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Abstract
Developing states are severely in need of building up their electronic commerce for their economic survival on
the globe. Beside other challenges, developing countries are lagging behind in terms of technology readiness
(TR). Another leading factor, particularly within the practicing Muslim communities, is the impact of religiosity
that has been unanimously found playing an immense role in buyers’ buying attitude, judgment of product price
and quality. Having an immense influence, religiosity affects both intra-personally and interpersonally.
Furthermore, it shapes consumers’ mind-set, learning and life style and is also considered as one of the
significant factors with regards to hi-tech innovations adoption. This paper puts light on the moderating effect of
the religiosity on the relationship between technology readiness and diffusion of electronic commerce, in the
perspective of Muslim majority developing countries. While contributing to the field of knowledge, the study
highlights the importance of technology readiness and trust in the diffusion process of electronic commerce.
Looking into the moderating effect of religiosity in this regard, it underlines the unique features (completeness,
universality, ever-greenness and applicability) of Islam including; its moderate approach toward latest
technologies including e-commerce, thus boosting up electronic commerce trade. While, possessing the practical,
educational and theological implications, the study will be helpful to all the stakeholders including; prospective
consumers, governmental concerned authorities and e-commerce global community.
Keywords: diffusion, technology readiness, religiosity, electronic commerce
1. Introduction
Today, electronic commerce (EC) has massively revolutionized the business world by extending its enormous
impact on the global society including; politics, survival of a common man and an overall attitude towards others.
It has been growing very fast, As in the recent years, retail electronic commerce trade has reached at $820.5
billion; increasing from 4.0% in 2008 to 6.5% in 2012 and is estimated to increase up to 9.3% by 2016,
exceeding $1 trillion (Devitt, et al., 2013; Siemer & Associates, 2013). In Europe, for instance, 2.2% share of the
GDP is contributed by internet economy, it is expected to increase as double by 2016 and triple by 2020
(Nagelvoort, Welie, Brink, Weening, & Abraham, 2014). On the other hand, e-commerce has been facing many
challenges in the developing states, in particular the Arab World (International, 2011). According to the fact and
figure, Middle East and North African (MENA) region, contributing one of the lowest, is expected to grow 1.6%
to 3.5% by 2016 (Fredriksson, 2013). Instead of having reasonably good technological infrastructure, the region
is believed to be about five years lagging behind the USA in terms of electronic commerce business (Petermeijer,
Verdonk, Balsfoort, & Zwart, 2015).
In the developing Muslim majority states, consumers are found unenthusiastic and unwilling buying over the
internet due to numerous factors (Al Rawabdeh, Zeglat, & Alzawahreh, 2012; AlGhamdi, Drew, & Al-Ghaith,
2011), and lower level of technology readiness in their residents is one of the leading factors in this regard.
Technology readiness refers to individuals’ broader mindset and approach towards innovations or the latest
technology (Parasuraman, 2000). It is a prerequisite and essential to boost up, predominantly in business to
consumer (B2C) e-commerce. As a matter of fact, if buyers feel uncomfortable in using the technology, they
would not be expected to perform e-commerce. Moreover, in the Muslim community, religion plays a very
important role in buyers’ actions. To Muslims consumers; religiosity is one of the principal and dominant
phenomena that guides them whether or not to adopt a new product, an idea or a technology (Khraim, 2010;
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Reitsma, Scheepers, & Grotenhuis, 2006; Yousaf & Malik, 2012; Rehman & Shabbir, 2010). This study aims to
investigate the nature of relationship that exists between technology readiness and diffusion of e-commerce.
Furthermore, it intends to investigate the moderating effect of religiosity on relationship between technology
readiness and diffusion of e-commerce.
2. Literature Review
Turban et al. (2008) defines e-commerce as “a process of buying, selling, transferring or exchanging products,
