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ABSTRACT

The changing business landscape has made e-commerce crucial for small and medium
enterprises (SMESs), thus enabling market expansion, increased profitability, enhanced
competitiveness and innovation. However, e-commerce adoption in developing countries,
particularly in townships such as Soweto, differs from developed countries because of
cultural, infrastructural and business environment variations. Previous research has mainly
used quantitative methodologies, limiting the understanding of Soweto SMES' perspectives
and experiences in the adoption and diffusion of e-commerce. Moreover, existing innovation
theoretical models are difficult to apply in this instance, and there is a paucity of research in
post-adoption phases, hindering insights into e-commerce implementation among Soweto-
based SMEs.

This study aimed to determine the factors that influence the adoption and diffusion of e-
commerce among Soweto-based SMEs. For this reason, an integrated theoretical
framework was developed on the adoption and diffusion of e-commerce to address the
unique peculiarities of Soweto-based SMEs using three theoretical models: Technology
Acceptance Model (TAM), Technology-Organisation-Environment (TOE), and Diffusion of
Innovation (DOI).

This study employed mixed research methods, which was influenced mainly by the research
guestions and the pragmatist research paradigm of the study. Purposeful sampling was
used to select Soweto-based SMEs that were registered on the databases of three
enterprise development organisations. It deployed the triangulation convergent mixed
method design, where both quantitative and qualitative data are collected in a single phase.
The researcher analysed the two datasets separately and independently using quantitative
(SPSS) and qualitative (Atlas. ti) analytical procedures. This study employed exploratory
factor analysis (EFA) and the Kaizer-Meyer-Olkin (KMO) index to address the validity of the
findings. The findings indicated that Soweto-based SMEs’ adoption of e-commerce was
significantly influenced by perceived benefits, perceived usefulness and ease of use.
Soweto-based SMEs rely on social media to market and run their businesses. They can afford

mobile data costs; however, they do not rely on the government for support. The study
v



recommends four strategies to enhance internet access, boost e-commerce adoption, and
increase government support for Soweto-based SMEs, thus emphasising the importance of
expanding theoretical models and employing integrated frameworks in township business
environment. In addition, this study contributes to the body of knowledge through the
integration of multiple theories, coupled with a rigorous research design, to enable a more

in-depth exploration of the field of e-commerce adoption among Soweto-based SMESs.

Key words: adoption, diffusion, E-commerce, integrated framework, mixed methods
methodology, perceived benefits, pragmatic, SMEs, Soweto, technology acceptance,

township
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ISIFINQO

Ukushintsha kwesimo sebhizinisi kwenze i-e-commerce yabaluleka kuma-SME, ivumela
ukwanda kwemakethe, inzuzo, ukuncintisana, kanye nokusungula izinto ezintsha. Kodwa-
ke, ukwamukelwa kwe-e-commerce emazweni asathuthuka, ikakhulukazi, amalokishi afana
neSoweto, kuyahluka ngenxa yokuhlukahluka kwamasiko, ingqgalasizinda, kanye nemvelo

yebhizinisi.

Ucwaningo lwangaphambilini lusebenzise kakhulu izindlela zokulinganisa, ezinciphisa
ukugonda kwemibono yama-SME aseSoweto nolwazi ngokwamukelwa nokusabalalisa
ukuhweba nge-inthanethi. Kunzima ukusebenzisa amamodeli etiyori akhona manje, futhi
kunokuntuleka kocwaningo ezigabeni zangemuva kokutholwa, okuvimbela imininingwane

ekusetshenzisweni kwe-e-commerce phakathi kwama-SME aseSoweto.

Inhloso  yocwaningo  kwakuwukunquma izinto ezinomthelela  ekwamukelweni
nasekusabalaleni kwe-e-commerce phakathi kwama-SME azinze eSoweto kanye
nokuthuthukisa uhlaka oludidiyelwe lokutholwa kwe-e-commerce olubhekele izici ezihlukile
zama-SME asebenza endaweni yamabhizinisi asemalokishini. usebenzisa amamodeli
amathathu etiyori okuyilawa, TAM, TOE, kanye ne-DOI. Kusetshenziswe izindlela ezixubile
zocwaningo ocwaningweni, zathonywa kakhulu imibuzo yocwaningo kanye phecelezi (ne-
pragmatist research paradigm) okuwucwaningo lokubheka izinto ngeso lukubanjalo,

okowuhlobo kwe-pharadayimi.

Ucwaningo lwamanje lusatshalaliswe ukwakheka kwendlela exubekile engunxantathu
lapho idatha yobuningi nekhwalithi esigabeni esisodwa. Kulomqulu lona, Umcwaningi
uhlaziye amasethi edatha amabili ngokwehlukana nangokuzimela esebenzisa izinqubo
zokuhlaziya ze-(quantitative) (uncwaningo ngezinombolo) (SPSS) kanye (ne-qualitative)

ucwaningo lobunjalo besimo (Atlas.ti).Lezizindlela ngokudidiyelwa ukuba zibe isixaxambiji.

Ucwaningo lusebenzise i-exploratory factor analysis (EFA) kanye nenkomba ye-Kaizer-
Meyer-Olkin (KMO) yekheli lenkomba yokuba semthethweni kokutholakele. Okutholakele
kubonise ukuthi ukwamukela kwama-SME azinze eSoweto ukuhweba ngokobuchwephese
ngabe omakhalekhukwini okanye ama-computer, kwathlwa kakhulu izinzuzo
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ezicatshangelwayo, ukusebenziseka okubonwayo, kanye nokusebenziseka kalula,

ngokulandelana.

Ama-SME azinze eSoweto athembele ezinkundleni zokuxhumana ukuthi amakethe futhi
aghube amabhizinisi awo, akwazi ukukhokhela izindleko zamaselula futhi awazange

athembele kuhulumeni ukuze athole ukwesekwa.

Ucwaningo lunomthelela endikimbeni yolwazi ngokuhlanganiswa kwemibono eminingi,
ehambisana nomklamo oqinile wocwaningo, ukuze kunikwe amandla ukuhlola okujulile

emkhakheni wokwamukelwa kwe-e-commerce phakathi kwama-SME azinze e-Soweto.

