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ABSTRACT

ThepurposeofthisarticleistomeasurethedifferencebetweenBahrainimenandwomenintermsof
theirhabitsofonlineshoppinganddeterminefactorsaffectingtheirbuyingdecision.Theresearchers
adoptedatechnologyacceptancemodel(TAM)asaresearchconceptualframework.Aquestionnaire
wasdevelopedanddistributedrandomlytoasampleofBahrainis.Collecteddatawasanalyzedto
testtheresearchframeworkandhypothesesusingmultipleregressionanalysis.Resultsshowthere
isadifferencebetweenmenandwomenintermoftrust,habit,satisfaction,perceivedeaseofuse,
andrisk.Thelimitationofresearchstemsfromthemajorityoftheparticipantsagedbetween18-28
yearsold,whichcouldnotrepresentallpopulationagegroup.Thearticleidentifieskeypredictorsof
theonlinebuyingdecision,enablingentrepreneursandpractitionersofonlinebusinesstounderstand
whichfactorswillbeusefultodrawarigidstrategyfortheironlinepresence.Previousstudieson
onlineshoppingdidnotgivemuchconcerntogenderfactor,whilethecurrentstudyinvestigates
differencesbetweenmenandwomenonlineshoppinghabitsandreachingnewfactsaboutfactors
thatinfluencetheBahrainibuyingdecisions.

KEyWORDS
Buying Decision, Online Shopping, Perceived Ease of Use, Risk, Satisfaction, Shopping Habits

INTRODUCTION

Onlineshoppingistheprocessofpurchasingproductsoraccessingservicesthroughinternetnetwork,
whitthebroadscopeofproductsandservicesavailabletoconsumersallaroundtheworld.Increasing
useofonlineshoppinghasbecomeathreattothetraditionalshopping(Masoud,2013).Withonline
shopping,itbecameeasiertogetthedesireditemsindifferentmarketsratherthanthenationalone.

Onlineshoppingisaprocesstakenbycustomersofbrowsingand/orbuyingproductsorservices
byusingonlineshopsorsocialmedia, inacomfortablewayat theirhome(Robleketal.,2013;
JusohandLing,2012).Nowadaysonlineshoppinggrowstobethemostpopularshoppingstylefor
customersbecausetheInternetbecomeswidespreaddramatically(Lin,2013).Onlineshoppingmakes
shoppingeasier,itallowscustomerstochooseandcomparethepriceofproductbetweendifferent
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sellersandchoosethebest,sothedecisionsofbuyingcanbemadeathomeinaneasierway(Ali
andSankaran,2010).

Numerousresearchindicatesthatthereissignificantdifferenceofonlinebehavioraccording
togender.Hernándezetal.(2011)conductedastudyonage,genderandincomeandtheirimpact
toonlineshoppingbehavior,andrevealedsignificantdifferencesbetweenmenandwomenintheir
behavior.AnotherstudyconductedbyHansenandJensen(2009),aboutshoppingorientationand
onlineclothingpurchasessupportedtheconclusionofdifferencesbetweengenderinattitudetoward
the shopping and Intentionbuy the clothingvia online.The females aremost responsive to the
presentationsandadvertisingwhetherpositiveornegative, in thiscase, theyaremoredisplayed
toshoppingovertheinternetthanmales(GarbarinoandStrahilevitz,2004).Inaddition,thereare
differencesbetweenmalesandfemalesintheirassociationwithtechnology(Slyke,Comunaleand
Belanger,2002).AstudyconductedbyHerter(2013)suggestthatwomendemonstratehigherlevels
ofshoppingsatisfaction,recommendation,returnintentionsandhedonicshoppingthanmen.

The online shopping in Bahrain takes place among the majority of population members.
Regardlessoftheageandinterest,peoplestarttouseonlineshoppingfrequently,throughboththe
websiteandsocialmedia(Crnkovic,2013).However,thefactorsthataffectonlinebuyingdecision
arenotwellstudiedfromtheBahraincontext.Thegoalofthisresearchistoinvestigatethefactors
thataffectonlineshoppinghabitsinBahrainwiththefocustomaleandfemalebuyers.

