing decision by gender, or in other words, social commerce in Saudi Arabia.
Instagram was the most influential social media platform, that is, 3.58 out of 5 Saudi
females and 2.89 out of 5 Saudi males based their purchasing decisions on their
interaction with others on Instagram. They concluded that using social media and
especially Instagram is a great way to increase product awareness and to deliver
marketing promotions.

Sheikh et al. (2017) were also focusing on social commerce in their study. They
illustrated the impact of social media usage on online purchase intentions in Saudi

Arabia. Their results revealed that consumers’ behavioral intentions are positively
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influenced by perceived performance, habit, hedonic motivations, social support, price
saving orientation, and social commerce constructs. In addition, they found that actual
behavior is positively induced by, in order of significance, habit, facilitating settings, and
behavioral intentions.

Lastly, with regard to Instagram usage in Saudi Arabia, Alharethi (2016)’s
dissertation investigating using Instagram for shopping in Saudi Arabia, was the only
study we found on this new form of e-commerce. His study was based on the uses and
gratification theory. He wanted to see why people use Instagram specifically, and what
needs will be satisfied when people use Instagram for shopping. Four attributes were
studied; materialism, self-esteem, purchasing involvement, and credibility. He found
that consumers with higher materialism or self-esteem were more likely to shop through
Instagram. As for the credibility of information found on Instagram, Alharethi (2016)
showed that most participant responses were negative. One explanation for that could be
most businesses on Instagram are uncertified, and there was no supervision or regulations
on the business and their products and/or services sold via Instagram by the Ministry of
Commerce and Investment in Saudi Arabia. This also supports AlGhamdi et al. (2011)
argument about the lack of regulations provided by the Saudi government.

Most of the studies we found focused on social commerce and how social media
affected e-commerce in Saudi Arabia. In addition, even though Alharethi (2016) started
to draw attention towards Instagram usage as a new e-commerce platform in Saudi
Arabia, he focused more on why people use Instagram and what needs are they trying to
satisfy. Using Instagram as a vehicle for selling and buying is still new and in great need
of more investigation. Specially, after the new added regulation and support from the
Saudi government such as the “Maroof” service to achieve Vision 2030. This study will
build on previous studies by focussing more on the factors that drives the purchasing
behaviour for Saudi Consumers to buy from businesses that are established on Instagram.
Therefore, the study will add to the existing base of information as well as contribute
further to understanding consumers’ behaviour toward this new form of online businesses

as explained below.
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2.3 CURRENT STUDY

As presented earlier, electronic commerce has been proliferating in Saudi Arabia
since the late nineties (Bahaddad et al., 2013). The total spending in B2C e-commerce
was SAR 29.7 billion in 2016, and that number is expected to grow by 20% more, in the
coming few years. Saudi Arabia is focusing now more than ever on the development of e-
commerce to help achieve Vision 2030 goals for creating a more diverse economy,
making Saudi market an appealing environment for local and international investors and
entrepreneurs, and creating more employment opportunities (Communications and
Information Technology Commission, 2017).

Furthermore, a remarkable increase in social media and mobile usage have been
noticed in Saudi Arabia. In January 2018, the number of active social media users was 25
million, reflecting a 75% penetration rate. 18 million users out of the 25 million, are the
number of social media users who are accessing using their mobile phones, and that is
54% of the population (We Are Social, 2018).

In 2017, Instagram revealed that the number of their users in MENA reached 63
million, which makes it the fastest developed region in the world. With 29% from Saudi
Arabia, this brings Saudi to the front of all the countries in MENA region (Arabian
Business, 2017; Hisham, 2017). Moreover, Makki and Chang (2015) found that the use
and adoption of e-commerce in Saudi Arabia are influenced significantly by social media
and mobile usage. Consequently, during the last few years, one phenomenon emerged as
a new form of e-commerce, that is, using Instagram as the primary medium of commerce
for entrepreneurship or small-businesses (Alharethi, 2016).

Online shoppers in Saudi Arabia have been witnessing an evolution of a new
method for online trading of products and/or services. This new phenomenon could be a
variation of social commerce as Liang & Turban (2011) described it as “the delivery of e-
commerce activities and transactions via the social media environment” (p. 6).
Communications and Information Technology Commission (2017) report mentioned that
using social media platforms for shopping is quite common in Saudi Arabia, but still
there are not enough studies around this, as seen earlier, and the need for more

exploration is obvious.
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Many types of research have been conducted around consumer behaviour towards
e-commerce in general, and the factors that affect online purchasing decisions (Bahaddad
et al., 2013; Hwang & Jeong, 2014). Scholars have also studied the use of social media as
a support for e-commerce businesses (social commerce). In other words, they studied
how the communication of consumers over the business’ social media account/s can
increase their familiarity with the business, trust, and intention to buy (Gibreel et al.,
2018; Hajli, 2015; Sheikh et al., 2017). Abed, Dwivedi, and Williams (2015) illustrated
that there is a lack of research in the area of the impact of mobile and social media usage
on e-commerce in Saudi Arabia. More important, there is not enough investigation in the
area of consumer behavior toward buying from e-businesses that do not have an official
website but uses social media as their business interface.

This research will add to the existing literature by exploring the behavior of
buyers in Saudi Arabia, primarily, buyers who are using Instagram to purchase from
these new types of e-businesses; businesses that use Instagram as the primary platform
for commerce. Based on existing literature and theories related to buyer behaviour,
including the theory of planned behavior, and the impulse buying behaviour, an online
survey was distributed to Instagram users in Saudi Arabia, to investigate the factors that
affect their purchasing decision process with relation to e-commerce businesses that are
based on Instagram (Bhakat & Muruganantham, 2013; Bray, 2008).

The results of this study will contribute to the knowledge of online consumer
behavior in a scenario that is different from regular e-commerce systems. It will also help
any entrepreneur who is interested in starting an online business, not necessarily by
creating a website, but possibly, by exploring different online options, such as social
media, that might help get the business running. Entrepreneurs and/or small businesses
could also apply some of the factors that will be discovered in these settings in their
business to attract their consumer segments.

All methods used to conduct this study, along will the problem statement, and

research goals will be discussed in the following chapter.
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CHAPTER3 METHODOLOGY

In order to examine the factors that influence Saudi consumers when purchasing
from Instagram based businesses, a self-administrated questionnaire (SAQ) was
developed based on the measures from the theory of planned behavior (Bray, 2008;
Moital, 2006), the impulse buying behaviour theory (Rook, 1987), and the online
consumer behaviour variables presented earlier. Then, it was distributed online to Saudi
Instagram users to collect the data. This chapter will explore the problem statement, state

the research questions, and explain the methods used for conducting the study.

3.1 PROBLEM STATEMENT AND RESEARCH GOALS

The main objective of this thesis is to investigate the factors that influence the
buyer behaviour in Saudi Arabia when they interact with businesses that are built
primarily on Instagram. As stated above, this study will help in achieving a better
understanding of why people in Saudi Arabia shop from these types of businesses. This
understanding will help suggest how social media businesses (businesses that are based
mainly on a social media platforms) can better design their business accounts to promote
trust and increase their customer base.

In this study, the questions were divided into two parts; the first part is related to
customer demographics and personal characteristics, and the second part is related to
Instagram environmental attributes. Customer demographics and personal characteristics
questions were designed to examine the relationship between the consumers’ traits and
their willingness to buy from Instagram businesses. On the other hand, questions under
Instagram environmental attributes were designed to explore some of the businesses’
attributes and their influence on the consumers. Therefore, the study addressed the
following question:

» Customer demographics / personal characteristics:
o [sthere a relationship between gender, income, age, education level, and
location of living (big cities or rural areas) with buying from Instagram

based businesses?
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e Does the frequency of Instagram usage increase the intention to buy from
Instagram based businesses?
e Is there an impulsive factor that drives consumers in Saudi Arabia to buy
from businesses on Instagram?
» Instagram environmental attributes:
e Isthere a relationship between brand trust, product attribute, customer
service, and payment method with customer motivation to buy from

businesses on Instagram?

3.2 RESEARCH DESIGN

3.2.1 THE SURVEY

When studying consumer behaviour in the e-commerce field, scholars have
mostly used online surveys as instruments. In addition, by using surveys, more reliable
generalized results could be produced, which is more difficult when using qualitative
studies (Zhou, Dai, & Zhang, 2007). Therefore, this study answered the above research
questions via an online, self-administrated survey (see Appendix F) that was developed
based on the theory of planned behaviour, impulse buying behaviour, and the online
consumer behaviour variables discussed earlier.

The survey consisted of 14 main questions, some of which contained several
points. As such, the total number of questions were 28. It was designed, created, and
published online using Opinio software. Opinio is a free web-based survey system that is
hosted by Information Technology Services at Dalhousie and provided through a secure
server for Dalhousie’s faculty and students. Furthermore, Opinio is manufactured by
Object Planet, and it provides a secure, password protected environment for data
collection and storage. Additionally, using Opinio allows flexibility in developing variety
of question types (e.g. rating, multiple choice, numeric, dropdown, matrix, etc.)
(Objectplanet, n.d.). The survey was approved by the Research Ethics Board Committee
in Dalhousie (see Appendix A).

The process of completing the survey required around 5-10 minutes. A pilot was

developed and tested first with the help of few classmates. Based on their responses, the
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phrasing for some questions were changed. Data gathering took place in the period 2™ of
February 2019 until 22" of March 2019. The survey was available for a window of 7
weeks, and that period of time was enough to collect 530 complete responses.

