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Abstract: The increasing number of Jordanian Internet users should naturally be reflected in e-commerce conversions.
However, this is not the case. While social-media users in Jordan are becoming more engaged and involved in social-media
transactions, e-commerce activities have not experienced a similar trend. This issue has been identified in the literature as
the e-commerce awareness paradox, wherein customers are partially aware but are not engaged. This points to a missing
link between different levels of awareness and e-commerce process engagement.

This paper presents the results of research that has investigated and evaluated the awareness of e-commerce among
customers. In order to gain insight into customers’ awareness, data were collected from 386 participants. The data analysis
identified that partial and full customer awareness are critical factors in the adoption and success of e-commerce.
Furthermore, four distinctive levels of awareness are identified, namely awareness of products and services (AOP/S),
awareness of payment (AOP), awareness of delivery (AOD) and awareness of brand (AOB). This research contributes to the
literature by providing a novel framework in which levels of awareness are mapped to four main processes of electronic
commerce. The framework will be useful to e-commerce practitioners as a basis to evaluate prospective customers’ levels
of awareness, thereby to assist identifying precisely where they need to focus on the online acquisition journey.

Keywords: E-commerce, Jordan, Awareness, Payment, Partial Awareness, Full Awareness, Awareness of Products, Services,
Awareness of Brand, Awareness of Delivery, E-commerce processes, Awareness evaluation.

1. Introduction

E-commerce is important to the economy of any country, whether developed or developing. It plays a critical
role in economic development, and the Jordanian economy is no exception. A literature scan indicates that e-
commerce studies are conducted in the context of developed countries with different cultures and
infrastructures. However, the findings of these studies cannot be applied or generalised to the context of
developing countries (Kapurubandara and Lawson, 2006). Therefore, it is important to consider the
characteristics and nature of developing countries to understand the factors that influence customers to adopt
e-commerce in such environments.

Jordan is a typical developing country, and it provides a suitable case for this research. Despite its small size,
Jordan has the largest number of online start-ups and entrepreneurs in the Middle East region (Abu-Shamaa
and Abu-Shanab, 2015). Moreover, Jordan shows a greater readiness for e-commerce compared to many
other developing countries. The technological infrastructure in Jordan is robust (Al-Shboul and Alsmadi, 2010).
The literature reveals that many studies have been carried out to examine the factors inhibiting the adoption
of ICT and e-commerce. These studies have mainly examined e-commerce from a technological perspective
(Al-Khaffaf, 2013; Faqir, 2013; Al Bakri, 2013; Abbad, Abbad, and Saleh, 2011; Halaweh, 2011). The focus of the
studies in the extant literature has also been limited to identifying the challenges in adopting e-commerce,
reviewing how Jordan has adapted to some of the challenges or recommending infrastructural changes to
moderate the effects of these challenges. Thus, the literature has not focused sufficiently on the awareness of
e-commerce.

Despite the major development and penetration of the Internet in Jordan, e-commerce is still lagging behind
(Abbad et al., 2011). Therefore, this research is intended to study the role of e-commerce awareness in the
situation. The focus of this study thus is to analyse the impact of the level of awareness on the adoption of e-
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commerce. Since Jordan has a good e-commerce infrastructure and relatively sound indicators of e-readiness
(AL-Majali et al., 2016), the research reported herein evaluates the level of customer awareness of e-
commerce, especially focusing on the analysis of specific aspects of such consumer awareness, rather than
taking a holistic approach.

2. Background to the Problem: E-Commerce Awareness in Jordan

There are distinctive economic features of Jordan, which have been shaped by international aid and financial
settlement of the Jordanian market. Customers have begun to access newly produced and imported products
and services through different means, such as social-media and various online platforms. It is vitally important
to investigate how these products and services are accessed, how technology has facilitated that access and
why Jordanian online customers are not fully engaged in the e-commerce process. Consequently, the issue
identified in this research pinpoints the crucial role awareness plays in the adoption and success of e-
commerce.

This research probes the question that if all e-commerce enablers are available in Jordan, why is it that
Jordanian customers are not fully engaged in e-commerce related activities? The paper thus probes the
concept of awareness as the main issue within the research. It examines: (i) the concept of e-commerce
awareness; (ii) how awareness could be identified; (iii) where awareness occurs; and (iv) how awareness is
perceived and understood.