Thisstudyisorganizedinsixresearchstructures.Thefirstsectionintroducesthestatementof
theresearchproblemthatpresentstheargument,whichtellswhatisthestudyaboutandstatingthe
researchquestionsthatarises.Thesecondsectiondefinesandanalyzestheliteraturereviewrelated
tothehabitsandfactorsinfluencingonlineshoppingbuyingdecisionintheUniversityofBahrain
andthenhighlightsthetheoriesresearchersusedinthecurrentstudy.Sectionthreedescribesthe
researchmethodology.Thefourthsectiondescribestheanalysisresearchersusedandtabulatesall
thedatathathavebeencollected.Insectionfive,themainresultsofthesurveyquestionnairesare
discussed.Finally,thelastsectionintroducestheconclusionandrecommendationforfurtherresearch.

DETERMINANTS OF ONLINE SHOPPING

TechnologyAcceptanceModel(TAM)hasbeendevelopedfromreasonedactiontheoryandplanned
behavior theory (Ibrahim, 2013). TAM is used for researching the determinants of information
technologyforend-userbehavior,butnumerousresearcherssuggestthatthereareadditionalinfluence
ofexternalvariables,besidesthecoretheoryvariables:perceivedeaseofuseandperceivedusefulness,
intentiontouseandactualusebehavior.Inthispaper,wedevelopthefollowingTAMmodelinterms
ofaddingnewfactors“Habit,”“Trust,”“Risk,”“Satisfaction”and“Security.”Theelementsofthe
modelwillbeelaboratedinthefollowingdiscussion.

Security
Theincreasinguseofonlineshoppingshowsanincreaseofconsumers’concernsintermsofsecurity
ofonlineshopping(Gehrtetal.,2012).Oneofthefactors,whichcauseconsumersnottouseonline
shopping,issecurity,iftheconsumershaveconcernsregardingtheonlineshoppingsecurity.The
consumersmayavoidusingonlineshoppingfordifferentreasonssuchasfearofcreditcardfraud,
privacyandrisksofnotreceivinggoodsandservicesatrighttime(SuandHuang,2011).Inorder
toprotecttheprivacyofconsumersthroughonlineshopping,securityhastobeestablishedwiththe
customers,mainlybythemeansoftechnology.Therearemanyspecializedcompaniestoprovide
securityforonlineshoppingsitestoprotectthemfromunauthorizedpersonssuchasprovidingsoftware
tosecurity(Liuetal.,2005;Gehrtetal.,2012).Therefore,basedonthisresearchwedevelopthe
followinghypothesis:

H1:Securityaffects“Trustfactor”ofMakeBuyingDecision.
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Trust
Trustisthemostimportantfactorinonlineshopping(Turkyilmazetal.,2015).Asithasbeendefined
byOxforddictionariesthatTrustisa“Firmbeliefinthereliability,truth,orabilityofsomeoneor
something:relationshavetobebuiltontrust,theyhavebeenabletowinthetrustoftheothers”.It
isusuallyknownasarelationshipfactorbasedonexperience(Kim,2012).Whentheorganization
providesasecurityguarantee,thecustomertrustintheorganizationwebsitemaydirectlyaffectby
customertrustinonlineshopping(SantosandFernandes,2011).AccordingtoAwadandRagowsky
(2008),thereisadifferenceintrustbetweenmenandwomeninonlineshopping,andthetrustaffects
thebehaviourdifferencebetweenmanandwoman.Asaresult,thetrustisveryimportantandplays
amajorroleintheintentionofonlineshoppingforwomenmorethanformen.Therefore,basedon
thisresearchwedevelopthefollowinghypothesis:

H2:Trustfactoraffects“Intention”ofMakeBuyingDecision.