services and/or information via computer network, including the internet”. The emergence of electronic
commerce has significantly changed human lives (Nanehkaran, 2013). It contains several distinct characteristics
like; ubiquity, large-scale reach, worldwide standards, information richness and consistency, customization and
personalization, cost saving and lesser payment time. Business-to-consumer (B2C) model of e-commerce bears
the topmost contribution (Corbitt, Thanasankit, & Yi, 2003; Kamari & Kamari, 2012). Furthermore, it benefits
businesses in the forms of increasing productivity, improved market share, finer consumer service, and faster
product delivery (Watson, Berthon, Pitt, & Zinkhan, 2008; Khurana, Goel, Singh, & Bhutani, 2011).
E-commerce has been also facing challenges like; insecurity, privacy, warranty and guarantee claims, marketing
and logistics (Nanehkaran, 2013). Similarly, the developing have been facing issues like; meager infrastructure,
socio-cultural and economic issues, awareness lower level of technology readiness (Lawrence & Tar, 2010; Pons,
Aljifri, & Fourati, 2003; Al Rawabdeh, Zeglat, & Alzawahreh, 2012).
Technology readiness has four dimensions namely; “optimism, innovativeness, discomfort, and insecurity”
(Parasuraman, 2000; Demirci & Ersoy, 2008). Technology readiness, backbone of electronic commerce practice,
is a key to growing economies in the second stage of development and it ranks ninth in the list of leading
national competitiveness pillars (Shih, Dedrick, & Kraemer, 2005; Ogrean, Herciu, & Belascu, 2010). In terms
of consumers’ overall perception, it is found that consumers’ perception regarding e-commerce varies person to
person and place to place (Berndt, Saunders, & Petzer, 2010). For example; Lin and Hsieh (2007) highlighted
three findings on the customers’ behavior when using self service technologies; the customers’ satisfaction level
of self service technologies (SSTs) depend upon their respective level of technology readiness; the more intensity
of technology readiness shows creates positivity in customers’ behaviors; and consumers are expected to pass
recommendations within their community if they have gained more satisfaction themselves. An empirical study
in this regard was conducted; two student communities, from different countries, were observed using
technology readiness index (Parasuraman, 2000) to calculate their level of readiness and willingness to use latest
technologies. The Chinese fellows were found suffering from higher level of discomfort and insecurity and lower
level of optimism and innovativeness as compare to their American fellows (Elliott, Hall, & Meng, 2008). The
following paragraphs put light on another potential factor i.e. religiosity in this regards; especially in the
religious communities.
Religiosity has been widely used in different perspectives. Being synonymously used for phrases like;
“religiousness, orthodoxy, faith, belief, piousness, devotion, and holiness”, but none of the mentioned phrases are
similar in meaning to it (Holdcroft, 2006). Religion plays an important role in all aspects of our life including
shopping behavior. Religiosity has been observed as a basis of trade dynamics i.e. quality notice, spontaneous
shopping and price realization (Mukhtar & Butt, 2012). Religion itself supports to seek technological knowledge,
to build trust in new technologies and to all the changes likely to happen if those are inclined with the teachings
of Islam. Yousaf and Malik (2012) disclosed that consumers’ religiosity and product interest levels outstandingly
influence different aspects of consumers’ approach. It is found, particularly in Muslim consumers, that religion
plays an immense role towards diffusion of innovations i.e. novel idea or technology (Ansari, 2014). While,
focusing on marketing strategies in Muslim majority consumers, Rehman and Shabbir (2010), Ansari (2014) and
Hanzaee, Atar and Alikhan (2011) found a significant relationship between religiosity and new product adoption.
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3. Conceptual Framework
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Figure 1. Conceptual Framework
4. Role of Technology Readiness in Diffusion of Innovation
Today, businesses are required to be updated due to the emergence of technology readiness in the consumers and
because of the prompt nature of “electronic” marketplaces (Dada, 2006; Hosseinpour, Hajizadeh, Karimi, &
