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ABSTRACT 

Online shopping gained importance with the increase in Internet adoption. The development 

in the e-commerce industry, with opportunities created for retailers, demanded research on 

factors influencing online shopping behaviour. The purpose of the study is to determine factors 

influencing consumers’ behaviour towards online shopping for consumer electronics in 

Gauteng, South Africa. The study employs a descriptive research methodology involving a 

quantitative research design. The study adopts a convenience sampling method for collecting 

data by intercepting individuals in Cresta Mall in Johannesburg and Sunnypark Shopping 

Centre in Pretoria. Self-administered, printed questionnaires were distributed, and data were 

collected from 207 respondents. This research followed the correct protocol for administering 

surveys, questionnaire design, measures to ensure data integrity and appropriate analysis 

strategy, providing reliable and valid research. The data were subjected to factor analysis and 

the descriptive statistics were also conducted. The parametric, independent sample T-test and 

Analysis of variance tests were employed for hypothesis testing. The study results suggested 

that demographic, utilitarian and hedonic factors affect consumers’ online shopping behaviour. 

This study concludes that demographic factors affect online shopping consumer behaviour 

traits of electronic goods. It also found statistical differences amongst demographic factors, 

against hedonic and utilitarian factors. The study also tested whether utilitarian values 

influence consumer behaviour towards online buying of electronic goods, concluding the 

existence of a significant relationship between utilitarian values towards online shopping 

behaviour. Lastly, the study determined if hedonic factors influence consumer behaviour when 

shopping online. It is concluded that hedonic factors influence consumer behaviour when 

shopping online. Findings of this study provide a positive contribution to e-commerce research 

in South Africa by assessing practices of online consumers and factors influencing online 

shopping adoption. The study recommends further longitudinal research concerning customer 

behaviour towards online shopping while supporting further studies to focus on the identified 

factors influencing online shopping. 

Keywords: Online Shopping; Consumer Electronics; Utilitarian factors; Hedonic Factors; 

consumer behaviour; consumer. 
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ABSTRACT/NKOMISO 

Ku xava eka inthanete ku vile ka nkoka ku ya hi engetelo wa inthanete.  Nhluvukiso eka swa 

indhasitiri yo xava hi inthanete, ni ku tumbuluxiwa ka miintirho ka vaxavisi, ndzavisiso wa swilo  

swo kucetela mahanyelo yo xava hi xielekitironiki. Nkongomelo wa dyondzo leyi i ku kumisisa 

swilo leswi kucetelaka mahanyelo ya vatirhisi loko va xava eka inthanete switirisi swa 

xielekitironiki eGautengi, Afirika-Dzonga. Dyondzo yi tirhisa endlelo ya ndzavisiso wo 

hlamusela hi ku hlawulekisa ku katsa na dizayini ya ndzavisiso wa nhlayonhlayo. Dyondzo yi 

tirhisa endlelo ra kahle ro sampula ku hlengeleta data hi ku vutisisa vanhu emolweni wa le 

Joni wa Cresta na Senthara ya Sunnypark yo Xava ePitori. Swivutiso leswi u swi lawulaka, no 

swi  kandziyisa swi hangalasiwile, na swona data yi hlengeletiwile ku sukela ka 207 wa 

vavutisiwa. Ndzavisiso wu landzelerile maendlelo yo hetiseka ku lawula milavisisontsongo, 

tidizayini ta swivutiso, swipimelo ku endlela leswaku data yi va hi xiyimo xa kahle na xitirateji  

analysis lexinene, lexi nyikaka ndzavisiso lowu kamberiweke no khorwisa. Data a yi fanele ku 

analayiziwa na nhlayonhlayo wo hlamusela hi ku hlawulekisa wu endliwile. Mimbuyelo ya 

ndzavisiso  yi nyikile miehleketo ya leswaku nhlayonhlayo ya vanhu na swilo swa utilitarian na 

hedonic swi khumbaka mahanyelo ya vatirhisi yo xava emolweni hi xielekitironiki. Dyondzo 

leyi yi gimeta leswaku swilo swa nhlayo ya vanhu hinkwavo swi khumbanaka mahanyelo yo 

xava tinhundzu Ku kumeka na ku hambana ka nhlayonhlayo exikarhi ka nhlayo ya vanhu 

hinkwawo  mayelano na timhaka ta hedonic no tirhiseka. Dyondzo yi kamberile loko mikoka 

ya swithirisiwa  yi kucetela mahanyelo ya vanhu eku xaveni ka tinhundzu hi xielekitironiki, no 

gimeta vukona bya nkoka wa vuxaka exikarhi ka mikoka yo tirhiseka ka mahanyelo yo xava 

hi xielekitironiki. Xo hetelela, dzondzo yi kumisisa loko timhaka ta hedonic ti kucetela 

mahanyelo ya vatirhisi loko va ri ku xaveni hi xielekitironiki.  Ku gimetiwile leswaku timhaka ta  

hedoniki ti kucetela mahanyelo ya vatirhisi loko vax ava hio xielekitironiki. Leswi swi nga 

kumeka ka dyondzo swi na xiave xa kahle ka ndzavisiso wa  e-commerce eAfirika-Dzonga hi 

ku xopaxopa mintolovelo ya vatirhisi ya xielekitironiki na timhaka to kucetela ku tirhisa ku xava 

ka xielekitironiki. Dyondzo yi bumabumela ku yisa emahlweni na ndzavisiso wa longitudinal 

mayelana mahanyelo ya vashavi eka ku xava hi xielekitironiki na ku seketela ku yisa 

emahlweni tidyondzo to kongomisa ka timhaka to kucetela ku xava eka inthanete. 

Marito ma nkoka: Ku xava eka inthanete  Vatirhisi va swa Elekitironiki; Timhaka to tisa Ntsako; 

Timhaka ta Hedoniki;  mahanyelo ya mutirhisi;  
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CHAPTER 1: INTRODUCTION AND BACKGROUND 

1.1 INTRODUCTION 

The study purpose is to explore factors influencing consumers’ behaviour towards online 

shopping for consumer electronics in Gauteng, South Africa. This chapter provides a 

background of consumers’ behaviour, including an insight into the South African online 

shopping industry. Emphasises are on understanding consumer behaviour towards online 

shopping for marketers. The problem statement of the study will be presented. The study 

objectives and research methodology are discussed below. The chapter concludes with an 

outline of the research and a summary of definitions of the main concepts used. 

July 1977 is considered the birth of the Internet. In 1989, Tim Berners-Lee created the World 

Wide Web (WWW) based on distributed computing and the Internet (Oxford Brookes 

University, 2002 and Gromov, 2013). During early 1993, companies applied the Internet as a 

central part of their current and future business strategy. In 1994 statistics indicate that the 

Internet had 2 million users, which influenced individuals to continue exploring the Internet and 

make it part of their everyday life by 1997 (Oxford Brookes University, 2002). The widespread 

adoption changed individuals’ social and business behaviour (McKinsey and Company, 

2011). The development of Internet technologies has had a radical impact on individuals’ 

lives, particularly on local and global business operations (Akroush and Al-Debei, 2015). 

McKinsey and Company (2011) assert that a world without the Internet is unimaginable and 

that individuals take it for granted while underestimating its value. 

In 1998, the Internet affected the global economy; for that year, a 2.5% growth was predicated 

on the United States economy, but the actual increase was 4%, mainly attributable to online 

shopping (Oxford Brookes University, 2002). Recent data show that in the United States e-

commerce has contributed $ 601.75 billion with online retails; in 2019, which was up 14.9% 

from $ 523.64 billion in 2018 (Digital Commerce 360, 2020(a)). In 2019, global retail e-

commerce sales amounted to $ 3.53 trillion (Statistics, 2020 (a)). In 2019, the United 

States e-commerce sales of physical goods alone generated $ 365.2 billion. It is estimated 

that in 2024, e-commerce in the United States will account to $ 600 billion (Statistics, 2020 

(b)). Considering that the use of Internet technology in Africa is on the rise (Mpinganjira, 

2017), the challenge remains that online shopping in developed worlds advanced in 

contrast to developing countries such as South Africa and much of the African continent 

(KPMG, 2017). 
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By 2015, Internet Society (2014) predicted the number of Internet users to reach 3 billion, 

globally. Internet users have increased and in 2019, Internet World Stats (2020) indicates that 

there are 7.77 billion people in the world and 4.54 billion of them are active Internet users. Teo 

and Yu (2005) established that the development and the Internet and the WWW increase in 

popularisation caused consumers and businesses to grasp the benefits they brought. The 

Internet transformed the way individuals communicate and participate, entrepreneurs and 

corporations run their business, and governments and citizens interact (Internet Society, 

2014). The Internet can pursue consumers, to enter new markets, advertise company brands, 

and revamp strategies to keep their consumers (Ernst and Young, 2001), this was observed 

as the Internet gained the recognition of retail marketers (Jongeun, 2004). According to Teo 

and Yu (2005), the Internet matured into a dynamic platform for selling and buying information, 

services, and products. 

The increased absorption of the Internet as a shopping and purchasing platform appeals to 

practitioners and researchers while its fast development raises interesting questions for 

academic research (Teo and Yu, 2005). As Lian and Lin (2008) considerately affirm, the 

evolution of the Internet expanded the simplification of online shopping. The Internet, as a 

retail outlet for online shopping, developed from its initial use by a few to a market with 

significant potential (Jongeun, 2004). Jusoh and Ling (2012) define online shopping as the 

activity a consumer undergoes in making a service or product purchase over the Internet. 

Ahuja, Gupta and Raman, (2003) also defines online shopping as “gathering information 

passively through exposure to advertising; shopping, which includes both browsing and 

deliberate information search, while selecting and buying specific goods, services, and 

information”. From online shopping, the possibility of handling and attempting the product is 

excluded. It still permits a wide variety and instant price comparisons, unparalleled in real 

space (Kellerman, 2014). 

Consumers are more relaxed when browsing the Internet, attributable to social media access, 

Internet banking access, and considerable demands to have most business matters online 

(Dlodlo, 2014). Kellerman (2014) asserts that the virtual action space for shopping permits 

potential consumers to conduct all the phases digitally; including shopping in a real space 

store, excluding the handling and testing. Shoppers could pursue products; search for sellers; 

visually observing merchandise and obtaining information; could compare price; these led to 

the purchase. The popularisation of PayPal, an online payment service in 2010, assisted with 

the vast increase in online shopping (Dlodlo, 2014). The presence of additional means of 

electronic transaction systems should be considered. These systems include mediating 
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services, mobile payment systems and electronic currency, which can be suitable for various 

online transactions (OECD, 2004). 

As Yang and Lester (2004) emphasise, marketers’ concern should not be on identifying the 

users of the Internet, but it should also concern the identity of the online shoppers. The work 

of Heijden, Verhagen Creemers (2001) reveals that obtaining information on buying behaviour 

on the Internet is relevant for marketers. Heijden et al. (2001) further mention that many 

marketers endeavour to improve the quantity and quality of their online consumer group. This 

is attempted by understanding the way consumers conduct themselves on the Internet during 

online shopping while creating basic recommendations for online shopping and new marketing 

strategists. Sultan and Uddin (2011) assert that online shopping is a new platform. Consumer 

behaviour in online shopping is therefore complicated compared to traditional consumer 

behaviour. “Consumer behaviour is the study of individuals, groups, or organisations and the 

processes they used to select, secure, and dispose of products, services, experiences, or 

ideas to satisfy needs and the influences that these processes have on the consumer and 

society” (Kuester, 2012). 

Consumer behaviour on the Internet has undergone a considerable amount of research in the 

past years, but a full comprehension is not so easy, mainly because of the variables involved, 

consumers and businesses, that have been transformed (Koufaris, 2002). It is of the same 

level of importance to identify factors influencing consumers to shop online (Sultan and Uddin, 

2011). The traits of information presentation, navigation and order completion in a shopping 

platform are considered more crucial factors in building e-commerce trust than in traditional 

retail (UKEssays, 2018). 

According to Li and Zhang (2002), the decision-making process in online shopping includes 

information searching, comparing of alternatives, and choice-making and the results bearing 

on this factor directly influence consumer purchasing behaviour. Richa, Kukreti, and Mittal 

(2018) investigated factors influencing consumers’ buying decision behaviour while shopping 

online. The study established that elements with a significant impact on online buying 

behaviour are customer benefits, such as an economic and secured online purchase, a trend 

with technology, and easy availability. 

Online shopping is one of the most favoured Internet activities (Sarigiannidis and Kesidou, 

2009). The work of Li and Zhang (2002) reveals that online shopping is the 3rd most favoured 

Internet activity, ensuing e-mail, instant messaging, and online browsing. It was considered 

more popular than pursuing entertainment information and news, representing two commonly 

thoughts of events when considering the activities of online Internet users (Li and Zhang, 
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2002). Prinsloo (2013) reported that South Africa is behind by five to seven years concerning 

online shopping, compared to the United Kingdom, the United States, Europe and Australia. 

Similarly, a recent report by Flicker Leap (2019) concur that South Africa may be lagging when 

it comes to online shopping, but e-commerce growth is now visible, as increased innovation 

and tech security are introduced. 

This logjam pushes online retailers to develop the products and infrastructure to offer world-

class online shopping as an additional retail outlet channel (Prinsloo, 2013). Online shopping 

benefits include convenience, timesaving, no travelling required, no cueing, 24/7 accessibility 

from anywhere, and the ability for product comparability from various websites (Kanade, 

2018). The study purpose was to explore the factors influencing consumers’ behaviour 

towards online shopping for consumer electronics in Gauteng, South Africa. The study 

employed literature from previous research to comprehend consumer behaviour while 

shopping online. 

1.2 LITERATURE REVIEW 

The preliminary literature review emphasises the literature reviewed on the various facets of 

online shopping. This section briefly discusses online shopping in South Africa, including 

factors influencing consumers online shopping behaviour. 

1.2.1 Online shopping in South Africa 

The CEO of a research company, World Wide Worx, Arthur Goldstruck, affirms that the online 

shopping market in South Africa is not fully developed, behind the curve and lagging behind 

Western countries’ (SA online retail to pass 1% of total retail, 2016). At the time of Prinsloo 

(2013) study, online shopping in South Africa was estimated at 0.8% of the total retail sales. 

This portion may not be substantial yet, but it already represented R6 billion per annum, 

expected to increase to R18 billion (approx. $ 944 million) by 2018 to 2020; online shopping 

of the total retail sales could, therefore, increase with 2% to 3% (Prinsloo, 2013).  

A recent report by Statista (2020) affirms that online shopping in South Africa amounts to $ 

3,804 million in 2020, with an estimation of 6.7% annual growth rate to 2024. The report 

predicts that online shopping revenues in South Africa in 2024 will amount to $4,930m 

(Statista, 2020). Considering the increasing Internet penetration in Africa, the obstacle 

remains that online shopping in economically developed worlds has grown in comparison to 

developing countries like South Africa (KPMG, 2017). 
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Reason for this lag in online shopping is credited, amongst other factors, to a lack of Internet 

access (Kempen & Kasambala, Toerien, 2015). The Internet penetration in South Africa has 

risen noticeably (Internet World Stats, 2020), this has not translated into online shopping. This 

is further highlighted by Mpinganjira (2017) who confirms that not individual with Internet 

access is a potential customer for online retailers. Effective Measure and jab (2014) indicate 

that South Africa’s Internet users are secure with online transactions.  

The research demonstrates that 73.76% of the online shoppers use the Internet for bank 

transactions towards their online purchases. Some retailers are more advanced, while several 

others are “non-starters”. He continues that in the past, individuals had to travel abroad to 

observe, amongst other things, the latest fashions, and electronics. Online shopping provides 

consumers with lower and transparent prices. Shopping online also offers wide-ranging goods, 

services with much more suited shopping options, decreasing traditional shopping 

inconveniences encountering crowds, waiting in long queues at cashier counters and 

unlimited parking spaces at a busy mall (Fong, 2013).  

E-commerce sales are projected to reach 1.4% of total retail revenue in South Africa for 2019 

and estimated to reach 2% of total retail sales for 2022 (World Wide Worx, 2019). 

MyBroadband’s 2019 e-commerce survey reported that consumer electronics (75%), is often 

the most purchased online category, amongst IT professionals and tech-savvy users, in South 

Africa (MyBroadband, 2019). This study focuses on identifying the consumer the influences 

when South Africans shop online for consumer electronics. Consumer electronics, also called 

electronic shopping goods, are defined as a category of products, including smartphones, 

computers, televisions, video game consoles, automotive technology, and several other home 

product categories, such as wearables and 3D printers (Soo, 2014).  

During 2007, e-commerce represented 5.6% of total retail purchases in the United States 

(Digital Commerce 360, 2020(b)), which had a total factory sale of $155 billion for consumer 

electronics since consumer electronics is a large and growing industry (Consumer Electronics 

Association (CEA), 2007). In 2019, the total e-commerce sales recorded consumers spent $ 

601.75 billion online with the United States online retailers, which is up 14.9% from $523.64 

billion the prior year (Digital Commerce 360, 2020(b)). Growth is also indicated by Statista 

(2020) stating that consumer electronics and media are the growing industry, in South Africa 

with a revenue of $ 1,102 million in 2020.  

Soo (2014) notes that from a distribution observation, online shopping is a huge trend, 

becoming more frequent in the industry. With the evolution of the smartphone, comparison 
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shopping applications and direct access to retailer websites, pricing also became increasingly 

transparent, allowing easier shopping (Soo, 2014). 

The NPD group (2011) established consumers considering purchasing electronic products, 

incline to visit a website for product review and background (81%), rather than visiting the 

retail store (61%). The research also established that online-only retailers have a higher 

possibility than retailer websites and manufacturer websites at turning consumer electronic 

product shoppers and researchers into online buyers (The NPD Group, 2011). 

The growth of the Internet and e-commerce have caused many researchers to focus on online 

shopping intention, with the aim to understand the factors that determine the online purchase. 

Majority of the research on the online shopping intention were moslty based on American, 

European and Asian countries (AL-Shukri and Udayanan, 2019). Consumers’ characteristics 

are crucial in their eagerness to engage with online shopping (Teo and Yu, 2005). It is vital to 

understand consumers’ behaviour, determining consumer characteristics, usually shopping 

online while observing their behaviour during the online shopping process (Nikalje, 2013). It is 

equally crucial to identify the factors, influencing consumers to buy online (Sultan and Uddin, 

2011). 

1.2.2 Factors influencing consumer behaviour during online shopping 

In the literature of innovative technology adoption there are many models which are examined 

and widely used by the researchers (Rauniar, Rawski, Yang and Johnson, 2014). As online 

shopping represents consumer behavioural act which relies on the Internet, models which 

derive from behavioural psychology and information system research are consistent when 

analysing different factors that establish the level of online shopping adoption (Renko and 

Papovic, 2015). The Technology Acceptance Model (TAM) is an information system theory, 

depicting the way consumers welcome technology. It was developed to understand the 

workplace adoption of innovative technology (Davis, 1989; 1993; Davis, Bagozzi and 

Warshaw, 1989). The TAM proposes “usefulness”, “ease of use” and “enjoyment” as 

independent variables of consumers’ behaviour towards employing job-related innovative 

technology (Childers, Carr, Peck and Carson, 2001). The TAM is considered as the most 

useful information systems theory (Renko and Papovic, 2015). 

The TAM integrates a causal relationship between ease of use and perceived usefulness (PU), 

advising that a consumer's perception of the ease or difficulty to use a system, influences their 

views of the system’s versatility (Vijayasarathy, 2003). Surendran (2012) indicates that the 

TAM is a useful model to apply, assisting in comprehending the likeness of consumer 
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acceptance to technology. Although Davis (1989) was responsible for the initial development 

of the TAM model, studies, including Pavlou (2003), Franco and Roldan (2005), Ervasti and 

Helaakoski (2010) and Surendran (2012) applied the TAM model, modified or added factors 

to be used, for an improved understanding of online consumers. 

Cowart and Goldsmith (2007) observe that most research on online shopping, explains that 

characteristics, such as demographics, motivations, personal characteristics, and attitudes, 

relate to online shopping. Bellman, Lohse and Johnson (1999) conclude that demographic 

factors, such as income, education and age, have little influence on the decision to shop online 

while noticing that an earlier online purchase was the most crucial determinant of online 

shopping. Cowart and Goldsmith (2007) identify younger users as more agreeable to 

participate in Internet shopping. 

According to Pant (2014), consumers are intrigued by online shopping, not just for its 

convenience, but also for its vast selections, price comparison options, and the availability of 

information online. Business organisations provide online shopping options to save cost, 

compared to maintain a store because they endeavour to provide accessibility to a global 

market, grow consumer value, and build sustainable capabilities (Pant, 2014). PwC and Frost 

and Sullivan (2012) indicate that lower prices have a more substantial influence for shopping 

online; 55% Australia online shoppers indicate that lower costs, compared to physical stores, 

is a crucial reason why they buy online. The percentage was even higher for consumers in 

Australia, shopping from offshore sites, with 59% respondents stating that lower prices were 

the primary motive for online shopping (PwC and Frost and Sullivan 2012). 

Lian and Lin (2008) identify factors for user acceptance of online shopping, as personal 

perceived values, and consumer characteristics. Product and website design and perceived 

risk also fulfilled a considerable part when shopping online. Pant (2014) emphasises that 

Internet users avoiding online shopping is attributable to security reasons, such as credit card 

fraud, a shortfall of privacy, non-delivery risk and a lack of quality guarantee of goods and 

services. Sarigiannidis and Kesidou (2009) share a similar opinion, confirming that Internet 

users avoid online purchases, attributable to privacy and security concerns. 

Consumers have attractions and demands for products; online retailers must identify and 

understand their consumers’ needs (Hasslinger, 2007). Zhou, Dai and Zhang (2007) confirm 

that online shopping experience, positively affect consumers’ probability to repeatedly shop 

online. Consumers with more online shopping experience, and those most satisfied with 

previous online experiences, caused an increase in purchase values, with higher chances for 

repeated purchases (Zhou et al., 2007). 
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Huang and Yang (2010) identified factors influencing consumers as, convenience, choice, a 

lack of sociality, adventure, value, and authority. Huang and Yang (2010) reason that online 

shopping makes it easy for consumers to find products and offerings. Consumers do not have 

to leave their home while searching for products by category or online retailers. Some online 

consumers would prefer to use online channels to avoid face-to-face encounters with 

salespeople, pressuring them into purchasing products, making them feel uncomfortable; they 

are observed as manipulative or attempting to control the marketplace (Katawetawaraks and 

Wang, 2011). 

Huang and Yang (2010) maintain that utilitarian and hedonic values are crucial in 

understanding consumer attitudes. Utilitarian value focus on the evaluations of functional 

benefits (economic value, convenience, and time savings). Utilitarian shoppers are 

transaction-oriented, with a need to systematically purchase what they want, without 

distraction, getting the product in a more efficient manner during the shopping process (Huang 

and Yang, 2010). Hedonic value assesses experimental benefits, such as expenditure 

behaviour, associated with happiness, fantasy, enjoyment, and sensuality. The merit of 

hedonic motivation is experiential and emotional (Hirschman and Holbrook, 1982). According 

to Huang and Yang (2010), hedonic consumers do not shop for the physical benefits but the 

purchasing process. Kim and Shim (2002) suggest that consumers’ search online for 

information and products, includes intentions indicated as emotional satisfaction. Utilitarian 

shoppers are interested in online shopping for four specific attributes, indicating convenience 

and accessibility, selection, availability of information, and a lack of sociality (Wolfinbarger and 

Gilly, 2001). 

Numerous studies are based on factors influencing the consumer’s choice for online shopping. 

The aforementioned factors indicate that the Internet's development changed the value of 

online shopping and how often it is exploited. This study attempted to determine Gauteng 

consumer choice influences when shopping online for consumer electronics. 

1.3 PROBLEM STATEMENT 

The act of shopping is a crucial feature of consumers’ lives, which is always evolving. 

Marketers continue their investigation and understanding of this field (Cardoso and Pinto, 

2010). Towards the end of 2013, 4.6 million South Africans indicated digital participation with 

online shopping, although close to 13.6 million South Africans had access and were active on 

the Internet (MasterCard, 2014). According to Prinsloo (2013), online sales’ increase in South 

Africa follows the same trail than other countries, with an exponential growth during the initial 
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development phase. In 2019, online retailers in South Africa had accounted for the smallest 

proportion of total retail, but for the first time, there is evidence of a wider range of businesses 

concerning category, size, turnover and employee numbers. Showing that the market is 

beginning to mature (World Wide Worx, 2019). PwC (2012) indicates that an average of 40% 

consumers in Western Europe purchase goods online, with Switzerland, Germany and 

France, reporting more than 50% online shopping participants. Predictions articulate the 

market to deliver more opportunities, leading to a gradual increase of online shopping 

consumers (Prinsloo, 2013). 

South Africa holds a steadily growing group of online retailers, such as Takealot, Zando, One 

shop, Amazon, Bidorbuy, Groupon, eBay and Yuppiechef (Prinsloo, 2013; Effective Measure 

and jab, 2014). Research by Goko (2013) and MasterCard (2014) confirms a rise in the 

quantity of South African online shoppers at a steady rate. Although the number of online 

shoppers upsurges, several online consumers are unsatisfied with their shopping experience. 

Research recommends further studies, attempting an improved understanding of factors 

influencing consumer satisfaction (Luo, Ba and Zhang, 2012). 

United States Lab. and Ipsos MediaCT (2013) state that the majority of consumer electronics 

preferred online shopping, indicating price and convenience (53%) as the main reasons for 

shopping online. Their research established that the two top reasons for in-store shopping, 

identified by consumers surveyed, as convenience (51%) and the ability to view the product 

(44%) (iab. and Ipsos MediaCT, 2013). 

Jongeun (2004) and Heijden et al. (2001) emphasise that retailers and marketers, using online 

shopping as a distribution channel, need to fully apprehend and identify their online 

consumers, including knowledge on their purchasing needs. They attempt to ascertain how 

consumers who do not shop online can be transformed into an online shopper, increasing 

online sales. PwC (2012) affirms that many retailers still do not have a central database for 

managing consumer information for online and traditional retailing, but retailers consider 

consumer behaviour traits, by designing websites, encouraging rapid and effective online 

research. 

Heijden et al. (2001) and Bashir (2013) allude that studying purchase behaviour on the Internet 

is crucial for marketers. Several marketers seek to uplift the quantity and quality of their online 

consumer base (Heijden et al., 2001). Sultan and Uddin (2011) explain that it is crucial to 

analyse and identify the factors, influencing consumers to shop online, capturing consumer 

demands, while developing a competitive edge in the market. Li and Zhang (2002) affirm an 

inadequate understanding and information towards consumer factors of online behaviour. 
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Nikalje (2013), Li and Zang (2002), Katawetawaraks and Wang (2011), Cowart and Goldsmith 

(2007), Jusoh and Ling (2012) and Fong (2013) address consumer behaviour and factors 

influencing consumers’ attitude and behaviour towards online shopping. These research did 

not target or identify the South African market. For example, Bashir (2013) study, focusing on 

consumer electronics attempted to analyse and predict consumer behaviour in Pakistan. Here, 

the study identified that online shopping is increasing in Pakistan but the increase of online 

shopping is not as fast when compared to other developed countries such as USA and UK 

(Bashir, 2013). 

According to Prinsloo (2013), inadequate formal research is conducted in South Africa to 

properly evaluate using online shopping and factors influencing online shopping in shopping 

centres. There is still no abundance of research for the South African market, but there is 

available research, such as iab. South Africa (2014), uAfrica.com (2014) MasterCard (2014), 

Prinsloo (2013), McClatchey, Cattell and Michell (2007), and Beneke and Scheffer (2010). 

Majority of these studies focused on online shopping, retail development, and previous years’ 

general online retail statistics in South Africa. This study focused on factors influencing South 

African consumer behaviour towards online shopping for consumer electronics. 

During the study, Emerald, Google Scholar, ResearchGate and EBSCO hosts were searched 

and investigated. Inadequate information is established regarding consumers’ behaviour 

towards online shopping in South Africa and consumers’ behaviour towards online shopping 

of consumer electronics in South Africa. Insufficient information exists, when researchers wish 

to explore the factors which influence consumers’ behaviour online towards shopping of 

consumer electronics in Gauteng, South Africa. 

The study identified an information divergence on the topic, attempting to elucidate the online 

retail industry in South Africa. Retailers could benefit from the results of these studies. Online 

retailers can understand consumers’ behaviour with a different approach. They would be 

provided with the ability to predict their customers’ behaviour, based on the study results. The 

study aim was to comprehend the factors, influencing consumer behaviour. These factors 

would assist in increasing online traffic to the retailers’ websites. The subsequent section 

discusses the research objectives. 

1.4 RESEARCH OBJECTIVES 

This section presents the primary research objective and the secondary research objectives, 

formulated to address the problem statement. Subsequently, the research questions, derived 
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from the objectives, are presented. The section ensures the research hypotheses 

presentation. 

1.4.1 Primary objective 

The primary objective for this research is to determine factors influencing consumers’ 

behaviour towards online shopping for consumer electronics in Gauteng, South Africa. A lack 

of information regarding consumer behaviour concerning online shopping for electronic goods 

in South Africa forms the reason for this study. 

1.4.2 Secondary objectives 

The secondary objectives are identified as attempts to: 

Theoretical objectives 

• review literature on online shopping 

• survey literature on the factors influencing online shopping consumer behaviour 

• appraisal literature on the TAM 

• inspect literature on utilitarian, hedonic, demographic factors 

Empirical objectives 

• ascertain if demographic factors affect consumer behaviour towards online shopping 

electronic goods 

• ascertain if online consumer factors influencing consumer behaviour towards online buying 

of electronic goods differ across demographic factors 

• determine if utilitarian values influence consumer behaviour towards online shopping 

electronic goods 

• determine if hedonic factors influence consumer behaviour towards online shopping 

electronic goods 

1.4.3 Research hypotheses 

H1 Demographic factors positively influence consumer behaviour traits towards online buying 

of electronic goods 

H0 Demographic factors do not positively influence consumer behaviour traits towards online 

buying of electronic goods 
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• Four sub-hypotheses were formulated, linked to Hypothesis 1 

H1a Gender positively influences online shopping consumer behaviour traits 

H1b Age positively influences online shopping consumer behaviour traits 

H1c Education level positively influences online shopping consumer behaviour traits 

H1d Income positively influences online shopping consumer behaviour traits 

 

H2 Online factors influencing consumer behaviour towards online shopping of electronic goods 

differ across demographic factors. 

 

H0 Online factors influencing consumer behaviour towards online shopping of electronic goods 

do not differ across demographic factors 

• Four sub-hypotheses were formulated, linked to Hypothesis 2 

H2a Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across gender of consumers 

H2b Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across age of consumers 

H2c Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across education level of consumers 

H2d Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across income of consumers 

 

H3 Utilitarian values positively influence consumer behaviour towards online buying of 

electronic goods 

H0 Utilitarian values do not positively influence consumer behaviour towards online buying of 

electronic goods 

 

H4 Hedonic factors positively influence consumer behaviour towards online buying of 

electronic goods 

H0 Hedonic factors do not positively influence consumer behaviour towards online buying of 

electronic goods 

1.5 RESEARCH METHODOLOGY 

This section of the study discusses the research methodology, the research design, sampling 

plan, sampling population, sampling frame, sampling method and sample size. 



13 

 

1.5.1 Research design 

Research is the study, identifying relationships, uncovering threats and challenges, monitoring 

programmes, evaluating effectiveness, determining opportunities, and describing various 

segments of the communication terrain (Poindexter and McCombs, 2000). A research design 

is the structure or layout for the research project, employed to assist in formulating the data 

collection and analysis (Wiid and Diggines, 2013). This research represents a descriptive 

study, attempting to clarify factors influencing consumer choice during online purchases of 

consumer electronics in South Africa. 

Quantitative research was employed to conduct the study. Acaps (2012) explains that 

quantitative research methods subsist a body of data, which can be numerically analysed. 

Results are typically presented employing statistics, tables, and graphs. Brennen (2013) 

affirms that quantitative research aims to be systematic, specific, and accurate as it pursues 

to determine validity, reliability, objectivity, and truth. Quantitative analysis is often considered 

more genuine, vital, and scientific because it employs numbers to quantify data (Brennen, 

2013). Quantitative research was appropriate for the study as questionnaires obtained data 

for analysis. Following the guide of additional studies, such as Yang and Lester (2004), 

Mandilas, Karasavvoglou, Nikolaidis and Tsourgiannis (2013), and Jusoh and Ling (2012), 

they employed similar quantitative research techniques. The subsequent section discussed 

the research methodology. 

1.5.2 Sampling plan 

A sampling plan is the process of selecting sample components and the population, such as 

individuals, families, countries, texts and activities, to be investigated in a study (Sage, 2018). 

The ensuing section discussed the sample plan for this study, including the sample identifying 

the sampling population, frame, methods, and size. 

1.5.3 Sampling population 

The population indicates the entire group of participants and individuals from whom data is 

collected (Wiid and Diggines, 2015). The sample for this research comprises Internet users 

who may have full knowledge of rendering an online purchase, with possible experience or 

willingness to present future online purchases. Surveys were provided to male and females, 

18 years and older, in Johannesburg and Pretoria shopping centres. The research focused on 

individuals in shopping malls, assuming they purchased or are there to buy goods, allowing 

the possibility of online shopping knowledge or ensuing online shopping. An iab.SouthAfrica 
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(2014) concludes that 45.1% of online consumers are from Gauteng, with the remainder from 

additional parts of the country. The research focused on most of the population in Gauteng, 

South Arica. 

1.5.4 Sampling frame 

A sample frame is a register of the sample elements accessible for selection during the 

sampling process. The actual sample is elected from the sample frame. A sample frame may 

be a list, an index, or any population record (Wiid and Diggines, 2013). The sample for this 

study did not have a sampling frame. The sample comprised consumers visiting shopping 

centres while employing a non-probability convenience sampling method. 

1.5.5 Sampling methods 

Hansen and Machin (2013) describe a representative sample as a smaller version of the 

population, containing the same main characteristics and in the equal proportions as they are 

present in the society. Hansen and Machin (2013) also assert that two types of sampling 

methods exist, indicating probability and non-probability sampling. Latham (2007) explains 

that probability sampling holds the selected characteristic that each element in the population 

has a known, nonzero chance of being part of the sample. 

In non-probability sampling, subjective judgements influence. It is a convenient method to 

collect a sample with little or no cost when working with large groups of individuals (Latham, 

(2007). As aforementioned, this study employed non-probability sampling methods. This 

method in selecting respondents for inclusion in a sample is more comfortable, 

quicker, and cheaper, compared with probability sampling (Wiid and Diggines, 2013). For this 

research convenience sampling was employed to select the sample. Wiid and Diggines (2013) 

describe convenience sampling as a sample selected from a range of the population, easy 

reachable or available to the researcher. 

1.5.6 Sampling size 

According to Poindexter and McCombs (2000), the sample size should be large enough to 

enable the research expert and decision-maker to be confident with the survey results. It 

should not be that huge, causing a waste of money and time on an effort to decrease the 

sampling error by a minuscule quantity (Poindexter and McCombs, 2000). Considering the 

aforementioned, a sample of 207 respondents participated in this study. Attributable to the 

cost of conducting a research, with guidance from similar studies investigating online 
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shopping, Akbar and James (n.d.) sourced 240 respondents; Prinsloo (2013) sourced 600 

respondents and Yang and Lester (2004) sourced 180 respondents in their study. 

1.6 DATA COLLECTION AND DATA ANALYSIS 

For the current study, surveys were sourced for collecting data. Wiid and Diggines (2015) 

define surveys as a method of initial data collection, whereby information is collected by 

sourcing a representative sample (Wiid and Diggines, 2015). Surveys can be used in a 

quantitative and structured method. This method would indicate the data collection, 

statistically analysed and tested to examine crucial trends of consumers’ variables, including 

relations amongst these variables (Hansen and Machin, 2013). This study employed 

information of various studies, focusing on online shopping, factors influencing online 

shopping, consumer behaviour and online consumer behaviour when designing the study 

questionnaire. 

 The self-administered questionnaires were distributed to consumers in malls. Self-

administered questionnaires were employed as the collection instrument because sample 

representatives were intercepted in public areas, such as popular shopping centres. 

A pilot test was conducted by distributing questionnaires to a small sub-sample of the 

representative sample for the study, which was done to enhance the study validity and 

reliability of the study. 

The study employed statistics to describe data or make inferences from the survey results 

(Poindexter and McCombs, 2000). This method refers to descriptive and inferential statistical 

purposes used to analyse the research results, such as obtaining percentages, mean, modes, 

medians, chi-square test, T-test and ANOVA. According to Wimmer and Dominick (1987), 

programs specialising in surveys data analysis such as Statistical Package for the Social 

Science (SPSS), efficiently computes statistics and analytical techniques (Wimmer and 

Dominick, 1987). 

1.7 ETHICAL CONSIDERATIONS 

This study is ethically conducted. Any competent researcher should consider the ethical 

implications of their actions and choices. The study understood that unethical behaviour would 

lead to the questioning of this research, affecting the research creditably. Ethical clearance 

was pursued from the Department of Marketing and Retail Management. This was conducted 

to ensure addressing unethical study issues. The research and data collection were conducted 
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after the Department of Marketing and Retail Management provided its approval, clearing 

ethical concerns. 

The shopping centre management also provided approval. Their approval granted the study 

permission to approach consumers visiting these shopping centres. Shopping centre 

management was briefed on the research and presented with proof of the necessary 

credentials. The research intercepted consumers at shopping centres, providing a written 

letter of permission (Appendix D). The letters requesting authorisation from the malls is are 

found in (Appendix A-C). In addition to the aforementioned ethical practice, the following were 

considered: 

• Consent forms were distributed amongst respondents, asserting the study, including the 

risks and benefits of respondents for participating in this research. 

• Respondents were informed that participation is voluntary and no loss of benefit for 

nonparticipation. 

• Every effort was rendered to ensure that respondents were not physically or mentally 

harmed. 

• Confidentiality of participants (anonymity) was taken seriously. Data from respondents are 

held in confidence. Such a guarantee was provided to respondents. 

• Respondents requiring the research results were requested to leave an e-mail address, 

which would be used to share the study results and would subsequently be discarded. E-

mail addresses were therefore kept in confidentiality and not shared or employed for any 

other activity. 

• Results were unaltered during the data analysis. Results were reported as collected from 

respondents. 

1.8 CHAPTER OUTLINE 

This study followed the subsequent chapter outline, presenting the research: 

• Chapter 1: The introduction and background are discussed on the topic of the research, 

and the problem statement is also elaborated. 

• Chapter 2: The literature review providing an overview of the background, trends and 

developments, adoption of the Internet and online shopping, globally and in South Africa. 

• Chapter 3: Focuses on the research question of the study, by describing consumer 

behaviour, factors influencing consumer behaviour towards, including the TAM, utilitarian 

and hedonic factors. The hypotheses are developed. 
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• Chapter 4: Showcases the research design and methodology applied in this study. The 

section provides detailed information on the research method followed, regarding the 

research design, sampling plan, data collection method and instruments, questionnaire 

and data analysis, applied in the study. 

• Chapter 5: Presents and discusses the study results and findings. The research findings 

are analysed, interpreted, and evaluated in this chapter. The section also includes 

statistical analysis procedures, applied to analyse the data. This chapter focuses on 

discussing the results and findings. 

• Chapter 6: Provides a review of the study and presents the conclusions obtained from the 

study. The chapter presents limitations, recommendations drawn from the research, and 

suggestions for future research. 

 

INTRODUCTION AND BACKGROUND

CHAPTER 1

ONLINE SHOPPING 

CHAPTER 2

FACTORS INFLUENCING ONLINE CONSUMER BEHAVIOUR

CHAPTER 3

RESEACH METHODOLOGY

CHAPTER 4

RESULTS AND FNDINGS OF THE STUDY

CHAPTER 5

CONCLUSIONS,  RECOMMENDATIONS AND LIMITATIONS 

CHAPTER 6
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Figure 1.1: Presents the chapter outline, employed in the study 

1.9 CONCLUSION 

This chapter presented the introduction and background of the study. The chapter also 

discussed online shopping and factors influencing consumer behaviour. The increase of online 

shopping adoption, with emphasis on inadequate information regarding South Africa online 

shopping was also discussed. The chapter briefly discusses Internet penetration globally and 

in South Africa. The chapter also presents literature on online shopping followed by factors 

that influence online shopping. The problem statement was described, and the research 

objectives and hypotheses of this study were discussed to present the structure to be followed 

in this study. 

The chapter categorises all the research methodology employed. Primary and secondary 

research objectives are also defined for the study. A survey was used for the study. This study 

employed non-probability sampling methods (surveys) on a sample of 207 respondents and 

the questionnaire employed is described. Data analysis applied statistics to describe the data 

or make inferences from the survey results. The subsequent chapter represents the literature 

review of the study. The research describes online shopping in more detail, focusing on South 

Africa and global online shopping, including electronic goods purchased online. 
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CHAPTER 2: ONLINE SHOPPING 

2.1 INTRODUCTION 

This chapter presents the literature discussions regarding online shopping, providing a 

detailed comprehension of the study topic, with the various components affecting the subject. 

This chapter aims to put the research problem into perspective by reviewing the related 

literature while explaining online shopping. The section also discusses factors influencing 

consumers’ behaviour towards online shopping for consumer electronics. Previous studies of 

consumer behaviour are employed to identify factors affecting online shopping. This section 

commences by presenting online shopping, global online shopping trends and developments, 

followed by online shopping in South Africa and online shopping of electronic goods. Although 

there is no abundance of information on the South African market, the study presents the 

available information, exposing the market situation. 

This research is necessitated by limited information on South Africa, relating to factors 

influencing online shopping in the country. This literature review aims to provide an adequate 

theoretical understanding of online shopping. The study also attempted to explain and identify 

the factors influencing online shopping.  

2.2 UNDERSTANDING ONLINE SHOPPING 

The WWW is a network of available series of computers, transmitting data by packet switching, 

employing the standard Internet protocol (Hasslinger, Hodzic and Opazo, 2007). This protocol 

comprises millions of networks, together transmitting ample information and services, such as 

e-mail, file transfer and liked web pages. This protocol changed to commercial space. Entities 

incorporated the WWW into their business model to offer consumers online accessibility 

(Hasslinger, Hodzic and Opazo, 2007). 

Online shopping, also called electronic commerce, is defined as a commercial activity, 

managed electronically on the Internet (Oxford Dictionary, 2012). Yolgas (2012) defines online 

shopping as bargaining and exchanging of various goods and services on the Internet by 

businesses to consumers with no direct physical contact and exchange. 

According to Miva (2011), electronic transitions were developed in 1979 by Michael Aldrich in 

the United Kingdom, connecting a modified home television on a telephone line to a “real-time 

multi-user” transaction managing computer. Marketing of this system commenced in 1980, 

structured on Business-to-Business (B2) systems sold to the United Kingdom, Ireland and 
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Spain (Miva, 2011). Miva (2011) also affirms that early experience of online shopping was in 

1992, through Book Stacks, an online book company, by Charles M. Stack. 

Yang (2017) explains the development of online shopping by evaluating two time periods: first, 

starting from the 1960s to 1990s, based on Electronic Data Interchange (EDI); the second, 

after the 1990 decade, online shopping was completed by WWW. EDI was fully developed by 

1960s in the United States. It eventually replaced traditional mailing and faxing of the 

information with a digital transfer of documentation from one computer to another, called no-

paper transactions (Yang, 2017). Point of sale (POS), electronic ordering systems (EOS) and 

management information system (MIS) were developed to transfer data globally, with various 

businesses employing EDI. According to Miva (2011), these technologies were applied to 

control data accurately and effectively by renting to a value-added network (VAN) to transfer 

data separately. 

Yolgas (2012) established that ample companies decided to expand their services to online 

shopping. Some companies preferred to operate from the Internet and sell goods and services 

directly to online shoppers, with no physical stores (Yolgas, 2012). These are called ‘click-only 

dot-coms’ (Yolgas, 2012). Yolgas (2012) continues to explain that traditional companies are 

upgrading their marketing approach by designing a website for online sales, called click-and-

mortar companies. The development of online technology affected traditional shopping 

customs, with consumers demanding a convenient, fast, price effective, availability of product 

information and services when shopping (Kotler and Armstrong, 2012). According to Tech 

target (2012), products and services sold through online stores, usually have descriptive 

information text, followed by photos and multimedia files. Certain websites add additional links 

for extra product information (Tech target, 2012). 

The commercial environment in developed nations gravitated to online shopping (Monsuwé, 

Dellaert and Ruyter, 2004). Statistics emphasise the constant rise of online shoppers. The 

total online purchases are also proliferating (Monsuwé et al., 2004). The transition from 

traditional shopping to online shopping commenced in the 1990s. E-commerce commenced 

to positively influence and reshape the retail space (Chen and Chang, 2003). Rezaei, Amin 

and Ismail’s (2014) established a probability that online retail shopping is perceived as a 

compliment or a replacement for offline retail shopping. 

Understanding the consumers' online shopping behaviour, especially factors influencing their 

behaviour, is crucial, especially for marketers, to increase the volume of online shopping 

(Marza, Idris and Abror, 2018). Comprehending potential consumers’ needs is essential for 
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store owners placing their business online (Uzun and Poturak, 2014). According to Uzun and 

Poturak (2014), the most crucial stage in online shopping behaviour is to identify and examine 

factors influencing online shopping. Companies benefit from consumer satisfaction, as 

satisfied consumers denote a loyal revenue stream in e-commerce. A need still exists to 

identify the relationship between e-commerce and consumer behaviour (Uzun and Poturak, 

2014). 

2.2.1 Internet adoption and access in South Africa 

The total global usage of the Internet continues to cultivate. Between 1993 and 1997 the 

number of computers, hosting the Internet, increased from 1 million to 20 million. In 2001 the 

number expanded to 120 million. In 2015 it represented 3.2 billion from the global population, 

which was 7.2 billion (Kabugumila, Lushakuzi and Mtui, 2016). In 2020, total global 

populations sum to 7.7 billion, with the Internet usage of 4.5 billion users (Internet World Stats, 

2020). 

The latest statistics by the International Telecommunication Union (ITC) (2017) report assert 

that young individuals are at the forefront of the digital economy with 70% (830 million) of the 

global youth browsing the Internet. The ITC (2017) report indicates that in developed 

countries, 94% of the youth (aged15 to 24) browse the Internet, compared to 67% in 

developing countries and 30% in the least developed countries (LDCs). ITC (2017) results 

indicate that the youth proportion browsing the Internet (70%), is significantly higher than the 

proportion of the total population browsing the Internet (48%) during the study. Research by 

ITC (2017) also discovered that the proportion of households in developing countries with 

Internet access is almost double (84.4%); the number in developing countries (42.9%); and 

14.7% of LDCs have Internet access. 

Even with a definite increase in adopting the Internet, Africa has the lowest Internet access 

(18%) compared to Europe (84.2%) (ITC, 2017). Limited Internet access also affects Africa’s 

low penetration in e-commerce (Kabugumila et al., 2016). The Internet was instituted in South 

Africa in the late 1980s. In 1993, the first Internet Service Provider (ISP) company was 

launched, providing services to corporate clients and private consumers, purchasing Internet 

services from 1993 (North, Mostert and Du Plessis, 2003). During October 1997 to December 

1998, multiply ISPs reported to have offered South Africans Internet services, investing in an 

aggressive marketing campaign to provide access (North et al., 2003). QWERTY (2017) 

reports that with a population of 55.21 million in South Africa, 52% (28.6 million) of individuals 

had access to and browse the Internet. In 2020, South Africa presents a population of 59 
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million users and 32.6 million individuals had access to and browse the Internet (Internet World 

Stats, 2020). 