Amagama angundogo: amathuba okunyuselwa, iinkqubo zabasebenzi, imbuyekezo,
ingcingane yokutshintshiselana kwezentlalo (social exchange theory), ubulungisa,

ukugesha nokukhetha abasebenzi, ukwaneliseka ngumsebenzi, ugegesho nophuhliso
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ABSTRAK

Die veranderende besigheids landskap het e-handel krities gemaak vir SME om mark
uitbreiding, winsgewendheid, kompeteering en inovasie te aktiveer. Maar die aanneming
van e-handel in ontwikkellende lande en lokasies soos Soweto sal verskil as gevolg van
kultuur, infrastruktuur en besigheids omgewings variante. Historiese navorsing het grootliks
van kwantitatiewe metodologiee gebruik gemaak wat begrip in Soweto van SME
perspektiewe en ervarings beperk en ontlonting van e-handel. Bestaande innovasie van
theoretiese modelle is moeilik om toe te pas in die geval en daar is n gebrek van navorsing
vir na aaneming fases wat insig belemmer van e-handel se implementasie in Soweto se
SME.

Die doel van die studie is om vas te stel watter faktore beinvioed die aanneming en
uitbreiding van E-handel in Soweto gebaseerde SME en om n e-handel geinkorporeerde
aannemings raamwerk te ontwikkel wat die unieke eienaardighede van n SME in lokasies
bedryf, integreer deur van drie teoretiese modelle namens TAM, TOE en DOI gebruik te

maak.

Die gemengde navorsing metode wat toegepas in die studie was, hoofsaaklik beinvloed by
die navorsing vraag en navorsings paradigma van die studie. Die huidige studie gebruik
die gemengde navorsings metode waar kwantatief en kwalitatiewe data in enkel fase
ontplooi word. Die navorser het die twee stelle data apart en onafhanklik geanaliseer met
die gebruik van kwantatiewe(SPSS) en kwalitatiewe(Atlas.ti) analitiese prosedures. Die
studie het Exploratory factor analysis(EFA), asook Kaizer-Meyer-Olkin(KMO) gebruik om
die bevindings te valideer. Die bevindings wys dat Soweto-gebaseerde SME aanneem of e-
handel was grootliks beinvloed en ervaar onderskeidelik deur voordele, bruikbaarheid en
gemak van gebruik. Soweto- gebaseerde SME steun op sosiaale media vir bemarking en
om hulle besighede te bestuur want hulle kon die mobiele data bekostig en was nie afhanklik

van hulp van die regering nie.



Die studie dra by die liggaam van kennis van die veld van e-handel aanneming in Soweto
gebaseerde SME deur integrasie van verskeie teoriee gekoppel met n streng navorsing

model om n meer indiepte ondersoek te doen.

Sleutel woorde:

aanneming, E-Handel, ervaar, gemak, gemenge metode, lokasie, Ontwikkelende lande,

raamwerk, SME, Soweto, teoriee, uitbreiding, voordele
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CHAPTER 1
INTRODUCTION AND BACKGROUND TO THE STUDY

11 INTRODUCTION

The increased usage of digital technologies by both ordinary people and businesses has
resulted in a 45.8% surge in online sales worldwide and an estimated 2.14 billion people who
purchased goods or services online in 2022 (Har, Rashid, Te Chuan, Sen, & Xia, 2022:1617).
Therefore, customers' value creation processes have shifted from physical goods to online
digital information and intelligence as the primary source of value creation and profit (Adam,
Alhassan & Afriyie, 2020:835; Simakov, 2020:77). Electronic commerce (e-commerce)
represents the economic activity of buying and selling products as well as services using online
platforms such as the Internet (Johnson & lyamu, 2019:1; Kartiw, Hussin, Suhaimi, Mohamed
Jalaldeen, & Amin, 2018:1; Patelimon et al., 2020:27). It provides a link between technology
and people or businesses or consumers or customers through information sharing to facilitate
supplier and customer interactions (Barroso, Ferreira, Meiduté-Kavaliauskiené, Banaitiené,
Falcdo & Rosa, 2019:498; Triandini, Hermawan, & Suniantara, 2020:112).

This has resulted in businesses feeling pressured to reach out to customers and respond to
market changes; thus, e-commerce has become a necessity for business continuity of most
business enterprises (Almeida, Santos, & Monteiro, 2020:1; Ait, 2020:3; Katz, Callorda & Jung,
2020:2; Nachit & Belhcen, 2020:1). Moreover, rapid global changes due to the Coronavirus
Disease 2019 (COVID-19) outbreak have significantly changed ordinary people's lives and
how businesses operate globally by accelerating e-commerce and its usage (Almeida et al.,
2020:1; Fitriasari, 2020:53; Pantelimon, Georgescu & Posedaru, 2020:27).

Kuckertz, Brandle, Gaudig, Hinderer, Morales Reyes, Prochotta, Steinbrink and Berger
(2020:2) established that to lessen the disruption caused by the rapid changes in the business
environment, e-commerce has played a significant role in ensuring that businesses continue
to provide goods and services to their customers. As a result,small and medium enterprises
(SMEs) are compelled to embrace e-commerce as an essential function within their business
(Fitriasari, 2020:57; Zhelyazkova, 2020:263).
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The adoption of e-commerce among SMEs globally, is becoming one of the fastest growing
domains influenced by potential benefits such as improved operational efficiency and
innovation, improved customer or supplier relationships, reduced costs, increased market
reach, and enhanced business performance (lyamu, 2020:2; Johnson & lyamu, 2019:1;
Mendieta, 2018:19; Ocloo, Xuhua, Akaba, Shi & Worwui- Brown, 2020:191; Xuhua, Chosniel
Elikem & Akaba, 2019:81). Furthermore, essential customer feedback, enabled by automated
e-commerce capabilities can help SMEs pivot speedily in response to changes in the external
business environment to improve business efficiency (Triandini et al., 2020:112; Zhelyazkova,
2020:263).

Research on Internet usage indicates that a growing number of South African SMEs embrace
technological innovations and that the use of e-commerce is increasing steadily (Chimucheka,
Dodd & Chinyamurindi, 2018:10; lyamu, 2020:8; Mathu, 2019:4). However, despite the
considerable benefits of e-commerce adoption mentioned above, the uptake among SMEs in
developing countries is still lagging behind as compared to developed countries due to factors
such as low Internet security, lack of skills, government support, information and
communication technologies (ICT) infrastructure, including lack of awareness (Johnson &
lyamu, 2019:2; Mkansi, de Leeuw & Amosun, 2019:29; Napitupulu, Syafrullah, Rahim,
Abdullah & Setiawan, 2018:2).