Shariati, 2013; Bui, Sankaran, & Sebastian, 2003). Chinese e-commerce market suffered due to: insecurity,
inadequate legal protection, distrust and poor logistic support (Shih, Dedrick, & Kraemer, 2005; Tan & Ouyang,
2004). Another research found skilled accountants as dispassionate towards “techno-ready” and “techno-resistant”
towards up-to-the-minute technologies (Lai, 2008). Similarly, South African consumers, comparing to their
American counterparts, were found hesitant doing banking over machines (Berndt, Saunders, & Petzer, 2010).
Two student communities (Chinese and Americans) were observed applying technology readiness index to
calculate their inclination towards new technologies. As a resultant, the former group was found more
dissatisfied and insecure and less optimistic and innovative as compare to American fellows (Elliott, Hall, &
Meng, 2008). Interestingly, different levels of consumers’ technology readiness effect their cognitive and
sentimental considerations on the latest technologies (Ferreira, Rocha, & da Silva, 2014). Lee (2001)
investigated that it was not only the investment on the infrastructure, but the education and ability to properly
access the technology required the most to promote e-commerce in the developing countries.
5. Technology Readiness and Electronic Commerce
Significance of technology readiness in the perspective of diffusion e-commerce is quite obvious. Recent studies
(Caison, Bulman, Pai, & Neville, 2008; Son & Han, 2011; Abu-Assi, Al-Dmour, & Al-Zu’bi, 2014; Demirci &
Ersoy, 2008) had found technology readiness model quite useful and applicable in studying consumers’
inclination accepting the new technologies including e-commerce. The phenomenon of technology readiness has
been broadly studied in telecom sector, e-education, e-insurance and electronic commerce (Summak, Murat, &
Mustafa, 2010; Massey, Khatri, & Montoya-Weiss, 2007). Lower level of the technology readiness has been
observed as one of the main reasons of lower practice of e-commerce in the developing countries (Kraemer,
Dedrick, Melville, & Zhu, 2006).
Islam supports E-Commerce, provided that Islamic teachings, business rules and regulations have been duly
followed (Zainul, Osman, & Mazlan, 2004; Dali, Bin Harun, Bte Mohd Khalid, & Bte Abdul Hamid, 2004). We,
as human beings, have been blessed with the best status among all other creatures, having responsibility to
sustain with the superior position in all spheres of our lives (Sohaib & Kang, 2014).
6. Religiosity
Religiosity has been playing an immense role in people’s buying approach, opinion on product price and quality
(Reitsma, Scheepers, & Grotenhuis, 2006; Yousaf & Malik, 2012; Rehman & Shabbir, 2010; Khraim, 2010).
Considered as one of the main significant factors towards hi-tech innovations, it influences consumers’ mind-set,
education and life style (Coccia, 2014; Fam, Waller, & Erdogan, 2002; Sohaib & Kang, 2014; Eid & El-Gohary,
2015; Khraim, 2010). In Muslim consumers, religiosity is one of the influential factors building their attitude
towards the innovations (Rehman & Shabbir, 2010; Azam A. , Qiang, Abdullah, & Abbas, 2011; Ansari, 2014).
And WE (Allah Almighty) have certainly honored the children of Adam and carried them on the land and sea
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and provided for them of the good things and preferred them over much of what WE (Allah almighty) have
created, with [definite] preference (Al-Quran, 17:70)
Human beings, blessed with a complete and comprehensive dignity, are taught to accumulate and sustain their
self-esteem in every aspect of life (Osman, 2001). Achievements made in any field of life, complying with the
Islamic teachings, are counted as good deeds. Every Muslim welfare state is expected to provide prosperity to its
citizens in every aspect (Gummi, 2013). Islamic teachings of innovativeness need to be duly highlighted in
today’s world. Since religiosity influences customs and the cultural values ultimately maneuver adoption or
diffusion processes, the projected ideas, technologies in agreement with the cultural values, be given improved
and earlier response in the public (Wejnert, 2002). A thorough literature review proposes a momentous influence
of religiosity on the relationship between technology readiness and diffusion of innovations (Wejnert, 2002;
Daniels & Ruhr, 2010; Muhammad & Muhammad, 2013; Azam A. , Qiang, Abbas, & Abdullah, 2013).
7. Methodology
This study suggests quantitative research design. Research design, a guideline and instruction for the researcher,
