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ABSTRACT

FACTORS AFFECTING ATTITUDES AND PERCEPTIONS OF CONSUMERS
TOWARD E-COMMERCE TRANSACTIONS: A COMPARISON OF
CITIZENS LIVING IN AND ABROAD LIBYA

Ali Ibrahim Elbarki
Master Degree, Information System Engineering
Supervisor : Asst. Prof. Dr. Sacip Toker
Co-Supervisor : Assoc. Prof. Dr. Korhan L. Ertürk

Dec /2018, 103 pages
This study is aimed to explore factors influencing customers’ online behaviors and
their attitudes in E-commerce transactions in Libya focusing on differences between
citizens living inside and outside Libya. The questionnaire was applied in this study
depending on previous studies. The study targeted the Libyan citizens in Libya and
abroad by sending the link of the questionnaire in the social media and pages of the
Libyan communities abroad. The interaction was positive where 274 were responders in
24 days, some of the responses we consider outliers have been deleted so that we got a
total of 249 respondents. The study examined the behavior of customers online with a
focus on the barriers to the adoption of E-commerce, the cultural aspect and customer
attitudes. The study concluded that differences between consumers of E-commerce in
Libya and abroad and most negative indicators in who live in Libya. In general, Libyan
consumers see E-commerce transaction not easy to learn. Also, although they believe the
security level of the network is not easily invaded, they believe that there is a risk in
dealing with E-commerce transactions. Besides, the consumers residing in Libya are less
trust and more fearful for their personal information more than consumers residing
abroad, On the other side, those who residing abroad believe for risk of identity theft
more than who live in Libya. Therefore, we need to enhance all the factors and attitudes
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that have been negatively scored on residents within Libya. For example, suitable
infrastructure, improve the online banking services, the increase of knowledge,
overcome the difficulties and raise the level of confidence of consumers towards Ecommerce.
Keywords- E-commerce , E-commerce in Libya, barriers, consumer behavior, consumer
attitudes, B2C E-commerce, online shopping.
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ÖZ

E-TİCARET İŞLEMLERİNE GÖRE TÜKETİCİLERİN TUTUMLARINI VE
ALGILARINI ETKİLEYEN FAKTÖRLER: VE YURT DIŞI LİBYA'DA
YAŞAYAN BİR VATANDAŞLARIN KARŞILAŞTIRILMASI

Ali Ibrahim Elbarki
Yüksek Lisans, Bilişim Sistemleri Mühendisliği
Tez Yöneticisi: Dr. öğr. üyesi. Sacip Toker
Ortak Tez Yôneticisi: Doç. Dr. Korhan L. Ertürk
Aralık /2018, 103 sayfa
Bu çalışmanın amacı Libya’da müşterilerin e-ticaret işlemlerindeki çevrimiçi
davranışlarını ve tavırlarını etkileyen faktörlerin Libya içinde ve dışında yaşayan
vatandaşlar arasındaki farklara odaklanarak araştırılmasıdır. Bu çalışmada önceki
çalışmalara dayanan bir anket formu uygulanmıştır. Çalışmada Libya’da ve yurtdışında
yaşayan Libyalı vatandaşlar anket formunun linkini sosyal medya üzerinden ve
yurtdışındaki Libyalı vatandaşların oluşturdukları toplulukların web sayfalarına
gönderilmesiyle hedef alınmıştır. 24 gün içinde 274 kişi cevap vermiş olduğundan
etkileşim olumlu olmuştur, bunların bazıları uç değer kabul edilerek çalışmadan
çıkarılmış ve toplamda cevap veren kişi sayısı 249 olmuştur. Çalışmada e-ticaretin
benimsenmesi önündeki engellere odaklanılarak müşterilerin çevrimiçi davranışları,
kültürel konular ve müşteri tavrı incelenmiştir. Çalışmada Libya içinde ve yurtdışında
yaşayan e-ticaret müşterilerinin davranışları arasında fark bulunduğu ve negatif
göstergelerin çoğunun Libya’da yaşayan katılımcılardan kaynaklandığı sonucuna
varılmıştır. Libyalı müşteriler genelde e-ticaret işlemlerinin öğrenilmesinin zor olduğu
görüşündedir. Ayrıca, e-ticaret işlemlerinde risk bulunduğuna inanmaktadırlar. Bunun
yanında Libya’da yaşayan müşteriler dışarıda yaşayanlara oranla e-ticaret işlemleri
v

açısından kişisel bilgileri, güvenlik ve koruma düzeylerine daha az güven duymakta ve
daha fazla korkmaktadırlar. Bu nedenle Libya içinde yaşayanlarda görülen ve negatif
puanlanan tüm faktörleri ve tavırları iyileştirmemiz gerekmektedir. Bunlar arasında
uygun altyapının kurulması, çevrimiçi bankacılık hizmetlerinin iyileştirilmesi, bilgi
düzeyinin yükseltilmesi, zorlukların aşılması ve müşterilerin e-ticarete karşı güven
düzeyinin arttırılması sayılabilir.
Anahtar kelimeler: E-ticaret, Libya’da e-ticaret, engeller, müşteri davranışı, müşteri
tavrı, B2C e-ticaret, çevrimiçi alışveriş.
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CHAPTER 1
INTRODUCTION

Today, with the rapid development of the internet technologies, people have been
using computers in daily life activities, business environments and leisure times. Human
life has become increasingly linked to the use them, and they have been one of the most
dominant technologies since the 1990s influencing almost all areas of the human life [1].
Internet technologies have considerable potential to influence crucially key players of an
industry such as public or private companies, stakeholders, customers, suppliers,
distributors, and new market entrants etc. Therefore, they have adopted increasingly to
make business by not only private sectors but also governments and non-profit
organizations [2].
Internet technologies adoption is also very essential to maintain economic growth of the
companies [3] because companies are supposed to motivate and stimulate customers
more to use the Internet technologies [4]. Using internet technologies provided a highly
competitive advantage of companies over their competitors [5]. Although large size
companies have a tendency to invest more in internet technologies when compared to
small size companies [6], such technologies can also help small size companies to
improve their productivity, awareness, reduce costs, make a strong relationship with
customers and suppliers and increase customer intimacy [7]. Consequently, small and
medium-size companies have started to compete effectually in local and global markets
under equal conditions. They get to benefit from the Internet by accessing a large
number of customers and selling their products easily [8]. Moreover, the number of
Internet users around the world has been increasing drastically from day to day, and
popularity of Internet technologies has created new chances and opportunities for Ecommerce implications providing high motivation and enthusiasm [9]. This issue
enabled growth and dissemination of E-commerce transactions all around the world so
that one of the most important movements in an economy is to make business by selling
1

or buying over the internet [10]. Today, almost all companies of different sizes have
started to conduct their business online and many of them have been taking advantages
of E-commerce technologies. They have a website to introduce themselves and advertise
their products or services. Besides, companies utilizing E-commerce technologies must
also convince the customers to buy their products or services over the websites in order
to survive in the industry.
E-commerce is defined simply by [11] as buying or selling a product or services over the
Internet. It’s also a kind of commercial transaction between the company, customers and
stakeholders. In addition to the interaction between the companies, E-commerce may
improve profitable interaction communication way within the organization and help
managers to use resources in an effective and efficient way [12]. After the emergence of
E-commerce, it has been rapidly growing in a wide range of industry by affecting not
only social issues of companies but also their economic characteristics [13]. It provides
many benefits to both companies and customers [14]. E-commerce has main
components namely, website, email, intranet, extranet, LAN and wireless area network,
and Voice over Internet Protocol (VOIP) [15]. Today, a large number of companies all
around the world have started to invest in E-commerce technologies in order to compete
with others and survive in the industry they belong to.
Under the light of the previous studies, Vaithianathan [16] highlighted the possible
reasons why companies want to get the benefit of E-commerce including;


improvements in operational efficiency and revenue generation by integrating
E-commerce into their value chain activities,



access to a wider range of markets,



greater potential for partnership with suppliers and vendors,



improved customer services,



24 * 7 accessibility,



flexibility in administration and partnership,



information update,



lower transaction costs,
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product/service differentiation,



ability to enter the supply chain of larger companies.

Companies may face some barriers related to the development level of the countries
where they are located in. Some of the countries have their own regulations or policies
related to an application of E-commerce technologies. Whereas developing countries try
to develop local E-commerce approaches or plans, there is a large the gap between
developing and developed countries in terms of E-commerce infrastructure, social and
cultural aspects [14].
Libya as a developing country has been trying to invest in information and
communication technologies for years. However, E-commerce is in infancy in the
country. In general, there are several barriers preventing citizens from using Ecommerce applications such as lack of trust in Internet services, lack of infrastructure,
lack of knowledge regarding E-commerce [17]. In addition, concerning the barriers in
Libya, Abdulghader, et al. [18] highlighted the United Nations Trade and Development
(UNCTAD) report that low literacy skills of citizens, low income in the country, lack of
reliable payment system to access online services, and cultural issues influencing
dissemination of E-commerce may reduce the implementation of E-commerce
technologies in the country.
However, there is a very limited number of studies focusing on barriers to adoption of Ecommerce technologies in Libya. In addition to the obstacles that prevent its adoption
and dissemination in Libya, analyzing customers' attitudes and perceptions towards
implementation of E-commerce might be valuable for the Libyan context.
Therefore, the aim of this study is to explore factors influencing customers’ online
behaviors and their attitudes in E-commerce transactions in Libya focusing on
differences between citizens living inside and outside Libya.

3

Research Questions
The research questions were formulated to analyze the factors influencing attitudes and
perceptions of Libyan people towards E-commerce technologies:


What are the differences between the demographics of customers living inside
and outside Libya?



What are the differences in customer online behavior among consumers living
inside and outside of Libya?



What are the main barriers of customers living inside and outside Libya that can
prevent them from accessing E-commerce service?



What are the differences in cultural issues between customers living inside and
outside Libya that influencing E-commerce adoption in Libya?



What are the factors affecting customer attitude toward E-commerce
technologies in terms of comparing between living inside and outside Libya?

This master thesis consists of six chapters: The first chapter contains the introduction
statements of the thesis. Chapter 2 reviews the literature concerning Internet
technologies, web technologies, E-commerce, attitudes and perceptions of citizens
toward E-commerce technologies. This chapter also presents general background
information on E-commerce use in Libya. Chapter 3 presents the research methodology
used in the current study. In Chapter 4, the results based on systematic analysis of
collected data are given in Chapter5, these results are compared with those reported in
similar studies in the literature. Finally, Chapter 6 presents the conclusions and
recommendations for future work.
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CHAPTER 2

LITERATURE REVIEW
2.1 Information & Communication Technologies (ICT)
Technological development has become a staple of life, even most of our daily business
has been managed by ICT. One can observe the spread Impact of ICT, in business, in
small organizations and global companies, industry, at home, in the community, and in
all life aspects, but in the health sector is very poor [19]. By using ICT, people have
more chance than before in terms of accessing and dealing with a variety of different
information types to meet their needs and make their life easier [20]. Therefore, ICT has
the potential to be used in a greater variety of different fields such as government,
education, health, business.
For example, by implementation and integration of ICTs, governments have become
able to provide their services online, and this gives plenty of opportunities for people to
access public information and services over the internet. Governments also promote
transparency and accountability through adopting such technologies [21] and strengthen
communication patterns between people in the country and public institutions [22].
ICT can also promote teaching and learning activities by making students active and
interact with the content dynamically for individual learning [23]. In this context,
selecting instructional technologies regardless of focusing on educational requirements
causes some problems while implementing ICTs [24]. Improving the technological
abilities of ICT users is essential to help them get adequate skills when they use either at
home or at school [25].
Wellington [26] stated that technology use at home has to be more popular that people
use educational technologies more at home when compared to school settings. As a
result of this popularity, many areas have accelerated their technology-based
investments and works in recent years. The business world is one of these areas that
5

make not only companies but also customers use ICTs effectively to do their job over
the Internet. However, adopting the most effective and efficient ICTs is being one of the
most critical challenges that organizations encountered because of the competition of
economic environments in the world [27]. Therefore, for the business context, ICT usage
has been considered very important for companies to survive in the sector and compete
with others.
At present, ICT is entering all areas, especially E-commerce, therefore the efficient and
effective use of ICTs is crucial to the success of small and medium-sized enterprises
SMEs and keeping pace with development, especially as we know the world is full of
challenges in this area [28]. Moreover, companies can identify the input market they
need in production and reduce the cost of processing and collecting information about
goods in terms of prices and characteristics by using information and communication
technologies [29]. Government support plays a very large role in linking and improving
E-commerce and ICT. For example the Danish government is seeking cooperation with
the Association of industry and commerce to raise and promote the dissemination of Ecommerce and information technology [30]. E-commerce is the best model represented
by ICT to raise the economy and help developing countries to improve their commerce
efficiency and facilitate their integration into the global economy [31].

2.2 Web Technology
The world wide web has become an important technological development in people’s
daily lives, as most of our needs are implemented by using it. Although motivation and
encouragement of people in terms of using web technologies to make their lives easier
have been increasing from day to day, their attitudes, perception, and acceptance of
technology is a critical issue that should be considered carefully [32]. Web technologies
have been adopted for plenty of different reasons in different fields such as health,
education, government and business.
For business purposes, companies must invest in web technologies to survive in the
sector and improve customer and supplier intimacy. Websites are an important part of
information technology [33], and are becoming more important for companies to
6

introduce themselves to the public audience. Similarly, computer-based decision support
systems have been implemented through the web technologies easily [34], and
companies can get benefit from such technologies on their daily business transactions
and improve their decision making.
Besides, web technologies are also very essential technological developments for
companies to handle organizational management, deciding business strategies and
interacting with suppliers or other related entities [35]. Therefore, integrating and
implementing web technologies within the organizational structure are considered very
beneficial and profitable for companies that help them improve their productivity and
revenue [36].
Web and E-commerce technology has emerged to meet the needs of customers in terms
of providing services and solutions to the problems of product markets, besides is
considered a major and important necessity for companies [37]. For example, the
tourism and travel industry considered as an aspect of E-commerce that can one use it.
Web technology contributes significantly to the promotion and marketing of tourist
destinations, especially after the great development of the internet and web technology,
which has a great impact on this field [38]. In another study, Hong and Zhu [39] they
have appraised the adoption of E-commerce based on a set of factors and found that the
integration of technology, web technology spending, web functions and partners usage
are the most influential factors that make companies trending towards E-commerce, in
other words, when spend to web technology to makes it developed, integrated and meet
the needs of companies, this encourage the companies to adopt E-commerce.
Also Liu and Arnett [33] have declared that The success of a website in the context of Ecommerce depends on four factors: system usage, information and service quality,
system design quality and playfulness.
2.3 E-Commerce
2.3.1 General Overview Of E-Commerce
Electronic commerce is a financial procedure throughout the internet Web pages. Fichter
[40] has announced that digital commerce remains to convert commercial progressions
7

and marketplaces. Digital markets, practical commercial webs, and the digitalization of
goods and transactions. The advantages of electronic commerce are can be involved in
shopping and customer satisfaction.
These days E-commerce is more discussed issues in business than before, where it leads
to simplify the communication between suppliers and customers and increase the
interaction between them [41]. E-commerce can be defined as a business activity that is
managed online. In addition, the digital commerce selections that are utilizing will have
an authoritative effect on the ultimate outline of the marketplace [42], because
competition between companies makes them offer the best services to satisfy the
customer.
Boncella [43] has declared that E-trade can be essentially characterized as the trading of
merchandise and enterprises for cash. This trade is executed electronically, by and large
through the Web. Purchasers (customer forms) search out dependable suppliers (server
forms) of the merchandise and enterprises they require.
In other words, E-commerce is a modern way of trading things and make time to market
by using ICT and other advanced technology. The advanced technology considered to by
the used tool such as PC programs and applications.

2.3.2 E-Commerce Types
There are six primary types of E-commerce, we have addressed three of them in the
study.
2.3.2.1 Business-To-Consumer E- Commerce (B2C)
Business to Consumer (B2C) E-trade gives firms the framework that enables them to
convey purchasers to the dealers and pick up from the commission rewards given by the
vendors [44], where profit can be increased by making customer value and customer
satisfaction throughout a good advertisement. Increase time to market and save the
customer time. SHEIKH and BASTI [45] have reported that web networks have
developed and modified competitive business where B2C is designed by providing
8

electronic communication with customers through an innovative platform that supports
retail sales.

Figure 1: B2C activities adapted from Kumar & Raheja [44].

2.3.2.2 Business-To-Business E- Commerce (B2B)
According to Humphrey [46] B2B online business applications may expand access to
the worldwide economy for firms in creating and transitional economies. E-commercial
centers are considered by two factors: the degree to which access to the commercial
centers are open or confined, and the degree to which the commercial center is centered
around online exchanges or arrangement of data. Bertschek and Fryges [47] has reported
that B2B can be viewed as a new technology application or development.
Kumar and Raheja [44] has announced that Business-To-Business (B2B) portrays trade
exchanges between organizations, for example, between a producer and a distributor, or
between a distributor and a retailer. Also, suppliers can share B2B throughout
digitalizing services as well as sharing and selling goods [48].

