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E-commerce is the practice of using information technology to do business online.
Developing nations have not yet completely adapted to the use of e-commerce, despite
wealthy countries having embraced and utilized it. To provide a framework that illustrates
the influencing elements (enabling factors and discouraging factors) of e-commerce, this
research aims to analyze the key variables that influence e-commerce adoption from the
viewpoint of the two-factor theory. The Unified Expanded Technology Acceptance Theory
(UTAUT2) components and the Status Quo Bias Theory (SQB) factors were both
incorporated into the suggested model in this research. 487 individuals were given a

questionnaire to complete to gather data. The study's findings demonstrated that behavioral
intention is favorably and substantially influenced by performance expectations, price
value, effort expectations, and confidence. Therefore, the present research concluded that it
is important to look at the enabling and inhibiting elements that affect e-commerce intention
and adoption. Additionally, the last portion will cover the future directions for the research.

1. INTRODUCTION

The fast adoption and ongoing development of Internet
technologies have significantly changed many aspects of
everyday life and business. Through direct communication
with the online shop, consumers may now conduct
informational searches and make purchases of products and
services thanks to internet technology. Businesses have
benefited from the tremendous opportunity to increase their
market presence beyond temporal and geographic restrictions.
constraints [1]. The evolution of the Internet was significantly
influenced by its introduction. electronic commerce, defined
as the completion of commercial transactions over the Internet.
The clearest evidence of this is the increase in the volume of
trade worldwide between different countries that use the
Internet compared to the business that takes place without the
Internet. The Internet makes businesses more efficient in terms
of speed and accuracy [2]. Many benefits are accessible when
adopting e-commerce. For example, electronic commerce
provides companies. The use of electronic commerce reduces
the costs of establishing commercial organizations such as (the
costs of purchasing, repairing, designing, and equipment for
buildings), as it is relied on to create a website for companies
to complete commercial transactions, buying and selling, and
thus providing access to global markets to a wider audience
[3]. The tools and techniques used in electronic commerce
such as Google Analytics From analyzing the performance of
visitors to the website to obtain all the information related to
the user's behavior on the site, and with the appropriate
analysis of it, the results are used in developing a copy of the
website of the organization [1]. It helps companies gain a
competitive advantage. Considering the beneficial effects of e-
commerce and its growing relevance and impact on many
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public groups both results and the results, it has generated a lot
of attention from academics of the nation as a whole, instances
of previous studies on e-commerce factors affecting the spread
of e-commerce [4], and the adoption of e-commerce by small
and medium-sized enterprises (SMEs) [5] merge.

However, most studies on the adoption of e-commerce have
focused on organizations operating in developed countries and
economies. Studies focused on developing countries indicated
that the adoption of e-commerce has not yet reached its full
potential [2, 6]. This means that most organizations have
websites that are generally informational but lack interactive
facilities for online transactions pointed out [7]. One of the
most important factors that stand in front of electronic
commerce is the availability of the Internet and its quality in
terms of speed and reliability. This barrier is a special concern
for business organizations since their business depends more
on users in general, and therefore the ease with which the
general public can connect to the Internet has an impact Live
on their online-based business. In addition to political
instability within certain countries, weak cooperation between
the private sector and higher education institutions affects
research potential, lack of human element and technical
resources to deliver programs and conduct research in e-
commerce [8]. The scarcity of such studies in developing
countries resulted in the generalization of the results reached
in developed countries, which failed to provide a real
understanding of the phenomenon of electronic commerce in
developing countries. The purpose of this research is to delve
into the point of view of users of electronic commerce, by
taking different perceptions of users and non-users about the
influencing factors (enabling and discouraging) should be
open to and making advantage of e-commerce. Researchers
put in a lot of thought and analysis to determine what matters
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most to the consumers. It also provides companies with
concrete recommendations on how to plan and execute the
delivery  of  e-commerce  services.  Accessibility,
Communication, and Service Risks" are the four perspectives
that emerge from the literature evaluation on the acceptability
of electronic commerce. The three primary groups into which
these four perspectives on the acceptability of e-commerce
services for the recipient fall are the merits of these services,
the potential drawbacks, and the benefits. There is evidence in
the literature to suggest that users of e-commerce platforms
have concluded that doing so would be beneficial to their
businesses [9, 10]. On the other hand, users were suspicious of
electronic commerce services, and the degree of risks inherent
in new technologies, such as financial, psychological,
physical, or social risks. Users associate various risks with
payment transactions, such as security and privacy concerns,
and the risks inherent in the online channel [11].

The remaining sections of this document are as follows: In
Section 2, we give a literature review on the topic of e-
commerce in underdeveloped nations. In Section 3, we'll go
through the methodology that was used to conduct the study
and evaluate the results. Section 4 documents the data
gathering and analysis processes, as well as the findings from
the field study. Section 5 extrapolates the findings from the
fieldwork. “The study's findings are discussed in Section 6,
and it is wrapped up in Section 7”.

2. LITERATURE REVIEW
2.1 The concept of electronic commerce

Before starting the definition of electronic commerce, we
must know that the concept of electronic commerce consists
of two sections, the first is trade (Commerce) This section
expresses a well-known commercial or economic activity
through which goods and services are traded following agreed-
upon rules and regulations. electronic second (Electronic) It is
intended to carry out "commercial" economic activity using
modern communication technology such as the Internet and
other electronic means [12] Writers and researchers in the field
of electronic commerce introduced various concepts to it, as
he defined it [13] they accomplish transactions or exchange of
information between vendors in the virtual world. E-
commerce allows companies to reach all parts of the world to
market their products or services without being restricted by
geographical boundaries. while he knew her [14] means the
use of computer, Internet, and software technology to share
descriptions of merchandise, illustrations, offers, and purchase
details, in addition to other information needed to speak to
consumers, service providers, employees, or the community.
E-commerce consists of selling products or services online,
through a website, an electronic shopping cart system, or
through the use of electronic payment platforms [2].