According to Accenture (2019), South Africans are rapidly becoming digitally savvy 

attributable to digital technology being part of every dimension of their lives. The use of mobile 

phones to access the Internet is significant amongst South African users. With the report from 

Accenture (2019) identifying in their study, that almost all (90%) active Internet users—those 

who go online every day—access the web and social media from their mobile phones. The 

2018 annual cross-border e-commerce report by online payments company PayPal and 

market research firm Ipsos, emphasises the popular use of mobile phones for South Africans. 

The conclusion of the research presented that 62% of online shoppers have made use of their 

mobile device for their purchases, in 2018 (ITWeb, 2018). The South Africa Digital 

Measurement Report (2016), by IABSA and Effective Measure, researched the South Africans 

e-commerce behaviour and observed that; the most of Internet access derives from Gauteng 

residents (38%) and that 61% of South Africans accessed the Internet through their mobile 

phones. The reports describe South Africa as an active online population, of which 79% of the 

respondents had access to the Internet the day prior participating in the survey and determined 

that 10% have accessed the Internet at least within the past ten days of completing the survey 

(South Africa Digital Measurement Report, 2016). In a recent report by Statista, (2020) figures 

indicate that in South Africa out of 36.54 million Internet users, 34.93 million are mobile Internet 

users. 

While e-commerce in South Africa has continued to indicate growth as Internet speeds, mobile 

penetration, and the ability to shop over mobile devices has risen (Accenture, 2019). A vital 

influence in the success of online shopping in South African is to motivate consumers to 

tighten the gap between browsing, purchasing online and going to physical stores (brick-and-

mortar). 

Despite this gap within the South African market, online shopping has recorded a 30% year-

on-year growth rate, in the retail industry since 2009 (White, 2016). The presented growth is 

almost four times that of physical stores, which has shown a yearly growth rate of 7% in the 

South African retail industry. With e-commerce sales accounted for 1% in 2016, the majority 

of the total commerce sales, in South Africa, are still generated by sales from brick-and-mortar 

stores (White, 2016). 
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2.2.2 Traditional store (brick-and-mortar) 

Brick-and-mortar stores may represent a single brand or multi-brand stores, selling various 

brands (Levy and Weitz, 2012). According to Mustakallio (2015), the most customary store 

formats include speciality stores, department stores and boutique stores. Varley and Rafiq 

(2004) also include supermarkets and hypermarkets, convenience stores, warehouse factory 

and discount stores as types of traditional stores. Catalogue shops and showrooms are less 

common but also classify under brick-and-mortar stores (Mustakallio, 2015). Stores 

operations can either be managed by larger chains, individual entrepreneurs or with a 

franchisee-model where an entrepreneur operates chain-branded stores (Levy and Weitz, 

2012). 

Brick-and-mortar stores are considered traditional shopping channels. Consumers observe 

this as the lowest risk implicated way to shop (Mustakallio, 2015). The perception of less risk 

is derived from the possibility of evaluating the product through the five senses. The 

transaction could be conducted through a cash payment, preferred amongst specific 

consumers with security concerns. Personal information by the staff provides the consumers’ 

confidence when considering a purchase (Zhang, Farris, Irvin, Kushwaha, Steenburgh and 

Weitz, 2010; Levy and Weitz, 2012). Study results presented that 86% of the European 

consumers believe that handling the product is a minimum they can do, prior online purchases, 

and for 39% it was unnegotiable (CBRE Research, 2013). 

2.2.3 Online business models 

The Timmers model is mostly employed when discussing online business models, measuring 

the relationship between organisations and consumers (Vargas-Hernández, 2015). The 

Timmers model is designed to provide customer-focused value, while most of its elements 

focus on customer preferences, companies are offered the opportunity to promote their 

products and services. Customers are provided lower prices and a greater variety of best 

information and the convenience of e-commerce (Timmers, 1998). 
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Various types of e-commerce models exist, including Business-to-Business (B2B), Business-

to-Government (B2G), Business-to-Consumer (B2C), and Consumer-to-Consumer (C2C) 

(Timmers, 1998). Although all these categories are discussed below, this study mainly focused 

on B2C e-commerce. Figure 2.1 displays the various types of e-commerce, discussed in this 

section. 

 

Figure 2.1: E-commerce model types 

B2B e-commerce involves transactions between two businesses, such as retailer and 

supplier, retailer and bank, or manufacturer and wholesaler (Musikavanhu, 2017). The B2B 

category accounts for the largest share (80%) of e-commerce transactions (UNCTAD, 2015). 

Predictions indicate continuous e-commerce growth, speedier than any other e-commerce 

segment, continuing to dominate e-commerce transactions (Zorayda, 2003; UNCTAD, 2015). 

C2C e-commerce is buying and selling amongst consumers in cyberspace (Agwu and Murray, 

2014). The rise in electronic marketplaces and online auctions, such as eBay, BidorBuy and 

OLX, renders the rapid development of this e-commerce category possible (Musikavanhu, 

2017). Social networks, such as Facebook, Twitter and LinkedIn, are the main catalysts for 

the growth of these peer-to-peer platforms (Zorayda, 2003). 

According to Vargas-Hernández (2015), B2G e-commerce are transactions between 

businesses and the government, such as public procurement. Zorayda (2003) also explains 

B2G as using Internet licensing procedures and other government-related operations, such 

as paying tax. Finally, B2C e-commerce is transactions between consumers and businesses, 

where consumers transact with a company (retailer) employing electronic platforms to buy 

e-commerce

B2B e-commerce C2C e-commerce B2G e-commerce B2C e-commerce
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services and goods. According to Agwu and Murray (2014), these services and goods 

delivered through electronic or physical channels, are considered the second largest and 

earliest e-commerce category. 

2.2.4 Multichannel retail 

According to (Zhang et al., 2010) multichannel retail commenced, merging brick-and-mortar 

and catalogue sales in the early 20th century. In the 21st century, it developed into a 

combination of brick-and-mortar stores and online retailers. The change, indicating the use of 

multiple channels during one shopping process, increased amongst consumers (Varley and 

Rafiq, 2004). Report results from CBRE Research (2013) established that 90% of the brick-

and-mortar stores have an online store as an added service to their customers. Multichannel 

retailers can present their entire goods while offering supply and convenience to their 

customers. Additionally, retailers can showcase consumers with updated information on prices 

and stock availability (Levy and Weitz, 2012). 

Bell, Galliano and Moreno (2014) focused on an omnichannel word, explaining that sales 

channels can be sectioned into four parts. Consistent variables are the channels of information 

delivery and the fulfilment enjoyed from brick-and-mortar stores. Two sales process strategies 

can descend from this (Mustakallio, 2015). A single- channel strategy, where a pure-play retail 

store provides information, employing online channels, delivering products to their customers 

who do not need to visit the physical store (Bell et al., 2014). A multichannel strategy indicates 

that retailers may have brick-and-mortar stores for presenting products. Fulfilment subsists 

with delivery to the consumer. While the information and payment occur online, the customer 

might have to collect the purchased items from the store. Figure 2.2 presents the information 

and fulfilment matrix. 

  

In
fo

rm
a
ti
o

n
 

d
e
liv

e
ry

 

Offline Traditional Retail Online retail plus showroom 

Online Shopping and delivery Pure-play e-commerce 

 Pick-up Delivery 

 Fulfilment 

 

Figure 2.2: Information and fulfilment matrix (Bell et al., 2014) 
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2.2.5 Online payment methods 

Various online payment methods exist that consumers can use when paying for goods online. 

Some retailers present a choice of multiple payment methods for customers (Musikavanhu, 

2017). Online payment method is described as a means for consumers to pay for goods and 

service online. When users are ready to make the payment, online payment method options 

are displayed on the payment page, also called the checkout point (Paypers, 2017). According 

to Musikavanhu (2017), Koponen (2006) and Acosta (2008), online payment methods can 

include credit cards, virtual credit cards, electronic cash, e-checks, e-wallets, e-Billing, person-

to-person, Bitcoins, debit cards and smart cards. Figure 2.3 displays the various online 

payment methods. 

 

Figure 2.3: Online payment methods 

Using credit cards for online payments is a popular method, even though the fear to share 

confidential information is a concern for the consumer (Acosta, 2008). For credit card payment 

to be successful, payment consent from the consumer’s bank is required, allowing funds 

transfer from their accounts to the business account (Lawrence, Newton, Corbitt, Lawrence, 

Dann, and Thanasankit, 2003). Musikavanhu (2017) advises consumers to ensure that the 

payment platform can be trusted with their credit card details. Consumers are also offered the 

option to use virtual credit cards, with a single number that consumers can use for online 
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purchases, instead of a standard credit card (Lawrence et al., 2003). Virtual credit cards 

provide consumers with a purchase method, with no need to disclose consumer card number 

and details (Acosta, 2008). Consumers using debit cards to purchase goods and services, use 

their transactional account to transfer funds, which can take one to five business days 

(Musikavanhu, 2017). 

Smart cards contain a microchip, holding more information than most cards. It may include 

health care, transportation, identification, and banking information for payments processed 

through the Internet (Koponen, 2006). Alternately, consumers can use E-Cheques. An E-

Cheques is a form of an electronic version of a paper cheque (Musikavanhu, 2017). First Data 

(2012) descries an e-Cheque as a method to transfer funds for electronic payments through 

the automated clearing house (ACH) network replacement for physical acceptance and 

routing of a paper check. This method may be processed speedier and inexpensively. 

Consumers who do not have credit or debit cards may use digital tags (Acosta, 2008). For 

successful digital card purchases, consumers need to transfer funds into their digital cash 

account before proceeding with the payment (Musikavanhu, 2017). Similarly, consumers can 

use e-Wallet as another payment method. Consumers can download available e-Wallet 

software on their devices (laptops, desktops, and smartphones), to load their bank cards 

details and online payments can be done almost instantly with few clicks (Koponen, 2006). 

This study also identified person-to-person payment as another payment method. Report by 

Consumer Action (2013) refers to the person-to-person pavement (also called peer-to-peer 

payment or P2P) as a payment method that allows the consumer to purchase with no use of 

cash or check, even if the recipient cannot accept credit or debit cards. Several banks allow 

consumers to make P2P payments from their account directly to others’ accounts employing 

devices (laptops, desktops, and smartphones) (Consumer Action, 2013). Similarly, the 

consumer can also use e-Billing, equally known as electronic bill presentment and payment 

(EBPP) (Musikavanhu, 2017). 

EBPP does not use mail system instruments for bill presentment and payment. It uses the 

Internet to deliver bills electronically (Andreef, Binmoeller, Boboch, Cerda, Chakravorti, 

Ciesielski and Green, 2001). These bills are displayed to the consumer using the Internet. 

Payment can proceed after a successful consumer verification was obtained (Koponen, 2006). 

Nakamoto (2008) presents another version of electronic money, called Bitcoins. Bitcoins 

enable P2P online transactions without financial institutions’ input. Such payments depend on 

cryptographic verification, rather than employing a third party. It, therefore, permits two users 

to transact with ease (Nakamoto, 2008). According to Windh (2011), online payment methods 
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(in the payment industry) improved drastically, providing consumers with various payment 

options. 

Online shopping behaviour is different from traditional shopping. The available knowledge of 

online consumer behaviour is limited (Karimi, 2013). It is, therefore, crucial to increase the 

theoretical knowledge in this area, studying the influential factors of the online environment. 

The subsequent section presents the study findings on global online shopping trends. 

2.3 GLOBAL ONLINE SHOPPING 

Global sales of the retail e-commerce sector recorded $3.53 trillion in 2019. This amount 

should increase with $6.54 trillion by 2022 (Statista, 2019). Provided the significance of online 

sales and consumers, online retailers need to gain a widespread comprehension of online 

consumers (Zheng, Lee and Cheung, 2017). According to Nagra and Gopal (2013), fast-

developing countries comprehend the influence of the Internet. They allowed the retail space 

to mould the Internet with its constant change and demand. This demand swayed e-commerce 

companies to improve their services. Consumers perceive online shopping as convenient 

(Nagra and Gopal, 2013). Online shopping evolved from advance payment to cash on delivery 

(COD); fixed delivery time options grew to convenient delivery times, at the choice of the 

customer (Nagra and Gopal, 2013). 

Online shopping made a significant contribution in a short period. According to Nielsen (2014), 

between 2011 to 2014, online shopping intention rates doubled. Nielsen (2014) also observed 

that in different countries, the various online shopping trends caused an increase of individuals 

using the Internet. Countries such as Netherlands (93%), Great Britain (87%) and Canada 

(86.8%) have large numbers of the online population, compared to China (42%), Mexico (38%) 

and India (12%) (DHL, 2013). Global online sales increased with a large margin in recent 

years, with a total market share exceeding $1 trillion in 2015 and estimated to reach 6.5 trillion 

in 2022 (Statista, 2019).  PostNord (2014) established the frequent use of the Internet and 

increased access levels of mobile broadband and smartphones, as frequent reasons for 

Europeans regularly shopping online. The study also established that individuals are satisfied 

with the benefits of online shopping, compared with shopping in stores (PostNord, 2014). 

According to Invesp (2017), the total global sales were $2.197 trillion in 2017; in 2019, it 

reached $3.53 trillion (Statista, 2019). Research by Invesp (2017) also indicates the countries 

with the highest online sales as a percentage of the total retail sales as the United Kingdom 

(15.6%), along with China (13.8%), Norway (11.5%), Finland (10.8%) and South Korea 
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(10.5%). Nielsen (2014) indicates that the global online shopping intention rate of purchase 

during 2011 to 2014 increased: for event tickets (41%), electronic books (34%), sporting goods 

(31%), toys such as dolls (29%), electronic goods (28%), music (27%), pet supplies (21%)*, 

flowers (18%), cars/accessories (17%) and alcoholic drinks (17%). Computer software rates 

(27%) tripled (Nielsen, 2014). The DHL report (2013) observed a difference in market size and 

online shopping amongst countries. According to Weening (2012), the total global e-

commerce sales in 2011 reached $961 billion, indicating a 20% increase from the previous 

year. The development of the Internet increased the number of online shopping activities 

(Sarigiannidis and Kesidou, 2009). 

Worldatlas website (2017) published an article on the countries who spend the most online, 

indicating the three biggest spenders as the United Kingdom, the United States and Sweden. 

The United States reached the highest total proceeds from online shopping globally at $364.66 

billion in 2012; in 2015, the average amount spent per online shopper was $1, 804 annually 

(Worldatlas website, 2017). In 2015, the United Kingdom average spending for each online 

shopper amounts to $1, 629 annually; 50% of these consumers purchased various electronics 

goods online rather than in stores (Worldatlas website, 2017). Consumers in Sweden spent 

the third-highest amount online in 2015, with an average of $1, 446; 20% of an online shopper 

in Sweden shop abroad, with the majority purchasing from the United Kingdom (32%) and 

Germany (28%) (Worldatlas website, 2017). 

Frederick (2015) indicates that shoppers do not shop online from their countries, but cross-

border markets were established. Three large global nations lead this market, indicating the 

United States, China, and the United Kingdom. Europe represents the second largest regional 

global online retail market, following China, ahead of the United States (Frederick, 2015). 

Research indicated that in 2013, Great Britain represented the largest online exporting market 

globally on a per-capita basis of $54 billion. Most shoppers would instead purchase from a 

large variety of online stores, irrespective of the country as their purchases are shipped (DHL, 

2013). Online shoppers exponentially increase the market for across-the-border sales. Online 

stores need to consider awareness of their influence on total global sales (Frederick, 2015). 

Across-the-border sales rendered online payment systems, such as PayPal and Alipay, the 

second most frequent payment methods choice for consumers shopping online in other 

countries (DHL, 2013). 

Globally, online shoppers encounter various shopping experiences. In some developed 

regions of Europe, with various online products available, the local online retailers expanded 

into a more competitive market (Nielsen, 2014). The advanced growth of online shopping in 
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recent years is attributable to the Internet signifying a natural place for numerous Europeans. 

Foreign sites offer an increase of curiosity, combined with the desire to find better deals and 

the need for variety (PostNord, 2014). According to Nielsen (2014), Middle East/Africa, 

compared globally, embodies lower-than-average online shopping percentages. Nielsen 

(2014) observed that it is attributable to the average low disposable income where online 

shopping is not a priority. Tapson (2009), Aminu (2013) and Nabareseh and Osakwe (2014) 

indicate that Africa additionally indicated trust, privacy concerns and demographic variables 

as significant determinants of consumers’ willingness to engage in online shopping. 

According to Nabareseh and Osakwe (2014), the modest Internet penetration rate in Africa is 

a significant obstacle in the adoption of Internet shopping by its active population. Nabareseh 

and Osakwe (2014) also consider that the lack of a crucial infrastructure, like adequate road 

networks, telecommunication, railway lines, a postal system, and power supply in Africa, are 

reasons for a low Internet penetration rate. These factors contribute to the below average 

online shopping percentages. Global Internet can be traced back to 1960 in the United States-

based ARPANET. The first network in sub-Saharan Africa was introduced three decades later, 

in 1988 at Rhodes University in Grahamstown, South Africa. The arrival of the Internet in Africa 

was official in 1991, materialising the first data packet transmitted from South Africa to Oregon 

(The Internet Society, 2015). 

The front runner’s African countries, establishing the Internet, were Tunisia and South Africa 

(1991), Egypt (1993), Algeria and Zambia (1994) (The Internet Society, 2015). Towards the 

end of 1997, 47 African countries had some type of Internet access through a local dial-up 

store-and-forward e-mail service with a gateway to the Internet, or a full leased line service. 

Faster, ever-present access, progressive technology development and continued growth of 

users contributed to an environment, promoting transformation in developing applications, 

services, and devices. These factors contributed to Internet development (The Internet 

Society, 2015). These factors encouraged business innovations and creativity (Nabareseh 

and Osakwe, 2014). 

According to The Internet Society (2015), three billion Internet users were established globally; 

economically, it was estimated at $20.4 trillion. Africa’s business-to-consumer (B2C) market 

was evaluated at 2%. Africa’s increasing e-commerce platforms influenced the online 

shopping space by attracting and the support of foreign investment (CNBC Africa, 2014). 

The American hedge fund, Tiger Global Management invested $100 million in Takealot, a 

South African online shopping company (CNBC Africa, 2014). Nigeria is Africa’s largest 

nominal GDP economy. Leading e-commerce markets and Nigeria’s Jumia online shopping 
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destination were valued at $550 million, including a $142 million investment in November 2014 

by a German-based global e-commerce investment company, Rocket Internet (International 

Trade Centre, 2015). These platforms obtain foreign investment, which may enable local 

African businesses to partake in global e-commerce while competing with large global 

suppliers (International Trade Centre, 2015). The Digital Evolution Index by MasterCard also 

recognize South Africa as the most economically digital developed country in Africa and one 

of the fastest-growing economies worldwide. Africa has the ability for furthering e-commerce 

as a way of developing/expanding business and South Africa is at the lead of developing a 

modern e-commerce network (Jooste, 2015). 

The subsequent section discusses online shopping in South Africa, as this research also 

intended to comprehend the South African online retail industry 

2.4 ONLINE SHOPPING IN SOUTH AFRICA 

The use of the Internet and online services in South Africa is growing as consumers are 

gaining additional understanding of online shopping (Persad & Padayachee, 2015). In 2013, 

41% of South African citizens browsed the Internet, allocating South Africa in 5th place in Africa 

and 92nd globally concerning individual Internet usage (Brand South Africa, 2013). Statics 

released by Internet Live Stats (2016) indicate an increase in this number. In 2016 South 

African results indicated that 52% of South Africans actively browsed the Internet (Internet 

Live Stats, 2016). Subsequently, in 2019 South African results indicated that 54% of South 

Africans actively browsed the Internet (BUSINESSTECH, 2019(a)). EShopWorld (2016) 

indicated that in 2016, South Africa had a population of 54.96 million, with a GDP of $312.8 

billion, classified as an upper-middle-income economy. South Africa is a growing market 

concerning online shopping (Prinsloo, 2013; Goko, 2013; MasterCard, 2014). According to 

EShopWorld (2016), 46.1% of the South African population purchased goods online, with an 

expected increase to 60% by 2020. Although inadequate research was conducted in this 

growing market, Goko (2013) and MasterCard (2014) confirm a rise in the number of South 

African online shoppers. It continues to increase at a steady rate. 

According to MasterCard (2014), 4.6 million South African Internet users shopped online in 

2013. By 2019, this number has increased to 18.43 million e-commerce shoppers in South 

Africa, with an additional 6.36 million shoppers expected to be shopping online by 2021 and 

spending a predicted average of $ 189.47 online, an increase from $ 146 average spend in 

2017 (Flicker Leap, 2019). South Africa is still not at the same pace than countries, such as 

the United Kingdom the United States, Europe and Australia concerning online shopping 
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demand. This backlog forces online retailers and shopping centres to draw alongside the rest 

of the world quicker (Prinsloo, 2013). World Wide Worx (2016) established research on the 

South African market, predicting a twofold increase from 2016 to 2020 in online retail sales. 

The study also determined that although this growth remains minor compared to the Western 

markets. The current business set, devising the South African online retainers remain 

conventional. Research proposed that the e-commerce industry in South Africa did not 

develop the proficiency of the Western Market yet (World Wide Worx, 2016). Online shopping 

is one of the most popular activities occurring on the Internet, immediately following e-mail, 

instant messaging (SMS) and web browsing (Sarigiannidis and Kesidou, 2009; Li and Zhang, 

2002). Pressure from consumers with experience in global online shopping applies to retailers 

in South Africa, developing particular products and an infrastructure to deliver topline online 

shopping as a bonus retail outlet channel (Prinsloo, 2013). Research (based on a broad e-

commerce definition) indicates that while 38% of South Africans shop online domestically, an 

additional 50% shop domestically and cross-border (PayPal, 2018). 

The World Wide Worx (2014), Effective Measure and jab (2014), MasterCard (2014) and 

Prinsloo (2013) identify the most visited and popular South African online shopping sites in 

2013 as Takealot, Zando, Amazon, Bidorbuy, Groupon and eBay. According to 

Money101.co.za (n.d.), South African companies, such as Woolworths and Mr Price, local 

brick-and-mortar companies, also started offering online purchase options. Consumers could 

return the goods at no additional cost. Regardless of the increased number of online shoppers 

in South Africa, consumers remain cautious about buying goods online (Money101.co.za, 

n.d.). Both Prinsloo (2013) and World Wide Worx (2014) established that in South Africa, 

convenience, variety, and price are some main reasons why South Africans shop online. 

Research determined that 76% of South African online shoppers buy locally, while 24% 

purchase on foreign sites (World Wide Worx, 2014). 

EShopWorld (2016) established that in 2016, there were 17.4 million online shoppers in South 

Africa. The study predicted an increase of 5.6 million by 2020. Fin24 (2017) reported that in 

2016, 43% of South Africa shopped cross-border, placing the United States as the most 

favourable online shopping stop, followed by China and the United Kingdom. Tech Central 

(2017) and Fin24 (2017) reported on a researched by Ipsos, estimating that in 2018 online 

shopping spending would increase to R53 billion from the R37 billion reported for 2017. Tech 

Central (2017) states that Ipsos established that 43% of South Africans shopped outside South 

Africa, attributable to reasons, such as free shipping (60%), the ability to use local currency 

for payment (58%) and secure payment options (56%). 
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The published article by PMD (2018) specifies the recorded online shopping sales in 2015 for 

Cape Town as 32%, followed by 28% and Pretoria at 7%. According to PMD (2018), the South 

African e-commerce awards survey conducted in 2015, established that females (ages 18 to 

39) represented most online buyers; online shoppers in South Africa spend between R250 - 

R1000 per purchase; from the sample, 33% of shoppers bought more than 10 times annually, 

and 28% of the sample shopped online, using their mobile phones. Mybroadband (2018) 

indicates that South Africans still hold some concerns about online shopping. The study 

suggests that 30% of shoppers are concerned they might not receive their order when items 

are purchased outside South Africa; 24% have agonised concerning arduous return 

processes; 24% shoppers are concerned regarding identity theft, fraud and security. 

Mybroadband (2018) research established that 75% of survey respondents shopped on 

Takealot in 2018, followed by Loot (24%), Makro (22%), Superbalist (19%), One day (18%), 

Spree (17%), Zando (17%), Woolworths (15%), Raru (13%), Netflorists (12%), Mr Price (11%), 

Pick n Pay (9%), Evetech (8%), Yuppiechef (8%), Wootware (8%), Incredible Connection 

(7%), Dion Wired (5%) and Istore (5%). The MyBroadband (2018) survey also requested that 

the respondent select the best South African online shop. Results indicate Takealot (45%) to 

be voted as the best followed by Superbalist (6%) and Loot (6%). 

Tech Central (2017) also reports that South Africans purchase globally, with the United States 

being the most popular destination (24%), followed by China (13%) and the United Kingdom 

(12%). Fin24 (2017) reports the most purchased items online as, digital entertainment and 

education items (53%), event tickets (47%), and clothing, apparel, or footwear (45%). In 

contrast, research by MyBroadband (2018) reports the most purchased items as, 

clothing/apparel, footwear and accessories (68%) with jewellery and watches (62%) second 

most popular, followed by consumer electronics, computers, tablets, mobiles and peripherals 

as the third purchase of choice (54%). According to Prinsloo (2013), in South Africa, products 

mostly bought are books, followed by consumer electronics, music and games. 

In face of the reported slow growth of online shopping in South Africa, researchers estimated 

that the growth indicators will be positive. The published report by McKinsey & Company 

concluded that with the current trend, e-commerce could total 10% of retail sales in Africa’s 

biggest economies before 2025 (Jooste, 2015). The subsequent section discusses online 

shopping of consumer electronics (electronic goods), as the studies focus area. 
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2.5 ONLINE BUYING OF ELECTRONIC GOODS 

The electronic goods market increased in recent years. The increase is attributable to the 

intensified development of state-of-the-art electronic goods in the market (Vijaya, 2015). 

According to Vijaya (2015), the electronic goods offered in the market comprise video, digital-

based audio, and IT. Wang and Yang (2010) established that electronic goods purchases are 

higher than other goods. Previous report by South African Council of Shopping Centres found 

that the most purchased online products in South Africa are clothing, followed by books, 

electronics, DVDs, electrical appliances, homeware and the least bought was groceries 

(SACSC, 2016). South Africa online shopping research by MyBroadband’s 2019 conducted 

an e-commerce survey and have established that consumer electronics goods (75%) are often 

the most purchased online, followed by flights and accommodation (55%) are the amongst IT 

professionals and tech-savvy users (MyBroadband, 2019). The study, therefore, focused on 

online buying of electronic goods. 

Vijaya (2015) refers to electronic consumer goods as various electric appliances used by 

private consumers. Techopedia website (2017) defines consumers electronics as electronic 

devices developed or created to be purchased and used by consumers for everyday non-

commercial purposes. Techopedia website (2017) establishes consumer electronics amongst 

the most used, indicating electronics computing and communication devices. Vijaya (2015) 

identified four main segments of electronic goods: 

• traditional consumer electronics goods (audio and video equipment) 

• computing devices (mobile phones, computers, calculators, and laptops) 

• white goods household /domestic appliances (washing machines, irons, vacuum cleaners, 

grinders) 

• personal care (hairdryers, shavers, electric toothbrushes) 

For this study, electronic goods refer to traditional consumer electronic goods, computing 

devices, white goods household and domestic appliances, and personal care electronic 

devices. According to Wang and Yang (2010), online buying of electronic goods adds excellent 

convenience to the life of consumers as buying electric appliance online, provides consumers 

with a possibility to find various products. Consumers can review wide-ranging products and 

find exclusive offers and discounts with the exceptional deals online (Wang and Yang, 2010). 

Purchasing electronic goods online provides consumers with the possibility to locate various 

products. They also have options to review, find exclusive offers or discount with the best 

deals online (Wang and Yang, 2010). 
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According to PostNord (2014), consumer electronic goods are prioritised, ahead of clothing 

and footwear in Spain and Italy. PostNord (2014) also indicates that several consumers 

purchase consumer electronics in Europe in general. Electronic goods are amongst the 

products requiring Internet browsing before purchasing. These products can be of a high price 

tag. Sometimes a physical “test drive” might be needed before purchasing (Nielsen, 2014). 

PwC (2016) reports that 44% of consumers shop online for electronic goods; 60% of consumer 

electronic shoppers do online research, while 29% prefer to research in a physical store; 40% 

of consumer electronics shoppers prefer to purchase the products online. This study aimed to 

establish factors influencing consumer buyer behaviour to buy online, compared to the 

consumers preferring to buy from brick-and-mortar stores. The subsequent sections analyse 

factors influencing consumers’ buying behaviour. 

2.6 CONCLUSION 

Chapter 2 discussed the literature on online shopping while presenting comprehensive 

literature. This study has identified online shopping as bargaining and exchanging of various 

goods and services on the Internet by businesses to consumers. The study provided details 

on the adoption of the Internet while providing information on the global usage of the Internet. 

The chapter further discussed the traditional stores, online business models and multichannel 

retail channels. The subsequent section presented global online shopping trends and 

developments, followed by online shopping in South Africa and understanding online buying 

of electronic goods. 

The aim of Chapter 2 was to discuss online shopping before elaborating on factors influencing 

consumer behaviour when shopping online. The subsequent chapter focuses on literature 

regarding various factors influencing consumers’ behaviour towards online shopping for 

consumer electronics. The literature identified the direction of the study, based on factors 

influencing consumer behaviour when shopping online. 
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CHAPTER 3: CONSUMER BEHAVIOUR INFLUENCING 

FACTORS 

3.1 INTRODUCTION 

Chapter 3 aims to provide an understanding of factors influencing consumer behaviour when 

shopping online for electronic goods. The chapter attempt to emphasise factors influencing 

users to adopt online shopping in South Africa. The chapter further present and analyses 

consumer behaviour models and consumes’ decision process when purchasing goods or 

services. TAM is discussed to explain consumer behaviour, while utilitarian and hedonic 

describe factors and consumer characteristic, influencing online consumer behaviour. This 

chapter identifies and discusses various factors influencing online shopping behaviour. 

Therefore, the study also covers online consumer behaviour traits, which has allowed for the 

development of the research hypotheses which is presented in this chapter.  South African 

retailers must obtain this information. As indicated in Chapter 2, online shopping is continually 

expanding as more consumers are starting to use this method to shop. 

Previous studies of consumer behaviour were referenced to analyse and compare factors 

influencing online shopping. Establishing literature was emphasised to comprehend various 

factors confirmed by previous studies, identifying factors influencing online shopping. The 

subsequent section will begin the discussion on consumer behaviour. 

3.2 CONSUMER BUYER BEHAVIOUR 

Consumer behaviour: “... the process whereby individuals decide whether, what, when, where, 

how, and from whom to purchase goods and services…” Walters (1974:7). 

This study referred to “consumer” as an individual who can purchase and has the potential to 

acquire goods and services marketed by companies to please personal or household needs, 

wants, or desires (Walters, 1974). Consumer behaviour is the learning of individuals or groups 

and the procedures they use to select, secure, and dispose of products, services, experiences, 

or ideas to please their needs and the influences of these procedures on the consumer and 

society (Kuester, 2012). Consumer behaviour can also be explained as a study of the 

collective processes involved. Individuals or groups also choose, purchase, use, or dispose of 

products, services, ideas, or experiences to please their needs and desires (Solomon, Russell-

Bennett and Previte, 2012). Consumer Behaviour is the understanding of individuals’ needs, 

motivations, and thought processes employed in selecting a product over another and the 
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frequency of purchasing various goods and services (Orji, Sabo, Abubakar and Usman, 2017). 

The marketing team must comprehend factors influencing the customers’ purchasing process 

and buying decision (Noel, 2017). 

Ramya and Mohamed Ali (2016) added that some variables influence consumers during the 

decision-making process, shopping habits, purchasing behaviour, the brands purchased or 

the chosen retailers. Yoon (2015) mentions that from the origin of the Internet, several studies 

observed changing online customer behaviour. Previous studies established that consumers’ 

shopping behaviour during online shopping may differ from traditional retail store shoppers’ 

behaviour. Online shopping channels have distinct characteristics from conventional retail 

stores (Raja and Sabyasachi, 2017). Raja and Sabyasachi (2017) emphasise that the 

decision-making process is similar, whether the consumer is offline or online. The study 

suggests that differences are established in the shopping environment and marketing 

communication. 

Information search differs for online and offline purchases. Consumers are usually limited to 

a narrow-evoked set in a traditional store. The Internet provides them with the ease of 

accessing information (Sheth and Mittal, 2004). The interactive nature of the Internet 

furthermore enhances the availability of product information, allows for feature comparison, 

while increasing online shopping efficiency (Alba et al., 1997). Compared to offline shopping, 

online shopping presents disadvantages, hindering adoption amongst consumers, such as the 

inability to examine a product before purchase, uncertainty about online retailers and delivery 

delays (Radebe, 2014). Technology compliments consumer offline and online experiences 

during the shopping process (Brynjolfsson, Hu and Rahman, Khan and Islam, 2013).). Tablets 

and smartphones are turning into the commonly used devices for shopping. It is easier for 

consumers to obtain information, compare prices and purchase in-store or online (Karakaya 

and Charlton, 2001). 

Depending on the consumers’ access to the Internet and experience in using technology, 

social media influences how consumers discover and buy products online (Bell, Gallino and 

Moreno, 2014). Strategies must be developed and use online to overpower the limitations 

consumers encounter, when comparing to offline shopping experiences, such as adopting 

online agents, interactivity, recommender systems, and payment and e-transfer systems 

(Yoon, 2015). The purchasing decision, addressing consumers’ needs, is influenced by 

numerous variables (Ruvio, Gavish and Shoham, 2010). 

Study by Armstrong, Kotler and Opresnik (2016), the buyer’s decision process usually 

commences well ahead of the actual purchase and continues long after; purchase is the 
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apparent, part of the complex process. The first stage of decision-making is problem 

recognition, where the consumer realises the difference between their actual state and what 

the ideal state should be, during observations (Stankevich, 2017). Katawetawaraks and Wang 

(2011) explain that the consumer would search for information on the product, including where 

to buy it and its price. 

The second stage is evaluating alternatives and an internal search into memory to establish if 

enough is known about the available options to decide without additional information required 

(Armstrong, Kotler and Opresnik, 2016). Stankevich (2017) adds that the preferred approach 

for evaluating the data depends on the consumer’s underlying goals, motives, and personality. 

After the consumer decided on the brand, the purchase stage occurs (Munthiu, 2009). The 

purchasing decision occurred when comparing alternative products, and the consumer is 

satisfied with the choice (Katawetawaraks and Wang, 2011). The last stage is called the post 

purchasing behaviour (Katawetawaraks and Wang, 2011). The degree of customer 

satisfaction with the buying decision influences behaviour. The consumer exhibits a higher 

probability of purchasing the product again (Munthiu, 2009). 

According to Schiffman and Kanuk (2003), two types of consumers exist, indicating personal 

and organisational consumers. Personal consumers purchase goods and services for final 

consumption for a person and household use or as a gift (Schiffman and Kanuk, 2003). 

Conversely, organisational consumers mean to purchase goods and services to operate 

organisations, not limited to profitable and non-profitable organisations, government 

organisations and institutions. 

The study of consumer behaviour is vital in the success of companies and their products, 

requiring comprehending the motivating consumer purchase decisions factors (James, 2011). 

Stankevich (2017) believes for successful influencing purchase behaviour, marketers must 

apprehend consumer behaviour. Marketers need to understand the specific needs customers 

aim to satisfy and how to transform it into purchase attributes. They need to know how 

consumers collect various alternative information, using this to choose amongst brands (Belch 

and Belch, 2009). 

Prasad and Jha (2014) emphasise that organisations should comprehend the dynamics 

involved in the consumer decision-making process. During the procedure, internal and 

external factors also influence decision-making. Each individual and situations are different. 

Studying consumer behaviour aims to draw generalisations (Prasad and Jha, 2014). Kuester 

(2012) stresses the importance of comprehending consumer characteristics to apply 
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marketing strategies, as these strategies focus on increasing the probability and frequency of 

the buyer’s behaviour. The online consumer behaviour is discussed next. 

3.3 ONLINE SHOPPING CONSUMER BEHAVIOUR 

Online shopping is a form of e-commerce, enabling consumers to purchase goods or services 

directly from a retailer through the Internet (Santhi and Gopal, 2018). Online shopping is 

defined as the process that a customer undertakes to purchase a service or product over the 

Internet (Jusoh, 2012). Consumers establish a product of interest by visiting the retailer’s 

website and by browsing the best alternative sellers, displaying similar products’ availability 

and pricing from various online retailers (Santhi and Gopal, 2018). It is equally crucial to 

identify which factors influence consumers to shop online (Sultan and Uddin, 2011). Laudon 

and Traver (2013) consider that before consumers purchase a product, they require additional 

information. Only after consumers obtained adequate knowledge and the necessary 

comparisons occurred, the online purchasing transaction occurs. Laudon and Traver (2013) 

compared online consumers with offline decision-making. They suggest that a general 

consumer behaviour framework requires modification to consider new factors. 

Consumer behaviour is defined as the study of individuals, groups, or organisations and the 

processes used to select and secure products, services, and experiences (Kuester, 2012). 

While in the process to purchase a product online, product assortment, sale services and 

information quality are the most crucial factors influencing consumer decisions (Koo et al., 

2008). Post-purchase behaviour is the most vital factor upon completion of the online 

purchase. Issues such as product concerns, changes and returns or exchange policies 

influence the process (Katawetawaraks and Wang, 2011). 

Niemeier, Zocchi and Catena (2013), Mustakallio (2015) and Berman and Evans (2013) 

established that online consumers follow similar consumers’ decision-making process stages 

than required with traditional shopping. The first stage commences with a stimulus and 

problem awareness, creating consumers’ initial observation of a brand, based on the 

requirements to buy, past perceptions or experience (Niemeier et al., 2013). Consumers 

browse the Internet for shopping. They also peruse other consumers product reviews (Berman 

and Evans, 2013). The subsequent stage is pursuing information online and offline, evaluating 

each brand (Mustakallio, 2015). Niemeier et al. (2013) established that consumers collecting 

information from friends, retailers and previous consumers’ reviews also influenced their 

purchasing decisions. Although consumers would typically obtain information about the 
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product from a brick-and-mortar store, online is the channel employed to collect information 

(Mustakallio, 2015). 

The third stage is the evaluation of alternatives and finally selecting the product, based on the 

information perused (Berman and Evans, 2013). Consumer reviews are influential and social 

media is crucial in the selection decision. Staff at brick-and-mortar stores fulfil the most vital 

position, identified as selection (Niemeier et al., 2013). Consumers are offered limitless 

products variety concerning online shopping and might be disappointed by the available 

selection at brick-and-mortar stores (Niemeier et al. 2013). The fourth stage ensues with 

purchasing the selected product (Berman and Evans; 2013). Buying products online saves 

consumers time, where they previously needed to allocate a brick-and-mortar store (Berman 

and Evans, 2013). 

The fifth stage is the post-purchase experience, influencing the decision-making process. This 

stage could create a loyalty loop, during the consumer’s decision-making journey (Mustakallio, 

2015). Berman and Evans (2013) note that the retail experience from start to end is 

unsatisfactory for customers; they might not execute the purchase; they might even decide 

not to buy from a particular retailer again. Figure 3.1 demonstrates the online consumer’s 

decision process explained above, based on Mustakallio (2015) and Niemeier et al. (2013). 

 

 

 

 

 

 

Figure 3.1: The online consumer’s decision-making process (Mustakallio, 2015 and Niemeier et 

al., 2013) 

The consumer’s online shopping decision can also be more impulsive, concluding decisions 

without previous consideration (Mustakallio, 2015). In impulsive buying, the decision process 

starts online and in brick-and-mortar stores (Mustakallio; 2015). The online buying behaviour 

models follows next: 
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3.4 CONSUMER BUYING BEHAVIOUR MODELS IN ONLINE 

SHOPPING ENVIRONMENT 

Interactions of consumers within the online environment structure online purchase decisions, 

thus comprehending online decision-making processes. This knowledge may significantly 

enhance understanding of online consumer behaviour (Karimi, 2013). A consumer purchase 

is a result of an initial challenge (Prasad and Jha, 2014). Various models were designed to 

analyse consumer behaviour, aimed to describe and explain consumer behaviour aspects 

comprehensively. These models refer to variables of orientations and perspectives from how 

the consumer approaches the marketplace and how or why they behave the way they do 

(Kuester, 2012). Prasad and Jha (2014) describe decision-making as the collection of an 

alternative to resolve a problem. The time and effort needed to complete the process vary 

across buying situations. Researchers suggest numerous models to establish the most 

appropriate model to analyse consumer behaviour (Prasad and Jha, 2014). 

Four historical major models of consumer behaviour: the Howard Sheth model, the Nicosia 

model, the Stimulus-Response model and the Engel, Blackwell and Miniard model 

(Stankevich, 2017) are more suitable to evaluate offline consumer behaviour. The main focus 

of the consumer behaviour models is on five basic decision process and stages consumers 

go through when buying: Problem recognition, search for alternatives, alternate evaluation 

(including beliefs which may affect attitude), choice and purchase which will lead to an 

outcome (Jisana; 2014, Katawetawaraks and Wang, 2011). 

Consumer behaviour models also consider individual and environmental factors, influencing 

the five stages of the decision process. Individual influences include motives, values, lifestyle, 

and personality; the external influences include culture, reference groups, social, family, and 

unexpected circumstances (Prasad and Jha; 2014). This study observed that the 

aforementioned models were not developed to provide for online shopping behaviour. When 

evaluating consumer behaviour for online shopping, several researchers consider attitudes as 

a crucial factor in predicting consumer behaviour. Therefore, with the advanced growth of 

technologies, how fast the consumers are adopting these technologies rely on several factors 

such as availability to use the technology, convenience, security, consumers’ need, etc. There 

have been several researchers addressing the consumers’ adoption of new technologies (Lai, 

2016). Some models and theories underpin the understanding of technology adoption, 

including the Theory of Reasoned Action (TRA), Theory of Planned Behaviour (TPB), 

Technology Acceptance Model (TAM), and Technology Readiness Index (TRI) (Lai, 2016). 
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Various studies emphasised the TRA and its family theories, including the TAM and the TPB 

as dominant theories in this area (Mamta, 2015). These models are discussed next. 

3.4.1 The Theory Reasoned Action (TRA) 

The Theory Reasoned Action (TRA) was developed by Ajzen and Fishbein in 1980 (Fishbein 

and Ajzen, 1975). The TRA analyses a user’s behaviour towards their intentions by analysing 

the relationship between attitude predictions and predicting behaviour (Fishbein and Ajzen, 

1975). The TRA creates a separation between behavioural purposes and action (Rauniar et 

al., 2014). According to Godin (1993), the main objective of the TRA is to understand, and by 

extension predict, social behaviours. For this to be done, the behaviour must be specified, 

under individuals will, and performed in a provided situation. According to Khurana and Kaur 

(2017), the TRA was developed after aiming to estimate the discrepancy between attitude and 

behaviour. In consumer behaviour literature, the TRA is the basis of understanding and 

predicting buying behaviours (Mamta, 2015). Figure 3.2 presents the TRA model. 

 

 

 

 

 

 

Figure 3.2: Theory Reasoned Action (Fishbein and Ajzen, 1975) 

The TRA model aims to develop a hypothesis, describing human behaviour in general 

(Rauniar et al., 2014). According to TRA the influence factor in the intent to adopt a provided 

behaviour is the individual’s attitude towards preforming the behaviour observed and the 

influence of social behaviour towards the performance of the behaviour (Godin,1993). Within 

the TRA framework, behaviour intention, which largely influences actual behaviour, is a result 

of two variables: attitudes (which is a positive or negative evaluation of performing a 

behaviour), and subjective norms (perceived influences that others may have) (Fishbein, 

2008). 
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3.4.2 Theory of Planned Behaviour (TPB) 

The Theory of Planned Behaviour (TPB) is an expansion on the TRA, first introduced by 

Fishbein and Ajzen in 1975. The TRA contributed to the development of the TPB (Mamta, 

2015). Ajzen (1991) developed TPB which focuses on factors that determine the behavioural 

intention of the consumer’s attitudes towards that behaviour as shown in Figure 3.3. 

 

 

 

 

 

 

 

Figure 3.3: The Theory of Planned Behaviour (Ajzen, 1991) 

TPB aims to address consumer’s motivational factors within unique contexts to explain the 

execution of a specific behaviour (Ajzen 1991). The first two factors are derive from Theory of 

Reasonable Action (Fishbein and Ajzen, 1975). Perceived control behaviour is the control 

which consumers perceive that may limit their behaviour, this represent the the third factor. 

This extension of the TRA, includes two more constructs to the model of “attitude towards 

behaviour” influencing “behavioural intention” controlling “behaviour” (Ajzen, 1991). One is 

“subjective norms” defined as perceived social pressure to conduct the behaviour; the other 

is “perceived behavioural control” defined as a perception of the ease or difficulty of performing 

the expression of interest (Ajzen, 1991). According to Ajzen (1991), TPB seeks to examine 

individual motivational factors within unique contexts to decode the implementation of a 

specific behaviour. According to Ajzen (1991) as a general rule, the stronger a indiviuals 

intention to execute a behaviour, the more likely the behaviour will be performed, but the 

behaviour needs to be in the individuals' control, or will, to determine whether or not to perform 

the behaviour. 
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3.4.3 Technology Readiness Index (TRI) 

The model used to determine people’s readiness to adopt new technologies is the technology 

readiness (TR) construct (Larasati & Santosa 2017). TR is defined as people’s tendency to 

accept and make use of new technologies for achieving goals and objectives at their home 

and work life (Parasuraman 2000). resulting from a variety of mental enablers and inhibitors 

to evaluate the consumer’s willingness to use new technologies (Parasuraman, 2000). 

According to Lai (2008), the judgements of an individual regarding technology may consist of 

positive and/or negative features, which both impact whether an individual is prepared to adopt 

a new technology. The positive perspective will push consumers towards new technologies, 

and the negative perspective will pull away from the individual (Parasuraman and Colby, 

2001). 

According to Parasuraman and Colby (2001), this perception can be evaluated into different 

distinctive elements, namely ‘optimism’, ‘innovativeness’, ‘discomfort’ and ‘insecurity’. Study 

by Lin and Chang (2011) state that optimism and innovativeness can be viewed as the 

approving aspect (enablers), while discomfort and insecurity are considered as undesirable 

aspect (inhibitors). Although TR is useful when establishing an individual’s general 

perceptions of technology, Lin, Shih and Sher (2007) highlight that TR has limited relavance 

in the adoption of certain technologies. This is a result of TR’s capacity to justify situations 

where consumers with a high level of TR do not adopt new, innovative technologies (Lin et al. 

2007). 

TAM is considered as the most compelling theory in information systems (Renko and Papovic, 

2015). TAM is a preferred framework for examining the adoption of information technology by 

its users. Various researchers employed the model to explain the adoption of innovative 

technology (Rahman, Khan and Islam, 2013). Researchers use TAM to examine how 

variables influence consumers’ behavioural intentions to shop online. Likewise, this study aims 

to explore factors influencing consumers’ behaviour towards online shopping for consumer 

electronics in Gauteng, South Africa. The TAM was first designed to understand IT user 

behaviours. Various researchers adapted the model to understand e-commerce adoption by 

consumers (Wang et al.2003, and Rahman et al., 2013). 

3.4.4 Technology Acceptance Model 

 TAM was derived from “Theory of Reasoned Action (TRA)” by Fishbein and Ajzen (1975). It 

is a recognised method employed to understand and measure technology acceptance of 

online shopping. Davis originally developed the TAM in 1986 (Park, 2009). TAM is a theoretical 
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model, employed to explain and predict IT user behaviour (Legris, Ingham, and Collerette, 

2003). The model analyses the influence of technology on a user’s behaviour (Rauniar, 

Rawski, Yang and Johnson, 2014). 