Research conducted on SMEs from townships (overpopulated residential areas reserved for
black people under the apartheid system) to determine the extent to which technology is
adopted reveals that technology is under-utilised and does not play a vital part in SME business
operations (Marnewerk, 2014:11; Mkansi et al., 2019:26). Through the adoption and diffusion
of e-commerce, township SMEs could play a role in bridging the physical infrastructure gap by
creating value for their customers, which in turn can increase their business efficiency by
leapfrogging their level of global competitiveness (Almeida et al., 2020:4; Mkansi et al.,
2019:30; Acheampong Otoo et al.,, 2019:263; Zhelyazkova, 2020:263). Despite the value
creation and benefits derived through e-commerce, its adoption and diffusion by township
SMEs such as the SMEs in Soweto, remains very low due to historical structural impediments,
perceived high costs, and lack of skills and awareness (Bvuma & Marnewick, 2020b:11; Cant
& Wiid, 2016:1879; Mkansi et al., 2019:29).
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1.2 PROBLEM STATEMENT

Numerous research studies on the adoption and diffusion of e-commerce have found that
SMEs in developing countries have not yet capitalised on the power of digital transformation
to advance their level of competitiveness and take advantage of global economic offerings
(Ezzaouia & Bulchand-Gidumal, 2020:100675: Mendieta, 2018:182; Govinnage & Sachitra,
2019:8; Ocloo et al., 2020:208). Furthermore, it is argued that the adoption of e-commerce by
Soweto township SMEs is different from how SMESs in developed countries adopt e-commerce
due to the types of infrastructure, different cultures, and diverse business philosophies
(Amornkitvikai & Lee, 2020:2; Ajao, Oyebisi & Aderemi, 2018:474; Herzallah & Mukhtar,
2016:2; Mendieta, 2018:22). In addition, Ajao et al. (2018;476) and Hayati and Andrawina
(2019:2) criticise the generalisability of current research findings and argue that because of
the unique peculiarities and characteristics of the township business environment, existing

theoretical models are difficult to apply among township SMEs such as those in Soweto.

Furthermore, there is a paucity of research on the post-adoption phase to determine how e-
commerce is implemented and diffused into the business operational activities of Soweto
township SMEs (Almeida et al., 2020:1; Sheth, 2020:281). Moreover, there is a lack of empirical
research to explore and gain a better understanding to explain the perceptions, experiences,
and opinions of township SMEs towards the processes and activities that facilitate the diffusion
of e-commerce in their businesses (Hayati & Andrawina, 2019:3; Hoffman, 2017:4; Malaquias
& Malaquias, 2020:118; Samad, Asadi, Nilashi, Ibrahim, Abumalloh, & Abdullah, 2020:4).
Additionally, there is a need to understand what barriers hinder the adoption and diffusion of
e-commerce among township SMEs (Nazir & Roomi, 2020:2; Worku & Muchie, 2019:351).

Thus, current research on e-commerce activities in Soweto offers a narrow understanding of
the specific factors influencing its adoption and diffusion among SMEs and leaves a significant
gap that requires attention to understand the complete process of e-commerce adoption (Ajao
et al., 2018:474; Chau, Deng & Tay, 2020:2; Kabanda & Matsinhe, 2019:328; Mapeshoane &
Pather, 2016:2; Mkansi et al., 2019:28). The problem statement for this study is therefore

formulated as follows:



The existing literature has primarily focused on identifying factors influencing the adoption of
e-commerce among SMEs in the townships, neglecting an examination of post-adoption
strategies for implementation and diffusion, thereby creating a research gap that necessitates
investigation into the effective post-adoption methods in this context.

1.3 RESEARCH OBJECTIVES

1.3.1 Primary research objective

To investigate whether the identified factors from the literature reviewed influence the adoption

and diffusion of e-commerce among Soweto-based SMESs.

1.3.2 Secondary research objectives

o To explore the relationship between the identified factors from the reviewed
literature and the adoption of e-commerce among Soweto-based SMEs.

o To determine how the adoption of e-commerce is implemented and diffused among
Soweto-based SMEs.

o To explore what barriers hinder the adoption of e-commerce among Soweto-based
SMEs.

1.3.3 Primary research question

Do the identified factors from the literature review influence the adoption and diffusion of e-
commerce among Soweto SMEs?

1.3.4 Secondary research questions

o What is the relationship between the identified factors from the literature review
and the adoption of e-commerce among Soweto-based SMEs?

o How is the adoption of e-commerce implemented and diffused amongst Soweto-
based SMEs?



o What are the barriers that hinder the adoption of e-commerce amongst Soweto-
based SMEs?

1.4 LITERATURE REVIEW

This section presents an introductory review of the literature related to the adoption of e-
commerce as a key driver to enhance township SMEs’ business performance. This
introductory literature review explores South African SMEs, their definition, types and their role

in the economy.

14.1 Defining South African SMEs

There is no standard global definition for SMEs as literature reveals many definitions that differ
from one country to another (Bvuma & Marnewick, 2020:3; Govuzela, 2018:15; Kibuuka &
Tustin, 2019:34). In South Africa, The National Small Business Act (Act No. 102 of 1996)
defines a small business organisation as any entity, whether or not incorporated or registered
under any law, which consists mainly of persons carrying on small business concerns in any
economic sector, or which has been established to promote the interests of or represent small
business concerns, and includes any federation consisting wholly or partly of such association,
and also any branch of such organisation. The Act further categorises SMEs into distinct
groups, namely; survivalist, micro, very small, small and medium microenterprises by using
the size of the business and annual turnover as measures. According to Kibuuka and Tustin
(2019:34) as well as Kubone (2019:32), the definitions for the different enterprise categories

are as follows:

o Survivalist enterprise: the income made is below the poverty line. This category is
referred to as pre-entrepreneurial and includes street vendors, hawkers and
subsistence farmers. Traditionally, survivalist enterprises are categorised in the
microenterprise sector.

o Microenterprise: the income produced is less than the value-added tax (VAT)
registration limit (R150 000 per year). Microenterprises often lack formality regarding

registration. A typical example would include mini-bus taxis, spaza shops, and



household industries. A microenterprise does not employ more than five (5) people.

o Very small enterprise: the turnover is between R200 000 and R500 000 per year,
and the enterprise employs less than ten (10) people, except those in construction,
mining, manufacturing and electricity sectors which employ less than 20 employees.
Such enterprises have access to technology and operate in a formal market.

