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ABSTRACT: This paper presents proposed government strategies to facilitate diffusion of online commerce in the Kingdom
of Saudi Arabia (KSA). The development of e-commerce in KSA is progressing very slowly compared to the developed and
leading developing nations. Accordingly, this research was conducted to find the key factors involved in this phenomenon.
A major finding presented here, is that both buyers and sellers emphasize the need for government involvement to support and
promote development of online commerce. Particularly, it indicates the need for strategic government initiatives to provide
regulation, legislation, education, and trusted infrastructure for secure payment and delivery. Saudi Arabia presents a
unique cultural, technological and political context for the development of e-commerce. We highlight the particular motivators
and potential benefits of Saudi government involvement in e-commerce development. Also we review the experience of other
countries in this regard. A new model for formulating roles and strategic government initiatives to support the successful
diffusion of online retailing in KSA is presented and discussed. This will be of interest to any following the development of e-
commerce and the information economy in the Arab nations.
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1. Introduction

The number of commercial organizations in the world that tend to apply electronic commerce systems is on the rise. In the near
future, this trend will become not only a tool to simply increase income, but without doubt will be considered an essential means
for competition [1]. While developed nations have become familiar with e-commerce, it is still considered an innovation in the
Saudi context. Rogers [2] defined an innovation as an idea, practice or object that is perceived as new by an individual or other
unit of adoption. Despite the fact that Saudi Arabia has the largest and fastest growth of ICT marketplaces in the Arab region [3-
5], e-commerce activities are not progressing at the same speed [6-9]. Currently only a tiny number of Saudi commercial
organizations, mostly medium and large companies from the manufacturing sector and mainly Business to Business (B2B), are
involved in e-commerce implementation [9].

Separate studies have been conducted to determine the key issues influencing online retailing sales and purchases for both
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retailers and customers in Saudi Arabia. These studies were conducted using mixed qualitative and quantitative approaches
through which several key issues have been indicated. Among these issues, which both retailers and customers emphasized,is
the current lack of clear regulations and legislation, and the need of government supervision and support [10-14].AlGhamdi et
al [15] indicated that government initiatives to support e-commerce growth in Saudi Arabia are currently a missing key factor.

 In the following sections we provide a summary review of literature regarding the nature of retail business in Saudi Arabia; the
current state of the nation’s online retail sector development; and online retailing in other country. A synthesis of findings from
different strands of our research is presented followed by a description of the research methodology used. Insights into the
Saudi context highlight the potential that government interventions to facilitate the diffusion of e-commerce may have. A model,
based on this research, is presented that indicates the strategic initiatives that the Saudi government might implement for best
effect.

2. Literature review

In this section, we look at traditional and online retailing businesses in Saudi Arabia. Government support for e-commerce
development and online retailing in other countries is also reviewed
.
2.1  Retail Business in Saudi Arabia
The average of annual population growth rate in the Kingdom of Saudi Arabia has reached 3% over the past 10 years. This
seems to be playing a role in making Saudi Arabia one of the most dynamic retail markets and most notable in the Middle East
region [16]. “With an estimated population of 24.9 million and a per capita GDP of US$24,581 in 2008, Saudi Arabia is the largest
and one of the richest retail markets in the Middle East” [17].

Over the last decade, the retail business in Saudi Arabia has seen significant growth. International retailers have entered the
local market and the number of local retailers has expanded [18]. In 2010, Saudi Arabia ranked number 4 in the global retail
development index [18]. Currently there are 1.4 million employee in retailing sector in Saudi Arabia and expected to reach 2 million
within 10 years [19]. The current percentage of Saudi employees in the retail sector is almost 17% (or 270 thousand) with the
remaining 83% made up of foreign workers [19]. This represents a significant market place with some unique characteristics.