Figure 2: B2B activities adapted from Kumar & Raheja [44].
9

2.3.2.3 Consumer-To-Consumer E-Commerce (C2C)
There remain some social networking sites that may be a fertile environment for
electronic commerce among consumers. So, that special pages are created, via these
pages consumers are treated through the sale, purchase and display of products.
However, the legitimate ramifications of the Consumer-To-Consumer show (C2C),
which is the arrangement of web-based business that fills in as a facilitator in an
exchange between people or little ventures [49].
Seppänen [50] has presented that the C2C procedure has requested for making the local
adaptation is very high, which is the reason a completely worldwide internationalization
technique has not been used. Although Web 2.0 based innovations are the bases of trend
deals' plan of action, social trade was found to assume a steady part in this system.

Figure 3: The C2C interaction adapted from Dan [51].

According to Dan [51] C2C is a type of online business utilized well before web showed
up. He also declared that as of late C2C is boosted by large websites, C2C has
experienced huge changes in innovation and in addition increment in advertising size
and income from year to year due to its development, large growth and increasing
market size.

2.3.3 E-commerce Applications
Rahman [52] have announced that E-trade is the utilization of electronic interchanges
and computerized data handling innovation in business. It includes the purchasing and
offering of merchandise and ventures over the online entryways/site which has shaped
10

virtual and computerized commercial center. Regarding this the use of the dialect and its
capacity to illuminate the re-outline of administrations has been exemplified through a
contextual analysis in E-Market organization encouraging an innovation driven C2C
commercial center [53].
E-commerce applications include e-mail, fax, electronic data interchange EDI, electronic
money transfer, digital library sharing, E-publishing to enhance shopping and customer
support. [54]. Therefore we do not rule out a fundamental change in the economy and a
change in lifestyles in view of the large and continuous expansion of E-commerce
applications and the improvement in the performance of ICTs [40].

2.3.4 The Importance of E-Commerce
There is much importance of E-commerce, for instance, E-marketing is a good idea to
deal with customers. Also, when organizations selling products on their websites they
advertise all the products information’s leads to motivate customers to buy it.
As it is clear that the rapid growth of online transactions have changed the traditional
market to complex business model needs new strategies for services and products and
marketing approach [55]. E-commerce is one of the most important strategies that help
small and medium-sized companies to grow rapidly [56]. in addition, it gives companies
efficiency and reliability in its business processes via the transaction automation [48].
therefore Electronic commerce has become an indispensable marketing source [57].

2.3.5 Benefits of E-Commerce
There are many benefits of E-commerce of which, increase profit in short time, make
time to market and increase customer satisfaction, global commerce which lead to
empowering employee and increase stakeholder (team member) communication. In
addition, there are some previous studies focusing on the benefits of E-commerce as
below:


Diminishes exchange costs as a rule, and web-based business exchange costs are
less touchy to remove than in customary advertising channels [46].
11



The diversity of the number of products and the availability of prices on the web
provides the consumer with easier access to the product and increase in
knowledge during shopping [45].



Increase active communication with customers to make them aware of new
policies and what is always new by E-mail [52], and other means e.g. google ads.

2.4 Attitudes of Consumers Toward E-Commerce
in this section we will focusing on attitudes and perceptions of consumers toward Ecommerce in addition to the barriers that may prevent consumers to adopt E-commerce
especially in Libya.

2.4.1 Attitudes of Consumers Toward E-Commerce Overview
At present, the usage of internet technology has increased widely. People and
organizations obtained a huge benefit from E-marketing such as making time to market
by taken customer attitude into consideration. Liao and Cheung [58] have reported that
buyer mentalities towards internet-based E-shopping can affect the achievement or
disappointment of B2C web-based business over the internet. As per Corbitt, et al. [59]
They utilization of webs as a B2C business device has been expanded towards the key
issues in building dealings with clients on the Internet. They additionally declared that
the trust factor has been explored as one of the key factors on B2C setting and proposes
a structure in light of a progression of supporting connections among these components.
Consumers’ attitude can be affected by purchasing products through online web pages
and the goods characteristics, and the customer time on the internet. As per Lee and
Turban [60] the achievement of web based on business has successes to business-toconsumer zone if the client believes with trust seller and products, and e-system that
they lack knowledge of it.
Besides Kim, et al. [61] has declared that trust and risk are important in consumers'
electronic commerce purchasing decisions, trust and risk in this context affect an
Internet consumer's purchasing decision. As indicated by Miyazaki and Fernandez [62]
hazard discernments regarding internet protection and security have been recognized as
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issues for both new and experienced clients of internet innovation. They likewise
announced that hazard discernments among purchasers of shifting levels of internet
experience and how these recognitions identify with web-based shopping movement.
They additionally revealed that connections among customers' levels of Internet
encounter, the utilization of substitute remote acquiring techniques, such as phone and
mail-arrange shopping the apparent dangers of web-based shopping, and web-based
obtaining action can be lessened by means of web applications to guarantee protection
and security.

2.4.2 Barriers of Consumers Toward E-Commerce
Egger [63] has asserted that buyers' lack of trust has often been cited as a major barrier
to the appropriation of internet business. While Liebermann and Stashevsky [64] has
declared that an apparent hazard is a critically important issue in the customer decisionmaking process.
Barriers differ in the adoption of E-commerce from one study to another, for example,
Metzger [65] has reported that the essential segment of the web-based business is a
danger of revealing individual data. They likewise gathered data to test the model
affirmed all anticipated ways, information demonstrate contrasts in online data exposure
relying upon the qualities of internet clients and the sort of data asked for from business
web locales to ensure privacy and security and avoid transactions risk. Belanger, et al.
[66] have declared that business-to-buyer in light of electronic trade appears to be
extraordinary as of late, people utilizing the Internet have set of privacy concerns, and
that public trust is the essential hurdle to continued growth in E-commerce. Mauldin and
Arunachalam [67] has exhibited that the impacts of confirmation on buy goal were
considered in respect to the parts of retailer divulgences, data hazard, for example, as
security, disclosure, and item hazard, and commonality with the retailer and item. Also,
they declared that control factors incorporating past Internet and online buy encounters,
the general expectation to purchase on the web, and web architecture likewise
imperative for simple to utilize user interface UI. Also, Zaied [68] has reported that lack
of Internet security is considering as highest barrier to adopt E-commerce in Egypt
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followed by legal , regulatory and technical barriers, in addition, the weakness of
Internet banking services and web portals.
Belanger, et al. [66] have declared that settling on the choice to give private data,
buyers depend on their perceptions of reliability regardless of whether the shipper is
electronic just or not. They likewise detailed that the relative significance of three kinds
of web qualities: security, protection and delight highlights comfort, convenience,
beauty care products; protection and security highlights were of lesser significance than
pleasure features highlights while thinking about buyers' aim to buy.

2.4.3 Perceptions of Consumers Toward E-Commerce
According to Corbitt, et al. [59] customer's certainty stages stay anticipated that would
be affected by means of the impression of market orientation, webpage quality,
specialized reliability, and client's web involvement. They also announced that
individuals with a more elevated amount of apparent site quality appear to have a larger
amount of apparent market introduction and reliability towards online business.
Yoon [69] has reported that customer online business acknowledgment display
considered the impact of culture on apparent value, perceived convenience, trust, and
aim to utilize. He also reported that the outcomes demonstrated that vulnerability
evasion and long-haul introduction affected the connection amongst trust and aim to
utilize and that manliness moderate value affected the connection between perceived
ease of use value and aim to utilize and the connection between perceived convenience
and expectation to utilize.
Chen and Barnes [70] have found that apparent helpfulness, perceived security,
perceived protection, perceived great notoriety, and ability to tweak are the essential
antecedents to online beginning trust. Also they have declared that diverse levels of trust
inclination direct observations toward the site and online concerning on the web
introductory trust, including apparent helpfulness, perceived security, perceived
protection, perceived great notoriety, and ability to alter. Both online introductory trust
and recognition with the internet obtaining positively affect buy aim.
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According to Teo and Liu [71] the reputation and framework confirmation of an internet
sector and customers' inclination to trust are significantly increased and identified with
buyer trust. Buyers' trust has a positive association with the state of mind and a negative
association with perceived hazard. All factors except perceived usability fundamentally
influenced clients' behavioral goal. The similarity had the hugest impact. A striking, and
to some degree perplexing finding was the positive impact of the perceived hazard on
behavioral aim to utilize [72].
Belanger, et al. [66] have declared that the connection between these put stock in files
and the buyer's perceptions of an advertiser's reliability. They also announced that the
relative significance of three kinds of Web properties: security, protection and joy
highlights. Protection and security highlights were of lesser significance than delight
highlights while considering consumers aim to buy. The perceptions of nonrepudiation,
security assurance, and information honesty significantly affect confide in online
business. Trust significantly affects online business acknowledgment [73].
The impact of product perception, shopping background, data give as private
information or the level of hazard perceived on the selection of B2C web-based business
[74]. The outcomes demonstrate that states of mind toward online business, subjective
standard and perceived hazard are the primary factors that influence the choice to buy
from electronic shoppers.

2.5 E-Commerce in Libya
E-commerce in Libya needs to be adapted and integrated with world technology
development. Where Hamed [75] has declared that technology adoption more often than
increase improvement about fast economic development which is generally followed by
quick structural change. Also, he explained that E-commerce business makes new
monetary and social scenes, E-commerce business empowers makers in creating a nation
to conquer traditional business constraints.
Moftah, et al. [76] have reported that the implementation of electronic commerce
especially if well implemented depends on certain things of which consumer behavior
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and the impact of trust, security and protection toward consumer. In addition, imperative
data could likewise be handled to coordinated with information spilling out of outer Ecommerce business exchanges which could consider proficient and powerful integration
into organizational procedures. Digital commerce in Libya should be integrated to
follow technology development and according to consumer desire. Ahmed, et al. [77]
have said that the advances earned from E-commerce business integration has cleared
the path for various specialized improvements for dealers with one of a kind business
needs and has provided strong enablement to business exchange with the detached area.
Also, they found These benefits leads to increase the market desires among generic
consumer of a non-exclusive buyer and the companies and clients. Base on the
expanding requirement for digital commerce in the business organization. Libya had
954,275 internet users at the beginning of 2012, which equates to 17.0% of the
population. Social media users equated to 781,700 at the end of

2012, 13.9%

penetration rate [78]. Then the Internet penetration rate increased in 2017 to reach the
level from 20% to 40% [79].
Kenan, et al. [80] and Elzawi and Underwood [81] have declared that access to the
internet is now more accessible than ever and internet cafés are the main means of
communication for people. where Libya Telecom and Technology company (LTT)
covers most of Libya's Internet areas and is the main provider of the Internet in Libya.
Although seven companies were licensed but subject to (LTT).
In 2006, a center was established for small and large companies in Libya, although the
number of companies is not exactly known, the Libyan tax authorities said that about
180 thousand small and medium companies were registered until 2006 [82].
Elmansori and Arhur [83] have announced that most of the small and medium-sized
companies in Libya were established between 1980 and 2010, and about 42% of the
companies were established between 1998 and 1999. According to El-fitouri [84] there
is a high significance at alpha (a) levels between the obstacles as technological, human
and Legal barriers in the Libyan companies also organizational obstacles

which

influence business and the level of E-commerce usage. He has found that Web has the
biggest impact on E-commerce, trailed by non-routine buyer on this sort of exchange,
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and directing the electronic trade contributes by near of 80%, He also found that a little
more than half of the percentage absence of Libyans for a Culture of utilization of Visas
it comes in fourth place, the purchaser inclination for purchasing through traditional
shops where it came in fifth place, while the absence of training programs on Ecommerce come in sixth place.
As indicated by Hunaiti, et al. [85] economic incorporate a few factors that influence the
dispersion of E-commerce in Libya, for example, low speed of web , lack of availability
of credit cards, lack availability of a physical delivery protocol, and low transmission
capacity accessibility. The political boundaries assess government controls like security
and security, lack business laws, lacks socio- protection insurance for web buys; and
individuals like to communicate face to face and personal over messages. Almost half of
the percentage of the organizations had worked E-commerce, About a third of
percentage had not worked utilizing E-commerce. Besides, most of they use Ecommerce said that E-commerce is a simple method to purchase, they are completely
happy with utilizing the web to buy. on the other side, some of them feel that it isn't
protected to perform online exchanges.
The implementation of E-commerce in Libya come up with a huge number of
impediments which affect the relationship between clients and purchasing items, to
support that Abdulghader, et al. [18] have made a survey to show Libyan attitude toward
E-commerce. A survey has about 98 respondents in total was directed on internet
business-based companies in Tripoli Libya. they have found obstructions that are
variance in its percentage, for example, non-accessible framework, fear of unreliability,
unsecured payment, organizational barriers, untrustworthy telecommunication network.

2.6 Studies About E-Commerce in Libya
There are several of studies focusing on E-commerce in Libya by implementing
different methods, for instance, El-fitouri [84] used a survey for 400 companies where
they were randomly selected to determine the important obstacles that are facing Ecommerce adoption in Libya. he found that the level of use of electronic commerce as
average scale about 21.537%, besides about two-thirds of percentages was scored on
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these obstacles: most of the companies have used the Internet in Libya commercially,
also, most of the Libyan banks are never support the E-commerce, in addition, more
than half percentages the interruption and slow the internet in Libya, Weakness of the
information infrastructure, E-commerce requirement a long time to be applied, The
failure of some companies to implement the commerce.
In another study, Hamed [75] conducted a study that focused on the barriers that may
prevent E-commerce adoption in developing countries as case Libya, via used interviews
were conducted with decision makers and a questionnaire was distributed across of 150
Libyan Internet users. He found that in terms of internet usage, Libyan young generation
which has PCs at home about 25% to 30% while the rest uses internet café’s, in 2002
percentage of people having landlines was 10%, the Libyana Mobile Company had
argued that the subscribers who used its service exceeded one million, while LTT
company declared that dial-up subscribers internal documentation reached 55,000 in
2006. on the other side, Internet cafés are playing an important role in the internet
spreading rapidly, where more than 50 in Tripoli alone.
Banga [79] had prepared a study that aimed at developing E-commerce in developing
countries to become competitive in the commercial market by used SMART simulations
of WITS that defined as software or system that help to access to international trade
data. has found internet Penetration in Libya 21.10%, he also declared that the
developing and Least developed countries LDCs always missing their commerce
competitiveness due to low of internet penetration rate and electronic commerce. Studies
differ from each other in terms of content and results. for example, Moftah, et al. [76]
have had highlighted the limitations that related to E-commerce transaction in Libya
such as protection and trust by used literature review. They have found that the security,
trust and protection, affecting the consumers, furthermore, attitudes play the main role
as factors that affecting them toward E-commerce.
Hunaiti, et al. [85] have conducted a study focusing on Electronic commerce adoption
barriers in Small and medium-sized enterprises SMEs in Libya by sending a survey to
top managers of SMEs business where forty SMEs were targeted. They have announced
that Libyans’ E-commerce had faced several challenges, for instance, the higher of
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internet costs, lack of good connecting between online shopping services with Libyan
postal, also the Libyans culture and limited trust sometimes prevent them to adopt Ecommerce. On another side, AZIZAN [86] have focused on E-commerce in Libya via
examining the impact of firm size on business performance of hospitality industry,
through a survey targeting small and medium-sized enterprises that have targeted 200
employees, they have found that there are many obstacles facing the employees when
creating an E-commerce website or try to online bookings, like the follow-up the
website in terms of maintenance, focused on the internal and external resources. Also,
they found that the there is a relationship among

E-commerce technology and

hospitality industry where profit will be increased via combine the hospitality industry
with E-commerce technology through the implementation of online booking processes.
Ahmed, et al. [77] have explored the role of policy intervention in E-commerce as one of
the strategies that help the originations to adopt E-commerce in Libya. They have found
that E-commerce is promoted and leveraged through decision-makers intervention in its
activities and operations, where they

are providing support and providing the

appropriate environment in terms of good infrastructure, and incentives that help to
adoption and promote E-commerce.
Ahmed and Hawedi [87] have prepared study that had focused on online shopping and
concerns facing consumers in E-Commerce transaction a case Libya they said that Ecommerce helps in raising the Libyan economy in the case that it has been implemented
in the right way, where the flow of services and goods is accelerated and internally and
externally. All this depends on the behavior of the consumer, where they found that
consumers are affected by the factor of protection, security, and confidence significantly
in the adoption of E-commerce. Omar, et al. [88] have focused on the satisfaction of
Libyan customers in terms of reliability of e-commerce by using a survey and selecting
random samples that were targeted 384 consumers, they found that reliability is an
integral part of customer satisfaction and has a strong relationship with each other. Since
the reliability of electronic commerce represents the effective performance to execute
the orders in the right way and with security. reliability dimension plays the main role in
the quality of service and gets a value of customers.
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CHAPTER 3

METHODOLOGY

This chapter shows us the research methodology and information about the
participants in the study and how the data was collected from them also the instrument
used in data collection. Besides, how we explored factors influencing customers’ online
behaviors and their attitudes in E-commerce transactions in Libya focusing on
differences between citizens living inside and outside Libya. When we focused on
previous studies related to this issue we found several views, for example, Moftah, et al.
[76] they have found that most of the consumers had found the security, trust and
protection, furthermore, attitudes, play the main role as factors that affecting them
toward E-commerce. Also, Omar, et al. [88] have declared that they found that reliability
is an integral part of customer satisfaction and has a strong relationship with each other.
Since the reliability of electronic commerce represents the effective performance to
execute the orders in the right way and with security. reliability dimension plays the
main role in the quality of service and gets a value of customers. Therefore, the study
focused on answering the relevant questions factors affecting the attitudes of consumers
toward E-commerce transaction and whether there was a statistical significance between
the Libyan citizens who live in and abroad.
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3.1 Research Questions


What are the differences between the demographics of customers living inside
and outside Libya?