° Small enterprise: the turnover is between R2 million and R25 million, and the
enterprise employs up to 50 employees. Small enterprises are typically more
established than very small enterprises and demonstrate more complex business
practices.

o Medium enterprise: the turnover is between R4 million and R50 million and the
enterprise employs between 100 and 200 employees within the construction mining,
manufacturing, and electricity sectors. Medium enterprises are often characterised by
the decentralisation of decision-making with an additional layer of a management

team.

The National Small Business Act’s (Act No. 102 of 1996) definitions of the various business

categories are summarised in Table 1.1 below.

Table 1.1 Small and medium enterprises (SME) categories

Enterprise size  Number of Annual turnover s assets, excluding
employees fixed property

Medium <100-200 <R4m—-R50m <R2m-R18m

Small <50 <R2m-R25m <R2m-R4.5m

Very small <10-20 <200k—R500k <R150k—R500k

Micro <5 <150k <R100k

Source: Govuzela (2018:35)

14.2 Formal and informal SMEs

South Africa has two separate economies that are legally and spatially divided by different
levels of development which vary between formal and informal socioeconomic structures as

well as technological infrastructure (Charman, Peterson, Piper, Liedeman & Legg, 2017:37,
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Kalitanyi, 2019:56). The formal economy is highly regulated, taxed, and operates within a
structured legal framework. An informal economy is unregulated (Charman et al., 201736).
Ouédraogo (2017:2) defines the informal economy as "unregulated by society's institutions, in
a social and legal setting where similar activities are regulated." In South Africa, the informal
economy is usually synonymous with people who are poor (Kalitanyi, 2019:56; Kubone,
2019:23). The informal sector accounts for 67.5% of all SMEs in South Africa (SEDA, 2019:19).
Since the informal economy forms a broad scope of SMEs in South Africa, both formal and
informal SMEs in Soweto's township formed part of this study.

1.4.3 Role of SMEs in the economy

Research indicates that SMEs are regarded as dynamic business entities crucial in promoting
global economies (Chege & Wang, 2020:256; Hashim, Raza & Minai, 2018:2; Igwe, Ebenuwa
& Idenedo, 2020:46). Scholars concur that SMEs stimulate economic activities through
employment creation and poverty alleviation (Al-tlt, Omri & Euchi, 2019:1; Kibuuka & Tustin,
2019:35; Tang & Konde, 2020:268). Furthermore, SMEs are recognised as critical players in
creating new market opportunities, developing new product niches, and leveraging new
technological developments (Malaquias & Malaquias, 2020:106; Williams, Manley, Aaron &
Daniel, 2018:33; Tsou & Chen, 2020:1). They pursue competitiveness through innovation and
continuous improvement of their business offerings such as products and services or
processes in a competitive market (Giang, 2019:1; Mahliza, 2019:290; Tang & Konde,
2020:68).

In South Africa, SMES’ success is essential to advancing inclusive growth and sustainable
economic development (Bhorat, Asmal, Lilenstein & Van Der Zee, 2018:2; Chimucheka et al.,
2018:1; Fatoki, 2018:1). According to Govuzela (2018:1), the private sector, which SMEs form
part of, is at the forefront of economic development and contributes 70% of total employment
in most developing countries. Kibuuka and Tustin (2019:36) estimate that 91% of businesses in
South Africa are SMEs. According to the Small Enterprise Development Agency (SEDA,
2019:2), there are currently 2,65 million SMEs in South Africa, which contribute 37% of the

country’s gross domestic product (GDP).



In townships, SMEs play a critical role in employment creation and income generation
(Kalitanyi, 2019:57; Mathu & Tlare, 2017:63). They are the main channels through which the
grassroots population gains access to economic opportunities (Manala, 2018:2). An
economically thriving SME sector in townships is an essential driver of economic stimulation
and growth in South Africa because of its ability to transform and economically develop
townships (Kubone, 2019:3).

15 CONCEPTUAL FRAMEWORK

To empirically validate the understanding of factors influencing the adoption and diffusion of
e-commerce, it is essential to rely on specific theoretical frameworks for testing propositions
related to e-commerce adoption (Adjin-Tettey, 2018:94; Chau et al., 2020:3; Edoru, 2018:26).
The researcher conducted a comprehensive literature review of prominent theories employed
to comprehend the adoption and diffusion of e-commerce, at both individual and organisational
levels (Ajzen, 1991; Davis, 1989; Fishbein & Ajzen, 1975; Tornatzky & Fleischer, 1990;
Rogers, 1995; Venkatesh et al., 2003). The literature review will highlight a crucial challenge
in applying most of the existing studies and theoretical frameworks on the adoption and
diffusion of e-commerce conducted in advanced countries as contrasted against developing
countries, especially in township settings such as Soweto. This limitation arises from significant
disparities in social, cultural, economic, legal, and political contexts (Hassen, Abd Rahim &
Shah, 2019:75; Sanchez- Torres & Juarez-Acosta, 2019:138).

Furthermore, literature review reveals a lack of consensus regarding the most suitable theory
or model to comprehensively explain the adoption and diffusion of e-commerce within township
SMEs. This absence of consensus can be attributed to the distinct characteristics and
peculiarities found in township environments (Adam et al., 2020; Chau et al., 2020:6; Harizi &
Marhoon, 2019:87). Notably, the prevalent theoretical frameworks and models fail to account
for critical contextual factors affecting township SMEs. These factors encompass issues such
as inadequate government support policies, infrastructural deficiencies, including cultural and

socio-economic complexities (Hassen et al., 2019:73; Moos & Sambo, 2018:471).



Thus, a gap exists to explore how the integration of the theoretical frameworks can enhance
the understanding of this phenomenon. In addressing the gap that has been identified, this
study integrated three theoretical frameworks, namely, the technology acceptance model
(TAM) (Davis, 1989), technology-organisation-environment (TOE) framework (Tornatzky &
Fleischer, 1990), and diffusion of innovation theory (DOI) (Rogers, 2010). Integrating the
above-mentioned theoretical frameworks provide a solid academic foundation for providing a
more resonant understanding of the adoption and diffusion of e-commerce among township

SMEs, as illustrated by the conceptual framework in Figure 1.1.