2.2 The dual-factor theory

This theory was put forward in 1959 by the psychologist
Frederick Herzberg (Frederik Herzberg) Which focused on the
factors that affect the behavior of the individual and lead to his
satisfaction or dissatisfaction [15]. According to this theory,
every human being has two types of needs, the first related to
the work environment and conditions, and the second related
to the work itself. The theory defends that satisfaction and
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dissatisfaction are determined by different combinations of
factors that can be identified as follows in researches [16].
Examples of Motivating Factors Feeling of Accomplishment:
it is important that workers like their work. You might feel
proud that you accomplished something challenging yet
valuable. Recognition: It is important that employees feel
valued in their jobs and that their achievements are
acknowledged. This acclaim should come from their
supervisors, their peers, and the job itself. Job satisfaction can
only be maintained if workers find the work to be both
intellectually stimulating and physically demanding. The onus
of responsibility rests squarely on the shoulders of each
employee. They need to stop blaming others for their lack of
progress and start taking responsibility for getting things done.
A rising career path: The person should be able to advance in
their position. A job that fosters growth allows workers to
develop their abilities in meaningful ways. This may happen
either formally in a classroom setting or on the job [17, 18].
While determining health factors: The company's rules must
be transparent and accessible to all employees. It ought to be
comparable to the offerings of similar businesses. Ethical and
effective supervision is essential. The worker ought to be
granted a fair level of independence. When it comes to
interpersonal interactions, bullying in any form is
unacceptable. Relationships among coworkers, managers, and
employees should be positive, cordial, and acceptable. Job
requirements: All tools and facilities must be safe, serviceable,
and conducive to productive work. Compensation: The salary
system must be equitable and practical. It also has to be able
to compete with similar businesses. To keep its current status,
the organization must: of all employees within the
organization. Meaningful work performance can provide a
sense of status. Security: It is important for employees to feel
that their job is safe and that they are not at risk of constant
layoffs [19].

2.3 UTAUT2

With the rapid progress in technology, especially Despite
the rapid development of communication and information
technologies and the increasing use of these tools in people's
daily lives, the question of whether or not people will embrace
these innovations remains unanswered. issue [9]. Over the
years, the adoption of new technologies has been extensively
researched”. The linkages between technology adoption and
its influencing factors, such as TAM and UTAUT, have been
the subject of certain research. Numerous technologies,
including online communication and instant messaging, have
been tried with UTAUT. bulletin boards. The UTAUT model
has four major clusters: 1) expectation of effort, 2) expectation
of performance, 3) influence on society, and 4) facilitation of
the situation [20]. An extension of the Unified Theory of
Acceptance and Use of Technology (UTAUT2) was proposed
by Venkatesh et al. [21] to explain the acceptance and use of
technology for individuals by adding three new factors that
were found to be applicable and relevant to the specific
situation of individuals using technological innovations. These
are (pleasure, habit, and price-value motives) that influence an
individual's intention to use new technology. This model is
more suitable for testing users' intention to accept technology
[22]. In addition, deleting the voluntariness of use variable
from the theory to make the model more consistent with the
voluntary environment in which the technology is presented in
the case of individuals using the technology. An extended



version of the original UTAUT model is known as the Unified
Theory of Technology Acceptance and Use and is called
UTAUT?2 [23].

2.4 Model Status Quo Bias (SQB)

A cognitive bias known as the status quo bias makes
individuals desire things to remain the same or change as little
as possible [24]. Additionally, it is a state in which people
choose not to do anything or to keep the current or previous
decision unchanged [25]. The status quo bias occurs due to
fear of risk, an attitude that makes people want to stick to the
familiar, not see the potential benefits of change, lack a model
for following through on change, fear of failure, fear of
working hard after the change and seeing change as an
unnecessary burden [26]. At the level of organizations, only
top management has the organizational strength and influence
to overcome the status quo; This can be done by taking
measures that can get internal customers (employees) in place
Measures that beat peers in the industry and being futuristic by
focusing on future positioning for the organization. Moreover,
leaders can lead by example by doing what they say. This will
sow the seeds of culture change that makes implementation
and implementation of the organization's goals run smoothly
[27]. Moreover, greater force in change is needed against the
bias of the status quo; One means is to recognize and reward
generously those who demonstrate new cultural norms that
overcome status quo bias. This helps to expand the alliance to
overcome the status quo in the organizations [27].
Communication is key when one wants to lead change that
overcomes the status quo; In the workplace, for example,
informing employees about the need to make a change,
allowing employees to participate in planning that leads to
changes in the organization and letting employees know that
they are part of the change, this can help employees overcome
the sense of helplessness that can lead to stress and decreased
work performance [28].

2.5 Previous studies

Studying and examining the factors influencing the
intentions of users and workers and the adoption of electronic
commerce has been the focus of interest of scholars and
practitioners all over There has been an increase in the number
of publications on this topic throughout the globe. to it, there
has been an increase in the number of publications on this topic
throughout the globe (Table 1).

Based on the above table, Algahtani et al. [29] investigates
the main factors that play a role in the adoption of e-commerce
from a consumer perspective, and thus develops a framework
that depicts the influencing factors (enabling and disabling
factors) of e-commerce. the methodology used is "grounded
theory. The goal is to gather relevant information, examine it
critically, and use that knowledge to shape the suggested
structure. Therefore, semi-structured interviews with Saudi
citizens were performed to get insight into the drivers and
constraints of e-commerce in the country. According to the
findings, security, fraud, piracy, trust, cyber legislation, and
awareness are the most influential variables in the spread of e-
commerce in Saudi Arabia. The point of the study aims to
determine what factors aid and hinder SMEs' adoption of e-
commerce in Tanzania (SMEs). Due to its status as a Least
Developed Country, researchers have paid little attention to
the potential of e-commerce for Tanzania's small and medium-
sized enterprises (SMEs). Since it is a qualitative
investigation, information was gathered via a series of semi-
structured interviews. Thirty-two small and medium-sized
business owners and managers were questioned. This research
looked on the difficulties encountered by Tanzanian
businesses. Factors seen as conducive to e-commerce include
business relationships with foreign ICT firms; senior
management support; Use technology for interactive purposes
and transactions with consumers and suppliers.