If awareness of e-commerce is well understood, clearly defined through the e-commerce activity, this will help
clarify what should be done and by whom. The research is also important in that the problem being faced by
Jordanian e-commerce customers is also a widespread phenomenon which is equally prevalent in
neighbouring countries in the Middle East. Figures 1 and 2 indicate that while the number of Internet users in
the Middle East has increased (Figure 1), the number of e-commerce shoppers has not increased
proportionately (Figure 2).

Internet Penetration in Middle East in 2016
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Figure 1: Internet Penetration in the Middle East (Internet Live Stats, 2017)
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Annual B2C e-commerce sales growth in Middle East
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Figure 2: Annual B2C e-commerce sales growth in the Middle East (Statista.com)

Awareness has always been perceived holistically in the e-commerce context, and therefore most of the
research conducted in this domain seems to link awareness to trust and familiarity (Najafi, 2012). In fact, the
investigation of the literature reveals that awareness seems to be the predominant theme in e-commerce
security. However, when it comes to the propensity to engage in e-commerce activity, Jordanian online users
seem to be engaged in so-called social-media e-commerce, where the main social-media applications are used
for the exchange of products and services (Al-Qirim, 2007). For example, Jordanians are using social media,
especially Facebook, to exchange information about various products and services; some of their activities
involve a successful agreement to sell or to buy. However, these deals are done offline. Therefore,
engagement in social media is limited to gathering information, not actual purchasing. A new form of
awareness has evolved after experiencing e-commerce activities over social media, and Jordanian customers
are inclined to use the Internet more and more for shopping. E-commerce engagement is investable in this
context.

However, that leads to another question: if users are engaged in social-media commerce, why they are not
engaged in the typical e-commerce process. Contextual inquiry and observations of this phenomenon have
inductively led to the view that this is an awareness dilemma. However, it is not the holistic awareness of e-
commerce as a whole, but the awareness of the specific processes of the e-commerce model. Therefore, a
new area of research has emerged. The holistic view of awareness does not seem to fit in with the universal e-
commerce model. In e-commerce, the universal model entails a common online user journey. It usually begins
with visiting a website, browsing a catalogue where products and services are offered and then making a
purchase decision. Once the customer is happy, they would proceed to payment and then delivery. However,
the journey does not end there — after delivery comes retention and the tendency to use the website again,
thereby constituting a full online e-commerce cycle (Pavlou and Fygenson, 2006). Applying holistic awareness
to this model does not accurately help in identifying where the problem lies. In fact, it has an adverse effect,
whereby the process of e-commerce is mistakenly condemned to deterioration through lack of engagement.

This research aimed at investigating the awareness of e-commerce and its implications for the process of e-
commerce. This research presumes that there are no technical, managerial or legal issues that hinder the
development of a successful e-commerce model, and hence it hypothetically assumes that different levels of
awareness have a major impact on the success or failure of the adoption of e-commerce in Jordan.

3. Literature Review

Awareness is the state or ability to perceive, to feel or to be conscious of events, objects or sensory patterns.
In this level of consciousness, sense data can be confirmed by an observer without necessarily implying
understanding. Generally, it is the state or quality of being knowledgeable about something (Najafi, 2012).
Awareness represents the perception of e-commerce elements in the environment. It also represents
comprehension of their meaning through an understanding of e-commerce technology, business models,
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requirements, benefits and threats and projection of the future trends of e-commerce and its impact (Molla
and Licker 2005 b). Rogers (1995) argued that awareness of an innovation and its benefits is an important
initial stage that may affect the decision to adopt or reject the innovation. Once a customer has become aware
of the potential of e-commerce and has made an initial adoption decision to shop online, his/her continuation
to adopt is beyond entry-level (Participation phase). Therefore, the first and foremost phase of the e-
commerce adoption process is awareness. According to Pavlou and Fygenson (2006), customers must obtain
information about a product before purchasing. Therefore, gaining knowledge and understanding e-commerce
is vital for customers’ participation and a prerequisite for e-commerce engagement and adoption. Moreover,
customers prefer information and knowledge about the products or services before shopping online (Laudon
et al., 2009; Al-Majali, 2016). They need to compare product specifications and prices from different sites.
However, if customers do not have enough information, this may lead to them avoiding buying online and
continuing to buy from traditional stores (Dickson, 2000). Yaseen et al. (2016b) and Choudhury et al. (2001)
argued that customers do not simply decide, but rather they consider two distinct stages: getting product
information, and then purchasing the product. Therefore, if an adequate level of awareness is achieved,
rejection and discontinuance are unlikely to result.