helps in finding out the method for conducting specific research. It thoroughly directs the research in selecting
the proper sampling technique, data collection instrument, management of instrument and an analysis of the data
collected. Study objective aims to examine the relationships between the Technology Readiness and Diffusion of
(B2C) e-commerce in the perspective of Muslim majority countries. Further, technology readiness is taken as
independent variables and diffusion of e-commerce is studied as independent variable, while religiosity is taken
as a moderator to examine its moderating effect on the relationships between independent and dependent
variables. Descriptive in nature, it is termed as correlational study, as it illustrates the issues technology readiness
and trust towards diffusion of e-commerce where examining the relationship between the prescribed variables.
This study suggests using survey method. According to Zikmund (1994) survey method is useful in elaborating a
phenomenon and in looking for the reasons and ground of any specific action. As discussed by Neuman (1997),
survey method is quite valuable and practical as it facilitates the researchers to gather data comprising on a large
number of respondents in order to measure multiple variables and to testify multiple hypotheses. Few of the
advantages of survey method include: access to large number of respondents, less costly to manage, and free
from interviewer prejudice (Bryman & Bell, 2003; Sekaran & Bougie, 2010). Thus, it will be appropriate to
employ survey for conducting the present study. According to Neuman (1997) unit of analysis is what is being
studied for measurement of variable. Unit of analysis can be individual, group or organization (McDougall &
Oviatt, 2000) depending upon the nature and context of study.
8. Underlying Theories
The above discussed framework is widely supported by the Rogers’ theory of diffusion of innovation (DoI),
technology readiness index and theory of reasoned action. Theory of DoI hold up theoretical background of
diffusion of e-commerce, technology readiness is supported by the index i.e. technology readiness index (TRI)
and theory of reasoned action carries out the concept of the religiosity in the framework.
Diffusion of innovation is the “the process by which an innovation is communicated through certain channels
over time among members of a social system” (Rogers E. M., 2003). Information technology related studies
have been widely employing diffusion of innovation theory (Slyke, Belanger, & Comunale, 2004; Prescott &
Conger, 1995). For instance, Ho, Kauffman and Liang (2007) adopted the basic ideas of the DoI theory to signify
drivers of the technology. DoI theory looks at five (relative advantage, compatibility, complexity, observability
and trialability) well-known features of latest technologies to find out a general opinion of masses toward it
(Rogers E. M., 1995; Rogers E. M., 2003). Numerous studies have been found investigating the supposed
attributes (relative advantage, compatibility, complexity, observability and trialability) of the new technologies or
innovations (Agarwal & Prasad, 1997; Moore & Benbasat, 1991; Lin, 2011). By and large, the first three features,
out of five, are seen more influential in the past studies (Kraemer, Dedrick, Melville, & Zhu, 2006; Slyke,
Belanger, & Comunale, 2004). And the acceptance of new technologies and ideas also depends on the consumers’
technical know-how (Rogers E. M., 2003; Selwyn, 2003).
Technology readiness is an important tool to identify consumers’ level of innovativeness, behaviors toward new
technologies and an overall attitude. It tells about consumers’ inclination towards up-to-the-minute technologies
or innovation. Having lot of positivity and optimism in their minds towards technology, consumers are also seen
concerned about the uncreative and barren use of the technology (Parasuraman, 2000; Son & Han, 2011; Caison,
Bulman, Pai, & Neville, 2008). Technology readiness index has four dimensions: “optimism, innovativeness,
discomfort and insecurity”. Optimism shows consumers’ improved control, flexibility and efficiency over the
technology; whereas innovativeness deals with the tendency of technology leaders and pioneers. On the other
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hand, discomfort and insecurity investigate believed lack of control, a sense of being besieged by the technology
and distrust over the technology respectively (Abu-Assi, Al-Dmour, & Al-Zu’bi, 2014; Demirci & Ersoy, 2008;