Researchers use TAM to examine how factors, such as usefulness and ease of use, influence 

consumers’ behavioural intentions to shop online (Park, 2009). This study emphasises that 

TAM proposes that consumers' behaviour is determined by consumer attitudes towards the 

adoption of technologies shared by two beliefs: perceived usefulness (PU) and the perceived 

ease of use (PEU) with transactions between online retailers and consumers (Zuelseptia, 

Rahmiati and Engriani, 2018). The TAM is considered as the most useful information systems 

theory (Renko and Papovic, 2015). This study chose to follow the TAM model as the research 

framework, attempting to review consumer behaviour. This study used a limited version of the 

TAM to determine factors influencing consumers’ behaviour towards online shopping for 

consumer electronics in Gauteng, South Africa. 

Lim and Ting (2012) aimed to evaluate the acceptance of online shopping and researched the 

relationship between various TAM factors. The results of Lim and Ting (2012) study revealed 

that consumers were accepting technology, as the PU and PEU proved to be influential (Lim 

and Ting, 2012). The TAM model carries two main factors: PU and PEU influencing users’ 

intention to use a technology (Davis, 1986; Liu, Chen, Sun, Wible, and Kuo, 2010). PU and 

PEU are explained below. 

3.4.4.1   Perceived usefulness (PU) and perceived ease of use (PEU) 

TAM considers that the actual use of a new technology depends on the user’s attitude towards 

technology, the PEU of technology, and the PU derived from employing technology (Wu, Li 

and Fu, 2011). Davis (1989) defines PEU as a self-efficacy theory, merged by adopting 

innovation concepts, where individuals’ preceptive on the difficulty level of the application is 

effectual. Davis (1989) also defines PU as a behavioural decision theory where individuals 

use technology based on their belief that it improves their performance. 

Davis (1989) conducted numerous experiments to test the TAM by employing two independent 

variables and system used as the dependent variable: PEU and PU. Davis (1989) concluded 

that PU linked to self-reported current usage and self-predicted future usage. PEU is also 

strongly related to contemporary usage and future usage. According to Adriyano and 

Rahmawati (2016), PEU in IT is perceived as using such IT would be understood and 

employed to decrease consumers' effort in time and technology to learn while using it. Davis 

(1989) and Liu et al. (2010) also state that the easier it is to use technology, the higher the 
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expected benefits from technology regarding performance enhancements. While PU was 

established to be the most crucial attitude formation, studies determined that PEU was 

considerate as of less significance Liu et al. (2010). 

Davis (1993) identified a direct influence of PEU on PU. With two systems offering similar 

functionality, a user can find a more straightforward system more useful (Davis, 1993). 

According to Davis (1993), a user becomes more productive through ease of use 

enhancements. The user should become more productive. Davis et al. (1989) proposed that 

PEU is also a predecessor of PU, indicating that the less effort a system requires, the more it 

can increase or improve job performance. Davis (1989) concludes that a significant theoretical 

establishment of the TAM is that PU is a vital factor of user acceptance and should not be set 

aside by those attempting to design or implement successful systems. Davis et al. (1989) also 

continue to analyse the behaviour intent construct as a proxy to measure the actual usage 

successfully. 

Davis et al. (1989) define behavioural intention (intention to use) as the success level that an 

individual reach in developing plans to perform certain future behaviours. Behavioural 

intention is consequently predicted by studying the two variables: PEU on PU (Fishbein and 

Ajzen, 1975). The attitude towards technology influences the intention to adopt innovative 

technology (Davis, 1989). Matikiti, Mpinganjira, and Roberts-Lombard (2018) pronounce that 

applying the TAM and Technology-Organisation-Environment Model to assess the use of 

social media marketing in the South African tourism industry, indicate a refusal to accept 

change as an influential setback in attempts to effect technological change. This factor also 

applies to online shopping. Attitude is a vital factor, influencing the intention to use web 

technologies (Matikiti, Mpinganjira and Roberts-Lombard, 2018). Fishbein and Ajzen (1975) 

also emphasise the influences of attitude towards technology use, defined as the extent that 

an individual is favourably inclined towards an object. Figure 3.4 presents TAM by Davis et al. 

(1989) 
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Figure 3.4: The Technology Acceptance Model (Davis et al., 1989) 

Figure 3.4 also indicates the TAM’s involvement in attitude towards use and intention to use. 

Consumer attitude towards a behaviour is established by consumers’ beliefs and perception 

about the results of exhibiting a particular behaviour. If the consumer’s behavioural intention 

is robust, they are more likely to perform that behaviour (Singh, Keswani, Shilpy and Sukanya, 

2016). This section focuses on PU and PEU. Sections 3.6.3 and 3.6.4 discuss the intention to 

use and attitude towards use. 

Consumers finding online shopping secure, useful, and enjoyable, are likely to adopt online 

shopping (Singh et al., 2016). Although the TAM initially aspires to explain and analyse 

technology acceptance in workplaces, numerous studies applied the TAM to explain online 

consumer behaviour in different circumstances. Examples of studies on website use are: 

(Moon and Kim 2001; Porter and Donthu 2006), online shopping (Childers, Carr, Peck and 

Carson, 2001; Koufaris, 2002; Pavlou, 2003), online banking acceptance (Wang, Wang, Lin 

and Tang, 2003; Pikkarainen, Pikkarainen and Pahnila, 2004), e-learning (Cheung and Vogel, 

2013). 

Ahn, Ryu and Han (2014) and Tong (2010) examined the responsibility of the TAM to foresee 

consumers’ online behaviour. Ahn, Ryu and Han (2014) employed the TAM to develop 

knowledge while predicting consumers’ online behaviour and adoption. They compared the 

importance of online and offline store features. The study established attributes, such as 

system, information, and service quality as critical factors (Ahn, Ryu and Han, 2014). Gareeb 

and Naicker (2015), identify South African consumers as slow adopters of innovative 

technologies. The information and technology industry gradually develop to meet the pupolar 

objective of access to a wider set of communication services. Tong (2010) implemented the 
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TAM to analyse online shopping behaviours of Chinese and American consumers. The study 

reported that PU and risk significantly influence consumer behaviour Tong (2010). Tong 

(2010) established that PEU positively influences PU. Previous online shopping experience 

positively influences PEU, with a negative influence on perceived risk. 

The TAM is employed to understand the variables influencing online shopping (Singh et al., 

2016). The study continues to explore additional factors, influencing online shopping 

behaviour. The subsequent section focuses on the significant involvement of utilitarian and 

hedonic values, influencing online behaviour. 

Zhou et al. (2007) indicate that goal-oriented utilitarian consumers prefer to buy products in 

an efficient and timely manner to reach their goal with the least amount of irritation. 

Conversely, experienced hedonic consumers, perceive shopping as entertainment. Scheer 

(2014) researched that while utilitarian values have a strong influence on online attitudes, 

hedonic values holds a similar function. According to Scheer (2014), online retailers have 

access to powerful social media, fulfilling hedonic needs with images, videos, humour, sounds, 

animation, games and additional interactive multimedia rendering online shopping an 

enjoyable experience. In an online shopping environment, the shopping process of consumers 

also exhibits utilitarian and hedonic attributes (Childers et al., 2001). The subsequent section 

details utilitarian and hedonic factors. 

3.5 FACTORS AFFECTING ONLINE SHOPPING BEHAVIOUR 

The Internet continues to render effortless innovation, allowing individuals to conduct business 

online (Bashir, 2013). The Internet provides novel methods to promote business. Websites 

became the essence of the online store. Online shopping is employed as a medium for 

communication and e-commerce, increasing or improving value, contributing to quality and 

attractiveness of delivering consumer benefits and improved satisfaction (Sultan and Uddin, 

2011). 

According to Sajjad (2012), comprehending consumer behaviour towards the consumer 

electronic environment is critical and vital. Comprehension may be explored if the factors 

influencing the purchase decisions are explicit and plain. Online consumers dismiss the 

chance to handle the product, regarded as essential in the buying process. The online 

consumer behavioural pattern can be fundamentally different from the traditional environment 

(Sajjad, 2012). Comprehending online shopping environment opportunities is crucial for any 

business desiring to participate and be competitive online (Sarigiannidis and Kesidou, 2009). 

Knowledge of this environment could also precedent to shopper education, innovative 
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marketing concepts, trust creation and comfort of online security, reducing the necessity to 

handle products and to streamline delivery services (Prinsloo, 2013). 

Perea y Monsuwé, Dellaert and Ruyter (2004) emphasise that to ensure effortless online 

shopping experience, consumers should have computer skills to browse the Internet for 

shopping. Consumers uncomfortable with using the computer, are prone to traditional 

shopping (Perea y Monsuwé et al. 2004). The constant development of technology initiated 

new opportunities enabling a more convenient lifestyle, resulting in an abundance of products, 

quicker services, and lower prices (Renu, 2013). Patna (2013) established a positive 

association amongst e-commerce, globalisation, and acceptance in businesses performance. 

Factors influencing such association include effectiveness when employing strict privacy and 

security policies, ending unethical practices. 

Online shopping studies established that utilitarian factors motivate utilitarian consumers. 

Additional considerations include efficiency and cost (O’Brien, 2010), but also with the appetite 

to satisfy hedonic needs, such as effect, social interaction and entertainment (Arnold and 

Reynolds, 2003). Marketing and information systems literature, well-documented these 

motivations, though other studies should explore the relationship between hedonic and 

utilitarian motivations and user experience (Zhou et al., 2007). The study elaborated on 

utilitarian and hedonic factors influencing consumer behaviour. 

3.5.1 Utilitarian values influencing online shopping 

Utilitarian values are mission-oriented behaviour and a consumer-driven. Utilitarian values 

attempt to accomplish a benefit or an economic need (Davis and Hodges, 2012). Babin, 

Darden and Griffin (1994) indicate that utilitarian shopping motivations result from a conscious 

pursuit of an intended consequence. Bridges and Florsheim (2008) propose that online 

shoppers, guided by utilitarian values, are goal-oriented, pursuing convenience, information 

accessibility, ease of use and selection. Kesari and Atulkar (2016) identify utilitarian shopping 

values as monetary saving, selection, convenience, and customised products. In addition to 

convenience, product information richness and ease of use are also established towards the 

online shopping environment (Yu, Zhang and Liu, 2018). 

The consumer holds the functional benefit of shopping gain. By achieving this mission, the 

consumer completes the expected task when purchasing goods online (Cardoso and Pinto, 

2010). Arnolds and Reynolds (2003) identify price, convenience, product variety and 

availability of information as the most crucial factors towards utilitarian values. According to 
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Bashir (2013), Parks (2008) and Davis and Hodges (2012), utilitarian values influencing online 

shopping behaviours include: 

• price 

• convenience 

• consumer risk 

• information availability 

• achievement 

• efficiency 

• website design/quality 

3.5.1.1 Price 

Frederick (2015) establishes that from the total global sales, 67% of online retail shoppers 

admit that lower rates, including delivery costs, as reasons for online purchasing outside their 

own country. The quick adoption of smartphones also influences consumers’ convenience and 

price comparison when shopping online. They are provided with the option to purchase the 

product/ service at the best price, anytime and anywhere (Euromonitor International, 2015). 

The study also mentions that brands need to be more creative in meeting consumers’ 

convenience needs. According to Frederick (2015), in the United States, consumers perceive 

the most crucial reasons for online shopping as being, cheaper, the option of obtaining global 

brands and product choice variety, unavailable in the United States. 

Customers incline to measure satisfaction, based on the price of the product or service 

(Prayitno, 2016). Researched by Reibstein (2002) focused on factors attracting online 

consumers and had identified price as a persuasive reason to shop online. Bashir (2013) 

concerns the online buying of electronics in Pakistan, stating that online consumers continually 

pursue innovative products and new attractiveness. The most crucial aspect is price 

compatibility concerning their budget. Bashir (2013) further confirms the Internet as the best 

way to save money through shopping online within their budget from any location. Online 

shopping does not limit online consumers (Bashir, 2013). Consumers also browse the Internet 

for additional reasons, such as to compare goods prices and services, news, social networks, 

and search information, amongst other things (Bashir, 2013). Price comparisons amongst 

various e-retailers on each product are perceived as time-consuming. The price difference 

was insignificant. 
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3.5.1.2 Convenience 

Consumers’ ‘on the go’ lifestyle forced them to search shopping, convenient methods and 

means (Gautam, 2018). Copeland (1923) introduced convenience in literature by employing it 

in goods classification regarding convenience goods with ease of access and frequent 

purchase. According to Jiang, Yang and Jun (2013), online service quality literature identified 

several service conveniences features. The features were unique to online shopping, 

indicating some constituted online service quality factors, such as ease of use, information 

search, the depth and abundance of information, interactivities, and security. 

Katawetawaraks and Wang (2011) assert that consumers rummage for products and online 

services. Numerous companies have online consumer services available 24 hours. 

Consumers may direct queries after business hours and obtain the necessary support or 

assistance, convenient for consumers. The research continues to assert that 58% of 

consumers shop online because the option of online shopping is convenient when stores 

closed; 61% of consumers buy online to avoid crowds and queues, especially during peak 

season (Katawetawaraks and Wang, 2011). 

The convenience of shopping from online retailers may benefit consumers because online 

shopping removes the burden of handling a product (Campo and Breugelmans, 2015). Online 

shoppers are therefore allowed to conveniently enquire about the product and receive the 

support they need. Goldsmith and Flynn (2005) and Parks (2008) established that some 

consumers prefer to shop online to avoid face-to-face interaction, avoiding pressure and the 

discomfort of dealing with salespeople. Parks (2008) established that this occurs mostly were 

consumers encountered a negative experience with salespeople. They, therefore, prefer to be 

uninhibited, allowing purchase decisions with no manipulation from salespeople. For the 

consumer, shopping convenience can increase the enjoyment of online shopping (Swilley and 

Goldsmith, 2013). Shopping convenience positively relates to the perceived shopping 

enjoyment (Swilley and Goldsmith, 2013). 

According to Gautam (2018), convenience is a context-based perception; it is sure to change 

between retail-settings. The online retail atmosphere perceives service as an independent 

variable alongside customer value, customer service and trust, amongst other things. These 

factors estimate customer satisfaction, evaluating customer loyalty with the assistance of 

behavioural intentions and word-of-mouth (Gautam, 2018). According to Kim and Park, 

(2012), convenience is a vital measurement of online service quality alongside 

responsiveness and accuracy, amongst other things. 
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3.5.1.3 Perceived risk and trust 

Before buying a product, a consumer has to consider the various risks linked with the 

purchase, called perceived or anticipated risks (Kanade, 2018). With higher perceived risk, 

the consumer may choose to converse to brick-and-mortar retail stores for the desired 

purchase. A lower perceived risk allows for a higher possibility of online purchase (Kanade, 

2018). Pant (2014) affirms that Internet users avoid online shopping because of a lack of 

privacy, credit card fraud, non-delivery risk, absence of guarantee of the quality of products 

and services. Sarigiannidis and Kesidou (2009) share similar findings, identifying privacy and 

security concerns as reasons why specific consumers do not shop online. Consumers have 

their needs and demands for products; all online retailers must identify and comprehend their 

online consumers (Hasslinger, 2007). 

Perceived risks are attributable to technology failure, human error, financial risk, product risk 

and convenience and non-delivery risk (Kanade, 2018). Al-Debei, Akroush, and Ashouri 

(2015) indicate that it is vital to predicting consumer attitudes towards online shopping. The 

study established that a lack of trust towards online business is the main reason for 

consumers’ lacking involvement in online purchases. Consumers' trust during online shopping 

is a crucial factor in considering their intention to purchase online (Marza, Idris and Abror, 

2018). 

According to Whysall (2000), consumer willingness to purchase from and patronise online 

stores is affected by consumers trust in providing personal information and security for 

payment through credit card transactions. Kumar and Dange (2014) defend that uncertainty 

affects consumer behaviour towards online shopping. The unknown positive or negative online 

shopping results cause difficulty, while monetary exchange links to more risk factors. Adnan 

(2014) concludes that online shoppers considered various risk factors before transferring 

monetary value to the online seller. 

According to Naiyi (2004), online shopping risks the consumer needs to consider, are e-retailer 

source risk, purchasing process and time loss risk, financial risk, product performance risk, 

asymmetric information risk, delivery risk and privacy risk. These risks regard online shopping 

intentions negatively influencing consumers’ online shopping behaviour. Laudon and Traver 

(2013) identified security as a significant concern, inhibiting consumers from online shopping. 

Zhang Lingying, Tan Wojie, Xu Yingcong and Tan Genlue (2012) reveal the presence of 

consumers' perceived risks during the online buying process. It should be considered when 

studying consumer online behaviour. Trust can also influence consumers attitude towards 
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online shopping (Marza, Idris and Abror, 2018). Prasad and Aryasri (2009) identify online trust 

as a critical concern affecting the success of online retailers. 

3.5.1.4 Achievement 

Achievement refers to the success of the initial goal embarked before shopping online (Kim, 

2006). Consumers employing utilitarian values might assess the shopping experience against 

the achievement of the initial goal (Cardoso and Pinto, 2010). Kim (2006) also maintains that 

consumers employing performance as a utilitarian value, agreed on achieving a goal for the 

specific shopping trip, inclined to find the precise product or service. A utilitarian consumer is 

interested in solving a problem logically (Sarkar, 2011). A stimulus for such a consumer is 

feelings, such as a practical shopper (Kaur and Singh, 2007). The purchasing of the product 

or service is vital for Unitarian driven consumers, as the shopping motivators are non-

emotional and mostly focused on achieving the initial goal (Jones, Reynolds and Arnold, 

2006). Shukla and Babin (2013) describe these consumers as a person, observing shopping 

as a task to be completed. 

3.5.1.5 Efficiency 

MetaPack (2017) indicates that 21st-century technophile online shoppers continue to influence 

the e-commerce space, always demanding innovation and feature perfections from online 

retail services. Reibstein (2002) researched factors attracting online consumers identifying 

price as a persuasive reason to shop online, followed by adequate customer service and on-

time delivery. Online shopping service efficiency is expected from delivery options (free 

delivery, speedier delivery, tracking delivery and timed delivery slots) to the ease of returning 

process, as distribution entirely influences consumer buying behaviour stages (MetaPack, 

2017). The demand for speedier delivery options increase rapidly. Consumers expect online 

retailers to provide next-day and same-day-delivery (MetaPack, 2017). MetaPack (2017) also 

establishes an increase of cross-border online shopping with delivery preferences, including 

speedier delivery, lower shipping costs and no surprises, such as unanticipated tax or VAT 

charges. 

ComScore (2014) surveyed 5, 500 online shoppers in six European countries (Belgium, 

Germany, France, Italy, the Netherlands and the United Kingdom), establishing online 

shopping efficiency require delivery improvement, customer services, additional purchase 

channels, clear package delivery timing expectations and improved return processes. 

European shoppers (62%) participating in the ComScore (2014) study have smartphones and 

49% tablets, used for online shop. Online retailers need to ensure they are at the forefront of 



54 

 

mobile commerce strategies (a retailers’ mobile app providing deals and promotions according 

to the user’s location). This aspect would provide the relatively high buying penetration within 

these channels, especially with the continuously high adoption. (ComScore, 2014). 

Online shopping efficiency requires considering customer expectations for damages delivery 

return processes (OSM Worldwide, 2016). A damaged delivery is upsetting to online 

consumers; 64% of their surveyed respondents experienced this concern; 87% reported on 

calling customer service to complain. Online retailers are recommended to avoid damaging 

packages incidents. As word-of-mouth recommendations from family or social groups incline 

to influence consumer buying behaviour (OSM Worldwide, 2016). 

Payment options should also be an efficient process for consumers. Consumers prefer to use 

their PC or mobile device with Internet access to complete the payment process. The online 

payment gateway proceeds as a credit intermediary to monitor transactions between online 

businesses and banks. The portal provides a convenient payment platform to trade, 

preventing the risk of money transfer for customers (Yang, 2017). 

3.5.1.6 Website design/ quality 

Online retailer websites are the interaction point for consumers contemplating online shopping 

(Karimi, 2013). Consumers interact with sites by browsing web pages and sieving through the 

data to collect relevant product information, before committing to the online purchase (Jiang, 

Chan, Tan and Chua, 2010). The quality of the website influences online purchase intentions 

(Wells, Valacich and Hess, 2011). Websites striving to improve consumer experience by 

offering assistance, based on individual differences and requirements, hold a competitive 

advantage (Karimi, 2013). Fowler and Bridges (2010) propose that consumers personality and 

innovativeness levels define their online inclination. Consumers dislike websites perceived as 

risky and untrustworthy (Fowler and Bridges, 2010). The website design, service and 

purchasing process are effectual towards consumers (Fowler and Bridges, 2010). 

Korgaonkar, Silverblatt and Girard (2006) establish that online consumer purchase behaviour 

differs, depending on the store’s website features, attributes and degree of interaction. 

Demangeot and Broderick (2007) determine that consumers rate online store websites, 

establishing whether they make sense and portrayed exploratory positional as consumers 

were attracted and ready to revisit merely sites delivering the required value (Demangeot and 

Broderick, 2007). The stimulation and pleasure attributes of websites increase consumers’ 

inclination towards online purchases (Menon and Kahn, 2002). Menon and Kahn (2002) also 

indicate that the demographics of younger and high-income consumers prefer websites 
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providing simulation, customisation, interaction, and dynamics, enhancing the shopping 

experience. 

3.5.1.7 Availability of information 

The availability of company information and products on the website are established as 

influential in consumers’ purchasing choice to purchase products on a specific website (Menon 

and Kahn, 2002; Dabholkar and Bagozzi, 2002; Girard, Silverblatt and Korgaonkar, 2002). 

According to Babin and Harris (2014), internal factors, such as perception, intuition, 

information processing and attitude and external factors, including social environment, peer 

influence and social media, influence the consumer’s buying intention. Korgaonkar, Silverblatt 

and Girard (2006) establish that products with an abundance of information, received higher 

purchase frequencies; consumers could obtain adequate information before purchasing on 

the website. 

Hazari, Bergiel and Sethna (2016) assert that social media sites, such as Facebook and 

Twitter, can enhance marketing communication, consumer experience and spread 

information. Online shopping allows consumers to express their product purchasing consumer 

experiences (Hazari, Bergiel and Sethna, 2016). The user-generated content (UGC) is 

developed between consumers who might have bought the product or service and shared for 

other consumers with interest in the same purchase (Hazari, Bergiel and Sethna, 2016). 

According to Daugherty, Eastin, and Bright (2008), social media platforms, like Facebook, 

Twitter, YouTube, and Flickr, should encourage using UGC on their platform. Daugherty, 

Eastin and Bright (2008), continue to explain that online information platforms proceed to user-

centric models instead of the traditional media publisher centric model. 

Consumers holding utilitarian shopping motives view shopping as a task; they incline to be 

rational, collect information on the characteristics of products and achieve a set out goal (Yu, 

Zhang and Liu; 2018). Consumers holding hedonic shopping motives, behave differently. The 

subsequent section presents literature on hedonic factors, influencing consumer behaviour. 

3.5.2 Hedonic factors influencing online shopping 

Batra and Ahtola (1991) emphasise that satisfaction from buying the product also affects 

emotional rewards during the shopping process. Consumers continue to perceive shopping 

as an approach to strive for happiness, fantasy, sensual excitement, and enjoyable 

experiences offline and online (Arnold and Reynold, 2003). Childer, Carr, Peck and Carson 

(2001) affirm that online shopping sales would increase if online retailers would provide an 
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interactive and fun shopping environment to please consumers’ emotional. Hedonic shopping 

factors can improve sales and enhance customer relationships with online retailers (To and 

Sung, 2014). As online shoppers include traditional shoppers and Internet users, traditional 

hedonic shopping motivations, and proportions of flow exist towards online shopping (To and 

Sung; 2014). 

Yu, Zhang and Liu (2018) assume that hedonic shopping values, obtained from emotive 

aspects of the shopping experience link to consumers’ emotional requirement for new and 

enjoyable shopping experiences. Consumers with hedonic perspectives are motivated by the 

shopping experience; they want the shopping experience to be fun, entertaining, and 

enjoyable, despite planned shopping (Workman, 2010). Yu, Zhang and Liu (2018) suggest 

that hedonic factors during online shopping, are manifested during role shopping, obtaining 

the best deals, and social interaction. 

According to Cardoso and Pinto (2010), hedonic behaviour relates to the fantasy, 

multisensory and emotive characteristic of consumption. The fun linked to shopping, therefore, 

motivates the experience. According to Miller (2013), modern-day culture integrated hedonic 

influences as a right to engage in pleasure-seeking activities pursuing happiness and 

immediate gratification. Hedonic shopping factors include multiple categories, indicating 

gratification, adventure, idea, social, role and value shopping (Arnold and Reynolds, 2003). 

3.5.2.1 Gratification shopping 

According to Arnold and Reynolds (2003), consumers shop to support stress relaxation, for 

mood improvement, and to purchase a personal treat. Gratification shopping describes 

consumers shopping to spoil themselves, de-stress, or to soften a foul mood (Evans, Jamal 

and Foxall, 2009). Gratification shopping stipulates that the act of buying holds the potential 

to alleviate a negative attitude (Jamal, Davies, Churdy and Al-Marri, 2006). According to 

Kotze, North, Stols, and Venter (2012), gratification shopping can be interpersonal; for 

example, website ease can create a satisfactory experience when shopping on a non-

interpersonal level, where non-interpersonal refers to the enjoyment of acquiring the product 

(Kotze et al. 2012). Cheema (2013) identify this enjoyment of the shopping process as 

perceived enjoyment (PE). The online shopper’s perception is that online shopping signifies 

fun. Satisfaction is an essential element of online shopping, as customers may enjoy browsing 

products online. Cheema (2013) affirms that PE is a hedonic factor influencing the online 

shopping intention. Patel and Asthana (2015) suggest that enjoyment has a considerable 

influence on online shopping. 
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A hedonically, motivated customer does not shop to complete a task. They buy for an 

entertaining experience, tending to prefer an in-store shopping environment (Eastin and Kim, 

2011). Online stores should pay attention to this hedonic factor when developing their websites 

(Cheema, 2013). According to Marza, Idris and Abror (2018), consumers feel satisfied when 

they obtain comfort. The convenience of shopping from their home can also influence the 

enjoyment of consumers towards online shopping. The growing perception of consumers’ 

satisfaction increases the satisfaction they experience during online shopping. Swilley and 

Goldsmith (2013) support this notion, affirming that shopping convenience positively relates 

to perceived shopping enjoyment. 

Rahman, Islam, Esha, Sultana and Chakravorty (2018) compared results established by Lee 

and Lin (2005), indicating that shopping enjoyment can increase sales towards new 

consumers but cannot guarantee a returning consumer. Rahman et al. (2018) mention that 

online retailers employing value-added processes towards the online store, provide customers 

with a challenging experience. These processes may increase customers’ shopping 

enjoyment. Enjoyment also positively influence consumer trust; when consumers experience 

fun, interested, and excitement while shopping online, their trust levels increase (Marza, Idris 

and Abror, 2018). 

3.5.2.2 Adventure shopping 

According to Arnold and Reynolds (2003), adventure shopping is for stimulation, sense of 

adventure and the emotion of mentally entering a different world. According to Asnawati and 

Wahyuni (2018), adventure shopping is a shopping activity that can create motivation, while 

expanding the consumer’s world during shopping. Additionally, consumers require a sensory 

stimulation combined with manifesting their identity to those sharing the shopping experience 

(Kim, 2006). In shopping, the term adventure is defined as a consumer holding the possibility 

to experience something extraordinary (Zeeman, 2013). Consumers are compelled to shop 

online for the perceived benefits of sensing adventure or accomplishment (Agudo-Peregrina, 

Chaparro-Pelaez and Pascual-Miguel, 2015). 

Zeeman (2013) maintains that adventure shopping relates to consumers excitement, going 

shopping, as shopping generates various senses in different environments. Ustanti (2018) 

focuses on shopping lifestyle consequences, hedonic shopping on impulse buying behaviour, 

and the community middle-class online shopping, emphasising that adventure shopping leads 

to adventure purchases. The study concluded that hedonic shopping behaviour significantly 

influence the impulse buying behaviour of the middle-class society towards online shopping. 
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3.5.2.3 Idea shopping 

Arnold and Reynolds (2003) explain perception shopping, indicating consumers shopping to 

learn new styles and to keep up with current trends by observing new products and 

innovations. Zeeman (2013) classified shoppers as attempting to keep up with product trends 

and fashion; trying to find new products and innovation is considered an idea. Arnold and 

Reynolds (2003) researched the association of enjoyment created from online shopping, 

instituting a pleasurable pursuit, especially in younger males. Consumers go the extra mile to 

collect information on the latest trends, products, and fashion (Kim; 2006). 

Idea shoppers prefer to be knowledgeable regarding the latest trends, products, and fashion 

(Wagner and Rudolph, 2010). Asnawati and Wahyuni (2018) also emphasise that perception 

shopping intends keeping up with the latest trend of the fashion industry while observing new 

products and innovations. Cardoso and Pinto (2010) recommend that retailers target idea 

shoppers by displaying new products and providing a shopping experience, attracting these 

shoppers. These displays lead to consumers’ motivation to obtain knowledge of the latest 

trends, fashion, and innovations (Ustanti, 2018). 

3.5.2.4 Social shopping 

Kotler and Keller (2016) explain social roles and status as groups formed by various 

individuals, fulfilling multiple functions as they fill various positions in those groups. The 

activities individuals are expected to perform through group members influence consumers 

behaviour (Hasslinger, Hodzic and Opazo, 2007). Social shopping is for consumers observing 

opportunities to interact and socialise with family and friends, sharing similar interests 

(Zeeman; 2013). Consumers shop with others aim, such as to maintain their status to a social 

group or to maintain and develop their relationship with peers (Arnold and Reynolds, 2003). 

Zeeman (2013) also affirms that shoppers with hedonic characteristics observe shopping with 

friends and family as a social activity. ComScore (2014) established that a third of their 

respondents indicated that social networks influence their buying choices. According to Khare 

et al. (2012), social groups incline to shape consumer and product purchase behaviour, 

providing consumers with an identity. 

Social media is a growing medium of social shopping. Online shoppers employ social media 

for purchase decisions (ComScore, 2014). Additionally, social media altered consumers and 

marketers’ communication (Chaturvedi and Gupta, 2014). Consumers hold the power to 

influence other buyers through purchased product or service reviews through social media 

(Chaturvedi and Gupta, 2014). Social media continue to acquire popularity. Online shoppers 
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share information through social media, influencing individuals’ choices in selecting products 

and services (Jothi and Gaffoor, 2017). Although consumers read online product reviews, 

opinions from friends and family are often more trusted (The Nielsen Company, 2010). 

Research results recorded that consumers agreed they are influenced by what they see on 

social media platforms (ComScore, 2014). Companies need to include social media in the 

company’s marketing budget because of its significance in creating a connection with the 

targeted audience (Jothi and Gaffoor, 2017). 

Ioanas and Stoica (2014) focus on the influence of social media on consumer behaviour. It 

was established that consumers require online shopping for convenience; most customers 

require product information before buying the products. It serves a vital purpose towards online 

marketing by assisting companies in establishing a more substantial web presence, creating 

leads, and generating commerce traffic (Jothi and Gaffoor, 2017.) Social media influences 

consumer behaviour during online shopping on the information acquisition phase to post-

buying action, such as dissatisfaction statements on the product or a company (Chaturvedi 

and Gupta, 2014). It is also crucial that consumer social behaviour is foremost in social 

shopping. The influence uncovered by this study is, therefore, significant. 

3.5.2.5 Role shopping 

Wagner and Rudolph (2010) define role shopping as consumers representing a role. Role 

shopping refers to consumers obtaining pleasure when shopping for family and friends, 

amongst others (Evans, Jamal and Foxall, 2009). Ramya and Mohamed Ali (2016) assert that 

an individual may be a member of various groups, such as family, clubs, or organisations. An 

individuals’ position in these groups can be defined concerning their role and status. A role 

signifies the activities that an individual is expected to perform (Ramya and Mohamed Ali, 

2016). Arnold and Reynolds (2003) also explain enjoyment from shopping for others, which 

can influence the shopper’s emotions and temperaments, and eventually, they find the 

products they intend buying. 

The consumer can also be observed as being self-efficacy, a social psychology term referring 

to the consumers’ perception about their abilities to execute successful and productive online 

shopping for others (Alan, Kabadayi, Bakis and Ildokuz, 2017). Additionally, self-efficacy 

consumers incline to indicate more effort to complete set-out tasks and to be victorious at this 

task, compared to low self-efficacy consumers (Alan, Kabadayi, Bakis and Ildokuz, 2017). 
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3.5.2.6 Value shopping 

Hasslinger, Hodzic and Opazo (2007) affirm that values are social or personal behaviour. 

Social values are shared in popular beliefs, grouping individuals, defining reasonable 

accepted decorum. Moon, Khalid, Awan, Attiq, Rasool and Kiran (2017) assert that hedonic 

shopping value carries the extended worth of shopping. Zeeman (2013) describes consumers 

that connect emotionally, enjoying negotiating for a discount, as value shopping. Bargain 

hunting consumers attain enjoyment in discovering bargains and discounts (Arnold and 

Reynolds, 2003). Evans et al. (2009) also classify value shopping to pursue reductions or to 

find bargains. Consumers managing discounts or locating bargains, develop emotions of 

superiority towards their shopping (Chandon, Wansink, Laurent, 2000). Hedonic value mirror 

the satisfaction and psychological benefit of shopping (Arnold and Reynolds, 2003). 

Scarpi (2012) defines hedonic value as enjoyment linked to pleasure rather than task 

execution, inclining to reflect shopping’s experiential part. Yu, Zhang and Liu, (2018) 

emphasise that hedonic shopping values developed from the multisensory and emotive 

aspects of the shopping experience, link to the emotional needs of consumers for exciting and 

enjoyable shopping. Jones, Reynolds, and Arnold (2006) assert that hedonic shopping value 

is developed from the value created from the shopping experience independent of task-related 

activities. Findings indicate that hedonic values are likely to have a more substantial influence 

than utilitarian values on consumer loyalty, indicating the result of the task-related value of a 

shopping experience (Jones et al., 2006). The subsequent section discusses normative 

influence on consumer behaviour when shopping. 

3.5.2.7 Normative influence 

A normative influence is defined as a person’s desire to follow the expectations of family 

members, friends, or peer groups (Khare et al., 2012). Normative influence assumes to carry 

information on individuals’ perception of how individuals should behave in a social context 

(Khare et al., 2012). Khare et al. (2012) also assert that some individuals are influenced by 

groups and gravitate to social norms behaviour. Social influence would affect consumers 

differently depending on their personality traits and characteristics (White, Smith, Terry, 

Greenslade, and McKimmie; 2009). 

White et al. (2009) established that consumers with low self-esteem would observe social 

group confirmation; they would adopt a product or service depending on social influences 

recommendations. Informative and normative influencers incline to influence consumers with 

a powerful desire for social recondition (White et al., 2009). Additionally, online peers may 
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have a normative influence on consumers’ shopping website selection (Alan, Kabadayi, Bakis, 

Ildokuz, 2017). Consumers, vulnerable to normative influences, may prefer to buy on websites, 

positively influencing their image towards family and friends, possibly contributing to a sense 

of belonging to the desired group of online friends (Alan, Kabadayi, Bakis and Ildokuz, 2017). 

Rook and Fisher (1995) researched the influence of normative influence on consumer 

behaviour, reporting that even instinct buyers denied impulsive purchases if they assigned 

negative normative impacts towards the product. Orth and Kahle (2008) analysed the effects 

of normative influence on consumers of wine brands. The results indicated that consumers’ 

personality and social values impact their brand choices, although consumers with higher 

values are less influenced by social norms (Orth and Kahle, 2008). Liao and Shi (2009) studied 

the functions of social and market factors of consumers’ attitude towards online shopping in 

Hong Kong. The normative belief of PU, PEU, accessibility and perceived risk were 

established as crucial factors influencing consumers’ preferences for online shopping (Liao 

and Shi, 2009). The subsequent section explains online shopping consumer behaviour while 

presenting the buyer with a decision process during online shopping. 

3.6 ONLINE CONSUMER BEHAVIOUR TRAITS 

The number of factors influencing consumer behaviour is too high to be covered in a single 

study. This study focused on the most prevalent factors, obtained from available concerning 

relevant research. This section includes four additional factors (referred to as traits) that the 

study elaborated on as these factors are also considered when studying factors influencing 

online shopping behaviour. According to Heijden et al. (2001) and Bashir (2013), studying 

purchase behaviour online is crucial for marketers. 

Research by Nikalje (2013), Li and Zang (2002), Katawetawaraks and Wang (2011), Cowart 

and Goldsmith (2007), Jusoh and Ling (2012), Fong (2013), Yang and Lester (2004), 

Mandilas, Karasavvoglou, Nikolaidis and Tsourgiannis (2013) and Jusoh and Ling (2012) 

focus on consumer behaviour traits and factors influencing consumers’ behaviour towards 

online shopping. There are also studies towards consumer electronic (iab. and Ipsos 

MediaCT, 2013 and Bashir 2013) to understand, analyse and predict consumer behaviour for 

other countries’ markets. Although none of them targeted the South African market. The 

subsequent section presents consumer behaviour traits, considered for the study. 
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3.6.1 Online shopping experience 

Nikalje (2013) established no significant relationship between Internet experience and 

behaviour towards online shopping amongst respondents. The research proved that 

experience and hours spent on the Internet do not affect consumers’ behaviour towards 

purchases through online shopping (Nikalje, 2013). Contrary conclusions were obtained by 

Dillon (2004), proving that consumers’ previous experiences with online purchases or no 

experiences could have a significant impact on levels of risk perception by consumers and 

their buying decisions. 

Frequent online shoppers consider a more enjoyable, interactive, and personalised shopping 

experience while shopping online (Naseri and Elliott, 2011). The Euromonitor International 

(2015) report also established some individuals perceiving the act of online shopping as an 

exchange to forfeiting privacy as consumer’s information of their interests are captured during 

online shopping. Boyer (2005) affirms that negative experiences increase risk level 

perceptions towards online purchasing. It hampers a business likelihood of retaining 

consumers and renders it more difficult for other online businesses to gain initial consumers. 

Karimi (2013) affirms that even with low online shopping experience, consumers can locate 

the online store, establish and evaluate the information, before proceeding to purchase. 

3.6.2 Customer satisfaction and loyalty 

Satisfaction emerges when consumers measure their perceptions of the product or service to 

their desires and expectations. Satisfaction is the contentment of the individual concerning 

their prior online shopping experience with a provided online retailer (Karimi, 2013). Customer 

satisfaction of online purchase is the evaluation of customers’ experience and their 

perspectives towards the interaction with products and services online (Prayitno, 2016). 

Jiradilok, Malisuwan, Madan and Sivaraks (2014) explain that customer satisfaction is reached 

when products and services meet consumers’ expectations. Nagy and Kacmar (2013) also 

interpret customer satisfaction as customers’ adequate emotions arising from product 

expectation, services, or experience from online purchasing. Jiradilok et al., (2014) express 

the importance of consumers’ emotions, contentment with the products and services provided 

by the online store, as satisfied customers are likely to be loyal and render repetitive 

purchases. 

Prayitno (2016) remarks that internal (shopping experience) and external (quality of 

information on website) determine satisfaction while influencing customer loyalty. Customers 

incline to measure satisfaction, based on the price of the product or service (Prayitno, 2016). 
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Johnson, Lennon, Jasper, Damhorst and Lakner (2005) observed that knowledge and 

experience of the customer and their attitude of security when effecting a payment, influence 

customer satisfaction behaviour. Prayitno (2016) also established an affiliation amongst 

satisfaction, online shopping, and concerns about online payment security. Xu and Paulins 

(2005) express that the customer's perception of the website design, ease of navigation, 

information availability, and security guarantees are vital for customers to measure their online 

shopping satisfaction. 

3.6.3 Attitude towards online shopping 

Consumers’ beliefs and attitudes influence their buying behaviour, developing from doing and 

learning gradually (Kotler and Armstrong, 2012). Engel et al. (1986) define attitude as a 

general assessment of available options, ranging from the best to the worst. Additionally, 

attitudes are also analysed as consumers’ judgement, sentiment, or tendencies towards an 

item or service (Kotler and Armstrong, 2012). Fong (2013) refers to attitude as a psychological 

construct, representing a consumer’s readiness to act or react in a certain way. Past literature 

identifies attitudes’ influence on the adoption of online shopping. Results confirm that attitude 

effects online shopping intentions or behaviours (Fong, 2013). Consumer attitudes also 

influence future decision-making, which might be difficult to be changed by marketers 

(Munthiu, 2009). 

Riley, Scarpi and Manaresi (2009) focused on analysing consumers’ online behaviour in Italy 

and the United Kingdom. Consumers’ attitude towards online shopping of services is 

determined on experience with the service provider and familiarity with the Internet (Riley et 

al., 2009). Monsuwé et al. (2004) propose that consumers’ attitude towards online shopping 

is affected by PEU, PU, enjoyment and exogenous factors, such as situational factors, product 

characteristics, consumer personality, shopping experience and trust in online shopping. Shih 

(2004) suggests that attitude towards online shopping has a strong correlation with Internet 

acceptance. The PEU and PU establish consumer attitude towards online shopping, although 

PU does not affect user acceptance of online shopping (Shih, 2004). According to Khare and 

Rakesh (2011), PEU affects consumers’ attitude to shop online. Shopping behaviour can 

improve if the online store is easy to navigate and use. 

Khare and Rakesh (2011) consider the TPB and Expectation Disconfirmation Theory (EDT) 

to understand what precedes consumers’ intention to shop. The study established that before 

using online shopping stores, security and confidentiality factors affect satisfaction with online 

shopping (Khare and Rakesh, 2011). Kim and Park (2005) posit that consumers attitude 

towards brick-and-mortar stores influences online consumers. The research continues to 
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assert that consumers proceed to buy online after they are familiar with the physical store; 

employing the online service is an extension of the store (Kim and Park, 2005). 

3.6.4 Intention to use 

Online purchase intent refers to consumers’ subjective probability of visiting an online store, a 

significant determinant of actual purchasing behaviour (Wu, Chen, Chen and Cheng, 2014). 

Online shopping attitude was established to influence consumers’ search and purchase 

intentions (Karimi, 2013). Consumers’ attitudes towards online shopping, directly and 

indirectly, predict online shopping intentions, embracing the most substantial consequence of 

the intention to shop online (Karimi, 2013). Pavlou (2003) determined that the intention to use 

a website, as a suitable measure of an online purchase intent, when evaluating online 

consumer behaviours. As online shopping includes buying and information exchange, 

purchase intent depends on a range of factors necessitating enhancement to increase the 

purchase intent between online consumers (Pavlou, 2003). 

The factors requiring to be strengthened to add buying intention were researched by Chang, 

Cheung and Lai (2005). They categorised the precursor of the online purchase intention into 

three categories: Perceived characteristics of the website include, product characteristics and 

consumer characteristics (Chang et al., 2005). In addition to these three categories, consumer 

experience was also identified as a precursor of online purchase intent (Chang et al., 2005). 

Consumer attitude studies link with consumers buying behaviour, as intention influences their 

attitude (Kanade, 2018). The study recommends for intention to be applied to online shopping 

behaviour, for marketers to examine the outcomes of the purchase transaction (Kanade, 

2018). Jamil and Mat (2011) propose that consumer buying intention can have a positive 

influence on the act of online shopping. They recommend further studies towards online 

shopping purchasing consumer factors. 

With completing the literature on the factors that affect online shopping behaviour, the 

research hypotheses are discussed in the subsequent section. 

3.7 RESEARCH HYPOTHESES DEVELOPMENT 

The retail environment in developed countries gravitated towards online shopping (Monsuwé 

et al. 2004). The transformation from traditional shopping to online shopping commenced in 

the 1990s, where online shopping positively influenced and reshaped the retail space (Chen 

and Chang, 2003). The study of consumer behaviour is crucial for the success of companies 

and their products. It requires an understanding of effectual factors behind consumer purchase 
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decisions (James, 2011). Rogan (2011) recommends comprehending consumer 

characteristics to apply marketing strategies. These strategies should focus on increasing the 

probability of the organisation and frequency of the buyer’s behaviour. 

According to Wang and Yang (2010), compared to other goods, buying electronic goods online 

adds great convenience to consumers. Buying electric appliance online provides consumers 

with a possibility to establish various product selection. Business organisations attempt to offer 

online shopping because it costs less compared to bricks stores; it provides access to a global 

market, increases consumer satisfaction, and builds sustainable capabilities (Pant 2014). 

The purpose of this research was to improve comprehending the determining factors affecting 

online buying of electronic goods in South Africa. The study employed various similar research 

papers, such as Hasan (2010), Cho and Jialin (2008), Khare, Khare and Singh (2012), Jusoh 

and Ling (2012), Li and Zhang (2002), Punj (2011), Nagy and Kacmar (2013), Prayitno (2016) 

and Prinsloo (2013), analysing their results in the literature presented in this chapter. This 

study attempted to cover as many factors possible, covered by similar studies, such as Bashir 

(2013), Parks (2008) and Davis and Hodges (2012), Cardoso and Pinto (2010), Kotze et al. 

(2012), Zeeman (2013) and Nikalje (2013). 

They aim was to identify factors to focus on the study area for this investigation. The model 

for this study was derived from the TAM. TAM is an adequate framework for exploring the 

adoption of information technologies (Wang et al., 2003; Rahman, Khan and Islam, 2013). 

This research identified demographic, utilitarian, and hedonic factors as essential amongst the 

literature. These indicate focus areas employed to answer the research question. A brief 

discussion of the utilitarian, hedonic and demographic factors follows to formulate the research 

hypotheses. 

3.7.1 Demographic factors and online shopping behaviour traits 

Demographic variables are employed to categorised consumers to improve comprehending 

the behaviour of each group (Karimi, 2013). Bellman, Lohse, and Johnson (1999) explored 

various predictors to identify the desire to purchase online. The study concluded demographic 

variables, such as income, gender, and age, significantly influencing the decision to buy online 

(Bellman, Lohse, and Johnson, 1999). Hernández, Jiménez-Martínez and Martín (2011) 

focused on whether consumers’ demographic characteristics, such as age, gender, and 

income, influence online shopping behaviour of experienced online shoppers. Results proved 

that once consumers attain the status of experienced online shoppers, their response is 

similar, independently of their demographic characteristics. The result from Hasan (2010), 
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Khare, Khare and Singh (2012) and (Nikalje 2013) have identified the impact that demographic 

factors play on consumer behaviour. 

H1 Demographic factors positively influence consumer behaviour traits towards online buying 

of electronic goods 

H0 Demographic factors do not positively influence consumer behaviour traits towards online 

buying of electronic goods 

Hasan (2010), Khare, Khare and Singh (2012), (Nikalje 2013) established the influence of 

demographic factors on consumer behaviour. Existing literature on gender indicated that 

males and females process information differently (Karimi, 2013). Various information 

processing methods lead to diverse decision-making processes, as they impact the search 

and evaluation stages adversely (Karimi, 2013). Hasan (2010) analysed gender influencers 

towards online shopping behaviour by employing a construct cognitive towards affective and 

behavioural attributes. The results highlight higher cognitive, affective, and behaviour attitudes 

in males than in females towards online shopping (Hasan, 2010). 

H1a Gender positively influence consumer behaviour traits in online shopping 

H0a Gender does not positively influence consumer behaviour traits in online shopping 

 

The age of an individual is a crucial personal factor influencing buyer behaviour. Consumers 

buy various products at their distinct stages of the cycle (Ramya and Mohamed Ali, 2016). 

Age affects consumer behaviour and consumption. When consumers age, their preferences 

evolve. Moving through various life cycles, such as changing from a single status to married, 

also affect their decision-making (Kotler and Keller, 2016). O’Cass (2000) asserts that age is 

the primary variable to understand an investigating buying decision. Conversely, Jusoh and 

Ling (2012) indicate that respondents’ age does not influence consumers’ behaviour during e-

commerce purchases through online shopping. A different view by Kotler and Armstrong 

(2007) affirms that it is crucial to study the various age stages of consumers, for marketers to 

define their target markets accordingly, and to develop multiple approaches for each online 

market. 