Based on the insights gained in the literature review, the conceptual framework is constructed
around nine commonly sighted factors stemming from TAM and TOE that exert influence on
the adoption and diffusion of e-commerce. As a complementary addition, the researcher
introduced "perceived benefits" as a tenth factor, which is consistently highlighted in the
literature but not explicitly articulated within the TAM and TOE frameworks. Furthermore, five
more core elements based on the DOI model explaining the adoption and diffusion processes
(see 3.4.2 of chapter 3) have been incorporated into the conceptual framework (Chandra &
Kumar 2018:238; Ha, 2020:2822; lyamu, 2020; Ocloo et al., 2020). The different frameworks
have been colour-coded, and the red colour symbolises the perceived benefits added by the

researcher (see Figure 1.1).
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1.6 RESEARCH METHODOLOGY

A research methodology enables a research problem to be addressed systematically to
provide the researcher with a general strategy to answer research questions (Creswell &
Creswell, 2018:34). The research onion, a metaphor for describing methodology layers,
includes research methodologies, philosophies, designs, strategies, and time horizons
(Saunders, Lewis, Thornhill & Bristow, 2019:130). Research methods used to support the
research methodology include research techniques and procedures (Gray, 2013:34). The
techniques and procedures outline the data collection and data analysis (Denzin & Lincoln,
2011:14).

16.1 Philosophical worldview

The term worldview means "a basic set of beliefs that guide action” (Guba, 1990:17). According
to Creswell and Creswell (2018:5), a worldview is a general philosophical outlook about the
world and the type of research that a researcher adds to a study, ultimately deciding which
research methodology and research design will be used.

This study adopted a pragmatic worldview, as it prioritises the research problem over the
specific research methodology employed (Biesta, 2015:2). Furthermore, pragmatism
emphasises the use of diverse data collection methods to inform the research questions at
hand (Maree, 2020:333; Tashakkori & Creswell, 2007:305). Pragmatism, as a research
philosophy rooted in epistemology, posits that there is no singular path to acquiring knowledge;
rather, there exist multiple avenues for comprehension due to the existence of diverse realities
(Cherryholmes, 1992:14; Corban & Strauss, 2015:19-20). Consequently, a comprehensive
understanding of these myriad realities is achieved through the integration of various research

approaches, encompassing both qualitative and quantitative methods (Greene, 2007:20).

The pragmatic worldview emerges from actions, situations and their subsequent outcomes
rather than being determined by preceding conditions (Creswell & Creswell 2018:10). By
employing a combination of qualitative and quantitative research techniques, the researcher

will achieve a more comprehensive understanding of factors impacting e-commerce adoption
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in Soweto township. This understanding is derived from the viewpoints, first-hand experiences,
and opinions of township SMEs, as well as from the scientific modelling and testing of various
variables (Biesta, 2015:2; Patton, 2014:89).

The core tenet of pragmatism posits that quantitative and qualitative methodologies can
coexist harmoniously. Consequently, these two methodologies share enough fundamental
value to permit their integration within a single research (Reichardt & Rallis, 1994:10).
Furthermore, the pragmatic worldview contributes to a well-rounded assessment of the
challenges and opportunities surrounding e-commerce adoption and the subsequent diffusion
of e-commerce practices among township SMEs (Teddlie & Tashakkori, 2009:72).

1.6.2 Research methodology

This study adopted a mixed methods methodology to delve deeper into the research problem.
This methodology combines both quantitative and qualitative research methods,
encompassing data collection, analysis, and integration. Its aim is to underscore the research
study's purpose while mitigating the limitations associated with relying solely on a single
research method (Bowen, Rose & Pilkington, 2017:11; Creswell & Creswell, 2018:14; Johnson
& Onwuegbuzie, 2004:15; Morse & Niehaus, 2016). In the context of this study, a qualitative
research methodology is exploratory and devoid of predetermined responses, often realised
through techniques such as interviews. In contrast, a quantitative research methodology
typically employs closed-ended inquiries, exemplified by surveys and questionnaires (Bowen
et al., 2017:16).

Thus, the justification for opting for mixed methods lies in the absence of empirical studies
investigating the factors that influence the adoption of e-commerce among Soweto SMEs,
which hinders the expansion of our comprehension both in breadth and depth and the
corroboration of data essential for a comprehensive understanding of the research problem
(Bowen et al., 2017:11; Johnson, Onwuegbuzie & Turner, 2007:123). Consequently,
harnessing the strengths inherent in both research approaches can yield additional insights
and enhance the interpretation of results concerning the factors influencing e-commerce

adoption. The mixed methods approach also allows for a more thorough examination of the
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diffusion process of e-commerce adoption among Soweto-based SMEs (Creswell & Plano
Clark, 2018:3; Ivankova, Creswell & Stick, 2006:3).

1.6.3 Research design

Research designs are various modes of inquiry employed within qualitative, quantitative, and
mixed methods methodologies that provide specific guidance for conducting research
procedures (Creswell & Creswell 2018:11; Schutte, 2018:12).

This research adopted a triangulation convergent design to attain a more profound contextual
understanding of the adoption and diffusion of e-commerce among Soweto-based SMEs
(Kommey, 2020:119; Saunders & Townsend, 2018:34; Teddlie & Tashakkori, 2011:35). The
triangulation convergent design encompasses the simultaneous collection, analysis, and
integration of both quantitative and qualitative data results (Creswell & Plano Clark, 2018:69;
Moseholm & Fetters, 2017:2).

Furthermore, the primary objective of the triangulation convergent design is to leverage the
strengths and address the limitations of both quantitative and qualitative methodologies. It aims
to identify areas of convergence, divergence, contradictions, or potential relationships between
the two datasets to yield well-validated conclusions (Plano Clark & lvankova, 2016:74; Plonsky,
2017:33). In chapter 4, Figure 4.2 illustrates a single-phase approach, wherein quantitative
and qualitative data are collected and analysed independently before they are merged. The
merger allows for a comparison of results to determine whether they corroborate or conflict with
each other (Creswell & Creswell 2018:217).