Customers’ participation in e-commerce represents their involvement in exploring different aspects of e-
commerce including decision making and evaluation. When a customer engages in an e-commerce activity the
value of e-commerce will be acknowledged. Thus, based on her/his experience, decisions will be taken
about more engagement. The purchasing decision-making process is defined as different situations faced by
the buyer when carrying out the process of buying products or services that meet his desires, a process that
consists of five phases: discrimination of problem; searching for information; evaluating alternatives;
purchasing; and the evaluation phase after the purchase (Hawkins et al., 1995). Similarly, Kotler et al. (2009)
describe the customer buying process of gathering information and decision-making activity as divided into
several consequent steps: Problem identification; Information search; Alternatives evaluation; Purchasing
decision; and Post-purchase behaviour.

Nevertheless, this process goes through several phases; it can be divided into three main phases (Altarifi, 2015;
Sirakaya and Woodside, 2005; Roozmand et al., 2011). At the pre-purchase phase, the customer seeks to
gather the required information about the online shopping. Next, comes the purchase phase, at which the
customer completes the purchase decision-making process based on the information gained and his/her
participation in purchasing certain products or services. Finally, the post-purchase phase, in which the
customer engages in e-commerce. It starts directly after the purchase, at which time, the consumer
experiences that the product or service satisfies his/her need and is willing to repeat the purchase (Butler and
Peppard, 1998; Darley, 2010; Mihart, 2012). Therefore, if customers are initially exposed to positive stimuli
during their Internet shopping experience, they are then more likely to engage in subsequent Internet
shopping behaviour: they will browse more, engage in more unplanned purchasing, and seek out more
stimulating products and categories (Perea y Monsuwé et al., 2004).

3.1 Previous e-commerce studies in Jordan

The previous assessment of the state of e-commerce readiness in Jordan has revealed that the country scores
adequately high in terms of technical and professional preparedness. It, however, lacks the social impetus to
match its e-commerce performance with its technical infrastructure. According to Al-Debei and Shannak
(2005), Jordan exhibits adequate preparedness for efficient e-commerce technology. In this sense, the
infrastructure to facilitate e-commerce, including telecommunication, government, and institutional support,
the readiness of appropriate organisations and the Jordanian community culture is generally good (Al-Debei
and Shannak, 2005).

An immense number of studies have explored the factors influencing online shopping in Jordan. Cognitive,
economic, technological and socio-political variables have been found to have affected e-commerce adoption
in the country (Al-Qirim, 2007). Indeed, Al-Majali (2016) found that customers’ attitudes have a positive and
significant influence on their intention to use online shopping. Yaseen et al. (2016a) and Abbad et al. (2011),
on the other hand, conducted research into the same factors in Jordan, showing that security and trust,
experience, enjoyment, language, legal issues and technology issues are limitations for e-commerce in less
developed countries. Several researchers have tended to use different e-commerce models to determine what
is influencing online shopping and e-commerce adoption. By applying the TAM model, Abu-Shamaa and Abu-
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Shanab (2015) found that trust and all the TAM model constructs are influencing the Jordanian customers to
buy online. Similarly, using the TAM model of Alalwan et al. (2016), found perceived usefulness, perceived
ease of use, and perceived risk are the key factors influencing Jordanian customers' intention to adopt mobile
banking.

Hasan (2016), argued that Arab websites, including Jordanian websites, have a major problem in terms of
design; most of the websites are misleading as some information, such as delivery, is usually not displayed.
Therefore, this will certainly negatively affect the customers in completing their purchases resulting in
rejecting e-commerce adoption. As simple as that information would be, their existence will be important for
the e-commerce purchase process. This finding was matched with the findings of Suki (2002) and Altarifi et al.,
(2015), whose studies showed that websites that are easily accessed in the purchasing process are considered
a major motivation for making a purchase decision.