H1b Age positively influence online shopping consumer behaviour traits 

H0b Age does not positively influence online shopping consumer behaviour traits 

Akman and Rehan (2014) explain that the basic Internet user of the 20th century, as young, 

professional, and affluent with higher levels of education. Bhatnagar and Ghose (2004) affirm 
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that the influence of knowledge on the Internet and an absence of training and education, form 

noticeable obstacles in the adoption of innovative technologies. Research findings 

recommend improved educated use of information technology (IT) for diverse tasks and 

entertainment (Losh, 2003). Akman and Rehan (2014) affirm that consumers’ education level 

may be a crucial factor in understanding their online service usage behaviour. 

H1c Education level positively influence online shopping consumer behaviour traits 

H0c Education level does not positively influence online shopping consumer behaviour traits 

A significant difference in behaviour is observed towards online shopping amongst various 

income groups (Nikalje 2013). Income influence consumers’ behaviour towards e-commerce 

purchases through online shopping (Nikalje, 2013). Li and Zhang (2002) assert that 

consumers with higher household incomes are inclined to active online shopping, compared 

to lower-income consumers. Higher-income household often positively correlate with 

possession of computers, Internet access and higher education levels (Li and Zhang, 2002). 

Kalia, Singh, and Kaur (2016) established that online shoppers are well educated, open-

minded, cosmopolitan, less resistant to change, self-confident, and venturesome. 

H1d Income positively influence online shopping consumer behaviour traits 

H0d Income does not positively influence online shopping consumer behaviour traits 

3.7.2 Factors influencing online shopping behaviour and demographic factors 

A similar study Hernandez, Jimenez and Martin (2011) established that demographic factors, 

such as age, gender and income, do not influence consumer behaviour. Once consumers 

experienced online shopping, demographic factors do not influence consumer behaviour 

anymore. Sharma and Batra (2016) established the influence of demographic factors on the 

online shopping behaviour of consumers in the city of Delhi. The study indicates significant 

differences in the online shopping behaviour of consumers regarding age and gender. The 

income level of consumers and their marital status were not established, needed to identify 

their influence on the online shopping behaviour (Sharma and Batra, 2016). 

H2 Online factors influencing consumer behaviour towards online buying of electronic 

goods differ across demographic factors. 

H0 Online factors influencing consumer behaviour towards online buying of electronic 

goods do not differ across demographic factors. 
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It was established that females have a higher positive attitude towards traditional retail 

compared to males (Hasan, 2010). The influence of gender differences based on consumer 

trust and decision-making proved to be influenced by biological factors (Riedl, Hubert and 

Kenning, 2010). Males portrayed smaller differenced in attitude between traditional and online 

shopping. Similar Hashim, Ghani and Said (2009) established that males are more likely to 

shop online than females. Cho and Jialin (2008) researched the importance of trust and 

efficacy on Singaporean consumers’ online purchase behaviour. The results indicate that 

females present lower confidence for online website stores, affecting their shopping behaviour 

(Cho and Jialin; 2008). Results on Shergill and Chen (2004) also assert that males had less 

security concerns compared to females towards online shopping. Their research established 

convincing (85.3%) and timesaving (72.5%) as the most significant motivation for online 

shopping in New Zealand (Shergill and Chen; 2004). 

H2a Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across gender of consumers 

H0a Online factors influencing consumer behaviour towards online buying of electronic goods 

do not vary across gender of consumers 

Fong (2013) observed that the younger generation spend more time on the Internet than the 

older generation. Younger individuals are also more knowledgeable about the Internet since 

they hold technology ability. The youth presents frequent online shoppers by default (Fong, 

2013). Kalia et al. (2016) established that most online shoppers represented the age group of 

21 to 30. Khare, Khare and Singh (2012) declare that age is a considerable influence on online 

shopping behaviour. Young shoppers online establish the benefit of online shopping, rapid to 

accept innovative technology. Zhou et al. (2007) identified several findings on the relationship 

between age and online shopping intention. 

H2b Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across age of consumers 

H0b Online factors influencing consumer behaviour towards online buying of electronic goods 

do not vary across the age of consumers 

Roy Dholakia and Uusitalo (2002) affirm that education is prone to influence online shopping 

adoption. Early adopters of innovations are mostly educated people. Zhou et al. (2007) 

emphasise diverse findings on the level of education of consumers who shop online. Gong, 

Stump and Maddox (2013) agree with Roy Dholakia and Uusitalo (2002) that higher educated 
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individuals are likely to be more technically conversant and assume they might be more 

inclined to shop online. 

H2c Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across education level of consumers 

H2c Online factors influencing consumer behaviour towards online buying of electronic goods 

do not vary across education level of consumers 

Punj (2011) believes that with the development of the Internet, a ‘digital divide’ divergence 

was created between the rich and the poor, resulting in unequal accessibility of the Internet, 

new information and communication technologies. Similarly, Fong (2013) established that 

consumers with more disposable income are also more prone to purchase online. The 

availability of excess income increases the frequency of consumers shopping online (Wan, 

Nakayama and Sutcliffe, 2012). With the current economic patterns, the spending behaviour 

of consumers is influenced by their disposable income (Kotler and Keller, 2016). High-income 

consumers tend to generate a high credit rate providing the availability to own a credit card, 

which might increase the impulsive online shopping purchase (Naseri and Elliott 2011). Ramya 

and Mohamed Ali (2016) conclude that the income level of consumers is a factor influencing 

the consumption pattern of consumers with varying degrees of income. 

H2d Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across income of consumers 

H2d Online factors influencing consumer behaviour towards online buying of electronic goods 

do not vary across income of consumers 

Concerning online shopping environment, both utilitarian and hedonic shoppers have 

preferred reasons to go online (Cardoso and Pinto, 2010). 

3.7.3 The influence of utilitarian factors on online shopping 

Utilitarian shopping factors influence the consumer's decision-making behaviour (Wu, Ke and 

Nguyen, 2018). Consumers with utilitarian attributes are motivated towards achieving goals. 

They are called efficient and rational decision-makers (Batra and Ahtola, 1991). Kim, Galliers, 

Shin, Ryoo and Kim (2012) assert that utilitarian shopping motivation is the level of shopping 

goals completed for the consumer, as it is observed as a rational, goal-oriented, decision-

effective activity. Childers et al. (2001) indicate that utilitarian motives for online shopping can 

significantly influence consumers’ attitudes. 
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 Wolfinbarger and Gilly (2001), Zhou et al. (2007) and Ozen and Kodaz (2012) indicate that 

utilitarian shoppers were mostly concerned with convenience, accessibility, selection, price 

comparison and availability of information during online shopping. According to Bashir (2013), 

Parks (2008) and Davis and Hodges (2012), utilitarian values influencing online shopping 

behaviours include price, convenience, consumer risk, information availability, achievement, 

efficiency and website design/ quality.  

H3 Utilitarian values positively influence consumer behaviour towards online buying of 

electronic goods/ 

H0 Utilitarian values do not positively influence consumer behaviour towards online buying of 

electronic goods 

3.7.4 The influence of hedonic factors on online shopping 

Hedonic factors are attributes influencing experiences of sensory appeals, such as emotion 

and gratification (Batra and Ahtola, 1991). Hedonic factors guide the results of consumers’ 

entertainment-seeking behaviours (Wu, Ke and Nguyen, 2018). Hedonic factors influence the 

individuals pursuing emotional needs with engaging and entertaining shopping environments 

(Escobar-Rodríguez and Bonsón-Fernández, 2016). Wu, Ke and Nguyen (2018) assert that 

hedonic shopping value is the fun and pleasure of the shopping experience. 

Hedonic shopping value is considered as the behaviour of searching happiness, fantasy, and 

awakening (Kim et al., 2012). According to Wolfinbarger and Gilly (2001), online shopping 

inclines to be less hedonic, as the online shopping experience is still far less exciting than its 

offline competition. Wolfinbarger and Gilly (2001), Zhou et al. (2007) and Ozen and Kodaz 

(2012) indicate that hedonic shoppers are established to shop online to collect information for 

purposes, such as ongoing research, product category involvement, positive sociality and 

surprise, and how attractive the website looked. Hedonic shopping factors include gratification, 

adventure, idea, social, role and value shopping (Arnold and Reynolds, 2003). 

H4 Hedonic factors positively influence consumer behaviour towards online buying of 

electronic goods 

H0 Hedonic factors do not positively influence consumer behaviour towards online buying of 

electronic goods 
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3.8 CONCLUSION 

This chapter provides a detailed literature review on factors influencing consumer behaviour 

in online shopping. The chapter is sectioned into various subheadings to describe and explain 

online shopping. The chapter begins with a focus on understanding consumer behaviour. 

Consumer behaviour is discussed to provide an improved understanding of the research 

scope. The literature review also focused on highlighting online shopping consumer behaviour 

which leads to the presentation of the consumer behaviour models (TRA, TPB, TR, TAM). The 

study ad adopted the use of TAM to explore factors influencing consumers’ behaviour towards 

online shopping for consumer electronics in Gauteng, South Africa. 

Subsequently, the literature review identified additional factors which influence consumer 

behaviour when shopping online, namely utilitarian, hedonic, demographic factors. The 

chapter has also considered factors which affect online consumer behaviour traits and 

discussed online shopping behaviour, online shopping experience, customer satisfaction and 

loyalty, consumer attitude towards online shopping and their intention to use online shopping. 

 

The last section of the chapter is the hypotheses development for this research. The 

hypotheses were developed to determine the influence of demographic factors and online 

shopping behaviour traits, to determine the factors influencing online shopping behaviour and 

demographic factors and to identify the influence of utilitarian and hedonic factors on online 

shopping. 

The next chapter discusses the research methodology followed in this study. 
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CHAPTER 4: RESEARCH METHODOLOGY 

Research: “…the systematic, controlled, empirical and critical investigation of hypothetical 

propositions about presumed relations amongst natural phenomena”. (Kerlinger, 1973:11). 

4.1 INTRODUCTION 

Marketing continuously transforms, indicating a robust activity (Smith and Albaum, 2010). The 

function of marketing inside an organisation converted, attributable to various trends in time, 

such as a shortage of material and energy, recession and inflation, unemployment, companies 

closing down, war and swift technological changes in specific industries (Smith and Albaum, 

2010). With constant change, organisations need to understand if their customers relished 

their product, what they favoured in their stores, how they decide on the medium to promote 

their products while identifying influences of their customers’ decision-making process (Wiid 

and Diggines, 2013). Strategic decision-making is an essential part of managing an 

organisation. Companies require a reliable methodology to acquire customer information 

(Hague, 2006). 

Companies use marketing research to obtain customer, products, market, and general 

environment information (Wiid and Diggines, 2013). Sreejesh, Mohapatra and Anusree (2014) 

emphasise a detailed understanding of the relationship between a brand and its customer 

magnifies brand loyalty interpretation, assisting in comprehending customers’ demands, 

resulting in the company developing improved marketing strategies. According to Zaborek 

(2015), the American Marketing Association suggested the most detailed and popularly 

employed conceptualisation of marketing research. 

The American Marketing Association (2004) defines marketing research as “the function that 

links the consumer, customer, and public to the marketer through information - information 

employed to identify and define marketing opportunities and problems; generate, refine, and 

evaluate marketing actions; monitor marketing performance; a better comprehension of 

marketing as a process.” Marketing research aims to address concerns by collecting relevant 

information, create procedures to collect information, organise and administer the data 

collection procedures, and evaluate the results while disclosing the findings and 

recommendations. Wright and Crimp (2000) also emphasise that marketing research provides 

a recommendatory contribution to managers by proving recommendations based on the 

collection and analysis of information. Pride and Ferrell (2010) also define marketing research 

as a systematic process, where the evaluation and explanation of the marketing problem is 
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provided, to contribute to the decision-making process of marketing managers. This study 

aimed to collect, analyse, and interpret information managers of companies selling electronic 

adequate online, can employ to create designs on how to surpass online selling. 

Salkind (2006) and Bentley, Gulbrandsen and Kyvik, (2015) assert that there are two types of 

marketing research, indicating basic and applied research. Basic marketing research is more 

widespread with collecting and creating information on the marketing system aspects with little 

emphasis on how to use and apply the collected information (Salkind, 2006) Provided (2008) 

affirms that basic research is conducted for its benefit, such as developing knowledge and 

theory, finding a solution for an unsolved problem, engaging the interest of the researcher. It 

has little emphasis on how to use and apply the collected information. Conversely, applied 

research refers to research to assist management in improved decision-making in a specific 

situation (Salkind (2006). Provided (2008) also explains that research specifically aimed at an 

immediate problem is called applied research. 

To fully comprehend the definition of marketing research, the meaning of scientific methods 

of marketing research needs to be understood. Wiid and Diggines (2013) describe the 

experimental techniques for the marketing research process as follows: “Identifying a problem 

and formulating a hypothesis, designing a study, conducting the research, testing the 

hypothesis and reporting the results”. This study also employed this scientific method to 

conduct this research. 

4.2 THE MARKETING RESEARCH PROCESS 

The main aim of this section is to inform the market research process, providing an overview 

of the steps involved in the process, adopted in this study. Each step is discussed in detail 

concerning the topic under investigation, providing more insight into the research methodology 

employed in the study. 

The research process is discussed as follows (Malhotra, 2010; Wiid and Diggines, 2013): 

• the problem statement and research objectives (Section 1.3) 

• the research philosophy (Section 4.4) 

• the research design (Section 4.5) 

• data collection and data collection instruments (Section 4.6) 

• data analysis (Section 4.7) 

• results and findings (Chapter 5) 

• conclusions and recommendations (Chapter 6) 
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The subsequent section provides a detailed discussion of the aforementioned topics. 

4.3 THE PURPOSE OF THE STUDY 

This section continues to discuss the purpose and the research objective of this study, as 

indicated in the chapter outline in Chapter 1, Section 1.3. As mentioned in Section 2.4, in 2013 

41% of South Africans browsed the Internet, placing South Africa in 5th place in Africa and 

92nd globally concerning individual Internet usage (Brand South Africa, 2013). Study results 

by Internet Live Stats (2016) indicate that this number increased to 52%. At the end of 2013, 

4.6 million South Africans had a digital participation with online shopping, although close to 

13.6 million South Africans had access and were employing the Internet (MasterCard, 2014). 

South Africa already has a steadily growing group of online retailers, such as Takealot, Zando, 

One shop, Amazon, Bidorbuy, eBay and Yuppiechef (Prinsloo, 2013; Effective Measure and 

jab, 2014). 

Mostaghel (2006) upholds that several companies realised that the rapid growth of technology 

could assist companies in achieving customer satisfaction and loyalty easier through research. 

Mostaghel (2006) also asserts that several studies on e-commerce indicated that several 

companies shifted their business model and operations to observe the online presence and to 

conduct business. Companies exploiting business online need to understand consumers’ 

buying behaviour to develop and maintain an adequate relationship with customers (Kim and 

Hong, 2010). According to PostNord (2014), consumer electronic goods purchased online is 

foremost, ahead of clothing and footwear in Spain and Italy. From surveyed online consumer 

electronics shoppers, 86% of consumer electronics shoppers preferred to shop online; price 

(74%) and convenience (53%) were the two main reasons for shopping online (iab. and Ipsos 

MediaCT, 2013). 

The main aim of this study was to comprehend factors influencing consumers’ behaviour 

towards online buying of electronic goods in South Africa. Jongeun (2004) and Heijden et al. 

(2001) state that retailers and marketers who employed online shopping as a distribution 

channel, require to comprehend their online consumers establishing reasons why they buy 

fully, and how offline consumers can be transformed into an online shopper to increase online 

sales. 

As mentioned in Section 1.1, inadequate formal research is conducted in South Africa to 

properly evaluate online shopping usage and factors influencing online shopping (Prinsloo, 

2013). Research lacks for the South African market, but available recent research exists, such 

as iab. South Africa (2014), uAfrica.com (2014) MasterCard (2014), Prinsloo (2013), 
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McClatchey, Cattell and Michell (2007) and Beneke and Scheffer (2010). Most of these studies 

focused mainly on online shopping, retail development and previous years’ general online 

retail statistics in South Africa. Emerald, Google Scholar and EBSCO host searches indicate 

inadequate information on consumers’ behaviour towards online shopping in South Africa. 

Further information on consumers’ behaviour towards online shopping of consumer 

electronics in South Africa could not be established. With little information on factors 

influencing consumers’ behaviour online towards shopping of consumer electronics in 

Gauteng South Africa, an information divergence on the topic was confirmed. This study, 

therefore, aimed to contribute to the information available. 

The primary objective for this research was to determine factors influencing consumers’ 

behaviour towards online shopping for electronics in Gauteng, South Africa. The reason for 

this study was a lack of information regarding consumer behaviour concerning online shopping 

for electronic goods in South Africa. The secondary objectives was to research whether 

demographic, utilitarian and hedonic factors influence consumer behaviour towards online 

buying of electronic goods. According to Wiid and Diggines (2013), once the objectives of the 

study are created, the subsequent step determines the information required to realise these 

objectives, and how this study chose to collect the required information. The research 

philosophy is presented in the subsequent section. 

4.4 THE RESEARCH PHILOSOPHY 

The research philosophy is a set of assumptions, beliefs, or commands about the essential 

aspects of reality, guiding individuals’ actions. Research philosophy is a model of research, 

revealing how to investigate and uncover an agreement on the nature of the universe 

(Saunders, Lewis and Thornhill, 2016). Van Huyssteen (2014) explains research philosophy 

as a design and the structure of a scientific system of researching academic ideas and 

assumptions. The research methods acceptable to collect data should agree (Burton and 

Bartlett, 2009). The motivation, beliefs and expectations of the research are therefore 

established by the decision of the research philosophy (Burton and Bartlett, 2009). 

Van Huyssteen (2014) and Klein (2013) identified three research philosophies, indicating 

positivism, interpretivism and constructivism. This chapter discusses these research 

philosophies to position the study into its hypothetical setting and a guiding framework. 
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4.4.1 Positivism 

Creswell (2013) explains positivism as a philosophy linked to a positive scientific method, 

including the scientific evaluation. The technique promises unambiguous and accurate 

knowledge. The process of study needs to be more experimental and objective to devise a 

hypothesis to test the validity in the real world (Saunders, Lewis and Thornhill, 2016). The 

positivism research philosophy influences the existing reality more extensive than the human 

mind (Weber, 2004). According to Silverman (2011), positivism is a presentation of a structure 

of a research process, referring to social facts, existing independently from the activities of the 

researcher and the participant. For positivist researchers to create a hypothesis, emphasising 

the importance of logical, objective, and rational thinking, deductive reasoning should be 

employed (Silverman, 2011). Managing the positivism research philosophy extends to post-

positivism (Gidding and Grant, 2007). 

Gidding and Grant (2007) define post-positivism as a norm, proposing a basis for mixed-

method research, bestriding the research philosophy, while maintaining respect for the beliefs 

of philosophy in quantitative and qualitative research methods. Additionally, post-positivism is 

a consistent technique, considering quantitative research methods, such as statistical facts 

and soft facts (Heurich and Vignali, 2015). Post-positivism research methods are adjusted 

from the positivism proposal; perfect objectivity is not fully achieved; however, it is possible to 

realise the knowledge of the world that separates our minds (Heurich and Vignali, 2015). Post-

positivism aims to establish the truth within predetermined contexts and not to establish the 

absolute truth (Heurich and Vignali, 2015). It contextualises factors, accepts limitations, and 

uses multiple theories where research findings are analysed (McMillan and Schumacher, 

2010). 

4.4.2 Interpretivism 

An interpretive research depends on the views of the research subject regarding the 

phenomenon (Creswell, 2013). Interpretivism believes that social research subjects depend 

on and designed by humans. It is perceived to be more subjective than objective (Saunders, 

Lewis and Thornhill, 2016). Interpretivism research is a social inquiry created from the 

evaluation of their experience from a group or individuals where societal reality is established 

(Walther, Sochacka and Kellam, 2013). Interpretivism is a research method, pursuing the 

understanding of things, based on social reality, indicating that interpretivism research aims 

to understand the reasons for occurrences (Steiner and Marra, 2017). 
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According to Walther, Sochacka and Kellam (2013), the data of interpretivism research cannot 

be unbiased as the researchers convey their prior conceptions to the study. During 

interpretivism research, the researcher meets respondents and cause an influence on the 

nature of respondents’ responses (Walther, Sochacka and Kellam, 2013). Walsham (2006) 

affirms that the logical base of interpretivism research is hermeneutics and phenomenology. 

Interpretivism studies the meanings of words, as various respondents are classified, based on 

individuals’ experiences (Walsham, 2006). Additionally, researchers’ background forms their 

understanding. Researchers put themselves in the study to recognise how they understand 

movements from their own historical and personal experiences (Creswell, 2013). 

4.4.3 Constructivism 

Just as post-positivism guides the beliefs, constructivism also provides a set of guiding beliefs, 

assisting the line of thought that an investigator assumes (Heurich and Vignali, 2015). 

Constructivism is the perspective that learners are not passive respondents in the 

environment. Instead, they are individuals engaged as they pursue personal meaning 

(Henson, 2015). Personal narratives, therefore, comprise entangled truths and facts (Baillie 

and Douglas, 2014). 

Constructivism research aims to understand the learning and knowledge theory while focusing 

on explaining ‘knowing’ and studying how an individual ‘comes to know’ (Creswell, 2013). This 

research is based on the theory of knowledge, but not as the truth unveiled or transmitted 

(Fosnot, 2013). Creswell (2013) affirms that the aim of research under constructivism is to 

depend on respondents’ opinions of the evaluated situation. Constructivism is a qualitative 

research process, interpreting data based on historical data, experiences, social perspectives, 

and the researchers’ background (Pegues, 2007). Silverman (2011) further mentions that in 

constructivism research, respondents develop meanings through their interpretive relations 

with one another and experiences within their social environment. The subsequent section 

elaborates on the applied research design. 

Justification of the selected research philosophy: Positivism 

According to Silverman (2011), positivism is a method that measures the patterns, behaviour, 

explanation of a reality predicated, and the prediction of future measurements. This study has 

made use of positivism philosophy and has used its guidelines to conduct the research. The 

selected research philosophy has been deemed appropriate by the researcher.  Positivism 

reinforces the philosophical approach taken by researchers in the social and physical 

sciences. In order for positivist researchers to create a hypothesis that stresses the importance 
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of logical, objective and rational thinking, they have to use deductive reasoning. (Creswell, 

2013). 

4.5 THE RESEARCH DESIGN 

According to Churchill, Brown and Suter (2010), a crucial stage in a marketing research project 

is the preparation of the research design or plan, as it structures the process to achieve the 

research objectives. The research design is a framework, providing guidelines for the study 

(Wiid and Diggines, 2015). Aaker, Kumar and Day (2007) explain that a research design is an 

outline that can be employed to guide the objectives of the research. Research design is 

perceived as a plan of conceptualising the research questions, data collection, data analysis, 

interpretation, report writing, and a structure to execute the research to maximise the validity 

of the research findings (Wilson, 2016). Three types of research design are established, 

indicating exploratory, descriptive, and casual research (Wiid and Diggines, 2013; Aaker, 

Kumar and Day, 2007). This research structures a descriptive study, attempting to identify 

factors influencing consumer choice towards online shopping for consumer electronics in 

South Africa. The subsequent section explains the three types of research designs. 

4.5.1 Exploratory research 

Exploratory research is a research design employed when more information is required on a 

problem or opportunity (Wiid and Diggines, 2013). This research type is applied when the 

researcher observes the general nature of the problem, various decision options and relevant 

variables requiring evaluation (Aaker, Kumar and Day, 2007). Exploratory research can be 

conducted to collect an understanding of a theory, identifying vital variables to be studied and 

to explain the problem (McDaniel and Gates, 2008). The advantage of exploratory design is 

that it allows the researcher to identify similarities and differences related to respondents (Saks 

and Allsop, 2013). 

McDaniel and Gates (2008) explain various forms of exploratory research: Pilot studies, 

experience surveys, secondary data analysis and focus groups. According to Zikmund and 

Babin (2010), pilot studies are when data is collected from research subjects, employed as a 

guide for a more extensive study. Experience surveys is research on concerns with practical 

experience on that specific problem (Wiid and Diggines, 2013). Secondary data analysis 

employs previous researched data to address the issue at hand (McDaniel and Gates, 2008). 

Zikmund and Babin (2010) explain focus groups as a group of eight to 12 individuals, assisting 

in clarifying and understanding the problem at hand. 
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4.5.2 Descriptive research 

Zikmund and Babin (2010) explained descriptive research as a design that uses statistical 

methods to identify patterns or trends in markets that information is required, marketing 

aspects is unclear or where the nature of industry competition is vague. Churchill, Brown and 

Suter (2010) assert that this method is employed with a previous understanding of the nature 

of the marketing research problem; conclusive results are required to set the course of action 

for the company. 

Descriptive research can identify opportunity or threats and is conducted to provide answers 

to the questions “who?” “what?” “where?” “when?” and “how?” (McDaniel and Gates, 2008). 

Wiid and Diggine (2013) identified two types of descriptive research: Longitude studies and 

cross-sectional studies. Churchill, Brown and Suter (2010) affirm that longitude studies are 

repetitive studies on the same subjects gradually, allowing an analysis of that information. 

Malhotra and Birks (2007) explain cross-sectional studies as a research method employed for 

collecting information by any topic just once. Wiid and Diggines (2013) also add that cross-

sectional studies are conducted, using sample surveys. Cross-sectional studies provide a 

sample of elements, representing the target population, unlike longitude studies. 

4.5.3 Casual research 

Wiid and Diggines (2013) explain casual research as a research attempting to demonstrate 

causality between variables or events, revealing causes and effects concerning dependent 

and independent variables. A dependent variable cannot be manipulated; it can be influenced 

by an independent variable; an independent variable is a symbol, which the researcher can 

alter (Aaker, Kumar and Day 2007). 

An exploratory, descriptive, or causal research design can be either quantitative or qualitative 

(Wiid and Diggines, 2013). A qualitative study focuses on exploring issues, motivations and 

attempt to understand unknown reasons. Conversely, a quantitative research focuses on 

establishing the link between two variables, dependent and independent (Wiid and Diggines, 

2013). The subsequent section briefly discusses quantitative and qualitative research designs. 

4.5.4 Quantitative and qualitative research 

Brennen (2013) mentions that quantitative research aims to be methodical, specific, and 

accurate as it pursues to determine validity, reliability, objectivity and truth. Quantitative 

research is often considered more genuine, vital, and scientific because it uses numbers to 
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quantify data (Brennen, 2013; Wiid and Diggines, 2013). Qualitative research is an exploratory 

study, allowing the researcher to employ interviews to understand the more profound opinions, 

reasons and motivations driving peoples’ behaviour (Whitfield, 2017). Naidoo (2016) explains 

that quantitative research methods collect information from a large number of individuals, 

employing the results to project the outcomes to a broader population, intending to generalise 

the specific demographic. 

Referencing Malhotra (2010), qualitative research is an unstructured approach, employed to 

obtain knowledge and comprehension of the problem or reasons for the initial motivations. 

Qualitative research is to explore issues, understand masked reasons and motivations (Wiid 

and Diggines, 2013). A study employing qualitative research, uses a small sample or group of 

individuals, focusing on comprehending consumer behaviour and motivations and extending 

to include opinions and attitudes of the surveyed group (Wiid and Diggines, 2013). 

The need for the researcher to employ quantitative or qualitative research method depends 

on the type of problem the study attempts to solve, the sampling method and data collection 

method used and techniques employed to analyse data (Hague, 2012). This study adopted 

the descriptive research design, using a quantitative survey method. Quantitative research 

was applied to conduct the study. Quantitative research was appropriate as questionnaires 

were used to obtain data for analysis. Tandon and Singh (2018), Yang and Lester (2004), 

Mandilas, Karasavvoglou, Nikolaidis and Tsourgiannis (2013) and Jusoh and Ling (2012) 

employed quantitative research to examine the relationships and to gain further insight into 

the phenomena. For this reason, the researcher chose quantitative research methods to 

explore factors influencing consumers’ behaviour towards online shopping for consumer 

electronics in Gauteng, South Africa. The subsequent section evaluates the sampling plan 

employed in the study. 

4.5.5 Sampling plan 

Sampling design is a process where a sample is chosen to accept defensible inferences to be 

selected from the data and applied to populations, or when specific respondents are selected 

from the entire population (Saks and Allsop, 2013). Wiid and Diggines (2013) state that it is 

crucial to work through this process systematically for improved results. Several steps need 

to be followed when designing a sampling plan: Defining the population, identifying the 

sampling plan frame, selecting sampling methods, determining the sampling size, selecting 

sample elements and collecting data from designated items. 
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4.5.5.1 Sampling population 

The main reason for a marketing study is to collect information on the characteristics of the 

parameters of the population (Malhota and Birks, 2007). The targeted population of an 

investigation is called objects, substances or individuals, or aggregation, meeting a criterion, 

holding the researcher interest (Maxfield and Babbie, 2014). For this study, the population 

parameters were numbers representing the proportion of online consumers. 

The research sampling design commenced by correctly identifying the target population 

(Malhotra and Birks, 2007). Polit and Beck (2012) emphasise that sampling design is the 

process accounting for a portion of the population, representing or holding features of the 

entire population. McDaniel and Gates (2008) continue that the population must be defined 

clearly concerning the sample unit, sample element, extent, and time. According to Malhotra 

and Birks (2007) and Wiid and Diggines (2015), sample elements are objects or units from 

where the information is required while a sampling unit is the unit or element available to be 

employed as a basis of sampling. 

The sample population for this research comprised Internet users indicating possible full 

knowledge of online purchases online purchase before or are willing to make one online 

purchase in the future. The surveys were provided to males and females, aged 18 and above, 

in two shopping centres in Johannesburg and Pretoria. The research focused on individuals 

in shopping malls because it is assumed they have purchased online or are at the shopping 

centres to buy goods; there was a possibility they were knowledgeable towards online 

shopping or are active online shoppers. Research concludes that 45.1% of online consumers 

are from Gauteng, and the remainder is spread around South Africa (IAB South Africa, 2014). 

The research, therefore, focused on locations where most of the population are established. 

Once the sampling population was determined, a sampling frame was identified 

4.5.5.2 Sampling frame 

A sample frame is a register of the sample elements accessible for selection during the 

sampling process; the actual sample is selected from the sample frame (Wiid and Diggines, 

2015). The sampling frame may be obtained from the telephone directory, a customer 

database, an association directory listing of the industry, a database obtained from a 

commercial organisation, a map, or a city directory (Couper, 2000). 

It is not rare to obtain or compile a list of population elements to be employed as the sampling 

frame, but the list may comprise certain shortcomings, leading to sampling frame errors. Wiid 
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and Diggines (2015) identified three reasons for sampling errors indicating, missing sample 

units, duplicates entries and foreign elements. According to Aaker, Kumar and Day (2007), to 

avoid missing sample errors, the researcher requires to verify that sample units comprising 

the population, are listed in the sampling frame for evaluation and correction of data or 

changing the sampling population to the survey population. To avoid duplicate entries in the 

sample frame, the researcher needs to arrange the list alphabetically, for quicker assessment 

and removal of duplicates (Wiid and Diggines, 2015). Foreign elements are units that do not 

belong on the sample frame list, such as out of date samples (Wiid and Diggines, 2015). 

Adams, Khan and Raeside (2014) emphasise that in circumstances where the researcher 

does not have a sampling frame, a non-probability sampling method may be used to serve the 

purposes of the study. The sample population for this study had no sampling frame. The 

sample targeted consumers visiting shopping centres, employing a non-probability 

convenience sampling method, discussed in an ensuing section. The study, therefore, did not 

employ a sample frame as individuals in shopping centres were targeted and requested to 

participate. The subsequent section evaluates the sampling method. 

4.5.5.3 Sampling method 

Chapter 1 provides the explanation employed by Hansen and Machin (2013) to explain a 

sample as a smaller version of the population that embodies the same main characteristics 

and with equal proportions present in the population. A sample is the subgroup of the 

population group interested and sampling method is the process of obtaining the sample from 

the population (McDaniel and Gates, 2001). There are two types of sampling method that can 

be employed when conducting research: Probability and non-probability sampling (Wiid and 

Diggines, 2013). Malhotra and Birks (2007) explain probability sampling as all the element of 

the population, holding a known positive probability of selection, while in non-probability 

sampling, the likelihood of selection of the elements in the population is not known. 

Four types of probability sampling methods are identified: Simple random sampling, 

systematic sampling, stratified sampling, and cluster sampling (Wiid and Diggines, 2013). 

According to Zikmund and Babin (2010), simple random sampling is the sampling process, 

which units of the population are selected independently and directly through a random 

process and can be drawn without replacement. Malhotra (2010) explains that random 

sampling can be selected with or without replacement. A simple random sample is explained 

by Wiid and Diggines (2013) as a specific number of elements, selected individually from the 

elements of the population, ensuring that after selecting each element, the reminder has an 

equal probability of selection. Wiid and Diggines (2013) also explain that sampling with 
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replacement is the method of choosing an element from the population, making a note of it 

and returning the element before choosing the ensuing element. 

Cant (2012) explains a systematic sampling process as the selection of the sample elements 

by drawing systematically from a completed list of the population elements. A systematic 

sample method comprises an element drawn randomly after the 1st element on the list, and 

after the 1st element of the sample automatically determines the whole sample selection (Wiid 

and Diggines, 2013). According to Cant (2012), a stratified sampling process commences by 

grouping heterogeneous population into homogeneous strata, mutually exclusive; secondly, 

drawing the population elements separately from each stratum, employing random or 

systematic sampling. Cluster sampling is usually applied to draw the population of elements 

with difficulty to obtain a sampling frame such as a city’s population (Zikmund, 2000). Wiid and 

Diggines (2013) explain that a cluster sampling process divides the total population into mutual 

exclusively and large groups, which then a random sample of elements are drawn from each 

group. 

Four types of non-probability sampling are identified: Convenience sampling, Judgemental 

sampling, snowball sampling and quota sampling. Wiid and Diggines (2013) explain 

convenience sampling as a sample selected from a range of the population, easy reachable 

or available to the researcher. Webb (2002) states that with convenience sampling, the sample 

in the same location than the researcher during the research stands a possibility of selection. 

When employing judgement sampling, the researcher subjectively and purposely selects the 

sample elements to participate in the survey (Zikmund, 2000). 

According to Hansen and Machin (2013), sampling demands the researcher to trust that the 

sample chosen, indicative of the population and knows the research subject. Researchers 

inclined to use this method for studies that do not require large samples, which include pre-

test of questionnaires or pilot studies (Wiid and Diggines, 2013). Malhota and Birks (2007) 

clarify snowball sampling as a process of selecting a sample of unique population 

respondents, employed to identify other individuals with the same characteristics that can be 

interviewed for the study. 

The interviewer purposely selected a set of respondents with specific traits, serving as 

informants to refer to other respondents (Wiid and Diggines, 2013). Wiid and Diggines (2013) 

maintain that quota sampling will be a fusion of convenience and judgement sampling, where 

the researcher employs census data for the classification of the population, based on crucial 

characteristics. The quota represents a sample of the selected population, with desired 

features representing the population (Wiid and Diggines, 2013). 
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Hansen and Machin (2013) maintain that after the researcher selected the proportion of the 

sample elements with selected characteristics, similar to the elements on the population, the 

researcher needs to establish respondents, meeting the required attributes. As 

aforementioned, this study employed non-probability sampling methods; for this research, 

convenience sampling is used for the selection of the sample. The research applied non-

probability sampling methods with convenience sampling because the research was 

conducted in two shopping centres, and the population was intercepted at shopping centres. 

With convenience sampling, it is easier to obtain respondents quicker and cheaper, compared 

to probability sampling (Wiid and Diggines, 2013). Individuals in the shopping mall during the 

research were conveniently selected. Sample methods determined the research needs to 

identify the size of the population for the study. The subsequent section evaluates the sample 

error for the study. 

4.5.5.4 Sampling total error 

Wiid and Diggines (2013) explain that sampling could not be 100% error-free because 

elements various within the same population. There are two types of total sample errors: 

Sampling errors and systematic errors (Wiid and Diggines, 2013). Parasuraman, Grewal and 

Krishnan (2004) explain that this error occurs resulting variation between the population 

number and the sample number; a small proportion of the population was employed. Hansen 

and Machin (2013) believe that to reduce this error, the researcher would have to increase the 

sample size. The way to eliminate the error would be to use the entire population. Conversely, 

systematic errors influence the sampling process and can occur even if the whole population 

was used, as this error occurs during the research design phase and the data collection phase 

(Wiid and Diggines; 2013). Systematic errors can be divided into sample design error and 

measurement errors (Parasuraman, Grewal and Krishnan, 2004). 

According to Parasuraman, Grewal and Krishnan (2004), a sampling design error arises when 

the sample was determined wrong, such as sampling frame or population incorrectly defined 

and the incorrect sample surveyed. Measurement errors are also explained as resulting from 

the difference between the information research and the information collected through the 

research measurement process (Parasuraman, Grewal and Krishnan, 2004). Measurement 

errors are again divided into four types, indicating response errors, non-response errors, 

interview errors and administrative errors (Clow and James, 2014). Response errors are 

caused when the respondent is unfamiliar with the answers, unwilling to participate and to 

rush through the answers, or simply fabricates an answer (Wiid and Diggines, 2013). 
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According to McDaniel and Gates (2013), non-response errors occur when the interviewee 

refrains from responding to the survey, particularly influencing the quality of data collected. 

McDaniel and Gates (2013) also explain that interview errors arise when interviewers 

intentionally or unintentionally influence respondents’ answers or when interviewers make 

mistakes when recording the questionnaire answers. Lastly, administrative errors occur when 

data are incorrectly captured into a program for analysis, resulting in data producing an 

incorrect interpretation (Wiid and Diggines; 2013). 

This study limited the effect of total errors. It defined the sample population clearly with the 

inflated cost of conducting interviews. The study selected an affordable sample size, 

representing the population, limiting non-reachable respondents by targeting those who wish 

to participate, ensuring that the questions in the survey did not influence the respondents' 

reactions adversely, ensuring correct data capturing for an analysis. These are based on 

indicated methods to limit total errors (Wiid and Diggines, 2013). 

4.5.5.5 Sample size 

Sample size refers to the number of individuals included in the sample, employed for 

observations in a survey or experiment (Aaker, Kumar and Day, 2007). According to 

Poindexter and McCombs (2000), the sample size should be sizeable, ensuring the research 

expert and decision-maker can represent the population, though the size should not be 

excessive, leading to wasted funds and time on an effort to decrease the sampling error by a 

minuscule amount (Wiid and Diggines, 2015). The sample size obligation in representing the 

correct value of the population parameter and the population behaviour variables in the 

population and consequently, the researcher should assume the probability of sampling errors 

(Hague; 2002). Naidoo (2016) mentions that in determining the sample size, sampling 

elements should be considered in the final sample example, participants willing to participate 

in the study, and the number of final participants. 

Hague (2002) suggests that the decision on the sample size is often a case of judgement 

instead of a calculation. The researcher chose an adequately sized sample to represent the 

population, simultaneously, it should be economically and practically achievable. Two 

methods of determining the sampling size are identified: Blind guesses and statistical 

approach. With blind beliefs, researchers are inclined to use their judgement and instinct in 

determining the sampling size (Wiid and Diggines, 2015). When selecting the sample, 

researchers are inclined to be more casual and do not consider survey costs or accuracy of 

the study results (Wiid and Diggines, 2015). The statistical method employs statistical 

formulas, establishing the sample size, which can be based on the correct level of confidence, 
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the required accuracy of the sample results and the standard deviation of the population 

(Webb, 2002). 

This study included a sample of 207 respondents, enabling the research to be as economically 

possible. Similar studies investigating online shopping, such as Akbar and James (n.d.), 

employed 240 respondents; Prinsloo (2013) employed 600 respondents and Yang and Lester 

(2004) employed 180 respondents. As the sample was designed, the data collection plan 

should be determined. This study also collected data from respondents. The discussion can 

be established in the subsequent section. 

4.6 DATA COLLECTION AND DATA COLLECTION INSTRUMENTS 

The main propose of research is to collect data to be processed into information, employed 

for decision-making (Wiid and Diggines, 2013). Data collection involves collecting data from 

respondents from an identified sample (Berndt and Petzer, 2011). Malhotra (2010) explains 

that data can be collected employing qualitative and quantitative methods. As discussed in 

Section 3.5, qualitative research is a collection, analysis and interpretation of data that cannot 

be meaningfully quantified. Quantitative data is a collection of data, involving more substantial, 

more representative respondent samples and the numerical calculations of results 

(Parasuraman, Grewal and Krishnan, 2004). The researcher decides on the most suitable 

method for the marketing question while considering data needs to be collected as accurately 

as possible at a reasonable cost, within the provided timeframe (Pellissier, 2007). Hague 

(2002) suggests that the researcher considers the volume and the variety of the data required, 

the objectivity and reliability of the data and the cost and duration of the study when choosing 

the data collection method. 

Two types of quantitative methods to collect data are established, indicating surveys, and 

observation methods (Malhotra, 2010). According to McDaniel and Gates (2013), surveys are 

employed to obtain participants’ information, including their opinions, attitudes, and behaviour. 

By using surveys, the researcher can have interactions with participants and direct questions 

regarding their behaviour, attitudes, intentions, awareness, motivations, demographic, and 

lifestyle characteristics (Malhotra, 2010). The researcher can also employ the observation 

method. McDaniel and Gates (2013) explain that the observation method collects data by 

observing the candidate with no interaction occurring between the candidate and the observer. 

Data collected with this method is frequently influenced or skewed, as the researcher may 

have limited knowledge of the candidate’s motives, their preferences, their attitudes, and 

beliefs behind the current observed person’s behaviour (Malhotra, 2010). 
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The survey method is the data collection method employed for this study while using 

standardised self-administered questionnaires to collect the needed data. Permission to 

distribute the self-administered questionnaires was obtained from Unisa and shopping mall 

managers, before conducting the study. The questionnaire format employed is discussed in 

more detail in Section 4.6.2.1. This study also applied secondary research. Secondary data is 

explained in the subsequent section. 

4.6.1 Secondary data 

Secondary data are previously collected data for additional purposes, other than the marketing 

challenges the researcher encountered (Burns and Bush, 2010). Malhotra (2010), explains 

that secondary data can be located faster and is affordable. Secondary data is collected with 

less effort compared to primary data; it enhances collecting primary data and comparative 

data to compare with primary data (Hague, 2002). Primary data is discussed in the subsequent 

section. Aaker, Kumar and Day (2007) further advise the researcher to first research the 

secondary data available on the topic. 

Two types of secondary data was established for the study: Internal data (which can come 

from the company) and external data, which could include other organisations or individuals 

(McDaniel and Gates, 2008). External data is further divided into syndicate data, pooled data, 

and other published sources with secondary data (Wiid and Diggines, 2013). Malhotra (2010) 

affirms that syndicate data are obtained from syndicate service sources called research 

organisations, collecting to sell data to a group of clients that can personalise this data to fit 

their needs. Pooled data are collected to be shared by interested and participating 

organisations, as these organisations provide input of the data type and format that needs to 

be collected (Cant, Gerber-Nel, Nel and Kotze, 2005). Other published sources of secondary 

data can be labelled as general business and government data, issued in books, journals, 

newspapers, magazines or reports, providing the study with useful information relating to the 

problem or opportunity data (Wiid and Diggines, 2013). Burns and Bush (2010) add that 

secondary data can also be obtained through the Internet, as it is easy and cost-effective for 

end-users. 

For the purpose of this study, secondary data was collected by accessing sources such as 

issued in published academic and research books, online journals and various types of online 

publications from Emerald, Google Scholar, ResearchGate and EBSCO databases. The 

secondary data covered topics relating to online shopping, electronic goods, consumer 

behaviour and factors affecting online shopping behaviour.  



88 

 

4.6.2 Primary data 

Kotler and Armstrong (2012) states that primary data is data that was not previously collected 

and is gathered to address a particular marketing problem. Primary data focuses on collecting 

demographic, socioeconomic characteristics, psychological and personal characteristics, 

attitudes, options, awareness, knowledge, intentions, motives, and behavioural cues of the 

targeted respondents (Wiid and Diggines, 2013). Primary data can be obtained by employing 

quantitative and qualitative research methods. Section 4.5.4 discusses these methods. 

A quantitative research method is subdivided into unique methods the researcher can choose 

from (Pellissier, 2007). Marketing researchers were employing quantitative research with the 

option of applying surveys, observation, and experiments. Cant, Gerber-Nel, Nel and Kotze 

(2005) define surveys as a method to collect primary data by communicating and interacting 

with a representative sample of individuals, collecting data to be processed into information. 

McDaniel and Gates (2008) explain observation as a systematic process of recording 

behavioural patterns of individuals, objects, and occurrences without communicating with the 

representative sample of people. Zikmund (2000) defines the experimental method as a 

controlled investigation where an independent variable can be influenced to prove a 

hypothesis about a dependent variable. For this study, a survey method was employed. The 

subsequent section continues to elaborate on quantitative data as the research method of 

choice for this study. 

4.6.2.1 Data collection: Quantitative research 

By conducting a survey, the researcher collects the required data directly from the consumer 

(known as consumer survey) or enterprise (known as goods survey) (Zikmund, 2000). By 

conducting a survey, the researcher can collect consumers or enterprises’ actual motives, 

opinions, attitudes, preferences, and intentions (Zikmund, 2000). This study employed surveys 

to obtain motives, opinions, attitudes, preferences, and intentions of consumers’ behaviour 

towards online shopping. Four types of survey options are identified (data collection methods) 

a researcher can adopt personal interviews, telephonic interviews, mail surveys and web-

based surveys (Zikmund, 2000). 

McDaniel and Gates (2008) explain that personal interviews require face-to-face interaction 

between the interviewer and the interviewee. Telephone interviews employs a telephone to 

collect data from the interviewee. Personal interviews include extensive communication 
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between the interviewer and the interviewee, which can comprise interviews at respondents’ 

residence, a shopping centre or in the research facility (Wiid and Diggines, 2013). 

Kotler and Armstrong (2012) affirm that the interviewer can employ structured or semi-

structured questionnaires or conduct an unstructured interview to obtain information. Kotler 

and Armstrong (2012) recommend applying personal interviews for collecting copious 

quantities and various data. Burns and Bush (2010) add verbal communication and the 

interview completing the questionnaire as the respondent telephonic responses. Wiid and 

Diggines (2013) recommend a friendly voice and a brief introduction, ensuring the 

respondent’s cooperation and comprehension of the questions. 

McDaniel and Gates (2008) continue to explain that mail surveys are distributed through the 

post to the respondent to be completed and returned to the interviewer’s address. With the 

advancement of technology, though, web-based surveys employ the Internet and web devices 

to conduct surveys. Respondents employing web-based surveys are usually sent an e-mail 

explaining the survey while directing the respondent to the online survey (Wiid and Diggines, 

2013). When applying mail surveys, the research needs to ensure that questions are clear 

and easy to understand by respondents as they need to complete and respond without any 

input from the interviewer (Wiid and Diggines, 2013). This study employed personal interviews 

by intercepting respondents in shopping centres, requesting completing the questionnaire. 

Certain limitations may influence the data collection when employing a survey. Malhota and 

Birks (2007), Wiid and Diggines (2013), Hansen and Machin (2013), identified the following 

aspects concerning a personal interview: 

• the inflated cost of distributing surveys may limit the sample size 

• limitation on time may not allow for a follow-up to the response 

• respondents may not answer truthfully, exaggerate, or misinterpret the question 

• respondents may not be available and willing to respond or interested in the research 

problem 

• respondents may not be qualified to respond. 

