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ABSTRACT

Over the years, developing countries like South Africa have seen a sharp rise in the acceptance of
online shopping. The growth rate in e-commerce, like the e-commerce penetration rate are attributed
to the increase in access to the internet and internet enabled devices that allow South Africans to
engage with online retailers and take advantage of the benefits of online shopping. However, the e-
commerce penetration in developing countries like South Africa is slower than that of developed
countries like China, Germany and the United States of America. This stems from internet and
telecommunications infrastructure limitations, lack of online shopping skill, negative online shopping
user experiences, scepticism, distrust, and limitations in academic literature understanding the
acceptance of online shopping in South Africa. Developed countries have embarked in research
efforts in understanding how these barriers in online shopping acceptance can be fixed. Therefore,

there was an opportunity for this to be done for a developing country like South Africa.

This research report aimed to contribute to understanding the factors that affect the acceptance of
online shopping by South Africans. Additionally, investigating the influence of user experience and
trust on online shopping acceptance by South African consumers. These were the primary and
secondary research objectives of this research report. The research study was underpinned by the
Extended Unified Theory of Acceptance and Use of Technology (UTAUT-2), user experience and
trust. It also employed the Structural Equation Modelling (SEM) to determine the relationships
between the UTAUT-2 constructs, user experience, trust and behavioural intention (online shopping

acceptance).

The research study findings indicate that performance expectancy, effort expectancy and interaction
of the online retailing platform’s user experience influence the acceptance of online shopping by South
Africans. Furthermore, the outcomes also indicate that the sample population’s responses to
measured factors were positive, indicating that there is a level of online shopping skill and positivity
towards online shopping acceptance. However, some of the independent constructs were rejected
and therefore excluded as factors that influence online shopping acceptance by South Africans.
Specifically, facilitating conditions, social influence, price value, habit, hedonic motivation, trust and
the presentation, content and functionality of online retailing platform’s user experience do not
influence online shopping acceptance by South Africans. As part of the discussion, findings were
compared and juxtaposed against literature that guided the literature review. Managerial suggestions
were given with a thorough integration with the guiding literature, and practical managerial
implications were proposed. The limitations of the current research study and suggestions for future

research studies in developing countries like South Africa were also highlighted and proposed.
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1. Chapter 1: Introduction and background

1.1. Introduction to the study

The rising number of internet ready devices and smartphones has made the internet more
accessible to South Africans across all income groups (Makhita, 2019). Internet browsing is making
it easier for more South Africans to engage in online activities such as social media networking,
online gaming, online communities, retrieving information and online shopping (Lissitsa & Kol,
2016). Online shopping is widely defined as the set of tasks where consumers browse, search,
compare, buy and receive goods and services from businesses using the internet on a device
(Kashyup & Kumar, 2018). This is also called business to consumer (B2C) e-commerce
(Gustavsson & Johansson, 2006). This chapter will introduce the acceptance of online shopping
by South Africans by providing a background to the study. It will also unpack how user experience
and trust influence online shopping acceptance by South Africans. For the purpose of this study,
user experience is defined as the perceived multidimensional experience of an online shopping
platform’s interface based on the online shopper’s expectations and behaviours (Zhijuan, Wu, Huai,
& Bin, 2016). Online trust is an online shopper’s belief that favourable conditions in the online
shopping retailer and the online shopping platform exist to execute a successful online shopping
transaction (Cohen, 2021). The problem statement and purpose of the study will then be defined.
Finally, the significance of the study, the proposed research questions and the chapter summary

will conclude this section.

1.2. The purpose of the study
This study investigates user experience and trust as factors affecting the acceptance of online
shopping amongst South Africans. The research methodology of this investigation is a quantitative

research approach through an online questionnaire to collect data-

1.3. Background of the study

1.3.1. South African online shopping global performance

South African consumers were initially on the fence about doing everyday tasks such as shopping,
mobile banking, scheduling cleaning services and making friends online (Swiegers, 2018).
However, the COVID-19 pandemic and the resulting restrictions have motivated South African
consumers to change their attitudes towards using the internet for everyday tasks (Ahlfedt, 2020).
Mastercard revealed that 68% of South Africans who participated in the study were shopping online
since the onset of the COVID-19 pandemic. Out of these participants, 81% purchased data, 56%
bought clothing and 54% bought groceries online (Business Tech, 2020). This signifies a shift in
South African consumer behaviour towards contributing to the increasing global e-commerce

sector.
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Table 1.1 indicates that South Africa is ranked 37" globally for e-commerce revenue generation
while achieving a 35% e-commerce penetration (ecommerceDB, 2021). A low ranking and low e-
commerce penetration are apparent in developing countries like South Africa. It achieves a low
gross domestic product (GDP) and low e-commerce revenue. This indicates that e-commerce in

South Africa and other developing countries is still in its infancy.

Table 1 also highlights a high compound annual growth rate for the developing countries, which
indicates that e-commerce is still growing. This presents an opportunity for businesses to enter the
market and create value for their economies through e-commerce. Developed countries are
historically known for the usage of economic, technological and infrastructural capabilities to
develop markets that all its citizens can use to create significant value in an economy over time.
This is evident as the higher e-commerce penetration is associated with higher ranking developed
countries. E-commerce is also reaching the maturity phase in its lifecycle as they have a lower and
slower compound annual growth rate. Furthermore, most consumers and businesses have

embraced e-commerce in online shopping other aspects of the economy (Alyoubi, 2015).

Table 1.1. E-commerce market insights of developing and developed countries

(ecommerceDB, 2021)

Countries

Ranking GDP in 2020

Ecommerce revenue

Compound annual
growth rate

Ecommerce
penetration

UNITED STATES OF - - o o

AMERICA 2nd  |US$21 trillion US$432 billion 6% per annum 75%

Sample of JAPAN 3rd US$5 trillion US$105 billion 7% per annum 74%
developed

countries UNITED KINGDOM 4th US$2.7 trillion US$97 billion 7% per annum 82%

GERMANY 5th US$3.8 trillion US$88 billion 7% per annum 72%

CHINA 1st  [US$15 trillion US$1.2 tillion 9% per annum 59%

INDIA 8th US$2.6 trillion US$46 billion 13% per annum 36%

Sample of BRAZIL 14th  |US$1.43 trillion US$21 billion 9% per annum 45%
developing

countries NIGERIA 35th  |US$588 billion US$5 billion 16% per annum 36%

SOUTH AFRICA 37th  |US$302 billion US$4 billion 10% per annum 35%

MALAYSIA 38th  |US$338 billion US$4 billion 18% per annum 37%

1.3.2. Acceptance of online shopping in South Africa

The upwards global trend of B2C e-commerce in South Africa is attributed to traditional brick-and-
mortar businesses such as Makro, Woolworths, The Foschini Group and Mr Price going online to
compete with platform-only retailers Takealot, Superbalist, OneDayOnly, Hypereli, Evetech and

Loot.
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The B2C e-commerce sector in South Africa sees a significant market size growth of 6.6% per
annum compared to the traditional store based B2C retail sector growing at 2.3% per annum
(Accenture, 2019). According to Accenture (2019), the market size of B2C e-commerce sector
makes up only 3.43% of the entire B2C retail industry. Although the B2C e-commerce sector is
growing, its growth in size compared to the traditional store-based retail sector is exceptionally low.
This low growth of online shopping is attributed to disadvantages faced by existing and potential
South African online shopping consumers, namely (Kashyup & Kumar, 2018): (1) lack of disposable
income; (2) slow internet speed; (3) high mobile data and Wi-Fi package costs; (4) high
consumption of mobile data; (5) lack of trust; (6) high shipping costs; (7) privacy and security
concerns; (8) and strong mall culture. Even though the COVID-19 pandemic health restrictions
have accelerated the acceptance of online shopping in South Africa, there is also a concern as to
whether the user experience of the technology is inclusive enough to accommodate the

demographics and behavioural intentions of South Africans (News24, 2021).

Furthermore, a consumer’s trust is also a concern. It reflects that they are confident that favourable
conditions exist for them to successfully make a purchase on the online shopping platform (Cohen,
2021). When online retailers fail to meet the expectations of creating pleasing and inclusive
experiences, consumers become sceptical of online shopping and voice their dissatisfaction to
others (Darban & Li, 2021). This negative user experience signals distrust and scepticism of online
shopping. The consequences are consumers dropping off the online shopping platform and going
to a traditional retailer in a mall to do their shopping. Online retailers need to realise that consumers'
trust and online shopping user experience are within their control. They must strive for positive user
experiences on their online shopping platform to encourage consumers to accept online shopping
as a norm. Therefore, it is important to understand which factors must be placed together to

influence online shopping among South African consumers.

1.4. Research problem

Developed nations have a matured e-commerce sector with a high consumer penetration rate and
it is a significant GDP contributor (Alam, Malik, Hadi, & Gaadar, 2016). They attribute the success
of e-commerce, like online shopping, to the maturity of its preconditions, namely (Heng, Creemers,
& Verhagen, 2000): (1) it's perceived adequacy by consumers; (2) the number of trusted online
retailers with low perceived risks; (3) a logistics and fulfilment infrastructure; (4) a payments
infrastructure; (5) a telecommunications and internet network; and (6) satisfaction by its consumers.
Developing countries face a number of barriers in accepting online shopping (Nabot, Garaj, &
Balachandran, 2014). The potential of online shopping in developing nations is not realised due to
the slow implementation of its preconditions such as telecommunications and internet infrastructure

for those seeking to go online (Pilik & Kwarteng, 2016).
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The lack of robust online customer service, on-time fulfiiment, consumer data management by
existing online retailers, digital literacy and personal skill to use online shopping deter consumers
from accepting online shopping (Alyoubi, 2015; Nabot, Garaj, & Balachandran, 2014). There is
literature focusing on understanding the acceptance of online shopping in developing nations like

South Africa (Booysen, 2018) however it is limited in certain aspects (Dzimati, 2017).

Over the last few years, studies focusing on the acceptance of online shopping have been
conducted. These studies were conducted in the earlier 2000s by researchers in developed nations
such as the United States of America, Germany and Taiwan, to name a few (Chiu, Chang, Cheng,
& Fang, 2009; Brecht, Baumann, Schafer, & Gunther, 2011; Zhou, Dai, & Zhang, 2007). A few
more have also been done recently in developing countries like South Africa such as Brazil,
Tanzania, Malaysia and India to name a few (Kashyup & Kumar, 2018; Fang, Liu, & Li, 2015;
Petrus, Widjaja, & Santoso, 2019; Ashraf, Thongpapanl, & Auh, 2014; Chiu, Wang, Fang, & Huang,
2014; Makmor, Aziz, & Alam, 2019).

It is stated that South Africa’s e-commerce growth is infancy due to lower internet availability
compounded with the inflated cost of devices, telecommunication and internet infrastructure
implementation (Motshabi, et al., 2011). However, South African consumers are shopping online
and there are others prepared to shop online but remain sceptical (Swiegers, 2018). South African
consumers are increasingly becoming aware of the perceived risks of online shopping and desire
a good experience with an online retailer (Business Tech, 2020; Swiegers, 2018; Pentz, Du Preez,
& Swiegers, 2020). Developing nations with technology adoption that is at its infancy, like South
Africa, need scholars and businesses to invest in research aiming to understand suitable factors
for its acceptance so that it can meet the inclinations of the prepared consumers in developing
nations (Nabaresh, Afful-Dadzie, Kwarteng, & Pilik, 2016)

From an academic perspective, Table 1.2 outlines the outcomes of a preliminary academic
literature review of studies conducted between 2017 and 2021, focusing on the acceptance of
several types of technology in developing countries. It is evident that the studies focused on
determining the acceptance of a technology being influenced by perceived usefulness and
perceived ease of use (Jackson, 2018; Pentz, Du Preez, & Swiegers, 2020; Makhita, Van Scheers,
& Mogashoa, 2019), perceived risks (Swiegers, 2018), performance expectancy, effort expectancy,
facilitating conditions and social influence (Dzimati, 2017). These factors are independent
constructs of the Technology Acceptance Model (TAM) (Lallemand, Koenig, & Distler, 2019) and
the Unified Theory of Acceptance and Use of Technology (UTAUT), which is considered more
robust than the TAM (Venkatesh, Morris, & Davis, 2003).
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The study conducted by Dzimati (2017) in South Africa investigated the influences of the
acceptance of online shopping to include consumer trust as a factor. However, in the other research
studies conducted in South Africa (Jackson, 2018; Makhita, Van Scheers, & Mogashoa, 2019;
Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati, 2017), these studies did not
investigate user experience and trust as influencers of online shopping consumer behaviour in one

research study.

Further developments have been made to the UTAUT to explore how consumers acclimatise to a
technology (Piarna, Fathurohman, & Purnawan, 2020) by including habit, price value and hedonic
motivation as factors that influence the acceptance of a technology (Venkatesh, Thong, & Xu,
2012). This is the Extended Unified Theory of Acceptance and Use of Technology (UTAUT-2)
(Venkatesh, Thong, & Xu, 2012). Hungilo and Setyohadi (2020), Aswani, llavarsan, Kara and
Vijayan (2018) and Merha, Honea and Tarhinib (Merhi, Hone, & Tarhini, 2019) focused on
determining the acceptance of technology in a developing country is influenced by performance
expectancy, effort expectancy, facilitating conditions, social influence, habit, price value, hedonic
motivation. All studies included and established that consumer trust influences the acceptance of
technology. The study conducted by Aswani et al. (2018) in India investigated the influences of the
acceptance of public Wi-Fi to include user experience and trust as factors. Bach, Da Silva and
Souza, (2020) and Pohjolainen (2020) also posits that user experience and trust are key influencers

of technology acceptance in a developing country.