There are no available official records indicating the size of the retail business in Saudi Arabia. However some sources estimated
the size of the retail market in Saudi Arabia is greater than KSR160 billion (US$1= KSR3.75) dominated by small and medium size
companies accounting for more than 85% of market share [20, 21]. According to The Saudi Ministry for Municipal and Rural
Affairs, the number of retailers in Saudi Arabia reached 242 thousand; 54 thousand of them are licensed for groceries sales [20]
with the balance in other consumer goods. The retail sector in the Saudi market is fragmented and dominated by sales in
individual stores, despite the emergence of a number of large retail chains in recent years [16].

2.2 Online retail in Saudi Arabia
In Saudi Arabia, so far, the effort towards e-commerce development has not reached the originally stated aspirations of the
Ministry of Commerce. Neither does it meet what it sees as the world’s expectations of a country of the level of importance  and
weight in the global economy as Saudi Arabia. Saudi Ministry of Commerce has appointed a committee for e-commerce to
prepare a general framework for a plan to apply e-commerce systems in Saudi Arabia. This framework includes the improvement
of various factors involved with e-commerce transactions (e.g. IT infrastructure, payment systems, security needs, legislations
and regulations, delivery systems etc). The plan also includes the development of e-commerce education and training [3].
However, this information was gained from the first publication booklet of Saudi Ministry of Commerce in regards to e-commerce
written in 2001. No further information has been published to either the Saudi Ministry of Commerce website or its documents
that provide further details about this committee and its current role in e-commerce development in the country. Official
government information on e-commerce in Saudi Arabia is lamentably poor. Since 2006, the responsibility of e-commerce has
transferred from the Ministry of Commerce to the Ministry of Communications and Information Technology. This information
was gained from an exploratory phone call made in December 2010 to the Saudi Ministry of Commerce. It was explained that the
Ministry of ICT in Saudi Arabia is still in its early stages of studying ecommerce. At the time of writing, a survey was conducted
by the Ministry of ICT into e-commerce in Saudi Arabia and a report was published in May/June 2011. The report briefly restated
that e-commerce in Saudi Arabia is still in its early stages. “While 30% of businesses and 13% of government organizations buy
online, only 8% of the businesses sell online. In particular, “clicks and mortar” business is still in its infancy, as most Saudi retail
chains have yet to establish an online channel. On the consumer side, there is as yet little adoption of e-commerce, although
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surveys show that more individuals plan to try it in the future” [9].

Firms in Saudi Arabia seem not to be following the developed countries’ rapid progress towards global e-commerce. In contrast,
online shoppers in Saudi Arabia are increasing with improved access to technology and communications infrastructure. The
Arab Advisory Group carried out an extensive survey in mid-2006, targeting Internet users in four Arab countries (Saudi Arabia,
UAE, Kuwait and Lebanon). The survey covered Internet usage and, e-commerce activities in these countries. While UAE
ranked first in the rate of annual spending on e-commerce per capita, Saudi Arabia ranked first in the overall money spent on e-
commerce activities such as buying from global retailers, e.g. Amazon, eBay, Dell etc, and including airlines tickets and hotels
online booking. As for the prevalence of e-commerce activities among the population, UAE ranked first at 25.1%, Saudi Arabia
second at 14.3%, Kuwait third at 10.7% and Lebanon last at 1.6% [22]. A recent survey of Saudi Arabia’s 11.4 million Internet
users (representing 41% of population) found that around 3.1 million Saudis have purchased online. Airline tickets and hotels
bookings take the largest percentage of these purchases [17] and [22].

Some studies have been conducted to investigate the challenges of e-commerce in Saudi Arabia. These challenges involve the
absence of clear e-commerce regulations, legislation, and rules [23, 26]. Although Saudi Arabia contributes to the efforts of
UNCITRAL (United Nations Commission into International Trade Laws) [3], there is a need to have major development in terms
of domestic e-commerce regulations, legislations and rules to protect the rights of all parties involved in ecommerce transactions
[6, 23, 26]. Other challenges involve the domestic mailing system [5]. Before Saudi Post was established in 2005, individuals had
no home addresses [24]; therefore, to receive mail, individuals had to subscribe to have a mailbox in the post office [5]. While
there is progress being made towards creating a reliable and trustworthy system of mail to the home, it still has a significant way
to go to provide uniform coverage across the country.