Table 1. Previous studies

Ref. Title Year
[29] The Enablers and Disablers of E-Commerce: Consumers’ Perspectives 2012
[30] Barriers to and Facilitators of E-Commerce for Tanzanian Small and Medium-Sized Businesses 2015
[31] Find out Some Factors that Influence Erbil's Small and Medium-Sized Businesses Use of E-Commerce 2018
[32] Challenges Faced by Indian Msmes in Adoption of Internet Marketing and E-Commerce 2019
[33] E-Commerce Drivers and Barriers and Their Impact on E-Customer Loyalty in Small and Medium-Sized Enterprises (SMEs) 2020
[34] Mediating Effect of Awareness Factors on the Behavioral Intention to Use in E-Commerce Services in Uzbekistan 2021
[35] How a Successful Implementation and Sustainable Growth of E-Commerce Can be Achieved in Developing Countries: A 2022

Pathway Towards Green Economy

Jameel and Ahmad [31] aims to identify the factors
influencing the adoption of e-commerce in Erbil, an extensive
review of the literature was conducted and the selection of four
factors to be tested as factors affecting the adoption of e-
commerce was determined. These factors are ease of use,
manager willingness, customer needs, and cost. An approved
questionnaire was distributed to 143 SME managers in Erbil.
The results show that the expectation of ease of use, manager
willingness, and customer needs, are highly significant and
directly related to the adoption of e-commerce in Erbil. Mohan
and Ali [32] investigated the challenges faced by Indian
MSMEs in adopting internet marketing and e-commerce.
Qualitative interviews among dozens of companies were
followed up by a survey among more than 100 micro-
enterprises operating in India. Responses from the interviews
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and the survey helped to identify some of the major challenges
and obstacles faced by Indian SMEs on the extent to which
online marketing and e-commerce are adopted for their
business. Almahdi et al. [33] aim to examine the effect of e-
commerce-related elements on e-customer loyalty; to discover
the characteristics that substantially and positively influence
the adoption of e-commerce in small and medium-sized
businesses; to name the factors that limit the adoption of e-
commerce in these businesses. This research drew from two
samples totaling 213 SME owners and managers and 163 SME
upper-level executives' employees. Data was collected via
electronic  questionnaires sent to study participants.
Abdurakhimovna et al. [34] aim to propose a model that would
increase the use of electronic commerce services among
students in Uzbekistan. TAM was used to collect a random



sample from four state universities in Uzbekistan. The results
showed that the perceived ease of use, the perceived
usefulness, compatibility, trust, and the technology factor with
the awareness factor as the mediator have a positive and
significant effect on behavioral intent. An integrated model
was created based on the UTAUT theory, and the results of the
adoption intentions of consumers in developing countries
towards e-commerce [35]. We collected a usable sample of
796 respondents from a developing country. Results of
sensitivity analysis showed that Adoption intentions in
developing nations are mostly determined by the ease of use
of e-commerce platforms and the understanding of the
advantages of e-commerce. The results of the research aid
authorities in their adoption of sustainable e-commerce, allow
multinational corporations to more successfully sell their
products online and assist academics in better understanding
how people in developing countries use the internet to
purchase goods and services. countries become aware of e-
commerce.

3. CONCEPTUAL MODEL
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Figure 1. Proposed conceptual

UTAUT?2 and SQB theories are proposed to explain the
acceptability and unacceptability of the technology from the
perspective of users. Therefore, in an attempt to choose an
appropriate model that includes all the groups through which
user intent and adoption of e-commerce is determined,
UTAUT?2 and SQB models were used as a theoretical basis to
suggest the conceptual model be used. Key factors in
UTAUT2 are postulated as important and direct user drivers
of e-commerce adoption, including Mean Effort (EE) and
Performance Expectation (PE), Motive Pleasures (HM),
Social Influence (SI), and Price Value (PV). Liked the idea,
two factors: both facilitative conditions (FC) and behavioral
intent (BI) were identified as major behavioral predictors of e-
commerce adoption. instead of what was suggested by Yildiz
Durak [36], the current study model does not take into account
the role of habit”. “This is because when examining the role of
the habit factor, the user must have had experience using the
technique. Habit is defined as the degree to which users

338

perform their activities in the system automatically [38]. As
noted by Teo et al. [39], once the behavior becomes a habit, or
is practiced well and the person becomes aware of its
performance, it becomes Automatically implemented without
a conscious decision), according to Thomas et al. [40], people
about 40-60% of customers buy from the same stores through
the force of habit, and also visit websites out of habit and not
through a conscious evaluation of the benefits achieved. The
respondents in this study are potential users who have either
not experienced this technology or have not used this type of
system yet”. The main factors in the status quo bias theory are
inertia, technology anxiety, perceived value, and regret
avoidance. Figure 1 illustrates the conceptual model.

Figure 1 suggested a theoretical framework [41, 42].
Because of this, the impact of the routine was discounted from
this analysis.

3.1 Expected performance

Venkatesh defines expected performance as: The degree to
which the individual believes that using a particular system
will help him achieve gains in job performance [37]. The
expected performance represents the first factor of the
(UTAUT) theory and one of the important pillars, and it
directly affects the intention of the individual. towards the use
of new technology. Yildiz Durak [36] determined that five
variables explain the concept of expected performance, which
are (belief in the usefulness of use, external motives and
suitability for the job, comparative advantage, and expected
results), so when users use e-commerce, they expect many
gains in improving their performance, and accurate results in
the implementation of their transactions, in addition to being
appropriate to the completion of their activities. In this regard,
in a study conducted by Williams et al. [38] on the extent to
which this factor affects the intention of individuals to use new
technology in organizations, the results show that the expected
performance has a clear and significant impact on the
individual’s intention to use new technology. Teo et al. [39]
confirmed that the expected performance plays an important
and essential role when using any new technology, in the same
context the study, Thomas et al. [40] mentioned the prominent
importance of the expected performance factor in the intention
Individuals when they use new and advanced technology in
their work, as well as the study, Wang et. al. [41] concluded
the importance of this factor and its primary role in the
acceptance of modern technology by individuals. Accordingly,
the following hypothesis was formulated:

H1: There is no significant effect of the expected effort on
the intention to use electronic commerce.

3.2 Effort expectancy

The expected effort represents another important major
variable within the UTAUT model, and it was defined as the
degree of case associated with using the system [37]. A
positive attitude toward mobile commerce and willingness to
use it mean that there is a relationship between the effort
required to use electronic commerce and the intention to use
this technology [42]. Previous studies have demonstrated that
the expected effort has a positive impact on the use of
electronic commerce [34, 43]. Based on the above, the
following hypothesis can be formulated:

H2: There is no significant effect of the expected effort on
the intention to use electronic commerce.