From an industry perspective, a study conducted by McKinsey and Company Consulting which
surveyed 300 publicly listed businesses across several industries and countries in the world over
five years found that an active focus on consumer user experience and trust design culture has a
significant correlation to high revenues and stakeholder returns (Somos, 2020). This is supported
by a study conducted by Herodot Consulting where it was found that customers are extremely
sensitive to a bad user experience and lack of trust in a technology (Hyzdik, 2020). The study found
the following regarding applications and websites (Hyzdik, 2020): (1) 90% of users are likely to stop
using it due to poor performance in interaction; (2) 86% are likely to delete or uninstall it after
experiencing problems with its design (presentation and content) or functionality; (3) and 88% are
less likely to return to it after a poor user experience or lack of trust. Therefore, the technology’s
interface must be strategically designed and built to positively impact the consumers perception of
online shopping and ensure the appropriate user experience is delivered and trusted enough to

shop online confidently (Hungilo & Setyohadi, 2020).
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The academic and industry studies above set a precedent for the UTAUT-2 extended with user
experience and trust as a framework to determine the acceptance of technology in South Africa,
as no similar study has been done, South Africa. Therefore, this research investigated the factors
that influence online shopping acceptance and ascertain the significance of user experience and
trust on online shopping consumer behavioural intention amongst South Africans. This will give
other researchers and businesses in South Africa insight into whether less capital-intensive
(Nabaresh, Afful-Dadzie, Kwarteng, & Pilik, 2016) and non-infrastructure related (Pilik & Kwarteng,
2016) measure such as user experience and trust are key in developing the B2C e-commerce

sector in a developing and diverse country like South Africa.

1.5. Research questions
This study investigated the influence of user experience and trust on B2C online shopping by South
African consumers. The following provided the primary and secondary research questions that this

study will aim to answer:

1.5.1. Primary research question

1. What factors influence the acceptance of online shopping by South African consumers?

1.5.2. Secondary research questions
2.1. How does trust influence the acceptance of online shopping by South African consumers?
2.2. How does user experience influence South African consumers' acceptance of online

shopping?

1.6. Significance of the study

From an academic lens, this study provides literature towards evaluating the use of the UTAUT-2
to understand the factors that affect online shopping acceptance by South Africans. The systematic
literature review indicates a deficiency in the amount of literature discussing online shopping
acceptance by South Africans. The proposed conceptual framework introduces five previously
untested constructs, namely: (1) habit; (2) hedonic motivation; (3) price value; (4) user experience;
and (6) trust to provide an understanding of the factors affecting online shopping acceptance in
South Africa.

From an industry lens, results of this study justify as to why South African businesses and
academics should consider user experience and trust as factors that affect online shopping
acceptance by South Africans. It will give them deeper insights of which factors can stimulate South
African online shopper’s behaviours, expectations and trust in purchasing items from online

retailing platforms. Furthermore, this study aimed to test the proposed arguments and add them to
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the body of knowledge on the influence of user experience and trust on online shopping acceptance

by South Africans and emerging e-commerce markets in developing countries.

1.7. Delimitations and assumptions of the study

The study will focus on South Africans over the age of eighteen (18) years old as the Protection of
Personal Information Act 4 of South Africa (2013) prohibits online retailers from processing the
information of persons under the age of 18 (Governement Gazette: Privacy and Personal
information Act, 2013) and thus such persons will be excluded from this study. South Africans over
the age of 18 without an internet enabled mobile device, desktop, laptop, smart TV, or tablet are

also delimited from this study.

1.8. Chapter outline

A brief description of the chapters of this research study will be outlined in this section.

Chapter 1 introduces the research topic and context on what online shopping is highlighting South
Africa’s performance in the global and local B2C e-commerce market. This was used to establish
the research problem focusing on identifying the gaps in the literature and the significance of how
this research will aim to fill the gaps identified. Chapter one also introduces the UTAUT-2 and its
appropriateness for this research paper to solve the research problem. Lastly, the research
questions that will be addressed to provide recommendations for the research problem were

defined as such.

Chapter 2 provides a literature review presenting the findings of previous literature studying the
acceptance of online shopping and other technology in developing countries. This chapter
discusses why the base framework was selected for this study. The literature review also aids in
understanding the applicability of the base framework being extended with user experience and
trust. The findings of the literature review argue the case of the proposed conceptual model and

hypotheses posited for this research report.

Chapter 3 will discuss the research methodology includes the design of the research, sampling
frame and resultant population sampling technique for the stipulated sample size, data collection
and data analysis techniques for the research instruments employed for this study. This chapter
introduces the components of the inferential analysis method chosen, namely the Structured
Equation Modelling (SEM). The expectation of SEM is to provide a measurement model, model fit
indices and a structural model that is made up of the factors that influence variations in online

shopping acceptance.
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Chapter 4 discusses the results of the data analysis completed by conducting a descriptive and
inferential analyses. More specifically, outcomes of the measurement model and the model fit
indices aid in determining if there is any correlation between factors, Finally the path coefficients of
the structural model aid in the indication of factors to be includes as influencers of online shopping

acceptance in South Africa.

Finally, Chapter 5 answers the research questions and presents the managerial recommendations
made to businesses and academic scholars. These are based on the assertions made in chapter

four. Lastly, the limitations of the study and suggestion for future studies are made.
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2. Chapter 2: Literature review

2.1. Introduction

B2C retailers need to understand what influences online consumer behaviour to purchase various
points of their online shopping journey. This understanding becomes important when consumers
shop online for the first time. The purpose of this chapter is to analyse and discuss current literature
on the acceptance of online shopping and other technology in developing countries through the
lens of various technology acceptance frameworks. Secondly, the chapter explores aspects of user
experience and trust that can affect consumers' intention to accept online shopping as a norm.
Finally, a conceptual framework for evaluating the factors influencing online shopping by South

Africans will be proposed.

2.2. B2C e-commerce Background

E-commerce is defined as a business model selling goods and services online by businesses
selling to buyers (Traver & Laudon, 2016; May, 2000). Hummel, Kreutzer & Landau (2017)
identified different variations of e-commerce, namely: (a) Business to Business (B2B); (b) Business

to Consumer (B2C); (c) Consumer to Consumer (C2C); (d) and Mobile Commerce (m-commerce).

Isoraite and Miniotiene (2018) also include ‘Business to Government Enterprises’ (B2G) as a form
of e-commerce. Traver and Laudon (2016) posit that there are variations to B2C e-commerce,
namely, (1) the virtual merchant such as Takealot; (2) bricks-and-clicks such as Woolworths; (3)
catalogue merchant such as Home Choice; (4) manufacturer-direct merchant iStore; and (5)
marketplaces such as Facebook. The success of an online retailing business model is dependent
on (Hummel, Kreutzer, & Landau, 2017) (1) product variation; (2) the quality of the user experience
managing the direct interactions between businesses and consumers; (3) creating and delivering

value to consumers to increase trust between businesses and consumers.

This study focuses on the B2C e-commerce market because online retailers are facing pressures
to differentiate themselves at a faster pace employing new technologies and disciplines as part of
their digital strategy to meet the changing consumer shopping and buying behaviour and internal
performance outcomes. A recent Deloitte retail transformation study describes these pressures
experienced by online retailers to be (Deloitte, 2015): (1) lowered barriers to market entry are
bring in many new small players and fragmenting the retail landscape; (2) online marketplaces are
transcending geographic proximity and expanding market demand for niche offerings; (3) small
niche players with niche offerings can reach consumers regardless of physical location; (4)
technologies such as on-demand fulfilment are changing how and where retailers hold inventory;
(5) and new retail models are arising out of new technologies and new ways to connect with

consumer.
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Therefore, to compete effectively, online retailers are tasked with reimagining how value is created

and captured from their digital channels to best meet business outcomes (Deloitte, 2015). The

COVID-19 pandemic has challenged online retailers to accelerate digital initiatives for the online

shopping experience to adhere to health safety protocols (Accenture, 2019) . This is evident as new

competitors are challenging the traditional retailing norms by introducing value adds that enhances

the online shopping experience such as personalised shopping experiences, online showrooms, and

online dressing rooms (Kahn, Inman, & Verhoef, 2017).

A clear shift in South African consumer behaviour is contributing to increased global online sales
and becoming a significant contributor to South Africa’s economy (Makhita, 2019). According to
Statista, e-commerce in South Africa was expected to generate R62 million in revenue in 2020,
with a 37% penetration in 2020 and 50.8% penetration 2024 (Bayhack, 2020). Kayshup and Kumar
(2018) further posit that the popularity of online shopping is attributed to consumers enjoying
greater product proliferation, ease of price checking, twenty-four-hour shopping time and a unique

shopping experience compared to traditional retail shopping.

Consumers are the main beneficiaries of online shopping through the availability of discounted
products on e-commerce platforms in the initial years (Makhita, 2019). An increase in productivity
as the time saved using online channels can be put to productive use, on-demand fulfilment,

increased geographic proximity and access to niche product offerings to serve their niche needs.

2.3. Online consumer behaviour

The internet has changed consumer demand and how suppliers respond to the change by
establishing online retailing with products catering to consumer demand. To gain a competitive
advantage over other online retailers, they must understand who the consumers are, how they
browse and search for what they want and what motivates them to complete the purchase. Online
consumer behaviour has been posited as a framework by Chan et al. (2003). The framework posits
five characteristics that influence online behaviour of intention, adoption and continuance, as
shown in Figure 2-1. The online consumer's and environmental characteristics are uncontrollable
by the online consumer and the product medium and merchant characteristics are controllable by
the online consumer (Swiegers, 2018). The framework proposes that online retailers need to get
online consumers to perceive the uncontrollable factors as controllable and pleasant enough to
encourage online consumer behaviour on their online retailing platform. Online retailers need to
provide a compelling experience at every stage of the consumer decision-making process to

positively influence their buying decision (Huang & Benyoucef, 2012).
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Figure 2.1. The five characteristics of online consumer purchase behaviour

(Chan, Chueng, Kwong, Limayem, & Zhu, 2003)

2.4. Online consumer journey

The online shopping experience is curated by how the online retailers influence the online
consumer’s decision to purchase or repurchase something online. The online shopping experience
is also defined as embracing four components of an online retailing platform: the home page,
catalogue page, checkout page and the help tools (Thomas, 2020). It is the act of the consumer
searching, browsing, finding, comparing, selecting and buying something from an online retailer
(Chan, Chueng, Kwong, Limayem, & Zhu, 2003). Online retailers need to manage the potential
complications of online shopping and the online consumers using the technology. Consumers'
perception of an online retailer can change easily if they experience pain points when interacting
with the online retailing platform, also called an online product, an application or website. If done
right, consumers are likely to be loyal and recruit others through word of mouth to engage with the

online retailer and do their shopping online.

2.5. Types of online consumers

There are two types of online shoppers which are (1) inexperienced and (2) experienced online
shoppers. The distinction between the two enables studies to investigate consumers' purchasing
and repurchasing behavioural intentions of the two experience levels. Inexperienced online
shoppers are online shoppers that have little to no engagement in online shopping (Swiegers,
2018).
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These users require high involvement due to high information asymmetries and high sensitivity to
perceived risks about online shopping. Online retailers incur higher costs, visually and financially,
to acquire these inexperienced users and capture their attention long enough to make a purchase
online and to repurchase in future (Jackson, 2018). Experienced online consumers are online
consumers that have engaged with online shopping that require low involvement due to low
information asymmetries and a low perceived risk about online shopping. These experienced users
are skilled in using the technology and advocate for the technology and online retailers that give a

pleasant online shopping experience. They are also most likely to make a repurchase in future

2.6. Technology acceptance models

The section conducts an analysis of sampled literature published between 2017 and 2021 in which
various models of technology acceptance in developing countries are observed. It aims to find
reasons that may contribute to South Africa’s low e-commerce penetration and low economic
contribution amongst other developing countries and what contributes to the lack of understanding
of what influences online shopping in South Africa. Lastly, it aims to propose appropriate measures
to bolster South Africa’s ability to understand the factors that influence the acceptance of online
shopping. Below is a summary of the sampled literature and resultant constructs that influence the

acceptance of technology is described in Table 2.
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Table 2.1. A summary of research types, technology and constructs influencing the adoption of a technology

Country

Research type

Technology

Frameworks

Constructs influencing acceptance

Kasia Jackson (2018) South Africa Quantitative Online Shopping TAM Perceived usefulness; and Perceived ease of use.
Christian Pentz, Ronel du Preez, Liezel Swiegers (2020) |South Africa qu;J:rllltti?:t\i/\?eand Online shopping TAM Perceived ease of use.
KM Makhitha, L van Scheers, and C Mogashoa (2019) [South Africa Quantitative Online shopping TAM Perceived ease of use and Perceived usefulness.
Liezel Swiegers (2018) South Africa Quantitative Online shopping TAM Perce'.VEd. psychological; Perceived social risk; and Perceived
financial risk.
Sharon Dzimati (2017) South Africa Quantitative Online shopping UTAUT gsgfoTrr”J:tnce FPEEENGY, BT SPEHErey) SeHEl ilEee]
Abdul Jibril, Michael Kwarteng, Michal Pilik, Elsamari . . . . . .
Botha and Christian Osakwe (2019) Ghana Quantitative Online shopping TAM Perceived ease of use; Perceived usefulness and Trust.
Bahadir Ayar, Oykii Orcan, Tayyip Sabri Erdil (2019) Turkey Quantitative Online shopping TAM Perceived usefulness and User experience.
Mohamed Merhia, Kate Honea, Ali Tarhinib (2019) Lebanon and Quantitative Mobile banking UTAUT2 Facilitating Conditions; Perceived Security perceived; Privacy;
England Social Influence; Hedonic motivators; and Trust.
Gilbert Gutabaga Hungilo and Djoko Budiyanto . o . . o .
Setyohadi (2020) Tanzania Quantitative Online shopping UTAUT2 Effort expectancy; Price value; and Trust.
Tatiana Marceda Bach, Wesley Vieira da Silva, Adriano . o . ’ .
Mendonca Souza, & et al. (2020) Brazil Quantitative Online shopping None Trust and User experience.
Rian Piarna, Ferdi Fathurohman, Nunu Nugraha (2020) |Indonesia Quantitative Online shopping adoption  [UTAUT Social Influence; Performance expectancy; and Trust.
Sami Pohjolainen (2020) Indonesia Quantitative ASSISFNG technologles for None Trust and User experience.
the blind and impaired
Reema Aswani. Vianeswara llavarasan. Aroan Kumar Facilitating Condition; Performance Expectancy; Effort
» VI » ATP India Quantitative Public Wi-Fi UTAUT2 Expectancy; Social Influence Hedonic Motivation; Trust; and User,|

Kara, Shrihari Vijayana (2018)

Experience.
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2.6.1. Acceptance of technology in other developing countries

Given the literature sample as reflected in Table 2 focusing on the acceptance of technology
in developing countries used UTAUT (Venkatesh, Morris, & Davis, 2003) and UTAUT-2
(Venkatesh, Thong, & Xu, 2012) as the base framework for the studies. The studies that used
the UTAUT-2 were also employed and extended to include social, economic and psychological
constructs to explain a socio-technological phenomenon of a specific group of people (Hungilo
& Setyohadi, 2020).