3.1.1  Lack of Trust

Trust is an important model that is closely related to financial transactions. Trust becomes necessary when it is
related to monetary value and more important when the transaction is conducted via a wireless network
(Qasim and Abu-Shanab, 2016). It has proved to be a robust construct for predicting the intention to use a
technology and one of the fundamental reasons for consumers’ scepticism in terms of e-commerce (Algatan et
al., 2016). Consequently, lack of e-commerce trust was and is still one of the most critical aspects facing e-
commerce in most countries. Trust is crucial because it affects various factors which are essential to e-
commerce transactions, including security and privacy. According to Gefen (2000) and Najafi (2012), trust is a
critical factor influencing the successful development of e-commerce. Additionally, Al-Debei et al., (2015)
highlighted that online shopping in Jordan is determined by trust and perceived benefits. Therefore, lack of
trust in e-commerce consider being the main reason for not doing online shopping, while building trust
contributes positively to the success of online transactions (Jarvenpaa et al., 1999; Lee and Turban, 2001; Abu-
Shamaa and Abu-Shanab, 2015; Panda and Swar, 2016).

3.1.2  Lack of Awareness

Cognitive barriers in this context refer to characteristics of customers that affect their acceptance and
adoption of e-commerce. Cognitive barriers include the customer’s level of awareness, knowledge, skills and
confidence. Also, represent their values, traditions, customs, religion and beliefs and knowledge. Knowledge
and awareness about e-commerce are the first and foremost all aspects of e-commerce. Awareness of e-
commerce refers to a customer’s perception, comprehension, and projection of the benefits of e-commerce
(Yaseen et al., 2017 a). A low level of ICT diffusion limits the level of e-commerce awareness, a factor that was
taken for granted in the developed countries (Molla and Licker, 2005 a). In other words, lack of awareness of
the potential benefits of e-commerce technology can hinder its growth. Therefore, it is essential for customers
and businesses to acknowledge the potential benefits of e-commerce by developing a training strategy that
actively transfers the benefits of e-commerce through promotional seminars, workshops. Scupola (2003),
conducted a study to investigate the key factors that influence the adoption and implementation of e-
commerce in SMEs. He found that among technology characteristics lack of awareness of the technology is a
major barrier to a take-up of e-commerce in SMEs in Italy. Similarly, Khan et al. (2016) claimed that awareness
of online shopping is the big challenge for e-commerce in the developing countries, in particular for people
who are living in rural areas. They claimed that people could not be educated by themselves rather they need
an education program about how to use e-commerce. In fairness, this is a reasonable argument, as without
the tools and technology people will not even know what it is they cannot do. In Brunei Darussalam IT
knowledge plays an important role in e-commerce adoption and overcoming the lack of knowledge of IT will
lead to greater probability of its adoption (Looi, 2005).

4. Research Methodology

A quantitative research methodology was used to collect evidence. This approach is suitable to capture the
tendency, frequency and propensity to use e-commerce. The following sub-sections explain how the research
was conducted.

4.1 Participants

For the purposes of studying the level of customer awareness with respect to e-commerce in Jordan, the study
sample comprised students, staff and employees from several schools and departments. The rationale for this
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selective sample from universities is based on the joint financial model established between universities in
Jordan and the banking sector. This model allows all stakeholders, from students, academics and
administration staff, to conveniently access banking services, which would enable payment awareness, as well
as the availability of shipping and delivery services within the context of universities. The study chose to target
participants from two universities in the north and south of Jordan. Given the environmental setting of
universities in Jordan, the selected universities contain a concrete financial model, whereby all financial
transactions take place within the university using existing banking branches. This has contributed to creating
an e-commerce-ready population. In addition, the university students and staff are mostly under 35. This
participant age group remains a viable population for this study. Also, the fact that the questionnaires were
distributed among diverse faculties of the university, ranging from teachers and students to staff, they also
contain much-needed diversity in order to represent the Jordanian population at large.