16.4 Research methods

Research methods encompass the specific methodologies for collecting, analysing, and
interpreting data in a study (Maree, 2020:31). In the context of the triangulation convergent
design, there are four essential steps for implementing the single-phase triangulation
convergent approach (Bowen et al., 2017:12; Nunfam, 2021:3). The four steps are elaborated

upon below.
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In the initial step, the researcher simultaneously gathered both quantitative and qualitative data
related to the adoption and diffusion of e-commerce among township SMEs, employing distinct
research methodologies (Nanfam, 2021:3). Subsequently, in the second step, the researcher
separately and autonomously analysed the two datasets, employing quantitative and
gualitative analytical methodologies (Moseholm & Fetters, 2017:2). Once the researcher had
the two sets of preliminary results at hand, the researcher reached the point of convergence

and amalgamated the findings derived from both datasets (Plano Clark & lvankova, 2016:9).

The third step involved a direct comparison of the different outcomes by the researcher,
followed by a discussion of the findings (Moseholm & Fetters, 2017:2). In the fourth and final
step, the researcher interpreted the degree of convergence or divergence between the two
sets of results, their inter-relationships, and how they collectively contribute to a more
comprehensive understanding aligned with the study's overarching objectives (Doyle, Brady &
Byrne 2017:4). In cases where disparities emerged in the results, the researcher further
elucidated how both quantitative and qualitative methods individually provided unique insights
that might have remained undiscovered had the study not employed mixed methods approach
(Creswell & Creswell, 2018:220). Based on the above underlying principle, the researcher
chose the triangulation convergent mixed methods design to explore what factors from the
literature review influence the adoption of e-commerce and subsequently determine how the

adoption of e-commerce is diffused among township SMEs in Soweto.

1.6.5 Target population and sample selection

A population comprises all units or a defined set of individuals or items for analysis that the
researcher aims to investigate (Salkind, 2012:396). According to Statistcis South Africa or
Stats SA (2018) in short, the estimated number of SMESs in South Africa is 2.8 million, with 46%
of these SMEs found in the Gauteng province (Cilliers, 2018:2; Kalitanyi, 2019:57).
Nevertheless, there are currently no available data regarding the specific number of SMEs
operating within the Soweto area (SEDA, 2019:20). This study enlisted participants from
Soweto-based SMEs that were registered on the Ekasi Entrepreneurship Movement,
Transformation Legacy, and Vuleka databases. These organisations actively engage in

initiatives aimed at fostering small business enterprises within township areas. Furthermore,
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this study encompassed a study population that consisted of both formal and informal SMEs,

including those with varying numbers of employees, including zero or more.

The process of choosing appropriate participants for the study is referred to as sampling
(Saunders & Lewis, 2012:133). A sample represents a subset of a population chosen to mirror
the characteristics of the entire population (Abt, Boreham, Davison, Jackson, Nevill, Wallace
& Williams, 2020:1933). In contrast, sampling entails the selection of a small portion from a
defined population to draw inferences or generalise to a specific group (Neuman, 2011:241).
The researcher employed a sampling methodology that encompassed decisions about the
research location, the selection of participants contributing data to the study, the method of
their selection, and the requisite number of participants to address the research inquiries
(Creswell & Plano Clark, 2018:175).

The data collection process within the triangulation convergent design entails the simultaneous
yet separate collection and analysis of both quantitative and qualitative data. To achieve this,
the researcher employed distinct sampling methods for gathering quantitative and qualitative

data. A comprehensive examination of the research methodology can be found in Chapter 4.

1.6.6 Pilot study

A quantitative pilot study was conducted to identify any items or instructions within the
guestionnaire that might be unclear or ambiguously formatted (lvankova et al., 2006:6). The
researcher administered the developed questionnaire to ten SMEs in Soweto, known to the
researcher, to assess their interpretation of the quantitative questions and ensure that the
guestions did not contain any bias (Leedy & Ormrod, 2010:223; Rubin & Babbie, 2011:404).
Additionally, the researcher selected two SMEs from the same Soweto group to take part in the
gualitative pilot study using online communication platforms such as Microsoft Teams (MS
Teams) or Zoom, both of which are Voice Over Internet Protocol (VoIP) systems. The
gualitative pilot study aimed to test the interview questions and gather feedback from
participants to allow the researcher to make any necessary adjustments before conducting the

final interviews with the research participants (Magnusson & Maracek, 2015:114).
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1.7 QUANTITATIVE METHODOLOGY

The quantitative methodology presents the sampling procedure, data collection technique, and
rationale, followed by the data analysis.

1.7.1 Sample and sampling technique

Given the absence of available data on the exact number of SMEs operating in Soweto, the
application of a simple random sampling technique was not feasible for the researcher (Maree,
2020:215). Instead, the study employed purposive sampling, where the researcher
intentionally selected SMEs with the potential to provide valuable insights into the
phenomenon of interest, thus allowing for a deeper understanding (McCrudden & Sparks,
2018:8). To identify respondents who could address the research questions of this study, the
researcher sought the assistance of eKasi Entrepreneurship Movement, Transformation
Legacy, and Vuleka. These organisations collaborate with Soweto-based SMEs, making them
likely candidates to consider the adoption of e-commerce activities in their businesses
(Sharma, 2017:752).

In adherence to the guidelines established by the Protection of Personal Information (POPI)
Act of 2017, which aims to safeguard the privacy and personal information of individuals in
South Africa (Chetty, 2020:2), the researcher created an online survey questionnaire. This
guestionnaire was subsequently provided to eKasi Entrepreneurship Movement,
Transformation Legacy, and Vuleka for electronic distribution among the Soweto-based SMEs
listed in their databases for completion.

Ensuring a comprehensive representation of the studied population is of paramount
importance (Abt et al., 2020:1933; Sharma, 2017:752). As such, participants for this study
were drawn from three distinct sources: eKasi Entrepreneurship Movement, Transformation
Legacy, and Vuleka. The online questionnaire survey, unique to each organisation, was
accessed via hyperlinks. Furthermore, a comparative analysis was conducted on the diverse
datasets obtained from each of these organisations to juxtapose findings and identify any
notable disparities. This comparative approach served to enhance our understanding of how

the phenomenon impacts other Soweto-based SMEs (Palinkas, Garcia, Aarons, Finno-
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Velasquez, Holloway, Mackie, Leslie & Chamberlain 2016:4). Equally important, the
convergence of results from these three distinct organisations, all responding to related

guestions in a complementary manner, not only add depth but also enriches the information.