This study draws together findings from research stages that have been recently conducted and published in four earlier
papers. In these stages we determine key issues, and their interrelationships, that influence online retailing growth for both
retailers and customers in Saudi Arabia. Several key issues have been indicated as illustrated in Table1 and Table2 below [10-14].

Rank          Inhibitors Enablers

1        Lack of physical inspection Bricks to support clicks

2         Lack of regulations Government supervision

3         Privacy concerns Competitive prices

4          Lack of experience Trustworthy and secure online payment options

5        Trust concerns Owning house mailbox

6         Lack of leading retailers offer online sales Well-designed retailer websites (photos of products)

7         Do not own a home mailbox/ home address Easy access and fast Internet speed

8         Uncomfortable paying online using credit cards Provision educational programs

9          Lack of English language understanding Local banks make owning credit cards easier

10        No/slow access to Internet Others

11       Others

Table 1. Overview of the inhibitors and enablers for customers to purchase online from retailers in Saudi Arabia

The most interesting finding is that both retailers and customers emphasized the lack of clear regulations and legislation and the
need for government supervision and support. Convincingly, this issue is ranked uniformly at number two in this study. It
indicates that any current government efforts to support e-commerce in the country are having insufficient impact to positively
influence retailers and customers. This confirms what has been found in the literature stating that the government efforts
supporting e-commerce in Saudi Arabia are insufficient [23, 26].

Retailers with previous online sales experience also provide clear and practical indications as to the top enabling factors. These
are developing online payment options, enhancing ICT infrastructure and government regulations and support [13]. From
customers’ perspective, trust in Saudi e-retailers (or the lack of it) is probably the most important factor affecting current and
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potential Saudi customers. It is apparent from the apparent Saudi confidence in buying from international ecommerce sites that
it is the local systems and regulations that are deficient. From this, it is reasonable to draw the implication that the government
can play, if it so wishes, a key role in regulating, supervising, and facilitating e-retail in Saudi Arabia [14]. The critical question,
then, becomes whether there are valid justifications for the government to take such an interventionist role in normal commerce,
as opposed to the cases of e-government and e-learning which involve public services or “social” goods. Such a question must
be left to future research. It certainly appears that if e-commerce is to develop in the Saudi context then strategic government
intervention will accelerate e-commerce development.

Rank                                   Inhibitors                                           Enablers
1 Current habits of people in KSA  does not suit online     Providing trustworthy and secure online payment options
             transactions
2 Lack of clear legislations and rules of e-commerce in       Government support and assistance for e-commerce
             KSA
3 Lack of e-commerce experience       Develop strong ICT Infrastructure
4 Products are not suitable to be sold online        Educational programs for people and building the awareness
                                                                                                                of e-commerce in the country
5 Poor ICT infrastructure       Provision of sample e-commerce software for trialling
6 Lack of online payment options in KSA to help build
            the trust of customers                                       Others
7 Resistance to change
8 Others
9 Not trusting online sales activities
10 Cannot offer delivery service
11 Setup cost
12 Not be profitable/ useful for us
13 Cannot offer a competitive advantage over competitors

Table 2. Overview of the inhibitors and enablers for Retailers in Saudi Arabia to adopt e-commerce

2.3 Online Retailing in other countries
The USA followed by the UK account for the world largest market for online retailing. Online retail in USA accounts for 3.6%
($142 billion) of total retail sales in 2008 [34] and in UK accounts for 10.7% (almost $74 billion/52 billion Eur) of  UK retail trade
in 2010 [35]. Between 1995 and 2000, there was a notable proliferation to start-up/ adopt online retailing systems. “Many of these
firms, which were supported by exuberant venture capital and IPO funds, burned through their funding and eventually went out
of business when dot.com bubble burst in 2001. Some were bought out for large sums prior to the bust, while others were picked
up cheaply afterwards” [36, 37]. Competitors’ pressure leaded by Amazon.com and eBay was the main driver for retailers in USA
to go online [36].