4.2 Data Collection

A questionnaire-based survey was put together to investigate customers’ level of awareness with respect to e-
commerce. The questionnaire was divided into sections. The first questioned demographic characteristics such
as age, gender and education, as well as English proficiency, Internet access, knowledge of the existence of e-
commerce, and online purchasing experience. This was followed by the development of new levels of
awareness instruments, awareness of product/services, payment methods, delivery methods and brands. The
questionnaire was distributed to students and staff from different faculties — i.e. Computer Science, Law,
Business, Psychology, Art, and Engineering. It was also distributed to employees from various departments —
i.e. Accounting, Marketing, Public Relations, Hospitality and Student Affairs. The survey was conducted
between June and July 2015 and was distributed to 452 participants. Out of 452 questionnaires distributed in
the Arabic language, 420 were returned. Out of these 420 questionnaires, 34 were returned incomplete. Thus,
386 questionnaires were finally used for further analysis. This sample size is considered adequate for the
analysis and is comparable to response rates in IS literature (Pinsonneault and Kraemer, 1993).

4.3 Survey Instrument

The questionnaire in this study has been developed over two phases. In the first phase, the questionnaire was
designed using selected questions from previous research conducted in Brunei Darussalam (Jait, 2012). Jait’s
guestionnaire was used to discover current awareness levels and to determine the factors that made Brunei
citizens aware, or unaware, of the government e-service. The questions in the survey were modified to provide
answers to the research questions and objectives of the study and thus used in the pilot study. The purpose of
the pilot study was to assess the general awareness of Jordanians regarding e-commerce, and also to provide
future direction for a full-scale study. The second phase of the questionnaire development was informed by
the result of the pilot study findings and outcomes. The survey instrument, with questions using Likert scales,
was developed accordingly. The questionnaire was designed with qualitative questions in mind. Hence, most
survey questions, other than the general introductory questions, were based on a Likert Scale, with five
gradual ordinal scales, graded 1 to 5. These measurements were then summarised into a percentage
agreement number, assuming cardinality of responses.

4.4 Population description

This section gives a demographic breakdown of the questionnaire respondents in Jordan. It gives details of
respondents’ gender, age, educational level, Internet access, English language proficiency, knowledge of e-
commerce existence and online purchasing experience in Jordan. Most of the respondents (80%) were below
the age of 35, 53% were 18-24 years old, 24.9% were 25-34, 11.7% were 35-44, 8.5% were 45-54 and 1.8%
were 50 years of age or older. From a gender perspective, 61% of the respondents were men, and 39% were
women. With regards to their educational level, about three-quarters (76.4%) of our participants were
university level students. Of this 76.4%, 25.1% of the respondents held or were studying for postgraduate
degrees and 51.3% had an undergraduate degree, 12.2 % had a degree from a college, 7.3% had completed
secondary school, and 4.1% had no formal qualifications. Of the participants, 50% showed a good level of
English language proficiency. The initial analysis revealed that 98% of the participants were accessing the
Internet on a daily basis.

4.5 Data Analysis and Findings

To examine the internal consistency and the validity of the questionnaire questions, the reliability of the scales
was considered based on the computation of the alpha coefficient (Cronbach Alpha). Alpha is considered an
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important concept to evaluate assessments and questionnaires in order to add validity and reliability to the
data interpretation. The value of the Alpha coefficient ranges from 0 to 1 and plays an important role in
describing the reliability of the factors extracted from the questionnaire (Cronbach, 1990). After analysing the
total scale, a high value has been identified, which indicates a high internal consistency within the
questionnaire as a whole. The Alpha values for all the dimensions was 0.844. According to Cronbach (1990), if
the Cronbach Alpha is 0.5, it is a low and acceptable standard. All scales were found to exceed the minimum
threshold of 0.5. Therefore, the higher the score, the more reliable the generated scale is.

Among the 386 participants, 98% used the Internet almost daily, with the use of social networks being the
most common activity. Of the participants, 82% believed that e-commerce facilities exist in Jordan. However,
only 24% ever used such facilities to make a purchase. This finding is in line with those of the pilot survey.
Figures 4 and 5 illustrate the results.