Tsikriktsis, 2004; Massey, Khatri, & Montoya-Weiss, 2007).
Theory of reasoned action (TRA), family unit of all theories, reveals that people’s behavior is controlled by their
belief, state of mind, and plan (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975; Ansari, 2014; Mukhtar & Butt,
2012). It further defines “behavior” as an optimistic or a pessimistic assessment of attitude and a formative
aspect of intention (Davis, 1989; Zarrad & Debabi, 2012; Chatterjee & Ghosal, 2014; Sumarto, Purwanto, &
Khrisna, 2012).
9. Conclusion
The study proposes an integrated framework (shown in Fig.1) by incorporating three distinct literature streams
i.e. technology readiness, religiosity and diffusion of electronic commerce. It would provide a clearer picture of
the significance of technology readiness and role of religiosity in diffusion of e-commerce process, to all
stakeholders including; potential consumers, officials, global e-commerce community. Further it supports that
innovative ideas, technologies or innovations, if uphold compliant with the teachings of Islam, receive better
reception and acceptance. As a leading phenomenon, the moderating role of religiosity would be one of the key
finding of this study. The outcome is anticipated to propose practical suggestions to all the stakeholders
including; likely consumers, e-commerce global community, regarding the importance of technology readiness
towards diffusion of e-commerce and the moderating role of religiosity. The final product will justify the broader
spectrum and traits of Islam like; universality, applicability, ever-greenness and moderate teachings of Islam,
toward new technologies including electronic commerce, thus advancing global e-commerce market. This study
deepens the current body of knowledge by presenting a conceptual understanding on the relationships between
technology readiness, diffusion of e-commerce and the moderating role of religiosity. For the future studies, the
framework can be employed on diverse cultures.
References
Abu-Assi, H. A., Al-Dmour, H. H., & Al-Zu’bi, Z. M. (2014). Determinants of Internet Banking Adoption in
Jordan. International Journal of Business and Management, 9(12), 169-196.
Agarwal, R., & Prasad, J. (1997). The role of innovation characteristics and perceived voluntariness in the
acceptance of information technologies. Decision ciences, 28(3), 557-582.
Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. Prentice-Hall.
Al Rawabdeh, W., Zeglat, D., & Alzawahreh, A. (2012). The Importance of Trust and Security Issues in
E-Commerce Adoption in the Arab World. European Journal of Economics, Finance and Administrative
Sciences, 172-178. Retrieved from https://eis.hu.edu.jo/deanshipfiles/pub108994039.pdf
AlGhamdi, R., Drew, S., & Al-Ghaith, W. (2011). Factors Influencing E-Commerce Adoption By Retailers In
Saudi Arabia: A Qualitative Analysis. The Electronic Journal of Information Systems in Developing
Countries (EJISDC), 1-23. Retrieved from http://www.ejisdc.org/ojs2/index.php/ejisdc/article/view/779
Al-Quran. (17:70). Surat Al-'Isrā'. In Al-Quran.
Ansari, Z. A. (2014). The Relationship between Religiosity and New Product Adoption among Muslim
Consumers. International Journal of Management Sciences, 2(6), 249-259. Retrieved April Friday, 2014,
from http://www.rassweb.com/wp-content/uploads/PDF/IJMS/Vol-2/Issue-6/Paper%201.pdf
Azam, A., Qiang, F., Abbas, S. A., & Abdullah, M. I. (2013). Structural equation modeling (SEM) based trust
analysis of Muslim consumers in the collective religion affiliation model in e-commerce. Journal of Islamic
Marketing, 4(2), 134-149. doi:10.1108/17590831311329278
Azam, A., Qiang, Q. F., Abdullah, M. I., & Abbas, S. A. (2011). Impact of 5-D of Religiosity on Diffusion Rate
of Innovation. International Journal of Business and Social Science, 2(17), 177-185. Retrieved from
http://connection.ebscohost.com/c/articles/66502349/impact-5-d-religiosity-diffusion-rate-innovation
Berndt, A., Saunders, S., & Petzer, D. (2010). Readiness for banking technologies in developing countries.
Southern African Business Review, 14(3), 49-76.
Bryman, A., & Bell, E. (2003). Business Research Methods. New York: Oxford University Press Inc.
Bui, T. X., Sankaran, S., & Sebastian, I. M. (2003). A framework for measuring national e-readiness. Int. J.
Electronic
Business,
1(1),
3-22.
Retrieved
December
Saturday,
2013,
from
http://ict4d.dk/uploads/general/A-Framework-for-Measuring-Natonal-E-Readiness.pdf
56

