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Abstract (English)

This study aimed to examine the impact of e-commerce on consumer behavior in
Riyadh City by investigating the influence of factors such as ease of use, trust,
promotional offers, payment security, and delivery service quality on consumers'
purchasing decisions. The study adopted the descriptive analytical approach and
used a questionnaire as the primary data collection tool. The questionnaire was
administered to a sample of 352 consumers residing in Riyadh who had prior
experience with e-commerce. The findings revealed a statistically significant
positive impact of e-commerce on consumer behavior. Ease of access to products,



the ability to compare prices, and the availability of diverse product options were

found to increase consumers' tendency to shop online. The results also indicated
that trust in online stores, secure payment methods, and high-quality delivery

services are among the most influential factors in encouraging continued online

purchasing. The study recommends enhancing information security, improving the
quality of electronic services, and increasing consumer awareness of safe online
shopping practices to support the growth of e-commerce and improve customer

satisfaction.

Keywords: E-commerce, Consumer Behavior, Online Shopping, Riyadh, Purchase
Decision.