Earlier research concentrated on the adoption of technology among township SMEs with
sample sizes ranging between 100 and 500 respondents (Govuzela, 2018:128; Marnewick,
2014:5; Mathu & Tlare, 2017:66). For the purposes of this study, a quantitative survey
comprising 32 questions, 19 of which are 5-point Likert scale questions. According to Fowler
(2014:660), the minimum number of respondents needs to equal the number of questions
multiplied by the 5-point Likert scale to arrive at an optimum number of respondents of at least
300. This number is deemed to be adequate for the target population of Soweto-based SMEs
drawn from the eKasi Entrepreneurship Movement, Transformation Legacy, and Vuleka (Abt
et al., 2020:1933).

1.7.2 Data collection method

In the development of the standardised survey questionnaire instrument for data collection,
the researcher adhered to the principles of deductive reasoning (Fowler, 2014:87; Saunders
et al., 2019:153). Deductivism involves referencing hypotheses and ideas that are deduced
from theoretical propositions to elucidate causal relationships between variables (Denzin &
Lincoln, 2013:17; Saunders & Lewis, 2012:108). The content of the survey questionnaire
instrument was informed by information about township SMEs, literature review, theoretical
framework, and the research objectives (Fowler, 2014:89). Quantitative data were collected
through a closed-ended, web-based standardised survey questionnaire that employed a 5-point
Likert scale (Ilvankova et al., 2006:10; Maree, 2020:203).

This study seeks to explore whether the factors identified in the reviewed literature exert an
influence on the adoption and diffusion of e-commerce among township SMEs in Soweto. To
address the “what” questions, the researcher employed a standardised survey questionnaire
instrument. As per the perspective of Lewis-Beck, Bryman, and Liao (2004:966), “what”
guestions are designed to reveal and describe characteristics associated with a social
phenomenon. Consequently, in the context of this study, the 'what' questions are concerned

with the factors affecting e-commerce adoption among SMEs.
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The use of survey questionnaire instrument allowed for efficient collection of substantial volume
of data from the population while remaining cost-effective (Muijis, 2011:38-39; Best & Kahn,
2006:313). Owing to limitations in time and financial resources, this study employed a cross-
sectional methodology. In this context, a cross-sectional methodology signifies that the

research was conducted at a specific point in time (Quinlan, 2011:180).

The researcher developed and administered a standardised questionnaire that provided clear,
consistent instructions to respondents for completing the questionnaire. Moreover, the
researcher rigorously scrutinised the questionnaire to ensure that no content with potential to
introduce bias in this research was included (Leedy & Ormrod, 2010:223; Rubin & Babbie,

2011:404). The survey questionnaire included four inclusion criteria for each participant group:

o The number of employees;

o The location of the SME;

o The age group category; and

o The exclusive participation of business owners and managers in the research.

Quantitative data were gathered using closed-ended questions that required respondents to
choose from predefined response categories. Respondents were asked to rate their answers
on a scale ranging from “strongly agree” to “strongly disagree” (Creswell & Plano Clark,
2018:179). For most of the variables, a 5-point Likert scale was utilised, where the options
ranged from (1) “strongly agree” to (5) “strongly disagree”. To gauge the internal reliability of
the instrument, such as the 5- 5-point Likert scale in the questionnaires, the researcher
employed the Cronbach alpha coefficient to mitigate potential biases (Maree, 2020:261).
Cavana, Delahaye, and Sekaran (2001:206) caution against using scales exceeding five
points, stating that they do not significantly enhance the reliability of ratings, as a five-point

scale is generally adequate.

The web-based survey questionnaire was disseminated to Soweto-based SMEs registered on
the databases of eKasi Entrepreneurship Movement, Transformation Legacy, and Vuleka,
facilitated by a hyperlink. The returned questionnaires were meticulously reviewed by the
researcher to identify and rectify any omissions or inconsistencies. Questionnaires that were

returned with such issues were excluded from this study’s analysis.
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1.7.3 Data analysis

Quantitative data analysis primarily revolves around numerical values and statistics (Bryman,
2001:20). The researcher transformed the raw data by assigning numeric values to each
response using the Statistical Programme for the Social Sciences (SPSS version 27.0). This
process involved cleaning the database to identify and rectify data entry errors and recoding
items on instruments with inverted scores, as advised by Creswell and Plano Clark (2018:212).
A codebook was established, detailing the variables, their definitions, and the corresponding
numeric values for the responses. The data underwent scrutiny to identify trends and assess
their distribution, including checks for normality using measures such as kurtosis and
skewness. For major variables, including both independent and dependent variables, the
analysis encompassed both descriptive and inferential statistics.

The data analysis was executed using Statistical Package for the Social Sciences (SPSS) to
address the quantitative research questions and test hypotheses. Inferential tests were
conducted, with the calculation of effect sizes and confidence intervals via factor analysis. It is
noteworthy that the same instrument was used for both the pilot study and the main study. The
outcomes of the analysis were presented in the form of statements, tables, and figures,
providing a succinct summary of the statistical evidence for the quantitative results (Creswell
& Plano Clark, 2018:215). A comprehensive depiction of the data analysis process is

elaborated upon in Chapter 5.

1.8 QUALITATIVE METHODOLOGY

The qualitative methodology presents the sample and sampling procedure and data collection
technique followed the data analysis.

18.1 Sample and sampling technique

The qualitative sample consisted of Soweto township SMEs listed in the databases of eKasi

Entrepreneurship Movement, Transformation Legacy, and Vuleka, all of which are actively

involved in promoting small business development initiatives within township areas. As per the

guidelines outlined in the Protection of Personal Information (POPI) Act of 2017, the
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researcher contacted these three organisations and requested them to send emails to all
Soweto-based SMEs in their databases who had already embraced e-commerce practices or
expressed interest in adopting e-commerce. These emails sought to gauge the willingness of
these SMEs to participate in qualitative research interviews with the researcher (Creswell &
Creswell, 2018:222). In addition, a note was included in the quantitative survey, urging Soweto-
based SMEs engaged in e-commerce activities or contemplating their adoption to provide their

contact information if they wished to partake in the qualitative phase of the study.