What are the differences in customer online behavior among consumers living
inside and outside of Libya?



What are the main barriers of customers living inside and outside Libya that can
prevent them from accessing E-commerce service?



What are the differences in cultural issues between customers living inside and
outside Libya that influencing E-commerce adoption in Libya?



What are the factors affecting customer attitude toward E-commerce
technologies in terms of comparing between living inside and outside Libya?

3.2 Participants
This study targeted samples from inside and outside Libya, The total number of
participants who responded the questionnaire 249 people responded. of which 103 of the
sample subject, it equivalent to (41.4%) who are living in Libya, while 146 of the
sample subject, it equivalent to (58.6%) are living abroad.
Table 1 shows the demographic characteristics of the participants. Of the 249
participants, 175 were male (70.3%) and 74 were female (27.7%). İn terms of age
groups, from the total About 119 participants (47.8%) of subjects are between the age of
31 and 40 years old, The remaining were 130 participants (52.2%) were distributed to
the rest of the age groups. Besides, the living area of respondents was divided into
Urban and Rural. Where about 220 participants who live in Urban equivalent to
(88.4%), while only 29 people who live in Rural equivalent to (11.6%) of total sample
subjects. Regarding education level, most of the participants are holders of university
degrees or above they about 200 participants (80.2%) of total sample subjects, of which
73 participants about (29.3%) who live in Libya. while 127 participants about (50.9%)
are living abroad. If we address the respondents in terms of their occupation, we find
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most of them work in the public sector where about 143 participants (57.4%) of the total
sample subjects. of which 58 people about (23.3%) live in Libya, while 85 participants
about (34.1%) live abroad. As for the other percentages, it is divided among university
students, the private sector, self-employed and Not Employed.
Table 1: Study Participants
N

% in Libya

% abroad

% Total

175
74
249

28.1
13.3
41.4%

42.2
16.4
58.6%

70.3
29.7
100%

16-20

4

1.2

0.4

1.6

21-25

25

6.8

3.2

10.0

26-30

42

9.6

7.2

16.9

31-35

65

9.2

16.9

26.1

36-40

54

7.6

14.1

21.7

41-45

31

4.0

8.4

12.4

46-50

20

2.1

6.1

8.2

Above 50

8

0.8

2.4

3.2

Total

249

41.3%

58.7%

100%

Living Area
Urban
Rural
Total

220
29
249

36.6
4.8
41.4%

51.8
6.8
58.6%

88.4
11.6
100%

Secondary School

21

5.6

2.8

8.4

Higher Diploma

28

6.4

4.8

11.2

Bachelor Degree

73

18.5

10.8

29.3

Master Degree

102

10.0

31.0

41.1

PhD Degree

25

0.8

9.2

10.0

249

41.4%

58.6%

100%

University Student

27

4.4

6.4

10.8

Public sector

143

23.3

34.1

57.4

Gender
Male
Female
Total
Age Group

Education Level

Total
Occupation

Private sector

25

4.0

6.0

10.0

Self-employment

31

5.6

6.8

12.4

Not Employed
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4.0

5.2

9.2

249

41.3%

58.5%

100%

Total
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3.3 Research Instruments
This study had used the survey as a data collection instrument which consists of 46
questions. The survey is divided into four sections as follows:
This study was based on previous studies in the idea of preparing the questionnaire,
Table 2 presents the previous studies according to the questionnaire sections.
Section 1. Demographics: this section consists of 6 questions and presents an analysis of
the demographic characteristics of participants in terms of age, educational level, living
area, and occupation.
Section 2- Online customer behavior: this section consists of 14 questions, the behavior
of customers is analyzed through the internet in terms of how many times the customer
uses the internet. Also find out the place that can access Internet through it, their
knowledge of skills in the use of the internet and what activities that are frequently used
on the Internet. In addition, find out if they have ever purchased from the internet before
or not, through this question we can identify barriers for those who have never bought
online.
Section 3- Culture E-commerce: this section consists of 4 questions and examines the
culture of Libyan consumers toward E-commerce transaction like giving private
information for both male and female .
Section 4- Customer Attitude: this section consists of 22 questions and examines the
attitudes and perceptions of Libyan consumers toward E-commerce transaction.
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Table 2 : the previous studies according to the questionnaire sections

Questionnaire
sections

Demographics

Customer Online
Behavior

Source/Author

previous studies that have
reliability and validity

Hadi. et al., 2014 - Wu, S. I., 2003 Bakar. et al., 2013

Yang & Tung, 2007 - Yaseen,

Hadi. et al., 2014

Dingley & Adams, 2016 -

Wu, S. I., 2003

Bakar, Chang & Saidin, 2013 -

Yang & Tung, 2007

Moshrefjavadi. et al. 2012 -

Moshrefjavadi. et al. 2012

Leung & Lee, 2004 – Sheikh &

Leung & Lee, 2004

Basti, 2015 - LaRose & Rifon, 2007

Jiang, Yang & Jun, 2013

– Jiang, Yang & Jun, 2013 - Chong,

Chong, Chan & Ooi, 2012

Chan & Ooi, 2012 - Pedersen, P. E.,

Pedersen, P. E., 2005

2005

Culture
E-commerce

Alshehri, H., & Meziane, F., 2014

Customer

Bakar, E. A., Chang, L. L., & Saidin,

Attitude

A. Z., 2013

3.4 Data Collection and Analysis Method
When the questionnaire was prepared manually. We thought about survey tools [89]
that followed with our requirements, the questionnaire was created by the survey
monkey tool that includes a set of options, algorithm and mobility conditions between
the questions and sections of the questionnaire. For example if someone answer yes for
certain question will jump to certain part of survey that focusing on the issue which the
question addressed. The online questionnaire was posted by some online tools such as
Facebook, WhatsApp and the Viber. It took 24 days to collect responses from
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participants. To make it easier for participants to get the highest number of respondents
to answer this questionnaire, the questionnaire was published in the Arabic language.
After we reached the required number of respondents, we had downloaded the Excel file
that containing the data and responses of the respondents to this study to use it for
statistical analysis.
This study contains both a descriptive analysis and inferential statistics. The statistical
analysis program (SPSS) version 19 was used to support that. Descriptive analysis was
used in the demographic section to describe the demographic characteristics of
respondents. As for the Customer Online Behavior section was used descriptive and
statistical analysis, there are questions its answers in the form of categories that is why
have been used Chi-Square Test to know if there is a difference in Customer Online
Behavior among those living inside Libya and abroad, Chi-Square Test is one of Nonparametric technique that supports the categorical data [90]. As for the other sections,
Culture E-commerce and Customer Attitude that have scale style were used Independent
Samples t-test. Because it is used in the case of want to finding the difference of
statistical significance between two different groups or conditions [90]. So this is what is
in these sections where we test the difference and find out if there is of statistical
significance between the culture and attitudes of consumers who are living in Libya and
abroad.

3.5 Measures
3.5.1 Measures Reliability
Table 3 shows Reliability Analysis for E-Commerce Culture Scale. This scale had
reliability, Cronbach’s α = .587. The scale has fewer than ten items (four items) and the
Cronbach’s α is less than the ideal value (.587), therefore, it is appropriate to report the
mean inter-item correlation for the items.
Table 3 :Reliability Analysis for E-Commerce Culture Scale

Cronbach's Alpha

Cronbach's Alpha Based on Standardized Items

N of Items

.587

.590

4
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Table 4 shows Inter-Item Correlations, the mean value is = .265 which is within the
optimal range for the inter-item correlation [91].
Table 4 :Summary Item Statistics

Inter-Item
Correlations

Mean

Min

Max

Range

Maximum /
Minimum

Variance

N of
Items

.265

.074

.511

.437

6.914

.021

4

Table 5 shows Reliability Analysis for Customers' Attitude Scale. This scale

had

reliability, Cronbach’s α = .813, above the ideal value of .7 [90].
Table 5 : Reliability Analysis for Customers’ Attitude Scale

Cronbach's Alpha

Cronbach's Alpha Based on Standardized Items

N of Items

.813

.816
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3.5.2 Measures Validity
A principal components factor analysis was conducted on the 4 items, a widely used
technique for an estimation of construct validity [92]. The Kaiser–Meyer–Olkin measure
verified the sampling adequacy for the analysis, KMO = .564. Two factors in
combination explained 71.700% of the variance. Table 6 shows the factor loadings after
rotation.
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Table 6 : Pattern Matrix of E-Commerce Culture Scale

Component
1

2

Acceptability of giving personal information for females

.880

Acceptability of giving personal information for males

.838

E-commerce prestige

.902

Suitability to Life style

.699

Explained Variance (%)

45.428

26.272

Total Explained Variance (%)

71.700

Kaiser-Meyer-Olkin Measure of Sampling Adequacy

.564

A principal components factor analysis was conducted on the 22 items. The Kaiser–
Meyer–Olkin measure verified the sampling adequacy for the analysis, KMO = .792. six
factors in combination explained 64.600% of the variance. Table 7 shows the factor
loadings after rotation.
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Table 7 : Pattern Matrix for Customers' Attitude Scale
Component
My private information is protected

1
.917

Account information will not be known

.885

Privacy is guaranteed

.828

Believe in the level of network security

.606

Privacy is effected

.560

Security level of the network is not easily

2

3

4

5

6

.543

invaded
E-commerce transactions expose the consumers

.779

to become the victims of fraud
.757

Risk of fraud is high
High risk for credit card numbers to be

.645

manipulated
E-commerce merchants are able to conceal my

.418

personal information after purchasing
I like to buy on line

-.846

Purchasing online is convenient

-.834

Purchasing online can save time

-.701

Purchasing through online is an easy transaction

-.537

E-commerce transaction is easy to learn

-.469

E-commerce transaction can encourage cyber

.775

crime
E-commerce transactions are not safe

.760

there is the risk of identity theft

.501
-.751

Privacy is an important issue
Identity of the E-commerce merchant needs to

-.544

be checked before buying
A lot of information from the website compared

-.762

to going to store
Confident that the delivered items are similar to

-.675

the items advertised on the website
Explained Variance (%)

24.821

14.701

8.538

5.766

Total Explained Variance (%)

64.600

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy

.792
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5.602

5.172

CHAPTER 4
RESULTS
4.1 Demographic Descriptive Analysis
Under descriptive statistical analysis, descriptive for demographic variables are cross
tabulated with Place of living. Also a bar chart is drawn for each demographic variable.
The total number of participants who responded to the Demographic section are 249
participants, divided to 103 people whom live in Libya about, it is equivalent to 41.4%
while those whom live outside Libya are 146 people, it is equivalent to 58.6%.
Table 8 shows frequencies for gender, from the total of participants about 175 are males
and 74 are females, it is equivalent to 70.3% of subjects are males and 29.7% are
females. Sample subjects who live inside Libya are 41.4%, about 28.1% are males and
13.3% are females while those who live outside Libya are 58.6%, about 42.2% are males
and 16.5% are females. Figure 4 represents some of these values in a bar chart.
Table 8 : Descriptive Statistics of gender of Cross tabulated Place of living
Gender

Inside Libya
Place of living

Total

Male

Female

Count

70

33

103

% within Place of living

68.0%

32.0%

100.0%

% within Gender

40.0%

44.6%

41.4%

% of Total

28.1%

13.3%

41.4%

Count

105

41

146

% within Place of living

71.9%

28.1%

100.0%

% within Gender

60.0%

55.4%

58.6%

% of Total
Count
% within Place of living
% within Gender
% of Total

42.2%
175
70.3%
100.0%
70.3%

16.5%
74
29.7%
100.0%
29.7%

58.6%
249
100.0%
100.0%
100.0%

Outside Libya

Total

29

45.00%

42.20%

40.00%
35.00%
30.00%

28.10%

25.00%

Inside Libya

20.00%
13.30%

15.00%

16.50%

Outside Libya

10.00%
5.00%
0.00%

Male

Female

Figure 4: Gender distribution according to place of living

Table 9 shows frequencies for age groups. The highest percentage between the age
groups about 47.8% are between the age of 31 and 40 years, divided to who live inside
Libya are 16.8% and who live outside Libya are 31%, while the other percentages values
were distributed on the others age groups. Figure 5 represents these values and other age
groups distributions in a bar chart.
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Table 9 : Descriptive Statistics of age Cross tabulated with Place of living
Age group
Total
16-20

21-25

26-30

31-35

36-40

41-45

46-50

Above 50

3

17

24

23

19

10

5

2

103

2.9%

16.5%

23.3%

22.3%

18.4%

9.7%

4.9%

1.9%

100%

75.0%

68.0%

57.1%

35.4%

35.2%

32.3%

25.0%

25.0%

41.4%

% of
Total

1.2%

6.8%

9.6%

9.2%

7.6%

4.0%

2.0%

0.8%

41.4%

Count

1

8

18

42

35

21

15

6

146

0.7%

5.5%

12.3%

28.8%

24.0%

14.4%

10.3%

4.1%

100%

25.0%

32.0%

42.9%

64.6%

64.8%

67.7%

75.0%

75.0%

58.6%

% of
Total

0.4%

3.2%

7.2%

16.9%

14.1%

8.4%

6.0%

2.4%

58.6%

Count

4

25

42

65

54

31

20

8

249

1.6%

10.0%

16.9%

26.1%

21.7%

12.4%

8.0%

3.2%

100%

100%

100%

100%

100%

100%

100%

100%

100%

100%

1.6%

10.0%

16.9%

26.1%

21.7%

12.4%

8.0%

3.2%

100%

Count

Inside
Libya

Place
of
living

Outside
Libya

Total

% within
Place of
living
% within
Age
group

% within
Place of
living
% within
Age
group

% within
Place of
living
% within
Age
group
% of
Total

31

18.0%

16.9%

16.0%

14.1%

14.0%
12.0%
9.6%

10.0%
8.0%

9.2%

6.8%

2.0%
0.0%

4.0%

3.2%

2.0%

1.2%
0.4%
16-20

21-25

Outside Libya

6.0%

6.0%
4.0%

Inside Libya

8.4%

7.6%

7.2%

26-30

31-35

36-40

41-45

46-50

2.4%
0.8%
Above 50

Figure 5: Age groups distribution according to place of living

Table 10 shows frequencies for living area groups, the total number of participants who
responded to this question is 249 people, about 220 are living in the urban, it is
equivalent to 88.4% and about 29 are living in the rural, it is equivalent to 11.4%.
Sample subjects who live inside Libya and falls within living in urban are 36.5% while
those who live outside Libya and fall within living in urban are 51.8%. Figure 6
represents these values and other living area groups distributions in a bar chart.
Table 10 : Descriptive Statistics of living area Cross tabulated with Place of living
Living Area

Inside
Libya
Place of living
Outside
Libya

Total

Total

Urban

Rural

Count
% within Place of living
% within Living Area
% of Total

91
88.3%
41.4%
36.5%

12
11.6%
41.4%
4.8%

103
100.0%
41.4%
41.4%

Count

129

17

146

% within Place of living

88.4%

11.6%

100.0%

% within Living Area

58.6%

58.6%

58.6%

% of Total

51.8%

6.8%

58.6%

Count
% within Place of living
% within Living Area
% of Total

220
88.4%
100.0%
88.4%

29
11.6%
100.0%
11.6%

249
100.0%
100.0%
100.0%
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60.00%