Venkatesh, Thong and Xu (2012) found that the UTAUT can be extended with habit, price
value and hedonic motivations to provide an in-depth analysis of the acceptance of technology
whereby consumers acceptance it voluntary and purposefully. The latest and most robust
theory available to study the factors that influence the acceptance of a technology (Merhi,
Hone, & Tarhini, 2019). This framework has been applied to the acceptance of mobile banking
(Merhi, Hone, & Tarhini, 2019), online shopping (Hungilo & Setyohadi, 2020) and public Wi-Fi
(Aswani, llavarsan, Kar, & Vijaya, 2018). The studies have found that performance
expectancy, effort expectancy, social influence, habit, hedonic motivations, effort expectancy,
price value and facilitating conditions influence the acceptance of technology in a developing
country (Merhi, Hone, & Tarhini, 2019; Aswani, llavarsan, Kar, & Vijaya, 2018; Hungilo &
Setyohadi, 2020).

This means that consumers in a developing country are likely to accept a technology when
they see value for money online, derive positive emotions from the online shopping experience
and include it in their daily routine. This posits that online retailers need to facilitate pleasant
experiences and conditions where consumers can get the information at the right times to
shop online successfully. It was also established in Table 2 that user experience and/or trust
also influence the acceptance of a technology (Ayar, Orcan, & Erdil, 2019; Pohjolainen, 2020;
Aswani, llavarsan, Kar, & Vijaya, 2018; Piarna, Fathurohman, & Purnawan, 2020; Hungilo &
Setyohadi, 2020; Bach, Da Silva, & Souza, 2020). User experience must be in the form of
attractive designs, communication, quality, ease of learning to use the platform positively
influences an online shopper to have behavioural intention towards online shopping
(Pohjolainen, 2020; Aswani, llavarsan, Kar, & Vijaya, 2018; Bach, Da Silva, & Souza, 2020).
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2.6.2. Acceptance of technology in South Africa

In the developing countries identified in Table 2, most research focused on TAM as a base
framework. TAM is one of the earliest frameworks widely used to study the factors influencing
consumers’ acceptance and continuous usage of a technology (Ting & Lim, 2012). It was
founded on the Theory of Reasoned Action (TRA), which suggests that the acceptance and
usage behaviour is formed when behavioural intentions are consciously and repeatedly acted
upon (Davis, 1989). It is also founded on the Innovation Diffusion Theory that suggests that a
technology’s perceived usefulness must be compatible with a consumer’s previous experience
(Lee, Hsieh, & Hsu, 2011). Davis (1989) posited that technology acceptance is influenced by

two constructs: perceived usefulness and perceived ease of use.

The sampled studies investigated the acceptance of online shopping in South Africa and found
that the perceived usefulness and perceived ease of use are factors that influence the
acceptance of online shopping (Jackson, 2018; Pentz, Du Preez, & Swiegers, 2020; Makhita,
Van Scheers, & Mogashoa, Which consumer attributes influence South African consumers to
shop online, 2019). This means that South Africans are more likely to shop online when they
believe they can do so without feeling anxious (Pishchenko, 2016). Lastly, South Africans are
also more likely to shop online if they can easily process what they see on its interface and

see whether it improves an aspect of their lives (Lee, Hsieh, & Hsu, 2011).

The extension of TAM involves more people-centric considerations to present a socio-
technological phenomenon regarding the acceptance of technology by consumers in
developing countries (Pishchenko, 2016). The sampled research papers that used TAM as a
base framework were extended with (1) social constructs that evaluate the influence of social
pressures to use technology such as social influence, reviews and ratings (Jackson, 2018;
Makhita, Van Scheers, & Mogashoa, Which consumer attributes influence South African
consumers to shop online, 2019) ; (2) economic constructs that evaluate the utilitarian
motivators of using a technology such as financial risk, easy payment facilities, discounts and
convenience (Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020) ; and (3) psychological
constructs that evaluate the hedonic motivators such as trust, attractive and informative
displays and experience (Jibril, Kwarteng, Pilik, & Botha, 2019; Pentz, Du Preez, & Swiegers,
2020). Dzimati (2017) employed an adapted UTAUT model to add trust as a construct to study

the factors that influence online shopping by South Africans that live in townships.
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Venkatesh, Morris and Davis (2003) founded this framework to provide an improved
framework to study the factors that influence technology acceptance. It also effectively predicts
expected consumer behaviour towards a technology considered as innovative much better
than the TAM model predicts (Popovic, Martins, & Oliveira, 2014). This is because it is a
framework that consolidates information technology theories to measure the acceptance of
technology. It consolidated and is underpinned by the Theory of Planned Behaviour (TPB),
Task-Technology Fit Theory, Theory of Reasoned Action (TRA), Diffusion of Innovation
Theory, PC Utilisation Theory, Social Cognitive Theory and the Technology Acceptance Model
(Venkatesh, Morris, & Davis, 2003).

This framework’s factors that influence technology acceptance are performance expectancy,
effort expectancy, facilitating conditions and social influence that affect the acceptance of a
technology (Popovic, Martins, & Oliveira, 2014). Dzimati (2017) found that performance
expectancy, effort expectancy, social influence and trust influence online shopping
acceptance in South African townships. This indicates that South Africans are increasingly
becoming aware of online shopping as a new norm (Dzimati, 2017). They are not deterred by
its complexity if using the technology had benefits, it adds value to their lives and they can
trust it (Dzimati, 2017). The ease of use (effort expectancy) of online shopping did not influence

the acceptance of online shopping (Dzimati, 2017).

A key takeaway is that South Africans are susceptible to technology when they trust it (Jibril,
Kwarteng, Pilik, & Botha, 2019). They enjoy its benefits and value (Pishchenko, 2016) without
too many worries such as spending on mobile data, worrying about the security of personal
information, feeling isolated and technologically illiterate or bad connectivity, which are
barriers to online shopping for South Africans (Makhita, Van Scheers, & Mogashoa, Which
consumer attributes influence South African consumers to shop online, 2019; Swiegers, 2018;
Jackson, 2018).

Considering the e-commerce penetration for South Africa displayed in Table 1 and the usage
of TAM as an online shopping acceptance model displayed in Table 2, there is an opportunity
for local businesses and researchers to employ a rigorous technology acceptance framework
to help predict what factors influence the acceptance of online shopping. TAM is only limited
to explaining phenomena of the perceived usage of the technology to appeal to consumers
(Ting & Lim, 2012). TAM is a renowned and widely used model to examine IT acceptance.
However, TAM has drawbacks that must be considered (Pishchenko, 2016).
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TAM models avoid investigating the benefit and value of using recent technology and TAM
suffers from similar shortcomings as the Theory of Reasoned Action (TRA), which is its source
of origin. Pishchenko (2016) further outlines certain limitations of TAM, such as: (1) the lack
of a complete theory for identifying consumer’s sources of decision making such as perceived
usefulness and perceived ease of use, (2) the dependence on over-simplified concepts of
affect or emotions, (3), the over-reliance on a merely deterministic framework without
consideration of self-regulation procedures, (4) the naive linkage between intention and actual
behaviour and lastly (5) the disregard of group, social and cultural aspects of decision making.
This means that there exists a potential gap in understanding factors that influence online
shopping in South Africa, which results in its lower performance in the global e-commerce
sector. Sampled research reports from developing countries with a higher global e-commerce
ranking, like Brazil and India, have a higher e-commerce penetration and economic
contribution. Factors influencing the acceptance of technology in those countries are cited

using UTAUT-2 constructs, trust and user experience.

Therefore, there is merit in employing an extended UTAUT-2 to provide a broader
understanding of how technology and its user interface can be manipulated enough to
encourage acceptance of online shopping in South Africa. Extending the UTAUT-2 with Trust
and Hassenzahl's User Experience Model as constructs of a proposed conceptual model
provides a meta-motivational argument to what drives behavioural intent and acceptance of
online shopping (Yazid, 2019). This encompasses the strategic software and user interface
design changes that can be made to a technology to be deemed trustworthy and pleasant

enough for acceptance by its end users.

2.7. UTAUT-2 Model for online shopping acceptance in South Africa

The UTAUT-2 extends TAM and UTAUT to include user perceptions of the technology.
Venkatesh, Morris and Davis (2012) posit that the UTAUT cannot be used to generalise the
organisational and individual use context across multiple or different demographics. The
UTAUT-2 in Figure 4 has been theorised by Venkatesh, Thong and Xu (2012) to focus on
seven independent constructs that influence the adoption of technology, namely Performance
Expectancy, Effort Expectancy, Social Influence, Facilitating Condition, Hedonic motivators,
Price Value and Habit (Venkatesh, Morris, & Davis, 2003). The UTAUT-2 includes two
dependent constructs, namely Behavioural Intention and Usage Behaviour of a technology
(Amra & Almir, 2016). Venkatesh, Morris and Davis (2003) posit that these constructs are
stable due to their high-reliability degree of 0.70. The UTUAT-2 has been deficient in
considering technology fit and performance, which are imperative for measuring usage and

success.
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The constructs are moderated by moderator variables such as age, gender, the experience of
usage and voluntariness of use namely to help categorise, strengthen and compare the
relationships between constructs (Aswani, llavarsan, Kar, & Vijaya, 2018). For the purposes
of this study only the seven UTAUT-2 constructs were considered for this study, the
moderating variables of age, gender and the experience of usage were not included in this
study.

Performance
Expectancy!
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Expectancy?
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Influence?
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1. Moderated by age and gender.
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Figure 2.2. The UTUAT2 Model moderated by age, gender and experience
(Venkatesh, Thong, & Xu, 2012)

2.7.1. Performance expectancy

Performance Expectancy is the expectation, the consumer’s performance in shopping online
will improve by using technology’s features and functionality (Matsui & Singh, 2017). This
construct is used to show how users perceive and benefit from using technology. In particular,
the benefits of time convenience, search convenience, access convenience and possession
convenience that comes with its acceptance (Jiang, Yang, & Jun, 2013). Performance
Expectancy is an advanced measure that can be used in place of TAM’s perceived usefulness
(Hungilo & Setyohadi, 2020). Performance expectancy is an independent construct of UTAUT-
2 (Venkatesh, Morris, & Davis, 2003). It was proven that it significantly effects the behavioural
intention of technology users (Venkatesh, Morris, & Davis, 2003). For the purposes of this

study the hypothesis measuring performance expectancy is defined as follows:

H1: Performance expectancy positively influences the behavioural intent towards South

Africans accepting online shopping.
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2.7.2. Effort expectancy

Effort Expectancy is the expectation that the technology is easy to use (Hungilo & Setyohadi,
2020). This construct is an evolved measure of TAM’s perceived ease of use (Merhi, Hone, &
Tarhini, 2019). If the user thinks that online shopping is easier to use and requires less effort
than traditional in-store shopping, users could intend on using online shopping more regularly
(Matsui & Singh, 2017). Effort expectancy is an independent construct of UTAUT-2
(Venkatesh, Morris, & Davis, 2003). It was proven that it significantly effects the behavioural
intention of technology users (Venkatesh, Morris, & Davis, 2003). For the purposes of this

study the hypothesis measuring effort expectancy is defined as follows:

H2: Effort expectancy positively influences the behavioural intent towards South Africans

accepting online shopping

2.7.3. Social influence

Venkatesh (2003) describes social influence as to how the consumer perceives how others
perceive the use of the technology. This construct is an advancement of the Theory of
Reasoning and the Theory of Planned Behaviour (Hungilo & Setyohadi, 2020). Consumer
behaviour can be influenced by their environment and those around them (Ying, Jianqiu, &
Akram, 2021). The primary driver of social influence is the (Liang & Turban, 2011) 1)
participation of consumers and online retailers interacting; 2) consumers see other’s shopping
experiences to 3) share their own experience to assist others. This is done by building social
media capabilities such as customer reviews, recommendations, notifications and personal
profiles (Huang & Benyoucef, 2012) product features encouraging social interactions (Liang &
Turban, 2011). Social Influence is an independent construct of UTAUT-2 (Venkatesh, Morris,
& Davis, 2003). It was proven that it significantly effects the behavioural intention of technology
users (Venkatesh, Morris, & Davis, 2003). For the purposes of this study the hypothesis

measuring social influence is defined as follows:

H3: Social influence positively influences the behavioural intent towards South Africans

accepting online shopping

2.7.4. Facilitating conditions

Facilitating Condition is the consumers' perception of the support and resources available to
the user to help us the tech (Venkatesh, Thong, & Xu, 2012). It also argues that users actively
look for education and help to use the technology and extract the value they need (Fadzil,
2017).
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Educational tools built for supporting consumers whiles online shopping are multimedia
tutorials, customer support chatbots and help sections on the online shopping platform.
Facilitating Conditions is an independent construct of UTAUT-2 (Venkatesh, Morris, & Davis,
2003). It was proven that it significantly effects the behavioural intention of technology users
(Venkatesh, Morris, & Davis, 2003). For the purposes of this study the hypothesis measuring

facilitating conditions is defined as follows:

H4: Facilitating conditions positively influences the behavioural intent towards South Africans

accepting online shopping

2.7.5. Hedonic motivations

Hedonic Motivation is attributed to the intrinsic benefits that make consumers addicted to the
technology (Fadzil, 2017). The intrinsic benefits perceived are: (1) exploration and
entertainment; (2) escapism; (3) favourite pastime; (4) and gifting others (Merhi, Hone, &
Tarhini, 2019). This is the consumer’s cognitive trade-offs between the benefits of online
shopping and its associated consumption costs (Fadzil, 2017). Hedonic Motivation is an
independent construct of UTAUT-2 (Venkatesh, Morris, & Davis, 2003). It was proven that it
significantly effects the behavioural intention of technology users (Venkatesh, Morris, & Davis,
2003). For the purposes of this study the hypothesis measuring hedonic motivations is defined

as follows:

H5: Hedonic motivations positively influences the behavioural intent towards South Africans

accepting online shopping

2.7.6. Price Value

This is the consumer’s cognitive trade-off between perceived benefits and the financial
implication of using a technology (Hungilo & Setyohadi, 2020). This construct refers to the
impact of price and cost of acquiring a product or service online in terms familiar to the
shopper. Consumers are always looking for retailers that can provide monetary, time and
conveniences in discounts, sales and coupons. Price Value is an independent construct of
UTAUT-2 (Venkatesh, Morris, & Davis, 2003). It was proven that it significantly effects the
behavioural intention of technology users (Venkatesh, Morris, & Davis, 2003). For the

purposes of this study the hypothesis measuring price value is defined as follows:

H6: Price value positively influences the behavioural intent towards South Africans accepting

online shopping
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2.7.7. Habit

This is the consumers formed behaviour from repeatedly using the technology to fulfil utilitarian
and hedonic outcomes (Gumerman, 2014). Habits are formed from continuous usage (Hungilo
& Setyohadi, 2020). Habit is an independent construct of UTAUT-2 (Venkatesh, Morris, &
Davis, 2003). It was proven that it significantly effects the behavioural intention of technology
users (Venkatesh, Morris, & Davis, 2003). For the purposes of this study the hypothesis

measuring habit is defined as follows:

H7: Habit positively influences the behavioural intent towards South Africans accepting

online shopping

2.7.8. Behavioural intention

Behavioural intention also called a future consumer behaviour or technology acceptance is an
individual’s strong inclination or motivation to engage or perform tasks that are required for
technology usage (Venkatesh, Morris, & Davis, 2003). This measures whether the intended
users accept or reject the inclination to engage in the tasks performed to use a particular
technology. The variations of behavioural intention depend on controlled inputs that impact
the user, these are called independent variables. Therefore, behavioural intention is a
dependent variable as it is the outcome of the application of the independent variables
(constructs) highlighted above (Venkatesh, Morris, & Davis, 2003).

This study aims to employ the UTAUT-2 as the theoretical framework aiding the determination
of the influence of the highlighted constructs on the acceptance of online shopping in South
Africa. This study also aims to then extend the UTAUT-2 to determine whether user
experience and trust can be additional factors that influence the acceptance of online shopping
in South Africa.

2.8. User experience as a platform signal for usage

With the increased internet consumption, there is an increased lens on how the human-
computer interaction is curated for users while using the technology. The increased technology
usage has led to the importance of evaluating human-computer interactions (Ayar, Orcan, &

Erdil, 2019). Such evaluations are called user experience.
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2.8.1. Definition of user experience

The International Organization for Standardization 9241-20 defines user experience as an
individual’s resultant perception and response from using a product, technology, or service
(Sippola, 2017). In the case of online shopping, consumers should be able to navigate through

the home page, catalogue page, shopping cart and checkout page easily and pleasantly.

2.8.2. Hassenzahl’s user experience framework

Hassenzahl’s User Experience Model is one of the most cited frameworks in academic
research (Varsaluoma, 2018). The framework in Figure 2 posits that user experience is a result
of the look, feel and placement of product features on the online retailing platforms to reduce
complex user cognition and trigger feelings when using the interface of the product (Zhou,
2015). Hassenzahl (2008) posits that there are do-goals and be-goals that user experience
drives when users interact with the interface of a platform. The pragmatic attributes are
usability and utility, where the consumer’s tasks on the platform by manipulating its

environment to fulfil a behavioural intention (Hassenzahl, 2003).

Hassenzahl (2004) posits that pragmatism (utilitarianism) implies that the interface must be
easy to use and provide useful ways to fulfilling task goals. The hedonic attributes correspond
with the pleasures derived after interacting with the interface of a platform (Hassenzahl, 2003).
Hedonism implies that the platform’s interface provides a stimulating experience that
consumers can identify with (Varsaluoma, 2018). Consumers are then more willing to express
their resultant experiences and recruit them to use the technology. Such positive hedonic and
utilitarian feedback loops are summed as user experience and are potential motivators for

accepting technology.

Situation

Product features Intended product character Consequences

Content Pragmatic attributes Appeal
manipulation

Presentation

Hedonic attributes

Functionality stimulation

Pleasure

identification

Interaction Satisfaction

evocation

Figure 2.3. Hassenzahl's User Experience Model

(Zhou, 2015)
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2.8.2.1. Presentation

Presentation of a platform refers to the design of a platform. Platform design in an online
environment refers to the colour, images, shapes and photography expected to elicit emotional
appeal from the overall look (Shahzad, 2015). The presentation also referred to as the user
interface design, is used to anticipate what users may need to do and ensure that the interface
has accessible, understandable and can facilitate the actions (Hassenzahl, 2008). Since the
online shoppers will be interacting with the online retailer’s platform from their mobile phones,
desktops and tablets, the online retailer must show them relevant and personalised content
and a well-presented platform to grab the consumer's attention. This study proposed that
presentation should be introduced as an independent construct to extend the UTAUT-2
theoretical framework aiding the determination of what factors influence the acceptance of
online shopping (Venkatesh, Morris, & Davis, 2003). For the purposes of this study the

hypothesis measuring presentation is defined as follows:

H9a: Presentation positively influences the behavioural intent towards South Africans

accepting online shopping

2.8.2.2. Content

Hassenzahl’s User Experience Model, from the consumer’s perspective, explains that content
is used to convey pragmatic or hedonic product characters that helps trigger cognition in the
user when interacting with the product (Zhou, 2015). Online retailers are tasked with textual

information logically and categorically as the consumer navigates through the platform.

A study determining the resultant factors that influence online shopping behaviour in Sweden
posits that the designed content and presentation of an online retailing platform is the most
influential and significant factor of influencing online shopping behaviour (Shahzad, 2015).
This study proposed that content should be introduced as an independent construct to extend
the UTAUT-2 theoretical framework aiding the determination of what factors influence the
acceptance of online shopping (Venkatesh, Morris, & Davis, 2003). For the purposes of this

study the hypothesis measuring content is defined as follows:

H9b: Content positively influences the behavioural intent towards South Africans accepting

online shopping
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2.8.2.3. Interaction

Interactions are a collection of micro-tasks triggered by consumers acting on the platform
interface. This also refers to how a platform is designed to communicate constant feedback to
validate, educate, encourage and manipulate how a consumer engages or interacts with a
system. Most users experience digital products similarly to how they experience their physical

environment (Bongard-Blanchy & Bouchard, 2015).

Traditional shopping often relies on face-to-face interaction with consumers, the perusing of
the store floor and walking out immediately with the item purchased (Victor & Ihionkhan, 2019).
Online consumers are shopping and browsing through the website or platform all the time and

switch between those modes as fast as they can scroll (Thomas, 2020).

Online retailers need to understand user experience factors that encourage consumers to
utilize and interact with the platform long enough to convert the consumer’s intention into a
sale. This study proposed that interaction should be introduced as an independent construct
to extend the UTAUT-2 theoretical framework aiding the determination of what factors
influence the acceptance of online shopping (Venkatesh, Morris, & Davis, 2003). For the

purposes of this study the hypothesis measuring interaction is defined as follows:

H9c: Interaction positively influences the behavioural intent towards South Africans

accepting online shopping

2.8.2.4. Functionality

Another point of discussion is considering the ease of use of the platform as experienced by
a human (Visser & Weideman, 2011). The platform's design functionality is such a way that
helps the user meet their goat and needs of online shopping. Functionality also refers to how
a platform is expected to work. The functionality of an online retailing platform can cause a
reaction in consumers to be appalled, excited, indifferent or reject the online retail offering
(Bongard-Blanchy & Bouchard, 2015). This means that how the platform was built, and its
functions can impact the perceived user experience. Therefore, the retailing platform must be
able to manage the volume, quality and visibility of its products to one user in relation to the
other users that are simultaneously on the website or application (Kharim, 2015). The platform

must always be usable with minimized downtime.
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This study is proposing that functionality should be introduced as an independent construct to
extend the UTAUT-2 theoretical framework aiding the determination of what factors influence
the acceptance of online shopping (Venkatesh, Morris, & Davis, 2003). For the purposes of

this study the hypothesis measuring functionality is defined as follows:

HId: Functionality positively influences the behavioural intent towards South Africans

accepting online shopping

29. Trust as a platform signal to be motivated to use a technology

Previous literature indicates that trust gives consumers an expectation of successful
transactions, high-quality goods and services and motivation to accept online shopping
(Hungilo & Setyohadi, 2020). Hungilo and Setyohadi (2020) posit that distrust can lead to poor
acceptance. Online retailers are faced with alleviating these potential pain points that may
prevent consumers from accepting online shopping. The platform signals can be used to
convey the information needed to trust a technology (Mavlanova, Lang, & Benbunan-Fich,
2016).

2.9.1. Earning of trust

The low growth of the B2C e-commerce market also means that potential consumers may find
it hard to trust in what is being sold online. The Trust Transfer Theory posits that trust can be
transferred from a source to an observing target (Stewart, 2003). Therefore, a consumer’s
trust reflects that the conditions to facilitate a successful purchase on the platform are

favourable and guaranteed (Cohen, 2021).

The Signalling Theory posits this phenomenon using trust signals at important points of the
online shopping journey to reduce uncertainties and information asymmetries between online
retailers and consumers (Jiang, Klein, & Pee, 2018).Trust aids the consumer to complete
online shopping tasks and achieve their goals at each step of the online shopping journey until
purchasing (Mou, Shin, & Cohen, 2017). This study is proposing that trust should be
introduced as an independent construct to extend the UTAUT-2 theoretical framework aiding
the determination of what factors influence the acceptance of online shopping (Venkatesh,
Morris, & Davis, 2003). For the purposes of this study the hypothesis measuring trust is

defined as follows:

H8: Trust positively influences the behavioural intent towards South Africans accepting

online shopping
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2.10. Strategic implications of user experience and trust

The user experience and trust of technology are based on an individual’s perception of it and
the resultant knowledge gained and experiences from the interaction with it. Trust can
appropriately extend the UTAUT-2 as Figure 3 posits that online shoppers perceive various

levels of trust throughout the online shopping journey.

Online retailers can gain trust by strategically placing external trust signals, namely (Dimoka,
Pavlou, & Hong, 2012): (1) 3 party seals of approval;( 2) credit card guarantees; (3) and
vendor-specific guarantees (Sha, 2009). Furthermore, organisational/internal trust signals
namely (1) return and exchange policy; (2) privacy policy; (3) visual and textual product

description; and 4) a help section.
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Figure 2.4. Trust in online shopping

(Gustavsson & Johansson, 2006)

Hassenzahl User Experience Model can appropriately extend the UTAUT-2 as it posits that
the interface of the online retailing platform should always be designed with the resultant
desired experience of the user in mind. A user experience designer produces user interface
product features from the online retailer’s perspective without neglecting the online shopping
consumer’s perspective (Zhou, 2015). There is merit in understanding the impact of the quality
of the user experience (Mavlanova, Lang, & Benbunan-Fich, 2016) of the online retailing
platform on a consumer. As well as understanding the impact of the consumer perceptions of
trustworthiness of the online retailer. Both subsequently affects the online purchase intentions

of experienced and inexperienced online shoppers.
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2.11. Conceptual model

Given the qualitative document analysis findings and resultant conceptual framework, the
following model was proposed for further analysis in this research paper. The study employed
the Extended Unified Technology Acceptance and Use of Technology (UTAUT-2) Model as a
base framework. This aided in including user experience and trust in determining the
acceptance of online shopping while paying attention to the technology built and the

consumer’s context of the technology (Woollard & Alomary, 2015).

The research model for this research paper was founded on the UTAUT-2 independent
constructs, namely Performance Expectancy, Effort Expectancy, Social Influence, Habit,
Hedonic Motivation, Price Value and Facilitating Conditions. These are the same constructs
that Venkatesh, Thong and Xu (2012) posit independently influence behavioural intentions.
The UTAUT-2 also posits that continuous technology usage is independently influenced by
behavioural intentions (Venkatesh, Thong, & Xu, 2012). Therefore, this research will also
observe how behavioural intention influences the variations of motivations or inclinations to
use technology. Finally, the proposed research model will explore user experience and trust

as constructs as part of the conceptual framework.
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Figure 2.5. Proposed Research Model or Conceptual Framework of the Research Study
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Below are the pair constructs proposed conceptual framework will be analysed in the form of

the following hypotheses:

(i)

(vi)

(vii)

(viii)

H1: Performance expectancy positively influences the behavioural intent
towards South Africans accepting online shopping.

H2: Facilitating Condition positively influences the behavioural intent towards
South Africans accepting online shopping

H3: Effort expectancy positively influences the behavioural intent towards
South Africans accepting online shopping

H4: Social influence positively influences the behavioural intent towards South
Africans accepting online shopping

H5: Hedonic motivations positively influences the behavioural intent towards
South Africans accepting online shopping

H6: Price value positively influences the behavioural intent towards South
Africans accepting online shopping

H7: Habit positively influences the behavioural intent towards South Africans
accepting online shopping

H8: Trust positively influences the behavioural intent towards South Africans
accepting online shopping

H9a: Presentation positively influences the behavioural intent towards South
Africans accepting online shopping

H9b: Content positively influences the behavioural intent towards South African
consumers over accepting online shopping

H9c: Functionality positively influences the behavioural intent towards South
Africans accepting online shopping

HOd: Interaction positively influences the behavioural intent towards South

Africans accepting online shopping

2.12. Chapter summary

Online retailing platforms has transformed retail, creating opportunities for retailers reach a

wider range of consumers. Chapter two reviewed literature indicating that the fundamentals of

consumer behaviour aid researchers and online retailers to understand online consumer

behaviour. Online retailers and researchers need to understand how to make online shopping

controllable and pleasant enough for consumers to encourage acceptance. These

considerations must be made throughout the online shopping journey navigation across the

home page, catalogue page, checkout page and the help tools.
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Results from the literature review of the acceptance of online shopping in developing countries
indicated that user experience and trust as constructs that can extend the UTAUT-2. Online
retailers can attain a consumer’s trust by strategically placing trust signals along the online
shopping journey. These signals are embedded in the user experience such that the consumer

still attains pleasantries and information when using online shopping technology.