Risk
Perceivedriskisafactorthatnumerousauthorsstudiesinrelationtothebehaviorofcustomerin
onlineshopping(e.g.Mandilasetal.,2013).Perceivedriskisoneofthefactorsthataffectconsumers’
decision-makinginonlineshopping.Inaddition,perceivedriskhasanimportantroleinconsumers’
behavior.Manystudiesaboutperceivedriskinonlineshoppingshowedthatperceivedriskhavea
negativeeffect(Masoud,2013).However,maleandfemalehavedifferentexpectationsonperceived
risksofonlineshopping.BasedonGarbarinoandStrahilevitz(2004)studyonhowtheperceived
riskseffectsongenderindecisionspurchased,suggeststhattherearedifferencesbetweenthegenders
intheimpactofthefactorperceivedrisksonthedecisionspurchasing.Asaresult,theyfoundthat
womenareconsideringonlineshoppingrisksmorethanmenare.Therefore,basedonthisresearch
wedevelopthefollowinghypothesis:

H3:Riskaffects“Trustfactor”ofMakeBuyingDecision.

Habit
According to Hsu et al., (2015), the habit is defined as action performed frequently or reaction
automatically resulting of previous experience. Habits are also used to forecast the behavior of
customersintraditionalretailbuthabitsofcustomersinonlineshoppingaremorecomplexdueto
theincreasedriskanduncertainty.Habithasrelationwithotherfactorsthatmayaffecttheintention
ofpurchasesuchasatrust,e.g.sometimeshabitshavenegativeimpactontherelationshipbetween
trustandpurchaseintention(Chiuetal.,2012).Therefore,basedonthisresearchwedevelopthe
followinghypothesis:

H4:Habitaffects“Trustfactor”ofMakeBuyingDecision.
H5:Habitaffects“Perceivedeaseofuse”ofMakeBuyingDecision.
H6:Habitaffects“Perceivedusefulness”ofMakeBuyingDecision.

Satisfaction
Customersatisfactionisanemotionalreactionanditcomesfromthecognitionfrombuyingprocess
toafterbuying.Mostly,customersatisfactionisrelatedtofactorssuchasprice,productquality,the
photooftheproduct,consistencyofproductsandsitedesign.Turkyilmazetal.,(2015),Gehrt,et.
al., (2012)andPabalkar,(2014)pointsout thatwebsitequality isveryimportantforconsumers’
onlinebuying,directlyaffectingsatisfaction.Thecustomersatisfactionisthecomparisonbetween
expectationandconceptionofaproduct.Forexample,thecustomersoftenworrythattherealproducts
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aredifferentfromthephotosofthewebsite(Lin,2013).Inreality,theproductuncertaintytakesthe
mainroleinonlinecustomersatisfaction.Thus,itisfoundthatthehighproductuncertaintyandlow
retailervisibilityreducecustomersatisfaction,andthepricing,customerservice,andwebsitedesign
haveadirecteffectoncustomersatisfaction(Luo,BaandZhang,2012).Therefore,basedonthis
researchwedevelopthefollowinghypothesis:

H7:Satisfactionaffects“Intention”ofMakeBuyingDecision.

Intention
Theintentionisaffectedandformedbytwovariables,whicharePerceivedeaseofuseandusefulness,
andthenintentioneffectontheactualbehavior(Rennyetal.,2013;Mandilasetal.,2013).Yulihasri
etal.(2011)saidthatthePerceivedeaseofuseandusefulnessaresilentbeliefsandtheyhavea
highsignificanceinaffectingtheintentionofonlineshopping.AccordingtoHalimetal.(2005),
therelationshipbetweensatisfactionandbuyingintentionisverystrong.Therefore,basedonthis
researchwedevelopthefollowinghypothesis:

H8:Perceivedusefulnessaffects“Intention”ofMakeBuyingDecision.
H9:Perceivedeaseofuseaffects“Intention”ofMakeBuyingDecision.