Three types of questions were adopted for the survey. Firstly, multiple choice
questions to assess demographics status (gender, age, income, education level, living
location), and some personal characteristics for participants. Secondly, five-point Likert
scale questions with a rating range from ‘Strongly Disagree’ to ‘Strongly Agree’ to
examine some factors that could influence participants’ impulse buying when they
browse through Instagram businesses. Lastly, five-point Adjectival scale questions with a
rating range from ‘Strong Negative Effect’ to ‘Strong Positive Effect’ to examine some
factors related to Instagram businesses that might influence participants’ behaviour when
shopping from Instagram. In self-administered questionnaires, scales are considered to be
a suitable measurement of attitude as they provide the participants with number of pre-
coded answers (e.g. strongly agree, agree, neutral, disagree, and strongly disagree) to
measure the strength of their feeling regarding series of statements. Thus, this study used
a five-point Likert and Adjectival scales to investigate the behaviour of the participants
(Brace, 2004; Fallowfield, 1995; McLeod, 2008).

Since this study was conducted using an online survey, an online consent form
with a description of the study (see Appendix E) was presented to participants on the first
page of the survey. The consent form included a “Start” button at the end of it, to serve as
an electronic signature. In addition, no compensation was offered for completing the
online questionnaire. Furthermore, participants did not incur any expenses for the study.
They only needed internet access and a smart device (mobile, computer, or tablet), which
they would have already since they should be Instagram users.

The analysis of the data for this study was conducted with the help of two
software programs; Opinio and Statistical Package for the Social Sciences (SPSS). As
mentioned earlier, Opinio was used for creating and distributing the survey. In addition to
the aforementioned features about Opinio, it also helps generate general and detailed
analysis for any survey data that was created using Opinio. Therefore, it was used to

generate the main descriptive analysis for the data in this study. As for the inferential
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analysis that was needed to answer some of the research questions, SPSS was used for

that part. This will be discussed in detail in the following chapter.

3.2.2 POPULATION

The study population in this research was composed of any Saudi Instagram user
who are following any Instagram based business account. The focus was more on the
users who have completed at least one purchase from any Instagram based business in
Saudi Arabia. In order to study the factors that might be affecting consumers’ decisions
to purchase from these kinds of e-businesses, a sample frame was needed (Agresti &
Finlay, 2009). Based on the aforementioned data about social media active users in Saudi
Arabia (see Table 2.1), the number of active Instagram users in Saudi Arabia is around
17.96 million users. However, that number is composed of many business accounts, fake
accounts, commercial accounts, and multiple accounts for the same person (e.g. some
users might have one public account and another private one). Thus, it was very difficult
to identify the exact number of personal accounts with no duplicates, let alone the
accounts that are following any Instagram business accounts.

Consequently, defining the sample size and calculating the number of respondents
was infeasible. The hope was to reach as many eligible users and collect as many

responses as possible.

3.2.3 RECRUITMENT

In order to reach the target population and since it is difficult to obtain a complete
sample frame for all users who are following Instagram businesses’ accounts in Saudi
Arabia, a cluster random sampling was used. We created a list with different business
types that have been observed on Instagram, such as clothing, food, accessories, services
(hair, makeup, spa, interior design, etc.), furniture, and art businesses. Then, we searched
for each business type using the ‘hashtag’ function on Instagram. Businesses were
randomly selected and assigned (using business name) to their corresponding type on the
list (Agresti & Finlay, 2009). From there, two methods were conducted as a recruitment

plan for this study.
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The first method was done by creating an Instagram account for the study that
contains the survey link in the ‘bio section’ (see Appendix B), posting some images (see
Appendix C) on the account that contains the recruitment letter, with combination of a
description about the study, and the contact information of the main researcher. When the
account was set, ‘follow me’ requests were sent to about 5000 users (based on a 10%
response rate assumption). To guarantee that the participation chance is equally
distributed among different consumer segments, the ‘follow me’ request was sent to the
same number of users who are following the preassigned businesses from each type
(cluster) in the list. The account will be closed after the study is completed and published.

The second method was done by sending a request (see Appendix D) to a number
of Instagram business owners (using their contact information from their accounts on
Instagram) to post our recruitment letter on their Instagram accounts as a picture
containing a brief description of the study with the link to the study account (see
Appendix C). The link to the study account could be provided as an ‘Instagram tag’ (link)
on the picture itself for an easier access for the potential participants. Therefore, all users
that are following them (existing customers, potential buyers) have an equal chance to
participate in the study. To guarantee that the participation chance is equally distributed
among different consumer segments, we reached out to the same number of businesses
from each type (cluster) in our list.

Since this study is focusing on the factors that motivates consumers to buy from
Instagram based businesses in Saudi Arabia, participants who are not Saudi citizens or
have not conducted any purchase from these businesses were excluded from the study.
The exclusion criteria were included in the recruitment letter (see Appendix C), consent
form (see Appendix E), and if some participants did not read that and continued to start
the survey, two screening questions were included at the beginning of the survey (see
Appendix F) to exclude all unfitting participants.

All documents for conducting the study including recruitment documents, consent
form, and research instrument (online survey) were developed in Arabic as well as
English languages (see Appendices C, D, E, and G). That is, in view of the fact that the
study population’s first language is Arabic. providing all documents in both languages

delivered an equal chance for all members of the population to be able to participate.
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As a result, 1108 users clicked on the survey link and 801 users completed the
survey. Out of which, 271 were screened out due to their ineligibility, either they were
not Saudi citizens, or they have not made any purchase from Instagram businesses

previously. The total number of qualified, completed responses was 530 (see Table 3.1).

TABLE 3.1 RESPONSES LAYOUT
All responses 1108
Completed responses 801
Disqualified responses 271
Eligible completed responses 530

3.3 SUMMARY

In order to address the research questions, quantitative research strategies were
employed to collect and analyze the data. The study was conducted using an online
survey hosted on Opinio (survey software provided by Information Technology Services
at Dalhousie University through a secure server). The survey was directed to Saudi
Instagram users through the owners of selected Instagram based businesses, and through
an Instagram account that was created for the study as recruitment instruments. In the

following chapter details about the results and findings will be discussed.
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CHAPTER 4 FINDINGS

In this chapter, an analysis of the survey questions will be provided. The survey
was divided into four section; screening questions, demographics and personal
characteristics, impulse buying, and Instagram environmental attributes (see Appendix
F). Each section was designed to gather data that could help us identify some of
Instagram business features that encourages Saudi consumers to buy from these
businesses, as well as, recognizing some of the characteristics that distinguish Instagram
businesses consumers from other buyers. The first section in this chapter will provide a
detailed look into participants’ demographics and characteristics. In the second and third
sections, a general descriptive analysis and a more detailed inferential analysis for the

survey questions will be presented.

4.1 BRIEF DESCRIPTION OF STATISTICAL TOOLS

Two tools were used in order to analyze the gathered data through the survey.
Opinio was used to generate the descriptive statistics for the purpose of highlighting the
basic features of the data, including frequency, percentage, standard deviation, range,
mean, and charts. As mentioned earlier in the methodology chapter, Opinio is a web-
based survey system that can help in developing a wide range of survey styles, cleaning
data, and providing general and detailed analysis for the gathered data based on users’
requirements that can be implemented easily through the system (Objectplanet, n.d.).
SPSS version 25.0 was used to create more in-depth analysis of the data to gain better
understanding about the variable and the relations between them and ultimately answer
the research questions. SPSS is a statistical analysis software that was developed by IBM
and it offers a massive analytical platform that helps researchers and businesses in data

analysis and problem solving (IBM, n.d.).
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4.2 DEMOGRAPHIC CHARACTERISTICS

801 participants completed the survey, but only 530 were eligible to go through
all of the survey questions which signify 66.17% of the completed responses. The other
271 participants were screened out after the second question due to their disqualification;
they were either non-Saudi citizens or they have not made any purchase from any
Instagram businesses before (see Table 3.1).

In the ‘Instagram Purchase’ section in Table 4.1 it is noticeable that 68.04% (n =
545) of the total participants have made a purchase from Instagram businesses before.
This shows that most Instagram users in Saudi Arabia (including Saudi citizens and other
residents from other nationalities) do not use Instagram for communication only, but they
also consider it to be an online shop. This number also confirms the importance and

popularity of these businesses and the need for more studies in this area.