Given the literature review, the UTAUT-2 is a suitable model to examine the predicators of
online shopping in South Africa. It provides a socio-technological framework that considers
the build of the technology and the consumer’s socio-economic and psychological
surroundings that can influence their acceptance of technology. An extended UTAUT-2
conceptual framework has been applied to other developing countries and not in South Africa.
Therefore, this research aims to focus on the adoption of online shopping by determining the
predicators of online shopping using the UTAUT-2 extended with user experience and trust

as constructs.
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3. Chapter 3: Research Methodology
3.1.  Chapter Introduction

Chapter three will outline the research methodology that will be undertaken in this study. This
chapter outlines the research paradigm, the research approach and the research design for
this study — a discussion on the target population and sample will be done. Thereafter, the
research instruments used as part of the survey of this research report will be identified and

discussed. Finally, issues pertaining to ethics will conclude this section.

3.2. Research paradigm

Research paradigms are how social occurrences are evaluated and described using science
philosophies (Saunders, Lewis, & Thornhill, 2009). Positivism, interpretivism, realism and
pragmatism are the four research paradigms used (Bryman & Bell, 2019) to guide scientific
research by shaping (Park, Konge, & Artino, 2020) (1) the observations of reality; (2) the
characteristics of knowledge devised ; (3) the merit of the research process; (4) the paradigm

defining the research process; (5) and the qualifying criteria of the paradigm.

The positivism research paradigm applies natural science philosophies and methodologies to
study a social occurrence (Bryman & Bell, 2019). This research paradigm applies a
quantitative research methodology of positing theory, collecting data using questionnaires and
finding relationships between posited theory and data to assess the data (Bhattacherjee,
2012). The extended UTAUT-2 employed a set of hypotheses evaluated empirically amongst
South Africans. The research will use descriptive questions and corresponding numerical data
in a questionnaire to measure the responses. A positivist research paradigm was applicable
to this research as a quantitative research approach because it systematically tested selected

theory and hypotheses and deduces findings against collected data.

3.3. Research approach

The positivism research paradigm employs a hypothetical deductive process that starts with
theory reviewed in the literature (Park, Konge, & Artino, 2020) 1) construct reliable
hypotheses; 2) identify constructs to measure through data collection and analysis 3)
conducting the data collection and data analysis. Park, Konge and Artino (2020) further posit
that the findings of the empirical study, which is data collection and analysis, is then used to
refine or affirm or strengthen the theory. This research aims to assess the acceptance of online
shopping empirically and deductively amongst South Africans using the extended UTAUT-2
model. A deductive approach was employed in this research study. This research study was

quantitative research.
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Quantitative research quantifies the data collection and analysis that can be deduced by
inference, experimentation simulation (Mackenzie & Knipe, 2006). The quantitative research
approach is employed for this study because it produces objective data that is communicated
through organized research instruments which can generalize information enough for the
study to be replicated in future by other South African academic and industry researchers.
Inferential analysis assesses hypotheses employing statistical models and tools to validate
the relationships identified in the theory and the literature review using a standardised
questionnaire when people are the unity of analysis (Bhattacherjee, 2012). This research
employed an inferential statistical analysis to find the correlation between the factors that

influence and induce the acceptance of online shopping amongst South Africans.

3.4. Research design

Zikmund and Babin (2010) posit that a research design specifies the research methodology
and steps for data collection and analysis. There are three types of research design namely:
causal, descriptive and exploratory research (Bryman & Bell, 2019). Bryman and Bell (2019)
posit that an exploratory research design helps define relationships that solve questions or
problems that are unclear. Exploratory research aims to guide, affirm, a refine proceeding
research efforts in new or same or adjacent fields of research (Zikmund & Babin, 2010). This
study will follow an exploratory research design. The appropriateness of the research design
is due to a limited or non-existent number of studies evaluating the acceptance of online

shopping amongst South Africans (Dzimati, 2017).

Figure 3.1 provides an illustrative step-by-step research approach that will be utilized in this
study. An exploratory research method is proposed for this study to answer the research
problem and an extensive literature review was conducted to understand the posited theory,

constructs and domain of the research.

A conceptual model is proposed as the foundation of the research and is hypothesized and
reinforced by the relationships affecting the constructs found in the reviewed literature. The
study will then use a quantitative research method of collecting data using a non-experimental
cross-sectional questionnaire. The collected quantifiable data will then be analysed using
statistical models and tools to infer and validate relationships posited by the hypothesis
statements from Chapter 1. The results of the data analysis will form the determining

influencers affecting online shopping among South Africans.
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Figure 3.1. Research approach

Source: Bryman and bell, page 41 (Bryman & Bell, 2019)

3.5. Population and sample
3.5.1. Unit of analysis
A unit of analysis in research is the individual, objective, or objects assessed in the study

(Bhattacherjee, 2012). For this research, people as individuals will be the unit of analysis.

3.5.2. Population

A target population is a complete collection of units or individuals with common traits and
information required by the research for analysis (Zikmund & Babin, 2010). The target
population for this research was South African individuals over eighteen (18). Due to the

delineation of an ample collection of units.

3.5.3. Sample and sampling method

A list of factors, called a sampling frame, is employed to differentiate the sample population
from the target population (Zikmund & Babin, 2010). Convenience sampling was employed as
a sampling method as it is a simple method of drawing a sample population and it provides
specificity of the sample population’s traits. The sample population that will be asked to
participate in the study are adults over eighteen years old residing in South Africa. The link to
the online questionnaire will be shared on social media due to its ability to reach a broad range
of participants of diverse backgrounds and experiences in South Africa (Dzimati, 2017). Due
to the inability of the researcher to obtain a complete list of South Africans over the age of
eighteen years old, a sampling frame is unavailable. Swiegers (2018) posited that-probability
sampling can be applied as an alternative sampling method if a sampling frame cannot be

found.
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Non-probability samples are subjectively drawn, given that each unit of analysis has a non-
zero probability of being selected for the sample population (Swiegers, 2018). Given that the
sample will be drawn from a list of South African social media users. It is not known how many
questionnaire responses could define the sample population; non-probability sampling is the
best-suited sampling method. Therefore, the study employed a convenience non-probability

sampling method to draw a sample population.

The target objective of the questionnaire was to collect over 200 responses from South
Africans that use social media as a form of communication. The reason for this was that the
minimum sample size for conducting Structural Equation Modelling must at least be 200
participants (Kline, 2011). The suggested sample size for the selected statistical analysis
model needs a larger sample size to provide accurate results of the measured and structured
models that inform which factors are significant and influence online shopping acceptance
(Kline, 2011).

3.5.4. The research instruments

The table in the appendix below outlines the adapted research measures and corresponding
variables. The second section of the research instruments will capture the demographic
information of the individuals surveyed in this research paper, namely gender, age, zone,
income, education, internet access, online shopping experience, online shopping frequency
and what they like to buy online, see appendix B. The third section presents the psychometric
characteristic adapted from previous literature in related studies to assess individuals'
acceptance of a particular technology. Performance Expectancy, Effort Expectancy, Social
Influence and Facilitating Conditions research instruments were adapted from Venkatesh,
Thong and Xu (2012). Hedonic Motivations, Price Value and Habit research instruments were
adapted from Indrawati (2018). The Behavioural Intention’s research instruments were

adopted from Nordhoff, Louw and Innamaa (2020).

Interface Presentation research instruments were adapted from Miraz, Excell and Ali (2016).
Interface Content and Interface Interaction research instruments are adapted from Fang, Liu
and Li (2015). The Interface Functionality research instruments were adapted from Burnam
(2021). Lastly, Trust research instruments were derived from Dzimati (2017). See appendix A
for all itemised research instruments. An English close-ended questioned standardised

questionnaire constructed by employing the research hypotheses.
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The questionnaire employs were a five-point Likert scale where each variable’s response will
be measured based on the scale the question is rated. A five-point Likert scale is used over a
seven-point Likert scale. It gave respondents the right amount of option to react appropriately
without response style biases (Tripathi, 2020). The scale range for the survey is as follows

below.

Table 3.1. five-point Likert scale
(Tripathi, 2020)

Likert scale Point system
Strongly disagree 1
Disagree 2
Not sure 3
Agree 4
Strongly agree 5

Three sections constructed the questionnaire. Section A captured relevant consents for the
participant to proceed with the questionnaire (see appendix A). The second, section B, section
posited the demographical questions that measure the online shopping experience, online
shopping usage and internet usage, see Appendix B. Section three measured the constructs
of the UTAUT-2 model, behavioural intentions and usage behaviour. Finally, it will also
measure online shopping user experience and trust. Section three asked respondents to
indicate which rating best described their psychometric characteristics and behaviour on the

five-point Likert scale (see appendix C).

3.6. Data collection methods

Quantitative research with inferential and descriptive analysis will be employed for this
research. The primary research administrator was an online questionnaire due to its cost-
effectiveness, reliable security and ease of conducting the quantitative research (see appendix
B and C) (Bhattacherjee, 2012). This online questionnaire was shared using email and social
media platforms such as WhatsApp, LinkedIn, Twitter and Instagram. It was made available
for a limited time only. Social media posts and private messages were sent to adults over
eighteen years old residing in Johannesburg. Each social media post calling for the target
sample population to participate in the research included the researcher's details, the link to

the online questionnaire and an overview of what the research study aims to measure.

45



The questionnaire employed for this research will be a non-experimental cross-sectional
questionnaire that collects data within a specific timeframe due to time and budget limitations
(Creswell, 2014). This is opposed to a longitudinal study that requires data collection over a
prolonged period of data and monetary budget allocations (Bryman & Bell, 2019). Creswell
(2014) further posits that a cross-sectional questionnaire collects data for hypotheses of
independent and dependent constructs. This is true as questionnaires are employed to
measure constructs not initially considered assisting researchers to capture emergent and

expected social occurrences in the individual's responses (Bhattacherjee, 2012).

Questionnaires can be impacted by response biases such as (Tellis & Chandrasekaran,
2010): (1) failing to respond; (2) yes saying; (3) naysaying; (4) and systematic exclusions.
Tellis and Chandrasekaran (2010) further posit at those biases can lead to under-reporting or
over-reporting on quantifiable data from individuals, resulting in skewed or incorrect data
analysis and findings. Therefore, researchers should be aware of these biases to prevent the
skewed or incorrect measurement of constructs and resultant weak or incorrect social
phenomena (Bhattacherjee, 2012). This research will employ a cross-sectional questionnaire
to quantifiable data for statistically analysis and deduce inferences against postulated

hypotheses given by the theory.

3.7. Data analysis and interpretation

3.7.1. Descriptive analysis

Section A of the online questionnaire collected information described the sample size'’s
demographics, internet usage and the online shopping experience will be analysed using
descriptive statistics. The findings of the items measured in this section were depicted in the
form of descriptive data such as frequency tables. The second part of the descriptive analysis

was to conduct a check for normality and compute the mean.

The check for normality was completed by computing the skewness, kurtosis and standard
deviation. A check for normality is to determine whether the values of the data set is clustered
or dispersed around the mean (Bryman & Bell, 2019). For a dataset to be considered normally
distributed and to be normally distributed and normally distributed and within a normal range,
its skewness and kurtosis indices should be within -2.58 and +2.58 (Fidell, Tabachnick, &
Ullman, 2007). However, Steinbrecher and Griffin (2013) state that when applying SEM for

statistical analysis on a dataset the appropriate kurtosis indices range is within -10 and +10.
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The standard deviation indicates how close or how far the data points of the dataset cluster
around the mean (Khan, 2011). A high standard deviation indicates that the data has a high
number of values spread out from the mean and is considered unreliable, whereas a low
standard deviation indicates that the data is reliable and clustered closely to the mean (Bryman
& Bell, 2019).The last measure analysed for the descriptive analysis was the mean. The mean
of this dataset is the average of all the responses on the 5-point Likert Scale; it incorporates
feedback from all the respondents of the sample population (Barbosa, Rodrigues, & Lima,
2017). Table 3.1. above illustrates the points allocated to each response selected on the 5-
point Likert Scale. The mean analysis was conducted to indicate the overall score on the 5-
point Likert scale given the number of respondents. This score gave a general and non-
weighted overview of how the respondents view the constructs in relation to shopping

acceptance, with a statistical analysis being employed.

3.7.2. Inferential analysis

The 200-respondent data collected guided the type of inferential analysis conducted to
determine the influence of user experience and trust on online shopping acceptance by South
African consumers. Due to the data collected being responses on a 5-point scale, the analysis
of the causal relationships between the variables was done by employing the Covariance-

based Structural Equation Modelling technique bolstered by a Confirmatory Factor Analysis.