Buying Decision
Thebuyingdecisionisanactualbehavior.Theactualbehaviorcanbetakenbyindividualstodo
something.Jeddietal.(2013),saidthereareprocessestomakethedecisionswhichare:Identifythe
problem,Searchforinformation,EvaluationofOptions,Purchase,afterpurchasingbehavior.Buying
decisionisaffectedbyothervariablesandithasadirectrelationtothebuyingintention(Rennyet
al.,2013).Therefore,basedonthisresearchwedevelopthefollowinghypothesis:

H10:IntentionaffectsMakeBuyingDecision.

Perceived Usefulness
Usefulnessisrelatedtotimeandeffortsavingandreducingthecost(Rennyetal.,2013).

Studiesabouttheperceivedusefulnessindicatedthatithasastrongerinfluenceonusage(Ibrahim,
2013;Mandilasetal.,2013).Moreover,itisaffectedbyexternalvariablesandsharesinformingthe
intention,andithasadirecteffectonintention.Therefore,basedonthisresearchwedevelopthe
followinghypothesis:

H11:Perceivedusefulnessaffects“Satisfactionfactor”ofMakeBuyingDecision.

Perceived Ease of Use
Perceivedeaseofusemeasuresifthepersoncanuseandlearnthesystemsinaneasyway.Previous
studiesabouttheperceivedeaseofuseindicatedthatithasasignificantimpactonintentioneither
directly or indirectly across impact on perceived usefulness. However, it is affected by external
variablesanditcontributesinformingtheintention.Also,perceivedeaseofusehasadirecteffecton
intentionanditisrelatedtotheusability(Rennyetal.,2013;Mandilasetal.,2013,Pabalkar,2014).
AccordingtoTurkyilmazetal.,(2015)andGehrt,et.al.,(2012)websiteeaseofuseandproduct
availabilityareimportantprecursorsofonlinebuying.Therefore,basedonthisresearchwedevelop
thefollowinghypothesis:
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H12:Perceivedeaseofuseaffects“Satisfactionfactor”ofMakeBuyingDecision.

METHODOLOGy

Asampleof respondents isselectedfromamong thepopulationofstudents in theUniversityof
Bahrain.ThequestionnaireadministeredonlineusingGoogleFormandthelinkwasdistributedby
emailandsocialapplication(WhatsApp)amongstudents.Also,ahardcopyofthequestionnairewas
distributedrandomlyamongcitizen.Thenumberofparticipantsoftheonlinequestionnairewas251
andthenumberofparticipantsinhardcopyquestionnairewas201,sothetotalnumberofparticipants
was452.Thedatawascollectedintendays,from6thto15thofApril2015.

Astructuredquestionnairewasusedasastudytool(seeAppendix).Itconsistedoftwosections:
thefirstsectioncollecteddemographicdatarelevantforthisstudy,andthesecondsectionconsisted
oftheresearchquestionsthatmeasuretheonlineshoppinguse,habitsandthefactorsaffectingon
thebuyingdecision.Questionsallareclosed-endedquestionsprovidingmultipleoptionstochoose
fromaLikertscale.

ThepersonaldataandprojectquestionsfromthequestionnairewereanalyzedusingtheStatistical
PackageforSocialScience(SPSS).Theresponseoftheparticipantwaspresentedinpercentages.
Answerswereclassifiedaccordinglyintotheuseofonlineshopping,menandwomenhabitsandthe
affectingoffactorsinthebuyingdecisionamongBahrainicitizens.Multipleregressionwasusedfor
testingthehypothesisoftheresearchmodel.Figure1showstheproposedframeworkofthehypothesis.

Results
Majorityoftherespondentsarebetweentheageof18and28(73.7%),andtheoldestrespondentsare
aged49yearsoldormore(2.7%).Morethanahalfofrespondentsarefemale(51.1%),while48.9%
aremale.Halfoftherespondentshaveaneducationalbackgroundofbachelor’sdegree(50.2%),and
8.8%respondentscomefromapostgraduateeducationbackground.Thereare28.1%respondentsfrom
highschool,while12.8%hasdiplomacertificate.Mostofthesamplearestudents(56.4%),whilethere
arethesmallestnumberofretirees(2.7%).Government-employedrepresents25%,theself-employed