TABLE 4.1 RESPONDENTS DEMOGRAPHIC ATTRIBUTES
Adjusted
S Absolute Relative I
Frequency Frequency
Frequency
Saudi Citizenship:
Yes 778 97.13% 97.13%
No 23 2.87% 2.87%
Total: 801 100% 100%
Instagram Purchase:
Yes 545 68.04% 68.04%
No 256 31.96% 31.96%
Total: 801 100% 100%
Gender:
Male 193 24.09% 36.42%
Female 337 42.07% 63.58%
Total: 530 66.17% 100%
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Adjusted

Category Absolute Relative R
Frequency Frequency Frequency
Monthly Income:
Under SAR 5000 156 19.48% 29.43%
Between SAR 5000 — SAR
10000 133 16.6% 25.09%
Between SAR 10000 — SAR
20000 154 19.23% 29.06%
Over SAR 20000 87 10.86% 16.42%
Total: 530 66.17% 100%
Age:
Under 18 12 1.5% 2.26%
18 -24 73 9.11% 13.77%
25-30 161 20.1% 30.38%
31-40 188 23.47% 35.47%
41 - 65 96 11.99% 18.11%
Total: 530 66.17% 100%
Education Level:
Less than high school 8 1% 1.51%
High school degree 89 11.11% 16.79%
Bachelor’s degree 370 46.19% 69.81%
Master’s degree 46 5.74% 8.68%
Doctorate or equivalent 15 1.87% 2.83%
Higher than Doctorate 2 0.25% 0.38%
Total: 530 66.17% 100%
Area of Leaving:
Urban 494 61.67% 93.21%
Suburban 19 2.37% 3.58%
Rural 17 2.12% 3.21%
Total: 530 66.17% 100%
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The 530 qualified participants were composed of 193 males and 337 females.
Monthly income was conveyed within four groups; Under SAR 5000 (n = 156), between
SAR 5000 — SAR 10,000 (n = 133), between SAR 10,000 — SAR 20,000 (n = 154), and
over SAR 20,000 (n = 87). There were four age groups that were involved in this study;
under 18 (n=12), 18 to 24 (n=73), 25 to 30 (n=161), 31 to 40 (n = 188), and 41 to 65
(n=96). Therefore, most of the participants in this study were between 25 and 40, which
represent 65.85% (n = 349). Education level of the participants was collected through six
categories; less than high school (n = 8), high school degree (n = 89), bachelor’s degree
(n=370), master’s degree (n = 46), doctorate or equivalent (n = 15), and higher than
doctorate (n = 2). Lastly, the study examined the area of living for the participants with
respect to 3 groups; urban (n = 494), suburban (n = 19), and rural (n = 17) (see Table
4.1). The results show that most of the Instagram users in Saudi Arabia live in urban
areas and have a high school or higher level of education as evidenced by 69% of our
study sample reporting to have a bachelor’s degree. In addition, most of the participants
reported to being between 25 and 40 years old and having a great diversity in their

monthly income.

4.3 CUSTOMER DEMOGRAPHICS / PERSONAL CHARACTERISTICS
INFLUENCING FACTORS

In this section, the primary aim is to examine each of the descriptive variables
related to participants’ demographics and their personal characteristics including gender,
income, age, education level, location of living, frequency of Instagram usage, and
impulsive factors against buying from Instagram businesses in order to determine if there
are any relationships. As some of the data collected from the descriptive statistics was
string data, it would not be possible to conduct correlation analysis. Therefore, in this
case, descriptive statistics and crosstabulation became a suitable option that would assist
in defining the relationship between these variables. The following are tables and graphs
indicating the connection between the variables and the number of times one makes a

purchase from Instagram based business.
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4.3.1 INSTAGRAM USAGE

The following (Figure 4.1) and (Table 4.2) shows the average amount of time
spent on Instagram by the participant every day. The data was collected within four
categories; less than 1 hour (n =202), 1 — 2 hours (n = 225), 3 — 4 hours (n=79), and

more than 4 hours (n = 24).

FIGURE 4.1 AVERAGE TIME SPENT ON INSTAGRAM (PER DAY)

e than 1 hour %
—
1-2hours ‘
3 - 4 hours i
More than 4 hours ‘ i

O 17 34 51 68 85 102 119 136 153 170 187 204 225

TABLE 4.2 AVERAGE TIME SPENT ON INSTAGRAM (PER DAY)
Adjusted
Absolute Relative
Category Relative
Frequency Frequency
Frequency
Less than 1 hour 202 25.22% 38.11%
1 — 2 hours 225 28.09% 42.45%
3 — 4 hours 79 9.86% 14.91%
More than 4 hours 24 3% 4.53%
Total: 530 66.17% 100%
Not answered (screened out): 271 33.83%

It is noticeable that people in Saudi Arabia do spend a considerable amount of
time browsing through Instagram on a daily basis. Table 4.2 illustrate that 42.45% (n =
225) of the studied sample spend an average of 1 to 2 hours every day. Another 14.91%
(n=179) spends 3 to 4 hours daily, which could be a factor that drives these users to buy
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from Instagram Businesses. To follow, a crosstabulation analysis is provided to see if the

time spent on Instagram actually is an influencing factor in this matter.

(Figure 4.2) and (Table 4.3) below, illustrate the number of products and/or

services that are bought every month by the participants from Instagram businesses. Five

groups of different ranges were considered; 0 to 2 products (n = 395), 3 to 5 products (n =

108), 6 to 10 products (n = 20), 11 to 15 products (n = 4), and more than 15 products (n =

3).

FIGURE 4.2 PRODUCTS PURCHASED FROM INSTAGRAM (PER MONTH)

0 - 2 products/services
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6 - 10 products/services
11 - 15 products/services J

more than 15 products/services |
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O
L
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TABLE 4.3 PRODUCTS PURCHASED FROM INSTAGRAM (PER MONTH)
Adjusted
Absolute Relative
Category Relative
Frequency Frequency
Frequency
0 — 2 products/services 395 49.31% 74.53%
3 — 5 products/services 108 13.48% 20.38%
6 — 10 products/services 20 2.5% 3.77%
11 — 15 products/services 4 0.5% 0.75%
more than 15 products/services 3 0.37% 0.57%
Total: 530 66.17% 100%
Not answered (screened out): 271 33.83%

When looking at the ‘Adjusted Relative Frequency’ column in Table 4.3, - which

represent the percentage of the answers with relation to the eligible sample (n = 530) - it
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is noticeable that 74.53% (n = 395) of the participants make 0 to 2 purchases every month

and even if we assume that some of the participants included in the 74.53% do not

necessarily make monthly purchases, it is interesting to note that 20.38% (n = 108) of the

participants make at least 3 to 5 purchases every month. These numbers assure on the

popularity and importance of these businesses. Next, we will explore some of the factors

that could have been encouraging this behaviour.

TABLE 4.4 CROSSTABULATION BETWEEN DAILY TIME SPENT &
MONTHLY PURCHASED PRODUCTS
L;:slsu:ll::n 1 -2 hours | 3 -4 hours NZO;:):::H Total
0_2 169 160 54 12 395
products/services 42.78% 40.51% 13.67% 3.04% 100%
83.66% 71.11% 68.35% 50% -
3_5 30 50 19 9 108
products/services 27.78% 46.3% 17.59% 8.33% 100%
14.85% 22.22% 24.05% 37.5% -
6-10 3 11 5 1 20
products/services 15% 33% 25% 3% 100%
1.49% 4.89% 6.33% 4.17% -
2 1 1 4
[1):'0_(131its/services >0% 25% 25% 100%
0.89% 1.27% 4.17% -
2 1 3
[':‘r‘:i:utcl::/’;elrsvices 66.67% 33.33% 100%
0.89% 4.17% -
202 225 79 24 530
Total - - - - 100%
100% 100% 100% 100% 100%

*Sequence of numbers in a cell

Absolute frequency
Relative frequency row
Relative frequency column

The data in Table 4.4 indicate that an increase in the number of hours spend on

Instagram on a daily basis could lead to a consequent increase in the number of products

that consumers purchase from Instagram based business. For instance, when looking at

the ‘relative frequency column’ data in the 0 — 2 purchases, it is noticeable that the

41



percentage decreases as the number of the hours spent on Instagram increase.
Alternatively, the percentage increase in the rest of the purchasing categories (more

purchases per moth) as the hours increase.

4.3.2 DEMOGRAPHICS AND MONTHLY PURCHASES ANALYSIS

Table 4.5 below shows more females purchase from Instagram based business per
month as compared to their male counterparts. That is induced by the fact that more
women took part in this study as compared to their male counterparts. Therefore,
dispersion of the data is what guides the generalization of the descriptive behavior. In this
case, it can thus be held that gender does not necessarily impact the number of monthly
purchases made from Instagram based businesses, as data is fairly dispersed, with 72.4%
(n=244) of women and 78.24% (n = 151) of men being in one group of between 0 to 2
products, and the least of both genders, that is 0.59% (n = 2) of female participants and
0.52% (n = 1) of males, being in the group of more than 15 products per month.

TABLE 4.5

PURCHASED PRODUCTS

CROSSTABULATION BETWEEN GENDER & MONTHLY

Male Female Total
151 244 395
0 — 2 products/services 38.23% 61.77% 100%
78.24% 72.4% -
35 73 108
3 — 5 products/services 32.41% 67.59% 100%
18.13% 21.66% -
6 14 20
6 — 10 products/services 30% 70% 100%
3.11% 4.15% -
4 4
11 — 15 products/services 100% 100%
1.19% -
1 2 3
more than 13 33.33% 66.67% 100%
products/services 0.52% 0.59% i
193 337 530
Total - - 100%
100% 100% 100%

*Sequence of numbers in a cell
Absolute frequency

Relative frequency row
Relative frequency column
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TABLE 4.6 CROSSTABULATION BETWEEN INCOME & MONTHLY
PURCHASED PRODUCTS
Between Between
Under SAR 5000 | SAR 10000 | Over SAR Total
SAR 5000 —SAR —SAR 20000
10000 20000
02 116 101 113 65 395
. 29.37% 25.57% 28.61% 16.46% 100%
products/services 74.36% 75.94% 73.38% 74.71% -
3_s 31 29 29 19 108
. 28.7% 26.85% 26.85% 17.59% 100%
products/services 19.87% 21.8% 18.83% 21.84% -
610 7 2 9 2 20
. 35% 10% 45% 10% 100%
products/services 4.49% 1.5% 5.84% 2.3% ;
2 1 1 4
=15 . 50% 25% 25% 100%
products/serv1ces 1.28% 0.65% 1.1 5% )
1 2 3
[l:i'(:)l;leutcl::/l;elrsvices 33.33% 66.67% 100%
0.75 1.3% -
156 133 154 87 530
Total - - - - 100%
100% 100% 100% 100% 100%

*Sequence of numbers in a cell

Absolute frequency

Relative frequency row

Relative frequency column

Table 4.6 presents data examining if there is a relationship between the monthly

income of the respondents with the average number of purchases that they make on a

monthly basis from Instagram based businesses. From observation of the distribution of
the numbers across the columns of the table, it appears that income might have an impact
on the number of purchases people make on Instagram. There is no specific general trend

observed, but it is noticeable that around three-quarters of the participants in each income

groups makes 0 — 2 purchases monthly. Near 20% of each group make 3 — 5 purchases

monthly. As for the rest, around 5% of people earning under SAR 5000, and between

SAR 10000 and SAR 20000 make 6 to 15 purchases monthly. People in these two
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categories could be categorized as the ones with higher preference of buying from

Instagram based business, as they account for the largest total of such purchases.