In the USA there is not so much reliance on government to lead – just to provide the communication system, an education
system, and because it is a litigious society, strong legislation that covers every implication of e-commerce [36]. In USA,
businesses were mainly attracted to online retailing for the following reasons: (1) easiness and less cost to communicate
between consumers and firms, (2) reaching a wider market, and (3) a tax-free environment” [37]. The USA culture is more
individualist rather than collectivist. It means that highly the competitive business environment will drive development and
continuous innovation in order to keep succeeding and grow market share. The similarity with KSA is that the infrastructure had
to be there before e-commerce could flourish.

Singapore with South Korea and Hong Kong represents unique examples of countries where the government represent
governments took active roles pushing for e-commerce proliferation [38]. Singaporean government has started supporting e-
commerce in the country since the early 90s. Several initiatives have been taken to lead Singapore to the advanced nations in
terms of ICT and e-commerce. A plan called “IT2000” was developed in 1991 to guide the country’s IT development to the 21st
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century and transfer Singapore to an “intelligent” country. At the same year, another plan called National Information Infrastructure
(NII) was introduced in line with the vision of the IT2000 plan to link computers networks and other information applications in
offices, schools, homes and factories across the country. Another project called Electronic Commerce Hotbed (ECH) was
introduced in the mid 90s to address pressing issues in regard to ecommerce development and pool all resources of the major
involved parties of e-commerce. The emphasis of ECH were on seven major areas: addressing policy concerns, deploying show-
cases applications through the efforts of partnership, resolving uncertainties, institute into infrastructure, educating and
training, providing incentive schema for innovation, and establishing international linkages. In 1998, Singapore e-commerce
master plan was formulated to drive the diffuse of ecommerce usages in the country and enhance its position in the global
economy. Its objectives were to develop a global linked e-commerce infrastructure, make the country into an e-commerce hub in
the region, encourage and educate local businesses to strategically use e-commerce, promote the public and businesses to use
e-commerce through mass education efforts, and establish cross-border e-commerce laws and policies to allow Singaporean
businesses to trade confidently with global partners. At the same time, a local enterprise e-commerce program with a total budget
of S$9 million was setup to assist local companies using e-commerce systems (Chan & Al-hawamdeh 2002 and ECAS 2010).
These initiatives are some to show Singaporean government involvement and support for e-commerce since the early age of e-
commerce.

Online shopping shows rapid growth in the developed world. According to Nielsen 2008 survey report, the world’s most avid
online shoppers come from South Korea (99%), and also South Korea is globally number one in online purchases frequency
which is 79% of Internet users purchase online frequently (Nielsen 2008). it is interesting to contemplate how South Korea has
reached this position. Significantly, South Korean government has played a key role promoting ecommerce. Their role was not
only in relation to developing strong ICT infrastructure and promoting ICT awareness, but also championing e-commerce to
drive toward economic success [38]. The active role of the government is one of the defining characteristics of e-commerce
success in South Korea [39].

Despite that e-commerce in Malaysia is weaker than that of more advanced countries; it is a leading developing country in this
regard [38] which we can learn from. The stages of e-commerce development are different from one city to another. E.g. the
development of e-commerce in a developed city, such as the former capital city of Malaysia Kuala Lumpur (KL), is close to that
of more advanced countries such as South Korea, Singapore and Finland [38]. As result, the gap of ecommerce and ICT
technologies and uses between KL and other rural area is huge.

A master plans, agendas and promoting researches have been developed by several government and private sectors agencies
in Malaysia to contribute to e-Commerce development in the country. Malaysian government has allocated approximately US
$45 billion for the 9th Malaysian plan (2006-2010). The main emphasis agenda of e-commerce master plan were to promote
“confidence in e-commerce, prepare a regulatory framework, build a critical mass of Internet users and introduce an electronic
payment system” [40].