Figure 1. The proposed framework
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representsonly4.6%ofthesample,whileunemployedrepresents11.3%ofthesample.Mostofthe
respondentsuseonlineshoppingoccasionally(55.3%),e.g.whentherewouldbeabigwebsaleor
giveawaylargediscountsandcoupons,whilethelowestnumberofrespondentsarethosethatuse
itweekly(4.6%).25.2%oftherespondentsuseonlineshoppingmonthly,while14.8%neverused
onlineshopping.Usually,itemsthatarehighlypurchasedonlineareclothes(41.5%),andthesmallest
numberofrespondentsarebuyingfoodonline(6.4%).33.8%ofrespondentspurchasedaccessories
and25.9%purchasedelectronicsviaonlineshopping,while14.8%ofrespondentspurchasedother
products.Amazonisthemostpopularwebsitetoshoponline(48.9%respondents),whereasonly2.7%
respondentsuseHomeSitewhichmakesitthelowestchoicetoshoponline.30.1%ofrespondents
buyfromeBay,11.7%fromBooking,8.6%fromAlibaba,5.1%shopfromFlipkart,and17.5%shop
fromothersonlineshoppingsites.

Table 1 shows results of factor analysis, where the buying intention, perceived usefulness,
perceivedeaseofuse,routinehabit,purposefulhabit,trust,security,satisfactionandriskthathave
scoreofalphaequalorover0.7,meaningthatthereliabilityisacceptable.However,buyingdecision
hasaCronbach’salphaslightlylowerthan0.7butisstillinthe0.6area,whichmakesitacceptable
accordingtoNunnallyandBernstein(1994).TheFactorAnalysisisusedtoreducethenumberof
largeitemsinfactortosmallernumberofitemsforeachfactorbycombiningasetofrelateditems
intoonecomprehensivevariable.These itemsarerepresented infollowingcodes:BD=Buying
Decision;BI=BuyingIntention;PU=Perceivedusefulness;PEU=Perceivedeaseofuse;HABIT
=Habit;TRU=Trust;SAT=Satisfaction;andSEC=Security.Twofactorsrelatedtohabitare
identified:routinehabitandpurposefulhabit.

Table2showstheresultofthecross-tabulationofallcategoriesmaturityleveltodifferentiate
menandwomenonlineshoppinghabitsandfactorsinfluencingtheirbuyingdecision.Threelevels
ofaveragevaluesoffactorsweredefined:low,medium,andhigh.Resultsindicatethattherearenot
significantdifferencesbetweenfemaleandmaleaccordingtodifferentelementsofresearchmodel.

Table3presentsdescriptivestatisticsforallfactorsandtheircorrelations.Buyingdecisionhasa
weakcorrelationwithroutinehabit(19.1%)andsecurity(26.6%).Ithasamoderatecorrelationwith
buyingintention(42.7%),perceivesusefulness(33.2%),perceivedeaseofuse(30.4%),purposeful
habit(44.5%),trust(34.2%)andsatisfaction(42.9%).Buyingintentionhasaweakcorrelationwith
routinehabit(29.5%).Ithasamoderatecorrelationwithperceivesusefulness(42%),perceivedease
ofuse(38.7%),purposefulhabit(38.1%),trust(50.2%),security(32.4%)andsatisfaction(44.4%).
Inaddition,theperceivedusefulnesshasaweaknegativecorrelationonlywithrisk(-2.6%),and
moderatecorrelationwithotherfactors.Theperceivedeaseofusehasaweakcorrelationwithroutine
habit(17.9%)andpurposefulhabit(25.9%),andmoderatecorrelationwithtrust(36.2%),security
(32.1%)andsatisfaction(35.8%).Ontheotherhand,theroutinehabithasaweakcorrelationwith
purposefulhabit(26.9%),andmoderatecorrelationwithtrust(55.9%),security(54.8%)andsatisfaction
(46.3%).However,thepurposefulhabithasaweakcorrelationwithsecurity(36.5%),andmoderate
correlationwithtrust(41%)andsatisfaction(48.3%).Thetrustfactorhasamoderatecorrelationwith
security(63.8%)andsatisfaction(59%).Lastly,thereisamoderatecorrelationbetweensecurityand
satisfaction(53.2%).Nottoforget,theriskfactorhasaweakcorrelationwithallfactors.Results
indicatethatthereisnoproblemofcorrelationamongtheinvestigatedvariables.