TABLE 4.7 CROSSTABULATION BETWEEN AGE & MONTHLY
PURCHASED PRODUCTS
Under18 | 18-24 | 25-30 | 31-40 | 41-65 | Total
02 8 51 127 143 66 395
, 203% | 1291% | 32.15% | 362% | 1671% | 100%
products/services | (o oo | 60.86% | 78.88% | 76.06% | 68.75% -
s s 2 13 28 38 2 108
, 1.85% | 16.67% | 25.93% | 35.19% | 2037% | 100%
productsiservices | o oo | 2466% | 17.39% | 2021% | 22.92% -
10 1 3 4 6 6 20
, 5% 15% 20% 30% 30% | 100%
products/services | ¢ 15 4.11% 2.48% 3.19% 6.25% -
1 1 1 1 4
[1)10_(11115c’ts/services 23% 25% 25% 25% 100%
8.33% 1.37% 0.62% 1.04% -
1 1 1 3
more than 15 33.33% | 33.33% | 33.33% | 100%
products/serwces 062% 053% 104% _
12 73 161 188 9% 530
Total - - - - - 100%
100% 100% 100% 100% 100% | 100%

*Sequence of numbers in a
Absolute frequency
Relative frequency row
Relative frequency column

cell

By examining Table 4.7, we could say that the number of products purchased

from Instagram based business on a monthly basis is influenced by age. For instance, in

the 0 to 2 products monthly Instagram purchases, those between 31 to 40 years of age

accounted for the largest percentage, with the youngest segment that is under 18 years

having the least percentage. In addition, even though the total number of participants

within the age groups of 25 to 30 (n=161) and 41 to 65 (n = 96) is less than the total

number of participates within the age group of 31 to 40 (n = 188), it is interesting to note

that these two age groups are present in each category of monthly purchased
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products/services. Thus, the people in these two age groups are the most active with their

monthly purchases compared to the rest of the groups.

TABLE 4.8 CROSSTABULATION BETWEEN EDUCATION LEVEL &
MONTHLY PURCHASED PRODUCTS
Less' than High Bachelor’s | Master’s Doctorate Higher
high school degree degree or than Total
school degree equivalent | Doctorate
0-2 6 65 270 38 14 2 395
products/ 1.52% 16.46% 68.35% 9.62% 3.54% 0.51% 100%
services 75% 73.03% 72.97% 82.61% 93.33% 100% -
3-5 1 17 82 7 1 108
products/ 0.93% 15.74% 75.93% 6.48% 0.93% 100%
services 12.5% 19.1% 22.16% 15.22% 6.67% -
6-10 1 5 13 1 20
products/ 5% 25% 65% 5% 100%
services 12.5% 5.62% 3.51% 2.17% -
11-15 1 3 4
products/ 25% 75% 100%
services 1.12% 0.81% -
Ilnsore than | ) 3
oAl 33.33% 66.67% 100%
] 1.12% 0.54% -
services
8 89 370 46 15 2 530
Total - - - - - - 100%
100% 100% 100% 100% 100% 100% 100%

*Sequence of numbers in a cell
Absolute frequency
Relative frequency row
Relative frequency column

An analysis of the data in Table 4.8 above, reveals that those with a bachelor and
high school degrees make up most of the sample in this study. Therefore, people in these
two categories purchase more products monthly compared to participants in other levels
of education. It is also noticeable that people with higher than doctorate education
represent only 0.51% (n = 2) of the sample in the 0 to 2 monthly purchases which does
not really show us their behaviour with regard to Instagram businesses. In addition, there
were only 15 participants with doctorate or equivalent degrees and 93.33% (n = 14) of

them are in the 0 to 2 monthly purchases. Having less presence of people who have

45



higher levels of education in the study sample might go back to their lack of interest in

these businesses.

TABLE 4.9 CROSSTABULATION BETWEEN LIVING AREA & MONTHLY
PURCHASED PRODUCTS

Urban Suburban Rural Total
371 12 12 395
0 — 2 products/services 93.92% 3.04% 3.04% 100%
75.1% 63.16% 70.59% -
98 5 5 108
3 — 5 products/services 90.74% 4.63% 4.63% 100%
19.84% 26.32% 29.41% -
18 2 20
6 — 10 products/services 90% 10% 100%
3.64% 10.53% -
4 4
11 — 15 products/services 100% 100%
0.81% -
3 3
[r)l::)l;leutcl::/l;elrsvices 100% 100%
0.61% -
494 19 17 530
Total - - - 100%
100% 100% 100% 100%

*Sequence of numbers in a cell
Absolute frequency

Relative frequency row
Relative frequency column

Table 4.9 illustrates the monthly purchasing behaviour of people living in
different areas in Saudi Arabia. From the table, it is clear that participants living in urban
places had the leading presence in all categories, while those who are living in rural areas
are the least. However, upon an examination of the dispersion of the participants within
the range of products purchased every month, it is evident that the biggest percentage of
those who live in rural and suburban locations fall within the category of 0 to 2 purchases
per month. For the range of 3 to 5 products/services, all of the three locations are present,
with a tie between rural and suburban. Participants living is suburban areas are also

present in the range of 6 to 10 products per month, with urban leading with more people
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still. That could go back to the deficiency in logistics sector in Saudi (Saudi Post and
distribution processes) for suburban and rural places (Communications and Information
Technology Commission, 2017), or the area where these businesses are based (i.e. bigger

cities).

4.3.3 IMPULSIVE BUYING ANALYSIS

By reference to (Table 4.10) and (Figure 4.3) on the description of impulse
buying, it emerges that there is no significant difference in the mean and standard
deviation of all four impulse buying drivers. Therefore, the impulse factors seem to have
similar impact among the consumers in Saudi Arabia. This could go back to lack of
comprehension of the statements included in the study because of the Arabic translations
conducted, or not including as much statements related to impulse buying to get more
responses. However, one impulse factor stood out the most; it appears that most of the
participants turn to Instagram for shopping to look for products or services that they need,
as 31.89% (n = 169) of them strongly disagree and 36.6% (n = 194) disagree with the

second statement.

FIGURE 4.3 HORIZONTAL BAR CHART OF IMPULSIVE BUYING FACTORS

When | shop from Instagram, |
often buy things | do not need
When | see a product/service ﬁ

that | really like on
Instagram, | usually buy it

regardless of its price

| feel excited when | buy
things from Instagram without
planning

| shop from Instagram to
improve my mood

0 28 56 B84 112 140 168 196 224 252 280 308 336 364 392 420 448 476 504 530

O Strongly disagree
O Disagree

O Meutral

O Agree

O Strongly agree
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TABLE 4.10 IMPULSIVE BUYING DETAILED DESCRIPTIVE ANALYSIS

Strongl Strongl Std.
. B disagree | Neutral | Agree = Total | Mean | deviat
disagree agree .
ion
I shop from 131 150 136 9% 17 530

Instagram to

. 24.72% 28.3% 25.66% | 18.11% | 3.21% | 100% | 2.47 | 1.14
improve my

6.18% 7.08% 6.42% 4.53% 0.8% 25%

mood
When I shop
f
I:;E ram, I 169 194 74 69 24 530
oftengbu ’ 31.89% 36.6% 13.96% | 13.02% 4.53% 100% | 2.22 1.16
things T ﬁo ot 7.97% 9.15% 3.49% 3.25% 1.13% 25%
need
When I see a
product/service
hat 1 11
:ikzltonrea v 82 178 121 126 23 530
Instagram. I 15.47% 33.58% 22.83% | 23.77% 4.34% 100% | 2.68 1.12
usual?y bu;r it 3.87% 8.4% 5.71% 5.94% 1.08% 25%
regardless of
its price
I feel excited
:::ﬁnslf?:i 17 142 123 114 34 530
Instf ram 22.08% 26.79% 23.21% | 21.51% 6.42% 100% | 2.63 1.22
Withogut 5.52% 6.7% 5.8% 5.38% 1.6% 25%
planning
499 664 454 405 98 2120
Total - - . _ _ )

23.54% 31.32% | 21.42% | 19.1% 4.62% | 100%

*Sequence of numbers in a cell
Absolute frequency

Relative frequency row
Relative frequency

Table 4.11 provides Pearson correlation between all the factors related to impulse
buying. The numbers marked with asterisks indicates a high level of significance, which
means a higher connection or correlation between one factor and the other. The number
of the asterisks represent the level of the strength starting from 1 asterisk (strong) with (p
<.05), to 2 asterisks (stronger) with (p < .01), and 3 asterisks (very strong) with (p <
.001) (Agresti & Finlay, 2009). Note that all the significant correlations in this case were

at the level (p <.01). From that table we can say shopping on Instagram to improve the
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mood and the feeling of excitement when shopping without planning are significantly

correlated with all the other factors. Thus, it is important that Instagram businesses focus

on providing products or services that would trigger these two factors.