3.3 Social influence

Venkatesh et al. [37] defines it as "the degree to which the
individual realizes that others important to him believe that a
certain system should be used". In the use of technology,
Yildiz Durak [36] indicated that social norms have a direct
impact on the actual use of technology, in other words, it is the
extent to which the individual prepares for the beliefs of others
while using the new system, meaning that the behavior of the
individual is affected according to their perceptions of how
others will react to use the new technique [44]. Many previous
studies, such as the study, Abdurakhimovna et al. [34]
concluded that social influence has a great and positive
importance on the intention to use the new technology, and
indicated that the social influence factor has an important and
effective role in the use of the new technology, and previous
literature mentioned that the voices of important others
constitute the personal intention to use the new technology, as
indicated by Madni et al. [45]. Accordingly, the hypothesis
represented by:

H3: There is no significant effect of the social influence on
the intention to use electronic commerce 3.4 Facilitating
conditions.

3.4 Fconcessional conditions

It is the degree to which the user believes that organizational
and technical support is necessary to support the use of the
system [37], or it is the degree to which individuals believe in
the existence of the organizational infrastructure and
technology that supports the use of the new system [46]. Users
will be more interested in using e-commerce if they have a
degree of technical and organizational support at an acceptable
level (both for service and resources. Based on study of
Abdurakhimovna et al. [34], they found that facilitating
conditions have a positive impact on the intention to adopt e-
commerce. Getting help from others and support within the
framework of facilitating circumstances leads to a high level
of behavioral intention to use electronic commerce [13] as well
as the study of Al-Tit [13] confirmed that facilitating factors
positively affect the use of the new system. Based on the
foregoing The following hypothesis can be formulated:

H4: There is no significant effect of the facilitating
conditions on the intention to use electronic commerce 3.5
“Hedonic motivation.

3.5 Hedonic motivation

It is understood as “happiness derived from the use of
technology” [21]. As a new way of commerce, online
commerce is likely to be interesting for users. If it is
pleasurable, it is more likely to adopt it. It is the enjoyment
derived as a result of using the system [37]. Individuals who
feel pleasure and satisfaction when using technology are more
likely to adopt it and use it for long periods [47]. Whereas the
hedonistic factor motivates individuals towards adopting and
using electronic commerce by providing excitement, emotion,
pleasure, and aesthetics [40] and relevant studies have
indicated, it has been strongly emphasized that the hedonistic
motive has a positive effect on the intention to adopt
technology [45, 48]. Based on the above, the following
hypothesis can be formulated.

HS: The desire to shop online is not much influenced by the
prospect of experiencing pleasure.
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3.6 Price value

It is defined as the exchange or comparison between the
perceived benefits of technology and the material cost of using
it, and it may include the costs of the device and data or any
other service fees resulting from the use of the new technology
[49]. In the context of electronic commerce [50-52] indicated
that the perceived benefits of using electronic commerce are
greater than the monetary cost of conducting commercial
transactions similar in other ways. Since the price value was
proposed as part of the UTAUT model, Kofoworola et al. [53]
tested the price value and showed a significant correlation
between the price value and the behavioral intention to use the
new technology. Based on the above, the following hypothesis
can be formulated:

He6: There is no significant effect of the price value in the
intention to use electronic commerce 3.8 “Behavioral
intention”.

3.7 The deliberate pursuit of a course of action

Research in the area of information systems and technology
has shown that user behavior intentions have a significant
impact in the acceptance and use of new technologies [54, 55].
Accordingly, this study assumes that the adoption of electronic
commerce can be significant through users to adopt electronic
commerce. This relationship has been proven in several
studies related to electronic commerce and electronic
purchasing, such as references [10, 13]. The null hypothesis
was relied upon, which states that "there is no effect of the
behavioral intention to use electronic commerce". If it is
rejected, the alternative hypothesis will be accepted, which
states that "there is an effect of behavioral intention to use
electronic commerce". The following hypothesis was
proposed:

H?7: There is no significant effect of the behavioral intention
to use electronic commerce in the actual use of electronic
commerce.

3.8 Inertia

Inertia is one of the reasons why individuals continue with
the current action instead of choosing a better alternative [25].
Inertia indicates that the individual prefers to stay in the
current situation, that is, for individuals to continue using the
current situation as a habit to which they are accustomed, or
because converting them to the new situation (i.e., new
technology) will impose a lot of burdens on them, such as
being very tired and exhausted [56], or because they are not
aware of the advantages and benefits of the new technology,
etc. It is also expressed as an unwillingness to abandon the
status quo regardless. How well alternatives will improve in
the future Inertia negatively affects an individual’s intention to
use a new system and is a major barrier to the success of new
technology [57] conceived of inertia as having behavioural,
cognitive, and emotional components Mean inertia based on
Behaviour that an individual continues to use the system
because they are always using it This may be an expression of
an unconscious habit Cognitively based inertia indicates that
individuals continue to use the system consciously even
though they believe it is It may not be the most efficient or
effective way to complete a particular task. Emotion- People
exhibit based inertia when they refuse to alter their behaviour
in response to new information or evidence, preferring instead



to stick with what they know or have been used to. When
feeling unmotivated, individuals tend to cling to the security
of the familiar. It has been established via research that
customers are more likely to make a return online purchase
after a lengthy absence (hence we propose the following
hypothesis). Previous researchers identified the effect of
inertia on resistance to using new technology.

HS: There is no significant effect of inertia in the intention
to use electronic commerce.

3.9 Technology anxiety

Technology anxiety is an attitude that applies to technology
in various forms. Psychologists have classified generalized
anxiety into two domains: trait anxiety and state anxiety [58].
Trait anxiety can be described as “a general predisposition to
react to anxiety in a multitude of situations,” while state
anxiety refers to “anxiety that we experience in a particular
situation” [59]. Computer or information technology anxiety
as conditioned anxiety includes “the fear or anxiety that
individuals feel when they use computers or new technology,
or when they think about the possibility of using them” [60].
Technological anxiety is a negative emotional state or negative
perception that an individual experiences when using
technology or technological equipment [61]. Technological
anxiety is a negative emotional response, such as fear or
discomfort that people feel when they think about or use
technology [62]. As such, concern about technology is
expected to directly influence the use of new technology
products and loosen the relationship between technology
leadership and the intention to promote the use of information
technology in schools.

H9: There is no significant effect of technology anxiety on
the intention to use electronic commerce.