To minimise the limitations of a survey, the researcher should explain to the respondent the 

marketing question, value of the research and the importance of the respondent’s response 

to the research before distributing the survey. The survey needs to be appropriately structured, 

with clear information instructions for respondents. This study considered the above. The 

subsequent section elaborates on the survey questionnaire employed for data collection. 
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4.6.2.2 Collection instruments - survey questionnaire 

Watkins (2012) classifies questionnaire as a data collection instrument, assisting the 

researcher in assembling data that to be analysed, serving as evidence of the relevant results 

of the study. According to McDaniel and Gates (2013), a questionnaire is a group of questions, 

collecting data, addressing a specific problem parallel to the objectives of the research. The 

type of data to be collected, influences the questionnaire design, including data analysis 

processes and sample numbers (Zeeman, 2013). It is crucial to design the questionnaire using 

an approach to achieve the highest response rate (Malhotra, 2010). Zeeman (2013) also 

suggests that incentivising respondents to complete the survey increases respondents’ 

enthusiasm while influencing the quality of the responses. Fowler (2009) indicates that 

questionnaire questions and instructions should be clear, ensuring quality, as the researcher 

is not always present throughout the data collection process. 

A questionnaire should be accompanied by a cover letter, explaining the questionnaire’s 

purpose and aim (Bradley, 2010). According to McDaniel and Gates (2013), once the reader 

has the questionnaire, the wording and instructions should be clear not to influence the answer 

quality. The quality of the answers of the questionnaire can also be affected if leading or biased 

questions are employed (Malhotra, 2010). Ambiguous terminology should not be used, as 

this could influence the quality of the answers. Technical jargon should be minimised for 

respondents to comprehend the questions (Denscombe, 2010). 

The aforementioned recommendations guided the wording for the survey questions. For 

respondents to have a correct understanding of the questions, they were phrased clearly, 

employing unambiguous and straightforward words. A cover letter attached to the 

questionnaire was included in the study, with the applicable contact details. Appendix F 

represents the questionnaire employed in this study. 

4.6.2.3 Question format 

Aaker, Kumar and Robert (2011) explain that the format of the questionnaire is associated 

with the allowed freedom transferred to the participants for providing their responses, as these 

responses need to be measured. The researcher can use two types of formats, indicating 

structured or an unstructured questionnaire (Malhotra, 2010). A structured questionnaire 

imbeds pre-set questions and a group of predetermined response formats. Wiid and Diggines 

(2013) believe structured questionnaires as easy to apply. They are pre-coded, more 

economical, and less time-consuming for implementation. An unstructured questionnaire 

comprises open-ended questions. Respondents are encouraged to use their own words in 



91 

 

response to these questions (Bradley, 2010). Open-ended questions provide the respondent 

with less restriction when responding. The researcher can explore the research topic in-depth. 

Questions can assist in determining respondents’ motives, expectations, or emotions (Wiid 

and Diggines, 2013). 

The measurement of the questionnaire can be defined as the process of appointing numerical 

figures to the object’s characteristics (Zeeman, 2013). Measurement of these characteristics 

include attitude, perception, preference, behaviour, or opinion of the object (Malhotra; 2010). 

According to McDaniel and Gates (2013), these characteristics are measured by a scale in 

the instrument. It is, therefore, crucial to choose a suitable type of range for the study. A rating 

scale is a scale with a brief description or numerical value, connected to each item in each 

category (Malhotra, 2010). When respondents select the category, they rate the object 

according to their attitude, perception, preference, behaviour, or opinion (Wiid and Diggines, 

2013). The three most employed itemised rating scales are the semantic differential scale, the 

Staple scale and the Likert scale, discussed below (Malhotra, 2010; Wiid and Diggines, 2013). 

• Semantic differential scale 

The semantic differential scale comprises two opposite ends, related to the measured object 

(Berndt and Petzer, 2011). Respondents are requested to choose a position between the two 

sides that best explains their attitude, perception, preference, behaviour, or opinion (Zeeman, 

2013). Three elements of the scale are established, indicating evaluation, potency, and 

activity. In opposite words assessment, such as adequate and inadequate, strength is 

employed by words, such as strong and weak. Activity is used by words, such as fast and slow 

(Zeeman, 2013). According to Aaker et al. (2011), this scale comprises seven categories, of 

which the endpoints are opposite ends Aaker et al. (2011). The numerical values, from one to 

seven, are allocated to these seven categories (Zeeman, 2013). According to McDaniel and 

Gates (2013), the scale is better employed to measure a product or brand image’s strengths 

and weaknesses, while being quick, effective, and sufficiently reliable. 

• Staple scale 

Unlike the semantic differential scale, the staple scale measures statements independently 

instead of simultaneously (Wiid and Diggines, 2013). On the instrument, the respondent is 

requested to choose the level they agree or disagree on the specific statement. Instead of two 

conflicting terms, the phrase comprises one term (Wiid and Diggines, 2013). According to 

Cant, Gerber-Nel, Nel and Kotze (2012), the staple scale usually contains ten statistical 

categories ranging from -5 to +5. It is designed vertically, providing a descriptor at the middle 
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point. The scale portrays the attitude, perception, preference, behaviour, or opinion of the 

respondent towards the object, including the intensity of choice (McDaniel and Gates, 2007). 

• Likert scale 

A Likert scale includes a sequence of phrases, asserting a positive or negative attitude 

concerning the measured object (McDaniel and Gates, 2007). Respondents are required to 

select the degree where they favour on a symmetric agree-disagree scale (Burns and Bush, 

2010). Numerical digits are allocated to each statement for respondents to rate, based on 

agreement or disagreement to the statement (Zeeman, 2013). According to Zeeman (2013), 

the scale can be adjusted to contain between five, six or seven points. Zeeman (2013) 

maintains that a six-point scale pressurises the respondent to select a positive or negative 

answer since the middle point demonstrates indecision. Completing this scale may be more 

time-consuming than other rating scales, as respondents have to peruse each statement 

(Malhotra, 2010). 

The questionnaire employed for this study used a Likert scale to measure respondents’ 

various shopping motivations, attitude, perception, preference, behaviour, or opinion. A five-

point Likert scale was designed to measure respondents’ classification of each statement. 

These questions were obtained from similar studies, such as Kim, 2006; Arnold and Reynolds, 

2003; Cardoso and Pinto, 2010; Jamal, Davies, Churdy and Al-Marri, 2006, 2006; Ozen and 

Kodaz, 2012; Zeeman, 2013; Engelbrecht (2015), Nikalje (2013), Li and Zang (2002), 

Katawetawaraks and Wang (2011), Cowart and Goldsmith (2007), Jusoh and Ling (2012), 

Fong (2013), Yang and Lester (2004), Mandilas, Karasavvoglou, Nikolaidis and Tsourgiannis 

(2013) and Jusoh and Ling (2012), measuring shopping motivation on various concerns. 

The study measuring instrument in this study was a self-administered questionnaire, 

comprising structured questions. The questionnaire commenced with a Likert scale 1 to 5, with 

1 = Strongly Disagree and 5 = Strongly Agree, followed by multiple-choice questions, directly 

related to the topic of the study, regarding factors influencing consumers’ behaviour towards 

online shopping, and demographic questions to collect respondents data. 

4.6.2.4 Questionnaire layout 

A questionnaire layout is the flow order of statements and questionnaire sections, included in 

the questionnaire (Burns and Bush, 2010). According to Aaker, Kumar, Georg and Robert 

(2011), it is crucial to organise the questions in a logical and interesting conduct, for example 

placing the easy questions first, to avoid intimidating the respondent. Wiid and Diggines (2013) 
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recommend starting the question with non-threatening questions, easy to answer and to ask 

sensitive questions last, avoiding losing respondents’ information who discontinue responding. 

Malhotra (2010) recommends placing screening type questions in the first section on the 

questionnaire, dividing questions into various sections, and grouping related questions 

together. 

This study employed a questionnaire comprising three sections: Section A, B and C (Annexure 

F). Section A focused on obtaining information regarding the research topic, primary and 

secondary objectives. This section of the questionnaire employed multiple-choice questions 

and the Likert scale to obtain information related to the topic, including research objectives, 

discussed in Section 1.4 and 4.3. Section B focuses on the technology use of the respondents 

and the purchases of electronic products online. Section C directed demographic information 

type questions. According to Berndt and Petzer (2011), demographic information can be 

defined as variables of the respondent’s characteristics that cannot be modified by any 

marketing efforts. The questionnaire ensured that the reliability of multiple items was employed 

to measure each construct to ensure that the hypotheses were supported. Salkind (2012) 

recommends, applicable items to be included in the questionnaire, ensuring that no question 

is unclear or unreliable. 

The questionnaire content for this study received guidance from various similar studies or 

studies on topics mentioned in this research. Questions related to consumer behaviour 

towards e-commerce were adapted from Sajjad (2012), Sarigiannidis and Kesidou (2009), 

Prinsloo (2013), Perea y Monsuwe, et al. (2004) and Patna (2013). Questions formulated on 

the survey for PU was adapted from Ahn, Ryu and Han (2014), Legris, Ingham and Collerette 

(2003), Rauniar et al., (2014) and Tong (2010). PEU referenced studies by Liu et al. (2010), 

Ahn, Ryu and Han (2014), Legris, Ingham and Collerette (2003) and Tong (2010). 

Research by Kim (2006), Zhou et al., (2007), Scheer (2014), Cardoso and Pinto, (2010); Davis 

and Hodges (2012), Arnolds and Reynolds (2003), Bashir (2013), Parks (2008), Frederick 

(2015), Punj (2011), Jiang, Yang and Jun (2013), Sarigiannidis and Kesidou (2009), Naiyi 

(2004), Reibstein (2002), Bridges (2010) and Babin and Harris (2014), provided guidance to 

formulate questions on utilitarian factors. Hedonic factors were adapted by Engelbrecht 

(2015), Ahn, Ryu and Han (2014), Cardoso and Pinto, (2010), Workman (2010), Arnold and 

Reynolds (2003), Kotze, North, Stols, and Venter (2012), Kotze et al. (2012), Kim, (2006), 

Zeeman (2013), Wagner and Rudolph (2010) and Evans, Jamal and Foxall (2009). 

Demographic factor questions were modified from Hernandez, Jimenez and Martin (2011), 

Zeeman, 2013; Engelbrecht (2015), Nikalje (2013), Li and Zang (2002), Katawetawaraks and 
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Wang (2011). Questions on online shopping experienced were adjusted from Sajjad (2012), 

Nikalje, (2013), Boyer (2005) and Dillon (2004), while using research by Jiradilok, Malisuwan, 

Madan and Sivaraks (2014), Nagy and Kacmar (2013), Johnson, Lennon, Jasper, Damhorst, 

and Lakner (2005), Prayitno (2016) to reconstruct questions on customer satisfaction and 

loyalty. Normative influences questions were adopted from Khare et al. (2012), Escalas and 

Bettman (2003), White et al. (2009), Orth and Kahle (2008) and Liao and Shi (2009). The 

questionnaire also used Riley, Scarpi and Manaresi (2009), Monsuwé, et al. (2004), Khare 

and Rakesh (2011) and Liao and Shi (2009) studies to formulate questions on attitude towards 

online shopping. 

The subsequent section focuses on validity and reliability, employed to evaluate the 

questionnaire to detect and correct possible challenges concerning understanding and 

completing the questionnaire. 

4.6.3 Validity and reliability 

Marketing research aims in presenting correct, timely and accurate information to decision-

makers ensuring intelligent decisions (Clow and James, 2014). Researchers encounter the 

responsibility to present correct and accurate information (Clow and James, 2014). Reliability 

and validity of the research represent a benchmark in accessing the quality of the research. 

The survey must use reliable and valid measures (Cant, Gerber-Nel, Nel and Kotze, 2012). 

Systematic and random errors also influence the validity and reliability of the research (Clow 

and James, 2014). McDaniel and Gates (2013) explain that systematic errors are mistakes in 

the measuring instrument, constantly influencing results. Random errors do not occur 

continuously but are attributable to temporary traits of the respondent or measuring 

circumstance (Churchill, Brown and Suter, 2010). The subsequent section evaluates reliability 

and validity in more detail. 

4.6.3.1 Validity 

Burns and Bush (2010) assert that validity is the degree of accuracy of the measurement, 

assessing the correctness of the measurement instrument. Clow and James (2014) clarify 

validity as the capacity of a measuring device to correctly measure what is required to measure 

while avoiding systematic and random errors. The measurement instrument validity is 

assessed, based on how free the instrument is from the influence of systematic and random 

errors (Churchill, Brown and Suter, 2010). A measuring instrument lacking validity is regarded 

as unusable to the research (McDaniel and Gates, 2013). Various perspectives can validly 
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influence the device, which includes: Face validity, content validity, criterion-related validity, 

and constructed validity research (McDaniel and Gates, 2013). 

Face validity focuses on the level where the measurement measures what is designed to 

measure, for example, the question on a questionnaire (Burns and Bush, 2010). It is the type 

of opinion or judgement decision by the researcher or experts on the structure of questionnaire 

questions (McDaniel and Gates, 2013). Demographic questions (what is your age?) are easy 

questions to measure if it is valid, unlike questions requesting information, such as brand 

attitude, loyalty, image or quality (Clow and James, 2014). Researchers, therefore, need to 

develop a set of questions to measure more general information (Clow and James, 2014). 

Unlike with face validity, content validity employs a systematic process to measure the 

sampling quality of the content of any measurement instrument, chosen for the study. Content 

validity ensures that the device provides a scale, which fully covers the research content 

(McDaniel and Gates, 2013). According to Malhotra (2010), an instrument designed to 

measure store images would not be considered valid if it would omit questions towards quality, 

variety, and an assortment of goods. The content validity is inadequate to measure the validity 

of the measuring instrument. Criterion-related validity should be considered. 

Criterion-related validity measures the extent to which a measurement instrument measures 

what is required to measure, concerning variables regarded as a crucial criterion of the 

research (Cant, Gerber-Nel, Nel and Kotze, 2012). The validity method studies the capacity 

of the scale to foresee a variable classified criterion (McDaniel and Gates, 2013). (Malhotra, 

2010) explains, that criterion variables can include demographic and psychographic 

characteristics, attitude and behaviour scales or results captured from other scales. McDaniel 

and Gates (2013) identified two types of criterion-related validity to consider: Concurrent and 

predictive validity. Concurrent validity is examined by gathering data with the measurement 

instrument and criterion variables simultaneously (Malhotra, 2010). Predictive validity 

analyses the data collected on the instrument at a particular time and data on criterion 

variables collected subsequently (Churchill, Brown and Suter, 2010; Malhotra, 2010). 

According to Clow and James (2014), construct validity is the most difficult to accomplish. It is 

more theoretic than practical. Construct validity is the degree where the instrument positively 

coordinates between various measures of the same construct (Cant, Gerber-Nel, Nel and 

Kotze, 2012). Construct validity can be divided into convergent and discriminant validity 

Malhotra, 2010). Convergent validity empathises the interrelationship extent between 

constructs and tests where constructs that should be related are related (Clow and James, 
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2014). Discriminant validity measures the instruments designed to measure a single construct, 

holding a deep relationship with another device, measuring various constructs. 

4.6.3.2 Reliability 

Consistency forms a reliability benchmark, ensuring reliable measurements. It requires the 

same consistent results for the same object, features, or constructs at any time, various 

evaluators and items, constituting the measure (Churchill, Brown and Suter, 2010). Examining 

the instrument reliability requires establishing the inequality divergence of results, caused by 

scale inconsistencies (Churchill et al., 2010). Reliability is, therefore explained as the extent 

of the instrument’s accuracy, free from errors (systematic and random) while producing 

consistent gradual results (Clow and James, 2014). Various perspective reliabilities can 

influence the instrument, including test-retest, alternative forms, and internal consistency 

methods (Malhotra, 2010). 

The research repeated the measurement process, employing the same scale and subjects 

when using test-retest in assessing reliability (Clow and James, 2014). According to Malhotra 

(2010), in test-retest reliability, subjects are provided with the same instrument items at two 

different periods, with similar conditions, where possible. Conversely, the measurement result 

of the correlation of the score of the two test instruments determines reliability (Malhotra, 

2010). These two tests emphasise the existence of a random variation (McDaniel and Gates, 

2013). Malhotra (2010) and McDaniel and Gates (2013) also remark, a few concerns exist 

with test-reset, such as respondent unwilling to redo the test, the time interval between the 

tests may lower the reliability of the results, respondents may attempt to remember their 

previous replies, possible changes in environmental and personal characteristics. 

Alternative forms, also called equivalent forms, are measuring instruments employed to 

confront obstacles established during the test-retest approach (McDaniel and Gates, 2013). 

Two similar measuring instruments are created and directed to the same respondents, with 

completion required at separate times. These may cause challenges, such as extended 

periods, costly to conduct a second measuring instrument, and the challenge involved with 

conducting a second measuring instrument. The devices might not be content equivalent, with 

a low correlation resulting in an unreliable scale or signifying non-equivalence (Malhotra, 

2010). 

The third method employed to assess reliability is an internal consistency method. This 

method verifies the capacity to generate equivalent results by employing various samples, 

using the same measuring instrument used during the same time interval (McDaniel and 
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Gates, 2013). This can be achieved by conducting a spit-half reliability test or coefficient alpha 

test (Cant, Gerber-Nel, Nel and Kotze, 2012). A slit-half reliability test is conducted by dividing 

the sum of the instrument value and to correlate the results. Coefficient alpha tests use the 

mean reliability coefficient to evaluate alternatives for the data to be divided (McDaniel and 

Gates; 2013). 

Preferably, a measuring instrument employed to conduct a marketing study needs to be 

reliable and valid (Burns and Bush, 2010). The instrument needs to be reliable to be measured 

as valid. The study might be reliable but not valid (Cant, Gerber-Nel, Nel and Kotze, 2012). 

This study employed the appropriate protocol for questionnaire administration, design, 

measures to ensure data integrity and appropriate analysis strategy, ensuring research 

reliability and validity. The aforementioned methods were employed to guide the study 

process, validating data to be analysed. Data collected through surveys are meaningless if 

not correctly analysed (Cant, Gerber-Nel, Nel and Kotze, 2012). Data analysis methods 

employed by the study are reviewed in the subsequent section. 

4.7 DATA ANALYSES 

Data collection’s main objective is to obtain information to conduct marketing decisions (Clow 

and James, 2014). Data analyses form a crucial part of the research process. During this 

phase, data is converted into information (Clow and James, 2014). Information is defined as 

the more significant part of facts in a format suitable for decision-making, defining the 

relationship between two or more data fragments (Zikmund, 2000). This process commences 

after the researcher assessed the questionnaire for quality (Malhotra, 2010). The researcher 

must follow a methodical process to assist in identifying and reducing errors. The process 

would guarantee quality data. (Clow and James, 2014). After checking the questionnaire, the 

study proceeds to editing, coding and data transcription (Malhotra 2010). This section 

evaluates data analysis steps, covering all the necessary steps to ensure consistency in 

analysing collected data. 

4.7.1 Validation and editing 

Once the questionnaires are collected, the researcher needs to ensure that the data was well 

collected and that questionnaires are error-free (Clow and James, 2014). The researcher 

needs to assess the questionnaires to ensure representing a valid interview (McDaniel and 

Gates, 2013). The researcher needs to validate the questionnaires to ensure they were 

conducted as directed. An assessment of fraud or failure to follow (McDaniel and Gates, 

2013). Malhotra (2010) provides the following possible reasons for a possible undesirable 
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questionnaire: Incompleteness, instructions not followed, respondent provides similar 

response choices, pages missing, late return of the questionnaire and an unqualified 

respondent. Clow and James (2014) also add interviewer errors, such as sample selection, or 

the interviewer lacking to provide clear instructions, can also influence the questionnaire 

quality. 

Surveys lacking completeness should be removed from the questionnaire to enable editing to 

ensure an analysis (Clow and James, 2014). Editing comprises thorough perusing and 

checking to identify ambiguity, inconsistency, incompleteness, and other errors (Cant, Gerber-

Nel, Nel and Kotze, 2012). Provided responses might also be indecipherable, especially with 

unstructured or open questions (Malhotra, 2010). This study ensured that validation and 

editing were conducted correctly. An inadequate questionnaire should not be used when 

processing to coding (Clow and James, 2014). The subsequent sections assess the coding 

process. 

4.7.2 Coding 

After validating and editing the questionnaire, the researcher may commence with the coding 

process (Clow and James, 2014). According to Malhotra (2010), the coding process involves 

allocating numeric codes for each response to the questions. For a questionnaire with 

structured questions, coding typically occurs before exhibiting the fieldwork (Malhotra, 2010). 

Coding occurs after the fieldwork is completed, should the questionnaire comprise mostly 

unstructured questions (Malhotra, 2010). For unstructured questions, also called open-ended 

questions, the researcher may encounter unique challenges during the coding process. 

Researchers should use the following five guidelines when coding open-ended questions: 

Create a list of possible responses, formulate coding rules and guides to use, add new 

responses to list, combine similar responses and allocate numerical code to each response 

(Clow and James, 2014). 

Once researchers completed the questionnaire coding process, they can advance to entering 

each questionnaire response onto an electronic data file (Churchill, Brown and Suter, 2010). 

A few options are available to choose from during data capturing: Enter data files into word 

processing software, enter data onto a spreadsheet software, or enter information directly into 

statistical software. The aforementioned methods could be used to capture data into statistical 

software, enabling an analysis. The subsequent section discusses the data entry process. 
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4.7.3 Data entry 

According to Cant, Gerber-Nel, Nel and Kotze (2012), data entry is the process of recording 

data, using a computer, employing software and spreadsheets, such as SPSS™, Statistica™, 

SAS™ or Microsoft Excel™, proceeding to data tabulation and analysis. Alternatively, 

researchers can use scanning devices to transfer paper-based data onto an electronic 

database (Cant, Gerber-Nel, Nel and Kotze, 2012). For surveys conducted online, responses 

are automatically recorded onto a spreadsheet, which can be employed in data tabulation and 

analysis (Clow and James, 2014). Section 4.7.5 discusses data tabulation and analysis in 

more detail. After data is entered, it needs to be cleaned. 

According to McDaniel and Gates (2013), it is vital to guarantee that the data entered is error-

free, avoiding entering invalid codes, researchers can use intelligent data entry systems to 

monitor data entries. Cant, Gerber-Nel, Nel and Kotze (2012) also emphasise that these 

systems are mostly employed for larger projects as they are expensive. The data cleaning 

process needs to occur once data is captured electronically before tabulated for analysis 

(Cant, Gerber-Nel, Nel and Kotze, 2012). In this study, the researcher captured data manually 

onto a spreadsheet, while cleaning the data to reduce errors, as discussed in the following 

section. 

4.7.4 Cleaning of data 

Date cleaning is crucial to ensure that data are entered correctly onto the data file as blunders 

may occur (Malhotra, 2010). Mistakes are errors that can occur when the researcher is editing, 

coding, and entering data (Churchill, Brown and Suter, 2010). Churchill, Brown and Suter 

(2010) suggest using double-entry and optical scanning to decrease these possible errors. 

Double-entry of the data into separate files for comparison in any incompatibilities or use 

scanner technology for optical scanning of data surveys (Churchill, Brown and Suter, 2010). 

Malhotra (2010) also adds the importance of consistency checks while busy cleaning the data. 

This process distinguishes range data, logically inconsistency, or data with extreme values 

(Malhotra, 2010). This tabulating and statistical analysis of data is the following step after the 

data is cleaned and discussed in the subsequent section. 

4.7.5 Statistical analysis 

According to Malhotra (2010), after data were validated, edited, coded, entered into an 

electronic format and cleaned, the researcher can proceed to use statistical methods to 

process the data. These are some of the analysis techniques that can be used in marketing 
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research for the analysing of data. The researcher needs to understand and identify the best 

options for the type of information required (Wiid and Diggines, 2015). 

According to Churchill, Brown and Suter (2010) and Wiid and Diggines (2015), the following 

needs to be considered when selecting the statistical method to use: The expected result from 

the analysis technique, the variable measurement type, variable quantity to be analysed, 

dependent and independent variables and category quantity involved. Malhotra (2010), 

Churchill, Brown and Suter (2010) and Wiid and Diggines (2015) present the most popular 

statistical techniques employed by researchers: The chi-square test, McNemar’s test, one-

way analysis of variance (ANOVA), the paired T-test, independent T-test and correlation. 

According to Malhotra (2010), the chi-square test is mainly employed to establish a correlation 

between two categorical variables. For example, to determine the association between a 

dependent variable and an independent variable where different respondents answer both 

variables, the researcher can use a chi-square test (Wiid and Diggines, 2015). McNemar’s 

test is explained by Churchill, Brown and Suter (2010) as a test employed to determine a 

relationship between two categorical variables in a 2x2 classification table, in identifying which 

respondents answered both questions. Wiid and Diggines (2015) add that McNemar’s test is 

the best testing technique to use before and after a situation occur, for example, testing 

adverting campaign efficiency. 

Malhotra (2010) justifies that ANOVA is best as a statistical test employed to determine if more 

than two means are the same. This is to evaluate the relationship between one dependent 

variable and one independent variable (categorical). In comparison, a two-way ANOVA would 

also evaluate the relationship of one dependent variable and more than one independent 

variables (categorical) (Wiid and Diggines, 2015). Sudman and Blair (1988) also defined 

ANOVA as a statistical analysis, employed to test differences between two means, assisting 

in estimating group differences on their means amongst the groups. 

Regarding the paired T-test, Malhotra (2010) explains it is typically employed to compare 

means (only two) on the same or related topic gradually or in various situations. The paired T-

test needs to be data collected from the same respondent before and after a situation (Wiid 

and Diggines, 2015). An independent T-test is a technique employed to establish a significant 

difference between the means scored on two independent categories (Wiid and Diggines, 

2015). According to Malhotra (2010), correlation is employed to measure the extent of the 

change of one continuous variable related to a change in another constant variable. When 

applying a correlation, the researcher means to assess the strength and direction of the 

relationship between two continuous variables (Wiid and Diggines, 2015). 
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The statistical test employed for this study is the factor analysis. Malhotra (2010) confirms that 

factor analysis is used as a set of statistical methods that describe the interrelationships 

between a set of variables by statistically deriving a smaller number of new variables called 

factors. Factor analysis makes use of mathematical formulas to simplify a large number of 

inter-correlated measures to a few representative constructs (Child, 2006). Malhotra (2010) 

recommends the use of factor analysis in the following conditions: 

• When there is a need to identify underlying dimensions, which explain the correlations 

among a set of variables. 

• When there is a need to identify a new set of uncorrelated variables to replace the original 

correlated variables. 

• When there is a need to identify a smaller set of salient variables to be used in further 

multivariate analysis. 

 

The primary objective for this research is to determine factors influencing consumers’ 

behaviour towards online shopping for electronics consumers, and relates directly to the first 

reason mentioned above, which is to identify underlying dimensions that explain the 

correlations amongst a set of variables. Factor analysis was therefore considered as an 

appropriate data analysis technique for this study. 

This study employed the aforementioned statistical technics to interpret the results collected 

for this research. Chapter 5 presents the information and provide more detail on factor 

analyses used. This chapter presents the results established for this study. The limitations of 

conducting the study are discussed below. 

4.8 STUDY LIMITATIONS 

Wiid and Diggines (2013) suggest that the survey method has its flaws, as individuals are 

involved, either as interviewer or interviewee, indicating that problems can perforate and 

influence the quality of the data collected (Wiid and Diggines, 2013). It is crucial to be aware 

of these limitations to ensure they affect this study as little as possible. The following are 

limitations that may be a factor in this research: 

• time and money to travel to different shopping centres to collect data 

• some shopping centres might not provide permission to survey on their premises 

• some respondents may be unwilling to respond as they might sense that the responses 

are too personal, leaving them reluctant to share 
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• respondents may not answer truthfully or may exaggerate their answers to avoid 

embarrassment 

• the respondent may provide a prestigious response rather than admitting their lack of 

knowledge in online shopping 

4.9 CONCLUSION 

The chapter provided details of the research methodology used to achieve the objectives of 

the study. The chapter commenced by providing a comprehension of marketing research and 

its importance, followed by explaining the marketing research process adopted and the 

purpose of the study. The study also emphasised the research philosophy. This chapter also 

provided details on research designs, to provide knowledge and explain why the study 

followed a descriptive research method, following a description of the research design 

considering the sampling plan, sampling frame, sampling method and sample size. 

The study adopted a survey research method. A convenience sampling method was adopted 

for the study indicating intercepting individuals in shopping malls, requesting them to complete 

the questionnaire. This study employed non-probability sampling methods (surveys) on a 

sample of respondents. The self-completion questionnaire was employed to collect 

information and is discussed in the data collection and the data collection instruments section. 

Chapter 4 also outlines the validly and reliability methods followed by the study. Data analysis 

used statistics to describe the data or make inferences from the survey results. 

Chapter 5 converses the analysis, results and the interpretation of the data collected from the 

completed questionnaires. 
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CHAPTER 5: STUDY RESULTS AND FINDINGS 

5.1 INTRODUCTION 

Chapter 5 presents the study results and findings by disclosing the response rate details of 

the questionnaire. This is followed by presenting the validity and reliability of the study. The 

detailed results of the study are also discussed. The questionnaire encompasses Section A, 

relating to questions measuring variables influencing online shopping behaviour of individuals. 

All the questions and variables employed a Likert scale, ranging from 1 (highly agree) to 5 

(highly disagree). The ensuing part (Section B) of the questionnaire focuses on the 

dichotomous questions, covering technology and electronic products. Finally, the third part 

(Section C) of the questionnaire includes questions concerning the demographic profile of 

respondents. 

5.2 RESPONSE RATE 

Descriptive statistics is the method employed to present information, collected from a sample 

in order to analyses and determines the essential characteristics of the particular sample 

(Burns and Bush, 2010). According to McDaniel and Gates (2013), descriptive statistics is the 

most structured process of encapsulating the attributes/characteristics of sets of data to 

present information regarding the attributes of the data. This chapter presents a quick 

overview of the descriptive statistics used for this study. Data collection transpired between 

March 2019 and April 2019 at Cresta Mall in Johannesburg and Sunnypark Shopping Centre 

in Pretoria. 

In total, 207 questionnaires were accurately completed from the 210 questionnaires 

distributed. On the initial minimum target sample, 200 responded, where the study aimed to 

obtain 100 correctly completed questionnaires from each participating mall. After completion 

of the interviews, the researcher established that three questionnaires were incomplete, or 

missing multiple responses; these were disregarded and excluded in the analysis. The study 

successfully managed to devise 103 (49.8%) valid questionnaires from Cresta Mall and 104 

(50, 2%) from Sunnypark Mall. 

The questionnaires were pre-coded, and the data captured after respondents completed the 

questionnaires. Data cleaning was conducted and checked to identify and to accommodate 

errors. Table 5.1 displays the results for the questionnaires considered for this study. The two 

shopping centres are equally represented in the sample.  
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Table 5.1: Shopping centre data collection 

Name of the shopping centre Population  Percentages  

Cresta 103 49.8 

Sunny Park 104 50.2 

Total 207 100.0 

5.3 RELIABILITY AND VALIDITY OF THE QUESTIONNAIRE 

This study aimed to employ a reliable and valid measurement scale, as discussed in Section 

4.6.3. Burns and Bush (2010) identify validity as the degree of accuracy of the measurement, 

assessing the correctness of the measurement instrument. The measurement instrument 

validity is assessed, based on how free the instrument is from the influence of systematic and 

random errors (Churchill, Brown and Suter, 2010). Various perspectives of validly existing, 

which can influence the instrument and includes: Face validity, content validity, criterion-

related validity and constructed validity research (McDaniel and Gates, 2013). 

The study also considered the measurement instrument’s reliability. Reliability is explained as 

the extent that the instrument is exempt from errors (systematic and random), producing 

consistent gradual outcomes (Clow and James, 2014). Various perspective reliabilities can 

affect the instrument, including, test-retest, alternative forms, and internal consistency 

methods (Malhotra, 2010). Consistency is the benchmark for reliability. For measurements to 

be reliable, they required the same consistent results for the same object, features, or 

constructs longitudinally, various evaluators and items constituting the measure (Churchill, 

Brown and Suter, 2010). 

The internal consistency reliability can be calculated by computing the Cronbach’s alpha 

values to establish the reliability of the measurement instrument (Malhotra, 2010). According 

to Malhotra (2010), a Cronbach’s alpha of 0.70 is a demonstration of satisfactory internal 

consistency reliability. The Cronbach’s alpha established on the scale, was 0.946, which 

indicates adequate internal consistency reliability for measuring instruments employed in this 

study. A reliability analysis on each item, acquired a Cronbach’s alpha item-total loadings 

ranged between 0.438 and 0.884, indicated that the instruments loaded well on their relevant 

constructs. 
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Face validity and content validity were employed to assess the validity of the questionnaire. 

These processes focused on the level of measures, measuring what it is designed to measure; 

for example, the question in a questionnaire (Burns and Bush, 2010). It is the type of 

judgement decision by the research or experts on the structure of the questionnaire content 

(McDaniel and Gates, 2013). Researchers, therefore, need to develop a set of questions to 

measure more abstract information (Clow and James, 2014). To ensure the questions are 

meaningful and clear to comprehend, the research supervisor and statistician assessed the 

questionnaire, ensuring it could collect information, relating to the objectives and cover scope 

of the research. A pilot test was conducted, utilising acquaintances to respond to the 

questionnaire. The phrasing, designing, and content were adapted after the pre-test stage. 

The questionnaire was designed to shield variables and scales, according to the literature. 

5.4 DEMOGRAPHIC DETAILS OF RESPONDENTS 

The demographic sample data is described as characteristics of the sample (Malhotra, 2010). 

Section C of the questionnaire focused on collecting demographic factors of online shoppers. 

Table 5.2 portrays respondents gender. 

5.4.1 Gender 

Table 5.2: Respondents gender 

Gender Frequency % 

Valid Male 82 39.6 

Female 125 60.4 

Total 207 100.0 

Table 5.2 exhibits the gender traits related with respondents’ targeted for this study. The table 

indicates that the sample comprised more females (n=125) than males (n=82). Frequency 

distribution profiles of respondents suggest that most respondents were females (60.4%), 

while males represented 29.6% of respondents. Participants’ age is discussed in the 

subsequent section. 
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5.4.2 Age 

Table 5.3: Respondents’ age 

Age  Population % 

Valid 18-21 years 65 31.4 

22-25 years 59 28.5 

26-30 years 40 19.3 

31-35 years 27 13.0 

36-45 years 13 6.3 

46-54 years 1 .5 

55-60 years 1 .5 

Total 206 99.5 

Missing System 1 .5 

Total 207 100.0 

From 207 respondents, almost one-third were aged 18 to 21, representing 31.4%, followed by 

nearly two-thirds of respondents aged 18 to 25 (60.2%, n=124). Respondents older than 45, 

represented 2% of the sample. The lager part of respondents was aged 18 to 35 (191 

respondents), described as millennials. According to Haughn (2015), millennials are 

individuals, entering adulthood during the 21st century, brought up with electronics and the 

Internet, evaluated as ‘tech-savvy’, accustomed to online shopping (United States Chamber 

of Commerce Foundation, 2016). Smith (2015) stipulates that millennials form the 

fundamental age group for online shopping. They tend to spend the most money yearly, when 

compared to other age groups. 

5.4.3 Education level 

From the selected respondents, more than one-third of respondents (34.3%, n=71) completed 

Grade 12 and more than half (56.6%, n=117) of respondents obtained some tertiary 

qualification. The sample had 0.5% representation for master’s degrees. The study results 
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demonstrate that less than 10% (9.2%, n=19) of respondents did not complete Grade 12, as 

indicated in Figure 5.1. 

 

Figure 5.1: Educational level 

5.4.4 Monthly income 

It was established from the study sample, that most respondents (n-146), equivalent to 70.9%, 

earned a monthly income below R10 000.00. This was followed by 21.3% (n=44), earning 

between R10 000 and R19 999.99 monthly. 

 

Figure 5.2: Monthly income 
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The sample result indicates, a small percentage of respondents earned R30 000 (3.4%). 

Figure 5.2 indicates the questionnaire response influence on the income ratio. Data collected 

from Sunnypark Shopping Centre targeted respondents above age 18. The research was 

conducted during weekdays. The Sunnypark Shopping Centre results indicate that the mall 

was populated with mostly low-income earners. The Sunnypark Shopping Centre website also 

reveals various institutions within walking distance from the centre, such as the Tshwane 

University of Technology. As the questionnaire was distributed during weekdays, the mall had 

ample foot traffic from students, justifying the sample. 

In Cresta Mall, comparable results were captured. Mostly younger professionals also 

populated the mall. Northcliff is described as a wealthy residential suburb of the City of 

Johannesburg, serviced by Cresta Mall. The study assumed, traffic of diverse demographics, 

especially high-income earners’ presence. Study results indicate during weekdays when the 

survey was distributed, the absence of certain of the expected target. 

Effective Measure (2017) asserts that South Africa is a developing online shopping market 

with low penetration. Surveys indicate that online shoppers in South Africa, are for the most 

part higher-income earners with full-time work, with a 35% earning above R30 000 monthly 

(Effective Measure, 2017). The subsequent section presents and discusses descriptive 

statistics for factors covering technology use and electronic products. 

5.5 DESCRIPTIVE STATISTICS: TECHNOLOGY USE AND 

ELECTRONIC PRODUCTS 

This section discusses the descriptive analysis conducted on the data collection. Results of 

Section B of the questionnaire are presented below. This section focuses on obtaining data 

on technology use and electronic product purchase behaviour. The descriptive analysis of 

Internet access is discussed initially. 

5.5.1 Internet access and use 

All questionnaire responses indicated participants’ active Internet access; 207 participants 

completed the questionnaires. Following the confirmation of Internet access, respondents 

were asked about devices and ways they used to access the Internet. The multiple response 

question allowed respondents to select diverse options from the available choices. The study 

established that on average, respondents accessed the Internet in at least two (2.15 ways) 

ways. Results indicate that 93.7% (n=194) of respondents accessed the Internet through their 

cell phones. The succeeding popular method for connecting to the Internet was from a 
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computer with 45.9% (n=95). Browsing the Internet using desktops and laptops in public 

services were the least used methods with 11.1%. Results from The South Africa Digital 

Measurement Report (2016) by IABSA and Effective Measure, researched the online 

behaviour of South Africans; results indicate that most Internet access by Gauteng residents 

(38%); and 61% of the respondents accessed the Internet using their smartphones. Report 

found that South Africans are active online, reporting 79% of respondents with Internet access 

(South Africa Digital Measurement Report, 2016). 

Additionally, respondents were asked about their purpose for using the Internet; results 

indicate that respondents have three (2.73) purposes for accessing the Internet. The data 

suggest that 72.8% (n=150) of respondents browse the Internet for communication, social 

websites (e-mailing, Facebook and Twitter). The ensuing popular reason for accessing the 

Internet is finding information, indicating 57.3% (n=118), followed by research, homework and 

study, with 48.1% (n=99). Details can be observed from Table 5.4 below. Data indicate that 

45.6% (n=94) of respondents would use the Internet for shopping. Even though a smaller 

portion accesses the Internet for e-commerce, many South African consumers are active on 

the Internet (e-commerce lags in South Africa, 2015). 

5.5.2 Purchase of products or services online 

The respondents were questioned whether they buy products or services online. The results 

indicate that three-quarters, 74.9% (n=155) purchase products or services online; 25 (1%) of 

respondents responded they do not buy products or services online. South African consumers 

make use of digital platforms for a range of online and downloadable services (such as music 

or eBooks), travel and events tickets (Smith, 2017). Pappas (2016) suggests that consumers 

migrate to brick-and-mortar stores and digital platforms while purrchsing products or services; 

updated marketing strategies could motivate consumers to more shop online. 

Respondents were asked if they possess a debit or credit card; the study established that 

more than 80% (n=172) of respondents possess a debit or credit card; 16.9% of respondents 

did not possess debit or credit cards. Debit and credit cards are popularly used as online 

payment methods, besides the fear to reveal confidential credit card information on the 

Internet, considered a barrier when browsing Internet platforms to purchase (Acosta, 2008). 

5.5.3 Product groups 

BUSINESSTECH (2019(b)) reported on a research group World Wide Worx and Visa and 

Platinum Seed, which identify clothing and accessories as the fastest-growing sector in online 
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retail in South Africa; 23% of respondents selected this category. Here, respondents were 

requested to identify which product groups they buy online most often and on average; 

respondents incline to purchase three (2.699 groups) different product groups online. Results 

revealed that more than 60% (n=118) of respondents buy clothing and accessories online. 

Table 5.4 summarises the results. 

Table 5.4: Preferred online product groups 

Which product groups do you buy most often 

online? 

 N  % 

CD, DVD, music, computer games 37 19.2% 

Computer software 30 15.5% 

Clothing, accessories 118 61.1% 

Food, drink 36 18.7% 

Perfume, cosmetics 51 26.4% 

Holiday packages 28 14.5% 

Electronic goods 59 30.6% 

Household goods, furniture 20 10.4% 

Theatre, cinema ticket 34 17.6% 

Flowers 6 3.1% 

Toys 11 5.7% 

Financial services 28 14.5% 

Books 63 32.6% 

The results of this survey also indicate that the ensuing most popular type of purchase are 

books (32.6%, n=63), followed by electronic goods (30.6%, n= 59). South Africa online 

research by MyBroadband’s 2019 e-commerce survey established that consumer electronics 

(75%), and flights and accommodation (55%) are the often the most purchased online, 
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amongst IT professionals and tech-savvy users (MyBroadband, 2019). The respondents of 

this survey indicated that flowers (3.1%) are not a popular type of purchase for them. 

5.5.4 Products bought online and frequency of purchase online 

A request was directed to respondents to establish whether they buy electronic products 

online. The collected results indicate that 41.5% buy electronic products online; 58.5% of 

respondents do not shop online for electronic goods. South African consumers use digital 

platforms for online and downloadable services, such as music or eBooks, travel, and events 

reservations (Effective Measure, 2017). The fastest-growing categories amongst South 

African consumers were found to be consumer electronics, media, fashion and apparel 

(Effective Measure 2017). 

The study observed the result of respondents who indicated they would buy electronic 

products online in the next 12 months. One-third 32.5% (n=40) of respondents who do not buy 

electronic goods online, indicated that in the following year, they might buy electronic goods 

online. The study established that 67.5% of the users would not purchase electronic goods in 

the next year. 

The study endeavoured to establish respondents’ buying electronic devices online frequency; 

43.2% (n=38) of respondents indicate annually; 17.0% actively purchase monthly; 37.5% 

purchase once in six months. Results also recorded that 2.3% of respondents never bought 

online. Respondents browsing various online electronic stores were queried about the number 

of stores visited before the actual purchase. Respondents buying electronic goods online 

indicated 36.8% (n=75), visiting one to three stores before the purchase, while results also 

indicate 35.8% never purchase electronic goods online; 14.7% disclosed they browse more 

than five online stores before the purchase. 

5.5.5 Online retailer employed for purchase of electronic goods 

The respondents were requested to select multiple online retailers they use when purchasing 

electronic products. Figure 5.3 indicates that on average, respondents incline to visit two (1.75) 

shops before making the purchase. As indicated in Figure 5.3, the most popular online shop 

for electronic goods purchases, in South Africa, is Takealot (70.4%, n=119), followed by Makro 

(38.5%, n=65). Evetech, specialising in electronic goods obtained 1.2% of respondents’ 

favouritism, while Incredible Connection and DionWired, respectively indicate 13.6% and 

15.4%. 
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Figure 5.3: Online retailer used for purchasing electronic goods 

MyBroadband (2019) surveyed 2, 161 respondents and results indicate similar findings as 

maintains above. MyBroadband’s 2019 e-commerce survey reported that Takealot is the most 

popular online store in South Africa, followed by Makro (29%); Loot (24%); One Day (21%); 

Woolworths (17%); Superbalist (15%); Pick n Pay (15%); Zando (13%); Netflorist (13%); Mr 

Price (11%); Incredible Connection (11%); Evetech (11%); Raru (10%); Yuppiechef (10%); 

Wootware (10%); DionWired (8%); the iStore (6%). 
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The research problem for the study is formulated after evaluating the increased growth of 

online shopping, globally and specifically South Africa. This remarkable growth prompt the 
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African context?”. The research problem established, sorely lacking in the literature review, 
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5.5 to 5.9. This study interpreted the mean value of a scale, provided the five-point Likert scale 

employed ranged from 1=highly agree to 5=highly disagree; it should not be construed as the 

mean agreement. Interpretation is relative to the mean value of the scale (in this case 3) 

neither agree nor disagree to assess whether on average respondents tended more towards 

agreeing (values lower than 3) or whether they tended more towards not agreeing (values 

larger than 3). Lower values correspond with a more substantial agreement, and higher values 

correspond with a more robust disagreement. 

5.6.1 Online shopping behaviour 

A comprehension of consumer behaviour within the online environment enables marketers to 

segment the market and predict online consumers’ buying behaviour; this could, in turn, 

created more profit through online channels (Bidgoli, 2004). Table 5.5 presents data about 

online shopping behaviour, indicating that 41.1% of respondents agreed they shop online. As 

visible from the table, the proportions of respondents that selected either highly agreed or 

agreed, appear as though the statement respondents agreed with most is, they expect 

adequate service when shopping online, followed by enjoying shopping online. Table 5.5 also 

indicates that 72% of respondents highly disagreed with the statement that when shopping 

online, the store’s reputation does not concern them; 66.2% of respondents also highly 

disagreed with the statement, claiming they refuse to buy online. 
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Table 5.5: Online behaviour 

Online behaviour  

Percentages of respondents in each cell 
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I shop online 19.8% 41.1% 15.5% 15.0% 8.7% 207 2.52 1.21 

I refuse to shop online again 7.2% 6.3% 20.3% 44.9% 21.3% 207 3.67 1.10 

I enjoy shopping online 23.7% 34.3% 23.7% 8.7% 9.7% 207 2.46 1.21 

I prefer to buy online rather 

than going to the physical store 

14.5% 25.1% 24.6% 20.3% 15.5% 207 2.97 1.28 

I expect adequate customer 

service when doing online 

shopping 

44.5% 30.9% 10.6% 5.8% 7.2% 207 1.99 1.20 

I shop online frequently 9.2% 20.8% 27.1% 30.9% 12.1% 207 3.16 1.16 

I do not worry whether the 

online stores are reliable, as 

long as they are fully identified 

12.6% 18.8% 13.5% 27.1% 28.0% 207 3.39 1.39 

When shopping on the Internet, 

the store’s reputation does not 

concern me 

6.8% 10.1% 11.1% 34.3% 37.7% 207 3.86 1.22 

5.6.1.1 Customer satisfaction and loyalty 

Table 5.6 indicates that respondents consider customer satisfaction as crucial; 87.9% of 

respondents highly agreed or agreed with this statement, followed by those indicating they 

want to be able to rate the services after delivery. The vendor would, therefore, know whether 

they were satisfied with their services (73.5%). The results also indicate that 22.2% of 

respondents highly disagreed or disagreed; they will not buy again if they were not satisfied 

with the previous order. 
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Table 5.6: Customer satisfaction and loyalty 

Customer satisfaction and loyalty 

Percentages of respondents in each cell 
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Customer satisfaction is crucial to me 58.9% 29.0% 6.8% 3.9% 1.4% 
207 

1.60 0.886 

In general, I am satisfied with my past 
transactions when doing online shopping 

28.0% 32.4% 24.2% 9.7% 5.8% 207 2.33 1.153 

I would not buy again if I were not satisfied 
with the previous order 

31.9% 25.6% 20.3% 14.0% 8.2% 207 2.41 1.289 

Once delivery is complete, I want to be able 
to rate the services, so the vendor knows 
whether I am satisfied with their services 

41.1% 32.4% 18.4% 4.3% 2.9% 207 1.97 1.035 

Loyalty programmes influence me to keep 
buying from the same online store 

33.8% 35.7% 20.3% 7.7% 2.4% 207 2.09 1.032 

I am satisfied with purchases I make online 29.5% 32.4% 27.5% 7.7% 2.9% 207 2.22 1.047 

If I were to purchase online again, I would 
still feel satisfied 

25.1% 37.7% 29.5% 4.3% 3.4% 207 2.23 .987 

I incline to continue purchasing goods 
online 

25.6% 37.2% 24.2% 6.3% 6.8% 207 2.31 1.125 

When satisfied with the service, I 
recommend the online shop to friends and 
family 

36.2% 32.9% 19.3% 7.2% 4.3% 

207 

2.11 1.110 

5.6.1.2 Attitude towards online shopping 

The results of consumer attitude towards online shopping, indicate that respondents highly 

agreed or agreed with statements “if they dislike going to the physical store where they can 

find what they are looking for, they will buy online”. This was followed by holding a positive 

attitude about online shopping, indicating a favourable agreement (71%). Table 5.7 reflects 

the considered statements. 
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Table 5.7: Attitude towards online shopping 

Attitude towards online shopping 

Percentages of respondents in each cell 
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I have a positive attitude about online 

shopping 

28.0% 36.7% 24.2% 7.2% 3.9% 
207 

2.22 1.056 

My experience with an online store will 

affect my attitude towards online shopping 

26.6% 37.2% 22.7% 10.1% 3.4% 207 2.27 1.067 

Websites that I shop at provide me 

confidence in carrying out an online 

transaction 

25.6% 39.6% 21.3% 10.6% 2.9% 207 2.26 1.046 

If I dislike going to the physical store where 

I can find what I am looking for, I will buy 

online 

31.9% 37.7% 16.4% 10.6% 3.4% 207 2.16 1.092 

5.6.1.3 Intention of use 

Table 5.8 represents that consumers intend to engage in future online shopping. The results 

suggest that respondents agree most with the statement (72.5% Agreed), followed by “they 

will likely shop online soon” (72%). Over 30% of respondents disagreed on the preference to 

visit the physical store rather than buying online. Table 5.8 provides details, including data on 

the intention of use. 
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Table 5.8: The intention of use 

Intention of use 

Percentages of respondents in each cell 
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I incline to use online store websites to 

purchase goods whenever I have the 

opportunity. 