Q6. Do you believe e-commerce (Online shopping) exist in Jordan?
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Figure 4: E-commerce existence in Jordan

Q7. Have you ever purchased a product / services online in Jordan?
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Figure 5: Percentages of product/services purchased Online

For the types of goods or services that these participants purchased online, which represents Awareness of
Products/Services, only Airline Tickets and Books and Music received responses from participants who buy
them exclusively through the web (see Figure 6). Overall, Airline Tickets, Books and Music, and Technology and
Gaming products remain the most popular things to buy using e-commerce services. Clothing and Jewellery
and Health and Beauty remain second-tier contenders in terms of popularity among consumers, for online
purchasing. High turnover products, such as groceries, and high margin products such as white goods, were
not considered for online purchases.
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Q11. Which of these do you mostly use to buy the following items?
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Figure 6: Shopping behaviour of participants

In terms of Awareness of Brand (AOB), it is found that the percentage agreement for familiarity with
established e-commerce vendors and big businesses is generally low, averaging around 37% percent, with only
OpenSooq, an online marketplace popular in the Middle East and North Africa, having a familiarity index of
greater than 50%. This indicates a lack of interest or understanding in the Jordanian population to browse for
products or services only, which is in contrast with the usage of social networks, which remains outstandingly
popular. The results are illustrated in Figure 7.

Q8. On a scale of 1-5 how familiar are you with following websites?
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Figure 7: Familiarity of participants with websites

Analysing Awareness of Payment (AOP), a percentage agreement of 62% is found for acceptability of credit
card, Visa card, Mastercard or another electronic method of payment. At the same level of 62%, the
Awareness of Delivery (AOD) is found in terms of delivery at home or post office.

5. Discussion

Awareness is contextual and is rather a complex notion. Its multifaceted nature can influence many aspects of
electronic commerce. However, it has always been perceived and defined in a holistic sense, and yet projected
on certain domains, mainly but not restricted to marketing, such as brand awareness and core business
functions. The customers’ awareness is one of the critical factors related to the success of e-commerce.
Therefore, an increasing emergence of awareness is one of the key performance indicators (KPI) of e-
commerce. In the case of Jordan, the research has revealed a set of interesting results, showing that Jordanian
customers acquire different levels of awareness at different phases throughout the e-commerce processes.
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This research has examined the process of e-commerce as a set of necessary steps required to effectively and
efficiently complete shopping activities.

As shown in Figure 4, participants seemed aware of the existence of e-commerce in Jordan; however, in Figure
5, data show that participants are not fully engaged, and just 24% of the sample have practised an e-
commerce activity such as in buying an item or service online. The research was deductively designed to
investigate at which point of the e-commerce activity and the user journey users have experienced an
awareness problem. Accordingly, a set of predefined questions were constructed to target awareness over e-
commerce processes. This group of questions (Q’'s 8 to 13) comprised independent variables measuring
common themes of what could affect shoppers’ engagement with the e-commerce process. These are
browsing an online catalogue, search and finding products or services online. Table 1 shows the questions
which aimed to investigate and understand participants’ views on browsing and selecting products or services.
The results in Figure 8 show that participants were engaged and aware of the process of finding information
about certain products and services on the Internet and that 63 % of participants were aware of this process
and they have found the process of finding products and services simple in an online catalogue. This has led to
the identification of Awareness of Products/Services (AOP/S). AOP/S in e-commerce can be defined as a set of
rules whereby the capability of customers to identify their need for a certain product or service can be shown.
This includes knowing if the product or service is available online, being familiar, recognising the products, and
being able to search for a certain product or service through the online catalogue; also, of having previous
knowledge about the type of products they would like to purchase, and of their ability to distinguish and
compare between different type of products or services.

Table 1: Survey Questions

Question Statement
Q.6 Do you believe e-commerce (Online shopping) exists in Jordan?
Q.7 Have you ever purchased a product/service online in Jordan?
Q.8 On a scale of 1-5, how familiar are you with following websites?
Q.9 Rate your source of information about any product/service on a scale of 1-5.
Q.10 Please rate your usage to the following on a scale of 1-5.
Q.11 Which of these do you mostly use to buy the following items?
Q.12 E-commerce in Jordan has not taken off. This is due to a number of factors. On a scale of 1-5, how do you rate these
factors on e-commerce adoption?
Q.13.C | believe that | can purchase any product or service online.
Q.13.E | believe that the information and services that have been provided by businesses were
sufficient.
Q.13.G | believe that | am able to pay by credit card, Visa card, Mastercard or another electronic method of payment.
Q.13.H | believe any product | buy online can be delivered to home or post office.
Q.13.1 | believe | have the right to return the product | ordered and get my money back, without giving any reason.
Q.9 Rate your source of information about any product/service on
ascale of 1-5
0,