Regressionanalysiswasrunonthefactorsreceivedfromfactoranalysiswiththefollowingresults
showninTable4.SummaryresultsofhypothesistestingarepresentedinTable5.

Model1showstheregressionanalysiswiththeindependentvariablessecurity,risk,purposeful
habit,androutinehabitagainstthedependentvariableoftrust.Itwasfoundthatthecoefficientbeta
forbothmaleandfemaleaboutsecurity,routinehabitandpurposefulhabithavepositiverelationships.
Themalehaspositive51.9%,24.9%and18.2%betapercentagerespectively,whilethefemalehas
positive44.1%,44.4%and10.4%betapercentagerespectively.Thus,resultsindicatethatH1andH4
forbothmaleandfemalearesupported.Thereisanexceptiontoriskevenwithlowpositive1.5%beta
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Table 1. Factor analysis and Cronbach’s Alpha

Component Items Factor Analysis Cronbach’s Alpha

BuyingDecision

BD1 .646 .615

BD2 .731

BD3 .651

BD4 .605

BuyingIntention

BI1 .779 .816

BI2 .719

BI3 .725

BI4 .766

BI5 .677

PerceivedUsefulness

PU1 .474 .744

PU3 .848

PU4 .867

PerceivedEaseofUse

PEU1 .797 .764

PEU2 .766

PEU3 .725

PEU4 .571

RoutineHabit
HABIT1 .824 .709

HABIT5 .747

PurposefulHabit

HABIT2 .578 .746

HABIT3 .853

HABIT4 .862

Trust

TRU1 .471 .716

TRU2 .537

TRU3 .722

TRU4 .486

TRU5 .532

Security

SEC1 .801 .837

SEC2 .739

SEC3 .706

SEC4 .461

Satisfaction

SAT1 .688 .814

SAT2 .728

SAT3 .668

SAT4 .729

SAT5 .706

SAT6 .662

Risk

RISK1 .708 .749

RISK2 .776

RISK3 .766

RISK4 .779

Note: PU2 item was deleted due to low loading.
Source: Authors’ work
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percentageformale,whileitstillmakesH3unsupportedalongwithanegative3.5%betapercentage
forthefemale,whichisalsoinsignificant.

Next,Model2runaregressionbetweentheindependentvariablesroutinehabitandpurposeful
habitonthedependentvariableperceivedusefulness.Theresultforthecoefficientbetaexplained
thatbothmaleandfemaleinroutinehabitandpurposefulhabithaveapositiverelationship.Themale
shows28.1%and18.7%betapercentagerespectively,whilefemaleshows45.4%and31.8%beta
percentagerespectively.Hence,theyaresignificantandforbothmaleandfemaleH6aresupported.

Table 2. Differences between female and male

Cases

Male Female

Low (%) Medium (%) High (%) Low (%) Medium (%) High (%)

BuyingDecision 1.4 45.0 53.6 2.8 46.5 50.7

BuyingIntention 0.5 29.4 70.1 2.8 25.1 72.0

PerceivedUsefulness 2.4 37.1 60.5 0.9 32.3 66.8

PerceivedEaseofUse 1.6 35.1 63.4 1.0 23.7 75.4

RoutineHabit 7.6 66.5 25.9 12.3 58.8 28.9

PurposefulHabit 1.8 25.7 72.5 2.0 23.0 75.0

Trust 2.9 65.9 31.2 6.3 58.9 34.8

Security 17.7 56.5 25.8 17.8 57.9 24.4

Satisfaction 1.1 29.8 69.1 3.0 40.8 56.2

Risk 12.2 50.3 37.6 5.4 40.1 54.5

Source: Authors’ work

Table 3. Descriptive statistics and correlation analysis of factors identified
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Buying
Intention 16.65 2.94 0.427** 1.000