51.80%

50.00%
40.00%

36.50%

Inside Libya

30.00%

Outside Libya

20.00%
10.00%

4.80%

6.80%

0.00%

Urban

Rural

Figure 6: Living area groups distribution according to place of living

Table 11 shows frequencies for education level groups. From the total, About 80.2% of
subjects are holders of university degrees or above. Sample subjects who live inside
Libya are 41.4% and the group that falls within these groups are 29.3%. On the other
side, those who live outside Libya are 58.6% and the group that falls within these groups
are 50.9%. While the other percentages values were distributed on the others education
levels. Figure 7 represents these values and other education level groups distributions in
a bar chart.
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Table 11 : Descriptive Statistics of Education level Cross tabulated with Place of living
Education level
Secondary
School
Certificate

Higher
Diploma

Bachelor
Degree

Master
Degree

PhD
Degree

14

16

46

25

2

103

13.6%

15.5%

44.7%

24.3%

1.9%

100%

66.7%

57.1%

63.0%

24.5%

8.0%

41.4%

% of Total

5.6%

6.4%

18.5%

10.0%

0.8%

41.4%

Count

7

12

27

77

23

146

4.8%

8.2%

18.5%

52.7%

15.8%

100%

33.3%

42.9%

37.0%

75.5%

92.0%

58.6%

% of Total

2.8%

4.8%

10.8%

30.9%

9.2%

58.6%

Count

21

28

73

102

25

249

8.4%

11.2%

29.3%

41.0%

10.0%

100%

100%

100%

100%

100%

100%

100%

8.4%

11.2%

29.3%

41.0%

10.0%

100%

Count

Inside
Libya

Place
of
living
Outsi
de
Libya

Total

% within
Place of
living
% within
Education
level

% within
Place of
living
% within
Education
level

% within
Place of
living
% within
Education
level
% of Total

34

Total

35.00%

30.90%

30.00%
25.00%

Outside Libya

15.00%
10.00%
5.00%

Inside Libya

18.50%

20.00%

10.80%
5.60%
2.80%

10.00%

9.20%

6.40%
4.80%
0.80%

0.00%

Secondary Higher
School
Diploma
Certificate

Bachelor
Degree

Master
Degree

PhD Degree

Figure 7: Education level distribution according to place of living

Table 12 shows frequencies for occupation groups. From the total about 57.4% of
subjects work in the public sector. Sample subjects who live inside Libya are 41.4% and
the group that falls within these groups are 23.3%. On the other side, those who live
outside Libya are 58.6% and the group that falls within these groups are 34.1%. While
the other percentages values were distributed on the others occupation groups. Figure 8
represents these values and other occupation groups distributions in a bar chart.
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Table 12 : Descriptive Statistics of occupation groups Cross tabulated with Place of living
Occupation
University
Student

Public
sector

Private
sector

Selfemployment

Not
Employed

Total

11

58

10

14

10

103

10.7%

56.3%

9.7%

13.6%

9.7%

100%

40.7%

40.6%

40.0%

45.2%

43.5%

41.4%

% of Total

4.4%

23.3%

4.0%

5.6%

4.0%

41.4%

Count

16

85

15

17

13

146

11.0%

58.2%

10.3%

11.6%

8.9%

100%

59.3%

59.4%

60.0%

54.8%

56.5%

58.6%

% of Total

6.4%

34.1%

6.0%

6.8%

5.2%

58.6%

Count

27

143

25

31

23

249

10.8%

57.4%

10.0%

12.4%

9.2%

100%

100%

100%

100%

100%

100%

100%

10.8%

57.4%

10.0%

12.4%

9.2%

100%

Count
Inside
Libya
Place
of
living
Outside
Libya

% within
Place of
living
% within
Occupation

% within
Place of
living
% within
Occupation

% within
Place of
living
% within
Occupation

Total

% of Total

40.00%
34.10%

35.00%
30.00%

23.30%

25.00%

Inside Libya

20.00%

Outside Libya

15.00%
10.00%
5.00%

4.40%

6.40%

4.00%

6.00%

5.60%

6.80%

4.00% 5.20%

0.00%
University Student

Public sector

Private sector

Self-employment

Not Employed

Figure 8: Occupation groups distribution according to place of living
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4.2 Customer’s Online Behaviors
In this section, I describe the results of the customer online behavior and the differences
between them according to their place of living. The total number of participants who
responded to this section are 249 people, divided to 103 people who live in Libya, it
equivalent to 41.4% while those who live outside Libya are 146 people, it is equivalent
to 58.6%.
Place of living and Internet Usage length
Table 13 shows cross-tabulation of the place of living and internet usage length. About
211 (84.7%) of sample subjects have been using internet for more than four years and
this is the highest percentage, of which 126 (50.6%) of users of the internet for more
than four years are living outside Libya, while 85 (34.1%) are living inside Libya. The
others, about 20 (8%) of the sample have been using internet for three to four years, and
18 (7.2%) of the sample have been using internet for less than three years.

Table 13 : Cross tabulation of Place of living and Internet Usage length

Place
of
living

Inside Libya
Outside Libya
Total

Internet Usage length
Less than three
Three to four
years
years
11
7
(4.4%)
(2.8%)
7
13
(2.8%)
(5.2%)
18
20
(7.2%)
(8.0% )

More than
four years
85
(34.1%)
126
(50.6%)
211
(84.7%)

Total
103
(41.4%)
146
(58.6%)
249
(100%)

Place of living and Internet Usage Frequency
Table 14 shows the overlapping tabs in the living space and the frequent use of the
internet. About 217(87.1%) of the sample subjects use the Internet daily and this is the
highest percentage, of which 137 (55%) of internet users that use it every day live
outside Libya, while 80 (32.1%) live in Libya. The remaining percentages are divided
among the other options respectively; 21 (8.4%) of the sample subjects use the Internet
less than four days a week, while 11 (4.4%) of the sample subjects use the internet five
to six days a week.
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Table 14 : Cross tabulation of Place of living and Internet Usage Frequency

Place
of
living

Inside
Libya
Outside
Libya
Total

Internet Usage Frequency
Five to six
Less than four
Every day
days a week
days a week
80
7
16
(32.1%)
(2.8%)
(6.4%)
137
4
5
(55%)
(1.6%)
(2%)
217
11
21
(87.1)
(4.4%)
(8.4%)

Total
103
(41.4%)
146
(58.6%)
249
(100%)

Place of living and Place of usage
Table 15 shows the cross-tabulations of the place of living and its home as a place of
use. About 243 (97.6%) of participants use the internet at home. While 145 (58.2%) of
home users live outside Libya, only 98 (39.4%) live inside Libya. On the other side,
about 6 (2.4%) of participants do not use the internet at home, of which 5 (2%) live
inside Libya while 1 (0.4%) live outside Libya.
Cross-tabulation of the place of living and work office as a place of usage. About 58
(23.3%) of sample subjects use the internet at work office, while 39 (15.7%) of users of
internet at work office are living outside Libya, only 19 (7.6%) are living inside Libya.
on the other side, about 191 (67.7%) do not use the internet at work office, of which 84
(33.7%) living inside Libya, while 107 (43%) live outside Libya.
The location of the living space and cybercafé as a place of use. About 29 (11.6%) of
participants use the Internet at Cybercafé, while 19 (7.6%) of Cyber Internet users live
outside Libya, only 10 (4%) live inside Libya. On the other hand, about 220 (88.4%) do
not use the Internet in a cyber cafe, of which 93 (37.4%) live inside Libya and 127
(51%) live outside Libya. As results show the participants who use the Internet at home
are highest than the others. this indicates that the spread of the Internet is reasonable to
some extent.
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Table 15 : Cross tabulation of Place of living and Place of usage
No

Yes

Total

5
(2%)

98
(39.4%)

103
(41.4%)

Outside Libya

1
(0.4%)

145
(58.2%)

146
(58.6%)

Total

6
(2.4%)

243
(97.6%)

249
(100%)

Inside Libya

84
(33.7%)

19
(7.6%)

103
(41.4%)

Outside Libya

107
(43%)

39
(15.7%)

146
(58.6%)

Total

191
(76.7%)

58
(23.3%)

249
(100%)

Inside Libya

93
(37%)

10
(4%)

103
(41.4%)

Outside Libya

127
(51%)

19
(7.6%)

146
(58.6%)

Total

220
(88.4%)

29
(11.6%)

249
(100%)

Place of usage
Inside Libya
House

Work Office

Cyber Café

Place of living and Skills in using internet
Table 16 shows cross-tabulation of the place of living and skills in using the internet.
the highest percentage between the groups is the group of participants who consider
themselves either skilled or knowledgeable in using the internet, they about 222 (88.3%)
of sample subjects, of which 128 (51.3%) skilled or knowledgeable users are living
outside Libya and 92 (37%) are living inside Libya. Besides, we can see other
percentages as shown in the table.
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Table 16 : Cross tabulation of Place of living and skills in using internet
Skills in using internet

Place
of
living

8
(3.2%)

Want
to
learn
3
(1.2%)

103
(41.4%)

74
(29.7%)

7
(2.8%)

11
(4.4%)

146
(58.6%)

132
(53%)

15
(6%)

14
(5.6%)

249
(100%)

Skilled

Knowledgeable

Less
Knowledgeable

Inside
Libya

34
(13.7%)

58
(23.3%)

Outside
Libya

54
(21.7%)
88
(35.5%)

Total

Total

Place of living and type of internet activities
Table 17 shows cross-tabulation of the place of living and type of internet activities;
Searching for information. About 195 (78.3%) of sample subjects use the internet to
search information. While 121 (48.6%) use the internet to search for information are
living outside Libya only 74 (29.7%) are living inside Libya. on the other side, 54
(21.7%) do not use the internet to search for information, of which 29 (11.7%) live
inside Libya while 25(10%) outside Libya.
The other cross-tabulation of the place of living and type of internet activities; Social
media. About 215(86.3%) of sample subjects use the internet as a Social media. While
132 (53%) use the internet as a Social media are living outside Libya only 83 (33.3%)
are living inside Libya. On the other side, 34(13.7%) do not use the internet as a Social
media, of which 20(8.1%) live inside Libya while 14(5.6%) outside Libya. In general,
these results indicate that consumers are much using the social networking sites.
The other cross-tabulation of the place of living and type of internet activities; Reading
news. About 125(50.2%) of sample subjects use the internet to read the news. While 81
(32.5%) of sample subjects use the internet to read the news are living outside Libya
only 44 (17.7%) are living inside Libya. On the other side, about 124 (49.8%) of sample
subjects do not use the Internet to read the news, of which 59 (23.7%) are living inside
Libya and 65 (26.1%) outside Libya.
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The cross-tabulation of the place of living and type of internet activities; Internet
telephoning. About 121 (48.6%) of sample subjects use Internet telephoning. While 80
(32.1%) of sample subjects who use Internet telephoning live outside Libya only
41(16.5%) are living inside Libya. On the other hand, about 128 (51.4%) of sample
subjects do not use the Internet telephoning, of which 62 (24.9%) live inside Libya while
66 (26.5%) outside Libya.
The location of the living space and the type of internet activities; Shopping and
watching products. About 120 (48.2%) of participants use the Internet to shop and
watch products. While 81 (32.5%) of participants who use the Internet for shopping and
viewing products live outside Libya, only 39 (15.7%) live in Libya. Looking at the
other side we find that, about 129 (51.8%) of sample subjects do not use the internet to
shop and watch products, of which 64 (25.7%) are living inside Libya while 65(26.1%)
live outside Libya. In general, the results show that consumers who prefer to buy and
watch products online are slightly less to those who do not prefer it. Also if we look at
the consumers who live in Libya we will find those who do not prefer to buy and watch
products online more than who prefer it. This may be due to some of the factors and
barriers that study have been addressed in the other sections especially in Libya.
The cross-tabulation of the place of living and type of internet activities; E-mail and
chatting. About 124 (49.8%) of sample subjects use the Internet in E-mail and chatting.
While 91(36.5%) of sample subjects who use the Internet in E-mail and chatting live
outside Libya only 33(13.3%) are living inside Libya.
The cross-tabulation of the place of living and type of internet activities; Business
needs. About 90 (36.1%) of sample subjects use the Internet for Business needs. While
56 (22.5%) of sample subjects who use the Internet for Business needs live outside
Libya only 34 (13.7%) are living inside Libya. On the other hand, about 159(63.9%) of
sample subjects do not use the Internet for Business needs, of which 69 (27.7%) living
inside Libya while 90 (36.1%) outside Libya.
The cross-tabulation of the place of living and type of internet activities;
Entertainment. About 82 (32.9%) of sample subjects use the Internet in
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Entertainment. While 53 (21.3%) of sample subjects who use the Internet in
Entertainment live outside Libya only 29 (11.6%) are living inside Libya. regarding
other percentages, it was represented about 167 (67.1%) of sample subjects do not use
the Internet in Entertainment, of which 74 (29.8%) living inside Libya while 93
(37.3%) outside Libya.
The cross-tabulation of the place of living and type of internet activities;
Downloading software. About 117 (47%) of sample subjects use the Internet in
downloading software. While 76 (30.5%) of sample subjects who use the Internet in
downloading software live outside Libya only 41 (16.5%) are living inside Libya. On
the other hand, about 132 (53% ) of sample subjects do not use the Internet
downloading software, of which 62 (24.9%) are living inside Libya while 70 (28.1%)
live outside Libya.
Table 17 : Cross tabulation of Place of living and type of internet activities

internet
activities

No

Yes

Total

29(11.7%)

74( 29.7%)

103(41.4%)

25(10%)

121(48.6%)

146(58.6%)

Total

54(21.7%)

195(78.3%)

249(100%)

Inside Libya

20(8.1%)

83(33.3%)

103(41.4%)

Outside Libya

14(5.6%)

132(53%)

146(58.6%)

Total

34(13.7%)

215(86.3%)

249(100%)

Inside Libya

59(23.7%)

44 (17.7%)

103(41.4%)

Outside Libya

65(26.1%)

81(32.5%)

146(58.6%)

Total

124(49.8%)

125(50.2%)

249(100%)

Inside Libya

62(24.9%)

41(16.5%)

103(41.4%)

Outside Libya

66(26.5%)

80(32.1%)

146(58.6%)

128 (51.4%)

121(48.6%)

249(100%)

Inside Libya

64(25.7%)

39(15.7%)

103(41.4%)

Outside Libya

65(26.1%)

81(32.5%)

146(58.6%)

129(51.8%)

120(48.2%)

249 (100%)

Inside Libya
Searching
information

Social
media

Reading
news

Internet
telephoning

Outside Libya

Total
Shopping
and
watching
products

Total

42

internet
activities
E mail and
chatting

Business
needs

Entertainment

Downloading
software

No

Yes

Total

Inside Libya

70(28.1%)

33(13.3%)

103(41.4%)

Outside Libya

55(22.1%)

91(36.5%)

146(58.6%)

Total

125(50.2%)

124 (49.8%)

249(100%)

Inside Libya

69(27.7%)

34(13.7%)

103(41.4%)

Outside Libya

90(36.1%)

56(22.5%)

146(58.6%)

Total

159(63.9%)

90(36.1%)

249(100%)

Inside Libya

74(29.8%)

29(11.6%)

103(41.4%)

Outside Libya

93(37.3%)

53(21.3%)

146(58.6%)

Total

167(67.1%)

82(32.9%)

249(100%)

Inside Libya

62 (24.9%)

41(16.5%)

103(41.4%)

Outside Libya

70(28.1%)

76(30.5%)

146(58.6%)

132(53% )

117(47%)

249 (100%)

Total

Place of living and Purchasing on line
Table (18) shows cross-tabulation of the place of living and purchasing online. About
173 (69.5%) of sample subjects purchase online, while 123 (49.4%) of sample subjects
who purchase online live outside Libya, only 50 (20.1%) are living inside Libya. On the
other side, about 76 (30.5%) of sample subjects do not purchase online before, of which
53 (21.3%) living inside Libya while 23 (9.2%) live outside Libya. We also see the
sample subjects are divided more; those who shop, whether they live inside or outside
Libya, as well as those who have never bought online.
Table 18 : Cross tabulation of Place of living and Purchasing on line
Purchased on Line
Total

Place of
living

Inside Libya
Outside Libya
Total

No

Yes

53
(21.3%)
23
(9.2%)
76
(30.5%)

50
(20.1%)
123
(49.4%)
173
(69.5%)

43

103
(41.4%)
146
(58.6%)
249
(100%)