90% 30%
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Figure 8: Product/service Source of Information
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Questions Q.8, Q.11 and Q.13.C have clearly shown some common features in terms of familiarity with the
brand. This percentage (67%) of participants were prepared to buy online for a well-known brand. This was the
case for specific products and services in Figure 7: 67% of participants were willing and inclined to buy from
OpenSooq, due to the fact that OpenSooq is a nationally recognised brand. This has helped to bring some
other themes, such as trust and brand recognition, into the data analysis, or that this decision could have been
impacted by prior experiences. Moreover, Question 8 has shown that participants were more inclined to buy
recognisable brand websites on the Internet, and this was supported by their intention to buy, or to their
propensity to become fully engaged and converted into online shoppers. This trend has given rise to another
level of awareness: AOB has emerged from common themes in the responses, and it is defined as the
customers’ level of consciousness, recognition, differentiation and familiarisation to a specific brand; also of
being exposed to the brand through previous experience or recommendations and being able to identify the
brand in the online catalogue.

Questions 12 and 13, with subsequent sub-questions, were designed to tackle the payment issue and verify
whether this is a real barrier for the e-commerce process, or if the participants were aware of the different
payment options available to them in order to complete an e-commerce transaction. Q.13.G was designed to
measure participants’ tendency to pay online, either using their credit cards or debit cards. The question also
measured participants’ willingness to use other payment methods (if they were introduced to such as PayPal,
digital wallets or other payment methods). The decline in uptake on online payment (53%) indicates that there
is a problem of AOP; lack of knowledge of current payment methods and options available within the
Jordanian banking sector has also led to this level of awareness. AOP is defined as customers’ knowledge,
comprehension and understanding of the various payment options available online, including involved parties
such as banks, and the ability to identify the benefits of choosing a certain payment method from among
others.

Questions 13.H and 13.1 were designed to target delivery of products, the question being aimed at identifying
issues in awareness regarding this e-commerce process. It was noted from the data in Table 2, that delivery
presents a serious concern for shoppers, especially those located outside the capital Amman. Our definition of
this level of awareness is the customer’s recognition of all aspects related to their products and services online
delivery, including prices, delivery time and product tracking, as well as their ability to identify the different
services provided by various delivery agencies and being able to choose the appropriate delivery mechanism
to deliver their products or services.

Table 2: Participants’ level of Agreement and Disagreement

Statement (s) Strongly Disagree Neutral Agree Strongly
Disagree Agree

Q.1.3.C. | believe that | can purchase any product or service 349% 55% 9% 2% 0%
online.
Q.13.E. | believe that the information and services that have
been provided by businesses were sufficient. 16% 70% 13% 1% 0%
Q.13.G. | believe that | can pay by credit card, Visa card, 1% 52% 26% 21% 0%
Mastercard or another electronic method of payment.
Q.13.H. | believe any product | buy online can be delivered to 1% 58% 22% 19% 0%
my home or a post office.
Q.13.1. | believe | have the right to return the product | 45% 43% 12% 0% 0%
ordered and get my money back, without giving any reason.

The study has identified new levels of awareness in relation to each e-commerce process in Jordan. Four
primary levels of awareness have been identified, as per the survey results.

Awareness of the brands that are associated with the process of browsing e-commerce catalogues has
resulted in multiple independent variables, constructed in the survey, explicitly reflecting the measurable
levels of awareness at the beginning of the e-commerce process. This particular awareness has implications
not only for the e-commerce process overall but with regards to aspects related to trust, brand identity and
other marketing activities, and strongly contributes to the success of this initial e-commerce process.

The awareness of the products and services is defined as having sufficient knowledge of the products or
services the customer is seeking to buy, as this level of awareness is perceived as the first point of engagement
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in e-commerce activity. It defines the serious intention of buying. It is imperative for stakeholders and business
offerings to consider this level of awareness in different areas of their business, such as designing the
catalogue and the content strategy.

The third level of awareness that emerged from this study is the AOP, as an explicit area of investigation.
Jordanian shoppers’ propensity to buy online is impacted by their knowledge of online-payment systems: the
collected data have shown variation in understanding of the current payment channels, especially the online-
payment gateways.

The last level of awareness shows that there are different understandings and views on how purchased
products or services could be delivered, accompanied by the fact that there is still a lack of delivery agents in
the investigated case studies.