Perceived
Usefulness 8.97 1.78 0.332** 0.420** 1.000

Perceived
EaseofUse 13.16 2.23 0.304** 0.387** 0.315** 1.000

Routine
Habit 4.33 1.62 0.191** 0.295** 0.445** 0.179** 1.000

Purposeful
Habit 9.06 1.72 0.445** 0.381** 0.326** 0.259** 0.269** 1.000

Trust 14.43 3.19 0.342** 0.502** 0.391** 0.362** 0.559** 0.410** 1.000

Security 10.26 2.98 0.266** 0.324** 0.377** 0.321** 0.548** 0.265** 0.638** 1.000

Satisfaction 19.09 3.46 0.429** 0.444** 0.407** 0.358** 0.436** 0.483** 0.590** 0.532** 1.000

Risk 11.99 2.48 0.054 -0.082* -0.026 -0.030 0.009 -0.008 -0.070 -0.1663 -0.142** 1.000

Notes: ** Correlation is Significant at the 0.01 level, * Correlation is Significant at the 0.05 level
Source: Authors’ work
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Model3presentstheregressionexplainingtherelationshipbetweenroutinehabitandpurposeful
habit against perceived easeofuse,where the relationship result is theweakest for themale. It
showsthatroutinehabitforthefemaleissignificantwith18%betapercentage,isbetterthanthe
maleinsignificantbetapercentageof12.9%.However,bothmaleandfemalehavepositive25.2%
and32.1%betapercentageonpurposefulhabitrespectively.Thus,makethehabitfactoramongthe
femalebuyerssupportsH5,whileformaleitisunsupported.

Besidesthat,Model4showsregressionbetweenindependentvariablesofperceivedusefulness
andperceivedeaseofuseagainstsatisfactionasdependentvariable.Thecoefficientbetaofbothmale
andfemaleinperceivedusefulnessandperceivedeaseofuseindicateapositiverelationship.Themale

Table 4. Results of multiple linear regression analysis

Variables
Male Female

Hypothesis
β t R R2 β t R R2

Model1 (DV1:Trust) .755 .570 .811 .657

Risk .015 .339 -.035 -.878 H3

RoutineHabit .249 4.588** .444 9.688**
H4

PurposefulHabit .182 3.940** .104 2.462*

Security .519 9.307** .441 9.614** H1

Model2 (DV2:Perceived
Usefulness) .365 .133 .638 .407

RoutineHabit .281 4.380** .454 8.343**
H6

PurposefulHabit .187 2.914** .318 5.831**

Model3 (DV3:Perceived
EaseofUse) .302 .092 .419 .175

RoutineHabit .129 1.956 .180 2.800**
H5

PurposefulHabit .252 3.831** .321 4.998**

Model4 (DV4:Satisfaction) .502 .252 .592 .350

Perceived
Usefulness .231 3.706** .457 6.972** H8

PerceivedEaseof
Use .357 6.024** .194 2.963** H9

Model5 (DV5:Buying
Intention) .560 .314 .649 .421

Perceived
Usefulness .223 3.524** .338 4.772** H11

PerceivedEaseof
Use .200 2.994** .154 2.431* H12

Trust .184 2.518* .123 1.699 H2

Satisfaction .136 1.896 .171 2.303* H7

Model6 (DV6:Buying
Decision) .325 .106 .594 .353

BuyingIntention .325 5.076** .594 11.148** H10

Source: Authors’ work
Note: DV-dependent variable, * statistically significant at 5%; ** 1%
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haspositive23.1%and35.7%betapercentagerespectively,whilethefemalehaspositive45.7%and
19.4%betapercentagerespectively.ThisresultsinH11andH12beingsupportedforbothgenders.