TABLE 4.11 IMPULSIVE BUYING CORRELATION
When I see a
. I feel
I shop When I product/servi .
excited
from shop from ce that [
. when I buy
Instagra Instagram, I really like on .
things from
m to often buy Instagram, I
. . Instagram
improve things I do usually buy .
. without
my mood not need it regardless .
. . planning
of its price
I shop from Pearson. | 330%% 1755k 43
Instagram to Correlation
i Sig. (2-
B fe. ( 000 000 000
mood tailed)
When I shop Pearson. | 084 373k
from Instagram, Correlation
I often buy things | Sig. (2-
I do not need tailed) 053 000
When I see a
product/service Pearson . 1 76%*
that I really like Correlation
on Instagram, I
usually buy it Sig. (2-
regardless of its l-g ! :000
tailed)
price
I feel excited Pearson
. 1
when I buy Correlation
things from :
Instagram Slg (2-
without planning | tailed)

** Correlation is significant at the 0.01 level (2-tailed).

4.4 INSTAGRAM ENVIRONMENTAL ATTRIBUTES INFLUENCING FACTORS
When purchasing a product or a service, there are many factors that influence the
consumer’s decision. The main objective of this section is to assess each of the variables
related to Instagram based businesses attributes, in order to determine which attributes,
influence consumers’ frequency to buy from these businesses. The data collected in this

section is based on a five-point Adjectival scale with a rating range from ‘Strong
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Negative Effect’ to ‘Strong Positive Effect’. Adjectival scales are ordinal scales which
are used mainly for ranking or rating data. Additionally, these scales are usually arranged
in ascending or descending order based on integers assigned to each rating category. The
label values in this study are as follows:

e Strong negative effect = 1

e Negative effect =2

e No effect =3

e Positive effect =4

e Strong positive effect =5
These numbers assigned to each category are mainly used for ranking the responses and
they do not signify absolute quantities, nor do they indicate the intervals between scales.
A suitable analysis in this case therefore was using descriptive statistics and correlation to
help in identifying the most influencing factors that drives consumers in Saudi Arabia to

buy from Instagram businesses (Brace, 2004; Fallowfield, 1995).

4.4.1 BRAND TRUST

Below, in Table 4.12 is an analysis of data representing the reasons related to
brand trust that are considered to possibly affect the decision of a customer when
purchasing from Instagram based businesses. After examining the table, it is clear that
good brand reputation positively affects the purchasing behavior of the consumers with
49.25% (n = 261) “positive effect” replies and 39.06% (n = 207) “strong positive effect”
replies. Family and friends’ recommendations coming in the second place with 51.89% (n
= 275) “positive effect” replies and 35.28% (n = 187) “strong positive effect” replies. It
was surprising on the other hand that influencers and celebrities” recommendation have
39.43% (n=209) “no effect”. In addition, high perceived risk had the highest standard
deviation (n = 1.42) and its mean was (n = 2.93) with the answers distributed almost
evenly throughout the categories. It could be that the participants understood the question
differently, or they did not fully comprehend the question. Lastly, using professional
pictures seems to positively influence consumers’ decision with 46.79% (n = 248)

“positive effect” replies and 23.58% (n = 125) “strong positive effect” replies.
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TABLE 4.12

BRAND TRUST DESCRIPTIVE ANALYSIS

*Sequence of numbers in a cell

Absolute frequency
Relative frequency row
Relative frequency

Strong . . Strong Std',
. Negative No Positive . Me | devi
negative effect effect effect positive | Total an | atio
effect effect n
Good brand 14 11 37 261 207 530
— 2.64% 2.08% 6.98% 49.25% 39.06% | 100% | 4.2 | 0.86
0.53% 0.42% 1.4% 9.85% 7.81% 20%
Family/friends’ 11 17 40 275 187 530
recommendations 2.08% 3.21% 7.55% 51.89% 35.28% | 100% | 4.15 | 0.85
0.42% 0.64% 1.51% 10.38% 7.06% 20%
Influencers/celebri
ties’ 66 81 209 145 29 530
recommendations 12.45% 15.28% | 39.43% | 27.36% 5.47% 100% | 2.98 | 1.07
(e.g. social media 2.49% 3.06% 7.89% 5.47% 1.09% 20%
influencers)
High perceived
:lsze(vevsgp?::t?sg o 116 113 81 131 89 530
deception, bad 21.89% | 21.32% | 15.28% | 24.72% 16.79% | 100% | 2.93 | 1.42
product/service 4.38% 4.26% 3.06% 4.94% 3.36% 20%
quality)
Good
product/service 35 37 85 248 125 530
display (e.g. 6.6% 6.98% 16.04% | 46.79% 23.58% | 100% | 3.74 | 1.1
professional 1.32% 1.4% 3.21% 9.36% 4.72% 20%
photographs)
242 259 452 1060 637 2650
Total - - - - - -
9.13% 9.77% 17.06% 40% 24.04% | 100%

In Table 4.13 below, Pearson correlation between all the factors related to brand

trust is provided. One notable result is that implementing professional photographs

positively impact all other factors. In other words, when consumers see good product

display, they would find it more trustworthy and less risky as they plan to make a

purchase from that business. As well as, good brand reputation is significantly correlated

with family, friends, and influencers recommendations. Therefore, in order to boost the

brand reputation, Instagram businesses need to focus on reaching their consumers

through their relations or people who have an influence on them.
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TABLE 4.13

BRAND TRUST CORRELATION

Infl
Good Family/ e:s /::llel; Hich Good
brand friends’ e, g' product/
. rities perceive q
reputatio recomme . service
. recomme d risk .
n ndations . display
ndations
P k. Ak ok
Good brand carson 1 467 115 070 352
N Correlation
P Sig. (2-tailed) .000 .008 .107 .000
P k. ok
Family/friends’ carson 1 159 060 278
recommendations Correlation
Sig. (2-tailed) .000 .165 .000
Inﬂuefl?ers/ Pearson ' 1 020 955
celebrities’ Correlation
recommendations Sig. (2-tailed) .640 .000
Pearson .
i i 1 .1
::I;ih perceived Correlation 86
1
Sig. (2-tailed) .000
P
Good product/ earson. 1
service display Correlation
Sig. (2-tailed)

** Correlation is significant at the 0.01 level (2-tailed).

4.4.2 PRODUCT ATTRIBUTES

Table 4.14 below, presents the descriptive statistics for factors related to the
products offered by Instagram business and how they might positively or negatively
affect consumers’ decisions. The results indicate that price, quality, and uniqueness of the
products and/or services offered on Instagram based business matter to the consumers.
Consumers in Saudi would mostly be looking for high quality and unique
products/services when they head to Instagram for shopping. For instance, 42.45% (n =
225) responded that good product/service quality positively impact their decision, while
45.66% (n = 242) indicated that unique products/services positively impact their decision.
However, if the price of Instagram based business products/services are higher than those
of other online or physical stores, then the consumers are unlikely to make the purchase
from Instagram with 33.58% (n = 178) of the participates responding that higher prices

would negatively affect their purchase decisions.
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TABLE 4.14

PRODUCT ATTRIBUTES DESCRIPTIVE ANALYSIS

*Sequence of numbers in a cell

Absolute frequency

Relative frequency row

Relative frequency

t t A
S ror}g Negative No Positive S r.o flg St‘{
negative positive Total | Mean | deviat
effect effect effect .
effect effect ion
Higher price
h h
:llillllll:: er 149 178 80 88 35 530
online/instore 28.11% 33.58% 15.09% 16.6% 6.6% 100% 2.4 1.24
R 9.37% 11.19% 5.03% 5.53% 2.2% 33.33%
services
Higher
g;‘lf‘el;tzlg‘l?:r 32 73 101 225 99 530
L. 6.04% 13.77% 19.06% 42.45% 18.68% 100% 3.54 1.12
online/instore
products 2.01% 4.59% 6.35% 14.15% 6.23% 33.33%
/services
Product/servi
ce is unique
and different 33 43 75 242 137 530
from what 6.23% 8.11% 14.15% 45.66% 25.85% 100% 3.77 1.11
you can find 2.08% 2.7% 4.72% 15.22% 8.62% 33.33%
in other
stores
214 294 256 555 271 1590
Total - - - - - -
13.46% 18.49% 16.1% 34.91% 17.04% 100%

The correlation of the factors related to products attributes is shown in Table 4.15.

From the table, it is clear that the uniqueness and quality of the products/services are

positively correlated (connected) with a p value of (.0). Although it is not statistically

significant, it is interesting to note that there is a negative correlation between price and

uniqueness of the products/services, which might indicate that the more unique the

product/service, the less the consumer will perceive higher price when making the

purchase.
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TABLE 4.15

PRODUCT ATTRIBUTES CORRELATION

products/services

Higher price Higher quality Product/servi
than other than other ce is unique
similar similar and different
online/in-store online/in-store from what
products/ products/ you can find
services services in other stores
High ice th P
ig er-plzlce an earson. 1 057 019
other similar Correlation
online/in-store
Sig. (2-tailed .194 .663
products/services ig. (2-tailed)
Higher quality Pearson -
.. . 1 .561
than other similar Correlation
online/in-store . .
Sig. (2-tailed) .000

Product/service is
unique and
different from
what you can find
in other stores

Pearson
Correlation

Sig. (2-tailed)

** Correlation is significant at the 0.01 level (2-tailed).

4.4.3 CUSTOMER SERVICE

Descriptive analysis for all the responses regarding the factors related to customer

service are provided in Table 4.16. After studying the data presented in the table, it is

undeniable that providing a good customer service will definitely encourage consumers

to purchase from Instagram businesses. In particular, 52.08% (n = 276) replied that

knowing products/services description would positively affect their purchase decision,

while 25.28% (n = 134) replied that it would have a strong positive effect on them.