This research argues that awareness should not be perceived as a holistic entity that influences the
engagement of e-commerce in Jordan, but rather as multiple degrees of awareness associated with different
e-commerce processes, each with a different impact on the overall process. Each should be tackled individually
by stakeholders.

5.1 Framework of e-commerce and level of awareness

The process of e-commerce is perceived as four interconnected processes collectively performed by online
users to buy a product or service, as indicated in Figure 3: browse an online catalogue, choose a product or
service, pay, and give delivery instructions. This would permit awareness to be accurately divided into four
levels, each level associated with a process of an e-commerce transaction. Consequently, this mapping
technique will help put awareness into perspective as to what e-commerce process needs to be tackled by the
online business and appropriately help e-commerce practitioners to identify where they need to focus on the
online acquisition journey.

AOSP AOB AOP AOD

Browsing

el N et I

Selection

PPN W RN I

Payment

Delivery
-------------------------------- --feeem oo o= %t Full Awareness

Ecommerce Activities

Partial Awareness

Figure 9: Framework for e-commerce and level of awareness

The framework in Figure 9 illustrates the refined findings from the research. Online customers experience
different levels of awareness during every e-commerce activity. However, full awareness can only be
experienced when customers complete the four activities, which engage the customer in participation in e-
commerce. As indicated in Figure 9, when customers begin to browse an online catalogue and interact with
the content, they manifest two different levels of awareness, namely awareness of service and product, and
AOB; the clear majority of participants in the study demonstrated attributes related to two of those levels of
awareness. However, when they are looking for a specific product or service, they would also be brand aware,
and this is considered, in light of the findings of this paper, as partial awareness. When customers find what
are they looking for and develop the intention to buy, this is usually accompanied by a decision-making
process, which is the selection. After this, the customer would interact with payment systems, experiencing
AOP. As this might be problematic in the Jordanian context, e-commerce practitioners need to place special
focus on this level of awareness. After securing their payment, customers are expected to choose from a list of
delivery agents where they will be mainly experiencing AOD.
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When levels of awareness are projected on e-commerce activities, a new perspective is developed, and a
greater emphasis is placed on the awareness identification process, which e-commerce practitioners and other
stakeholders need to tackle.

6. Conclusion

E-commerce has become an integrated technology in our lives. However, due to lack of awareness, its
adoption has lagged in many developing countries, including Jordan. Awareness of e-commerce refers to a
customer’s perception, comprehension and projection of the benefits of e-commerce. In this study, customers’
awareness levels with respect to the adoption of e-commerce have been analysed, and we have identified that
awareness plays a crucial role in the adoption of e-commerce.

As e-commerce is a user phenomenon, it is vital to understand how it is perceived by users and how awareness
of different activities in e-commerce transaction is manifested. Sometimes, lack of engagement simply results
from a lack of awareness, not knowing about the availability of resources needed to complete an e-commerce
transaction successfully, and this likely to be the case with Jordanian shoppers. The decline of e-commerce
uptake has always been blamed on technical and legal factors; however, since those are no longer barriers to
hinder e-commerce adoption, the focus needs to shift radically to new areas of investigation, such as
awareness.

Awareness in literature is holistically defined as a state of perception or knowledge of an event or situation,
but when applied to e-commerce in this format it could be problematic. E-commerce can also be viewed and
defined as the single process of buying products or services online. However, when the e-commerce process is
perceived as four interconnected processes collectively performed by online users to buy a product or service,
such as browsing a catalogue to choose a product or service, paying, and deciding delivery options, this
permits awareness to be accurately divided into four levels. Each level is associated with a process of an e-
commerce transaction. Consequently, this mapping technique will help put awareness into perspective as to
what process of e-commerce needs to be tackled by the online business and appropriately help e-commerce
practitioners to identify where they need to focus on the online acquisition journey.

This awareness can be improved by integrating four distinctive levels of awareness — awareness of
products/services (AOP/S), awareness of payment (AOP), awareness of delivery (AOD) and awareness of brand
(AOB) — are projected at e-commerce processes. For the successful adoption of e-commerce, both
stakeholders and consumers must understand and integrate their e-commerce experience.

The framework proposed in this paper contributes to the IS body of research by providing a new quantitative
mapping technique. It projects a non-integral view of awareness on the e-commerce processes, which has
resulted in identifying four distinctive awareness levels.
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