3.10 Perceived value

The SQB perspective developed by Samuelson and
Zeckhauser [25] showed that loss aversion is a subconstructs
of perceptual misconceptions. Loss aversion is when
individuals are more likely to weigh losses than gains [63]. In
electronic commerce, as the difference between the traditional
face-to-face method and the new virtual method increases,
with its replacement of the traditional perspective with the new
approach is very problematic and costly for traders. Their lack
of attachment to the loss of the traditional face-to-face method
may seem more important than the benefit gained from the
virtual method due to loss aversion [63, 64].

H10: There is no significant effect of the perceived value in
the intention to use electronic commerce.

3.11 Avoid remorse

Regret avoidance means the financial, emotional, bodily,
and social dangers that come with new ideas [42]. Concerns
about security and privacy, as well as those specific to the
digital medium, are among the most common worries users
have while making a purchase [65, 66].

H11: There is no significant effect of avoiding regret in the
intention to use electronic commerce.

4. METHODOLOGY

Data were gathered to validate the suggested model, and
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487 personal questionnaires were assigned to obtain users'
feedback regarding their perception of aspects associated with
behavioral intentions and adoption of e-commerce. A 44-item
scale was used for this research, measuring the model's
foundational components. In particular, the same instruments
employed to evaluate UTAUT2's core constructs (EE, PE, FC,
SI, PV, HM, and BI) were also utilized here. References [20,
21, 49, 67] to validate their new model (UTAUT?2). Principal
fixtures measured for SQB (inertia, technology anxiety,
perceived value, avoid remorse) were measured with the same
ones used by studies [42, 57].

It was determined how people felt about the components of
the suggested paradigm by using a five-point Likert scale. At
last, four inquiries were assigned to specific demographic
subgroups: Age, Sex, educational qualification, years of
experience, and training courses in the field of technology.
Taking into account the language of the respondents in this
study is Because of this, the research questionnaire was
translated into Arabic using the backward translation
technique.

5. RESULTS
5.1 Respondents’ profile and characteristics

The descriptive statistics indicated that, concerning the
percentage of respondents who were researched in drug stores
in Nineveh, they were males and females, and their percentage
was higher than that of females, with a percentage of (94%).
The study showed that almost half of the researched sample,
with a rate of (62%), are individuals whose ages range from
(26-35 years) and this category has youthful energy, and the
age group (36-45 years) came in second place with a rate of
(20%) While the remaining percentages were distributed
equally among the two age groups (25 years and under) and
(46 years and over) with a rate of (9%). While the educational
qualification showed that half of the study sample were
holders of a bachelor’s degree, with a rate of (38%), while the
percentage reached (38%). The percentage of holders of a
doctorate is (6%), which is the lowest percentage, and holders
of a higher diploma came in second place at a rate of (32%),
and holders of a technical diploma came in third place at a rate
of (13%), and holders of a master’s degree came in the fourth
place. by (11%). The percentage of respondents with
experience of several years (1-5 years) is the dominant
category, as their percentage reached (43%), and the
percentage of respondents with experience of (6-10 years)
came in second place with a percentage of (27%), and it came
in the second rank The third is the respondents with experience
of several years (11-15 years) at a rate of (18%), and in the
fourth place came the respondents with experience of several
years (16-20 years) at a rate of (8%), and the fifth place came
in the respondents with experience with a number years (20
years and over) at a rate of (4%).

5.2 Structural equation modeling analysis

To analyze the collected data, structural equation modeling
was used. Two-step SEM analysis is used, the first is
measurement model evaluation and the second step is a
structural model estimation.

5.2.1 Measurement model: Confirmatory factor analysis
Firstly the (one-dimensionality) model fitness was tested in



CFA and then an assessment of the reliability and validity of values corresponding to the saturation values are less than

the constructs was carried out. (0.05), except for the first paragraph of the first dimension
(expected performance) for the independent variable
5.2.2 Model fitness (motivation factors), whose saturation values were (0.325).
Key fitness indices including CMIN/DF, CFI, AGFI, which is less than (0.35), so it must be omitted. The process of
RMSEA, and GFI were tested to assess the fit of the model. optimizing the model was adopted to obtain the best matching,
The resulting fitness indices for the standard model for some questions that had poor saturation were deleted
electronic commerce use were as follows CMIN/DF = 1.016, compared to their counterparts [65]. The CFA test was
AGFI = 0.959, GFI = 0.963, PGFI = 0.851, and NFI = 0.955, conducted for the second time, as it is noted that the results for
RFI =0.963, RMR = 0.056, as shown in Table 2. The values all indicators improved, so the model became eligible for the
of the standard regression coefficients (SRW) were examined, analysis [64, 65]. CMIN/DF = 1.016, AGFI = 0.960, GFI =
which represent the values of the saturation (correlation) of the 0.964, PGFI = 0.849 and NFI = 0.956, RFI = 0.952, RMR =
questions (observed variables) with the dimension that they 0.050. We conclude from the foregoing that the results of the
are, and the majority of their values are supposed to exceed statistical analysis of the confirmatory factor proved that the
(0.35), depending on the sample size, and from observing the study scheme and the sample data are identical and can be
results of the (SRW) values, we find All saturations are greater relied upon in the field of measuring the enabling and
than (0.35) and are significant because all the probability inhibiting factors for the use of electronic commerce.

Table 2. Results of the measurement model

Fitindices Cut-off point _Initial measurement model Modified measurement model

CMIN/DF 1.016 1.016 1.016
GFI 0.964 0.963 0.964
AGFI 0.960 0.959 0.960
PGFI 0.849 0.851 0.849
NFI 0.956 0.955 0.956
RFI 0.952 0.951 0.952
RMR 0.050 0.056 0.050

Table 3. Results of the effect of combined motivating factors on the intention to use e-commerce

95% confidence

The independent Direction of . Estimate - P-
variable impact Dependent variable ®) SRW interval value
Lower Upper
Motivating factors —> Intent to use electronic 1.62 0.554  0.793 2849 0013
commerce
motivating factors
Figure 2. The effect of combined stimulus factors on the intention to use electronic commerce