Place of living and buying types of products or services
Table 19 shows cross-tabulation of the place of living and buying fresh food products
online. Only 10 (4%) of sample subjects buy fresh food products online, of which 7
(2.8%) of samples subjects who buy fresh food products online live outside Libya, and
about 3 (1.2%) are living inside Libya. On the other side, about 163 (65.5%) of sample
subjects do not buy fresh food products online, of which 116 (46.6%) of sample
subjects who do not buy fresh food products online living outside Libya, while 47
(18.9%) live inside Libya. As the table shows, the remaining sample subjects are
estimated at about 76 (30.5%) of sample subjects who have never bought online and
this is constant with all types of products or services. The results show that most
Libyans prefer to buy fresh food directly from the shops, and this is due to their culture
and sometimes they buy from certain places famous for their clean and excellent
products.
The other cross-tabulation of the place of living and buying Vehicles online. Only
about 44 (17.7%) of sample subjects buy vehicles online, of which 22 (8.8%) of sample
subjects who buy vehicles online live outside Libya, while 22 (8.8%) are living inside
Libya. On the other side, about 129 (51.8%) of sample subjects do not buy vehicles
online, of which 101 (40.6%) of subjects who do not buy vehicles online living outside
Libya, while 28 (11.2%) living inside Libya. As we see most consumers prefer to buy
vehicles face-to-face, it may be due to their culture or conviction.
The other cross-tabulation of the place of living and buying clothing and accessories
online. About 115 (46.2%) of sample subjects buy clothing and accessories online.
While 87 (34.9%) of sample subjects who buy clothing and accessories online living
outside Libya, only 28 (11.2% ) are living inside Libya. On the other side, about 58
(23.3%) of sample subjects do not buy clothing and accessories online, of which 36
(14.5%) of sample subjects who do not buy clothing and accessories online living
outside Libya, while 22 (8.8%) live inside Libya.
The other cross-tabulation of the place of living and buying electronic equipment
online. About 73 (29.3%) of sample subjects buy electronic equipment online. While 56
(22.5%) of sample subjects who buy electronic equipment online live outside Libya,
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only 17 (6.8%) are living inside Libya. On the other side, about 100 (40.2%) of sample
subjects do not buy electronic equipment online, of which 67 (26.9%)

of sample

subjects who do not buy electronic equipment online living outside Libya, while 33
(13.3%) living inside Libya.
The other cross-tabulation of the place of living and buying financial services on line.
About 43 (17.3%) of sample subjects buy financial services online. While 34 (13.7%) of
sample subjects who buy financial services online live outside Libya, only 9 (3.6%) are
living inside Libya. On the other side, about 130 (52.2%) of sample subjects do not buy
financial services online, of which 89 (35.7%) of sample subjects who do not buy
financial services online living outside Libya, while 41 (16.5%) live inside Libya.
The other cross-tabulation of the place of living and buying tourist services online.
30.1% of sample subjects buy tourist services online. While 77.3% of subjects who buy
tourist services online live outside Libya, only 22.7% are living inside Libya. On the
other side, about 39.4% of sample subjects do not buy tourist services online, of which
66.3% of subjects who do not buy tourist services online living outside Libya, while
33.7% living inside Libya.
The other cross-tabulation of the place of living and buying professional services
online. Only 47 (18.9%) of sample subjects buy professional services online. While 37
(14.9%) of sample subjects who buy professional services online live outside Libya,
only 10 (4%) are living inside Libya. On the other side, about 126 (50.6%) of sample
subjects do not buy professional services online, of which 86 (34.5%) of sample subjects
who do not buy professional services online living outside Libya, while 40 (16.1%) are
living inside Libya.
The other cross-tabulation of the place of living and buying foodstuffs other than fresh
products online. Only 7 (2.8%) of sample subjects buy foodstuffs other than fresh
products online and all of them are living outside Libya, while 0% are living inside
Libya. On the other hand, about 166 (66.7%) of sample subjects do not buy foodstuffs
other than fresh products online, of which 116 (46.6%) of sample subjects who do not
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buy foodstuffs other than fresh products online living outside Libya, while 50 (20.1%)
live inside Libya.
The other cross-tabulation of the place of living and buying House-hold goods online.
About 24.9% of sample subjects buy House-hold goods online. While 71.0% of subjects
who buy House-hold goods online live outside Libya, 29.0% are living inside Libya. On
the other side, about 44.6% of sample subjects do not buy House-hold goods online, of
which 71.2% of subjects who do not buy House-hold goods online living outside Libya,
while 28.8% living inside Libya.
The other cross-tabulation of the place of living and buying films and music online.
Only 19 (7.6%) of sample subjects buy Films and music online, while 10 (4%) of sample
subjects who buy Films and music online live outside Libya, 9 (3.6%) are living inside
Libya. On the other side, about 154 (61.8%) of sample subjects do not buy films and
music online, of which 113 (45.4%) of sample subjects who do not buy films and music
online living outside Libya, while 41 (16.5%) live inside Libya.
The last cross-tabulation of the place of living and buying health services online. Only
30 (12.0%) of sample subjects buy health services online, of which 22 (8.8%) of sample
subjects who buy health services online live outside Libya, 8 (3.2%) are living inside
Libya. On the other side, about 143 (57.4%) of sample subjects do not buy health
services online, of which 101 (40.6%) of subjects who do not buy health services online
are living outside Libya, while 42 (16.9%) live inside Libya.
In general, in all types of products or services, the participants who did not buy it (No)
are higher than those who buy (Yes), except Clothing and accessories the participants
who say (Yes) are highest than who say (No).
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Table 19 : Cross tabulation of Place of living and buying types of products or services

products
or services
fresh food
products

Vehicles

Clothing and
accessories

Electronic
equipment

financial
services

Tourist
services

Professional
services

Foodstuffs
other than
fresh
products

House-hold
goods

Yes

No

Does not
shop on line

Total

Inside Libya

3 (1.2%)

47 (18.9%)

53 (21.3%)

103(41.4%)

Outside Libya

7 (2.8%)

116(46.6%)

23 (9.2%)

146(58.6%)

Total

10 (4%)

163(65.5%)

76 (30.5%)

249(100%)

Inside Libya

22 (8.8%)

28 (11.2%)

53 (21.3%)

103(41.4%)

Outside Libya

22 (8.8%)

101 (40.6%)

23 (9.2%)

146(58.6%)

Total

44 (17.7%)

129(51.8%)

76 (30.5%)

249(100%)

Inside Libya

28 (11.2% )

22 (8.8%)

53 (21.3%)

103(41.4%)

Outside Libya

87 (34.9%)

36 (14.5%)

23 (9.2%)

146(58.6%)

Total

115 (46.2%)

58 (23.3%)

76 (30.5%)

249(100%)

Inside Libya

17 (6.8%)

33 (13.3%)

53 (21.3%)

103(41.4%)

Outside Libya

56 (22.5%)

67 (26.9%)

23 (9.2%)

146(58.6%)

Total

73 (29.3%)

100 (40.2%)

76 (30.5%)

249(100%)

Inside Libya

9 (3.6%)

41 (16.5%)

53 (21.3%)

103(41.4%)

Outside Libya

34 (13.7%)

89 (35.7%)

23 (9.2%)

146(58.6%)

Total

43 (17.3%)

130 (52.2)

76 (30.5%)

249 (100%)

Inside Libya

17 (6.8%)

33 (13.3%)

53 (21.3%)

103(41.4%)

Outside Libya

58 (23.3%)

65 (26.1%)

23 (9.2%)

146(58.6%)

Total

75 (30.1%)

98 (39.4%)

76 (30.5%)

249(100%)

Inside Libya

10 (4%)

40 (16.1%)

53 (21.3%)

103(41.4%)

Outside Libya

37 (14.9%)

86 (34.5%)

23 (9.2%)

146(58.6%)

Total

47 (18.9%)

126 (50.6%)

76 (30.5%)

249(100%)

Inside Libya

0 (0%)

50 (20.1%)

53 (21.3%)

103(41.4%)

Outside Libya

7 (2.8%)

116 (46.6%)

23 (9.2%)

146(58.6%)

Total

7 (2.8%)

166 (66.7%)

76 (30.5%)

249(100%)

Inside Libya

18 (7.2%)

32 (12.9%)

53 (21.3%)

103(41.4%)

Outside Libya

44 (17.7%)

79 (31.7%)

23 (9.2%)

146(58.6%)

Total

62 (24.9% )

111 (44.6%)

76 (30.5%)

249 (100%)
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products or
services
Films and
music

Health
services

Yes

No

Does not
shop on line

Total

Inside Libya

9 (3.6%)

41 (16.5%)

53 (21.3%)

103(41.4%)

Outside Libya

10 (4%)

113 (45.4%)

23 (9.2%)

146(58.6%)

Total

19 (7.6%)

154 (61.8%)

76 (30.5%)

249 (100%)

Inside Libya

8 (3.2%)

42 (16.9%)

53 (21.3%)

103(41.4%)

Outside Libya

22 (8.8%)

101 (40.6%)

23 (9.2%)

146(58.6%)

Total

30 (12%)

143 (57.4%)

76 (30.5%)

249 (100%)

Place of living and methods of payment
Table 20 shows cross-tabulation of the place of living and using credit or debit card as
a method of payment. About 88 (35.3%) of sample subjects use credit or debit card as a
method of payment, of which 69 (27.7%) of sample subjects who use credit or debit card
as a method of payment live outside Libya, while 19 (7.6%) are living inside Libya. On
the other side, about 85 (34.1%) of sample subjects do not use credit or debit card, of
which 54 (21.7%) of sample subjects who do not use credit or debit card living outside
Libya, while 31 (12.4%) live inside Libya. As the table shows, the remaining sample
subjects are estimated at about 76 (30.5%) of sample subjects who have never bought
online and this is constant with all methods payment.
The other cross-tabulation of the place of living and using cash on delivery as a
method of payment. About 101 (40.6%) of sample subjects use cash on delivery as a
method of payment, of which 72 (28.9%) of sample subjects who use cash on delivery as
a method of payment live outside Libya, while 29 (11.6%) are living inside Libya. On
the other side, about 72 (28.9%) of sample subjects do not use cash on delivery as a
method of payment, of which 51 (20.5%) of sample subjects who do not use cash on
delivery living outside Libya, while 21 (8.4%) living inside Libya
The other cross-tabulation of the place of living and using electronic money transfer as
a method of payment. Only 26 (10.4%) of sample subjects use electronic money
transfer as a method of payment, of which 19 (7.6%) of sample subjects who use
electronic money transfer live outside Libya, while 7 (2.8%) are living inside Libya. On
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the other side, about 147 (59%) of sample subjects do not use electronic money transfer
as a method of payment, of which 104 (41.8%) of sample subjects who do not use
electronic money transfer living outside Libya, while 43 (17.3%) live inside Libya.
The last cross-tabulation of the place of living and using mobile as a method of
payment. Only 16 (6.4%) of sample subjects use mobile as a method of payment, of
which 12 (4.8%) of sample subjects who use mobile as a method of payment live outside
Libya, while 4 (1.6%) are living inside Libya. On the other side, about 157 (63.1%) of
sample subjects do not use mobile as a method of payment, of which 111 (44.6%) of
sample subjects who do not use mobile as a method of payment living outside Libya,
while 46 (18.5%) live inside Libya. In general, the results indicate that most of Libyan
consumers prefer cash payment more than use credit card, probably due to their culture
or lack of confidence in the safety level of the network. Besides that most Libyan
consumers do not rely on bank transfers, perhaps because they are not optimally
activated in Libya or the high value of the bank commission.

Table 20 : Cross tabulation of Place of living and a method of payment

methods of
payment
Credit or
debit card

Cash on
delivery

Electronic
money
transfer

Using
Mobile

Yes

No

Does not
shop on line

Total

Inside Libya

19 (7.6%)

31 (12.4%)

53 (21.3%)

103(41.4%)

Outside Libya

69 (27.7%)

54 (21.7%)

23 (9.2%)

146(58.6%)

Total

88 (35.3%)

85 (34.1%)

76 ( 30.5%)

249(100%)

Inside Libya

29 (11.6%)

21 (8.4%)

53 (21.3%)

103(41.4%)

Outside Libya

72 (28.9%)

51 (20.5%)

23 (9.2%)

146(58.6%)

Total

101 (40.6%)

72 (28.9%)

76 (30.5%)

249(100%)

Inside Libya

7 (2.8%)

43 (17.3%)

53 (21.3%)

103(41.4%)

Outside Libya

19 (7.6%)

104
(41.8%)

23 (9.2%)

146(58.6%)

Total

26 (10.4%)

147 (59%)

76 (30.5%)

249(100%)

Inside Libya

4 (1.6%)

46 (18.5%)

53 (21.3%)

103(41.4%)

Outside Libya

12 (4.8%)

23 (9.2%)

146(58.6%)

Total

16 (6.4%)

76 (30.5%)

249(100%)
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111
(44.6%)
157
(63.1%)

Place of living and shopping websites
Table 21 shows cross-tabulation of the place of living and using amazon.com as a
shopping website. About 103 (41.4%) of sample subjects use amazon.com as a
shopping website, of which 82 (32.9%) of sample subjects who use amazon.com as a
shopping website live outside Libya, while 21 (8.4%) are living inside Libya. On the
other side, about 70 (28.1%) of sample subjects do not use amazon.com as a shopping
website, of which 41 (16.5%) of sample subjects who do not use amazon.com as a
shopping website living outside Libya, while 29 (11.6%) live inside Libya. As the table
shows, the remaining sample subjects are estimated at about 76 (30.5%) of sample
subjects who have never bought online and this is constant with all shopping websites.
The other cross-tabulation of the place of living and using e-bay.com as a shopping
website. About 47 (18.9%) of sample subjects use e-bay.com as a shopping website, of
which 36 (14.5%) of sample subjects who use e-bay.com as a shopping website live
outside Libya, while 11 (4.4%) are living inside Libya. On the other side, about 126
(50.6%) of sample subjects do not use e-bay.com as a shopping website, of which 87
(34.9%) of sample subjects who do not use e-bay.com as a shopping website live outside
Libya, while 39 (15.7%) are living inside Libya.
The other cross-tabulation of the place of living and using Souq.com as a shopping
website. Only 12 (4.8%) of sample subjects use Souq.com as a shopping website, of
which 7 (2.8%) of sample subjects who use Souq.com as a shopping website live outside
Libya, while 5 (2%) are living inside Libya. On the other side, about 161 (64.7%) of
sample subjects do not use Souq.com as a shopping website, of which 116 (46.6%) of
sample subjects who do not Souq.com as a shopping website living outside Libya, while
45 (18.1%) are living inside Libya.
The other cross-tabulation of the place of living and using ly.opensooq.com as a
shopping website. Only 28 (11.2%) of sample subjects use ly.opensooq.com as a
shopping website, of which 13 (5.2%) of sample subjects who use ly.opensooq.com as a
shopping website live outside Libya, while 15 (6%) are living inside Libya. On the other
side, about 145 (58.2%) of sample subjects do not use ly.opensooq.com as a shopping
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website, of which 110 (44.2%) of sample subjects who do not ly.opensooq.com as a
shopping website living outside Libya, while 35 (14.1%) live inside Libya.
The other cross-tabulation of the place of living and using Alibaba.com as a shopping
website. Only 24 (9.6%) of sample subjects use Alibaba.com as a shopping website, of
which 19 (7.6%) of sample subjects who use Alibaba.com as a shopping website live
outside Libya, while 5 (2%) are living inside Libya. On the other side, about 149
(59.8%) of sample subjects do not use Alibaba.com as a shopping website, of which 104
(41.8%) of subjects who do not Alibaba.com as a shopping website living outside Libya,
while 45 (18.1%) are living inside Libya.
The other cross-tabulation of the place of living and using AliExpress.com as a
shopping website. Only 38 (15.3%) of sample subjects use AliExpress.com as a
shopping website, of which 32 (12.9%) of sample subjects who use AliExpress.com as a
shopping website live outside Libya, while 32 (12.9%) are living inside Libya. On the
other side, about 135 (54.2%) of sample subjects do not use AliExpress.com as a
shopping website, of which 91 (36.5%) of sample subjects who do not AliExpress.com
as a shopping website living outside Libya, while 44 (17.7%) are living inside Libya.
The last cross-tabulation of the place of living and using Social Media as a shopping
website. Only 19 (7.6%) of sample subjects use Social Media as a shopping website, of
which 12 (4.8%) of sample subjects who use Social Media as a shopping website live
outside Libya, while 7 (2.8%) are living inside Libya. On the other side, about 154
(61.8%) of sample subjects do not use Social Media as a shopping website, of which 111
(44.6%) of sample subjects who do not Social Media as a shopping website are living
outside Libya, while 43 (17.3%) live inside Libya. In general, the results indicate that
Amazon is the most widely used and popular site for Libyan consumers, especially those
living outside Libya, due to the Amazon options and services are more than inside
Libya.
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Table 21 : Cross tabulation of Place of living and shopping websites

shopping
websites
Amazon.com

E-bay.com

Souq.com

ly.opensooq.
com

Alibaba.com

AliExpress.
com

Using
Social
Media

Yes

No

Does not
shop on line

Total

Inside Libya

21 (8.4%)

29 (11.6%)

53 (21.3%)

103(41.4%)

Outside Libya

82 (32.9%)

41 (16.5%)

23 (9.2%)

146(58.6%)

Total

103 (41.4%)

70 (28.1%)

76 (30.5%)

249(100%)

Inside Libya

11 (4.4%)

39 ( 15.7%)

53 (21.3%)

103(41.4%)