3.7.2.1. Definition of structural equation modelling

Structural Equation Modelling (SEM) is a statistical analysis technique that is employed to
evaluate and illustrate the causal relationships between multivariate variables (Fan, Chen,
Wu, & Shao, 2019). It is the best statistical technique to simultaneously conduct a multiple
linear regression analysis with factor analysis to measure the resultant model structures and
parameters. It aids in determining how well the constructs (variables) of the conceptual
framework related to one another. There are two types of SEM techniques called the
covariance-based structural equation modelling (CBSEM) and the variance-based structural
equation modelling (VBSEM). CBSEM is the analysis of the covariance structures and the
latent variables using statistical analysis software like AMOS (Davick, 2014). Davick (2014)
further denotes that the CBSEM is strictly driven by its chosen theory to confirm causal
relationships between latent variables and measured variables in studies observing
psychometric behaviour of consumers such as this research paper. The minimum sample size
for conducting a CBSEM must be at least 100 - 200 participants with at least 5 latent variables
(Kline, 2011; Davick, 2014; Ramil, Malek, & Muda, 2018).
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VBSEM is the analysis of least squares using the partial least squares algorithm with
generalized structured component analysis that optimizes a global criterion (Davick, 2014). A
limitation posited by Davick (2014) that makes the VBSEM insufficient for this research paper
is that its approach is to predict behaviour among the latent and measured variables giving an
exploratory meaning to the theory being tested. This research paper is confirmatory in nature

and therefore cannot use the VBSEM as a statistical analysis tool for this research paper.

3.7.2.2. Description of CBSEM variables and structures

It is important to note that there are two types of variables within a CBSEM structure: a
measured variable and a latent variable. A measured variable is a manifested variable that is
an outcome of the analysis of the questionnaire responses (i.e., independent variables with
standard errors). A latent variable is inferred from other variables observed through statistical
analysis (i.e., dependent variable with no standard error) (Suhr, 2006). Once the latent and
measured variables are defined, the hypothesized relationships can be illustrated as an
CBSEM structure.

There are two types of CBSEM structures. The first type is a simple CBSEM structure. It
extends a single regression or a direct path between latent and measured variables (Garcia-
Alcaraz, Hernandez, & Diaz-Reza, 2014). The second type is a complex CBSEM structure
that extends multiple regressions or paths between the latent variables (Sturdis, 2021). Due
to the nature of the conceptual framework that hypothesized the existence of a set of
relationships between the proposed constructs that influence online shopping acceptance in
South Africa (independent variables) and the behavioural intentions towards online shopping
in South Africa (dependent variables), a simple CBSEM structure is applicable to the study.
The relationship between the latent variables and the measured variables will also be included
in the simple CBSEM structure employed in this research study. Below is an example of a

typical simple CBSEM structure.
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Figure 3.2. A large but simple SEM structure indicating latent and measured variables with a
path analysis

(Escobar, 2017)

3.7.2.3. Description of CBSEM outputs
There are two types of models the statistical analysis produces to explain the phenomena,

namely (Garcia-Alcaraz, Hernandez, & Diaz-Reza, 2014): (1) a measurement model that
describes how the measured variables relate to one another to represent the theory; (2) and
a structural model that describes the how the independent and dependent constructs relate to
one another based on the proposed conceptual framework. The first objective in CBSEM is to
provide a set of relationships that produce a comprehensive and consistent explanation of the
phenomena studied. This is the development of the measurement model. The measurement
model is a set of path analyses that illustrates the correlations between the dependent
(measured) variable and the independent (latent) variables without the error term (Sturdis,
2021).

These are measured by performing a regression analysis or a path analysis strictly based on
the theoretical framework of the study (Sturdis, 2021). A path analysis is used to measure the
correlation of variables for more complex yet realistic models. The path coefficient is the
effects of a path analysis (Ahn & Kang, 2021). Path coefficients measure of the causal
relationship between the dependent (measured) variable and the independent (latent)
variables without the error (Ahn & Kang, 2021). The measurement model is a result of a
parameter constraint as there is no relationship between the latent variables (the construct

and error term) — this is the “pure model” (Escobar, 2017).
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These causal relationship between the variables can be a diagrammatic illustration of using
shapes and arrows at the end of a line that starts at the independent (latent) variable to point
to the dependent (measured) without error (Fan, Chen, Wu, & Shao, 2019). The range that
specifies a statistically significant path coefficient is with -1 and 1 (Ahn & Kang, 2021). The p-
value of the associated path coefficient must be less than 0.5 for the relationship to be
considered as statistically significant and have influencing power of the independent variable
(Black, Hair, & Banbin, 2010). For the purposes of this study the resultant path diagram is
illustrated in the diagram below. It is based on the UTAUT-2 model extended with user
experience and trust, CBSEM without observing moderating factors and causal relationships

between latent variables, the p-value and the path coefficients.
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Figure 3.3. Path diagram and measurement model of the conceptual framework

Source: Own elaboration

The second objective in CBSEM is to assess and confirm the variance found in the
measurement model (Sturdis, 2021). The researcher is more interested in the structural model
than the measurement model (Ahn & Kang, 2021). In a simplistic fashion, the R? statistic can
be employed to measure how best the structured model best fits the data. It indicates the
variance for the dependent (measured) variable that is explained by the independent (latent)
variables with errors (Ahn & Kang, 2021).
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It provides valuable information about the relationship between the independent (latent)
variables and their respective error (latent) variable to indicate whether the structural model
explains the phenomena just as well as the measurement model did (Filho, Silva, & Rocha,
2011). If the R? statistic is greater than or equal to 0.6 it reveals that structural model fits the
dataset (Ahn & Kang, 2021). There is not a set answer of how high the resultant R? should be
(Frost, 2019).

3.7.2.4. Description of need for Confirmatory Factor Analysis

In a more complex and accurate fashion to estimate the goodness of fit, the Confirmatory
Factor Analysis (CFA) can be employed (Gerbing & Anderson, 1988). The CFA aims to prove
a theoretical framework by utilizing empirical data and this is a necessary step when the
CBSEM is employed for statistical analysis (Cleary, Hunt, Watson, & Thapa, 2020). CFA is
employed, mostly in social and clinical research, to determine how well the observed data
collected fits the proposed conceptual framework (Gerbing & Anderson, 1988). It answers
whether the conceptual framework’s factor structure accurately captures the covariance
between its proposed constructs (Cleary, Hunt, Watson, & Thapa, 2020). It yields results for
the measurement model and the structural model which are evaluated separately (Davick,
2014).

By conducting an analysis on the covariance matrices of the proposed constructs to determine
the conceptual framework’s parameters, this research study undertakes the maximum
likelihood estimation method (Black, Hair, & Banbin, 2010). The maximum likelihood
estimation method provides an estimation of the parameters of the presupposed probability
distribution given the observed data collected (Rossi, 2018). The statistical model's parameter
space's estimated point would maximise the likelihood function (Rossi, 2018).Therefore a CFA
enables a research study to indicate that the proposed conceptual framework is feasible and

likely plausible (Moosbrugger, Schermelleh-Engel, & Mdller, 2003).

3.7.2.5. Determining the measurement model

There are eight or more indices could be used to measure goodness of fit employing the global
fit indices. This is employing a set of model fit indices used to evaluate with hypothesis testing
to either fail to reject or reject the proposed conceptual framework (Cleary, Hunt, Watson, &
Thapa, 2020). For the first method, global indices comprise the absolute, comparative and

parsimony fit indices (Coughlan, Mullen, & Hooper, 2008).
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Absolute fit indices measure the theoretical framework against the collected data that is
observed by evaluating the fit of the covariance structure of the population (Cleary, Hunt,
Watson, & Thapa, 2020). Absolute fit indices are: (1) Chi-Squared (x2); (2) Root Mean Square
Error of Approximation (RMSEA); (3) Root Mean Square Residual (RMSR); (4) Goodness-of-
fit index (GFl); (5) and the Adjusted GFI (Black, Hair, & Banbin, 2010).

The table below indicates what indices need to be to attain for a good fit or an acceptable fit
for the indices. Comparative fit indices compare the hypothesized conceptual framework and
their respective covariances to the baseline model where no meaningful relationships are
specified between the proposed constructs (Cleary, Hunt, Watson, & Thapa, 2020). Cleary,
Hunt, Watson and Thapa (2020) further explain that these indices also illustrate an improved
fit for the conceptual framework in comparison to the presupposed lack of relationships
between the proposed constructs. Comparative fit indices are: (1) Normed Fit Index (NFI); (2)
and the Comparative Fit Index (CFI) (Bentler & Bonett, 1980). The table below indicates what

indices need to be to attain for a good fit or an acceptable fit for the indices.

Parsimony fit indices are adjustments made to the fit indices such that a penalty is added to
the conceptual framework for model complexity (Cleary, Hunt, Watson, & Thapa, 2020).
Simpler models are preferred over complex models, therefore the Parsimony normed-of-fit
index (PNFI) (Black, Hair, & Banbin, 2010). A model is considered as fit when the PNF| statistic
is greater than 0.5 (Meyers, Guarino, & Gamst, 2006).

Bentler and Hu (Bentler & Hu, Cut off criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives, 1993) postulate that even though the Chi —
Squared fit index does also employ the maximum likelihood method by using the test statistic
as the measure of fitness, it has limitations. If the sample size is large, the p-value decreases
which increases the likelihood of a misfit (Cleary, Hunt, Watson, & Thapa, 2020). This may
lead to the hypotheses presented by the conceptual framework to be rejected. Therefore, the
Chi-Squared fit index will not be used for the purposes of this research due to the size of the

sample population the table below provides a standard criterion for the goodness-of-fit-indices.
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Fit Measure

Good Fit

Acceptable Fit

%2 0<% <2df 2df < y* < 3df

p value 05 < p=<100 01 =p=< 05
v/ df 0<y}/df<2 2 < ¥/ df<3
RMSEA 0< RMSEA < 05 05 < RMSEA < 08

p value for test of close fit
(RMSEA < 09)

Confidence interval (CT)

10 < p<1.00

close to RMSEA.
left boundary of CT = .00

05<p< .10

close to RMSEA

SRMR 0<SRMR < 05 05 < SRMR < 10
NFI 95 = NFI<1.00° 90 < NFI = 95
NNFT 97 < NNFI <1.00° 95 < NNFI < 97°
CFI 97T < CFI<1.00 95 < COFI = 97°
GFI 95 < GFI<1.00 90 < GFI < 95
AGFT 90 < AGFI<1.00, 86 = AGFI < 90,
i close to GFI close to GFI
AIc smaller than AJC for comparison model
CAIC smaller than CAIC for comparison model
ECVI amaller than ECVT for comparison model

Note. AGFI = Adjusted Goodness-of-Fit-Index, AIC = Akaike Information Criterion, CAIC = Congistent
AIC, CFI = Comparative Fit Index, ECTVT = Expected Cross Validation Index. GFI = Goodness-of-Fit
Index, NFI = Normed Fit Index, WNFI = Nonnormed Fit Index, RMSEA = Root Mean Square Error of

Approximation, SRME = Standardized Root Mean Square Residual.
8, - g - - - £
NFI may not reach 1.0 even if the cpecified model iz correct, especially in smaller samples (Bentler,

1990). bAc NNFI 1 not normed, values can sometimes be outeide the 0-1 range. ®NNFT and CFT values of

.97 seem to be more realizstic than the often reported cutoff criterion of 95 for a good model fit.

Figure 3.4. Ranges for "good fit" and "acceptable fit" for a Confirmatory Factor Analysis

(Moosbrugger, Schermelleh-Engel, & Miiller, 2003; Meyers, Guarino, & Gamst, 2006).

3.7.2.6. Determining the structural model

The final objective of CBSEM is to specify the structural equation model to evaluate the
relationships between the measured variables, the latent variables and their respective errors
(Gerbing & Anderson, 1988). The structural model is specified by extending the measurement
model to include the inner model which is the relationship between the latent variables
(Hungilo & Setyohadi, 2020). It is the assessment of multicollinearity between the latent
variables as well as between the independent and dependent variables (Black, Hair, & Banbin,
2010). Independent variables must be and remain independent as they indicate the cause of
an effect in the cause-effect relationship that describes the relationship between the
independent and dependent variable (Frost, 2019). In that case a dependent variable
depended on how the independent variable changes, its outcome depends on the changes in

the independent variable.
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The Inner Variance Inflation Factors (VIF) are the outcomes of the assessment of collinearity.
The Inner VIF is measured by inputting each variable’s R-squared statistic into this formula:
(1/ (1 - R;?)) (Frost, 2019). The acceptable level of VIF is less than or equal to five (Wende,
Ringle, & Becker, 2015). Any value above five indicates multicollinearity. If the Inner VIF is
high this indicates that there is high collinearity between the independent and dependent
variables, thus discrediting the previously defined causal relationships and statistical

significance (p-value) of the independent variables (Hungilo & Setyohadi, 2020).

CBSEM statistical technique was applied to analyse the measures using SPSS software
provided by the University of the Witwatersrand. According to Novikova, Richman, Supekar,
& Hall, (2013) the advantages of employing SEM are: (1) it estimates the existence of
emergent variables by means of the identified variables; (2) the conceptual framework is
tested as a structure that can be assessed according to the fit of the data; (3) and it explicitly
evaluates the errors. This will help the research accurately define the causal and statistical
relationship between the identified and emergent variables more accurately than a multiple
regression, or a partial least square model (Amra & Almir, 2016). The proposed framework
includes both types of variables whose outcomes will help determine the factors influencing
the acceptance of online shopping in South Africa. Thus, the complex computing of
simultaneous equations, path analysis and covariance structure analysis included in CBSEM

is well suited for the elaboration of theory and construction of the proposed framework.

3.8. Reliability and validity

To begin the inferential analysis the data collected was then subjected to analyse the
measurement model. This was done by employing a test for reliability starting with the
Cronbach Alpha and Composite Reliability. Reliability of measurements need to be
established in a quantitative analysis to illustrate the results accuracy, reliability and
dependability (Cronbach, 1951). Reliability highlights the perspectives about the dataset
(Schindler & Cooper, 2011): (1) it implies stability of the responses on the scale items when
the same dataset was tested twice using the same test; (2) and it measures the homogeneity
of the underlying constructs. Cronbach Alpha and the Composite Reliability statistics are used
as measures that indicate the reliability of a dataset. The analysis of the Cronbach alpha was
employed to provide for a research study a measure of the dataset’s internal consistency and
evaluating the reliability (Boudreau, Gefen, & Straub, 2000; Bhattacherjee, 2012). Berstein
and Nunnally (1994) stated that a Cronbach’s alpha within a range of 0.6 and 0.8 illustrates

that the studied items are reliable and achieves an internal consistency.
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The composite reliability is a scale that measures reliability of the constructs (Sarstedt,
Henseler, & Ringle, 2011). A construct achieves internal reliability when its composite
reliability is greater than or equal to 0.7 (Sarstedt, Henseler, & Ringle, 2011). If the internal
reliability of the dataset without error (measurement model) is proven, it could apply to the
structural model (Black, Hair, & Banbin, 2010).