42.08% (n = 223) of the participants would want to know the delivery method when

purchasing from Instagram. Another 28.49% (n = 151) of the sample replied that not

knowing delivery information would cause a strong negative effect on their decision.

Customers are also looking for good customer support through messages or phone calls

with 50.94% (n = 270) “positive effect” replies. Finally, it is clear that providing

convenient after purchase services, including return and exchange services would have a

strong positive effect on the customers with 45.66% (n = 242) “strong positive effect”

replies for that category.
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TABLE 4.16 CUSTOMER SERVICE DESCRIPTIVE ANALYSIS

Strong Strong Std.
. Negative Positive . Mea | devi
negative No effect positive | Total .
effect effect n atio
effect effect n
Providing
product/service 27 29 64 276 134 530
description in 5.09% 5.47% 12.08% 52.08% 25.28% | 100% | 3.87 | 1.02
the comment 1.27% 1.37% 3.02% 13.02% 6.32% 25%
section
Not providing 151 223 67 66 23 530
delivery 28.49% 42.08% 12.64% 12.45% 4.34% 100% | 2.22 | 1.12
information 7.12% 10.52% 3.16% 3.11% 1.08% 25%
Good customer
:l‘:f;’;’gr; (g 17 33 60 270 150 530
T 3.21% 6.23% 11.32% 50.94% 28.3% 100% | 3.95 | 0.97
. 0.8% 1.56% 2.83% 12.74% 7.08% 25%
direct message,
phone ...)
Convenient
after purchase 29 27 52 180 242 530
services (e.g. 5.47% 5.09% 9.81% 33.96% 45.66% | 100% | 4.09 | 1.12
return, 1.37% 1.27% 2.45% 8.49% 11.42% | 25%
exchange)
224 312 243 792 549 2120
Total - - - - - -
10.57% 14.72% 11.46% | 37.36% 25.9% | 100%

*Sequence of numbers in a cell
Absolute frequency

Relative frequency row
Relative frequency

The below table (Table 4.17) presents the correlation between all the factors
associated with customer service. Due to the importance of providing a convenient after
purchase services, it is lucid that this factor has a statistically significant correlation with
all of the other factors. In addition, providing the description for the products or services
has also statistically significant correlation with the rest of the factors. The negative
correlation associated with “not providing delivery information” factor, could be

explained by the fact that the clause is in negative format.
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TABLE 4.17

CUSTOMER SERVICE CORRELATION

Providing
t
pl‘Odl'lC / Not Convenient
service . Good
. providing after
description . customer
. delivery purchase
in the . X support .
information services
comment
section
Providing Pearson - s "
. 1 -.146 501 525
product/ Correlation
service
description in . .
. (2-tail .001 . .
the comment Sig. (2-tailed) 00 000 000
section
i i P ek
Not- providing earson. 1 061 187
delivery Correlation
information Sig. (2-tailed) 159 .000
Good Pearson . 1 490"
customer Correlation
support Sig. (2-tailed) .000
Convenient Pearson
. 1
after Correlation
h
D Sig. (2-tailed)
services

** Correlation is significant at the 0.01 level (2-tailed).

4.4.4 PAYMENT METHOD

The last part in this section is examining the results for the factors related to
payment methods provided by the Instagram business owners. Table 4.18 shows the
descriptive analysis of the participants replies for three factors; bank transfer, cash on
delivery, and online payment. Based on the results below, it can be said that consumers’
first preference is to pay cash on delivery with 56.42% (n = 299) “strong positive effect”
and 33.77% (n = 179) “positive effect” replies for that method. Online payment comes in
next place with 33.77% (n = 179) “strong positive effect” and 19.06% (n = 101) “positive
effect” replies for this method. Lastly, when it comes to bank transfers, participants’
replies were almost consistently distributed among the ranks which could be a sign that it

is not as favorable as the other two methods.
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TABLE 4.18 PAYMENT METHOD DESCRIPTIVE ANALYSIS

Stron Stron
negatife Negative No Positive positivge Total | Mean Std.
effect effect effect deviation
effect effect
Bank 92 135 84 146 73 530
transfer 17.36% 25.47% | 15.85% | 27.55% 13.77% 100% 2.95 1.33
5.79% 8.49% 5.28% 9.18% 4.59% 33.33%
14 14 24 179 299 530
Cash on o o 0 0 0 0
delivery 2.64% 2.64% 4.53% 33.77% 56.42% 100% 4.39 0.9
0.88% 0.88% 1.51% 11.26% 18.81% | 33.33%
Online 75 112 79 179 101 530
e 14.15% 21.13% | 14.91% | 33.77% 19.06% 100% 3.19 1.35
4.72% 7.04% 4.97% 11.26% 6.35% 33.33%
181 261 187 488 473 1590
Total - - - - - -
11.38% 16.42% | 11.76% | 30.69% 29.75% 100%

*Sequence of numbers in a cell
Absolute frequency

Relative frequency row
Relative frequency

Next in Table 4.19, the correlation among payment methods is presented. The
only statistically significant correlation appears to exist between online payment and
bank transfer. Therefore, when consumers prefer online payment as a payment method,

bank transfer would also be another suitable option for them.

TABLE 4.19 PAYMENT METHOD CORRELATION
Bank Cash on Online
transfer delivery payment
Pearson Correlation 1 -.009 456"
Bank transfer
Sig. (2-tailed) .840 .000
Pearson Correlation 1 .013
Cash on delivery
Sig. (2-tailed) .769
Pearson Correlation 1

Online payment

Sig. (2-tailed)
** Correlation is significant at the 0.01 level (2-tailed).
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4.5 SUMMARY

Chapter 4 provided all the results related the survey conducted to determine what
factors might have been the source of encouragement for consumers in Saudi Arabia to
make purchases from Instagram based businesses. The analysis of the influencing factors
related to customer demographics and personal characteristics have been presented,
including Instagram usage analysis, demographics and monthly purchases analysis and
impulse buying analysis. In addition, the analysis of Instagram environmental attributes
influencing factors was introduced. That included the analysis of factors related to brand
trust, product attribute, customer service, and payment methods. In the following chapter,
a conclusion related to the discovered results will be discussed, and a presentation of the

challenges and future recommendations will be provided.
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CHAPTERS CONCLUSION

5.1 SYNOPSIS

This study was conducted to investigate the factors that affect the purchasing
decision process of Saudi consumers when they are interacting with e-commerce
businesses that are based on Instagram. An online survey was carried out, and it was
directed to Saudi Instagram uses who have made at least one purchase from Instagram
based businesses before. The main aim of conducting this study was to answer the

flowing questions:

» Customer demographics / personal characteristics:

e [sthere a relationship between gender, income, age, education level, and
location of living (big cities or rural areas) with buying from Instagram
based businesses?

e Does the frequency of Instagram usage increase the intention to buy from
Instagram based businesses?

e [sthere an impulsive factor that drives consumers in Saudi Arabia to buy

from businesses on Instagram?

» Instagram environmental attributes:
e s there a relationship between brand trust, product attribute, customer
service, and payment method with customer motivation to buy from

businesses on Instagram?

All the factors that were considered to be included in the study were based on
theory of planned behaviour and impulse buying theory. In addition, the existing
literature related to online consumer behaviour and purchase decision (see Table 2.2), and
studies related to buyer behaviour and impulse buying, helped shape the survey
questions. Theory of planned behaviour was modified by adding background factors that
influence the behaviour of any individual greatly (see Figure 2.4). In the survey (see

Appendix F) we tried to accommodate all of these background factors to see which one
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affects the purchasing decision for Saudi Instagram shoppers. In addition, factors related
to impulse buying and some Instagram businesses attributes which have some sort of
representation in the TPB background factors; mood, emotions, experience, and media
were included.

The survey consisted of four main sections; screening questions, demographics &
personal characteristics, impulse buying, and Instagram environmental attributes. 801
Instagram users have completed the survey. Out of which, 271 were screened out due to
their ineligibility, either they were not Saudi citizens, or they have not made any purchase
from Instagram businesses previously. The total number of qualified, completed
responses was 530.

Analysing the data was conducted with the help of two analytical software
programs; Opinio and SPSS. Opinio was used mainly for generating the descriptive
statistics in order to highlight the basic features of the data. On the other hand, SPSS was
used to analyse the data more deeply and create some connections among the variable to
gain better understanding of the data set in hand and ultimately answer the research
questions. To follow, a discussion of the results in the context of our research questions

will be provided.

Question 1: Is there a relationship between gender, income, age,
education level, and location of living (big cities or rural areas) with

buying from Instagram based businesses?

With regard to participants’ demographics and the amount of purchases they
made on Instagram, when it comes to gender distribution among the purchases they make
monthly, we found no differences between the two. Moreover, we noticed that income
might have an impact on the number of purchases people make on Instagram. However,
we observed no specific general trend, but we noticed that people who earn under SAR
5000, and between SAR 10000 and SAR 20000 a month, could be categorized as the
ones with higher preference of buying from Instagram based business, as they account for
the largest total of such purchases. As for age, the age groups 25 to 30 and 41 to 65 are

present in each purchase category, even though the total number of participants within
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each of these two groups is less than the total number of participants within the age group
of 31 to 40, which accounts for the highest number of participants. In the case of
education, it appears that participants with a bachelor or high school degree are the most
active shoppers on Instagram compared to participants in other levels of education. In
addition, the results indicate that those who have higher levels of education may have less
interest of buying from Instagram.