30.0% 42.5% 19.3% 5.8% 2.4% 

207 

2.08 0.969 

It is likely that I will shop online in the near 

future. 

31.9% 40.1% 16.4% 7.7% 3.9% 207 2.12 1.064 

I prefer to go to the physical store 

personally rather than buy online. 

21.3% 17.9% 30.4% 22.2% 8.2% 207 2.78 1.241 

I will regularly use shopping websites in the 

future. 

28.5% 30.9% 30.0% 5.8% 4.8% 207 2.28 1.087 

5.6.1.4 Online shopping experience 

Most respondents highly agreed (25.6%) and agreed (44.9%) that it is easy to purchase goods 

online, followed by experience with online shopping; agreed (38.6%) and highly agreed 

(26.6%). Results also indicate that 33.8% of the respondents are positive concerning an online 

shopping experience, while 4.3% highly disagreed with the statement. 
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Table 5.9: Online shopping experience 

Online shopping experience 

Percentages of respondents in each cell 
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In general, I have a positive online shopping 
experience. 

24.2% 33.8% 26.6% 11.1% 4.3% 
207 

2.3
8 

1.099 

It is easy to purchase goods online. 25.6% 44.9% 14.5% 10.6% 4.3% 207 2.2
3 

1.081 

I have experience with online shopping. 26.6% 38.6% 14.5% 14.5% 5.8% 207 2.3
4 

1.184 

5.7 DESCRIPTIVE STATISTICS: FACTORS INFLUENCING ONLINE 

SHOPPING 

The subsequent section discusses the utilitarian values investigated by this study. 

5.7.1 Utilitarian factors 

During online shopping, the consumer requires a functional benefit of the shopping value. The 

consumer plans to achieve this by completing the expected task (Cardoso and Pinto, 2010). 

Yu, Zhang and Liu (2018) mention that utilitarian shopping value outcome are derived from a 

calculated pursuit of an intended consequence. Table 5.10 display the utilitarian factors. 
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Table 5.10: Utilitarian factors 

Utilitarian factors 

Percentages of respondents in each cell 
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Online stores better pricing and discounts 26.1% 39.6% 18.8% 12.1% 3.4% 207 2.27 1.081 

Online companies continuously update 

information on products/services such as 

price and availability 

33.3% 39.6% 17.9% 6.8% 2.4% 207 2.05 1.001 

I am more likely to buy from shopping sites 

that provide price comparisons 

30.0% 38.2% 17.4% 11.1% 3.4% 207 2.20 1.090 

Online products are lower than those in the 

stores 

21.7% 28.0% 32.9% 11.6% 5.8% 207 2.52 1.127 

I have access to many brands and retailers 

anywhere, anytime I want 

36.2% 37.7% 17.4% 5.8% 2.9% 
207 

2.01 1.017 

Online shopping is convenient 34.3% 38.2% 17.4% 6.8% 2.4% 207 2.03 1.009 

I do not have to wait to be served 39.1% 35.7% 14.5% 9.2% 1.4% 207 1.98 1.019 

Online stores deliver an efficient service 20.3% 36.2% 29.5% 10.1% 3.9% 207 2.41 1.043 

The whole online purchase process is 

better than visiting the store 

32.4% 32.4% 22.2% 7.7% 4.3% 207 2.21 1.138 

Shopping sites provide delivery options 34.8% 48.3% 14.0% 1.4% 1.4% 207 1.86 .813 

It is easy to find my way around the 

shopping sites 

27.5% 45.9% 16.4% 6.8% 3.4% 207 2.13 1.002 

Online shopping service efficiency is 

expected attributable to the options of 

delivery (e.g. free delivery, speedier 

delivery, tracking delivery and timed 

delivery slots) 

32.9% 39.1% 21.7% 3.9% 2.4% 207 2.04 .960 
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Utilitarian factors 

Percentages of respondents in each cell 
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I can save the effort of going to the store 41.5% 40.6% 10.6% 5.8% 1.4% 207 1.85 .930 

I trust online shops 13.5% 18.4% 40.6% 17.4% 10.1% 207 2.92 1.142 

I need to feel secure with employing the 

website before I will use it for online 

shopping 

47.3% 36.2% 11.1% 3.9% 1.4% 207 1.76 0.903 

I am comfortable with providing my 

personal information when shopping online 

7.2% 22.2% 30.4% 24.2% 15.9% 207 3.19 1.166 

I worry that my personal information may be 

misused if I shop online 

35.7% 22.2% 19.8% 15.5% 6.8% 207 2.35 1.291 

I feel safe to use my credit or debit card 

when shopping online 

9.7% 19.8% 28.0% 21.7% 20.8% 
207 

3.24 1.258 

I use shopping sites that have adequate 

data protection technology (e.g. data 

encryption) for secure online transactions 

37.7% 31.9% 19.8% 4.8% 5.8% 207 2.09 1.135 

Policies related to product purchases and 

returns are maintained on the online 

websites 

20.3% 44.0% 20.3% 12.1% 3.4% 207 2.34 1.040 

There is a risk of me not being satisfied with 

my purchase once it arrives 

37.7% 31.9% 16.4% 10.6% 3.4% 207 2.10 1.125 

When shopping online, there is a risk of the 

product malfunctioning when delivered 

32.9% 39.6% 15.5% 8.7% 3.4% 
207 

2.10 1.063 

There is a risk of the product not being the 

same as advertised 

35.7% 35.7% 14.5% 10.6% 3.4% 207 2.10 1.108 

Online shopping is risky because I cannot 

examine the product 

34.3% 31.4% 22.7% 10.1% 1.4% 207 2.13 1.046 
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Utilitarian factors 

Percentages of respondents in each cell 
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Online shopping would cause anxiety, 

unease and unnecessary tension 

17.4% 25.6% 30.0% 21.7% 4.3% 207 2.72 1.144 

I might not receive the exact specified 

quality of a product that I purchased 

31.4% 36.2% 18.8% 10.1% 3.4% 
207 

2.18 1.089 

The product description might be incorrect 28.5% 38.2% 20.3% 11.1% 1.9% 207 2.20 1.035 

I fear my product may obtain damaged 

during the delivery process 

24.6% 36.7% 21.3% 13.5% 3.9% 207 2.35 1.109 

Finding the right product through online 

shopping is difficult 

13.5% 22.7% 24.2% 27.1% 12.6% 207 3.02 1.244 

The purchased product may result in 

disapproval from my family 

11.1% 20.3% 30.9% 26.1% 11.6% 
207 

3.07 1.172 

Online shopping may affect the image of 

the individuals around me 

8.2% 14.0% 25.1% 37.7% 15.0% 207 3.37 1.146 

I fear that the apparel will not be delivered 

appropriately 

16.4% 26.6% 29.5% 21.3% 6.3% 207 2.74 1.152 

I would be frustrated if I am dissatisfied with 

the quality of the delivered product 

40.6% 36.2% 13.0% 7.2% 2.9% 207 1.96 1.044 

I may obtain addicted to online shopping 30.0% 26.1% 18.8% 12.6% 12.6% 207 2.52 1.365 

I shop online because I will obtain exactly 

what I ordered 

13.0% 29.5% 37.2% 13.0% 7.2% 
207 

2.72 1.079 

I can depend on the maintains delivery 

schedule of online companies 

14.0% 39.1% 26.6% 12.6% 7.7% 207 2.61 1.113 

When I embark on an online shopping trip, 

I do so to find items that I am looking for 

26.6% 41.1% 18.8% 6.8% 6.8% 207 2.26 1.128 
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Utilitarian factors 

Percentages of respondents in each cell 
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I am frustrated if I do not accomplish what I 

had planned for a particular shopping trip 

29.0% 28.0% 24.2% 12.6% 6.3% 207 2.39 1.205 

It makes me feel adequate when my online 

shopping trip was successful 

48.8% 24.6% 19.8% 3.4% 3.4% 207 1.88 1.057 

It is difficult to find appropriate websites 22.2% 23.7% 22.7% 23.7% 7.7% 207 2.71 1.263 

When I need online support, contact 

telephone numbers and e-mail addresses 

of customer service representatives (CSR) 

are established on the websites 

26.1% 34.3% 23.2% 12.1% 3.4% 207 2.31 1.090 

When products/services fail, online 

companies resolve it without me having to 

spend a considerable amount of time, 

money and energy 

17.9% 30.0% 33.3% 12.1% 6.8% 207 2.60 1.119 

When I use the websites, there is little time 

between my actions and online companies’ 

responses 

14.5% 35.7% 34.3% 8.2% 6.3% 207 2.56 1.040 

It is easy to find my way around the 

shopping sites 

22.7% 42.0% 25.6% 6.8% 2.9% 
207 

2.25 0.978 

The design of shopping websites has an 

adequate look and feel 

29.0% 40.1% 20.3% 6.8% 3.9% 207 2.16 1.044 

Online companies inform me of the date 

and time when I am going to receive my 

order 

34.3% 40.6% 13.5% 4.3% 4.3% 207 2.05 1.087 

Information is available for me to make the 

purchase decision when doing online 

shopping 

34.8% 47.3% 10.1% 4.3% 3.4% 207 1.94 0.964 
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Utilitarian factors 

Percentages of respondents in each cell 
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I can compare information about the 

product online 

31.4% 43.5% 18.4% 3.9% 2.9% 207 2.03 0.957 

Product reviews influence my online 

purchases 

31.4% 36.2% 16.9% 8.7% 6.8% 
207 

2.23 1.180 

I find the information on websites to be 

trustworthy 

18.8% 22.7% 42.0% 11.1% 4.3% 207 2.61 1.077 

I receive prompt and accurate e-mail 

confirmation about my transaction 

29.5% 44.0% 19.8% 4.8% 1.9% 207 2.06 0.928 

I can easily locate required information, 

products and services 

26.1% 41.1% 25.1% 4.3% 3.4% 207 2.18 0.981 

Online store websites/apps enable me to 

complete my shopping quickly 

36.2% 39.6% 19.3% 3.4% 1.4% 
207 

1.94 0.907 

Online store websites/apps enhance my 

effectiveness while shopping 

30.4% 43.0% 18.4% 6.8% 1.4% 207 2.06 0.943 

Using the Internet to shop makes it easier 

for me to do my shopping 

31.4% 43.0% 20.3% 3.9% 1.4% 207 2.01 0.898 

Using the Internet to shop improves the 

quality of my shopping 

28.5% 37.2% 25.6% 6.8% 1.9% 207 2.16 0.981 

My interaction with online store 

websites/apps was clear and 

understandable (user-friendly) 

30.4% 43.0% 20.8% 3.4% 2.4% 

207 

2.04 .0931 

Overall, the online store websites/apps are 

easy to use 

25.1% 44.5% 19.3% 9.7% 1.4% 207 2.18 0.966 

Learning to use online store websites/apps 

was easy for me 

30.4% 37.7% 19.3% 10.1% 2.4% 207 2.16 1.048 
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Utilitarian factors 

Percentages of respondents in each cell 
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I find it confusing to use online store 

websites/apps to shop 

13.5% 19.3% 23.7% 29.0% 14.5% 207 3.12 1.264 

I rarely make an error when employing 

online store websites/apps to shop 

13.5% 28.0% 31.4% 20.8% 6.3% 
207 

2.78 1.113 

Regarding pricing as an influencing factor, it is observed that the statement respondents agree 

with most, is that online companies continually update products and services information, such 

as price and availability (n-151; 64.7%), followed by the likeliness to buy from shopping sites, 

providing price comparisons. 

Respondents indicated a higher agreement on the statement when observing online shopping 

convenience and efficiency, avoiding the effort of visiting a store; this is followed by shopping 

sites providing delivery options; 4.3% indicated they disagreed with the perception that the 

complete online purchase process is preferred to visiting a store. 

The study aimed at covering significantly factors influencing online shopping. The collected 

risk data indicate that 18.4% trust online shops. They need to feel secure with purchasing from 

a website before, indicates 47.3%. Table 5.10 indicates that 20.8% highly disagreed to a 

feeling of safety when using their credit or debit card during online shopping; 44.0% agreed 

that policies related to product purchases and returns are maintained on the websites; 

respondents also agreed that online shopping is risky because they cannot examine the 

product; 30.9% neither agreed nor disagreed that the bought product may result in disapproval 

from their family; 37.7% do not agreed that online shopping can influence the image of 

individuals around them. Data collected also indicate that 30.0% highly agreed they might 

become addicted to online shopping. 

Regarding the emotion of achievement, while shopping online, it appears as though the 

statement that respondents agreed with most is that it makes them feel adequate when their 

online shopping trips were successful; this is followed by when embarking on online shopping 
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trips, they find items they are looking for; 37.2% of respondents neither agreed nor disagreed 

with the statement, they shop online because they obtain what was ordered. 

Observations indicate respondents agreed that it is easy to navigate their way through the 

shopping sites; the statement that respondents agreed with most, is that the design of 

shopping websites have an adequate appearance and feel; this is followed by, the ease of 

finding their way around shopping sites; 6.3% established that while using the websites, there 

is inadequate time between actions and online companies’ responses. 

When considering information, the statement that respondents agreed with most is that 

information is available for them, enabling the purchase decision during online shopping; this 

is followed by online companies informing them of the date of order delivery. Responses also 

indicate that respondents agreed they can quickly locate required information, products, and 

services (n=139). They also agreed they can compare product information online (74.8%). 

Regarding PU, results indicate the statement that respondents agreed with most is that online 

store websites or apps enable them to complete their shopping faster (39.6%); this is followed 

by employing the Internet for easier shopping. Table 5.10 indicates all statements evaluated 

for considering respondents’ perception of PU in shopping. 

Results indicated for PEU, emphasise the statement that respondents agreed with most, as 

that interaction with online stores was clear and understandable (user-friendly) (43.0%); this 

is followed by training to use online store was easy for them. Table 5.10 indicates all 

statements considered. The subsequent sections describe hedonic factors, gratification 

shopping, adventure shopping, idea shopping, role and social shopping, value shopping, 

followed by the normative influence factor. 

5.7.2 Hedonic factors 

Emotional rewards during the shopping process influence purchase satisfaction (Batra and 

Ahtola, 1991). Table 5.11 presents the hedonic factors considered in the study, with respective 

results. Yu, Zhang and Liu (2018) describe hedonic factors as the enjoyment related to 

pleasure and fun, instead of the completion of a task, considering the experiential side of 

shopping. 
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Table 5.11: Hedonic factors 

Hedonic factors 

Percentages of respondents in each 

cell 
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I feel satisfied after I have shopped online. 30.4% 37.2% 24.2% 5.8% 2.4% 207 2.13 .992 

I feel motivated to shop online. 26.1% 35.7% 27.1% 7.7% 3.4% 207 2.27 1.039 

I shop online when I want to spoil myself. 30.0% 27.5% 24.2% 12.6% 5.8% 207 2.37 1.199 

I feel relaxed when I shop online. 24.6% 33.8% 28.5% 8.7% 4.3% 207 2.34 1.076 

Online shopping would be a new 

experience for me. 

28.0% 25.1% 17.9% 15.9% 13.0% 207 2.61 1.382 

I enjoy the option of buying from any store 

in the world. 

36.2% 33.8% 18.4% 7.2% 4.3% 207 2.10 1.106 

There is a sense of excitement when I shop 

online. 

30.9% 33.8% 24.6% 4.3% 4.3% 207 2.20 1.100 

Online stores that I use assistance me keep 

up with new trends, products and fashion. 

37.7% 39.1% 17.4% 2.4% 3.4% 207 1.95 .976 

I enjoy the notifications of new trends, 

products and fashion. 

31.4% 38.2% 16.4% 7.7% 6.3% 207 2.19 1.150 

I prefer to be knowledgeable about new 

trends, products and fashion. 

39.6% 35.7% 14.5% 5.8% 4.3% 207 2.00 1.082 

I have taught family and friends how to buy 

online. 

13.5% 26.6% 19.8% 27.1% 13.0% 207 3.00 1.268 

My family and friends use online shopping. 14.0% 31.9% 25.1% 17.9% 11.1% 207 2.80 1.213 

I enjoy online purchases for friends and 

family. 

16.4% 29.0% 20.8% 22.2% 11.6% 207 2.84 1.270 

Products/services are delivered in an 

adequate condition. 

16.9% 34.8% 35.7% 6.8% 5.8% 207 2.50 1.038 

I can obtain better pricing for the goods I 

want online. 

27.5% 43.0% 19.8% 4.8% 4.8% 207 2.16 1.039 

I can obtain a discount on the price from 

online purchases instead of in the physical 

store. 

26.6% 33.3% 27.5% 6.3% 6.3% 207 2.32 1.122 

I rarely purchase the latest fashion online 

until I am sure my friends and family 

approve of them. 

19.8% 21.7% 25.6% 24.2% 8.7% 207 2.80 1.252 

Family and friends influence what I buy 

online. 

16.4% 17.4% 19.3% 33.8% 13.0% 207 3.10 1.300 
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Hedonic factors 

Percentages of respondents in each 

cell 
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My social group influences what I buy 

online. 

13.5% 24.2% 20.8% 26.6% 15.0% 207 3.05 1.285 

My personality, culture and social 

influences influence what I buy online 

19.8% 32.4% 17.9% 17.4% 12.6% 207 2.71 1.309 

When buying products online, I generally 

purchase those brands that I think others 

will approve of 

17.9% 19.8% 24.2% 24.6% 13.5% 207 2.96 1.307 

I achieve a sense of belonging by 

purchasing the same product and brand 

that others purchase 

15.5% 18.4% 28.5% 23.2% 14.5% 207 3.03 1.273 

Regarding gratification shopping, it appears as though the statement respondents agreed with 

most is, they feel satisfied after they have shopped online (61.8%), followed by feeling 

motivated to buy online. The study also presents those that agreed they feel relaxed when 

they shop online (58.4%). When considering adventure shopping, respondents indicated the 

statement agreed on the most is they enjoy the option of buying from any store in the world, 

followed by excitement when they shop online (64.7%). 

When analysing idea shopping, respondents agreed that online stores they use assist them 

in keeping up with the lastest trends, products and fashion, followed by a preference to be 

knowledgeable on innovative trends, products and fashion (74.3%). Regarding the role and 

social shopping, results indicate that respondents admitted that their family and friends engage 

in online shopping (31.9%); this is followed by, the enjoyment of purchasing for friends and 

family (29.0%) 

Considering value shopping, the statement agreed with most is; they can obtain better pricing 

for the required goods online (43.0%), followed by the discount on the price from online 

purchases instead of in the physical store (33.3%); 5.8% of respondents disagreed that 

products and services are delivered in an adequate condition. Concerning normative 

influences, the statement that respondents agreed with most, is that their personalities, 

cultures and social influences guide their online purchase decisions (32.4%); this was followed 
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by, rarely purchasing the latest fashion online until they are sure their friends and family 

approve it. The statement “when buying products online, I generally purchase those brands 

that I think others will approve of” established that most consumers did not agreed nor 

disagreed (24.2%); 24.6% disagreed on the statement. Table 5.11 indicate all statements 

considered. 

5.8 FACTOR ANALYSIS 

The statistical test employed for this study is the factor analysis. Factor analysis uses 

mathematical formulas to simplify interrelated data to identify patterns in a set of variables 

(Child, 2006). This interdependence test examines the link between variables to relate groups 

of variables forming latent dimensions (Hair, Black, Babin and Anderson, 2010). Factor 

analysis allows for the analysis of the formation of relationships amongst a large number of 

variables highly interrelated, called factors, assumed to represent measurements in the data 

(Hair et al., 2010). According to Hair et al. (2010), factor analysis aims to assemble the data 

in several original variables into a portable set of new, combined factors, while losing minimum 

information. 

Factor scores can be employed for additional statistical analyses of variables, such as ANOVA 

(Field, 2000). ANOVA tests for differences between two or more independent variables (Dean 

and Bergeron, 2015). Hahn and Salmaso (2017) and Sudman and Blair (1988) explain 

ANOVA as a grouped related procedures and statistical tests where the examined variance is 

partitioned into components, attributable to various explanatory variables. Factor analysis is 

employed in multiple studies, such as behavioural and social sciences, medicine, economics, 

and geography, resulting in the technological advancements of computers (Yong and Pearce, 

2013). 

The output for factor analysis would be factor loadings, eigenvalues, and factor scores. Factor 

loading are links between the factor and each variable considered. Each element has its 

loadings for all variables analysed (Sudman and Blair, 1998). According to Sudman and Blair 

(1998), factor loadings with a value larger than 0.5 are typically considered as loading highly, 

while those that load less than 0.5, incline to be ignored. Hair et al. (2010) add that factor 

loadings depend on the sample size and that the loadings of between 0.3 and 0.4 are also 

considered to meet the minimum level to interpret the structure (Hair et al., 2010). For 

example, Field and Miles (2010) indicate that in a sample of 200, a factor loading of 0.364 is 

acceptable, and for a sample of 1000, a factor loading of 0.162 is adequate. 
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The eigenvalues for factors are the combined total of squared loadings for all variables on the 

factors (Yong and Pearce, 2013). The combined total of the eigenvalues represents the total 

variance to be interpreted by the ratio of each of the eigenvalues to the total, indicating the 

percentage of the variance, demonstrated by the relevant factor (Hair et al., 2010). The total 

of the eigenvalues is the total result of the variance to be described by the analysis and the 

ratio of each eigenvalue to the sum, concluding the percentage of variance described by the 

relevant factor (Hair et al., 2010). The first factors have the highest eigenvalue, followed by 

the second factor. Factors are retained if the eigenvalues are higher than 1 (Yong and Pearce, 

2013). Considering that factor analysis also processed to group the variables, factors can be 

considered as new variables comprising combinations of the original variable (Sudman and 

Blair, 1998). A factor score can be a variable explaining the extent an individual would score 

on a factor (Yong and Pearce, 2013). 

The research employed factor analysis to evaluate if consistencies occurred. To achieve this, 

the study used an exploratory factor analysis (EFA), a multivariate analysis method utilised to 

categories variables in a group of observed features (Hair et al.; 2010). Two models can be 

employed for EFA, indicating principal component analysis and common factor analysis. 

Common factor analysis employs the common factors established in a scale to identify the 

underlying constructs (Hair et al.; 2010). 

Principle Component Analysis (PCA) is a commonly employed method of factor analysis, 

describing the lower percentages of the available variance, aiming to evaluate the unique and 

characteristic variances (Yong and Pearce, 2013). PCA considers the sum of the variance and 

the total variance while obtaining factors that contain small proportions of unique variance and 

might also include error variance (Hair et al., 2010). For this study, to present the 

dimensionality of the data, PCA with IBM SPSS Statistics 26 were employed to determine 

patterns of correlations amongst the questions (V15 to V105) to determine participants’ 

perceptions as for the part of utilitarian and hedonic factors in consumer online buying 

behaviour in South Africa. 

To determine construct validity and reliability and to access the underlying structure of the 

scales, EFA was employed. The appropriate data included in the PCA analysis were 

evaluated. The test indicated the Kaiser-Meyer-Olkin (KMO) value as 0.836, well above the 

suggested a minimum value of 0.6 (Kaiser, 1970, 1974 and Field and Miles 2010). The 

Bartlett’s Test of Sphericity (Bartlett, 1954) obtained statistical significance, p<.001. The 

correlation matrix was considered factorable, as indicated in Table 5.12.  
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Table 5.12: Kaiser-Meyer-Olin and Bartlett’s text 

Kaiser-Meyer-Olkin and Bartlett's Test/ 

KMO Measure of Sampling Adequacy. 0.836 

Bartlett's Test of Sphericity Approx. Chi-Square 10668.270 

Df 3403 

Sig. 0.000 

Table 5.12 presents the results of the KMO and Bartlett's Test, attempting to establish the 

sample adequacy of the correlation matrix for factoring. The KMO index, indicated in Table 

5.12, for the study, is 0.836. Items in the measurement are acceptable for factor analysis. 

KMO attempted to measure what the items in a scale have in common; therefore, a value 

closer to one indicates that variables hold commonalities. The p-value of Bartlett’s test below 

0.05 (p<0.05) is significant, indicating that the correlation structure is significantly strong to 

perform a factor analysis on the items. 

Fifty-six items were initially subjected to PCA. The solution was forced to produce 13 factors. 

This initially resulted in a 13-factor solution that explained 68.18% of the variance in the data. 

Twenty-seven variables had to be excluded from the solution, resulting in a 12-factor solution, 

attributable to a noncontribution to the solution for reasons that include (Field 2000): 

• items not loading sufficiently on the factors 

• items loading effectively equally on more than one factor 

• low commonalities 

• one item loading alone on a factor 

Commonalities are indicated in Table 5.13. According to Lee, Rosenthal, Veld and Veld-

Merkoulova (2015), commonalities indicate the degree that an item relates to the remaining 

items. A value close to one (1) indicates that the item correlates highly with the additional 

items. From the 56 items investigated, the commonalities were appropriate, with a minimum 

of 0.487 and a maximum of 0.779. 
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Table 5.13: Commonalities 

Commonalities 

 Initial Extraction 

I do not have to wait to be served 1.000 0.561 

Online stores deliver an efficient service 1.000 0.682 

The whole online purchase process is improving than visiting the store 1.000 0.684 

Shopping sites provide delivery options 1.000 0.586 

It is easy to find my way around the shopping sites 1.000 0.605 

Online shopping service efficiency is expected attributable to the options of delivery (e.g. free 

delivery, speedier delivery, tracking delivery and timed delivery slots) 

1.000 0.641 

I can save the effort of going to the store 1.000 0.616 

I need to feel secure with employing the website before I will use it for online shopping 1.000 0.553 

I worry that my personal information may be misused if I shop online 1.000 0.676 

Policies related to product purchases and returns are maintained on the online websites 1.000 0.622 

There is a risk of me not being satisfied with my purchase once it arrives 1.000 0.734 

When shopping online, there is a risk of the product malfunctioning when delivered 1.000 0.728 

There is a risk of the product not being the same as advertised 1.000 0.775 

Online shopping is risky because I cannot examine the product 1.000 0.624 

I might not receive the exact specified quality of a product that I purchased 1.000 0.699 

The product description might be incorrect 1.000 0.738 

I fear my product may obtain damaged during the delivery process 1.000 0.668 

The purchased product may result in disapproval from my family 1.000 0.655 

Online shopping may affect the image of the individuals around me 1.000 0.758 

I fear that the apparel will not be delivered appropriately 1.000 0.637 

I shop online because I will obtain exactly what I ordered 1.000 0.609 

When products/services fail, online companies resolve it without me having to spend a 

considerable amount of time, money and energy 

1.000 0.762 

When I use the websites, there is little time between my actions and online companies’ 

responses 

1.000 0.696 

The design of shopping websites has an adequate look and feel 1.000 0.671 

Online companies inform me of the date and time when I am going to receive my order 1.000 0.687 

Information is available for me to make the purchase decision when doing online shopping 1.000 0.658 

I can compare information about the product online 1.000 0.730 

Product reviews influence my online purchases 1.000 0.600 

I find the information on websites to be trustworthy 1.000 0.487 

I receive prompt and accurate e-mail confirmation about my transaction 1.000 .686 

I can easily locate required information, products and services 1.000 0.695 

I feel satisfied after I have shopped online 1.000 0.782 

I feel motivated to shop online 1.000 0.739 

I shop online when I want to spoil myself 1.000 0.641 

I feel relaxed when I shop online 1.000 0.718 
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Commonalities 

 Initial Extraction 

There is a sense of excitement when I shop online 1.000 0.640 

I enjoy the notifications of new trends, products and fashion 1.000 0.572 

I have taught family and friends how to buy online 1.000 0.700 

My family and friends use online shopping 1.000 0.722 

I enjoy online purchases for friends and family 1.000 0.625 

Products/services are delivered in an adequate condition 1.000 0.719 

I can obtain better pricing for the goods I want online 1.000 0.757 

I can obtain a discount on the price from online purchases instead of in the physical store 1.000 0.645 

I rarely purchase the latest fashion online until I am sure my friends and family approve of 

them 

1.000 0.659 

Family and friends influence what I buy online 1.000 0.754 

My social group influences what I buy online 1.000 0.781 

My personality, culture and social influences influence what I buy online 1.000 0.565 

When buying products online, I generally purchase those brands that I think others will 

approve of 

1.000 0.734 

I achieve a sense of belonging by purchasing the same product and brand that others 

purchase 

1.000 0.679 

Online store websites/apps enable me to complete my shopping quickly 1.000 0.752 

Online store websites/apps enhance my effectiveness while shopping 1.000 0.777 

Using the Internet to shop makes it easier for me to do my shopping 1.000 0.716 

Using the Internet to shop improves the quality of my shopping 1.000 0.738 

My interaction with online store websites/apps was clear and understandable (user-friendly) 1.000 0.779 

Overall, the online store websites/apps are easy to use 1.000 0.761 

Learning to use online store websites/apps was easy for me 1.000 0.702 

Extraction method: Principal component analysis 

Table 5.13 indicates commonalities investigated. EFA with IBM SPSS Statistics 26 was 

employed to determine patterns of correlations amongst the questions (V15 to V105) applied 

to determine respondents’ perceptions regarding the function of utilitarian and hedonic factors 

in consumer online buying behaviour in South Africa. Factors presenting fewer than three 

items are not ideal for the data (Yong and Pearce, 2013). For a factor loading to be significant, 

the loading should be >= 0.30 (Hair, 2010); additionally, a factor loading of 0.50 indicates an 

adequate validity (Feinberg, Kinner and Taylor, 2013). The factorability of the correlation 

matrix was explored, employing the Pearson’s product-moment correlation coefficient. 

Preliminary distribution analyses indicate that assumptions of normality, linearity and 

homoscedastic were not violated. 
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The results of the final EFA analysis presented 56 items, resulting in a 12-factor solution, 

explaining 68.181% of the utilitarian and hedonic factors. Table 5.14 presents factor extraction 

employing the principal component analysis (CPA) of the variation in the data. 

Table 5.14: Factor extraction employing the principal component analysis 

Component Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 13.618 24.318 24.318 13.618 24.318 24.318 

2 5.402 9.646 33.964 5.402 9.646 33.964 

3 3.763 6.720 40.684 3.763 6.720 40.684 

4 2.201 3.931 44.615 2.201 3.931 44.615 

5 1.954 3.490 48.105 1.954 3.490 48.105 

6 1.787 3.192 51.296 1.787 3.192 51.296 

7 1.626 2.904 54.200 1.626 2.904 54.200 

8 1.554 2.774 56.975 1.554 2.774 56.975 

9 1.476 2.636 59.611 1.476 2.636 59.611 

10 1.383 2.469 62.080 1.383 2.469 62.080 

11 1.221 2.180 64.260 1.221 2.180 64.260 

12 1.148 2.050 66.310 1.148 2.050 66.310 

13 1.048 1.871 68.181 1.048 1.871 68.181 

14 .954 1.704 69.885    

15 .903 1.613 71.498    

16 .863 1.541 73.039    

17 .806 1.440 74.479    

18 .776 1.386 75.865    

19 .732 1.307 77.172    

20 .704 1.257 78.429    

21 .684 1.222 79.651    

22 .650 1.160 80.811    

23 .643 1.148 81.959    

24 .593 1.059 83.018    

25 .559 .998 84.016    

26 .542 .967 84.984    

27 .531 .947 85.931    

28 .503 .898 86.829    

29 .476 .850 87.679    

30 .464 .829 88.509    

31 .427 .762 89.271    

32 .421 .752 90.023    

33 .385 .688 90.711    

34 .375 .669 91.380    
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Component Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

35 .370 .660 92.040    

36 .355 .634 92.674    

37 .334 .596 93.270    

38 .294 .526 93.796    

39 .288 .514 94.310    

40 .282 .503 94.814    

41 .264 .471 95.285    

42 .254 .453 95.738    

43 .244 .435 96.173    

44 .236 .421 96.594    

45 .214 .382 96.976    

46 .199 .354 97.330    

47 .191 .342 97.672    

48 .188 .335 98.007    

49 .177 .316 98.323    

50 .170 .304 98.627    

51 .153 .273 98.900    

52 .147 .263 99.164    

53 .136 .242 99.405    

54 .129 .230 99.635    

55 .109 .195 99.831    

56 .095 .169 100.000    
Extraction Method: Principal Component Analysis 

When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 

Results of the final PCA analysis indicated in Table 5.15, depict 12 factors, indicating risk, 

information, convenience, normative, gratification, usefulness, value, ease of use, role, social, 

trust and website eigenvalues greater than one (1). Malhotra (2010) explains that a 

Cronbach’s alpha of 0.60 is acceptable and 0.70 indicating satisfactory internal consistency 

reliability. The threshold of 0.39 to 0.80 was maintained on the commonalities to explain the 

validity of the instrument. All extracted factors, except C11 and C12, demonstrate acceptable 

internal consistency, represented by the Cronbach’s alpha coefficients, displayed in Table 

5.15. The table presents a Rotated Pattern Matrix for the 12 extracted factors. Factors are 

rotated for improved interpretation and understanding, as unrotated factors are perceived as 

ambiguous (Yong and Pearce, 2013). 

The following Figure 5.4 presents the scree plot which is a graphical presentation of the 

eigenvalues contrary to the corresponding spaced factor numbers (Brown & Naiker, 2018). 
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According to Brown & Naiker (2018) the scree plot highlights a distinct ‘elbow’ beyond which 

the difference in descending eigenvalues becomes small, and the number of points 

preceding this elbow alludes to the number of latent factors in the data. 

 

Figure 5.4: Scree Plot for factor retention 

 

Rotation aims to accomplish a simple optimal structure, attempting to have each variable load 

on a few factors as possible but maximises the number of high loadings on each variable 

(Rummel, 1970). The Promax rotation method was employed for the analysis. The conducted 

Promax rotation is a rotation method allowing correlation amongst the latent factors (Yong and 

Pearce, 2013). Factor loadings of less than 0.4 are excluded, resulting in a simple structure 

(Thurstone, 1947), with each of the 12 factors indicating several strong loadings. Table 5.15 

presents the Rotated Pattern Matrix. V29 was loaded on two factors, but since the difference 

between the two loading values is more than 0.2, the smaller of these two loadings can be 

ignored. 
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Table 5.15: The Rotated Pattern Matrix factors 

Rotated Pattern Matrix 
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Mean 2.166 2.158 2.103 2.941 2.249 2.043 2.426 2.128 2.877 3.061 2.055 2.579 

There is a risk of the 

product not being the 

same as advertised 

0.904            

Online shopping is risky 

because I cannot 

examine the product 

0.811            

The product description 

might be incorrect 

0.784            

When shopping online, 

there is a risk of the 

product malfunctioning 

when delivered 

0.779            

I might not receive the 

exact specified quality 

of a product that I 

purchased 

0.779            

There is a risk of me 

not being satisfied with 

my purchase once it 

arrives 

0.751            

I fear my product may 

obtain damaged during 

the delivery process 

0.599            

Information is available 

for me to make the 

purchase decision 

 
0.783           
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Rotated Pattern Matrix 
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Mean 2.166 2.158 2.103 2.941 2.249 2.043 2.426 2.128 2.877 3.061 2.055 2.579 

when doing online 

shopping 

Online companies 

inform me of the date 

and time when I am 

going to receive my 

order 

 
0.751           

I can compare 

information about the 

product online 

 
0.740           

I receive prompt and 

accurate e-mail 

confirmation about my 

transaction 

 0.670           

Product reviews 

influence my online 

purchases 

 0.596           

I can easily locate 

required information, 

products and services 

 0.549           

I find the information on 

websites to be 

trustworthy 

 0.539           

The design of shopping 

websites has an 

adequate look and feel 

 0.534 
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Rotated Pattern Matrix 
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Mean 2.166 2.158 2.103 2.941 2.249 2.043 2.426 2.128 2.877 3.061 2.055 2.579 

Online stores deliver an 

efficient service 

  0.805          

Shopping sites provide 

delivery options 

  0.732 
 

        

I do not have to wait to 

be served 

  0.665 
 

        

The whole online 

purchase process is 

better than visiting the 

store 

  
0.634 

 
        

It is easy to find my way 

around the shopping 

sites 

  
0.624 

 
        

Online shopping 

service efficiency is 

expected attributable to 

the options of delivery 

(e.g. free delivery, 

speedier delivery, 

tracking delivery and 

timed delivery slots) 

  
0.583 

 
        

Policies related to 

product purchases and 

returns are maintained 

on the online websites 

  
0.529 
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Rotated Pattern Matrix 
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Mean 2.166 2.158 2.103 2.941 2.249 2.043 2.426 2.128 2.877 3.061 2.055 2.579 

I can save the effort of 

going to the store 

  0.428          

My social group 

influences what I buy 

online 

   0.863         

Family and friends 

influence what I buy 

online 

   0.846         

When buying products 

online, I generally 

purchase those brands 

that I think others will 

approve of 

   0.753         

I rarely purchase the 

latest fashion online 

until I am sure my 

friends and family 

approve of them 

   0.733         

I achieve a sense of 

belonging by 

purchasing the same 

product and brand that 

others purchase 

   0.714         

My personality, culture 

and social influences 

influence what I buy 

online 

   0.574         

I feel satisfied after I 

have shopped online 

    0.858        
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Mean 2.166 2.158 2.103 2.941 2.249 2.043 2.426 2.128 2.877 3.061 2.055 2.579 

I feel relaxed when I 

shop online 

    0.798        

I feel motivated to shop 

online 

    0.786        

I shop online when I 

want to spoil myself 

    0.718        

I enjoy the notifications 

of new trends, products 

and fashion 

    0.474        

There is a sense of 

excitement when I shop 

online 

    0.410        

Online store 

websites/apps enable 

me to complete my 

shopping quickly 

     0.849       

Online store 

websites/apps enhance 

my effectiveness while 

shopping 

     0.795       

Using the Internet to 

shop improves the 

quality of my shopping 

     0.774       

Using the Internet to 

shop makes it easier for 

me to do my shopping 

     0.626       
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I can obtain better 

pricing for the goods I 

want online 

      0.840      

Products/services are 

delivered in an 

adequate condition 

      0.728      

I can obtain a discount 

on the price from online 

purchases instead of in 

the physical store 

      0.703      

I shop online because I 

will obtain exactly what 

I ordered 

      0.523      

Overall, the online store 

websites/apps are easy 

to use 

       0.776     

My interaction with 

online store 

websites/apps was 

clear and 

understandable (user-

friendly) 

       0.737     

Learning to use online 

store websites/apps 

was easy for me 

       0.701     

My family and friends 

use online shopping 

        0.805    
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Rotated Pattern Matrix 
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I have taught family and 

friends how to buy 

online 

        0.736    

I enjoy online 

purchases for friends 

and family 

        0.622    

Online shopping may 

affect the image of the 

individuals around me 

         .880   

The purchased product 

may result in 

disapproval from my 

family 

         0.634   

I fear that the apparel 

will not be delivered 

appropriately 

         0.417   

I worry that my 

personal information 

may be misused if I 

shop online 

          0.845  

I need to feel secure 

with employing the 

website before I will use 

it for online shopping 

          0.590  

When 

products/services fail, 

online companies 

resolve it without me 

having to spend a 

considerable amount of 

           0.866 
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Rotated Pattern Matrix 
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Mean 2.166 2.158 2.103 2.941 2.249 2.043 2.426 2.128 2.877 3.061 2.055 2.579 

time, money and 

energy 

When I use the 

websites, there is little 

time between my 

actions and online 

companies’ responses 

           0.715 

Cronbach's alpha 
0.882 0.871 0.850 0.857 0.876 0.884 0.780 0.845 0.754 0.687 0.438 0.516 

Eigen value  13.618 5.402 3.763 2.201 1.954 1.787 1.626 1.554 1.476 1.383 1.221 1.148 

SD 0.828 0.746 0.696 0.983 0.860 0.803 0.830 0.859 1.023 0.906 0.891 0.886 

5.8.1 The Rotated Pattern Matrix factors 

Table 5.17 presents the factor loading for 12 extracted factors, indicating risk, information, 

convenience, normative, gratification, usefulness, value, ease of use, role, social, trust and 

website. The loading of an item stipulates the dimensions on which an individual item loads 

onto a factor. A value near one (1) presents an item loading highly on a particular factor and 

loading of >=0.50 can be evaluated as significant (Hair, 2010). 
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• Factor 1: Risk 

Seven items were identified in Factor 1, indicating ‘there is a risk of the product not being the 

same as advertised’ (M=2.10); ‘online shopping is risky because I cannot examine the product’ 

(M=2.13), ‘the product description might be incorrect’ (M=2.20), ‘when shopping online, there 

is a risk of the product malfunctioning when delivered’ (M=2.10). Including ‘I might not receive 

the exact specified quality of a product that I purchased’ (M=2.10), ‘there is a risk of me not 

being satisfied with my purchase once it arrives’ (M= 2.10); and ‘I fear my product may obtain 

damaged during the delivery process’ (M= 2.35);. 

The factor aimed to measure the risk components influencing consumers when shopping 

online. By evaluating the mean score of the seven items loaded for risk, it appears that an 

average result indicates that responded mostly agree with statements ‘there is a risk of the 

product not being the same as advertised’ (M= 2.10); ‘when shopping online, there is a risk of 

the product malfunctioning when delivered’ (M=2.10). Including ‘I might not receive the exact 

specified quality of a product that I purchased’ (M=2.10), and ‘there is a risk of me not being 

satisfied with my purchase once it arrives’ (M= 2.10). 

This study interpreted the mean value of a scale, provided the five-point Likert scale employed 

ranged from 1=highly agree to 5=highly disagree, it should not be construed as being the mean 

agreement. Interpretation is relative to the mean value of the scale (in this case, 3). Previous 

studies indicate that consumers are impacted by the risk they perceive, whether that risk exists 

(Chu and Li, 2008; Schiffman and Kanuk, 1997). This influence could be the reason most 

respondents indicated they perceive the risk of shopping online. 

A reliability analysis examined on this factor, achieved a strong Cronbach's alpha of 0.882, 

with a mean score of 2.1663, standard deviation of 0.82884 and 13.618 eigenvalue. The mean 

score for factor risk is established to be the fifth most crucial factor for respondents. Similarly, 

in the Yulihasri, Islam, Ku Daud (2011), indicate that risk is a big concern for shoppers, 

especially regarding the security of online payment, which discourages shoppers from 

shopping online. The South African Banking Risk Information Centre (SABRIC) in 2013 

reported that South Africa had the second highest rates of global Internet fraud and phishing 

(Writer, 2014). 

Juniwati (2014) studied the influence of PU, ease of use, risk on attitude and intention to shop 

online, and data collected on university students included their perspective on risk when 

shopping online. The study established that perceived risk harms attitude towards shopping 

online, as most of the respondents perceived that online shopping is risky such as the product 
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is not as advertised, no delivery after payment, the quality is not as expeted, was perceived 

incorrectly, this indicates pacticipants perceived that online shopping is too risky. Adnan (2014) 

concludes that online shoppers considered different risk factors before transferring any 

monetary value to the online seller. 

Laudon and Traver’s study (2013) identify security as a significant concern preventing 

consumers from shopping online. Gupta (2015) presents results of the empirical Suki and Suki 

(2007), focusing on identifying the influence of the real value, the real risk and the actual 

enjoyment of the consumer when online shopping, in Malaysia. The Malaysian consumer 

perceives online shopping as an involvement of risk in shopping. Their risk mostly relates to 

security and privacy. A perceived risk exists of security and confidentiality of personal 

information towards an online transaction. The product quality and uncertainty, whether the 

product reaches the consumer, influence the customer intention to purchase online. 

• Factor 2: The variable of information 

This factor loaded eight items: ‘information is available for me to make the purchase decision 

when doing online shopping’ (M= 1.94), ‘online companies inform me of the date and time 

when I am going to receive my order’ (M=2.05), ‘I can compare information about the product 

online’ (M=2.03), ‘I receive a prompt and accurate e-mail confirmation about my transaction’ 

(M=2.06), ‘Product reviews influence my online purchases (M=2.23)’, ‘I can easily locate 

required information, products and services’ (M=2.18), ‘I find the information on websites to 

be trustworthy’ (M=2.61), ‘The design of shopping websites has an adequate look and feel’ 

(M=2.16). The information available on the website was established to be influential in the 

consumer’s choice to purchase online on a specific webpage (Menon and Kahn 2002). 

Most respondents in the current study agreed that ‘information is available for me to make the 

purchase decision when doing online shopping’ (M= 1.94). Followed by ‘I can compare 

information about the product online’ (M=2.03) which would provide an understanding to 

Korgaonkar, Silverblatt and Girard (2006), establishing that products with an abundance of 

information had a higher purchase frequency, as consumers could obtain information before 

buying on the website. Kalia, Kaur and Singh (2016) emphasise that high quantities of 

information can confuse online shoppers; therefore, online stores should screen correct 

information to consumers. Personalisation and maintaining information load at optimum level 

may create a fun shopping experience. 

A reliability analysis obtained a Cronbach's alpha of 0.871, above the expected minimum of 

0.7, with a mean score of 2.1588, standard deviation of 0.74690, and 5.402 eigenvalues. On 
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this factor, the consumer buying intention is influenced by internal factors, such as perception, 

intuition, information processing, and attitude; it is also impacted by external factors, such as 

social environment, peer influence, and social media (Babin and Harris, 2014). 

According to Yu, Zhang and Liu (2018), consumers holding utilitarian shopping motives 

perceive shopping as a task; they incline to be rational, pursue the objective characteristics of 

products and aim to achieve a specific goal. When structuring online shopping platforms, 

online retailers should make standard or repeat-purchase convenient (one-click-to-purchase 

approach), customise information for purchase decision and design an easy check out process 

(Kalia, Kaur and Singh, 2016). According to Ling, Zhilin and Minjoon (2013), full product 

descriptions are presented to the targeted customers by the online retailers with using textual 

details, computer graphics, videos or YouTube links. This facility facilitates customers in 

comparing prices from various retailers speedier and detailed product description leads to 

psychological satisfaction. 