The second measure analysed was the convergent validity and discriminant validity. This
analysis was applied of the resultant measurement model. The convergent validity illustrates
that the independent (latent) constructs without the error have a high correlation with the
dependent (measured) construct (Ahn & Kang, 2021). Convergent validity ensures that the
independent (latent) variable without error is reliable (Black, Hair, & Banbin, 2010).

Any unreliable latent constructs are removed from the conceptual framework (Black, Hair, &
Banbin, 2010). This ensures that the quality of the construct is present and applicable to the
structural model. Convergent validity is measured by the outcomes of factor loadings average

variance extracted (AVE).

The factor loadings of the selected independent and dependent variables without error must
exceed a factor loading value that is greater than or equal to 0.6 (Ahn & Kang, 2021). This will
indicate that the expected high correlatability between them is existent. It is recommended
that the average variance extracted should be smaller than the composite reliability and the
composite reliability must be greater than 0.5 (Sarstedt, Henseler, & Ringle, 2011). If the
convergent validity of the dataset without error (measurement model) is proven, it could apply
to the structural model (Black, Hair, & Banbin, 2010).

The discriminant validity is applied to the measurement model to evaluate which independent
(latent) variables can be included in the model because they are easily differentiated (Ahn &
Kang, 2021). This means that the independent (latent) variables have a low correlation and
are not related. Discriminant validity was evaluated using the Fornell-Locker criterion (diagonal
values), which is the square root of the average variance extracted (Sarstedt, Henseler, &
Ringle, 2011). An independent (latent) construct must make sure that the square root of the
average variance is greater than the resultant correlation (path) coefficients (Black, Hair, &
Banbin, 2010). Alternatively, the acceptable factor loading should be greater or equal to 0.55
(Ahn & Kang, 2021). That would mean that the independent (latent) constructs of the
measurement model achieve discriminant validity it could apply to the structural model (Black,
Hair, & Banbin, 2010).

55



3.9. Limitations of the study

There were the weaknesses associated with the commitments made to conduct the research.
Since there is no exhaustive list containing the contact details of all South Africans, the
researcher limited the study to a location within proximity. There was a lack of research
employing the UTAUT-2 with User experience and trust constructs to determine the factors
influencing online shopping among South Africans. This study aimed to pioneer a conceptual

framework that can then be used for further research and applied by businesses in future.

3.10. Ethical considerations

Ethics is defined as the morals and behaviours studied in distinguishing between wrong and
right (Bryman & Bell, 2019). Ethics is crucial in research as it mitigates wrong or unethical
practices opposing the conduct required for scientific research (Bhattacherjee, 2012). To
mitigate unethical conduct in this research, approval of the research proposal and ethical
clearance was obtained from the University of the Witwatersrand’s research panel and ethics

committee before the start of the data collection.

3.10.1. Consent and anonymity

Individuals who participated in the study were requested to provide consent to participate in
the research anonymously. The participants also provided consent to the processing and
storing of their collected anonymised data for the purposes of the study. If the participant
agreed to participate in the research, they selected ‘yes’ and proceeded with the online
questionnaire. If not, they selected ‘no’, which terminated their participation in the research

(see appendix C).

3.10.2. Privacy
The participants were assured that their data would be anonymised and safely captured,

stored and processed only for research (see appendix C).

3.10.3. Protection from harm
Finally, the participants had the opportunity to withdraw from the research at any point in time
by either exiting the survey or contacting the researcher to delete their information collected,

see appendix C. All the incomplete responses collected were removed from the data set.
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3.11. Chapter summary

This chapter outlined the research methodology in the form of procedures that were followed
for the duration of the study. It included the research paradigm and the research approach.
This is followed by the research design and, finally, the ethical considerations of the study.
Chapter four will outline and present the results and interpretations of the data collected from
the sample population through an online questionnaire. That section will inform the
conclusions and contributions made to South African literature addressing the acceptance of

online shopping in South Africa.
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4. Chapter 4: Data analysis

4.1. Introduction

The premise of this study is to investigate the influence of user experience and trust on online
shopping acceptance by South African consumers. This chapter outlines the empirical findings
regarding the possible relationship between the twelve independent constructs (UTAUT-2,
user experience and trust constructs) and one dependent construct (behavioural intention
towards accepting online shopping). South Africans over the age of eighteen years old were
the study's target population. During the data collection process, an approximately 350 were
approached by means of social media posts, private messaging and sharing the survey link
in group chats. A total of 241 responses to the questionnaire were collected. Out of the 241
responses collected, only 223 were usable because there was missing data and incomplete

surveys could be attributed. Only 200 responses were statistically analysed.

A two-step analysis approach was undertaken in this section. The data collected was
subjected to a descriptive analysis. This is proceeded by validity, reliability and inferential
analyses of the data collected. CBSEM was used as the statistical technique to estimate and
evaluate the hypothesised relationships proposed in the conceptual framework of this
research paper. Therefore, the chosen statistical technique enables the determination of the
correlations between the stated independent and dependent variables. The SPSS AMOS

statistical package was used to action CBSEM for the statistical analysis.

4.2. Procedures followed for cleaning the data
To increase descriptive and statistical accuracy, the data was cleaned before analysis. A total
of 241 questionnaire responses were collected and 41 were removed and excluded to

maintain consistency in the suggested sample size and the data collected.

4.3. Descriptive analysis
The next section outlines the descriptive analysis results regarding the demographic profile of

the respondents based on their responses.

4.3.1. Gender
The aim of this question was to understand the gender distribution of the sample population.
The results outlined that the sample population is made up of 133 female (66.5%), 66 male

(33%) and 1 non-binary (0.5%) respondent.
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4.3.2. Age

174 respondents (79.5%) of the sample population indicated that their age falls between the
25 to 40 years old group. 27 respondents (13.5%) indicated their age falls between the age
group of 18 to 24 years old group. 11 respondents (5.5%) indicated that their age falls between
the 41 to 56 years old group. Only 3 respondents (1.5%) indicated that their age fall between
the 57 to 66 years old group.

4.3.3. Education

With regards to education, 93 respondents (46.5%) indicated that they had obtained their
postgraduate degree. 59 respondents (29.5%) indicated that they had obtained their
bachelor’s degree. 22 respondents (11%) indicated that they had obtained their matric
certificate. 14 respondents (7%) indicated that they had obtained their national diploma and

12 respondents (6%) indicated that they had obtained their higher certificate.

4.3.4. Income

The results indicated that 89 (44.5%) respondents have an income that is either equal to or
greater than R26000. 88 respondents (44%) indicated that they earned between R3000 and
R25000. 23 respondents (11.5%) indicated that their earnings are below R3000.

4.3.5. Internet access and internet-enabled device type

The aim of this question is to understand the sample population’s accessibility of the internet
and which internet enabled devices are used to access it. The results indicated that 199
respondents (99.5%) have access to the internet. Of the 199 respondents with internet access,
141 respondents (70.5%) use their cell phones, 56 respondents (28.0%) use their laptop and

3 respondents (1.5%) use their TV as devices to access the internet.

4.3.6. Online shopping experience

The next set of questions that will be addressed here aimed to understand whether the sample
population is aware of the online retailing environment and resultant online shopping
outcomes. 195 respondents (97.5%) indicated that they know of online shopping websites and
applications. 194 respondents (95.5%) indicated they have browsed through an online
shopping website. 191 respondents (95.5%) indicated that they have bought something
online. Out of the respondents that have indicated that they have bought something online,
196 respondents (98%) have either bought books, clothes and shoes, home décor, food and

drinks, electronics, cosmetics, make-up, or all the above.
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4.3.7. Skewness, kurtosis analysis and standard deviation analysis

Table 4.1. below outlines the skewness results, kurtosis analysis and standard deviation. The
resultant skewness indices for this dataset are within the range of -2.200 and 0.259. The
resultant kurtosis indices for this dataset are within the range of -0.744 and 6.860. This is in
adherence with Steinbrecher and Griffin’s statement. This resultant range and any variations
from the £ 3 and + 10 range may not indicate that the dataset is not normally distributed
because SEM is an analytically robust statical analysis method (Steinbrecher & Griffin, 2013).
Therefore, this dataset is normally distributed and within a normal range. The standard
deviation for all the constructs were within a range of 0.6897 and 1.1344 which is low and thus

the data points of the dataset are clustered around the mean.

Table 4.1. Descriptive analysis of statistics that measure normality of the data set

Source: Own elaboration

Construct Mean Std. Deviation Skewness Kurtosis
Performance Expectancy 4.1387 0.8015 -1.297 1.857
Facilitating Conditions 4.3638 0.7141 -2.200 6.860
Effort Expectancy 4.4058 0.6897 -1.862 4,773
Social Influence 3.5918 0.9004 -0.373 -0.163
Hedonic Motivation 4.0485 0.8917 -1.074 1.199
Price Value 3.7028 1.0162 -0.709 -0.064
Habit 2.7295 1.1344 0.259 -0.744
Trust 3.5859 0.8657 -0.411 -0.126
Presentation 4.0376 0.7914 -0.752 0.497
Content 4.0171 0.8036 -0.795 0.863
Interaction 3.6684 0.8714 -0.452 0.189
Functionality 3.7993 0.8506 -0.592 0.167
Behavioural intention 4.0584 0.8080 -1.138 1.969

4.4. Inferential analysis

4.4.1. Cronbach alpha analysis

The Cronbach alpha results are above 0.6 and are reliable. Therefore, no outliers were
recorded. All the items observed were retained for further analysis. This also indicates that the
dataset achieves stability, internal consistency, and homogenous independent (latent) and

dependent (measured) variables.
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4.4.2. Composite reliability analysis

All the constructs achieved a composite reliability that is great than 0.7. Specifically, within the
range of 0.839 and 0.927. This means that all the factors are dependable. This means that all
the independent (latent) variables do not need to be removed from the measurement model

and they are in the measurement model and are for the structural model.

4.4.3. Convergent validity analysis

The average variance extracted for all the constructs are greater than 0.5. Specifically with
the range of 0.567 and 0.810. Table 4.2. below indicates the factor loadings for the items
measured for each independent (latent) variable are greater than 0.55. Specifically, within a
range on 0.535 and 0.947. This means that all the factors achieve convergent validity.
Furthermore, the square root of the average variance extracted for all the constructs are
greater than their respective path coefficients. The convergent validity of the measurement
model illustrates that all the independent (latent) constructs without the error have a high

correlation with the dependent (measured) construct (Ahn & Kang, 2021).

Table 4.2. Validity and reliability statistics and outcomes

Source: Own elaboration

Factors ltems Loadings AVE CR Cronbach's Alpha
Performance Expectancy

P1 0.891 0.665 0.887 0.805

P2 0.876

P3 0.650

P4 0.822

Facilitating Conditions

1 0.827 0.650 0.880 0.798
Cc2 0.881
a3 0.833
C4 0.669

Effort Expectancy

E1 0.883 0.688 0.897 0.831
E2 0.883
E3 0.850
E4 0.686

Social Influence

SI 0.535 0.567 0.836 0.737
SI2 0.739
SI3 0.833
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Sl4

Hedonic Motivations
HM1
HM2
HM3
HM4

Price Value
PV1
PV2
Pv3
PV4

Habit
H1
H2
H3
H4

Trust
T1
T2
T3
T4

Presentation
UXP1
UXP2
UXP3

Content
UXC1
UXC2
UXC3

Interaction
UXI1
UXi2
UXI3

Functionality
UXF1
UXF2
UXF3

Behavioural intention
B_I1
B_I2
B_I3

0.861

0.914
0.903
0.763
0.837

0.812
0.798
0.875
0.822

0.797
0.850
0.834
0.831

0.641
0.825
0.875
0.760

0.828
0.912
0.867

0.904
0.947
0.846

0.796
0.879
0.782

0.808
0.817
0.817

0.852
0.837
0.698

0.733

0.684

0.686

0.609

0.756

0.810

0.673

0.663

0.638

0.916

0.897

0.897

0.860

0.903

0.927

0.860

0.855

0.839

0.878

0.844

0.847

0.761

0.836

0.878

0.755

0.737

0.700
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4.4.4. Discriminant validity analysis

Table 4.3. below indicates the Fornell-Locker criterion (diagonal values) within a range of
0.753 and 0.900 are greater than the path coefficients with a range of -0.023 and 0.226. The
constructs achieve a discriminant validity. This means that the independent (latent) variables

have a low correlation, are not related with one another and are truly independent.

Table 4.3. Construct Reliability, Convergent Validity and Discriminant Validity for the Sample Size

Source: Own elaboration

Construct CR AVE PE FC EE N HM PV H T P C | F Bl
PE 0.887 0.665 0.815

FC 0.880 0.650 0.559 0.806

EE 0.897 0.688 0.565 0.726 0.829

Sl 0.836 0.567 0.375 0.380 0.263 0.753

HM 0.916 0.733 0.614 0.532 0.524 0.582 0.856

PV 0.897 0.684 0.691 0.400 0.472 0.341 0.578 0.827

H 0.897 0.686 0.454 0.324 0.303 0.349 0.586 0.451 0.828

T 0.860 0.609 0.502 0.482 0.475 0.246 0.479 0.509 0.492 0.780

P 0.903 0.756 0.543 0.518 0.605 0.375 0.585 0.570 0.342 0.615 0.869

C 0.927 0.810 0.551 0.528 0.582 0.370 0.560 0.528 0.332 0.571 0.820 0.900

| 0.860 0.673 0.346 0.454 0.339 0.565 0.565 0.368 0.306 0.425 0.507 0.550 0.820

F 0.855 0.663 0.429 0.503 0.563 0.358 0.524 0.424 0.300 0.521 0.629 0.641 0.625 0.814

Bl 0.839 0.638 0.623 0.583 0.597 0.395 0.609 0.551 0.404 0.545 0.593 0.596 0.579 0.574 0.799

4.4.5. Confirmatory factor analysis

Table 4.4. below indicates the resultant tests for goodness of fit for the measurement and
structural models. The indicates that the measurement model of the conceptual framework
accurately captures the covariance between its proposed constructs without error. This result

is due to the fit indices achieving an overall acceptable fit in all its fit indices.