Malaysian government has started encouraging small and medium enterprises (SMEs) to adopt e-commerce solutions in their
businesses. In December 2009, the government offered the first 100 SMEs free entry-level websites. This followed in Jan 2010
with further offer taking steps to enable SMEs through signing a contract with eBay and PayPal to empower their online
businesses using eBay and PayPal. This initiative aimed to provide training value and help Malaysian SMEs to market
internationally. Malaysian government offered “a waiver of insertion fees for the first 100 eBay listings and selected features, as
well as up to 25% discount on fees for the first 100 payments received via PayPal” [40].

The story of online retailing is unique. Australian online shoppers are increasing whereas Australian leading retailers are still
lagging in terms of online sales. Nielsen [41] survey showed that “Australia has one of the world’s highest incidences of
consumer purchases online, and was ranked in the top 15 countries around the world”. In 2006-07, 61% of 11.3 million Internet
users have purchase online. This figure increased to 64% (8 million) of 12.6 million Internet users in 2008-09 [42] and in 2009
reached 69% [43]. Nielsen [44] showed that “four in five (80%) Australian Internet users are now shopping online”. In 2008,
Australians spent around $23b in domestic online retail sales for all sectors and expected to reach $32b by 2012. This figure, in
2008, represented around 3% of retail spending in Australia [43, 45-47]. However, significant amount of online spending from
Australians went overseas. 40-60% of online spending goes via international retailers [43, 45, 46, 48]. Local retailers may
encounter a threat of international retailers successfully wining their customers. “The trend of Australian spending going to
international retailers (either directly or via fees for the platform) is not only a worry for Australian companies; it’s a worry for
Australia” [46].
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It seems that Australian government just recently recognized its role to promote online retailing growth in the country. The
recent report about e-commerce in the country was brought by Access Economics Pty Limited in 17 Nov 2010 to  Australian
Department of Broadband, Communication and the Digital Economy. The report discussed the recent movement of e-commerce
in the country and specifically the significant role of online retailing in the digital economy and the future trends. It also
discussed negative and positive issues which influence both Australian shoppers and domestic retailers to go online. “The
report acknowledges that local retailers could benefit by increasing their online presence. It also finds that, to date, some
retailers have not gone online because they do not understand the benefits and are concerned about the cost of set-up and
maintenance of an online sales presence” [49]. The government followed these efforts by hosting an online retail forum which
was held in Feb 2011 in Sydney aimed to encourage and support domestic retailers explore and develop their online businesses.
The forum “brought together Australian retailers and other parts of the supply chain to discuss the opportunities and challenges
that exist for Australian retailers in the digital economy”[50]. Furthermore, the government has placed “a comprehensive
package to advise and assist with almost every facet of running a small business, including the Small Business Online program,
which is helping owners go online, expand their e-business capabilities and engage in the digital economy” [51]. Small Business
Online (SBO) was announced in the 2009-10 budget granting $14 million to help small businesses go online by offering training
programs, advices and development of e-business resources [52]. AusIndustry is “a specialist program delivery division within
the [Australian] Department of Innovation, Industry, Science and Research. It delivers many business programs worth about $2
billion each year... It provides a range of incentives that actually assist businesses to grow. Its focus is really about understanding
business, understanding business needs and understanding how the range of incentives across Government can actually
support those businesses.” [52]

While it is generally agreed that the commercial industry has to take the main responsibilities in developing e-commerce within
a country, the government plays a significant role in promoting e-commerce particularly in “(1) creating a favorable policy
environment for e-commerce; and (2) becoming a leading-edge user of e-commerce and its applications in its operations, and a
provider to citizens of e-government services, to encourage its mass use.” Government support takes various forms from
country to country; however, government regulation can be critical to supporting e-commerce [53]. Comparing developing
countries to developed countries, it is apparent that government incentive is most important in the developing world [53]. The
aggressive driver for governments in some countries to take active role supporting e-commerce development is achieving
economic success (e.g. Singapore, Taiwan, and Germany). In a rich developing nation like KSA this is not such an aggressive
motivator so Government support is already taking its own unique form (and pace) but can still be guided effectively by the
study of these successful cases.