www.ccsenet.org/mas

Modern Applied Science

Vol. 9, No. 12; 2015

Caison, A. L., Bulman, D., Pai, S., & Neville, D. (2008). Exploring the technology readiness of nursing and
medical students at a Canadian University. Journal of interprofessional care, 22(3), 283-294.
doi:10.1080/13561820802061809
Chatterjee, D., & Ghosal, I. (2014). E-Commerce In India Future And Its Perspective: A Study. International
Journal of Scientific Research and Engineering Studies (IJSRES), 1(4), 25-31.
Coccia, M. (2014). Socio-cultural origins of the patterns of technological innovation: What is the likely
interaction among religious culture, religious plurality and innovation? Towards a theory of socio-cultural
drivers of the patterns of technological innovation. Technology in Society, 36, 13-25.
Corbitt, B. J., Thanasankit, T., & Yi, H. (2003). Trust and e-commerce: a study of consumer perceptions.
Electronic
Commerce
Research
and
Applications,
2(3),
203–215.
http://dx.doi.org/
10.1016/S1567-4223(03)00024-3
Dada, D. (2006). E-Readiness for Developing Countries: Moving the Focus from the Environement to the Users.
The Electronic Journal of Information Systems in Developing Countries (EJISDC), 27(6), 1-14. Retrieved
March, 2014, from http://www.ejisdc.org/ojs2/index.php/ejisdc/article/viewFile/219/184
Dali, N. R., Bin Harun, M. Z., Bte Mohd Khalid, F., & Bte Abdul Hamid, H. (2004). E-Commerce In Islamic
Perspectives. The Theoretical Framework, Key Success Factor And Challenges For Islamic E-Commerce
Business. Knowledge Management International Conference (pp. 1-11). Pulau Pinang: Academia. Retrieved
from
https://www.academia.edu/2070580/E-Commerce_in_Islamic_Perspectives._The_Theoretical_Framework_
Key_Success_Factor_And_Challenges_For_Islamic_E-Commerce_Business
Daniels, J. P., & Ruhr, M. v. (2010). Trust in Others: Does Religion Matter? Review of Social Economy, 68(2),
163-186.
Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
MIS quarterly, 319-340.
Demirci, A. E., & Ersoy, N. F. (2008). Technology Readiness for Innovative High-Tech Products: How
Consumers Perceive and Adopt New Technologies. The Business Review (Cambridge), 11(1).
Devitt, S., Ruud, A., Gober, D., Parkhill, J., Greenberger, K., Wiltamuth, M., . . . Wan, P. (2013). eCommerce
Disruption: A Global Theme Transforming Traditional Retail. New York: Morgan Stanley.
Eid, R., & El-Gohary, H. (2015). The role of Islamic religiosity on the relationship between perceived value and
tourist satisfaction. Tourism Management, 46, 477-488.
Elliott, K. M., Hall, M. C., & Meng, J. (2008). Student Technology Readiness And Its Impact On Cultural
Competency. College Teaching Methods & Styles Journal, 4(6), 11-21.
Fam, K. S., Waller, D. S., & Erdogan, B. Z. (2002). The influence of Religion on attitudes towards the
Advertising of Controversial products. European Journal of Marketing, 38(5/6), 537-555.
doi:10.1108/03090560410529204
Ferreira, J. B., Rocha, A. d., & da Silva, J. F. (2014). Impacts of technology readiness on emotions and cognition
in Brazil. Journal of Business Research, 865–873.
Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention and Behaviour: An Introduction to Theory and
Research. Addison-Wesley: MA.
Fredriksson, T. (2013). E-commerce and Development Key Trends and Issues. Geneva: UNCTAD - United
Nation Conference on Trade and Developement.
Gummi, U. M. (2013). The Islamic Welfare State: The Basic Imperatives Toward a Better Society. Social Science
Research Network, 1-11. Retrieved March, 014, from http://dx.doi.org/10.2139/ssrn.2393588
Ho, S.-C., Kauffman, R. J., & Liang, T. . (2007). A growth theory perspective on B2C e-commerce growth in
Europe: An exploratory study. Electronic Commerce Research and Applications, 6(3), 237-259.
Holdcroft, B. B. (2006). What Is Religiosity? Catholic Education: A Journal of inquiry and practice, 10(1),
89-103. Retrieved from http://digitalcommons.lmu.edu/ce/
Hosseinpour, A., Hajizadeh, F., Karimi, M., & Shariati, S. M. (2013). E-Readiness Assessment And Its Models.
Arabian Journal of Business and Management Review (OMAN Chapter), 2(12), 1-5. Retrieved from
http://www.arabianjbmr.com/pdfs/OM_VOL_2_(12)/1.pdf
57