5.2.3 Structural model organization, in terms of the value of the Estimate (B)
(1) Combined results of the enabling factors test regression coefficient, which amounted to (1.62) and with a
Figure 2 and Table 3 show that there is a direct and probability value of (0.013), which is less than (0.05), as well
significant effect of the combined stimulus factors on the as the similarity of the signals of both the lower and upper
intention to use electronic commerce in the researched limits of the confidence interval at a significant level (0.05),
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which indicates that a change in the stimulus factors by one
unit will lead to an increase of (1.62) in The intention to use

electronic commerce in the researched organization.
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Figure 3. The effect of individual motivating factors on the intention to use e-commerce

Table 4. Results of the effect of individual motivating factors on the intention to use e-commerce

95% confidence

Independent variable Dili‘:if[t)?cli of Dependent variable Estég;ate SRW interval V:;;le
Lower Upper

Expected performance —> 0.691 487 .504 1.922 .007
Expected effort rd 0.447 .340 152 .891 .012
Social influences —> Intent to use electronic 0.514 .508 307 791 .007
Auvailable facilities —> commerce 0.636 460 .330 1.159 .009
Price value —> 0.778 .524 458 1.280 .006
Pleasure motive —> 0.398 .329 150 .696 .009

(2) Test the results of the enablers individually

The statistical results shown in Figure 3 and Table 4:

1-The statistical results obtained for the compatibility
indicators of the structural model indicate that the structural
model is appropriate to the data. In the pathway factor analysis,
the causal pathways proposed in the conceptual model were
supported to be significant. Accurately, there is a direct and
significant statistically significant effect of the expected
performance in the intention to use electronic commerce in the
researched organization, in terms of the value of the Estimate
(B) regression coefficient, which amounted to (0.691) and with
a probability value of (0.007), which is less than (0.05), as well
as the similarity The signals of both the lower and upper limits
of the confidence interval are at a significant level of (0.05),
indicating that a change in the expected performance by one
unit will lead to an increase of (0.691) in the intention to use
electronic commerce.

2-There is a direct and significant statistically significant
effect of the expected effort in the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate (B) regression coefficient, which
amounted to (0.447) and with a probability value of (0.012),
which is less than (0.05), in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval are at a significant level of (0.05), indicating that a
change in the expected effort by one unit will lead to an
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increase of (0.447) in the intention to use electronic commerce.

3-There is a direct and significant statistically significant
effect of social influences on the intention to use electronic
commerce in the researched organization, as indicated “by the
value of the Estimate () regression coefficient, which
amounted to (0.514) and with a probability value of (0.007),
which is less than (0.05)”, in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval at a significant level of (0.05), indicating that a change
in social influences by one unit will lead to an increase of
(0.514) in the intention to use electronic commerce.

4-There is a direct and significant statistically significant
effect of the available facilities on the intention to use
electronic commerce in the researched organization, as
indicated by the value of the Estimate (B) regression
coefficient, which amounted to (0.636) and with a probability
value of (0.009), which is less than (0.05), in addition to the
similarity The signals of both the lower and upper limits of the
confidence interval are at a “significant level of (0.05),
indicating that a change in the available facilities by one unit
will lead to an increase of (0.636)” in the intention to use
electronic commerce.

5-There is a direct and significant statistically significant
effect of the price value on the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate (B) regression coefficient, which



amounted to (0.778) and with a probability value of (0.006),
which is less than (0.05), in addition to the similarity.

6-There is a direct and significant statistically significant
effect of the pleasure motive in the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate (B) regression coefficient, which
amounted to (0.398) and with a probability value of (0.009),
which is less than (0.05), in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval at a significant level of (0.05), indicating that a change
in the pleasure motive by one unit will lead to an increase of
(0.398) in the intention to use electronic commerce.

We will use the values of the standard regression
coefficients in arranging the strength of the influence of the
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stimulus factors individually in the intention to use e-
commerce, as from observing the results of the table (27)
above, we find that (price value) came first in terms of the
arrangement, in terms of the value of the standard regression
coefficient (SRW). ) which amounted to (0.524), followed by
the strength of influence (social effects) with a standard
regression coefficient value of (0.508), and in the third rank
came (available facilities) with a “standard regression
coefficient value of” (0.460), while the fourth rank went to
(performance The yearning) with a standard regression
coefficient value of (0.487), in the fifth place came (expected
effort) with a standard regression coefficient value of (0.340),
and in the sixth and last place came (pleasure motive) with a
standard regression coefficient value of (0.329).
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Figure 4. the effect of combined inhibitory factors on the intention to use electronic commerce

Table 5. Results of the effect of combined inhibitory factors on the intention to use electronic commerce

Ind dent Directi f 5% P
ndepencen frection o Dependent variable Estimate (p) SRW Confidence Interval -
variable impact value
Lower Upper
Inhibitory factors > Intent to use electronic commerce -0.667 -0.46 -0.541 -0.857 0.024

(3) Combined inhibitory factor test results

Figure 4 and Table 5 show the results of the effect of the
inhibitory factors on the intention to use e-commerce, as they
indicate that there is an opposite and significant effect of the
inhibitory factors on the intention to use e-commerce in the
researched organization, in terms of the value of the Estimate
(B) regression coefficient, which amounted to (-0.667), with a
probability value of (0.024), which is less than (0.05), as well
as the similarity of the signals of both the lower and upper
limits of the confidence interval at a significant level (0.05),
which indicates that the change In the inhibitory factors of one
unit, it will lead to a decrease of (0.667) in the intention to use
electronic commerce.

The statistical results shown in Figure 5 and Table 6 show:

1-According to the statistical findings of the structural
model's compatibility indicators, the model is a good fit for the
data. Pathway factor analysis is a technique for tracing the
causes of an event that proposed in the conceptual model were
supported to be significant. Accurately, there is a direct and
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significant statistically significant effect of the expected
performance in the intention to use electronic commerce in the
researched organization, in terms of the value of the Estimate
(B) regression coefficient, which amounted to (0.691) and with
a probability value of (0.007), which is less than (0.05), as well
as the similarity. The signals of both the lower and upper limits
of the confidence interval are at a significant level of (0.05),
indicating that a change in the expected performance by one
unit will lead to an increase of (0.691) in the intention to use
electronic commerce.