Outside Libya

36 (14.5%)

87 (34.9%)

23 (9.2%)

146(58.6%)

Total

47 (18.9%)

126 (50.6%)

76 (30.5%)

249(100%)

Inside Libya

5 (2%)

45 (18.1%)

53 (21.3%)

103(41.4%)

Outside Libya

7 (2.8%)

116 (46.6%)

23 (9.2%)

146(58.6%)

Total

12 (4.8%)

161 (64.7%)

76 (30.5%)

249(100%)

Inside Libya

15 (6%)

35 (14.1%)

53 (21.3%)

103(41.4%)

Outside Libya

13 (5.2%)

110 (44.2%)

23 (9.2%)

146(58.6%)

Total

28 (11.2%)

145 (58.2%)

76 (30.5%)

249(100%)

Inside Libya

5 (2%)

45 (18.1%)

53 (21.3%)

103(41.4%)

Outside Libya

19 (7.6%)

104 (41.8%)

23 (9.2%)

146(58.6%)

Total

24 (9.6%)

149 (59.8%)

76 (30.5%)

249(100%)

Inside Libya

6 (2.4%)

44 (17.7%)

53 (21.3%)

103(41.4%)

Outside Libya

32 (12.9%)

91 (36.5%)

23 (9.2%)

146(58.6%)

Total

38 (15.3%)

135 (54.2%)

76 (30.5%)

249(100%)

Inside Libya

7 (2.8%)

43 (17.3%)

53 (21.3%)

103(41.4%)

Outside Libya

12 (4.8%)

111 (44.6%)

23 (9.2%)

146(58.6%)

Total

19 (7.6%)

154 (61.8%)

76 (30.5%)

249(100%)

Place of living and inconvenient aspects of shopping online
Table 22 shows cross-tabulation of the place of living and finding Accessibility as an
inconvenient aspect. Only 32 (12.9%) of sample subjects found Accessibility as an
inconvenient aspect, of which 21 (8.4%) of sample subjects who found Accessibility as
an inconvenient aspect live outside Libya, while 11 (4.4%) are living inside Libya. On
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the other side, about 141 (56.6%) of sample subjects do not find Accessibility as an
inconvenient aspect, of which 102 (41%) of sample subjects who do not find
Accessibility as an inconvenient aspect living outside Libya, while 39 (15.7%) live
inside Libya. As the table shows, the remaining sample subjects are estimated at about
76 (30.5%) of sample subjects who have never bought online and this is constant with
all inconvenient aspects.
The other cross-tabulation of the place of living and finding delivery as an
inconvenient aspect. About 54 (21.7%) of sample subjects found delivery as an
inconvenient aspect, of which 40 (16.1%) of sample subjects who found delivery as an
inconvenient aspect live outside Libya, while 14 (5.6 %) are living inside Libya. On the
other side, about 119 (47.8%) of sample subjects do not find delivery as an inconvenient
aspect, of which 83 (33.3%) of subjects who do not find delivery as an inconvenient
aspect living outside Libya, while 36 (14.5%) are living inside Libya.
The other cross-tabulation of the place of living and finding customer services as an
inconvenient aspect. Only 18 (7.2%) of sample subjects found customer services as an
inconvenient aspect, of which 10 (4%) of sample subjects who found customer services
as an inconvenient aspect live outside Libya, while 8 (3.2%) are living inside Libya. On
the other side, about 155 (62.2%) of sample subjects do not find customer services as an
inconvenient aspect, of which 113 (45.4%) of subjects who do not find customer
services as an inconvenient aspect are living outside Libya, while 42 (16.9%) live inside
Libya.
The other cross-tabulation of the place of living and finding After-sales services as an
inconvenient aspect. About 62 (24.9%) of sample subjects found After-sales services as
an inconvenient aspect, of which 48 (19.3%) of sample subjects who found After-sales
services as an inconvenient aspect live outside Libya, while 14 (5.6%) are living inside
Libya. On the other side, about 111 (44.6%) of samples subjects do not find After-sales
services as an inconvenient aspect, of which 75 (30.1%) of sample subjects who do not
find After-sales services as an inconvenient aspect living outside Libya, while 36
(14.5%) live inside Libya.
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The other cross-tabulation of the place of living and finding the Technical issue as an
inconvenient aspect. Only 10 (4.0%) of sample subjects found the Technical issue as an
inconvenient aspect, of which 9 (3.6%) of sample subjects who found the Technical
issue as an inconvenient aspect live outside Libya, while 1 (0.4%) are living inside
Libya. On the other side, about 163 (65.5%) of samples subjects do not find the
Technical issue as an inconvenient aspect, of which 114 (45.8%) of sample subjects who
do not find the Technical issue as an inconvenient aspect are living outside Libya, while
49 (19.7%) live inside Libya.
The other cross-tabulation of the place of living and finding web design as an
inconvenient aspect. Only 13.7% of sample subjects found web design as an
inconvenient aspect. While 85.3% of subjects who found web design as an inconvenient
aspect live outside Libya, 14.7% are living inside Libya. On the other side, about 55.8%
of sample subjects do not find web design as an inconvenient aspect, of which 67.6% of
subjects who do not find web design as an inconvenient aspect living outside Libya,
while 32.4% living inside Libya.
The last cross-tabulation of the place of living and finding payment methods as an
inconvenient aspect. 19.3% of sample subjects found payment methods as an
inconvenient aspect. While 68.8% of subjects who found payment methods as an
inconvenient aspect live outside Libya, 31.3% are living inside Libya. On the other side,
about 50.2% of sample subjects do not find payment methods as an inconvenient aspect,
of which 72% of subjects who do not find payment methods as an inconvenient aspect
living outside Libya, while 28% living inside Libya.
In general, after-sales services problems as inconvenient aspects scored 62 (24.9%)
the highest than others inconvenient aspects. This may be due to the weakness or lack of
presence of centers of maintenance and services or to the failure of the marketing
companies after-sales services.
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Table 22 : Cross tabulation of Place of living and inconvenient aspects
Yes

No

Does not
shop on
line

Total

Inside Libya

11 (4.4%)

39 (15.7%)

53 (21.3%)

103(41.4%)

Outside Libya

21 (8.4%)

102 (41%)

23 (9.2%)

146(58.6%)

Total

32 (12.9%)

141 (56.6%)

76 (30.5%)

249(100%)

Inside Libya

14 (5.6 %)

36 (14.5%)

53 (21.3%)

103(41.4%)

Outside Libya

40 (16.1%)

83 (33.3%)

23 (9.2%)

146(58.6%)

Total

54 (21.7%)

119 (47.8%)

76 (30.5%)

249(100%)

Inside Libya

8 (3.2%)

42 (16.9%)

53 (21.3%)

103(41.4%)

Outside Libya

10 (4%)

113 (45.4%)

23 (9.2%)

146(58.6%)

Total

18 (7.2%)

155 (62.2%)

76 (30.5%)

249(100%)

Inside Libya

14 (5.6%)

36 (14.5%)

53 (21.3%)

103(41.4%)

Outside Libya

48 (19.3%)

75 (30.1%)

23 (9.2%)

146(58.6%)

Total

62 (24.9%)

111 (44.6%)

76 (30.5%)

249(100%)

Inside Libya

1 (0.4%)

49 (19.7%)

53 (21.3%)

103(41.4%)

Outside Libya

9 (3.6%)

114 (45.8%)

23 (9.2%)

146(58.6%)

Total

10 (4%)

163 (65.5%)

76 (30.5%)

249(100%)

Inside Libya

5 (2%)

45 (18.1%)

53 (21.3%)

103(41.4%)

Outside Libya

29 (11.6%)

94 (37.8%)

23 (9.2%)

146(58.6%)

Total

34 (13.7)

139 (55.8%)

76 (30.5%)

249(100%)

Inside Libya

15 (6%)

35 (14.1%)

53 (21.3%)

103(41.4%)

Outside Libya

33 (13.3%)

90 (36.1%)

23 (9.2%)

146(58.6%)

Total

48 (19.3%)

125 (50.2%)

76 (30.5%)

249(100%)

inconvenient
aspects

Accessibility

Delivery

Customer
services

After-sales
services

Technical
issue

Web design

Payment
methods

Place of living and using E-commerce services by Mobile Phone
Table 23 shows cross-tabulation of the place of living and Buying/selling through
mobile Phone. About 132 (53.0%) of sample subjects use a mobile phone in
Buying/selling online, of which 98 (39.4%) of sample subjects who use a mobile phone
in Buying/selling online live outside Libya, the others 34 (13.7%) are living inside
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Libya. On the other side, only 28 (11.2%) of sample subjects do not use a mobile phone
in Buying/selling online, of which 18 (7.2%) of sample subjects who do not use a mobile
phone in Buying/selling on-line living outside Libya, while 10 (4%) are living inside
Libya. As the table shows, the remaining sample subjects are estimated at about 76
(30.5%) of sample subjects who have never bought online, and 13 (5.2%) did not
answer.
Table 23 : Cross tabulation of Place of living and Buying/selling through Mobile Phone
Buying/selling through Mobile Phone

Place Of
Living

Yes

No

Inside
Libya
Outside
Libya

34
(13.7%)
98
(39.4%)

10
(4%)
18
(7.2%)

Does not
shop on
line
53
(21.3%)
23
(9.2%)

Total

132
(53%)

28
(11.2%)

76
(30.5%)

No
Answer

Total

6
(2.4%)
7
(2.8%)

103
(41.4%)
146
(58.6%)

13
(5.2%)

249
(100%)

Place of living and finding it easy to interact with E-commerce services by Mobile
Phone
Table 24 shows cross-tabulation of the place of living and finding it easy to interact
through a mobile phone. About 128 (51.4%) of sample subjects find it easy to interact
with E-commerce services by mobile phone, of which 97 (39%) of sample subjects who
find it easy to interact with E-commerce services by mobile phone live outside Libya,
the others 31 (12.4) are living inside Libya. On the other side, about 6 (3.6%) of sample
subjects do not find it easy to interact through a mobile phone. of which 7(2.8%) of
sample subjects who do not find it easy to interact through a mobile phone. living
outside Libya, while 2 (0.8%) live inside Libya. As the table shows, the remaining
sample subjects are estimated at about 76 (30.5%) of sample subjects who have never
bought online, and 13 (5.2%) did not answer.
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Table 24 : Cross tabulation of Place of living and finding it easy to interact through Mobile
Phone
Easy to interact through Mobile Phone

Inside Libya
Place
Of
Living

Outside
Libya
Total

Yes

No

Don't
know

31
(12.4)
97
(39%)

2
(0.8%)

11
(4.4%)

7
(2.8%)

12
(4.8%)

Does not
shop on
line
53
(21.3%)
23
(9.2%)

128
(51.4%)

6
(3.6%)

23
(9.2%)

76
(30.5%)

No
Answer

Total

6
(2.4%)
7
(2.8%)

103
(41.4%)
146
(58.6%)

13
(5.2%)

249
(100%)

Place of living and Using E-commerce by mobile phone in the near future
Table 25 shows cross-tabulation of the place of living and Using E-commerce by
mobile phone in the near future. About 124 (49.8%) of sample subjects say they will
use E-commerce by mobile phone in the near future, of which 92 (36.9%) of sample
subjects who say they will use E-commerce by mobile phone in the near future live
outside Libya, while 32 (12.9%) are living inside Libya. On the other side, about 7
(2.8%) of sample subjects do not Use E-commerce by mobile phone in the near future,
of which 6 (2.4%) of sample subjects who do not Use E-commerce by mobile phone in
the near future are living outside Libya, while 1 (0.4%) live inside Libya. As the table
shows, the remaining sample subjects are estimated at about 76 (30.5%) of sample
subjects who have never bought online, and 13 (5.2%) did not answer.
Table 25 : Cross tabulation of Place of living and Using E-commerce by mobile phone in the
near future
Use E-commerce by mobile phone in the near future

Inside Libya
Place
Of
Living

Outside
Libya
Total

Yes

No

Don't
know

32
(12.9%)
92
(36.9%)

1
(0.4%)

11
(4.4%)

6
(2.4%)

18
(7.2%)

Does not
shop on
line
53
(21.3%)
23
(9.2%)

124
(49.8%)

7
(2.8%)

29
(11.6%)

76
(30.5%)

57

No
Answer

Total

6
(2.4%)
7
(2.8%)

103
(41.4%)
146
(58.6%)

13
(5.2%)

249
(100%)

4.3 Barriers
Table 26 shows cross-tabulation of the place of living and finding obstacles that
dissuade from buying online: I do not need to buy online. Only 21 (8.4%) of sample
subjects found that No need dissuades them from buying online, of which 5 (2%) of
subjects who found No need dissuades them from buying online live outside Libya,
while 16 (6.4%) are living inside Libya. On the other side, about 55 (22.1%) of sample
subjects do not find item No need dissuade them from buying online, of which 18
(7.2%) of sample subjects who do not find No need dissuade them from buying online
living outside Libya, while 37 (14.9%) living inside Libya. As the table shows, the
remaining sample subjects are estimated at about 173 (69.5%) of sample subjects who
shop online, this is constant with all the obstacles.
The other cross-tabulation of the place of living and Lack of confidence in after sale
service. Only 30 (12.0%) of sample subjects found that Lack of confidence in after sale
service dissuades them from buying online, of which 4 (1.6%) of sample subjects who
found that Lack of confidence in after sale service dissuades them from buying online
live outside Libya, while 26 (10.4%) are living inside Libya. On the other side, about 46
(18.5%) of sample subjects do not found that Lack of confidence in after sale service
dissuades them from buying online, of which 19 (7.6%) of sample subjects who do not
found that Lack of confidence in after sale service dissuades them from buying online
living outside Libya, while 27 (10.8%) are living inside Libya.
The other cross-tabulation of the place of living and preference for direct purchasing
in shops. Only 36 (14.5%) of sample subjects found that preference for direct
purchasing in shops dissuades them from buying online, of which 13 (5.2%) of sample
subjects who found that and preference for direct purchasing in shops dissuades them
from buying online live outside Libya, while 23 (9.2%) are living inside Libya. On the
other side, about 40 (16.1%) of sample subjects do not prefer direct purchasing from
markets, of which 10 (4%) of sample subjects who do not prefer direct purchasing from
markets living outside Libya, while 30 (12%) live inside Libya.
The other cross-tabulation of the place of living and payment problems. 8.0% of
sample subjects found that payment problems dissuade them from buying online. While
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20.0% of subjects who found that and payment problems dissuade them from buying
online live outside Libya, 80.0% are living inside Libya. On the other side, about 22.5%
of sample subjects do not find payment problems dissuade them from buying online, of
which 33.9% of subjects who do not find payment problems dissuade them from buying
online, while 66.1% living inside Libya.
The other cross-tabulation of the place of living and lack of choice. Only 6 (2.4%) of
sample subjects found that lack of choice dissuades them from buying online, of which 3
(1.2%) of sample subjects who found that and lack of choice dissuades them from
buying online live outside Libya, the other 3 (1.2%) are living inside Libya. On the other
side, about 70 (28.1%) of sample subjects do not find lack of choice dissuade them from
buying online, of which 20 (8%) of sample subjects who do not find lack of choice
dissuade them from buying online, while 50 (20.1%) live inside Libya.
The other cross-tabulation of the place of living and delivery problems. Only 6.0% of
sample subjects found that delivery problems dissuade them from buying online. While
6.7% of subjects who found that and delivery problems dissuade them from buying
online live outside Libya, the other 93.3% are living inside Libya. On the other hand,
about 24.5% of sample subjects do not find delivery problems dissuade them from
buying online, of which 36.1% of subjects who do not find delivery problems dissuade
them from buying online, while 63.9% living inside Libya.
The other cross-tabulation of the place of living and Lack of knowledge/difficulty of
access to the service. Only 4.4% of sample subjects found that Lack of
knowledge/difficulty of access to the service dissuade them from buying online. While
18.2% of subjects who found that and Lack of knowledge/difficulty of access to the
service dissuade them from buying online live outside Libya, the other 81.8% are living
inside Libya. On the other side, about 26.1% of sample subjects do not find Lack of
knowledge/difficulty of access to the service dissuade them from buying online, of
which 32.3% of subjects who do not find Lack of knowledge/difficulty of access to the
service dissuade them from buying online, while 67.7% living inside Libya.
The other cross-tabulation of the place of living and limited internet spread. Only 6
(2.4%) of sample subjects found that limited internet spread dissuades them from buying
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online of which 2 (0.8%) of sample subjects who found that and limited internet spread
dissuades them from buying online live outside Libya, while 4 (1.6%) are living inside
Libya. On the other side, about 70 (28.1%) of sample subjects do not find limited
internet spread dissuade them from buying online, of which 21 (8.4%) of sample
subjects who do not find limited internet spread dissuade them from buying online,
while 49 (19.7%) live inside Libya.
The other cross-tabulation of the place of living and extra shipment or delivery
charges. Only 5 (2.0%) of sample subjects found that dissuade them from buying
online, of which 1 (0.4%) of sample subjects who found that an extra shipment or
delivery charges dissuade them from buying online live outside Libya, the other 4
(1.6%) are living inside Libya. On the other side, about 71 (28.5%) of sample subjects
do not find extra shipment or delivery charges dissuade them from buying online, of
which 22 (8.8%) of sample subjects who do not find extra shipment or delivery charges
dissuade them from buying online, while 49 (19.7%) are living inside Libya.
The other cross-tabulation of the place of living and absence of advice during
purchase. Only 5 (2.0%) of sample subjects found that absence of advice during
purchase dissuades them from buying online, of which 1 (0.4%) of sample subjects who
found that an absence of advice during purchase dissuade them from buying online live
outside Libya, while 4 (1.6%) are living inside Libya. On the other side, about 71
(28.5%) of sample subjects do not find an absence of advice during purchase dissuade
them from buying online, of which 22 (8.8%) of sample subjects who do not find an
absence of advice during purchase dissuade them from buying online, while 49 (19.7%)
are living inside Libya.
The last cross-tabulation of the place of living and apprehension on personal data
protection. Only 10 (4.0%) of sample subjects found that apprehension on personal data
protection dissuades them from buying online, of which 4 (1.6%) of sample subjects
who found that and apprehension on personal data protection dissuades them from
buying online live outside Libya, while 6 (2.4%) are living inside Libya. On the other
side, about 66 (26.5%) of sample subjects do not find apprehension on personal data
protection dissuade them from buying online, of which 19 (7.6%) of sample subjects
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who do not find apprehension on personal data protection dissuade them from buying
online, while 47 (18.9%) are living inside Libya.
In general, Preference for direct purchasing in shops as obstacles scored 36 (14.5%) the
highest than others obstacles. This may be due to cultures of participants who prefer
direct purchasing in shops or lack of the limited spread of electronic commerce in Libya
under the obstacles that limit the adoption it of a broader and better as the weak of
infrastructure and online banking services so on.