Participant selection followed a simple random sampling method, drawing from the lists
provided by the three organisations, as well as from the SMEs who willingly provided their
contact details on the survey questionnaire for potential interview participation. All interested
SMEs expressed consent to engage in the qualitative research phase of the study. Simple
random sampling entails the random selection of respondents through a systematic procedure,
which may involve methods such as using a random numbers table. This approach ensures
that each respondent within the identified population has a known probability of being selected
(Abt et al., 2020:1933; Saunders & Lewis, 2012:138). All interested SMEs granted consent for
the three organisations to share their contact information with the researcher and willingly
signed consent forms to participate in the qualitative research.

1.8.2 Data collection method

The qualitative phase adopts an inductive approach, enabling the researcher to delve into the
contextual aspects and grasp the meanings attributed by individuals to their real-life
experiences (Creswell & Poth, 2018:7; Denzin & Lincoln, 2011:3). It primarily delves into the
“how, why, and at what rate” e-commerce diffuses among township SMEs in Soweto (Maree,
2020:109). Additionally, this phase aids in the identification of activities that facilitate the
diffusion process by evaluating the pace at which e-commerce spreads. Thus, the qualititative
phase focuses on the lived experiences, rationale, and perspectives of township SMEs to
provide a deeper understanding of the e-commerce diffusion process (Babbie & Mouton,
2012:279; Daniel, 2016:93; Leedy & Ormrod, 2014:141).

Qualitative data were collected through semi-structured open-ended interviews by the

researcher and chosen for their suitability in uncovering in-depth information needed to
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address the “how” and “why” questions mentioned earlier (Maree, 2020:109; Hamilton &
Finley, 2020:3). These interview questions offer flexibility, enabling the researcher to pose
follow-up queries in response to participants' responses (Sutton & Austin, 2015:227). Given
the challenges posed by the COVID-19 pandemic and associated lockdown restrictions,
telephonic and online interviews using Voice Over Internet Protocol (VolIP) systems such as
Microsoft Teams or Zoom were considered the most suitable means of data collection
techniques (Tiidenberg, 2018:469).

The researcher conducted interviews that typically lasted between forty-five minutes and one
hour. These interviews were scheduled at times convenient for the participants, and prior
permission was sought to record the sessions in the interest of accuracy (Bowen et al.,
2017:17). To maintain confidentiality, pseudonyms were used to shield participants from any
form of personal or business identification. Participants were encouraged to ask questions and
seek clarity where needed.

A set of seven interview questions was devised to delve into the perspectives and experiences
of township SMEs concerning the adoption and diffusion of e-commerce into their business
operations. These interviews were digitally recorded via Microsoft Teams or Zoom, securely
transferred to a designated laptop, transcribed verbatim, and rigorously reviewed for accuracy
(Edmonds & Kennedy, 2019:4). The interviews spanned over a period of four weeks. To bolster
credibility, thick descriptions were employed, thus offering detailed accounts of events that
included comprehensive notes on the interviews with participants and an examination of all
materials pertinent to the research process. Personal notes were taken throughout the
research (Connelly, 2016:436).

For the qualitative sample, recommendations from Hamilton and Finley (2020:3) and Saunders
et al. (2012:283) suggest that a minimum sample size of five to fifteen interviews is typically
adequate to achieve saturation, a point in data collection where new insights are no longer
derived from interviews. In alignment with this guidance, eight out of the fourteen Soweto-
based SMEs were interviewed, as also endorsed by Cooper and Schindler(2011:147). SMEs
were randomly selected from each of the three organisations to participate in the qualitative
interviews. SMEs were randomly selected from the list of the participants that volunteered to be
interviewed. This was a combined list of respondents from the three organisations who gave
21



their consent to participate in the qualitative interviews. Data saturation was reached after the

eighth interview

1.8.3 Data analysis

For the analysis of qualitative data, the text from interviews was meticulously transcribed and
transferred into word processing files. The transcripts were subjected to a thorough accuracy
check, and the data were methodically categorised into themes using specialised qualitative
data analysis software known as Atlas.ti (Creswell & Plano Clark, 2018:213). Atlas.ti proved
to be an invaluable tool for analysing the transcribed interview data, allowing for the
identification of crucial key dimensions. For this reason, Atlas.ti is particularly well suited for

the analysis of qualitative data, especially from interviews.

The researcher initially read through the data to gain an overall sense of its content and
documented initial thoughts in memos. Subsequently, the development of initial codes
commenced, leading to the creation of a codebook, which served as a comprehensive
reference of codes for organising the database. Additionally, the codebook facilitates
agreement on the analysis of the transcripts as new codes are added during the coding
process (Bowen et al.,, 2017:18). The data underwent coding and conceptual grouping,
ultimately leading to the identification of key themes that allowed the researcher to formulate
interpretations about the data (Quinlan, 2011:425). A comprehensive account of the data

analysis process is expounded upon in Chapter 5.

184 Integration and merging of results

The integration process within a convergent design involved amalgamating the findings from
both the quantitative and qualitative components (Doyle et al., 2017:9; Moseholm & Fetters,
2017:2). These results were effectively compared and presented in a structured tabular format,
often referred to as a joint table. In the joint table, this study's outcomes were methodically
arranged into sections corresponding to the major topics under investigation (Creswell & Plano
Clark, 2018:222; Usher, Ford, Li & Weidner 2019:38). The presentation of results for
addressing the research questions followed a specific sequence, with the quantitative results
being presented before the qualitative results (Creswell & Creswell, 2018:220).
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1.9 VALIDITY AND CREDIBILITY

Validity and credibility stand as fundamental principles in the realms of research and
information assessment. Validity chiefly addresses the reliability of quantitative research
methods, assuring that the measurements accurately reflect what they intend to measure. In
contrast, credibility encompasses the qualities of dependability, transferability, confirmability,
and completeness in qualitative research, emphasising the trustworthiness and reliability of its
findings.

19.1 Validity and reliability of quantitative research

Saunders and Lewis (2012:127) emphasise that the cornerstone of designing a research
strategy hinges on the assurance of the validity and reliability of the employed research
methods. In quantitative research, the emphasis is on the validity and reliability of standard
measuring instruments to replicate study findings (Maree, 2020:260). Furthermore, the
concept of generalisability in quantitative research pertains to the ability to extend results from
a sample to an entire population, provided that the sample is a representative reflection of the
population, regardless of the context (Neuman, 2011:241). In this study, research was
conducted on three distinct samples from the databases of eKasi Entrepreneurship Movement,
Transformation 