• Factor 3: Convenience 

This factor loaded eight items ‘online stores deliver an efficient service’ (M= 2.41 ); ‘Shopping 

sites provide delivery options’ (M= 1.86); ‘I do not have to wait to be served’ (M= 1.98); The 

whole online purchase process is better than visiting the store’; ‘It is easy to find my way 

around the shopping sites’ (M= 2.21); ‘online shopping service efficiency is expected 

attributable to the options of delivery’ (M= 2.04); ‘Policies related to product purchases, and 

returns are maintained on the online websites’ (M=2.34); ‘I can save the effort of going to the 

store’ (M= 1.86) loaded together on Factor 3 in the final EFA analysis. 

The mean value of a scale provided the five-point Likert scale employed ranged from 1=highly 

agree to 5=highly disagree; three is considered relative to the middle value of the scale. The 

study established that most of the respondents agreed that when shopping online, ‘Shopping 

sites provide delivery options’ (M= 1.86); ‘I do not have to wait to be served’ (M= 1.98); ‘I can 

save the effort of going to the store’ (M= 1.86). Each statement emphasises the convenience 

of shopping online. 

A reliability analysis conducted on this factor achieved a Cronbach's alpha of 0.850, with a 

mean score of 2.1033, standard deviation of 0.69628, and 3.763 eigenvalues. The mean score 

of convenience is indicated to be the third-lowest, following the factor of trust and usefulness, 

supporting the influence of the factor for respondents when shopping online. Consumers can 

shop from any part of the globe and at any time with product comparisons on details of 
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products, such as manufacturing date, expiry date, Maximum Retail Price (MRP), quantity, 

batch number and place of manufacturing (Gautam, 2018). 

Online shopping saves time and consumer effort concerning travel time to obtain to the retail 

store, searching for parking and arriving in the retail store (Hofacker, 2001). The item “The 

whole online purchase process is better than visiting the store” established a significate mean 

value of 2.21, also indicating that most respondents agreed. The item “online shopping service 

efficiency is expected attributable to the options of delivery (e.g. free delivery, speedier 

delivery, tracking delivery and timed delivery slots)” presented a mean value of 2.04, similar 

to Khan, Liang and Shahzad (2015), which researched the considered factors influencing 

customer satisfaction heading to repurchase intention in online stores, recommending that 

seven constructs, indicating convenience, return policy, product information, price, financial 

risk, product risk and delivery risk are vital in defining customer satisfaction and purchasing 

decision during online shopping. 

• Factor 4: Normative 

Items, such as ‘My social group influences what I buy online’ (M= 3.05); “Family and friends 

influence what I buy online” (M=3.10); “When buying products online, I generally purchase 

those brands that I think others will approve of” (M=2.96). Additionally, “I rarely purchase the 

latest fashion online until I am sure my friends and family approve of them” (M=2.80); “I achieve 

a sense of belonging by purchasing the same product and brand that others purchase”; “My 

personality, culture and social influences influence what I buy online”, loaded strongly 

combined with Factor 4 in the final EFA analysis. 

The reliability analysis conducted for Factor 4 achieved a Cronbach's alpha of 0.857, above 

the generally expected minimum of 0.7, with a mean score of 2.9412, standard deviation of 

0.98309, and 2.201 eigenvalues. Between the 12 factors, normative presents the second 

highest mean score demonstrating the scale of influence the element has on online shopping. 

Yadav, De Valck, Hennig-Thurau, Hoffman and Spann (2013) emphasised that social 

environment is repeatedly a crucial factor in impacting and direct perceived needs, including 

observing others, which may encourage individuals to embrace the same products and 

services. 

Normative influence carries information on individuals’ perception of how they should behave 

in a social context. The study established that certain individuals are affected by groups and 

gravitate to behave based on social norms (Khare et al., 2012). Consumers use online 

platforms to collect product information, crucial for their buying decisions (Wang and Chang, 
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2013). Social networking platforms are channels for social impact, which influence buying 

decision-making (Akar, Yüksel and Bulut, 2015). In these networking platforms, social impact 

is developed by user’s digital activities, such as liking, commenting, and sharing information, 

opinions, or experience (Akar, Yüksel and Bulut, 2015). 

The item ‘My social group influences what I buy online’ loaded a high significance 0.863; 

‘Family and friends influence what I buy online’ loaded 0.846, both supporting the 

aforementioned findings by Khare et al. (2012). Results by White et al. (2009) established that 

consumers with a powerful desire for social recondition, incline to be affected by informative 

and normative influencers. This motion is also supported by the item ‘I achieve a sense of 

belonging by purchasing the same product and brand that others purchase’ (M=3.03) and ‘My 

personality, culture and social influences influence what I buy online’ (M=2.71). O’Brien (2010) 

maintains that users who feel tied to a social platform consume social media by searching for 

others’ activities, and this creates a virtual type of peer pressure. 

• Factor 5: Gratification 

Items loading were “I feel satisfied after I have shopped online” (M=2.13); “I feel relaxed when 

I shop online” (M=2.34); “I feel motivated to shop online” (M=2.27); “I shop online when I want 

to spoil myself (M=2.37);” I enjoy the notifications of new trends, products and fashion’ 

(M=2.19); ‘there is a sense of excitement when I shop online’ (M=2.20) loaded strongly 

together on Factor 5 in the final EFA analysis. All five items reflected gratification. A reliability 

analysis conducted for Factor 5 achieved a Cronbach's alpha of 0.876, above the generally 

expected minimum of 0.7, with a mean score of 2.2496, standard deviation of 0.86038, and 

1.954 eigenvalues. 

Factor 5 reflected gratification, a hedonic shopping factor, which values are obtained from 

emotive aspects of the shopping experience. Jamal et al. (2006) affirm that gratification 

shopping uses the act of buying to potential alleviate a negative mood. For the study, 

gratification presents the lowest hedonic factor influence for online shopping, with a mean 

score of 2.2496; a standard deviation of 0.86038; 1.954 eigenvalues. The social factor 

indicates a significate influence, with a mean score of 3.0612; standard deviation of 0.90695; 

1.383 eigenvalues. 

Arnold and Reynolds (2003) established that consumers shop with the aim of stress relaxation, 

improvements of a mood, simply to purchase a special personal treat. The enjoyment during 

the shopping process was established to have a positive influence on attitude towards online 

shopping (Patel and Asthana 2015). Enjoyment is explained as the extent to which consumers 
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sense fun, interested, and excitement during the shopping process (Kim and Ammeter, 2018), 

regardless of the results. Consumers enjoy their e-commerce experience, have a positive 

attitude towards online shopping, more likely to adopt the Internet as a shopping platform, as 

online shopping enjoyment positively affected either attitude towards purchasing or intending 

to purchase or both (Patel and Asthana 2015). Cheema (2013) suggests that enjoyment 

significantly influences online shopping. 

• Factor 6: Usefulness 

Four items where loaded, such as ‘online store websites/apps enable me to complete my 

shopping quickly’ (M=1.94), ‘online store websites/apps enhance my effectiveness while 

shopping’ (M=2.06), ‘Using the Internet to shop improves the quality of my shopping’ (M=2.16) 

and ‘ employing the Internet to shop makes it easier for me to do my shopping’(M=2.01) loaded 

together on Factor 6 in the EFA analysis. A reliability analysis conducted for Factor 6 obtained 

a Cronbach's alpha of 0.884, with a mean score of 2.0435, standard deviation of 0.80384, and 

1.787 eigenvalues. This utilitarian factor has presented the lowest mean, between all the 

loaded factors, below trust, also a utilitarian factor, with a mean score of 2. 0556. 

According to Adriyano and Rahmawati (2016), PEU in using IT is the belief that using such IT 

can be easily grasped and employed to reduce one's effort. Davis (1989) established that the 

easier it was to make use of technology, the higher the expected advantages from the 

technology regarding to performance enhancements. User attitude is a crucial factor assuming 

the intention to use web technologies (Matikiti, Mpinganjira, and Roberts-Lombard, 2018). 

If a consumer perceives that usefulness linked with using the Internet is higher than the effort 

needed to use the Internet, then the consumer would prefer to use the Internet for shopping 

(Singh et al., 2016). Davis (1989) indicted that PU is linked with both self-reported current 

usage and self-predicted future usage. Item ‘Using the Internet to shop makes it easier for me 

to do my shopping’ aimed to evaluate consumers perspective of employing the Internet to buy 

online and item loaded a mean score of 2.01, observing that usefulness is the perception that 

applying the Internet as a shopping platform increases their shopping fulfilment. 

This perception affects consumer attitude when shopping online and their intention to shop 

using the Internet (Juniwati, 2014). Juniwati (2014), aimed to understand if PU has a 

considerable influence on attitude to buy online. The study observed that, if individuals 

perceive that online shopping is easy, such as to access the sites, to learn the procedure, to 

differentiate products and prices, to find the desired product, ensures a more positive attitude 

to online shopping. 
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• Factor 7: Value 

This factor loaded four items indicating, ‘I can obtain better pricing for the goods I want online’( 

M=2.16), ‘Products/services are delivered in an adequate condition’ (M=2.50), ‘I can obtain a 

discount on the price from online purchases instead of in the physical store’ (M=2.32) and ‘I 

shop online because I will obtain what I ordered’ (M=2.72) loaded together on Factor 7 in the 

final EFA analysis. A reliability analysis achieved a strong Cronbach's alpha of 0.780, above 

the generally expected minimum of 0.7. A reliability analysis achieved a mean score of 2.4263, 

the standard deviation of 0.83044, and 1.626 eigenvalue. Respondents have mostly agreed 

with the statement ‘I can obtain better pricing for the goods I want online’(M=2.16), the results 

indicate that value is perceived to be achieved by consumers obtaining improve pricing when 

shopping online. 

On this factor, value refers to consumers that connect emotionally and enjoy negotiating for a 

discount (Zeeman, 2013). According to Arnold and Reynolds (2003), the value reflects the 

pleasure and emotional worth of shopping. Şener, Ateşoğlu and Coşkun (2018) advise 

retailers to entice consumers and motivate them to shop online, beneficial for both retailers 

and consumers to organise the online environment to be easy, convenient, to have exposure 

to information and to provide an opportunity for a price, quality and brand match for both 

utilitarian and hedonic shoppers, connecting emotionally and enjoying using interactive 

elements such as colours, music, games and animations. 

• Factor 8: Ease of use 

The loaded items were ‘Overall, the online store websites/apps are easy to use.’ (M= 2.18), 

‘My interaction with online store websites/apps was clear and understandable (user-friendly)’ 

(M=2.04) and ‘Learning to use online store websites/apps was easy for me’ (M=2.16) loaded 

together on Factor 8 in the final EFA analysis. A reliability analysis conducted on this factor 

achieved a Cronbach's alpha of 0.845, above the generally expected minimum of 0.7, with a 

mean score of 2.1288, standard deviation of 0.85933 and 1.554 eigenvalue. Factor 8 highest 

loaded item ‘Learning to use online store websites/apps was easy for me’ loaded a mean 

score of 2.16. 

This study assumed that respondents are willing to learn to use online platforms and incline 

to find it easy to use. According to Davis (1993), a consumer can become more productive 

through ease of use enhancements, leading the user to become more productive. Liu et al., 

(2010) established that the easier it is to use a technology, the higher the expected adantages 

from the technology. Juniwati (2014) established that ease of use has a positive and 



151 

 

considerable influence on attitude towards online shopping. Most of the study’s respondents 

perceived that online shopping websites are accessible to admission, the process is easy to 

comprehend, easy to compare products between retailers, easy to compare prices and easy 

to find products. 

The study results refer to TAM by Davis (1989), which maintains that PEU has direct influence 

towards attitude on technology usage. Tong (2010) established that PEU has a positive 

influence on previous online shopping and a negative influence on perceived risk. Oentario, 

Harianto and Irawati, (2017), presented results, indicating that PEU has a positive and 

significant effect on consumers' attitude. Consumers' attitude provides a positive effect on the 

consumers' intention to buy online (Oentario et al., 2017). 

• Factor 9: Role 

Three items were loading in Factor 9, indicating ‘My family and friends use online shopping’ 

(M=2.80), ‘I have taught family and friends how to buy online’ (M=3.00), and ‘I enjoy online 

purchases for friends and family’ (M=2.84). The factor aimed to target consumers that 

represent a role to their family and friends. A reliability analysis conducted on this factor 

achieved a strong Cronbach's alpha of 0.754, with a mean score of 2.8776, standard deviation 

of 1.02348 and 1.476 eigenvalue. This factor involved the enjoyment that shoppers obtain 

from shopping for others, the influence of their shopping on other’s feeling and mood and the 

excitement they have when finding the perfect gifts for their family and friends (Arnold and 

Reynolds, 2003). 

Alan, et al. (2017) present self-efficacy when shopping, comes from individuals’ judgements 

on their ability to organise and perform specific required behaviours, so online purchasing task 

is attained effectively and successfully. This study observed that the statement ‘I enjoy online 

purchases for friends and family’ (M=2.84), obtained agreement (29%) and disagreement 

(22.2%) and 20.8% of respondents neither agree nor disagree they enjoy shopping for friends 

and family. Moon et al. (2017) conclude that the hedonic online shopping factors are reflected 

in role shopping, best deals, and social interaction. 

• Factor 10: Social 

The factor loaded three items; ‘online shopping may affect the image of the individuals around 

me’ (M=3.37), ‘The purchased product may result in disapproval from my family’ (M=3.07) and 

‘I fear that the apparel will not be delivered appropriately’. Social shopping is for consumers 

searching for opportunities to interact and socialise with family and friends sharing similar 
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interested (Zeeman; 2013). Factor social, a hedonic factor is established to have the highest 

mean score of 3.0612, concluding that social factors are a strong influencing factor when 

online shopping (Yolanda, Nurismilida, Herwinda, 2017). 

Social factors comprise a reference group, family, and the role and status and online shopping 

is directly influenced by the individuals around the consumer (Yolanda, Nurismilida, Herwinda, 

2017). Social factors influencing consumer behaviour are reference groups, family and social 

roles and statuses. In the online environment, consumer behaviour is mostly influenced by the 

virtual groups they are part of and, therefore, word-of-mouth (Cetinã, Munthiu and Radulescu, 

2012). The study also noted the influence of social media on consumer behaviour when 

shopping online, as it influences the consumer during the information acquisition phase to 

post-buying behaviour such as dissatisfaction statements on the product or a company 

(Chaturvedi and Gupta, 2014). 

A reliability analysis achieved a Cronbach's alpha of 0.687, below the generally expected 

minimum of 0.7, with a standard deviation of 0.90695, and 1.383 eigenvalue, with a high mean 

of 3.61. Arnold and Reynolds (2003) indicate that consumers shop to maintain their status on 

a specific social group or to maintain and grow their relationship with peers and family. Social 

influence is derived from the subjective norm proposed in the TAM. It describes the influence 

of friends and family crucial to consumer decisions, even when their views differ from the 

consumers’ own opinions concerning the purchase (Sánchez-Alzate, and Sánchez-Torres, 

2017). Social influence did not obtain strong agreements towards statements of approval of 

family and friends presented to respondents, example ‘online shopping may affect the image 

of the individuals around me’ (M=3.37), with 25.1% neither agreeing nor disagreeing and 

37.7% disagreeing with this views. 

• Factor 11: Trust 

Trust loaded two items, indicating ‘I worry that my personal information may be misused if I 

shop online’ (M=2.35) and ‘I need to feel secure with employing the website before I will use 

it for online shopping’ (M=1.76) loaded together on Factor 11 in the final EFA analysis. A 

reliability analysis conducted on this factor achieved a Cronbach's alpha of 0.438, below the 

generally expected minimum of 0.7, with a mean score of 2.0556, standard deviation of 

0.89120, and 1.148 eigenvalues. A low Cronbach’s alpha can occur because of a low number 

of questions, poor inter-relatedness between items, or heterogeneous constructs (Tavakol and 

Dennick 2011). This study as identified the low number of loaded items (2) as the reason for 

the low Cronbach's alpha of 0.438. The mean score (M=2.0556) for factor 11, indicates that 
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trust is the 2nd most agreed upon the utilitarian factor for the respondent in this study, following 

by usefulness (M=2.0435). 

According to Juniwati (2014) PU, ease of use and risk have a noticeable effect on online 

shopping. The study established that PU and ease of use has no considerable influence on 

consumers’ intention to purchase online, while perceived risk and attitude have presented 

significant influence towards intention to buy online. Consumers attempt to transfer or 

decrease the perceived risk by assessing different alternatives and selecting the one with the 

lowest perceived risk (Sánchez-Alzate, and Sánchez-Torres, 2017). As a result, the perceived 

risk of security and privacy are responsible for developing trust during online shopping, as 

online shopping inclines to imply payment by debit or credit card (Vasic, Kilibarda and Kaurin, 

2019). 

Usually, the former online shopping experience positively affect consumers’ intention to 

purchase online (Dai, Forsythe and Kwon, 2014). (Dai et al., 2014) analysed that the online 

shopping experience doesn’t influence consumers’ trust and online shopping intention but also 

influences the level of consumers perceived risk (Dai et al., 2014). The readiness of 

consumers to visit ecommerce websites and shop directly, is related to the consumers’ comfort 

in sharing personal information and credit card payments (Whysall, 2000). Additionally, 

regarding privacy protection, Mpinganjira (2015) confirmed that consumers must be 

guaranteed that their details and banking information is secured from unauthorised access, 

and no retail may use these details without consumer’s knowledge as they are likely to buy 

online when they perceive minimum security risks (Matic and Vojvodic, 2013). 

• Factor 12: Website 

Items such as ‘When products/services fail, online companies resolve it without me having to 

spend a considerable amount of time, money and energy’ (M=2.60) and ‘When I use the 

websites, there is little time between my actions and online companies’ responses’ (M=2.56) 

loaded together on Factor 12 in the final EFA analysis. A reliability analysis was conducted for 

Factor 12, achieved through a Cronbach's alpha of 0.516, with a mean score of 2.5797, 

standard deviation of 0. 88662, and 1.048 eigenvalues. The study has observed a Cronbach's 

alpha 0.516 which is below the generally expected minimum of 0.7. Study by Krysén and 

Hallberg (2015) researched the factors influencing the consumer purchase decision within e-

commerce in emerging markets: A study conducted in Poland. The study also considered 

Website design when shopping online and similarly the reliability analysis achieved a 

Cronbach's alpha of 0,542. Krysén and Hallberg (2015) argue that the Website design factor 

used in the data analysis have acceptable reliability, even if the (α) has to be taken in to 
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consideration as the result could be assessed having more of a indicative character. Website 

quality influences online purchase intentions (Wells, Valacich and Hess, 2011).  

Korgaonkar, Silverblatt and Girard (2006) similarly established that online consumer purchase 

behaviour differs depending on the store’s website features, attributes and degree of 

interaction. Tandon, Kiran, and Sah (2018) explain that website functionality and perceived 

risks are the drivers of online shopping. According to Sohn, Moritz and Heuermann (2016), 

customers' satisfaction can be managed by providing them with an aesthetically appealing 

website, user-friendly website, and informative websites. Research by Jasur and Haliyana 

(2015) assert that the website quality is not the influential factor that could increase consumer 

online purchasing intention as the study emphasises that other qualities, such as adequate 

customer service, efficient product distribution, logistics and positive reviews from customers 

are crucial. 

  

5.9 RESEARCH OBJECTIVES AND HYPOTHESES TESTING 

This section discusses the research objectives and hypotheses, as outlined in Chapter 1. The 

objective of this study was to determine factors influencing consumers’ behaviour towards 

online shopping for consumer electronics in Gauteng, South Africa. Four hypotheses were 

formulated, which flowed from the four secondary objectives developed for this study, where 

the null and the alternative hypotheses were stated. 

This section discusses the conditions under which the null hypothesis can be rejected, as the 

study refers to the widely accepted level of significance, at 5% (α=0.05), according to 

Tabachnick and Fidell (2001). Different statistical tests were conducted to assess the 

hypotheses. The appropriate statistical test was employed to calculate each hypothesis, and 

the test results were interpreted, and the section presents the decision made to reject or 

accept the null hypotheses. The presented hypotheses were directional hypotheses 

concerning the influence of consumers’ behaviour towards online shopping for consumer 

electronics in Gauteng, South Africa. Discussion on the objective and each hypothesis is 

presented below. 
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5.9.1 Research Objective 1: To ascertain if demographic factors influence 

consumer behaviour traits towards online buying of electronic goods 

The research Objective 1 aimed to understand the influence demographic factors have on 

consumer behaviour traits when shopping online. Objective 1 for the study, aimed to analyse 

how demographic factors, such as gender, age, education and income, influence consumer 

behaviour. The statistical test, ANOVA, was employed to analyse Hypotheses 1 regarding the 

demographic factors affecting consumer behaviour towards online buying of electronic goods. 

Assumptions should be considered when ANOVA analysis is conducted. The first assumption 

was that the population used is typically distributed. Secondly, the existence of equal variance 

was indicated. Independent observations between and within groups can be made (Kahle and 

Wickham, 2013). The ANOVA analysis was employed to determine differences amongst 

respondents to indicate if demographic factors influence consumer behaviour when shopping 

online. 

ANOVA was utilised to test a statistically significance between consumer behaviour traits in 

online shopping, regarding the gender, age, educational level and income of the respondent. 

To determine demographic variables influencing the perceptions of respondents regarding all 

the factors (Section 5.7), the parametric, independent samples T-test, and ANOVA test were 

implemented to test for mean differences amongst the demographic groups. The independent 

T-test is a method used to evaluate a significant difference between the means scored on two 

separate categories (Wiid and Diggines, 2013). The mean score derived from ANOVA is 

presented to demonstrate the rank of the various demographic groups on consumer behaviour 

traits when making purchases online. The p-value represents the level of probability to 

computed statistical tests attributable to chance. The p-value provides the likelihood of the 

results under the null hypothesis (McDaniel and Gates, 2008). 

When the calculated p-value is smaller than 0.05 at a 95% level of confidence, the level of 

confidence refers to the percentage that the parameter represents for the true population 

(Wilson, 2014). For the study, the p-value was described as ‘Sig.’ on Tables. Hair, Bush and 

Ortinau (2006) include that the level of significance is the evaluation of risk in the accurateness 

of the test that the researcher is ready to accept. The significance level for hypothesis testing 

in the current study was set at 95% (α=0.05). The significance level of α=0.05 is accepted and 

signifies the level of risk that the researcher is willing to take into consideration when rejecting 

the hypothesis (Tabachnick and Fidell, 2001). 
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Understanding the demographic influences of online shopping behaviour traits would assist 

marketers with information regarding the consumer behaviour. The information could be used 

in creating marketing targeted strategies. Sultan and Uddin (2011) state the importance of 

analysing and identifying factors which influence consumers to purchase online, by  recording 

the expectations of consumers to develop a competitive edge in the market. A hypothesis was 

formulated to determine if demographic factors influence consumers’ behaviour traits towards 

online shopping for consumer electronics in Gauteng, South Africa. The hypothesis is tested 

and is presented below.      

5.9.1.1 Hypothesis 1 

H1 Demographic factors positively influence consumer behaviour traits towards online buying 

of electronic goods 

H0 Demographic factors do not positively influence consumer behaviour traits towards online 

buying of electronic goods 

 

To test H1, an independent T-test and ANOVA were used. The purpose was to determine a 

significant relationship amongst consumer behaviour traits, such as online shopping 

behaviour, online shopping experience, customer satisfaction, attitude towards online 

shopping, and intention of use in online shopping, and demographic factors. Demographic 

factors indicate respondents’ gender (Question 124), age (Question125), educational level 

(Question 126), and income (Question 127). To determine which demographic variables, 

influence the perceptions of respondents regarding consumer behaviour traits, the parametric, 

independent samples T-test, and ANOVA tested for mean consumer behaviour traits. These 

traits include online shopping behaviour, experience, satisfaction and loyalty, attitude and 

intention to use. The results of the sub-hypotheses identified the differences amongst the 

demographic groups. 

H1a Gender and consumer behaviour traits 
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Table 5.16: Gender: Independent samples test 

Gender - Independent Samples Test General factors 

 

Online 

shopping 

behaviour 

Online 

shopping 

experience 

Customer 

satisfaction 

and loyalty 

Attitude 

towards 

online 

shopping 

Intention of 

use 

Equal variances 

assumed 

Levene's Test for 

Equality of 

Variances 

F 2.764 1.927 1.938 0.628 0.123 

Sig. 0.098 0.167 0.165 0.429 0.726 

T-test for 

Equality of 

means 

t -1.421 -2.006 -2.768 -2.259 -1.080 

df 205 205 205 205 205 

Sig. (2-tailed) 0.157 0.046 0.006 0.025 0.282 

Mean Difference -0.14100 -0.27626 -.26519 -0.26293 -0.11434 

Std. Error Difference 0.09925 0.13775 0.09580 0.11637 0.10591 

95% Confidence 

Interval of the 

Difference 

Lower -0.33669 -.54785 -0.45408 -0.49236 -0.32316 

Upper 0.05469 -0.00467 -0.07630 -0.03350 0.09447 

 

The independent sample T-test was used to determine whether gender influences the five 

consumer behaviour traits. The T-test established that gender significantly affects 

respondents’ online customer satisfaction and loyalty (t(205)= -2.768, p<.01). Respondents’ 

gender statistically influences customer satisfaction and loyalty, indicated with a p-value of 

0.006, smaller than the specified significance of 1%. The T-test established that gender 

significantly influences respondents’ attitude towards online shopping (t(205)= -2.259, p<.05). 

Concluding that gender has a statistically significant influence on attitude towards online 

shopping of respondents as indicated by a p-value 0.025. 

 

The T-test established that gender significantly influences respondents’ online shopping 

experience (t(205)= -2.006, p<.05), Table 5.16 emphasise the p-value of 0.046, smaller than 

the specified significance of 5%. Results indicate that males (M=2.150, n=82) incline to have 

a more positive online shopping experience than females (M=2.427, n=125). Males (M=1.981, 

n=82) incline to experience a higher level of customer satisfaction and loyalty than females 

(M=2.246, n=125). The study observed that males (M=2.067, n=82) incline to have a more 

positive attitude towards online shopping than females (M=2.330, n=125). 

The influence of gender on using online shopping was analysed in various studies, with 

inconclusive results. Farag, Krizek and Dijst (2003) established that most online buyers are 

males. Yet Dai (2007) reported that females outnumber males concerning online shopper 
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community and expenditures, in spite of their concerns regarding the risks associated with 

online purchasing. Kotzé, North, Stols and Venter (2012) emphasise that the sources of 

shopping enjoyment vary widely for males and females. While discussing the influence of 

gender on shopping behaviour, Sit, Merrilees and Birch (2003) established differences 

between male and female shoppers, based on their age. 

H1b Age and consumer behaviour traits 

The one-way ANOVA test was used to determine whether age group influences the consumer 

behaviour traits. The questionnaire presented seven age groups to capture data for this 

consumer behaviour trait. Attributable to a low response, the study grouped aged into five 

categories, as demonstrated in Table 5.17. 

Table 5.17: Age group and consumer behaviour traits 

ANOVA 

General factors 

Sum of Squares Df Mean Square F Sig 

Online shopping behaviour Between Groups 2.924 6 0.487 0.989 0.434 

Within Groups 98.032 199 0.493   

Total 100.956 205    

Online shopping experience Between Groups 10.547 6 1.758 1.883 0.085 

Within Groups 185.743 199 0.933   

Total 196.290 205    

Customer satisfaction and 

loyalty 

Between Groups 3.338 6 0.556 1.187 0.315 

Within Groups 93.308 199 0.469   

Total 96.646 205    

Attitude towards online 

shopping 

Between Groups 6.498 6 1.083 1.604 0.148 

Within Groups 134.330 199 0.675   

Total 140.828 205    

Intention of use Between Groups 4.850 6 0.808 1.467 0.191 

Within Groups 109.634 199 .551   

Total 114.483 205    

Table 5.17 also indicates that the ANOVA test established no significant differences amongst 

the age groups for the consumer behaviour traits. The robust test statistics were calculated 

and corroborated the results of the ANOVA test. 

The results indicated in Table 5.17 report the online shopping behaviour p-value of 0.434 

(p<.05), indicating that age has statistically no significant difference in online shopping and is 

larger than the specified significance of 5%. Similar is established for online shopping 

experience (0.085; p<.05), customer satisfaction and loyalty (0.315; p<.05), attitude towards 
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online shopping (0.148; p<.05), and intention of use (0.191; p<.05) between the age group 

present no significate to the influence of age when shopping online. 

Singh et al., (2016) observes that mostly youngsters and youth (18-25 age group) are 

interested in online shopping; they are knowledgeable about the usage of technology. Teller, 

Gittenberger and Schnedlitz (2013) focus on age’s participation in grocery store patronage 

while investigating the cognitive age and grocery store patronage of elderly shoppers. The 

study established that age and ageing influence the perceptions and behaviour of customers. 

These factors have a significant influence on store patronage and satisfaction towards store 

attributes. Ghani and Jan (2010) confirmed that some demographic profile characteristics 

such as age, are adversely associated with impulse buying behaviour. This study established 

no significant differences amongst the age groups for the consumer behaviour traits. 

H1c Education level and consumer behaviour traits 

 

The one-way ANOVA test was employed to determine whether education level group 

influences the consumer behaviour traits. The study merged the education variable to provide 

it an ordinal measurement level rather than nominal, attributable to low response on higher 

educational levels. 

Rana and Tirtani (2015) established education as an adverse concern in impulse buying. 

Chaugule (2015) established that higher levels of education correlate with more favourable 

perceptions of online shopping. Consumers develop a positive attitude for online shopping if 

there is the exposer of the technology. The results established in this study are indicated and 

discussed in Table 5.18. 
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Table 5.18: Education level and consumer behaviour traits 

ANOVA 

 Sum of Squares Df Mean Square F Sig 

Online shopping behaviour Between Groups 1.266 4 .317 .641 .634 

Within Groups 99.717 202 .494   

Total 100.984 206    

Online shopping experience Between Groups .983 4 .246 .254 .907 

Within Groups 195.408 202 .967   

Total 196.391 206    

Customer satisfaction and 

loyalty 

Between Groups 1.998 4 .499 1.066 .375 

Within Groups 94.655 202 .469   

Total 96.652 206    

Attitude towards online 

shopping 

Between Groups 1.581 4 .395 .573 .682 

Within Groups 139.299 202 .690   

Total 140.879 206    

Intention of use Between Groups 2.665 4 .666 1.203 .311 

Within Groups 111.849 202 .554   

Total 114.513 206    

 

The ANOVA test recognised no significant differences amongst the education groups for the 

consumer behaviour traits. As the table indicates no significant difference between the 

education level groups and online shopping behaviour. This is indicated with a p-value of 

0.634, more significant than the specified significance of 5%. Based on the p-value of 0.907 

larger than the determined significance of 5%, it can be concluded that no statistically 

significant difference exists between the education level groups and online shopping 

experience. Same is concluded as no significant difference towards the intention of use 

(0.311) and attitude towards online shopping (0.682) 

 

 

H1d Income and consumer behaviour traits 

The one-way ANOVA test was used to determine whether the income level group influences 

the consumer behaviour traits. A low response rate was obtained for income category R20 

000 - 29 000 (4.4%) and R30 000 + (3.4%); the study combined these two categories as R20 

000 and higher. 
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The ANOVA test established no significant differences amongst the income level groups for 

the consumer behaviour traits. The non-parametric Kruskal-Wallis test corroborates the 

results from the ANOVA. This conclusion is based on the results indicated in Table 5.19. 

Income has no statistically significant difference between income level group and online 

shopping behaviour, indicated by a p-value of 0.729, larger than the specified significance of 

5%. Similar is established for attitude towards online shopping (0.975; p<.05); intention of use 

(0. 640; p<.05); customer satisfaction and loyalty (0.654; p<.05). 

Table 5.19: Income and consumer behaviour traits 

 

 

ANOVA 
 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

Online shopping behaviour Between Groups 0.314 2 0.157 0.317 0.729 

Within Groups 100.557 203 0.495 
  

Total 100.871 205    

Online shopping experience Between Groups 3.500 2 1.750 1.843 0.161 

Within Groups 192.789 203 0.950   

Total 196.290 205    

Customer satisfaction and 
loyalty 

Between Groups 0.403 2 0.201 0.425 0.654 

Within Groups 96.186 203 0.474   

Total 96.589 205    

Attitude towards online 
shopping 

Between Groups 0.034 2 0.017 0.025 0.975 

Within Groups 140.617 203 0.693   

Total 140.652 205    

Intention of use Between Groups 0.502 2 0.251 0.447 0.640 

Within Groups 113.981 203 0.561   

Total 114.483 205    

Chaugule (2015) proclaims that higher levels of income earners correspond to more 

favourable perceptions of shopping online amongst their respondents. Farhana, Khan, and 

Noor (2017) assert that demographic factors, such as income, have moderate influences on 

the online buying decisions. On the contrary Pristiwa, Huang and Ayuningtyas (2017), confirm 

that consumer characteristics, such as income, may affect the Internet users’ behaviour. 
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In summary, the results of this study revealed that gender influences online shopping. The 

age group, education level and income level do not influence the consumer behaviour traits, 

though gender indicated to influence consumer behaviour towards online shopping. 

 

H1 was therefore partially supported. 

5.9.2 Research Objective 2: To ascertain if online consumer factors’ influence 

on consumer behaviour towards online buying of electronic goods, 

differs across demographic factors 

The hypotheses were formulated to determine how demographic factors influence consumers’ 

behaviour towards online shopping for consumer electronics in Gauteng, South Africa. The 

second hypothesis was evaluated, and the results are presented below. 

5.9.2.1 Hypothesis 2 

H2 Online factors influencing consumer behaviour towards online buying of electronic 

goods differ across demographic factors 

H0 Online factors influencing consumer behaviour towards online buying of electronic 

goods do not differ across demographic factors 

To test H2, an independent T-test and ANOVA were utilised. The purpose was to determine 

whether online factors, influencing consumer behaviour towards online buying of electronic 

goods differ across demographic factors: gender (Question 124), age (Question125), 

educational level (Question 126) and income (Question 127) of the respondent. To determine 

which demographic variables, influence the perceptions of respondents regarding all the 

factors, the parametric, independent samples T-test and ANOVA test were employed to test 

for the mean (of total 12 utilitarian and hedonic factors: risk, information, convenience, 

normative, gratification, usefulness, value, ease of use, role, social, trust, website) differences 

amongst the demographic groups. The results were compared to the results of non-parametric 

equivalent tests. The results for the H2sub-hypotheses are indicated below. 

 

H2a Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across consumers’ gender 

To determine whether gender influences the 12 utilitarian and hedonic factors, the 

independent samples. T-test was used, presented in Table 5.20. 
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Table 5.20: Gender - Utilitarian and hedonic factors - independent samples 

Gender - - 

Independent 

Samples Test 

Seven utilitarian factors 

 

Five hedonic factors 
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Levene's 

Test for 

Equality 

of 

Variances 

F 5.077 2.134 0.016 0.080 1.468 1.210 0.271 0.035 1.076 1.309 0.258 0.141 

Sig. 0.025 0.146 0.899 0.778 0.227 0.273 0.603 0.851 .301 .254 .612 0.707 

t-test for 

Equality 

of Means 

T -0.655 -1.725 -1.040 -1.385 -2.152 -2.017 -2.775 -3.490 -1.124 -2.328 -1.480 -0.159 

Df 205 205 205 205 205 205 205 205 205 205 205 205 

Sig. (2-

tailed) 

0.157 0.086 0.300 0.168 0.033 0.045 0.006 0.001 0.262 0.021 0.140 0.874 

Mean 

Difference 

-0.141 -0.182 -0.102 -0.157 -0.260 -0.253 -0.344 -0.474 -0.137 -0.271 -0.214 -0.020 

Std. Error 

Difference 

0.099 0.105 0.098 0.113 0.121 0.125 0.124 0.136 0.122 0.116 0.145 0.129 
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Gender - - 

Independent 

Samples Test 

Seven utilitarian factors 

 

Five hedonic factors 
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95% Confidence 

Interval of the 

Difference 

Lower -0.294 -0.390 -0.297 -0.382 -0.499 -0.501 -0.588 -0.743 -0.378 -0.502 -0.501 -0.275 

Upper 0.147 0.026 0.092 0.066 -0.021 -0.005 -0.099 -0.206 0.103 -0.041 0.071 0.234 

The T-test established that gender significantly influences whether respondents find online 

shopping easy to use (t(205)= -2.152, p<.05), trust online shopping (t(205)= -2.017, p<.05) 

and how they perceive the online shopping website (t(205)= -2.775, p<.01). Nayyar and Gupta 

(2010) emphasises that males are more motivated by utilitarian benefits and less encouraged 

by inspirational and stimulating effects, resulting in them leaning towards a hassle-free 

purchase in the comfort of their homes or workplaces. Females perceive shopping as an 

entertainment channel to socialise and interact with others and obtain more satisfying 

purchasing from online stores, instead of traditional brick-and-mortar stores (Nayyar and 

Gupta, 2010). 

This study examined the difference means between males and females regarding online 

shopping; it was established that males (M=1.972, n=82) incline to find online shopping 

websites more comfortable to use than females (M=2.232, n=125). Males (M=1.902, n=82) 

incline to trust online shopping more than females (M=2.156, n=125). Similarity to the results 

from the research by Cho and Jialin (2008) who investigated the importance of trust and 

effectiveness on Singaporean consumers’ online purchase behaviour. The conclusion indicate 

that females present lower trust for online website stores, which affect their shopping 

behaviour (Cho and Jialin; 2008). Additionally, males (M=2.372, n=82) incline to evaluate 

online shopping websites more favourably than females (M=2.716, n=125). 
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The T-test also established that gender significantly influences how respondents rate on the 

normative hedonic factor (t(205)= -3.490, p<.01). ). When considering normative influences, 

the study established that the statement that respondents agreed with most is that their 

personalities, cultures and social influences influence what they buy online (32.4%, M= 2.71), 

followed by rarely purchasing the latest fashion online until they are sure that their friends and 

family approve of them (21.7%, M=2.80). Khare et al. (2012) also established that some 

individuals are influenced by groups and gravitate to behave according to social norms. 

To determine whether gender influences hedonic factors, the T-test established that gender 

significantly influences how respondents rate on the value hedonic factor (t(205)= -2.328, 

p<.05). The statement that respondents agreed with most is they can obtain better pricing for 

the goods they want online (43.0%, M= 2.16). Zeeman (2013) on value shopping, concluded 

that an emotional connection and enjoyment is obtaining the purchase with a discount. 

This study examined the difference means between males and females towards online 

shopping and established that males (M=2.655, n=82) incline to have a more normative 

experience when doing online shopping than females (M=3.129, n=125). The study also 

observed that males (M=2.262, n=82) incline to find more value in online shopping than 

females (M=2.534, n=125). Additionally, females (M=2.9627, n=125) incline to consider role 

when online shopping compared to males (M=2.7480, n=82). Regarding role and social 

shopping, respondents agreed that their family and friends use online shopping (31.9%), 

followed by enjoying online purchases for friends and family (29.0%). 

H2b Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across age of consumers 

The one-way ANOVA test was used to determine whether age group influences the utilitarian 

and hedonic factors. Results are indicated in Table 5.21. 
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Table 5.21: Age groups - Utilitarian values and hedonic 

 

 

ANOVA 

 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

Risk (Utilitarian) Between Groups 6.141 4 1.535 2.280 0.062 

Within Groups 135.363 201 0.673 
  

Total 141.504 205    

Information (Utilitarian) Between Groups 5.233 4 1.308 2.398 0.051 

Within Groups 109.661 201 0.546   

Total 114.894 205    

Convenience (Utilitarian) Between Groups 2.404 4 0.601 1.240 0.295 

Within Groups 97.445 201 0.485   

Total 99.849 205    

Usefulness (Utilitarian) Between Groups 2.459 4 0.615 0.946 0.438 

Within Groups 130.647 201 0.650   

Total 133.107 205    

Ease of use (Utilitarian) Between Groups 6.687 4 1.672 2.311 0.059 

Within Groups 145.417 201 0.723   

Total 152.104 205    

Trust (Utilitarian) Between Groups 4.209 4 1.052 1.327 0.261 

Within Groups 159.399 201 0.793   

Total 163.608 205    

Website (Utilitarian) Between Groups 2.130 4 0.533 0.671 0.613 

Within Groups 159.467 201 0.793   

Total 161.597 205    

Normative (Hedonic) Between Groups 5.154 4 1.288 1.336 0.258 

 Within Groups 193.782 201 .964   

 Total 198.936 205    

Gratification (Hedonic) Between Groups 6.385 4 1.596 2.197 0.071 

 Within Groups 146.045 201 0.727   

 Total 152.430 205    

Value (Hedonic) Between Groups 6.516 4 1.629 2.419 0.050 
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ANOVA 

 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

 Within Groups 135.365 201 0.673   

 Total 141.881 205    

Role (Hedonic) Between Groups 3.492 4 0.873 .830 0.508 

 Within Groups 211.522 201 1.052   

 Total 215.015 205    

Social (Hedonic) Between Groups 1.881 4 0.470 .567 0.687 

 Within Groups 166.680 201 0.829   

 Total 168.561 205    

Normative (Hedonic) Between Groups 5.154 4 1.288 1.336 0.258 

 Within Groups 193.782 201 0.964   

 Total 198.936 205    

Gratification (Hedonic) Between Groups 6.385 4 1.596 2.197 0.071 

 Within Groups 146.045 201 0.727   

The ANOVA test established no significant differences amongst the age groups for the seven 

utilitarian factors. 

The results indicated in Table 5.21 reported the p-value of 0.613 (p<.05), suggesting that age 

group has statistically no significant difference in online shopping and is larger than the 

specified significance of 5%. Risk (0.062; p<.05), information (0.051; p<.05) and ease of use 

(0.059; p<.05) between the age group present p-values close to be significate to the influence 

of age when shopping online, yet have no statistically significance. Kotler and Keller (2016) 

emphasise that consumer behaviours and consumption are impacted by age, as when as 

consumer ages, their preferences develop as they move through different life cycles, affecting 

their decision. 

The ANOVA test established no significant differences amongst the age groups for the 

hedonic factors, indicating normative, gratification, role and social. Value reported the p-value 

of 0.050 (p<.05), interpreted as a significate age factor when shopping online. All other factors 

presented a p-value (p<.05), which indicates that age group has statistically no significant 

difference in online shopping and is larger than the specified significance of 5%, a respectively 
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normative p-value of 0.258 (p<.05), gratification p-value of 0.071(p<.05), Role 0.508 (p<.05) 

and social 0.687 (p<.05). 

Babin et al. (1994) explain that hedonic shopping value is the outcome of value received from 

multisensory, fantasy and emotive features of a shopping experience. Utilitarian shopping 

values reflect the effectively acquiring the products and information and is perceived as a more 

task-oriented, cognitive, and non-emotional process of shopping. 

H2c Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across education level of consumers 

The one-way ANOVA test was used to determine whether education level influences the 

utilitarian and hedonic factors. Table 5.22 presents the results. 

Table 5.22: Education Level - Utilitarian and hedonic values 

 

 

ANOVA 

 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

Risk (Utilitarian) Between Groups 2.040 4 0.510 0.739 0.567 

Within Groups 139.479 202 0.690 
  

Total 141.519 206    

Information (Utilitarian) Between Groups .394 4 0.099 0.174 0.952 

Within Groups 114.525 202 0.567   

Total 114.920 206    

Convenience (Utilitarian) Between Groups 2.662 4 0.665 1.383 0.241 

Within Groups 97.209 202 0.481   

Total 99.871 206    

Usefulness (Utilitarian) Between Groups 1.168 4 0.292 0.447 0.774 

Within Groups 131.940 202 0.653   

Total 133.109 206    

Ease of use (Utilitarian) Between Groups 1.327 4 0.332 0.444 0.776 

Within Groups 150.793 202 0.747   

Total 152.120 206    

Trust (Utilitarian) Between Groups 1.131 4 0.283 0.351 0.843 

Within Groups 162.480 202 0.804   
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ANOVA 

 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

Total 163.611 206    

Website (Utilitarian) Between Groups 2.414 4 0.604 0.764 0.550 

Within Groups 159.521 202 0.790   

Total 161.935 206    

Normative (Hedonic) Between Groups 3.044 4 0.761 0.784 0.537 

 Within Groups 196.047 202 0.971   

 Total 199.090 206    

Gratification (Hedonic) Between Groups 1.748 4 0.437 0.586 0.673 

 Within Groups 150.745 202 0.746   

 Total 152.493 206    

Value (Hedonic) Between Groups 1.380 4 0.345 0.495 0.739 

 Within Groups 140.684 202 0.696   

 Total 142.064 206    

Role (Hedonic) Between Groups 1.835 4 0.459 0.433 0.785 

 Within Groups 213.953 202 1.059   

 Total 215.789 206    

Social (Hedonic) Between Groups 2.344 4 0.586 0.708 0.587 

 Within Groups 167.103 202 0.827   

 Total 169.447 206    

Results from the ANOVA test established no significant differences amongst the education 

level of the respondent to the seven utilitarian factors. 

The results for the utilitarian factor, convenience indicated in Table 5.22 reported the p-value 

of 1.383 (p<.05), which suggests that education has statistically no significant difference in 

online shopping and is larger than the specified significance of 5%. Risk (0.739; p<.05), 

website (0.764; p<.05) and ease of use (0.444; p<.05) between the education present p-values 

that have no significate influence on the education level of the consumer when shopping 

online. 

When testing the education variable as a factor, the ANOVA test established no significant 

differences amongst the education level for the following hedonic factors: Normative, 
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gratification, role, value and social. The normative factor indicated the p-value of 0.784 

(p<.05), which indicates no statistical significate on the education level of the respondent when 

shopping online. All other hedonic factors also presented a p-value higher than 0.05 (p<.05), 

which indicates that consumer education level has statistically no significant difference in 

online shopping and is larger than the specified significance of 5%, respectively value p-value 

of 0.495 (p<.05), gratification p-value of 0. 0.586 (p<.05), role 0. 0.433 (p<.05) and social 0.708 

(p<.05). 

H2d Online factors influencing consumer behaviour towards online buying of electronic goods 

differ across income of consumers 

Table 5.23: ANOVA In and between groups 

 

 

ANOVA 

 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

Risk (Utilitarian) Between Groups 1.701 2 0.850 1.237 0.292 

Within Groups 139.516 203 0.687 
  

Total 141.217 205    

Information (Utilitarian) Between Groups 0.067 2 0.033 0.059 0.943 

Within Groups 114.772 203 0.565   

Total 114.839 205    

Convenience (Utilitarian) Between Groups 0.075 2 0.037 0.076 0.926 

Within Groups 99.263 203 0.489   

Total 99.338 205    

Usefulness (Utilitarian) Between Groups 0.751 2 0.375 0.577 0.562 

Within Groups 132.061 203 0.651   

Total 132.812 205    

Ease of use (Utilitarian) Between Groups 0.305 2 0.153 0.206 0.814 

Within Groups 150.535 203 0.742   

Total 150.840 205    

Trust (Utilitarian) Between Groups 0.488 2 0.244 0.304 0.738 

Within Groups 163.120 203 0.804   

Total 163.608 205    

Website (Utilitarian) Between Groups 0.771 2 0.386 0.487 0.615 
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ANOVA 

 

 
Sum of 
Square
s df 

Mean 
Square F Sig. 