www.ccsenet.org/mas

Modern Applied Science

Vol. 9, No. 12; 2015

International, I. (2011). Gulf Cooperation Council B2C e-Commerce Overview 2011. Interactive Media in Retail
Group.
London:
IMRWorld.
Retrieved
from
http://www.intelligent-commerce.net/Gulf_Cooperation_Council_B2C_eCommerce_Overview.pdf
Kamari, F., & Kamari, S. (2012). Trust in Electronic Commerce: A New Model for Building Online Trust in B2C.
European Journal of Business and Management, 4(10), 125-133. Retrieved from
http://www.iiste.org/Journals/index.php/EJBM/article/view/2226
Khraim, H. (2010). Measuring Religiosity in Consumer Research From an Islamic Perspective. Journal of
Economic & Administrative Sciences, 26(1), 52-78. Retrieved Novemebr Friday, 2019, from
http://dx.doi.org/10.1108/10264116201000003
Khurana, H., Goel, M. K., Singh, H., & Bhutani, L. (2011). E-Commerce: Role of E-Commerce in Today’s
Business. International Journal of Business & Management Research, 454-461.
Kraemer, K. L., Dedrick, J., Melville, N., & Zhu, K. (2006). Global E-Commerce:Impacts of National
Environments and Policy. Cambridge University Press.
Lai, M. L. (2008). Technology readiness, internet self-efficacy and computing experience of professional
accounting students. Campus-Wide Information Systems, 25(1), 18-29. http://dx.doi.org/
10.1108/10650740810849061
Lawrence, J. E., & Tar, U. A. (2010, January). Barriers to ecommerce in developing countries. Information,
Society
and
Justice,
3(1),
23-35.
Retrieved
from
https://www.scribd.com/doc/239925772/Barriers-to-E-commerce-in-Developing-Countries
Lin, H. F. (2011). An empirical investigation of mobile banking adoption: The effect of innovation attributes and
knowledge-based trust. International Journal of Information Management, 31(3), 252–260.
doi:10.1016/j.ijinfomgt.2010.07.006
Massey, A. P., Khatri, V., & Montoya-Weiss, M. M. (2007). Usability of Online Services: The Role of
Technology Readiness and Context. Decision Sciences, 38(2), 277-308.
McDougall, P. P., & Oviatt, B. M. (2000). International Entrepreneurship: The Intersection of Two Research
Paths. Academy of management Journal, 43(5), 902-906.
Moore, G. C., & Benbasat, I. (1991). Development of an instrument to measure the perceptions of adopting an
information technology innovation. Information systems research, 2(3), 192-222.
Muhammad, M. R., & Muhammad, M. (2013). Building Trust in E-Commerce: A Proposed Shari’ah Compliant
Model. Journal of Internet Banking and Commerce, 18(3), 1-13. Retrieved from
http://www.arraydev.com/commerce/JIBC/2013-12/Muhammadv01.pdf
Mukhtar, A., & Butt, M. M. (2012). Intention to choose Halal products: the role of religiosity. Journal of Islamic
Marketing, 3(2), 108-120. doi:10.1108/17590831211232519
Nagelvoort, B., Welie, R. v., Brink, P. d., Weening, A., & Abraham, J. (2014). European B2C E-commerce
Report
2014.
Ecommerce
Europe.
Brussels:
Ecommerce
Europe.
Retrieved
from
www.ecommerce-europe.eu
Nanehkaran, Y. A. (2013). An Introduction To Electronic Commerce. International Journal of Scientific &
Technology
Research,
2(4),
190-193.
Retrieved
February
Sunday,
2014,
from
http://www.ijstr.org/final-print/apr2013/An-Introduction-To-Electronic-Commerce.pdf
Neuman, W. L. (1997). Social Research Methods: Qualitative and Quantitative Approaches (3rd ed.). MA: Allyn
& Bacon.
Ogrean, C., Herciu, M., & Belascu, L. (2010). From technological readiness to business sophistication through
ICT applications. Research in Business and Economics Journal, 2, 1-6.
Osman, M. F. (2001). Islam in a Modern State:Democracy and the Concept of Shura. In M. F. Osman, Islam in a
Modern State: Democracy and the Concept of Shura (Occasional papers series) (pp. 3-23). Georgetown,
USA: Center for Muslim-Christian Understanding: History and International Affairs, Edmund A. Walsh
School
of
Foreign
Service,
Georgetown
University.
Retrieved
April,
2014,
from
http://www.usc.edu/schools/college/crcc/private/cmje/issues/more_issues/Islam_in_a_Modern_State__Dem
ocracy_and_Shura.pdf
Parasuraman, A. (2000). Technology Readiness Index (Tri): A Multiple-Item Scale to Measure Readiness to
58

www.ccsenet.org/mas

Embrace New Technologies.
10.1177/109467050024001

Modern Applied Science

Journal

of

Service

Research,

Vol. 9, No. 12; 2015

2(4),

307-321.