Lastly, after examining participants’ area of living and their monthly purchases, it
appears that participants living in urban areas represent 93.21% (n = 494) of the total
participants and therefore they had the leading presence in all purchasing categories. Yet,
most of the participants who live in suburban and rural locations fall within the category
of 0 to 2 purchases per month, and 3 to 5 products purchases per month comes in second.
Additionally, 10.53% (n = 2) of participants living in suburban areas are also present in
the range of 6 to 10 products. The low presence of these two categories might go back to
the lack in the logistics sector in Saudi (i.e. Saudi Post and distribution processes) for
suburban and rural places, or the area where these businesses are based (bigger cities).
However, some of the objectives of the National Transformation Program (NTP) as part
of the Vision 2030 which was created to support the growth and development of e-
commerce in Saudi Arabia, is to support small and medium e-commerce businesses and
improve logistics sector, and that would make a difference in the coming years

(Communications and Information Technology Commission, 2017; Vision 2030, 2016).

Question 2: Does the frequency of Instagram usage increase the intention

to buy from Instagram based businesses?

Based on the results found in the study, it was clear that Saudi Instagram users
spend a decent amount of time on Instagram, with the biggest percentage 42.45% (n =
225) spending an average of 1 to 2 hours on Instagram daily. It was also shown from the
participants data that time spent on Instagram could increases the chances for more
purchases made form Instagram businesses. For instance, the participants who make 11 to
15 purchases and more than 15 purchases, are those who spends at least 1 to more than 4

hours on Instagram daily.
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Question 3: Is there an impulsive factor that drives consumers in Saudi

Arabia to buy from businesses on Instagram?

The analysis of impulse buying factors did not show any outstanding results. The
mean of all factors was leaning toward “Neutral” and the standard deviations were high.
This could go back to lack of comprehension of the statements included in the study
because of the Arabic translations conducted, or not including as much statements related
to impulse buying to get more responses, and therefore, more understanding of consumer
behaviour in this area. Thus, the impulse factors included in this study do not seem to
have a substantial impact among the consumers in Saudi Arabia.

However, one impulse factor stood out the most; it appears that most of the
participants turn to Instagram for shopping to look for products or services that they need.
That also conforms the results obtained from ‘product attributes’ section, where we found
that most of the participants are looking for unique products and services on Instagram.
In addition, it is interesting to note that 23.77% (n = 126) of the participants agreed that
they would buy a product or a service if they really like it regardless of its price.
Referring this back to participants’ income and their purchasing behaviour (Marketline,
2018), the prevalent feeling of a strong social and financial security among the citizens

might be a strong factor influencing this buyer behaviour in the Saudi Arabian.

Question 4: Is there a relationship between brand trust, product attribute,
customer service, and payment method with customer motivation to buy

from businesses on Instagram?

The analysis of Instagram environmental attributes was divided into four
categories; analysis of attributes related to brand trust, product features, customer service,
and payment method. The most statistically significant factors related to brand trust that
positively affect consumers purchasing decisions were revealed as maintaining a good
brand reputation, promoting family and friends’ recommendations, and using
professional pictures. In fact, implementing professional photographs positively impact

all other factors. Therefore, we view this as something that all Instagram businesses
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should invest in. When it comes to product features, and as the consumers in Saudi
browse through Instagram businesses, the most important factor that they would be
looking for is high quality and unique products or services as depicted by the
photographs. In addition, the prices for these products or services should be reasonable
compared to other similar businesses.

Moreover, based on the analysis of customer service factors, providing a good
customer service is essential for encouraging consumers to purchase from Instagram
businesses. With regard to their importance, customer service factors can be arranged in
the following order; providing convenient after purchase service (i.e. return, exchange),
good customer support, including product or service description in the comment section,
and explaining the delivery method. Finally, the results of payment method analysis
suggest that, when purchasing from Instagram businesses, consumers prefer to pay in
cash upon delivery. That could go back to a lack of trust in Instagram businesses since
they are not “official” businesses. However, trust could be increased with the new service
initiatives of Maroof, or it can be just more convenient for them to pay online. The
results show online payment comes in the second place, and bank transfers are not that
desirable as it comes in last.

Some of the factors found here are complying with Bahaddad et al. (2013) results,
as they investigated the factors that drive consumers in Saudi Arabia to shop online. They
found company size, strength of the brand, website features, the method of delivery, and
payment security are strong influential factors that encourage online shopping. That just
confirms the importance of these factors when establishing an Instagram based business.
As well as, it indicates that Instagram businesses can be categorized as e-commerce

businesses.

5.2 RECOMMENDATIONS

Based on the process of conducting this study and the results found, some
recommendations can be made for different parties involved. The owners of any
Instagram based businesses, or any individual who is thinking of starting an e-commerce

business. It can be said that Instagram is a very rich and popular medium in Saudi Arabia
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and it is very suitable for startups. That can be explained by a number of factors. For
instance, Instagram eases the reach to many demographic segments as most segments of
the Saudi population have a presence on Instagram as seen in the demographic
breakdown in this study (see Section 4.2). In addition, an enormous attention from the
Saudi government is being focused on supporting these new types of small/medium
businesses. Maroof movement and the NTP are two examples of the government’s efforts
in this field.

During the set-up process for an Instagram based business it is important to keep
in mind all the factors that would encourage consumers to trust the business and make
purchases and therefore increase the profits. Some of the most important factors that
should be present in any Instagram business are: making sure that the area being targeted
has a strong logistics infrastructure, offering a product or service that is lacking in the
targeted area, introducing unique and high quality products and services, implementing
marketing elements that trigger excitement and joy, using professional high-end
photography only, promoting family and friends recommendations (e.g. giving special
packages and promotion for family and friend such as mother day offers), maintaining a
good brand reputation, reasonable pricing, providing convenient after purchase service
and good customer support throughout the whole purchasing process, and lastly, offering
alternative payment methods such as cash on delivery and online payment.

Saudi government on the other hand should push all social media based
businesses to register with Maroof. As it is a free service and it guarantees both
businesses and consumers rights. Consumers should also be more careful and make sure

that the businesses they are dealing with are registered with Maroof.

5.3 LIMITATIONS AND FUTURE WORK

During the process of undertaking this study and analysing the results, some
limitations were faced. To begin with, it would have been more helpful if we had a more
broader sample of the population. This could perhaps be achieved by having access to a
more diverse population for instance, i.e., more younger and older people, more

participants with lower and higher education level, and more participants that live in

64



suburban and rural areas, which would result in having a deeper understanding of the
entire population.

Even though a pilot of the survey was tested before releasing the actual survey,
we believe that some of the factors related to impulse buying was not well understood.
This might go back to the Arabic translations conducted, or not including as much
statements related to impulse buying to get more responses, and therefore, gain more
understanding of impulse buying behaviour in Instagram based businesses. Thus, a
separate study that focuses solely on impulse buying which includes more factors and
attributes that could initiate impulse buying in these circumstances would be beneficial.

Additionally, studying consumer behaviour toward Instagram businesses in other
MENA countries and comparing the results to the ones found here would help in the
contextualization of the results.

Lastly, despite the fact that this research was a good contribution to literature, it
would be interesting to investigate Instagram based businesses from the business
perspective. In other words, looking into different number of Instagram businesses,
examining their business models, comparing their return on investment, and looking at
what would make a successful small/medium business that is built on Instagram or any

other social media platform.
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Post REB Approval: On-going Responsibilities of Researchers

After receiving ethical approval for the conduct of research involving humans, there are
several ongoing responsibilities that researchers must meet to remain in compliance with
University and Tri-Council policies.

1. Additional Research Ethics approval

Prior to conducting any research, researchers must ensure that all required research ethics
approvals are secured (in addition to this one). This includes, but is not limited to,
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2. Reporting adverse events

Any significant adverse events experienced by research participants must be reported in
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be considered “‘significant” include: an emotional breakdown of a participant during an
interview, a negative physical reaction by a participant (e.g. fainting, nausea, unexpected
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research involving humans may be conducted in the absence of a valid ethical approval
and that allowing REB approval to lapse is a violation of University policy, inconsistent
with the TCPS (article 6.14) and may result in suspension of research and research
funding, as required by the funding agency.
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5. Submitting final reports

When the researcher is confident that no further data collection or participant contact will
be required, a Final Report (available on the website) must be submitted to Research
Ethics. After review and approval of the Final Report, the Research Ethics file will be
closed.

6. Retaining records in a secure manner

Researchers must ensure that both during and after the research project, data is securely
retained and/or disposed of in such a manner as to comply with confidentiality provisions
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University Legal Counsel office in the event that he or she receives a notice of non-
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research in a safe and ethical manner.
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APPENDIX C — RECRUITMENT LETTERS

C.1 ENGLISH RECRUITMENT LETTER

Hello!

N
My name is Ghada Asiri. | am a graduate ( '
student at Dalhousie University, studying
Electronic Commerce. My supervisor Dr.

Joyline Makani and I, are conducting a
research to study Buyer Behaviour Toward
Instagram Based Businesses in Saudi ‘
Arabia. X
We are looking for a large number of
participants consisting of Saudi Instagram
users who has conducted at least one
purchase from an Instagram based business.

When participating in this study, you are only
expected to provide us with 10 minutes of

your time to answer a questionnaire.