Table 26 : Cross tabulation of Place of living and obstacles that dissuade from buying on-line
Yes

No

Shop on line

Total

Inside Libya

16 (6.4%)

37 (14.9%)

50 (20.1%)

103(41.4%)

Outside Libya

5 (2%)

18 (7.2%)

123 (49.4%)

146(58.6%)

Total

21 (8.4%)

55 (22.1%)

173 (69.5%)

249(100%)

Inside Libya

26 (10.4%)

27 (10.8%)

50 (20.1%)

103(41.4%)

Outside Libya

4 (1.6%)

19 (7.6%)

123 (49.4%)

146(58.6%)

Total

30 (12%)

46 (18.5%)

173 (69.5%)

249(100%)

Inside Libya

23 (9.2%)

30 (12%)

50 (20.1%)

103(41.4%)

Outside Libya

13 (5.2%)

10 (4%)

123 (49.4%)

146(58.6%)

Total

36 (14.5%)

40 (16.1%)

173 (69.5%)

249(100%)

Inside Libya

16 (6.4%)

37 (14.9%)

50 (20.1%)

103(41.4%)

Outside Libya

4 (1.6%)

19 (7.6%)

123 (49.4%)

146(58.6%)

Total

20 (8%)

56 (22.5%)

173 (69.5%)

249(100%)

Inside Libya

3 (1.2%)

50 (20.1%)

50 (20.1%)

103(41.4%)

Outside Libya

3 (1.2%)

20 (8%)

123 (49.4%)

146(58.6%)

Total

6 (2.4%)

70 (28.1%)

173 (69.5%)

249(100%)

Inside Libya

14 (5.6%)

39 (15.7%)

50 (20.1%)

103(41.4%)

Outside Libya

1 (4%)

22 (8.8%)

123 (49.4%)

146(58.6%)

Total

15 (6%)

61 (24.5%)

173 (69.5%)

249(100%)

The obstacles

No need

Lack of
confidence in
after sale
service
Preference
for direct
purchasing in
shops

Payment
problems

Lack of
choice

Delivery
problems
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The
obstacles
Lack of
knowledge/dif
ficulty of
access to the
service
Limited
internet
spread

Extra
shipment or
delivery
charges
Absence of
advice during
purchase
Apprehension
on personal
data
protection

Yes

No

Shop online

Total

Inside Libya

9 (3.6%)

44 (17.7%)

50 (20.1%)

103(41.4%)

Outside Libya

2 (0.8%)

21 (8.4%)

123 (49.4%)

146(58.6%)

Total

11 (4.4%)

65 (26.1%)

173 (69.5%)

249(100%)

Inside Libya

4 (1.6%)

49 (19.7%)

50 (20.1%)

103(41.4%)

Outside Libya

2 (0.8%)

21 (8.4%)

123 (49.4%)

146(58.6%)

Total

6 (2.4%)

70 (28.1%)

173 (69.5%)

249(100%)

Inside Libya

4 (1.6%)

49 (19.7%)

50 (20.1%)

103(41.4%)

Outside Libya

1 (0.4%)

22 (8.8%)

123 (49.4%)

146(58.6%)

Total

5 (2%)

71 (28.5%)

173 (69.5%)

249(100%)

Inside Libya

4 (1.6%)

49 (19.7%)

50 (20.1%)

103(41.4%)

Outside Libya

1 (0.4%)

22 (8.8%)

123 (49.4%)

146(58.6%)

Total

5 (2%)

71 (28.5%)

173 (69.5%)

249(100%)

Inside Libya

6 (2.4%)

47 (18.9%)

50 (20.1%)

103(41.4%)

Outside Libya

4 (1.6%)

19 (7.6%)

123 (49.4%)

146(58.6%)

Total

10 (4%)

66 (26.5%)

173 (69.5%)

249(100%)

4.4 Cultural Issues That Influence E-Commerce Adoption Within Libyan Citizens
Table 27 shows descriptive statistics of cultural issues in the Libyan citizen’s sample
inside and outside Libya. Mean and the standard deviation is shown against each issue.
As the table shows, in Suitability to Lifestyle item, the participants who live outside
Libya (M=1.90, SD= .902) are higher than those who live inside Libya (M=1.76, SD=
.821).
Also in Acceptability of giving personal information for males item, the participants
who live outside Libya (M=2.35, SD= .931) are higher than those who live inside Libya
(M=2.14, SD= 1.026).
On the contrary in other two items, in terms of Acceptability of giving personal
information for females item, the participants who live inside Libya (M=3.10, SD=
1.144) are higher than those who live outside Libya (M=3.05, SD= 1.063). Also in E62

commerce makes prestige item, the participants who live inside Libya (M=2.98, SD=
1.047) are higher than those who live outside Libya (M=2.82, SD= .980). This may be
due to the limited spread of E-commerce in Libya, and this makes who use it is special.
In general, Only the issue of Acceptability of giving personal information for females
has scored an above average (3) score in the mean value of a point )5( scale.

Table 27 : Descriptive statistics of culture issues inside and outside Libya
Std.

Place of living

N

Mean

Inside Libya

42

1.76

.821

Outside Libya

114

1.90

.902

Acceptability of giving personal

Inside Libya

42

2.14

1.026

information for males

Outside Libya

114

2.35

.931

Acceptability of giving personal

Inside Libya

42

3.10

1.144

information for females

Outside Libya

114

3.05

1.063

Inside Libya

42

2.98

1.047

Outside Libya

114

2.82

.980

Suitability to Life style

E-commerce prestige

Deviation

4.5 Factors That Affect Customers’ Attitudes Toward E-Commerce Technologies
Adoption Within Libyan Citizens
Table 28 shows descriptive statistics of customers’ attitudes toward E-commerce
technologies adoption in the Libyan citizen’s sample inside and outside Libya. The study
will focus on the mean and standard deviation of each attitude factor. in general, none of
the attitude factors has scored an above average (3) score in the mean value of a point 5
scale.
Let's look at some of these factors, attitudes and their results, for example, the attitude
Purchasing through online is an easy transaction has scored (M=1.77, SD=0.742) who
live inside Libya, while (M=1.93, SD=0.805) those who living outside Libya. Another
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attitude E-commerce Transaction Is Easy To Learn has scored (M=1.85, SD=0.709) who
live inside Libya, while (M=1.94, SD=0.667) those who living outside Libya. These
results indicate that Libyan consumers see E-commerce transaction not easy to learn.
Let's look at the results of some situations that focus on the privacy in E-commerce
transaction; Privacy is affected has scored (M=1.74, SD=0.715) who live inside Libya,
while (M=2.00, SD=0.875) those who living outside Libya. ‘Account information will
not be known’ has scored (M=1.90, SD= 0.821) who live inside Libya, while (M=2.25,
SD=0.996) those who living outside Libya.’ My private information is protected’ has
scored (M=1.79, SD=0.833) who live inside Libya, while (M=2.29, SD=0.958) those
who living outside Libya. As we see all the results that focus on privacy offerings, it
shows weak consumer confidence toward E-commerce transaction in terms of Privacy.
The study also focused on attitudes that cover the security and risk in the E-commerce
transaction; ‘E-commerce transactions are not safe’ has scored (M=2.33, SD= 0.955)
who live inside Libya, while (M=2.58, SD=0.833) those who living outside Libya.
‘Security level of the network is not easily invaded’ has scored (M=2.79, SD=0.951)
who live inside Libya, while (M=2.74, SD=0.941) those who living outside Libya. ‘there
is the risk of identity theft’ has scored (M=2.21, SD=0.801) who live inside Libya, while
(M=2.52, SD=0.848) those who living outside Libya. ‘Risk of fraud is high’ has scored
(M=2.41, SD=0.966) who live inside Libya, while (M=2.36, SD=0.814) those who
living outside Libya. These results explain that, consumers believe that the network
cannot be easily penetrated to some extent, while at the same time they believe that there
is a risk in dealing with E-commerce transactions.
Finally attitudes that focusing on E-commerce merchants and websites, ‘Confident that
the delivered items are similar to the items advertised on the website’ has scored
(M=2.69, SD=1.055) who live inside Libya, while (M=2.69, SD=0.944) those who
living outside Libya. These results show that consumers are fairly confident in the Ecommerce site in terms of product reliability.
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Table 28 : Descriptive statistics of customers’ attitudes inside and outside Libya
Attitudes, variables

Place of living

N

Mean

Std.
Deviation

Inside Libya

39

1.77

0.742

Outside Libya

108

1.93

0.805

Inside Libya

39

1.85

0.709

Outside Libya

108

1.94

0.667

Inside Libya

39

1.49

0.721

Outside Libya

108

1.66

0.686

Inside Libya

39

1.59

0.677

Outside Libya

108

1.73

0.827

Inside Libya

39

1.49

0.601

Outside Libya

108

1.60

0.696

Inside Libya

39

1.74

0.715

Outside Libya

108

2.00

0.875

Inside Libya

39

1.28

0.560

Outside Libya

108

1.48

0.588

Inside Libya

39

1.90

0.821

Outside Libya

108

2.25

0.996

Inside Libya

39

1.79

0.833

Outside Libya

108

2.29

0.958

Inside Libya

39

2.08

0.870

Outside Libya

108

2.48

1.000

Inside Libya

39

2.46

1.120

Outside Libya

108

2.35

0.868

Inside Libya

39

2.33

0.955

Outside Libya

108

2.58

0.833

Inside Libya

39

2.33

0.838

Outside Libya

108

2.56

0.835

Purchasing through online is an easy transaction

E-commerce transaction is easy to learn

Purchasing online can save time

I like to buy on line

Purchasing online is convenient

Privacy is effected

Privacy is an important issue

Account information will not be known

My private information is protected

Privacy is guaranteed

E-commerce transaction can encourage cyber
crime

E-commerce transactions are not safe

Believe in the level of network security
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Attitudes, variables
Security level of the network is not easily
invaded

Place of living

N

Mean

Std.
Deviation

Inside Libya

39

2.79

0.951

Outside Libya

108

2.74

0.941

Inside Libya

39

2.21

0.801

Outside Libya

108

2.52

0.848

Inside Libya

39

2.41

0.966

Outside Libya

108

2.36

0.814

Inside Libya

39

2.41

0.880

Outside Libya

108

2.21

0.798

Inside Libya

39

2.13

0.801

Outside Libya

108

2.32

0.747

Inside Libya

39

1.64

0.707

Outside Libya

108

1.85

0.734

Inside Libya

39

2.15

1.065

Outside Libya

108

2.28

1.031

Inside Libya

39

2.69

1.055

Outside Libya

108

2.69

0.944

Inside Libya

39

2.51

0.885

Outside Libya

108

2.60

0.831

there is the risk of identity theft

Risk of fraud is high

E-commerce transactions expose the consumers
to become the victims of fraud
High risk for credit card numbers to be
manipulated
Identity of the E-commerce merchant needs to be
checked before buying
A lot of information from the website compared
to going to store
Confident that the delivered items are similar to
the items advertised on the website
E-commerce merchants are able to conceal my
personal information after purchasing

4.6 Differences Items Across the Place of Living
In the online behavior section, the study found that there are many differences
between consumer behavior inside and outside Libya in some of the items by used Chisquare test, where it found p <0.05 in these items, this refers to there are statistically
significant difference between consumers living inside and outside of Libya.
such as in the Internet Usage Frequency question. A Chi-square test for independence
showed a significant correlation between the living area and the frequency of Internet
use, 22 (2, n = 249) = 14.561, p = 0.001, indicates that the consumers are living outside
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Libya is more likely to use the Internet than inside Libya. This explains the weakness of
Internet services and high cost inside Libya.
when study asked the consumers about the internet activities they had used, the study
found a difference between consumers inside and outside Libya in these activities: social
media activity, internet telephoning activity, shopping and watching products
activity and Email and chatting activity. A Chi-square test for independence (with
Yates Continuity Correction) indicated a significant association between Place of living
and type of internet activities; using the internet as a Social Media, χ2 (1, n = 249) =
4.150, p = .042. Also, a Chi-square test for independence (with Yates Continuity
Correction) indicated significant association between Place of living and type of internet
activities; Internet telephoning, χ2 (1, n = 249) = 4.848, p = .028. A Chi-square test for
independence (with Yates Continuity Correction) indicated a significant association
between Place of living and type of internet activities; Shopping and watching products,
χ2 (1, n = 249) = 6.817, p = .009. A Chi-square test for independence (with Yates
Continuity Correction) indicated a significant association between Place of living and
type of internet activities; E-mail and chatting, χ2 (1, n = 249) = 20.969, p > .001. All the
above-mentioned differences are in the interest of consumers living outside Libya, This
explains the options available for Internet services to consumers outside of Libya,
stronger and at a reasonable cost and services better than inside Libya.
One of the most important questions posed to consumers is how we can distinguish
between the positive attitude of consumers and the negative attitude, which are barriers
to the use of E-commerce. A Chi-square test for independence (with Yates Continuity
Correction) indicated a significant association between Place of living and Purchasing
online, χ2 (1, n = 249) = 34.638, p < .001. it indicates the consumers are living outside
Libya have purchased online more than inside Libya. This shows that the weakness of
the factors that help in the adoption of electronic commerce in Libya.
There are many products or services customer can buy it online, buying vehicles one of
them. A Chi-square test for independence (with Yates Continuity Correction) indicated a
significant association between Place of living and buying Vehicles online, χ2 (1, n =
173) = 11.443, p = .001. In addition, the use of credit or debit card as a method of
67

payment recorded a difference between consumers where it was found that the use of the
outside of Libya is more than inside. Where a Chi-square test for independence (with
Yates Continuity Correction) indicated a significant association between Place of living
and using Credit or debit card as a method of payment, χ2 (1, n = 173) = 3.963, p = .047.
This refers to the weakness of online banking services in Libya.
Many online sales sites, the study highlighted the most famous sites and found a
difference between consumers inside and outside Libya in the use of the Amazon site.
Where a Chi-square test for independence (with Yates Continuity Correction) indicated
a significant association between Place of living and using amazon.com as a shopping
website, χ2 (1, n = 173) = 7.984, p = .005. This shows that the services of the Amazon
site are not available in Libya, because there is no suitable environment for this in terms
of communication infrastructure, problems in delivery because there are no approved
addresses for most regions in Libya. On the other side, using ly.opensooq.com as a
shopping website scored a difference between consumers where it was found that the use
of the inside of Libya is more than outside because its services are available inside Libya
more than outside. A Chi-square test for independence (with Yates Continuity
Correction) indicated a significant association between Place of living and using
ly.opensooq.com as a shopping website, χ2 (1, n = 173) = 8.514, p = .004.
The study examined the barriers that prevented the use of E-commerce in some
participants and put several reasons, including payment methods, preference of buying
from traditional stores, delivery problems, lack of knowledge, lack of confidence in
after-sale services, fear of personal information and Limited of internet spread etc. it has
found the consumers who are living in Libya Lack of confidence in after sale service
more than outside Libya. Where a Chi-square test for independence (with Yates
Continuity Correction) indicated a significant association between Place of living and
Lack of confidence in after sale service, χ2 (1, n = 76) = 5.471, p = .019. This is due to
the lack of maintenance centers for after sale services in Libya.
In cultural issues section that influences E-commerce adoption within Libyan citizens.
A comparison has been made between the means of the two independent groups (inside
Libya and outside Libya) in order to determine whether there is statistical evidence that
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the associated population means are significantly different; the Independent Samples TTest is used. Based on the results, we can state that; there was no significant difference
in mean score of culture issues between Libyan citizens inside Libya and outside Libya
[t(df) = -1.204 to .841, p > .05]. This gives us the impression that Libyan citizens
keeping their culture even outside their own country to some extent.
The study had addressed factors that affect customers’ attitudes toward E-commerce
technologies adoption within Libyan citizens, A comparison has been made between the
means of the two independent groups (inside Libya and outside Libya) in order to
determine whether there is statistical evidence that the associated population means are
significantly different; the Independent Samples T-Test is used. Based on the results, we
can state that; there was a significant difference in mean score of only three attitude
factors between Libyan citizens inside Libya and outside Libya. These factors are My
private information is protected, [t(df) = -2.844, p < .05], Privacy is guaranteed,
[t(df) = -2.238, p < .05] and there is the risk of identity theft, [t(df) = -2.007, p < .05].
Consumers who live outside Libya are concerned by the three factors more than those
who live in Libya. Those who live in Libya worry for the privacy more than who live
outside Libya, also there is lack of trust. On the other side those who live outside Libya
believe for risk of identity theft more than who live in Libya, this is because the high
technology that is lacking in developing countries may use in the theft and hacking
business in developed countries.
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CHAPTER 5
DISCUSSION