3. Research Methodology Overview

This project studying the diffusion of online retail in Saudi Arabia is built on the combination of qualitative and quantitative
approaches. Qualitative study was conducted first for exploration purposes and was followed by quantitative approach based
on qualitative findings for testing purposes. This type of approach is called exploratory mixed methods design [25] which is
done “to explore a phenomenon, and then [collect] quantitative data to explain relationships found in the qualitative results”
[25]. The mixed methods approach helps to provide an in-depth investigation of the research problem [26].

This study involved 16 interviews with retailers in Saudi Arabia from different sizes and businesses followed by questionnaire
survey, for testing purpose, collected from 148 retailers in Saudi Arabia (representing different businesses, sizes, and familiarity
with using Internet and online sales). Similarly, interviews conducted with 16 customers (males and females) in Saudi Arabia
followed by questionnaire survey collected form 412 customers in Saudi Arabia to test the qualitative stage’s findings in a wider
sample.

4. Developing Strategic Initiatives for Saudi Government Intervention

It can be seen from the literature that Government intervention and preparation for successful implementation of e-commerce
has been instrumental in its success in countries such as the US, Singapore, South Korea, and Malaysia. Limitations on
development are apparent when one considers the Australian experience. Limited government preparation and support for local
online business is leading to reliance on an external marketplace that affects the potential success of Australian business and
adds to the country’s imports biased balance of trade figures. The Kingdom of Saudi Arabia has a unique set of circumstances
and cultural practices that also suggest that a level of Government intervention and preparation is needed for  successful e-
commerce diffusion. In the Saudi context, as a rich developing nation, competitive commercial development has not been a
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priority, but on analysis of the strategic initiatives undertaken already, there is a structured plan that is unfurling.

So far, the outcomes achieved in e-commerce development in Saudi Arabia are not reaching the expectations of a country with
the importance and weight in the global economy like Saudi Arabia. Governments do have an important role to play in e-
commerce. Building the trust in the digital economy should be priority number one. As discussed in earlier section, consumers
and retailers in Saudi Arabia seem not to trust this type of business though not because of ignorance but because of the absence
of a clear regulation system. As mentioned earlier, although Saudi Arabia contributes to the efforts of UNCITRAL, e-commerce
regulations, legislations and rules to protect the rights of all parties involved in e-commerce transactions remain unaddressed.

So, we propose a model in order to promote an attractive e-commerce environment in Saudi Arabia. The model has five important
elements as classified with high priority from the previous research stage findings. These elements involve: introducing e-
commerce law, offering trustworthy and secure online payment options, introducing e-commerce educational programs, enhancing
the national delivery system, and developing strong ICT infrastructure.

As yet, the Ministry of Commerce and Chambers of Commerce in Saudi Arabia have no significant involvement with ecommerce.
Since 2006 the responsibility of e-commerce has transferred to the Ministry of Communications and Information Technology
(MCIT) to avoid overlapping. However, MCIT also currently has no significant involvement with e-commerce [15]. Data collected
form Ministry of Commerce and MCIT showed there is no strategy to develop e-commerce activities in the country. It seems
each government body does not understand clearly its role in this new type of business. E-commerce business is not only about
running a website and selling via it. Clarifying the rules of the e-marketplace should be highly prioritized by the Ministry of
Commerce. Legal and commercial framework, financial issues and intellectual property protection are all very important to be
clarified. This step contributes to the building trust as well.