Within Groups 160.826 203 0.792   

Total 161.597 205    

Normative (Hedonic) Between Groups 8.485 2 4.243 4.581 0.011 

 Within Groups 188.007 203 0.926   

 Total 196.493 205    

Gratification (Hedonic) Between Groups 0.048 2 0.024 0.032 0.968 

 Within Groups 151.601 203 0.747   

 Total 151.649 205    

Value (Hedonic) Between Groups 0.731 2 0.365 0.525 0.592 

 Within Groups 141.228 203 0.696   

 Total 141.959 205    

Role (Hedonic) Between Groups 0.009 2 0.005 0.004 0.996 

 Within Groups 215.764 203 1.063   

 Total 215.773 205    

Social (Hedonic) Between Groups 2.064 2 1.032 1.256 0.287 

 Within Groups 166.851 203 0.822   

 Total 168.915 205    

To determine whether consumer income groups influences the seven utilitarian factors, 

indicating, risk, information, convenience, usefulness, ease of use, trust and website, the 

ANOVA test was used. The ANOVA test established no significant differences amongst the 

income groups for the seven utilitarian factors. The results indicated in Table 5.23 reported 

the risk p-value of 1.237 (p<.05), which indicates that the income group statistically indicate 

no significant difference on the risk factor when consumers decide to shop online. Additionally, 

no significate influence is established on website (0.487; p<.05), ease of use (0.206; p<.05), 

usefulness (0.577; p<.05), trust (0.304; p<.05), gratification (0.968; p<.05), value (0.592; 

p<.05), role (0.996; p<.05) and social (0.287; p<.05), between the income group present p-

values that indicate no significate significant differences amongst the income groups. 

Information (0.059; p<.05) and convenience (0.076; p<.05) were close to significant to the 

influence of income groups when shopping online, yet no statistical significance is established 

as it is larger than the specified significance of 5%. 
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The ANOVA test established a significant effect of monthly income, on the normative factor (F 

(2) =4.581) (0.011, p<.05). The robust tests of equality of means corroborated this result. Alan, 

Kabadayi, Bakis, Ildokuz (2017) emphasise that online peers normatively influence 

consumers’ shopping website selection. Normative influences are perceived as social 

pressure, including a choice to follow the thinking or behaviour of others during purchasing 

decisions (Sukia, Sukib, Mokhtarb, and Ahmadc, 2016). 

On average, the R0 - R9 999.99 income group (M=2.82, SD=0.95) is significantly more 

inclined to adhere to the perceived usual standards regarding online shopping than the R10 

000.00 - R19 000.99 income group (M=3.30, SD=0.96). Richa (2012) established that the 

consumer’s readiness to adopt the Internet as their shopping platform was also positively 

correlated to income, household size, and innovativeness. 

The Objective 2 hypothesis was formulated to determine if demographic factors influence 

consumers’ behaviour towards online shopping for consumer and from all factors considered, 

The ANOVA test indicates that gender significantly influences whether respondents find online 

shopping easy to use, online shopping trust, and how they perceive the online shopping 

website. Males incline to find online shopping websites more comfortable to use and incline to 

trust online shopping more than females. The T-test also established that gender significantly 

influences how respondents’ rate on the Normative and Value factors and established a 

significant effect of monthly income on the normative factor. Factors which indicated no 

significant difference influence from demographic factors are website, ease of use, usefulness, 

trust, gratification, value, role and social. 

 

With this, H2 was partially supported. 

 

Next, the results for research Objective 3 are discussed. 

5.9.3 Research Objective 3: To determine if utilitarian values influence 

consumer behaviour towards online buying of electronic goods 

The study aimed to understand the level of influence utilitarian values have towards consumer 

behaviour when shopping online. Objective 3 for the study, sets to analyse how utilitarian 

factors, such as risk, information, convenience, usefulness, ease of use, trust, website and 

online shopping behaviour influence on online consumer behaviour. 

A Regression analysis was employed to calculated whether there is a relationship between 

the utilitarian factors determined by EFA and consumers’ behaviour towards online shopping. 
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A regression analysis establishes the difference between the dependent variables and the 

independent variable and validates the Beta value, which presents how much the independent 

variable can influence the dependent variable (Neuman, 2007). 

Nardi (2016) mentions that in research, it is proposed to use a significance level of at least 

95% represented by a value of 0.05 (α=0.05) to test the significance of the regression analysis. 

The symbol ‘r’ represents the measuring of the strength and direction of linear relationships 

between two variables, which varies from -1 for a perfect negative correlation and 1 for a 

perfect positive relationship (Cohen,2008). The ‘r’ values between 0.1 and 0.29 indicates a 

smaller relationship, ‘r’ value between 0.3 and 0.49 has a moderate correlation, and ‘r’ above 

0.5 has a strong relationship (Cohen,2008). The Beta (β) method is employed to analyse 

percentage responses (Schmid, Wickler, Maloney, Mitchell, Fenske and Mayr, 2013). Beta 

value is an instrument used to evaluate the strength where each predictor variable affects the 

dependent variable, meaning that the closer the value is to ±1, the stronger the relationship 

(Bryman and Bell, 2015). Table 5.24 presents the correlation significance of the independent 

variables (utilitarian factors) and relationships with online shopping behaviour. 
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Table 5.24: Correlation significance of utilitarian values and relationships with online shopping 
behaviour 

 Risk Information Convenience Usefulness Ease of use Trust Website 

Online 
shopping 
behaviour 

Risk (utilitarian) 1        

Information (utilitarian) 0.100 1       

Convenience 

(utilitarian) 

-0.011 0.585** 1      

Usefulness (utilitarian) 0.032 0.559** 0.574** 1     

Ease of use (utilitarian) 0.075 0.549** 0.459** 0.532** 1    

Trust (utilitarian) 0.265** 0.281** 0.222** 0.158* 0.162* 1   

Website (utilitarian) 0.030 0.342** 0.309** 0.285** 0.290** 0.067 1  

Online shopping 

behaviour 

-0.085 0.489** 0.637** 0.442** 0.392** 0.113 0.192** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed) 

Convenience is indicated with a stronger correlation with the value of 0.637 (α=0.05). As 

indicated in Table 5.24, the independent variable information also has a relationship with 

online shopping behaviour (p-value =0.489, (α=0.05). Unlike website 0.113, and trust 0.192 

(α=0.05), which indicate to have the least correlation significance of the utilitarian values that 

have relationships with online shopping behaviour. To switch to online shopping, the consumer 

should be satisfied with the additional benefits he/she would receive from online shopping 

(Xiaofen and Yiling, 2009). 

An apparent benefit of online shopping is the flexibility of time and place (Xiaofen and Yiling, 

2009). Online shopping benefits also include saving money, effort, and time when buying 

products and it also allows consumers the ability to search and collect additional information 

and with an elevated level of transparency and convenience (Tabassum, Khan, and Farhana, 

2017). Various empirical studies, satisfaction was recognized as the most influential factor in 

consumers’ attitudes and adoption intention concerning online services and other innovations 

convenience (Tabassum, Khan, and Farhana, 2017). 

The analysis from Table 5.24 further indicates a strong correlation between usefulness and 

online shopping behaviour, as indicated by a p-value of 0.442 (α=0.05). The p-value of 0.392 
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also indicates a relationship correlation between online shopping behaviour and ease of use. 

Risk is indicated with a weaker correlation with the value of -0.085, (α=0.05) and in contrast, 

Pappas (2016) affirms that perceived risk is one of the prevalent factors influencing consumer 

behaviour, specifically in an online context (Hong and Yi, 2012). According to Chang, Cheung 

and Lai (2005), perceived risk in online shopping was widely investigated. Inconsistency was 

established in the findings attributable to measuring a general perceived risk, and others 

concentrating on a specific type of risk. Coker, Ashill and Hope (2011) further affirm that it is 

vital to uncover perceived risk in a different context as the outcomes may differ between 

various product levels and types and diverse individuals. 

A hypothesis was formulated to determine if utilitarian factors, such as risk, information, 

convenience, usefulness, ease of use, trust, website and online shopping behaviour influence 

consumer behaviour towards online shopping for consumer electronics in Gauteng, South 

Africa. Hypothesis 3 was formulated to achieve Objective 3, and the results are discussed 

below. 

5.9.3.1 Hypothesis 3 

H3 Utilitarian values positively influence consumer behaviour towards online buying of 

electronic goods 

H0 Utilitarian values do not positively influence consumer behaviour towards online buying of 

electronic goods 

Regression analysis was used to test H3. 

Table 5.25 summarises the regression analysis results conducted to assess whether utilitarian 

factors have a significant effect on online shopping behaviour. The results indicated that the 

regression model is significant (p= 0.000; F= 22.740; r²= 0.444; Δr²= 0.425; and r= 0.667). 

This is established on the model summary on Table 5.25, (0.444) *100= 44.4, implying that 

the independent variable explains 44% of the variance of the dependent variable (online 

shopping behaviour). 
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Table 5.25: Utilitarian factors and online shopping behaviour 

 

 

Regression 

Model 
Variables  Unstandardised 

Coefficients 

Standar
dised 
Coeffici
ents 

t Sig 

Collinearity 
Statistics 

S
ig

. 
 

F
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B
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ta
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β

).
 

(Constant) 1.556 0.176  8.835 0.000 
  

0.00 22.740 0.444 0.425 0.667 

Risk 
(Utilitarian) 

-0.077 0.047 -0.092 -1.661 0.098 0.916 1.092 

Information 
(Utilitarian) 

0.156 0.070 0.166 2.222 0.027 0.500 2.000 

Convenience 
(Utilitarian) 

0.506 0.072 0.503 7.053 0.000 0.548 1.825 

Usefulness 
(Utilitarian) 

0.038 0.062 0.044 0.618 0.537 0.549 1.823 

Ease of use 
(Utilitarian) 

0.060 0.055 0.073 1.086 0.279 0.614 1.630 

Trust 
(Utilitarian) 

-0.028 0.045 -0.036 -0.631 0.529 0.853 1.172 

Website 
(Utilitarian) 

-0.039 0.045 -0.050 -0.865 0.388 0.852 1.174 

Dependent variable: Online shopping behaviour 

Predictors: (Constant), website (utilitarian), risk (utilitarian), trust (utilitarian), usefulness (utilitarian), ease of use (utilitarian), 
convenience (utilitarian), information (utilitarian) 

Table 5.26 below indicates the analysis of regression coefficients. As appears in the Table, 

convenience is the significant predictor of performance with a strong negative relationship (r 

=0.506). This means that a unit change in the comfort causes an increase in the performance 

score by 0.506. Information is also a significant predictor online shopping with a strong positive 

relationship of r =0.166. The p-value is <0.05, denoting that the coefficient is significant. 
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A unit change on the risk causes a negative decrease in the performance score by -0.077. 

The p-value (<0.05) of this coefficient is significant; hence it is explained that risk is the 

significant predictor of performance, with a small negative relationship (r = -0.092). As the p-

value (<0.05) of trust coefficients is substantial, this is interpreted that trust is the significant 

predictor of performance with a small negative relationship (r = -0.036). It is indicated in Table 

5.26that a unit change on the trust causes a decrease in the performance score of -0.028. 

Research by Bhatt (2014) on the Indian consumers’ perception on online shopping website 

established that information; PU, PE and security or privacy are the five dominant factors 

influencing consumer perceptions on online purchasing. In summary, the results in Table 5.26 

revealed that the two utilitarian values that have a significant effect on online shopping 

behaviour are information and convenience. The following equation constitutes the model: 

Online shopping behaviour = 1.556 + 0.156*information + 0.506*convenience. 

Having said the above, H3 was supported. 

H3 Utilitarian values do positively influence consumer behaviour towards online buying of 

electronic goods 

5.9.4 Research Objective 4: To determine if hedonic factors influence 

consumer behaviour towards online buying of electronic goods 

The study aimed to understand the level of influence that hedonic factors have towards 

consumer behaviour when shopping online. Objective 4 of the study sets to analyse how 

hedonic factors, such as normative, gratification, value, role and social influence consumer 

behaviour, when shopping online. Regression analysis was employed to calculate whether 

there is a relationship between the hedonic factors determined by EFA and consumers’ 

behaviour towards online shopping. 

Table 5.26: Regression analysis establishing the relationship amongst the hedonic factors 
correlations 

 Normative Gratification Value Role Social 

Online 

shopping 

behaviour 

Normative (Hedonic) 1      

Gratification 

(Hedonic) 

0.244** 1     

Value (Hedonic) 0.200** 0.540** 1    

Role (Hedonic) 0.254** 0.479** 0.434** 1   
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Social (Hedonic) 0.261** -0.210** -0.234** -0.077 1  

A1 online shopping 

behaviour 

0.222** 0.587** 0.469** 0.411** -0.120 1 

**. Correlation is significant at the 0.01 level (2-tailed) 

The independent variables (hedonic factors) relationships with online shopping behaviour are 

gratification, value, and role for relationship strength. Table 5.26 presents the correlation 

significance of the independent variables (hedonic factors) that have relationships with online 

shopping behaviour. Gratification has a stronger relationship with online shopping behaviour 

(p-value=0.587, α=0.05). O’Brien (2010) focused on ‘The influence of hedonic and utilitarian 

motivations on user engagement’, which results indicated that the five factors established to 

influence consumer online purchase behaviour are 74.7% of the variance: Gratification 

(35.3%), Achievement (19.59%), social (7.62%), value (6.64%), and idea (5.56%). As 

indicated in Table 5.26, the independent variable value also has strong relationships with 

online shopping behaviour (p-value= 0.469, α=0.05). The analysis from Table 5.26 further 

indicates a significant relationship between role and online shopping behaviour, as indicated 

by a p-value of 0.411 (α=0.05). 

Research reveals that hedonic factors directly influence impulse purchasing and exploratory 

information, pursuing behaviours and shop for an entertaining experience (Eastin and Kim, 

2011). It is recommended for online retailers to target hedonically motivated consumers by 

providing effective webpage design, ease of navigation and ease of search (Brown, 2016) as 

the e-commerce world is regarded by consumers as a more utilitarian retail platform (Eastin 

and Kim, 2011). Agudo-Peregrina et al. (2015) affirm that shoppers incline to use the Internet 

for the perceived benefits of time and financial savings, product variety, and avoidance of 

physical contact or social interaction. 

A hypothesis was formulated to determine if hedonic factors, such as normative, gratification, 

value, role, and social influence consumer behaviour towards online shopping for consumer 

electronics in Gauteng, South Africa. Hypothesis 4 was formulated to achieve Objective 4, 

discussed below. 

5.9.4.1 Hypothesis 4  

H4 Hedonic factors positively influence consumer behaviour towards online buying of 

electronic goods 

H0 Hedonic factors do not positively influence consumer behaviour towards online buying of 

electronic goods 
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Ordinary Least Squares (OLS) regression analysis was used to test H4 to determine whether 

the hedonic factors have a significant effect on online shopping behaviour. The procedure also 

estimates the magnitude of the influence of the independent variables on the model. 

Table 5.27 summarises the regression analysis results conducted to assess whether hedonic 

factors have a significant effect on online shopping behaviour. The results indicated that the 

regression model is significant (p= 0.000; F= 22.540; r²= 0. 343; Δr²= 0.425; and r = 0.599). 

This is established on the model summary in Table 5.27. 
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Table 5.27: Hedonic factors and online shopping behaviour 

The regression model is significant as indicated by the result in the Table 5.27. The effect of 

the individual independent variables on the model may be interpreted. The model explains at 

least 34% of the variance in the online shopping behaviour factor. As indicated in the table, 

gratification is the hedonic factors with a significant predictor of online shopping behaviour with 

a strong positive relationship (r = 0.511), p-value (<0.05). A unit change in the gratification 

causes an increase in the online shopping behaviour score by 0.443.  

 

 

Regression 

 

Model 
Variables  

Unstandardized 
Coefficients 

Standardise
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(Constant) 1.192 0.236 

 

5.046 0.000 

  

1.192 0.236 

359 0.343 0.599 

Normative 
(Hedonic) 

-0.021 0.048 -0.027 -.433 0.666 0.807 1.238 -0.021 0.048 

Gratification 
(Hedonic) 

0.443 0.063 0.511 7.066 0.000 0.610 1.639 0.443 0.063 

Value 
(Hedonic) 

0.099 0.063 0.110 1.565 0.119 0.644 1.552 0.099 0.063 

Role 
(Hedonic) 

0.033 0.049 0.046 0.682 0.496 0.712 1.405 0.033 0.049 

Social 
(Hedonic) 

-0.013 0.051 -0.016 -0.251 0.802 0.823 1.215 -0.013 0.051 

Predictors: (Constant), social (hedonic), role (hedonic), normative (hedonic), value (hedonic), gratification (hedonic) 

Dependent Variable: Intention of use 
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Arnold and Reynolds (2003) established that intrinsically enjoyable customer experiences are 

particularly strongly associated with adventure and gratification shopping. Consumers tend to 

be more recreation-oriented that accentuates pleasure, joy, and entertainment aspects when 

shopping (Ma’ruf, 2006). Childers et al. (2001) inform that online shopping sales would 

increase if online retailers would provide an interactive and entertaining shopping environment 

to please the emotional needs of consumers. In summary, Table 5.27 reveals that the hedonic 

factor that significantly influences online shopping behaviour is gratification. The following 

equation constitutes the model: 

Online shopping behaviour = 1.192 + 0.443*Gratification 

The aforementioned support H4. 

H4 Hedonic factors positively influence consumer behaviour towards online buying of 

electronic goods 

Table 5.28: Summary of objectives, hypotheses and statistical analysis 

Objectives Hypothesis 

Statistical 
analysis 

 

Supported 
/Rejected 

 

To ascertain if demographic 

factors affect consumer 

behaviour towards online 

buying of electronic goods 

H1 Demographic factors positively 

influence consumer behaviour 

towards online buying of electronic 

goods  

ANOVA partially supported 

H0 Demographic factors do not 

positively influence consumer 

behaviour towards online buying of 

electronic goods  

ANOVA rejected  

To ascertain if consumer online 

factors influencing consumer 

behaviour towards online 

buying of electronic goods differ 

across demographic factors 

H2 Online factors influencing 

consumer behaviour towards online 

buying of electronic goods differ 

across demographic factors. 

ANOVA partially supported 

H0 Online factors influencing 

consumer behaviour towards online 

buying of electronic goods do not 

differ across demographic factors. 

ANOVA rejected  
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Objectives Hypothesis 

Statistical 
analysis 

 

Supported 
/Rejected 

 

To determine if utilitarian 

influence consumer behaviour 

towards online buying of 

electronic goods 

H3 Utilitarian values positively 

influence consumer behaviour 

towards online buying of electronic 

goods  

Regression 

analysis 

 

supported  

H0 Utilitarian values do not positively 

influence consumer behaviour 

towards online buying of electronic 

goods  

Regression 

analysis 

 

Rejected  

To determine if hedonic factors 

influence consumer behaviour 

towards online buying of 

electronic goods 

 

H4 hedonic factors positively 

influence consumer behaviour 

towards online buying of electronic 

goods  

Regression 

analysis 

 

supported 

H0 hedonic factors do not positively 

influence consumer behaviour 

towards online buying of electronic 

goods  

Regression 

analysis 

 

Rejected  

5.10  CONCLUSION 

This chapter presented the results, data analysis and interpretation of the data collected for 

the study to determine factors influencing consumers’ behaviour towards online shopping for 

consumer electronics in Gauteng, South Africa. Results were presented according to the 

primary and secondary objectives of the study. The primary objective of this study was to 

determine factors influencing consumers’ behaviour towards online shopping for consumer 

electronics in Gauteng, South Africa. Four hypotheses were formulated, derived from the four 

secondary objectives developed for this study, where the null and the alternative hypotheses 

were assessed. 

The descriptive analysis indicated that 41.1% of respondents agree they shop online. From 

the proportions of respondents that selected either highly agree or agree, the statement 

respondents agree with most, is they expect adequate service during online shopping; the 
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study established that 33.8% of respondents have a positive online shopping experience. A 

Cronbach’s alpha was conducted to evaluate the reliability of the Likert-type scales. The 

constructs’ validity was determined by conducting EFA to verify the underlying variables that 

form factors. 

The study targeted the 12 factors extracted from the factor analysis to assess respondents’ 

perceptions regarding the part of utilitarian and hedonic in consumer online buying behaviour 

in South Africa. The study examined if demographic factors influence consumer behaviour 

traits when shopping online. Gender was found to have a significant effect on respondents’ 

online customer satisfaction and loyalty; respondents’ attitude towards online shopping and 

test established no significant differences amongst the age groups, income and educational 

level for consumer behaviour traits. 

ANOVA was also utilised to determine whether online factors influencing consumer behaviour 

towards online buying of electronic goods differ across demographic factors, which results 

indicated that gender significantly influences whether respondents find online shopping easy 

to use, trust online shopping and how they perceive the online shopping website. The T-test 

also proved that gender substantially affects how respondents’ rate on the Normative and 

Value factor. The results also confirmed a significant effect of monthly income on hedonic 

factors. 

A regression analysis was conducted to understand the level of significance that utilitarian 

values influence consumer behaviour when shopping online. Results have indicated that 

information and convenience that have a significant effect on online shopping behaviour. A 

regression analysis was also conducted to understand the level of significance that hedonic 

factors influence consumer behaviour when shopping online. Results have presented that 

gratification is a significant predictor of online shopping. The subsequent chapter discusses 

the research conclusions, recommendations and limitations for the study. 
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CHAPTER 6: CONCLUSIONS, RECOMMENDATIONS and 

LIMITATIONS 

6.1 INTRODUCTION 

The previous chapter reports the study results, preceded by a discussion in Chapter 4 on the 

research methodology followed in this study. Chapter 5 reports results, comprehending factors 

influencing consumers’ behaviour towards online shopping. This chapter provides an overview 

of the objectives of the study, summarising the conclusions, and discussing the 

recommendations and limitations proceeding from the theoretical and empirical findings. This 

chapter reaches conclusions based on the interpretations and discussions in Chapter 5. The 

chapter evaluates the objectives and hypotheses set in Chapter 1 to determine if these were 

achieved. 

6.2 CONCLUSIONS 

The primary objective of the study was to investigate factors influencing consumers’ behaviour 

towards online shopping for consumer electronics in Gauteng, South Africa. Katawetawaraks 

and Wang (2011) contend that online purchase generates combined behavioural pattern 

amongst consumers. It has created modern consumers, pursuing more convenience and 

speed, with more choices and information. The advanced use of the Internet contributed 

towards the demand of online shopping as a form of e-commerce and IT. Uses include the 

potential to present convenient consumer access to the various products directly to consumers 

through the Internet, 24-hours-a-day and 356 days a year, despite geographical bearing, 

(Nawi, Mamun, Hamsani, and Muhayiddin, 2019). 

Before the discussions on factors influencing consumers’ behaviour towards online shopping 

for consumer electronics, the study observed a positive response on whether consumers shop 

online; 60.9% of respondents confirmed they buy online, while 13.5% refuse to shop online 

again, and 30% admitting to online shopping frequently. Similarly, World Wide Worx 

established that 57% % of South African network users are online shopping (Novotny, 2013). 

This study observed that Internet access in South Africa did not influence respondents’ ability 

to shop online. Internet access amongst these respondents was 100% (n=207). According to 

Statista (2019) in 2018, 63.8% of the South African population were Internet users, with 

projections to grow to 80.8% in 2023. 
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MasterCard indicated that South Africans that shopped online were satisfied with their 

shopping experiences; 54% of consumers shop online frequently. The MasterCard study also 

established the main factors influencing South Africans when online shopping is safe and 

convenient payment facilities (90%), the price of the product or service (89%), low or no extra 

delivery or shopping charges (86%) and promotional offers, discounts or gifts (65%). 

Additionally, the most shopped product categories by South Africans are books, CDS and 

DVDs (42%), followed by home appliances and electronics (35%), personal or professional 

education (32%), travel (32%) and lastly, coupon or deal websites (31%) (BUSINESSTECH, 

2013). The result of this study indicate top five purchase preference as clothing, accessories 

(61.1%, n=118), books (32.6%, n=63), electronic goods (30.6%, n= 59), perfume, cosmetics 

(26.4%, n=51) and CD, DVD, music, computer games (19.2%, n=37). 

The study discovered that 30.6% of respondents purchase electronic goods. Of those 

respondents who do not buy electronic goods online, one-third, 32.5% indicated they might 

buy electronic goods online in the next year. Of respondents currently buying electronic goods 

from online stores, 43.2% purchase annually; 17.0% at least monthly; 37.5% purchase once 

in six months. Secondary research objectives were formulated to achieve the primary 

objective. The subsequent section emphasises these objectives. 

6.2.1 Conclusion for research Objective 1 

The study aimed to ascertain if demographic factors affect online shopping consumer 

behaviour traits of electronic goods. 

The objective set to determine the significate influence of demographic factors towards online 

shopping consumer behaviour traits. Gender, age, educational level and income factors were 

tested to determine their link between these demographic factors and consumer behaviour 

traits when making purchases online. 

Concerning the demographical factor affecting consumer behaviour towards online shopping 

and the gender of the consumer, the study discovered a significant effect on online shopping. 

The study also examined the gender of respondents statistically influences on customer 

satisfaction and loyalty. The results emphasised that gender significantly affects respondents’ 

attitude towards online shopping and the online shopping experience. Results concluded that 

males (M=2.150, n=82) retain a more positive online shopping experience than females 

(M=2.427, n=125). Males (M=1.981, n=82) incline to experience a higher level of customer 

satisfaction and loyalty than females (M=2.246, n=125). The study observed that males 
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(M=2.067, n=82) incline to have a more positive attitude towards online shopping than females 

(M=2.330, n=125). 

Singh (2016); Teller, Gittenberger and Schnedlitz (2013); Ghani and Jan (2010) established a 

correlation between age and consumer behaviour. Results indicate no significant difference 

between age groups and the online shopping experience, customer satisfaction and loyalty, 

intention of use, attitude towards online shopping and online shopping behaviour traits. 

Comparable results are established when compared the education and income level of 

respondents. The ANOVA test established no significant differences amongst the education 

groups for the five traits; the ANOVA test established no significant differences amongst the 

income level groups for the five traits. According to Pristiwa et al. (2017), demographic 

characteristics, such as age, gender, and income, could influence Internet users’ behaviour. 

Consumers’ online purchase decision behaviour depends on their demographic 

characteristics and consumption-related values relating to the products (Punj, 2011). 

Conversely, Singh and Rana (2018) aimed to establish whether demographic factors hold a 

function in influencing customer perception and creating positive inclination on the adoption of 

online shopping. Results indicated that demographic factors do not influence the customer’s 

perception (Singh and Rana, 2018). 

Consumers’ information is a vital indication of purchasing behaviour (Rahman and Mannan, 

2018). Distinct types of consumers with diverse characteristics are presumed to have various 

behavioural guidelines and preferences. Customer categorisation is crucial in studying online 

customer behaviour (Tang, Wang, Xu, and Li. 2017). It is crucial to determine the customers’ 

demographics such as age, gender, income and education level when identifying online 

shoppers (or non-shoppers) and their motivation for exploring online stores (Tang, Wang, Xu, 

and Li. 2017). From the demographic factors, this study established gender to be an influence 

on factors affecting consumer behaviour towards online shopping; therefore, Objective 1 is 

partially supported. 

6.2.2 Conclusion for research Objective 2 

Ascertaining if online consumer factors influencing consumer behaviour towards online buying 

of electronic goods differ across demographic factors. In Chapter 5, for Objective 2, the study 

evaluated whether online factors influencing consumer behaviour towards online buying of 

electronic goods differ across demographic factors. To determine which demographic 

variables (gender, age, education level, income group), influence the perceptions of 

respondents regarding these factors, the parametric, independent samples T-test and ANOVA 
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test was employed. These tests assessed a mean of 12 utilitarian or hedonic factors, 

indicating, information, convenience, normative, gratification, usefulness, value, ease of use, 

role, social, trust and websites, differences amongst the demographic groups. The study 

results indicate statistical differences amongst gender, age, income, education level against 

hedonic and utilitarian factors. 

 

The results present that gender significantly influences how respondents perceive normative 

hedonic factors and the value hedonic factors. Male respondents indicated holding a more 

normative experience during online shopping than females; males find more value in online 

shopping than females. Results also suggest that income influences consumer behaviour 

when shopping online, as results established a significant effect of monthly income on the 

hedonic factor. On average, the R0 - R9 999.99 income group (M=2.82, SD=0.95) is 

significantly more inclined to adhere to the perceived usual standards regarding online 

shopping than the R10 000.00 - R19 000.99 income group (M=3.30, SD=0.96). 

Thenmozhi and Dhanapal (2012) studied the relationship between the profile of shoppers and 

factors leading to choose a store in the Indian retailing environment. They established that 

consumer demographics, such as age, gender, education, income, occupation, family size 

and average monthly expenditure, have a significant influence on the store selection, 

frequency of purchase and also on the other store attributes, such as price, personal 

interaction of salespeople, physical aspects and value-added services. 

Brown (2016) depicts that females prefer to engage with resources providing an abundance 

of information. In contrast, males prefer the straightforward layout of information on focused 

content through the structure of the online platforms. Mittal and Mittal (2011) maintain that 

demographic characteristics continually influence the buying behaviour of food and grocery 

products. The spending pattern, frequency of purchase and the distance travelled to make 

grocery purchase, vary widely amongst various gender, age and income groups (Mittal and 

Mittal, 2011). 

Age positively associates with difficulty in processing stimuli, correlating with the time interval 

untrained users need to become familiar with computers (Hernández, Jiménez-Martínez and 

Martín, 2011). Trocchia and Janda (2000) reason that elderly consumers’ lack of experience 

with the platform prevents them from evaluating the advantages that the Internet offers as a 

shopping channel. Kükrer (2011), assessed the effect of gender at hedonic consumption for 

university students. The study established a significant relationship between hedonic factors 

and gender, which indicated that female students behaved with more hedonic motivations 
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when doing shopping than male students. Nikalje (2013) concludes that demographic 

characteristics, such as age, income and occupation, affect consumers’ attitude towards 

online shopping. As mentioned above, this study found that gender has a significant effect on 

how the respondents perceive Normative and Value factors and found a significant effect of 

monthly income on the normative factor, and these reasonings partially support Objective 2. 

6.2.3 Conclusion for research Objective 3 

To determine if utilitarian values influence consumer behaviour towards online buying of 

electronic goods. The study tested whether utilitarian values influence consumer behaviour 

towards online buying of electronic goods to achieve Objective 3. Regression analysis was 

employed to determine a relationship between the utilitarian values (risk, information, 

convenience, usefulness, ease of use, trust, and website), EFA and consumers’ behaviour 

towards online shopping. The results presented a meaningful relationship amongst 

information, convenience, usefulness, ease of use towards online shopping behaviour. The 

regression model results indicate that utilitarian values have a significant influence on 

consumer behaviour towards online shopping (p=0.000; F=22.740; r²=0.444; Δr²=0.425; and 

r=0.667). The results also emphasise convenience and information as significant predictors of 

performance with a strong positive relationship, (r=0.506) (r=0.166), respectively. 

Respondents identified convenience and information as a vital utilitarian factors. 

A customer pursuing to fulfil a utilitarian need is goal-oriented and enjoy the gained experience 

from their online purchase or when gathering information for upcoming purchases (Brown, 

2016). Research indicated that utilitarian factors motivate consumers (Brown, 2016). While 

Babin et al. (1994) assert that individuals are concerned about efficiency and obtaining a 

specific result when they shop, the additional benefits should be satisfying to the consumer as 

they would receive from online shopping to switch to online shopping (Xiaofen and Yiling, 

2009). 

Consumers are motivated to purchase online for the assessed benefits of convenience, lower 

prices, product diversity, reduced physical contact, feeling of adventure, idea of 

accomplishment, and online brand uniqueness (Agudo-Peregrina et al., 2015). In various 

empirical studies, convenience was evaluated as an influential factor on consumers’ attitudes 

and adoption intention related to online shopping (Cardoso and Pinto, 2010; Kesari and 

Atulkar, 2016; Yu, Zhang and Liu; 2018; Bashir, 2013). This study also identified convenience 

as a significant influencer of online shopping. 
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Online shopping platforms present consumers with a surplus of information to assist them in 

informed online buying decisions. They were supported by Clemes, Gan and Zhang (2014) 

who emphasise that online shopping’s advantages exceed those of traditional shopping 

methods. Convenience has primarily been the main advantage and driver of online shopping 

(Clemes et al., 2014; Jiang, Yang and Jun 2013). Similar conclusions were obtained from 

Kang, Lo, Chou and Teng (2013), maintaining that convenience and product variation 

influences consumers intention to engage in online shopping. A research by Bhatt (2014) 

established that information; PU, PE and security and privacy are the five dominant factors, 

which influence consumer perceptions on online shopping. Additionally, it was observed that 

consumers viewed the most significant barrier for online shopping to be the ease of website 

use and the risk for the product not meeting consumer expectations (Agudo-Peregrina et al., 

2015). 

This study concluded that utilitarian values influence consumer behaviour towards online 

shopping. Convenience and information have the most influence on online shopping. The 

results indicate a significant impact on consumer behaviour towards online shopping and 

Hypothesis H3 was accepted. 

6.2.4 Conclusion for research Objective 4 

To determine if hedonic factors influence consumer behaviour towards online buying of 

electronic goods. Objective 4 of the study focused on analysing how hedonic factors, such as 

normative, gratification, value, role and social influence consumer behaviour, influence online 

shopping. Regression analysis was employed to evaluate whether there is a relationship 

between the hedonic factors determined by EFA and consumers’ behaviour towards online 

shopping. The results presented a significant relationship between gratification, value and role 

towards online shopping behaviour. The regression model results indicated that hedonic 

factors significantly influence consumer behaviour towards online shopping (p=0.000; 

F=22.540; r²=0. 343; Δr²=0.425; and r=0.599). The results indicate that gratification is the 

hedonic factor influencing a significant predictor of performance with a strong positive 

relationship (r=0.511), p-value (<0.05). 

Hedonic shopping is perceived as a positive experience where consumers can enjoy an 

emotionally and satisfying experience towards shopping activities regardless of a purchase 

(Patel, 2009). E-commerce research diverted its focus to non-functional consumer motivation 

to obtain an improved comprehension of the hedonic online consumer (Eastin and Kim, 2011). 

The drive to satisfy hedonic needs, such as effect, social interaction, and entertainment 

influence consumer behaviour (Arnold and Reynolds, 2003). The online shopping environment 
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can be designed to meet the needs of utilitarian or hedonic consumers through considerate 

and deliberate website features (Brown, 2016). Hedonic shopping factors can increase sales 

and enhance customer relationships with online retailers (To and Sung; 2014). The study 

aimed to understand the level of significance of hedonic factors influencing consumer 

behaviour when shopping online. 

Childers et al. (2001) suggest that consumers can choose the interactive platform for hedonic 

factors of shopping, such as enjoyment or fun. In contrast, other consumers prefer to choose 

based on utilitarian factors. When evaluating hedonic influence on shopping, Arnold and 

Reynolds (2003) established that adventure, social, gratification, idea, role and value are the 

six-factor influencing consumer behaviour. 

This study concluded that hedonic factors influence consumer behaviour towards online 

shopping; gratification is established to have the most influence on online shopping; the results 

indicate a significant impact on consumer behaviour towards online shopping; Hypothesis H4 

was accepted. The conclusions on the objectives of the study were completed, and the below 

recommendations are discussed. 

6.3 RECOMMENDATIONS 

Recommendations are established from conclusions drawn above, and the analysis of the 

literature and outcomes presented in Chapter 5. The subsequent sections present 

recommendations for South African marketers, online retailers, business managers and 

researchers who wish to understand factors influencing consumers’ behaviour towards online 

shopping for consumer electronics in Gauteng, South Africa. 

6.3.1 Recommendations regarding online consumer behaviour traits 

The comprehension of consumer behaviour within the e-commerce environment enables 

marketers to target consumers by segmentation, predict consumers’ buying behaviour and 

increase profit through online platforms. Marketers need to focus on the requirements for 

online shopping, online devices, and techniques, influencing consumers behaviour to 

purchase online. This study established consumer buying behaviour traits influencing online 

buying. It is therefore recommended that marketers ensure that branding, product positioning, 

awareness of new features in the products, are available on online websites. An assessment 

of these dimensions revealed that individuals, purchasing online, perceived significantly higher 

benefits, leading to consumer satisfaction and loyalty, positive attitude towards online 

shopping, the intention of use, and a positive online shopping experience. 
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The consumer satisfaction level is significant in online shopping. Satisfied consumers incline 

to shop more frequently online. The research recommends that online retailers undertake 

measures to enable dissatisfied and neutral online shoppers to improve towards satisfied or 

highly satisfied shoppers and to buy online more often. This can be established by providing 

improved information quality and quality services during the purchase and post-purchase 

phase. 

Based on consumer beliefs, online retailers need to deliver excellent customer experiences 

throughout the shopping process (pre-purchase, purchase, and post-purchase) to achieve 

higher levels of satisfaction and loyalty. As technologies become faster, lower, and accessible 

online retailers need to predict the influence of technology and prepare for the effects. Grewal, 

Roggeveen, and Nordfält (2017) established that innovative technologies and modernisation 

of the Internet of things, virtual and augmented reality, artificial intelligence, robots or drones, 

and smart vehicles, would influence the future of shopping. The recommendation was 

restructured to the following: It is thus recommended that researchers and marketers consider 

new factors which influence consumer behaviour towards shoppers’ platform selection, choice 

of products and services and other purchase decisions. 

Online retailers need to ensure that inexperienced consumers are informed of online 

purchase. These consumers are usually unaware of the benefits that comes from online 

shopping, or of the process of online shopping in South Africa. It is therefore recommended 

that marketing strategies focus on creating awareness, rendering unpractised online 

consumers comfortable with online shopping. This approach should aim to change consumer 

behaviour or perception towards online shopping. 

6.3.2 Recommendations regarding consumer traits and demographic factors 

The study discovered a statistically significant difference in demographic factors influencing 

consumer behaviour when shopping online. The study examined how demographic factors, 

such as gender, age, education and income, influence consumer behaviour. Demographics 

comprise factors influencing customer behaviour (Breytenbach, 2014). This study 

recommends factors to be reflected in the retailer’s online marketing strategy activities. It is 

thus recommended that online retailers consider the South African’ demographic profile when 

utilising online marketing communication strategies. This knowledge assists in understanding 

which age groups, educational levels, income groups or gender should be targeted, 

developing personalised marketing communication strategies. 
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A further recommendation is that retailers should focus on understanding the demographics 

of the e-commerce consumer and if the behaviour with innovative technologies shifted. This 

study established that gender significantly influences respondents’ online customer 

satisfaction and loyalty, respondents’ attitude towards online shopping and respondents’ 

online shopping experience. This study observed that males tend to have a more positive 

attitude towards online shopping than females. The literature reviewed in this study 

emphasised equivalent results and observed literate no significant differences amongst the 

demographic factors, such as gender, age, education and income towards consumer 

behaviour. 

Lastly, the study recommended that online retailers focus on female segments, as results 

indicate that females shop more online compared to males. Companies should, therefore, 

devise the policies and strategies to attract more females into their online store. 

6.3.3 Recommendations regarding utilitarian factors 

The study established a statistically significant difference on utilitarian values’ influence 

towards consumer behaviour when shopping online. The study examined how utilitarian 

factors, such as risk, information, convenience, usefulness, ease of use, trust, website and 

online shopping behaviour, influence consumer behaviour. Information is central to decision-

making; each retailer makes choices about how much information is ideal to satisfy the 

shopper. It is recommended that online retailers invest in providing information on their online 

platforms as consumers incline to gravitate to channels offering comprehensive information, 

customer-friendly policies and appealing to the deal-seeker in each chopper. 

Detailed product and service information assists consumers informed decisions during their 

information search before purchase. Additionally, online websites should enable product and 

price comparison between various brands or stores. A further recommendation would be for 

online retailers to have a website, usable on all Internet-enabled gadgets, such as 

smartphones, tablets, and computers. Such a website could assist consumers in using their 

Internet-enabled gadgets to compare and purchase online conveniently. 

This study also recommends online retailers to evaluate the level of convenience offered to 

the consumer; convenience was identified as a significate influenceable factor. Consumers 

value online shopping when they observe the convenience of shopping without visiting the 

store. Retailers must create a seamless experience for consumers when shopping online. 

Consumers should be able to purchase online and pick-up in-store or purchase in-store and 

have products delivered. Research indicated that when consumers have access to various 
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channels, they spend more money on specific brands (Sopadijeva, Dholakia and Benjamin, 

2017). 

Technology improvements are continually made available to consumers, presenting new ways 

of shopping, taking product recommendations and personalisation to new levels. Thus, to stay 

competitive, the study recommends e-commerce retailers to prioritise delivering an efficient 

shopping experience for all devices, such as desktops or laptops, smartphones, and tablets. 

It is also recommended that online retailers ensure that the imagery they present is device-

appropriate and that the product descriptions and details are ample and well displayed for all 

devices. Available literature indicated that demographic attributes influence utilitarian factors 

(Nayyar and Gupta, 2010.) Marketers are recommended to research the impact of gender 

(including other demographic factors) in adopting online shopping, including the motivation by 

utilitarian benefits of online shopping. 

6.3.4 Recommendations regarding hedonic factors 

The study determined a statistically significant difference in hedonic factors’ influence on 

consumer behaviour when shopping online. The study examined how hedonic factors, such 

as normative, gratification, value, role, and social, influence consumer behaviour when 

shopping online. This study recommends that more online retailers explore ways of attracting 

consumers with hedonic shopping patterns, attributable to the online shopping environment 

perceived predominantly as utilitarian (Eastin and Kim, 2011; Forsythe and Liu, 2010). 

Analyses established that hedonic consumer motivation directly impacts impulse buying and 

exploratory information pursuing behaviours (Eastin and Kim, 2011). For an online retailer to 

attract hedonically driven shoppers, it is recommended that marketers or researchers develop 

strategies to optimising a customer’s flow experience and web usability, employing multiple 

design and functional features. 

Gratification obtained from shopping online was identified as an influential factor for online 

shopping. This study recommends that online retailers focus on hedonic factors related to the 

potential increase of entertainment and the enjoyment resulting from online shopping, arising 

from experience. Strategies should be applied to ensure consumers’ excitement, arousal, and 

satisfaction during the online shopping process. 

Using social media witnessed rapid growth with several individuals buying through it. This 

study suggests that businesses use the advantage of the opportunities presented by social 

media platforms to engage more customers. Although individual business owners may be 
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sceptical about employing social media, it is a worthwhile additional in online marketing 

campaigns. Technology enhancements continue to guide shoppers in new directions. 

Retailers are recommended to establish methods to tap into the strength of social media to 

drive sales; strong influence amongst millennials may gradually influence mass behaviour. 

Marketers are also advised to use website advertisement, friends, and family members, as 

they represent sources of online shopping information for the online consumer (Alsubagh, 

2015). 

The younger generation holds different perceived hedonic values; they are influenced by 

groups and gravitate to behave according to social norms (Khare et al., 2012). Retailers should 

focus on understanding the influence of the social groups on younger generations hedonic 

values towards online shopping or specific online retailers. Based on the aforementioned 

findings and recommendations, opportunities for further research were identified. 

6.3.5 Future research recommendations 

This research established a descriptive study, focusing on factors influencing consumer 

choice when online shopping for consumer electronics in South Africa. A quantitative analysis 

was employed to conduct the research. Results were analysed through objectives identified 

in the primary data and supported with secondary qualitative and quantitative data. The 

opportunities for further research are listed below in no order of preference or importance: 

Future research may be conducted on different e-commerce products in the South Africa 

market. The focus should be on other locations such as the Eastern Cape. Cape Town also 

holds a market with buying power, similar to Pretoria and Johannesburg. Researchers have 

the opportunity to focus on online shopping strategies which are needed for online retailers to 

develop an omnichannel store experience, embrace convenience-minded logistics and 

policies, while introducing IT services, associated with the online purchase experience, into 

the daily shopping environment. As aforementioned, this research employed a quantitative 

research approach; future research could be conducted, employing a qualitative approach, 

accounting for the same objectives identified in the study. 

From the generated factors, a proposed conceptual model/framework has been drafted and 

shown in Figure 5.5. This research recommends for future academicians/authors/scholars to 

empirically test the model using other statistical approaches such as Structural Equation 

Modelling. Their results could be used for deeper comprehension of consumer behaviour 

when shopping online.  
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Lastly, future research can investigate consumer behaviour considering additional factors 

influencing online shopping, of electronic goods and other products and services, available to 

the customer on online platforms. Online shopping researchers can use the relevant variables 

and factors, identified in the study, as a reference on future research which is done on online 

shopping. formulate their online strategies and plans. The study limitations are discussed 

below. 

6.4 LIMITATIONS 

It is essential to acknowledge the limitations of this research. During the evaluation of the 

study results, the following study limitations were established: 

• The existing literature, specifically on South Africa online consumer behaviour, was limited. 

Therefore, some literature employed in the study was based on consumer behaviour 

studies for other countries or regions. 

• The study focused on the influence of consumers’ behaviour towards online shopping for 

electronics consumers. Therefore, other products and services were not investigated, and 

as such results cannot be generalised to other products, nor services provided by online 

platforms. 

• The study did not account for online shoppers who do not have a credit or debit card. 

There are various methods for payment when purchasing on online platforms. The study 

did not account for other payment methods employed by South African users when 

shopping online. 

• A limitation of the study using a convenience sample, were attributable to limited resources 

and time constraints. The sample was limited to shoppers in Cresta Mall in Johannesburg 

Consumer 

behaviour traits 

Online 

Shopping  

Information 

Convenience 

Gender 

Gratification 

Figure 5.5 Proposed conceptual model/framework 
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and Sunnypark Shopping Centre in Pretoria, both cities are in Gauteng, which represents 

one from nine existing provinces in South Africa. Consequently, the results could not be 

generalised for the remainder South African online shoppers. 

The aforementioned limitations did not negate the contributions of this study; it can be 

concluded that the study indicated a potential for investigating factors influencing consumers’ 

behaviour towards online shopping for electronics consumers; the research objectives were 

partially supported. 

6.5 THE SIGNIFICANCE OF THE STUDY 

The topic of this study was central to South Africa, as e-commerce is significant in economic 

growth and development of the country. The study aimed to expose factors influencing online 

shopping behaviour of South Africans. The results provided decision-makers and marketers, 

of South African and global companies, information to enhance the knowledge of South Africa 

consumers, to stimulate improved online decision-making processes and result in an increase 

in sales. The purpose of the study was to contribute to the knowledge regarding factors 

influencing consumers’ behaviour towards online shopping for consumer electronics in 

Gauteng, South Africa. 

The results of the study provide information to online retailers and retailers entering the e-

commerce environment, ensuring their growth and survival. The results contribute to the 

sustainability of economic growth in South Africa. In conclusion, the study indicates an ability 

for investigating factors influencing consumers’ behaviour towards online shopping; objectives 

were supported/partially supported. E-commerce, retailers, business/retail management, 

consumer science, marketing management, marketing academics and students can use this 

study as a reference for future research on factors influencing consumers’ behaviour towards 

online shopping. This study added to knowledge in the e-commerce industry. 

6.6 CONCLUDING REMARKS 

The research results discussed in Chapter 5 is examined in Chapter 6, considering all the 

literature reviewed for this study. The results were aligned with the objectives identified, such 

as to ascertain if demographic factors affect consumer behaviour towards online buying of 

electronic goods; to ascertain if online consumer factors influencing consumer behaviour 

towards online buying of electronic goods differ across demographic factors; to determine if 

utilitarian values influence consumer behaviour towards online buying of electronic goods; to 
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determine if hedonic values influence consumer behaviour towards online buying of electronic 

goods. 

The literature aligned to the results obtained; specific differences were noted and discussed. 

It was established that factors, such as demographics, utilitarian and hedonic, influence online 

consumer behaviour in South Africa. To conclude, recommendations were discussed, 

considering the limitations mentioned in this study. Lastly, future research recommendations 

and the significance of the study were outlined.  

Online shopping has been rapidly expanding and this study will not only benefit retailers and 

academicians but provide insight to government and its agencies. For south Africa to continue 

to see growth in e-commerce, the government will need to ensure internet access and 

affordably to south Africans. Yearly budgets should be allocated to ensure internet in public 

spaces such as parks and other natural spaces, including closed public spaces such as 

libraries, museums or religious, spiritual and heritage sites. The findings could also be used 

for the formulation of marketing strategy of the Department of Trade and Industry in South 

Africa.   
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