2-There is a direct and significant statistically significant
effect of the expected effort in the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate (B) regression coefficient, which
amounted to (0.447) and with a probability value of (0.012),
which is less than (0.05), in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval are at a significant level of (0.05), indicating that a
change in the expected effort by one unit will lead to an



increase of (0.447) in the intention to use electronic commerce.
3-There is a direct and significant statistically significant
effect of social influences on the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate () regression coefficient, which
amounted to (0.514) and with a probability value of (0.007),
which is less than (0.05), in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval at a significant level of” (0.05), indicating that a
change in social influences by one unit will lead to an increase
of (0.514) in the intention to use electronic commerce.
4-There is a direct and significant statistically significant
effect of the available facilities on the intention to use
electronic commerce in the researched organization, as
indicated by the value of the Estimate () regression
coefficient, which amounted to (0.636) and with a probability
value of (0.009), which is less than (0.05), in addition to the
similarity The signals of both the lower and upper limits of the
confidence interval are at a significant level of (0.05),
indicating that a change in the available facilities by one unit
will lead to an increase of (0.636) in the intention to use

electronic commerce.

5-There is a direct and significant statistically significant
effect of the price value on the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate () regression coefficient, which
amounted to (0.778) and with a probability value of (0.006),
which is less than (0.05), in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval are at a significant level of (0.05), indicating that a
change in the price value by one unit will lead to an increase
of (0.778) in the intention to use electronic commerce.

6-There is a direct and significant statistically significant
effect of the pleasure motive in the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate () regression coefficient, which
amounted to (0.398) and with a probability value of (0.009),
which is less than (0.05), in addition to the similarity The
signals of both the lower and upper limits of the confidence
interval at a significant level of (0.05), indicating that a change
in the pleasure motive by one unit will lead to an increase of
(0.398) in the intention to use electronic commerce.
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Figure 5. The effect of individual motivating factors on the intention to use e-commerce

Table 6. Results of the effect of individual motivating factors on the intention to use e-commerce

Indep.endent Difection of Dependent variable Estimate (B) SRW 95% confidence interval P-
variable impact Lower Upper value
p:;’f‘flfflidce — 0.691 487 504 1.922 007
Expected effort —> 0.447 .340 152 .891 .012
Social influences — Intent to use electronic 0.514 .508 307 791 .007
Available facilities —> commerce 0.636 460 330 1.159 009
Price value —> 0.778 .524 458 1.280 .006
Pleasure motive —> 0.398 329 150 .696 .009

We will use the values of the standard regression
coefficients in arranging the strength of the influence of the
stimulus factors individually in the intention to use e-
commerce, as from observing the results of the table (27)
above, we find that (price value) came first in terms of the
arrangement, in terms of the value of the standard regression
coefficient (SRW). ) which amounted to (0.524), followed by
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the strength of influence (social effects) with a standard
regression coefficient value of (0.508), and in the third rank
came (available facilities) with a standard regression
coefficient value of (0.460), while the fourth rank went to
(performance The yearning) with a standard regression
coefficient value of (0.487), in the fifth place came (expected
effort) with a standard regression coefficient value of (0.340),



and in the sixth and last place came (pleasure motive) with a
standard regression coefficient value of (0.329).

(4) Combined inhibitory factor test results

Figure 6 and Table 7 show the results Estimate () regression
coefficient value indicated that the inhibitory factors had an
inverse and statistically significant effect on the desire to use
e-commerce in the firm under study. (-0.667), with a

probability value of (0.024), which is less than (0.05), as well
as the similarity of the signals of both the lower and upper
limits of the confidence interval at a significant level (0.05),
which indicates that the change in the inhibitory factors of one
unit, it will lead to a decrease of (0.667) in the intention to use
electronic commerce.
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Figure 6. the effect of combined inhibitory factors on the intention to use e-commerce

Table 7. Results of the effect of combined inhibitory factors on the intention to use e-commerce

Independent Direction of - - 95% confidence interval P-
variable impact Dependent variable Estimate () SRW Lower Upper value
Inhibitory factors —> Intent to use electronic -0.667 -0.46 0541 0857  0.024

commerce

(5) Test results for individual inhibiting agents

Figure 7 and Table 8 show the results of the impact of each
of the inhibitory factors individually on the intention to use
electronic commerce, as follows:

1-There is an adverse and significant statistically significant
effect of inertia on the intention to use electronic commerce in
the researched organization, as indicated by the value of the
Estimate (p) regression coefficient, which amounted to (-
0.824) and with a probability value of (0.001), which is less
than (0.05), as well as The similarity of the signals of both the
lower and upper limits of the confidence interval at a
significant level of (0.05), indicating that a change in inertia
by one unit will lead to a reduction of (0.824) in the intention
to use electronic commerce.

2-There is an adverse and significant statistically significant
effect of technology anxiety on the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate (B) regression coefficient, which
amounted to (-0.716) and with a probability value of (0.022),
which is less than (0.05), as well as The signals of both the
lower and upper limits of the confidence interval are similar at
a significant level of (0.05), indicating that a change in
technology concern by one unit will lead to a reduction of
(0.716) in the intention to use electronic commerce.

3-There is an adverse and significant statistically significant
effect of the perceived value of the intention to use electronic
commerce in the researched organization, as indicated by the
value of the Estimate (B) regression coefficient, which
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amounted to (-0.744) and with a probability value of (0.002),
which is less than (0.05), as well as The signals of both the
lower and upper limits of the confidence interval are similar at
a significant level of (0.05), indicating that a change in the
perceived value by one unit will lead to a reduction of (0.744)
in the intention to use electronic commerce.

4-The existence of an adverse and significant statistically
significant effect to avoid remorse in the intention to use
electronic commerce in the researched organization, as
indicated by the value of the Estimate () regression
coefficient, which amounted to (-0.783) and with a probability
value of (0.008), which is less than (0.05), as well as The
similarity of the signals of both the lower and upper limits of
the confidence interval at a significant level of (0.05),
indicating that the change in avoidance of regret by one unit
will lead to a reduction of (0.783) in the intention to use
electronic commerce.

5-The numbers between the cells represent the values of the
standard regression coefficients (SRW), which represent the
values of the saturation (correlation) of the questions
(observed variables) with the dimension on which they are,
and whose values are supposed to be greater than (0.35),
depending on the sample size, and from observing the results
of the values of ( SRW) We find that all saturations are greater
than (0.35), which is significant because all possible values
corresponding to saturation values are less than (0.05).