http://dx.doi.org/

Petermeijer, P., Verdonk, M., Balsfoort, P. V., & Zwart, F. D. (2015, January ). E-commerce facts. Retrieved from
http://e-commercefacts.com/news/2011/09/e-commerce-in-the-middle-/
Pons, A., Aljifri, H., & Fourati, K. (2003). E-commerce and Arab intra-trade. Information Technology & People,
16, 34-48. Retrieved September Sunday, 2014, from http://dx.doi.org/10.1108/09593840310463014
Prescott, M. B., & Conger, S. A. (1995). Information technology innovations: a classification by IT locus of
impact and research approach. ACM SIGMIS Database, 26(2-3), 20-41.
Rehman, A. U., & Shabbir, M. S. (2010). The relationship between religiosity and new product adoption. Journal
of Islamic Marketing, 1(1), 63-69. http://dx.doi.org/10.1108/17590831011026231
Reitsma, J., Scheepers, P., & Grotenhuis, M. T. (2006). Dimensions of Individual Religiosity and Charity:
Cross-National Effect Differences in European Countries? Review of Religious Research, 47(4), 347-362.
Retrieved from http://www.jstor.org/stable/20058103
Rogers, E. M. (1995). Diffusion of Innovations. New York: Free Press.
Rogers, E. M. (2003). Diffusion of innovations (3rd ed.). New York, USA: Free Press. Retrieved March Friday,
2014, from http://teddykw2.files.wordpress.com/2012/07/everett-m-rogers-diffusion-of-innovations.pdf
Sekaran, U., & Bougie, R. (2010). Research Methods for Business: A Skill Building Approach. New York: John
Wiley & Sons Inc.
Selwyn, N. (2003). Apart from technology: understanding people’s non-use of information and communication
technologies in everyday life. Technology in society, 25(1), 99-116.
Shih, C. F., Dedrick, J., & Kraemer, K. L. (2005). Rule of law and the international diffusion of e-commerce.
Communications of the ACM, 48(11), 57-62.
Siemer, & Associates, L. (2013). eCommerce Report. CA, USA: Siemer & Associates. Retrieved August Friday,
2014,
from
http://www.siemer.com/wp-content/uploads/
Siemer-Associates-eCommerce-Report_Spring-2013.pdf
Slyke, C. V., Belanger, F., & Comunale, C. L. (2004). Factors Influencing the Adoption of Web-Based Shopping:
The Impact of Trust. ACM.
Sohaib, O., & Kang, K. (2014). The Impact Of Religiosity On Interpersonal Trust In B2c Context: A
Cross-Culture Analysis. 18th Pacific Asia Conference on Information Systems (PACIS 2014) (pp. 1-13).
Chengdu: Association for Information Systems AIS Electronic Library (AISeL). Retrieved from
http://aisel.aisnet.org/cgi/viewcontent.cgi?article=1078&context=pacis2014
Son, M., & Han, K. (2011). Beyond the technology adoption: Technology readiness effects on post-adoption
behavior. Journal of Business Research, 64, 1178-1182. http://dx.doi.org/10.1016/j.jbusres.2011.06.019
Sumarto, P. H., Purwanto, E., & Khrisna, D. (2012). Antecedents of Trust and Its Impact on Loyalty: An
Empirical Study on E-Commerce's Customer in Surabaya. International Journal of Information and
Communication Technology Research, 2(2), 122-128.
Summak, M. S., Murat, B., & Mustafa, S. (2010). Technology readiness of primary school teachers:A case study
in Turkey. Procedia Social and Behavioral Sciences, 2671–2675.
Tan, Z. A., & Ouyang, W. (2004). Diffusion and Impacts of the Internet and E‐Commerce in China. Electronic
Markets, 14(1), 25-35.
Tsikriktsis, N. (2004). A Technology Readiness–Based Taxonomy of Customers: A Replication and Extension.
Journal of Service Research, 1, 42-52.
Turban, E., King, D., McKay, J., Marshall, P., Lee, J., & Viehland, D. (2008). Electronic Commerce 2008: A
Managerial
Perspective.
New
York,
USA:
Prentice
Hall.
Retrieved
from
http://wps.pearsoncustom.com/wps/media/objects/6904/7070238/MIS415_Ch01.pdf
Watson, R. T., Berthon, P., Pitt, L. F., & Zinkhan, G. M. (2008). Electronic Commerce: The Strategic Perspective
(Electronic edition ed.). (R. T. Watson, Ed.) Zurich, Switzerland: Creative Commons Attribution. Retrieved
May
Friday,
2014,
from
http://florida.theorangegrove.org/og/file/29589c3c-8bcd-72c1-b2f2-37789232eb3c/1/Electronic_Commerce
.pdf
59

www.ccsenet.org/mas

Modern Applied Science

Vol. 9, No. 12; 2015

Wejnert, B. (2002). Integrating models of diffusion of innovations: A conceptual framework. Annual review of
sociology, 297-326. http://dx.doi.org/ 10.1146/annurev.soc.28.110601.141051
Yousaf, S., & Malik, M. S. (2012). Evaluating the influences of religiosity and product involvement level on the
consumers. Journal of Islamic Marketing, 4(2), 163-186. http://dx.doi.org/ 10.1108/17590831311329296
Zainul, N., Osman, F., & Mazlan, S. H. (2004). E-Commerce from an Islamic perspective. Electronic Commerce
Research and Applications, 3(3), 280–293. http://dx.doi.org/ 10.1016/j.elerap.2004.01.002
Zarrad, H., & Debabi, M. (2012). Online Purchasing Intention: Factors and Effects. International Business and
Management, 4(1), 37-47.
Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.
This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/).

60