E-commerce has become a major channel for helping increase the economy, raising
productivity in the market, increasing profitability and competitiveness among
companies. In addition, its adoption in developing countries is becoming full of
challenges and obstacles, both in terms of companies and consumers. Therefore, this
study aimed to explore factors influencing customers’ online behaviors and their
attitudes in E-commerce transactions in Libya focusing on differences between citizens
living in Libya and abroad.
The study found that according to online customer behavior, the highest sample of the
respondents use the internet daily, especially at home, and most even classified
themselves as proficient or familiar with the use of the Internet. This indicates the spread
of the Internet is reasonable to some extent in Libya. However, this spread remains
limited in services and possibilities, where there is a significant relationship between the
living area and the frequency of internet use. In other words, the consumer living outside
Libya is more to use the Internet than in Libya. This explains the Internet services and
quality in aboard is higher than in Libya. Besides, these outcomes are not in line with
those of the previous study, where Hamed [75] conducted a study that focused on the
barriers that may prevent E-commerce adoption in developing countries as case Libya,
via used interviews were conducted with decision makers and a questionnaire was
distributed across of 150 Libyan internet users. He found that in terms of internet usage,
Libyan young generation which has PCs at home just about 25% to 30% while the rest
uses internet cafés. Also Kenan, et al. [80] and Elzawi and Underwood [81] have
declared that access to the internet is now more accessible than ever and internet cafés
are the main means of communication for people. where Libya Telecom and Technology
company (LTT) covers most of Libya's Internet areas and is the main provider of the
Internet in Libya. Although seven companies were licensed but subject to (LTT).
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As for the types of activities conducted by Libyan consumers on the internet. In general,
we found that the tools of social media are the most active activity on the Internet. On
the other side, the study indicated a significant association between Place of living and
the following types of internet activities: social media activity, Internet telephoning
activity, Shopping and watching products activity and Email and chatting activity. All
the above-mentioned differences are in the interest of consumers living outside Libya,
This explains the options available for internet services to consumers outside of Libya
are stronger and at a reasonable cost and services better than inside Libya. In addition,
the study has found there is a significant association between Place of living and
Purchasing or buying online, where the consumers are living abroad have purchased
online more than inside Libya. This shows that the weakness of the factors that help in
the adoption of electronic commerce in Libya, of which the weakness of infrastructure,
high cost, fear of fraud and lack of knowledge of the E-commerce transaction, also a
weakness of trust and unsecured payment problems [18].
If we addressed the sites that support E-commerce, we have found that Amazon is the
most popular and popular site for Libyan consumers, especially those living outside
Libya because there is a significant correlation between the living space and the use of
amazon.com. on the opposite side, using ly.opensooq.com as a shopping website scored
a difference between consumers where it was found that the use of the inside of Libya is
more than abroad because its services are available and focusing inside Libya more than
abroad. Besides, most of the Libyan consumers prefer cash payment more than use
credit card. However, there is a significant association between Place of living and using
Credit or debit card as a method of payment, where the consumers who live abroad use
the credit card more than in Libya. This refers to the weakness of online banking
services in Libya.
Consumers find that After-sales services problems are the most inconvenient aspects of
online shopping, followed by delivery problems and payment problems. On the one
hand, was the main barrier for those who had never bought online is Preference for
direct purchasing in shops followed by Lack of confidence in after sale service and
payment problems. Moreover, there is a significant association between Place of living
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and Lack of confidence in after sale service where the consumer who are living in Libya
Lack of confidence in after sale service more than abroad. This is due to the lack of
maintenance centers for after sales services for major international E-commerce sites in
Libya such as Amazon, Aliexpress, e-bay, etc. According to the previous study, most of
the studies had addressed E-commerce transaction but it focusing on firms more than
customers, for example Hunaiti, et al. [85] have conducted study focusing on Electronic
commerce adoption barriers in (SMEs) in Libya by send survey to top managers of
SMEs business where forty SMEs were targeted. They have announced that Libyans’ Ecommerce had faced several challenges, for instance, the higher of internet costs, lack of
good connecting between online shopping services with Libyan postal, also the Libyans
culture and limited trust sometimes prevent them to adopt E-commerce. Also El-fitouri
[84] focusing on obstacles facing E-commerce in developing countries. He has found
that security and privacy is limited on web, lack of knowledge with E-trade exchange,
most of Libyan culture lack of use credit cards and they prefer traditional shopping,
besides the absence of training programs on E-commerce moreover the high cost and
bad service of the internet. As for culture section, Only the issue of Acceptability of
giving personal information for females has scored an above average (3) score in the
mean value of a point )5( scale. These results indicate a reason, it may be a reaction,
where the female was limited to interact with the internet in the past, due to the culture
of Libyan society and this is not ignorance towards the rights of women but fears of
fraud or extortion that may be exposed to the females.
The results of this study concluded that Libyan consumers see E-commerce transaction
not easy to learn. Also, they have weak confidence toward E-commerce transaction in
terms of privacy. Moreover, the results explain that consumers believe that the network
cannot be easily penetrated to some extent, while at the same time they believe that there
is a risk in dealing with E-commerce transactions and they are fairly confident in the Ecommerce site in terms of product reliability. There was a significant difference in mean
score of only three attitude factors between Libyan citizens inside Libya and outside
Libya. These factors are my private information is protected, privacy is guaranteed,
and there is the risk of identity theft. Consumers who live outside Libya are concerned
by the three factors more than those who live in Libya. Those who live in Libya worry
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for the privacy more than who live outside Libya, also there is lack of trust. On the other
side those who live outside Libya believe for risk of identity theft more than who live in
Libya, this is because the high technology that is lacking in developing countries may
use in the theft and hacking business in developed countries. Similarly, Moftah, et al.
[76] and Ahmed and Hawedi [87] have had highlighted the limitations that related to Ecommerce transaction in Libya such as protection and trust. They have found that the
security, trust and protection, affecting the consumers, furthermore, attitudes play the
main role as factors that affecting them toward E-commerce. Moreover, Omar, et al. [88]
have Focused on the satisfaction of Libyan customers, they found that reliability is an
integral part of customer satisfaction and has a strong relationship with each other. Since
the reliability of electronic commerce represents the effective performance to execute
the orders in the right way and with security. reliability dimension plays the main role in
the quality of service and gets a value of customers.
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CHAPTER 6
CONCLUSION
This research aimed to explore factors influencing customers’ online behaviors and
their attitudes in E-commerce transactions in Libya focusing on differences between
citizens living in Libya and abroad by using survey method that targeted the Libyan
participants at home and abroad.
The study found differences between consumers of E-commerce in Libya and abroad
and most negative indicators in who live in Libya. Therefore, the government must
support the infrastructure of telecommunications and this is done by increasing the bring
companies providing the internet, which generates competition between these companies
in providing better services and lower prices. In addition to supporting online banking
services and implementing it in the right way. where the study found that the problems
of payment within the inconvenient aspects during the purchase online and it is one of
the barriers for those who refrain from buying online. Moreover, found that consumers
residing in Libya prefer to pay cash on credit cards, which may be due to a lack of trust
in the banking services or the weakness of these services.
As a future work, online banking services will be studied as one of the main pillars of Ecommerce support and explore how to develop and implement it in the best way. Also,
study the causes and consequences of the complaint of after-sales services in a wider
manner. In addition, conduct a study comparing among Libyan consumers and other
nationalities toward E-commerce transaction in terms of attitudes, culture and barriers
that prevent the use and promotion of electronic commerce.
The study concluded that culture and trust play a major role in the barriers to the use of
E-commerce. The study found that those who refrain to use E-commerce prefer to buy
through traditional stores, in addition to a lack of confidence in the after-sales services,
especially those who reside in Libya. So agents for companies that support online sales
must be provided and provided maintenance centers in Libya to provide these services.
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In general, Libyan consumers see E-commerce transaction not easy to learn. Also,
although they believe the security level of the network is not easily invaded, they believe
that there is a risk in dealing with E-commerce transactions. Besides, the consumers
residing in Libya are less trust and more fearful for their personal information more than
consumers residing abroad, On the other side, those who residing abroad believe for risk
of identity theft more than who live in Libya.
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APPENDIX
A Questionnaire

1. What is your gender?
Male
Female

2. What is your age group?
16-20

21-25

26-30

31-35

36-40

41-45

46-50

Above 50 .

3. Where are you living now ?
In Libya.
Outside of Libya.

4. What is your living area ?
Urban.
Rural.

5. What is your education level?
Secondary school degree.

Higher diploma .

Bachelor degree .

Master degree .

PhD degree.

6. What is your occupation?
Secondary Student .

University Student.

Public sector.

Private sector.

Self-employment.

I am not working.

Others ……………………………………………………..
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7. How long have you been using internet?
Less than one year.

1–2 years.

2–3 years.

3–4 years.

More than 4 years.

8. How often do you use internet?
Every day.

5 or 6 days a week.

3 or 4 days a week.

Less than once a week.

Others………………………………………………………

9. Where do you use internet?
House.

Work Office.

Cyber cafe.

Others …………………………………………………

10. What is your skills using Internet?
Skilled .

Knowledgeable.

Less Knowledgeable .

Want to learn Internet search and browsing techniques.

Others ………………………………………………………..

11. What type of internet activities do you often use ?
Searching information on the Internet .

Social media .

Reading news on the Internet .

Internet telephony

Shopping and watching products.

Email & chatting

Business needs.

For entertainment

Downloading software.

Other

………………………………………………

12. Have you ever purchased products or services online ?
Yes.
No.
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13. If yes (you shop online), which types of products or services do you buy
online?
Fresh food products.

Vehicles.

Clothing and accessories.

Electronic equipment.

Financial services.

Tourist services (hotels, transport, car hire).

Professional services (e.g. accountant).

Foodstuffs other than fresh products.

House-hold goods (furniture, toys etc).

Books.

Prescribed medicines.

Films, music.

Health services (information on diseases, treatment, specialists, etc).
Others …………………………………………………..

14. If yes (you shop online), what is the mode of payment that you prefer while
paying?
Credit or debit card .

Electronic money transfer.

Cash on delivery.

Mobile payment methods.

Others……………………………………….…..

15. If yes (you shop online), which websites do you buy products from ?
amazon.com .

ly.opensooq.com.

e-bay.com.

Alibaba.com .

AliExpress.com

Souq.com

Social Media.

Others ………………………………………………

16. If yes (you shop online), consider the last few purchases you have made
through the web. Were there any inconvenient aspects that you found at those
websites in terms of the following areas? What are they?
Accessibility.

After-sales services.

Product search.

Technical issue (e.g. internet knowledge).

Delivery.

Product availability and variety.

Customer services.

Web design (e.g. language, easy to flow.

payment methods.

Others ………………………………………………

85

17. If no (you don’t shop online), which obstacles are likely to dissuade you
from buying on-line?
No need

Lack of confidence in after sale service.

Preference for direct purchasing in shops.

Payment problems.

Lack of choice of services or products on-line .

Delivery problems .

Limited of internet spread.

Extra shipment or delivery charges.

Absence of advice during purchase.
Lack of knowledge/difficulty of access to the service.
Apprehension on personal data protection.

I am not dissuaded from

buying online .
Others ………………………………………………………

18. Did you buy or sale something online by your mobile phone?
Yes .
No .

19. If yes, do you find it easy to interact with E-commerce services by mobile
phone?
Yes .
No .
I don’t know

20. If no, will you use E-commerce services by mobile phone in the near future.
Yes .
No .
I don’t know.

What extent do you agree or disagree with the following statements that
relate to culture of E-commerce?
21. Using the E-commerce suits my lifestyle.
Strongly agree

Agree

Neutral
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disagree

strongly disagree .

22. Do you think giving personal information (name, e-mail, phone number,
address and date of birth) for male is acceptable during online shopping?
Strongly agree

Agree

Neutral

disagree

strongly disagree.

23. Do you think giving personal information (name, e-mail, phone number,
address and date of birth) for female is acceptable during online shopping?
Strongly agree

Agree

Neutral

disagree

strongly disagree.

24. Do you think people who use E-commerce are considered to have more
prestige?
Strongly agree

Agree

Neutral

disagree

strongly disagree.

What extent do you agree or disagree with the following statements that
relate to attitudes towards E-commerce transections?
25. Purchasing through online is an easy transaction.
Strongly agree

Agree

Neutral

disagree

strongly disagree

Neutral

disagree

strongly disagree

Neutral

disagree

strongly disagree

26. E-commerce transaction is easy to learn.
Strongly agree

Agree

27. Purchasing online can save time.
Strongly agree

Agree

28. I like to buy online to be able to buy goods at any time and in any place.
Strongly agree

Agree

Neutral

disagree

strongly disagree

29. Purchasing online is convenient because I do not need to be stuck in traffic
jams and queues for payment.
Strongly agree

Agree

Neutral

disagree

strongly disagree

30. .Privacy is effected while shopping in E-commerce.
Strongly agree

Agree

Neutral

disagree

strongly disagree

31. Privacy is an important issue to be considered while shopping online.
Strongly agree

Agree

Neutral

disagree

strongly disagree

32. I am assured that my account information will not be known by others in
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E-commerce transaction.
Strongly agree

Agree

Neutral

disagree

strongly disagree

33. My private information is protected in E-commerce transaction.
Strongly agree

Agree

Neutral

disagree

strongly disagree

34. I am confident that my privacy is guaranteed in online transaction..
Strongly agree

Agree

Neutral

disagree

strongly disagree

35. E-commerce transaction can encourage cyber-crime for instance the
payments over the internet can be easily transgressed.
Strongly agree

Agree

Neutral

disagree

strongly disagree

36. E-commerce transactions are not safe because the computer system can be
easily hacked.
Strongly agree

Agree

Neutral

disagree

strongly disagree

37. I believe the level of network security that accepts ATM card or credit card
during the E-commerce transaction.
Strongly agree

Agree

Neutral

disagree

strongly disagree

38. I am confident that the security level of the network is not easily invaded.
Strongly agree

Agree

Neutral

disagree

strongly disagree

39. During the ecommerce transaction, there is the risk of identity theft.
Strongly agree

Agree

Neutral

disagree

strongly disagree

40. The risk of fraud is high during ecommerce transaction.
Strongly agree

Agree

Neutral

disagree

strongly disagree

41. E-commerce transactions expose the consumers to become the victims of
fraud.
Strongly agree

Agree

Neutral

disagree

strongly disagree

42. There is high risk for credit card numbers to be manipulated while paying.
Strongly agree

Agree

Neutral

disagree

strongly disagree

43. Identity of the E-commerce merchant needs to be checked before buying
online.
Strongly agree

Agree

Neutral
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disagree

strongly disagree

44. I get a lot of information from the website concerning goods compared to
going to the store.
Strongly agree

Agree

Neutral

disagree

strongly disagree

45. I am confident that the delivered items are similar to the items advertised on
the website.
Strongly agree

Agree

Neutral

disagree

strongly disagree

46. I believe that E-commerce merchants are able to conceal my personal
information after purchasing via E-commerce.
Strongly agree

Agree

Neutral
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disagree

strongly disagree