We will also use the values of the standard regression
coefficients in arranging the strength of the influence of the



inhibitory factors individually on the intention to use
electronic commerce, as from observing the results of table (29)
above, we find that (inertia) came first in terms of the
arrangement, in terms of the “absolute value of the standard
regression coefficient (SRW), which amounted to (0.55),
followed by (technology anxiety) with an absolute value of the
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standard regression coefficient of (0.40), and in the third place
came (perceived value) with an absolute value of the standard
regression coefficient of (0.39), while the fourth and last place
was It was for (avoiding remorse) with an absolute value of
the standard regression coefficient (0.35)”.
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Figure 7. The effect of individual inhibitory factors on the intention to use e-commerce

Table 8. Results of the effect of individual inhibitory factors on the intention to use e-commerce

Inszg i‘::::nt Dili‘::[ti?cli of Dependent variable
Inertia —>
Technology concern —> Intent to use
Perceived value —> electronic commerce
Avoid remorse —>

ey sy el L
-0.824 -0.55 -0.546 -1.224 0.001
-0.716 -0.40 -0.353 -1.012 0.022
-0.744 -0.39 -0.467 -1.113 0.002
-0.783 -0.35 -0.525 -1.333 0.008

And test hypothesis 11, states that "there is no significant
effect of the behavioral intention to use electronic commerce
in the actual use of electronic commerce at the level of
significance >0.05a".

Figure 8 and Table 9 show the results of the effect of the
“inhibitory factors on the intention to use e-commerce, as they
indicate that there is an adverse and significant effect of the
inhibitory factors on the intention to use e-commerce in the
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researched organization, in terms of the value of the Estimate
(B) regression coefficient, which amounted” to (0.765), with a
probability value of (0.016), which is less than (0.05), as well
as the similarity of the signals of both the lower and upper
limits of the confidence interval at a significant level (0.05),
which indicates that the change in Behavioral intention to use
e-commerce by one unit will lead to an increase of (0.765) in
the use of e-commerce.
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Figure 8. The effect of the behavioral intention to use electronic commerce on the use of e-commerce
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Table 9. Results of the effect of behavioral intention to use electronic commerce on the use of electronic commerce

P o . -
Independent variable Dn:ectlon of Depe.ndent Estimate (B) SRW 95% confidence interval P

impact variable Lower Upper value

Behavioral intention to use — Dependent variable 0.765 0.793 0.603 1.000  0.016

electronic commerce

6. DISCUSSION

The purpose of this study was to investigate the enabling
factors and the inhibitory factors affecting e-commerce
adoption. The results indicate that the enabling factors that are
seen as favorable to e-commerce, we find that (price value)
came in first place in terms of the arrangement, in terms of the
value of the standard regression coefficient (SRW), which
amounted to (0.524). This result indicates that value issues and
Price matter to users and greatly affect their decision to reject
or adopt electronic commerce, and this result is consistent with
the study [53]. It is followed by the strength of influence
(social influences) with a standard regression coefficient value
of (0.508), which indicates a significant influence of bosses,
colleagues, relatives, and friends on the user's decision to use
electronic commerce. This is consistent with the study [45],
and in third place came (available facilities) with a standard
regression coefficient value of (0.460). This indicates interest
in obtaining the necessary skills and resources to ensure the
successful use of electronic commerce. In fact, in the case of
electronic commerce, the required facilities (computers,
smartphones, Internet access, Wi-Fi, 4G services, secure
applications) are important factors to ensure easy access to its
services. This result is consistent with the results of the study
[13]. As for the fourth place, it went to (expected performance)
with a standard regression coefficient value of (0.487). The
effect of the ease of use of the system on individuals’
perception of the usefulness of the system [34], while
(expected effort) came in fifth place with a standard regression
coefficient value of (0.340). This result indicates that users
have no concern that they need to obtain special skills to deal
with various e-commerce services. In the same vein. And in
sixth and last place came (Hedonic Motivation) with a
standard regression coefficient value of (0.329) This result is
consistent with the results of the study [48].

As for the inhibitory factors, the statistical results showed
that (inertia) came in the first place in terms of arrangement,
in terms of the absolute value of the standard regression
coefficient (SRW), which amounted to (0.55). Because
converting them to the new situation (i.e., new technology)
will impose a lot of burdens on them, and this is consistent
with the study [57], followed by the power of influence
(technology concern) with an absolute value of the standard
regression coefficient of (0.40). This result indicates that there
is concern among users that they are forced to use trade
electronic or dealing with different situations in it, and this
result is consistent with study [62]. And in the third place came
(perceived value) with an absolute value of the standard
regression coefficient of (0.39) and indicates that there is a
state of fear among users of the possibility of their loss in the
case of using electronic commerce, and this agrees with study
[64]. As for the fourth and last place, it went to (avoidance).
remorse) with an absolute value of the standard regression
coefficient of (0.35), and this result indicates the willingness
of users to bear the results or the risk resulting from the use of
electronic commerce, and this is consistent with study [66].
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7. CONCLUSIONS

With so many obstacles standing in the way of the
widespread use of this technology, we must learn all we can
about electronic commerce. Since there isn't much research
that tackles the challenges of analyzing both enabling and
inhibiting variables simultaneously, the present study was
motivated to do so. Additionally, a theory-study-capable
foundation has to be selected. the enabling and inhibiting
factors together associated with the use of electronic
commerce, so the UTUAT2 and SQB models were chosen in
this study.

8. CONSTRAINTS AND FUTURE DIRECTIONS FOR
RESEARCH

This research made several important contributions to the
literature on the topic of the widespread use of e-commerce;
nevertheless, it also ran into certain problems. In this research,
for instance, the permitted sample consisted of a representative
cross-section of the working population of only one city in Iraq
(Nineveh), which might have undesirable consequences if
extrapolated to the rest of the country. The sample
demographics revealed that the majority of respondents are
middle-class young adults who are comfortable utilizing both
mobile devices and the Internet. Thus, this may cause doubts
about the generalizability of the results to other groups with
potentially different features such as (e.g., gender, age, income,
degree of technical expertise, and level of) education. This
research relied on cross-sectional data, and a longer-term study
would provide more insight into the topic. Since the rate of
acceptance of e-commerce is low in Iraq and people have not
had enough time to develop favorable habits toward it, this
aspect of the model was left out. Long-term, however, if
electronic commerce is widely used and individuals grow
acclimated to it, they may develop habits towards it, and future
research may examine the impact of habits on real behavior
and intention.
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