If you are interested to participate, please
visit our study account (ghada_study) and
click on the link in the bio section to go
directly to the questionnaire.

WE APPRECIATE YOUR HELP

C.2 ENGLISH SURVEY INFORMATION
Filling Out The Survey

The completion of the questionnaire will be online through the website attached in
the bio section. The questionnaire will take about 10 minutes to complete and there
will be no return for participants. Participation is voluntary to help us collect data and

complete our research.

If you have any questions or inquiries regarding
the study, please do not hesitate to contact me via
e-mail (gh767416@dal.ca) or telephone number
(+1 (902)717-311)
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APPENDIX D — REQUESTS SENT TO BUSINESS OWNERS

D.1 ENGLISH REQUEST

Dear (business owner name),

My name is Ghada Asiri. I am a graduate student at Dalhousie University studying
Electronic Commerce. My supervisor Dr. Joyline Makani and I are conducting research
to study buyer behaviour toward Instagram based businesses in Saudi Arabia. We are
looking for a large number of participants consisting of Saudi Instagram users who has
conducted at least one purchase from an Instagram based business. We would be grateful
if you would agree to help us reach out target population by posting the following picture
on your account. The picture contains all recruitment details for the study. You could also
tag out study Instagram account on the picture (account name: ghada_study), and include
the survey link (https://surveys.dal.ca/opinio/s?s=InstagramBuyerBehaviour) in the
comment section.

This study will help in discovering factors that has an influence on purchasing decisions
of Instagram based business consumers. The results of this study would help
entrepreneur, small, and medium online business owners like yourself, by applying or
emphasizing on some of the factors that will be explored on their business, to attract or
retain their consumer segments. If you would like to have a copy of the results or if you
have any other questions, please do not hesitate to contact me through the email
gh767416(@dal.ca or phone number +1 (902) 717 - 1311.

We appreciate your help.
Ghada Asiri
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APPENDIX E — CONSENT FORMS

E.1 ENGLISH CONSENT FORM

Project title: Buyer behaviour toward Instagram based businesses in Saudi
Arabia
Lead researcher: Ghada Asiri

Faculty of Computer Science

gh767416@dal.ca

+1(902) 717 - 1311

Supervisor: Dr. Joyline Makani
School of Information Management
makani@dal.ca

You are invited to take part in a research study being conducted by the above
investigators from Dalhousie University. Our study is a part of a master’s thesis in the
field of Electronic Commerce at the Faculty of Computer Science at Dalhousie
University. The purpose of this research is to find out the factors that have an influence
on purchasing decisions of the consumers for Instagram based business in Saudi Arabia.
To be eligible to participate in the study, you must be a Saudi Instagram user who has
conducted at least one purchase from an Instagram business.

As a participant in the research, you will be asked to answer 28 questions about general
demographic information and some factors that might have encouraged you to purchase
from Instagram businesses. Information will be collected anonymously, which means no
personally identifying data will be collected such as your name or email address. The
survey will be conducted over the internet using Opinio software. All responses will be
saved on a secure Dalhousie server and processed through SPSS statistics software using
password-protected laptop.

Your participation in this research is entirely your choice. You do not have to answer
questions that you do not want to answer, and you are welcome to stop the survey at any
time if you no longer want to participate. All you need to do is close your browser. We
will not include any incomplete surveys in the analyses. However, if you do complete
your survey and change your mind later, we will not be able to remove the data you
provided because the surveys are completed anonymously, so we would not know which
one is yours.

Only my supervisor and I will have access to the survey data. We will describe and share
general findings in the thesis report for this study. Study data will be kept in a password
protected laptop for approximately 2 years after the end of the research. Following the
approval of the thesis and the expected publication, the lead researcher will be
responsible for destroying the data.
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The risks associated with this study are no greater than those you encounter in your
everyday life.

There will be no direct benefit to you by participating in this research, and you will not
receive compensation. The research, however, would contribute to the knowledge of
online consumer behavior in a scenario that is different from regular e-commerce
systems. It would also help any entrepreneur who is interested in starting an online
business by applying some of the factors that will be discovered on their business to
attract their consumer segments.

If you would like to see the results of this study, please send us an email by clicking here
and we will contact you with publication details that describe the results. Your email will
come directly to the main research and will be separated from your survey data to ensure
the anonymity of your responses to the survey. All participants’ email addresses will be
collected in a list and kept in a password protected file, on a password-protected laptop.
Once we share the results with the participants, the list will be destroyed by the main
researcher.

You should discuss any questions you have about this study with Ghada Asiri through the
email (gh767416(@dal.ca) or phone number (+1(902)717-1311). If you have any ethical
concerns about your participation in this research, you may contact Research Ethics,
Dalhousie University at (+1(902)494-1462), or email (ethics@dal.ca) and use the
reference number for this research (REB file # 2018-4633).

If you agree to complete the survey, please click on the START button below:
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E.2 ARABIC CONSENT FORM
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APPENDIX F — SURVEY QUESTIONS IN ENGLISH

Section 1/ Screening Questions:

1. Are you a Saudi citizen?
o Yes
o No

2. Have you ever made any purchase from Instagram based businesses?
o Yes
o No

Section 2/ Demographics & Personal Characteristics:

3. Gender?
o Female
o Male

4. Monthly income?
o Under SAR 5000
0 Between SAR 5000 — SAR 10000
0 Between SAR 10000 — SAR 20000
o Over SAR 20000

5. Age group?

o0 Under 18
0l8-24
025-30
o31-40
041 - 65
o Over 65

6. Highest level of education?
O Less than high school
o High school degree
o Bachelor’s degree
O Master’s degree
0 Doctorate or equivalent
o Higher than Doctorate

7. Which of the following best describes the area you live in?
o Urban
O Suburban
O Rural
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8.

On average, how many hours per day do you spend on Instagram?
0 Less than 1 hour

o 1 —2 hours

0 3 — 4 hours

0 More than 4 hours

How many products/services do you purchase from Instagram businesses per month?
(That include for example food, home beauty services, or any other product/service
provided through Instagram)

0 0 — 2 products/services

0 3 — 5 products/services

0 6 — 10 products/services

o 11 — 15 products/services

0 more than 15 products/services

Section 3/ Impulse Buying:

To what extent do you agree or disagree with each of the following statements:

St 1 Strongl
'rong y Disagree | Neutral Agree rongly
disagree agree

10.

I shop from Instagram
to improve my mood

11.

When I shop from
Instagram, I often buy
things I do not need

12.

When I see a
product/service that I
really like on
Instagram, I usually
buy it regardless of its
price

13.

I feel excited when I
buy things from
Instagram without

planning
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Section 4/ Instagram Environmental Attributes:

To what extent do think that the following factors under each category have an influence
on your decision when you are shopping from Instagram businesses:

Brand trust:

Strong
negative
effect

Negative
effect

No
effect

Positive
effect

Strong
positive
effect

14.

Good brand reputation

15.

Family/friends’
recommendations

16.

Influencers/celebrities’
recommendations (e.g.
social media influencers)

17.

High perceived risk (e.g.
online reviews pointing
to deception, bad
product/service quality)

18

. Good product/service
display (e.g. professional
photographs)

Product attributes:

Strong
negative
effect

Negative
effect

No
effect

Positive
effect

Strong
positive
effect

19

. Higher price than other
similar online/in-store
products/services

20.

Higher quality than
other similar online/in-
store products/services

21.

Product/service is
unique and different
from what you can find
in other stores
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e Customer service:

Strong
negative
effect

Negative
effect

effect

Positive
effect

Strong
positive
effect

22. Providing
product/service
description in the
comment section

23. Not providing delivery
information

24. Good customer support
(e.g. through Instagram
direct message, phone

)

25. Convenient after
purchase services (e.g.
return, exchange)

e Payment method:

Strong
negative
effect

Negative
effect

No
effect

Positive
effect

Strong
positive
effect

26. Bank transfer

27. Cash on delivery

28. Online payment
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APPENDIX G — SURVEY QUESTIONS IN ARABIC
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APPENDIX H — INSTAGRAM ENVIRONMENTAL ATTRIBUTES CHARTS

FIGURE H.1 HORIZONTAL BAR CHART OF BRAND TRUST FACTORS

Cood brand reputation

Family /friends’
recommendations

Influencers/celebrities’
recommendations (e.a. social
media influencers)

High perceived risk (e.g.

online reviews pointing to
deception, bad product/service
quality)

Cood product/service display
(e.g. professional
photagraphs) | | ‘ | i [ !

2 _
0 28 56 84 112 140 168 196 224 252 280 308 336 364 392 420 448 476 504 530

O Strongly disagree
O Disagree

O Meutral

O Agree

O Strongly agree

FIGURE H.2 HORIZONTAL BAR CHART OF PRODUCT ATTRIBUTES

FACTORS

Higher price than other
similar onlinefin-store
products/services

Higher quality than other
similar online/in-store
products/services

Product/service is unigue and
different from what you can
find in other stores

| | | |
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O Strongly disagree
O Disagree

O Meutral

O Agree

O Strongly agree
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FIGURE H.3 HORIZONTAL BAR CHART OF CUSTOMER SERVICE FACTORS

Providing product/service
description in the comment
section

Mot providing delivery
information

Cood customer support (e.g.
through Instagram direct
message, phone ...)

Convenient after purchase
services (e.g. return,
exchange)
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FIGURE H.4 HORIZONTAL BAR CHART OF PAYMENT METHODS FACTORS

Bank transfer

Cash on delivery

Online payment
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