The Internet users increased from one million (5% of the population) in 2001 to 11.2 million (41%) in 2010 [30]. “Broadband
subscriptions have grown from 64 thousand in 2005 to over 3.2 million at the end of Q3 2010.” [30] However, broadband
subscriptions remain very low compared to the developed nations. Until 2011, the number of Internet Service Providers (ISPs)
has reached only 56 [30]. However, most of the services provided by these companies are mainly from the main cities. Small cities
and villages are still not well served by Internet connections or have no Internet connections at all. Prices also need to be
reviewed to make it attractive for most of the households to connect to the Internet. The role of building strong Internet
infrastructure is very important for the digital economy. MCIT is well placed to play active role in this regard.

Offering trustworthy and secure online payment options is a very important factor. In the West, using credit cards to pay is the
most popular method to conduct online purchases. In Saudi Arabia, however, many consumers are reluctant to use credit cards,
both because of a lack of trust and because some consumers are culturally averse to carrying out transactions linked with
conventional interest rates. Thus, providing alternative, trustworthy and easy-to-use payment options is a critical need for the
industry. Possible solutions include debit cards and payment systems such as PayPal. Another option is the electronic bill
presentment and payment system which Saudi Arabia has developed for billers and payers who are resident in the country,
called SADAD. In essence, the system facilitates data exchange between registered billers and the nation’s commercial banks,
and relies on existing banking channels (such as Internet banking, telephone banking, ATM transactions, and even counter
transactions) to allow bill payers to view and pay their bills via their banks [31]. Currently, SADAD is limited to 100 billers. This
means only the biggest billers in the Saudi Arabia have access to this system. “This limits most Internet merchants to using
credit cards, short code SMS, and prepaid cards as electronic payment methods. To address this limitation, SADAD is currently
working on Biller Base Expansion, which will increase its biller options from around 100 to 20,000” [9]. So, cooperation between
all involved government and industry is needed to provide various online payment options.

Until 2005, individuals in Saudi Arabia had no home addresses [24]; therefore, to receive mail, individuals had to subscribe to
have a mailbox in the post office [5]. In 2005, the postal delivery to homes and buildings was approved by Saudi Post [5, 24].
‘Wasel’ is a mail service enabling Saudi residents to receive mail at their residence free of charge. Another service called “Wasel
Special” has charges for sending mail from a home mailbox, delivery with e-stamp, temporary safe-keeping, temporary forwarding,
P.O. Box transfer and e-mail notification. However, this service does not cover all Saudi cities, only the main ones [32]. More than
half a million people subscribe to the ‘Wasel’ service representing almost 2% of the population who own a mailbox. While this
service is still relatively new, Saudi Arabia is very late in providing individual addresses. Problems with adopting this service
might be the citizens’ lack of awareness of this service or the importance of mailboxes, their ignorance of the direct addresses for
their houses with numbers and streets names, or their mistrust of receiving their mail in this way. Consequently, more efforts are
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needed to motivate and educate citizens about owning house mailboxes and help them solve the related problems.

As the awareness of e-commerce in Saudi Arabia is low compared to the developed nations, government bodies (i.e. Ministry of
Media, Ministry of Education and Ministry of Higher Education) introduce the e-commerce educational programs. These
educational programs are not only for people bust also for businesses. Chambers of commerce can play active role to introduce
educational programs for businesses as Singapore do [33]. These programs may include provision of sample e-commerce
software to trial.

5. Conclusion

This paper presented findings from a series of studies researching the diffusion and adoption of online retailing in Saudi Arabia.
So far, the outcomes achieved in e-commerce development in Saudi Arabia are not reaching the expectations of a country with
the importance and weight in the global economy like Saudi Arabia. Governments do have an important role to play in e-
commerce. Saudi government leadership to promote e-commerce development seems to be sorely missing. Accordingly new
research has been conducted to provide justifications for why and how the Saudi government should be involved in the
diffusion of online retailing. The paper proposed a model in order to promote an attractive e-commerce environment in Saudi
Arabia. The model has five important elements as classified with high priority from the previous research stage findings. These
elements involve: introducing e-commerce law, offering trustworthy and secure online payment options, introducing e-commerce
educational programs, enhancing the national delivery system, and developing strong ICT infrastructure.
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