Model5presenttherelationshipbetweenperceivedusefulness,perceivedeaseofuse,trust,and
satisfactionagainstbuyingintention.Here,thecoefficientbetaoftherelationshipforbothmaleand
femaleareexplainedasfollows:Themaleperceivedusefulness,perceivedeaseofuseandtrustall
haveapositivebetapercentageof22.3%,20%,and18.4%respectively,exceptsatisfactionwithan
insignificantpositive13.6%betapercentage.Meanwhile,thefemaleperceivedusefulness,perceived
easeofuseandsatisfactionallhaveapositivebetapercentageof33.8%,15.4%,and17.1%respectively,
excepttrustwithaninsignificantpositive12.3%betapercentage.Asaresult,bothmaleandfemale
supportsH8andH9.However,H2issupportedbythemaleandunsupportedbythefemale,while
H7issupportedbythefemaleandunsupportedbythemale.

Lastly,Model6showstheregressionbetweentheindependentvariablesbuyingdecisionandthe
dependentvariablebuyingintention.Itshowsthecoefficientbetaoftherelationshipforbothmaleand
femaleexplainedthatBuyingIntentionhaspositive32.5%and59.4%betapercentagerespectively.
ThismakesBuyingIntentionsignificant,thusmaleandfemaleH10aresupported.

CONCLUSION

Thepurposeofthisresearchistoidentifythedifferencebetweenmenandwomenaccordingtotheir
onlinebehaviorinBahrain.Followingdifferenceswerefound:(i)thereisadifferencetothevariable
ofperceivedeaseofusewherewomenhavehigherratethanmen;(ii)variableSatisfactionhasthe
followingdifferencewiththemenhavingahigheraveragevalueofSatisfactioncomparedtowomen;
and(iii)variableRiskhashighervalueforwomencomparedtomen.Othervariablesdidnotreveal
significantdifferences.

TheTechnologyAcceptanceModel(TAM)wasusedtodeterminethefactorsthataffectthemen
andwomenbehaviorwhenshoppingonline.AmodifiedversionoftheTAMmodelwasconstructed
inordertoinvestigatetheimpactofvariousfactorstotheonlinepurchase.Itwasfoundthathabit
positivelyaffectsperceivedusefulnessand trust. Inaddition,perceivedusefulnessandperceived

Table 5. Overall hypotheses results

Statement of Hypothesis
Decision

Male Female

H1:Securityaffects“Trust”ofBuyingDecision. Supported Supported

H2:Trustfactoraffects“Intention”ofMakeBuyingDecision. Supported Unsupported

H3:Riskaffects“Trustfactor”ofMakeBuyingDecision. Unsupported Unsupported

H4:Habitaffects“Trustfactor”ofMakeBuyingDecision. Supported Supported

H5:Habitaffects“Perceivedeaseofuse”ofMakeBuyingDecision. Unsupported Supported

H6:Habitaffects“Perceivedusefulness”ofMakeBuyingDecision. Supported Supported

H7:Satisfactionaffects“Intention”ofMakeBuyingDecision. Unsupported Supported

H8:Perceivedusefulnessaffects“Satisfactionfactor”ofMakeBuyingDecision. Supported Supported

H9:Perceivedeaseofuseaffects“Satisfactionfactor”ofMakeBuyingDecision. Supported Supported

H10:IntentionaffectsMakeBuyingDecision. Supported Supported

H11:Perceivedusefulnessaffects“Intention”ofMakeBuyingDecision. Supported Supported

H12:Perceivedeaseofuseaffects“Intention”ofMakeBuyingDecision. Supported Supported

Source: Authors’ work
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easeofusepositivelyaffectsbuying intentionandsatisfaction.Multiple regressionanalysiswas
usedfortestingtheresearchmodel,indicatingthatonlineshoppingisimpactedbynumerousfactors.
Accordingtothevariablesthathavebeenstudied,thisresearchconcludedthattherearedifferences
betweenmenandwomenintermofperceivedeaseofuse,trust,habit,satisfaction,andriskwhen
makingdecisionsaboutonlinebuying.
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