This is applicable to the structural model as well as all the fit indices achieve a good fit. This
means that the structural model accurately represents the factor structure of the latent
variables, measured variables and the errors. None of the variables need to be removed from

the structural model at this point of the inferential analysis.
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Table 4.4. Goodness-of-Fit Measurement and Structural Model

Source: Own elaboration

Fit Index Recommended MM SM
df N/A

X2/df < 3.0 Meyers et al., 2005 & Hair et al., 2009 3.118 3.307
GFI > .90 Meyers et al., 2005 0.891 0.916
AGFI > .80 Meyers et al., 2005 0.81 0.816
CFI > .90 Hatcher, 1994 0.924 0.941
RMSR < .05 Meyers et al., 2005 0.027 0.043
RMSEA < .08 Meyers et al., 2005 0.073 0.065
NFI > .90 Bentler & Bonett, 1980 0.949 0.965
PNFI > .50 Meyers et al., 2005 0.705 0.762

Note: Measurement Model (MM) & Structural Model (SM)

4.4.6. Structural model analysis

The next step was to conduct the assessment of the structural model to determine whether
the identified causal relationships or path coefficients among the factors explain the
conceptual framework. This is the coefficient of determination assessment, also called R?
statistic. Table 4.5. below indicates the resultant R? statistic is 0.619, this means that the
causal relationships or the path coefficients of the structural model explain 61.9% of variance
in the dependent variable. This means that the performance expectancy, facilitating
conditions, effort expectancy, social influence, hedonic motivation, price value, habit, trust,
presentation, content, interaction and functionality have about 61.9% influencing power over
Behavioural Intention’s variance. Therefore, the Behavioural intention was impacted by the
identified independent variable i.e., performance expectancy, facilitating conditions, effort
expectancy, social influence, hedonic motivation, price value, habit, trust, presentation,

content, interaction and functionality.

Table 4.5. Coefficient of Determination (R2)

Source: Own elaboration

Variance Explained

Dependent Variable Behavioural intention

R? 0.619
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To address the probable issues with collinearity, the Variance Inflation Factor (VIF) must be
calculated. The VIF collated in Table 4.6. below are within a range of 1.714 and 3.894 which
means all constructs achieve a VIF that is below 5. This indicates that all twelve of the
independent (latent) variables were seen as different. This means that there is no presence of
multicollinearity between performance expectancy, facilitating conditions, effort expectancy,
social influence, hedonic motivation, price value, habit, trust, presentation, content, interaction

and functionality.

Table 4.6. Collinearity Statistics (VIF values)

Source: Own elaboration

Construct Variance Inflation Factor (VIF)
Performance Expectancy 2.415
Facilitating Conditions 2.317
Effort Expectancy 2.548
Social Influence 1.714
Hedonic Motivation 2.839
Price Value 2.144
Habit 1.740
Trust 2.101
Presentation 3.894
Content 3.658
Interaction 2.348
Functionality 2.363

The next step was to assess the resultant path coefficients of the paths and associated p-
values between the independent variables and the dependent variable. For the path to be
statistically significant its associated p-value must be greater than 0.05. The Table 4.7. below
indicates the significant paths representing the significant relationships between the
independent and dependent variables for only 3 of the 12 paths assessed. The path

coefficients are within a range of — 0.019 and 0.241.
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Source: Own elaboration

Table 4.7. Path Analysis Estimates

Parameters Path Coefficients p-value Decision
Performance Expectancy - Bl 0.233 0.001 Fail to Reject
Facilitating Conditions - B 0.119 0.121 Reject

Effort Expectancy - Bl 0.180 0.031 Fail to Reject
Social Influence - BI -0.019 0.627 Reject
Hedonic Motivation - Bl 0.099 0.115 Reject

Price Value - BI 0.046 0.356 Reject

Habit - BI 0.009 0.735 Reject

Trust - Bl 0.055 0.196 Reject
Presentation - Bl 0.028 0.704 Reject
Content - BI 0.052 0.514 Reject
Interaction - Bl 0.241 0.001 Fail to Reject
Functionality - Bl 0.043 0.612 Reject

:

The variance in Behavioural Intention is influenced by performance expectancy, facilitating

conditions, effort expectancy and interaction. Performance expectancy, effort expectancy and

interaction affirm the alternative hypotheses and are retained in the structural model because

their associated p-values are less than 0.05. Furthermore, facilitating conditions, social

influence, hedonic motivation, price value, habit, trust, presentation, content and functionality

do not have influencing power over Behavioural Intention of online shopping acceptance by

the sample population.

Performance expectancy

Effort expectancy

Interaction

Xoc

Pyy =0,241

Key

y; : Measured/dependent variable
x; : Latent/independent variable
P; : Path coeffient

Yi : p — statistic

Figure 4.1. The structural model representing the factors that influence online shopping

acceptance by the sample population

Source: Own elaboration

Behavioural
intention

Y1
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4.5. Chapter summary

Chapter four deduces the findings of the primary research data collected of this research
study. The descriptive nature of the collected data from the sample population was outlined
by deducing its characteristics, frequencies, mean and normal distribution. The normal
distribution of the collected data was represented by the outcomes of the skewness, kurtosis
and standard deviation. The statistical analysis was done by outlining the inferential nature of
the primary research. The relationships between the hypothesised factors that influence online
shopping acceptance were evaluated. The outcomes of the measurement model permitted
the determination of the discriminant validity, convergent validity, construct reliability,

goodness-of-fit and factors included in the structural model.
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5. Chapter 5: Discussions of the empirical findings

5.1. Introduction
This chapter aims to discuss the empirical findings outlined in the previous chapter. The

findings are outlined in a more in-depth fashion.

5.2. Summary of the empirical findings

The outcomes of the descriptive analysis indicated that the sample population’s responses to
measured factors were positive and clustered around the mean. There majority of the online
questionnaire responses were repetitively similar and only a handful of outlier responses were
present. This means that the sample population affirms that they are familiar with online
shopping. The respondent’s online questionnaire answers can provide valuable insights if a
descriptive and inferential analysis is applied to the online questionnaire data collected. Based
on the demographic results from the population sample, the South African online shopper

could be described by the following user persona characteristics:

¢ Woman between the ages of 25 to 40 years old.

o Educated with a qualification of a postgraduate degree.

e Earns an income greater than or equal to R26000.

e Has access to the internet.

e Uses their mobile phone to access the internet.

¢ |s aware of online shopping websites and applications.

e Has bought books, clothes and shoes, home décor, food and drinks, electronics,

cosmetics, make-up, or all the above online.

The outcomes obtained from the inferential analysis were different from the UTAUT-2
framework based on the theoretical framework and findings from literature guiding the
literature review. Based on the results from the structural model assessment there were
factors that were rejected as constructs that influence online shopping acceptance by South
Africans. The identified constructs were not included in the structural model of this research
study and are factors that do not influence online shopping acceptance by South Africans. The

following hypotheses representing the constructs that were rejected:

H2: Facilitating Condition positively influences the behavioural intent towards South Africans
accepting online shopping.
H4: Social influence positively influences the behavioural intent towards South Africans

accepting online shopping.
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H5: Hedonic motivations positively influences the behavioural intent towards South Africans
accepting online shopping.

H6: Price value positively influences the behavioural intent towards South Africans accepting
online shopping.

H7: Habit positively influences the behavioural intent towards South Africans accepting online
shopping.

H8: Trust positively influences the behavioural intent towards South Africans accepting online
shopping.

H9a: Presentation positively influences the behavioural intent towards South Africans
accepting online shopping.

H9b: Content positively influences the behavioural intent towards South African consumers
over accepting online shopping.

H9c: Functionality positively influences the behavioural intent towards South Africans
accepting online shopping.

H9d: Interaction positively influences the behavioural intent towards South Africans accepting

online shopping.

The findings of the inferential analysis indicate that facilitating conditions, social influence,
hedonic motivations, price value, habit, trust, presentation, content and functionality are weak
influencers of the acceptance of online shopping by South Africans. There were constructs
that were not rejected based on the results of the structural model assessment. This
suggested that there is a significant relationship between the “accepted” (failed to reject)
constructs and behavioural intention. Furthermore, these constructs were thus included from
the resultant structural model and are not considered as factors that influence online shopping
acceptance by South Africans. The following hypotheses representing the constructs that

were “accepted” and are factors that influence online shopping acceptance by South Africans:

H1: Performance expectancy positively influences the behavioural intent towards South
Africans accepting online shopping.

H3: Effort expectancy positively influences the behavioural intent towards South Africans
accepting online shopping.

H9d: Interaction positively influences the behavioural intent towards South Africans accepting

online shopping.
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5.3. Answering the primary research question

The section aimed to discuss the findings pertaining to Research question 1.

5.3.1. What factors influence the acceptance of online shopping by South African
consumers?

The relationship between performance expectancy and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the performance
expectancy of technology does significantly and positively influence the behavioural intentions
of its targeted consumers in a developing country when employing the UTAUT and UTAUT-2
as a research framework (Piarna, Fathurohman, & Purnawan, 2020; Aswani, llavarsan, Kar,
& Vijaya, 2018; Dzimati, 2017). More specifically, it was expected that performance
expectancy would be a significant influencer of online shopping acceptance by South African
consumers (Dzimati, 2017). The results from the structural model analysis produced a p-value
of 0.001 for performance expectancy. This research study suggests that the performance
expectancy of online shopping technology is not significant to South African online shopping

consumers, and therefore it does not influence their online shopping acceptance.

The emergent result contrasts with the assertions posited by the literature reviewed in Chapter
2 (Piarna, Fathurohman, & Purnawan, 2020; Aswani, llavarsan, Kar, & Vijaya, 2018; Dzimati,
2017). On the other hand, the structural model analysis results of this research study affirmed
literature reviewed in Chapter 2 that asserts that performance expectancy is not significant
and does not influence online shopping acceptance in a developing country like South Africa
when employing the UTAUT-2 as a research framework (Merhi, Hone, & Tarhini, 2019;
Hungilo & Setyohadi, 2020).

The relationship between effort expectancy and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the effort expectancy of
technology does significantly and positively influence the behavioural intentions of its targeted
consumers in a developing country when employing the TAM, UTAUT and UTAUT-2 as a
research framework (Aswani, llavarsan, Kar, & Vijaya, 2018; Jackson, 2018; Pentz, Du Preez,
& Swiegers, 2020; Makhita, Van Scheers, & Mogashoa, 2019; Jibril, Kwarteng, Pilik, & Botha,
2019; Hungilo & Setyohadi, 2020; Dzimati, 2017).
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More specifically, it was expected that effort expectancy would be a significant influencer of
online shopping acceptance by South African consumers (Dzimati, 2017). The results from
the structural model analysis produced a p-value of 0.030 for effort expectancy. This research
study suggests that the effort expectancy of online shopping technology is a significant to
South African online shopping consumers, and therefore, it influence their online shopping
acceptance. The emergent result affirms the assertions posited by the literature reviewed in
Chapter 2 (Aswani, llavarsan, Kar, & Vijaya, 2018; Hungilo & Setyohadi, 2020; Dzimati, 2017).
On the other hand, the structural model analysis results of this research study contrasted the
literature reviewed in Chapter 2 that asserts that effort expectancy is not significant and does
not influence online shopping acceptance in a developing country like South Africa when
employing the UTAUT and UTAUT-2 as a research framework (Merhi, Hone, & Tarhini, 2019;
Piarna, Fathurohman, & Purnawan, 2020). This indicates that South African consumers are
concerned whether the online shopping platform has a sophisticated navigation ability to be

used to accept online shopping.

The relationship between social influence and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the social influence of
technology does significantly and positively influence the behavioural intentions of its targeted
consumers in a developing country when employing the UTAUT and UTAUT-2 as a research
framework (Merhi, Hone, & Tarhini, 2019; Piarna, Fathurohman, & Purnawan, 2020; Aswani,
llavarsan, Kar, & Vijaya, 2018; Dzimati, 2017). More specifically, social influence was
expected to be a significant influencer of online shopping acceptance by South African

consumers (Dzimati, 2017).

The results from the structural model analysis produced a p-value of 0.650 for social influence.
This research study suggests that the social influence of online shopping technology is not
significant to South African online shopping consumers, and therefore it does not influence
their online shopping acceptance. This result indicates that South African consumers’ online
shopping acceptance is not influenced by the views and opinions of people in their online and
physical social circles (Dzimati, 2017). Therefore, a South African consumer’s motivation to
accept online shopping does not rely on the opinions and post-sale experiences about the
products and services previously bought by other South African online shoppers (Merhi, Hone,

& Tarhini, 2019). This is in contrast to the South African literature reviewed in Chapter 2.

71



The relationship between facilitating conditions and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the facilitating conditions
of technology does significantly and positively influence the behavioural intentions of its
targeted consumers in a developing country when employing the UTAUT and UTAUT-2 as a
research framework (Merhi, Hone, & Tarhini, 2019; Aswani, llavarsan, Kar, & Vijaya, 2018).
More specifically, highlighted South African research studies included in the literature review
did not indicate that facilitating conditions would be a significant influencer of online shopping
acceptance by South African consumers (Jackson, 2018; Makhita, Van Scheers, & Mogashoa,
2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati, 2017). The results from
the structural model analysis produced a p-value of 0.121 for facilitating conditions. This
research study suggests that the facilitating conditions of online shopping technology is not
significant to South African online shopping consumers and therefore it does not influence
their online shopping acceptance. This is in contrast to the South African literature reviewed
in Chapter 2.

The relationship between price value and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the price value of
technology significantly influences the behavioural intentions of its targeted consumers in a
developing country when employing the UTAUT-2 as a research framework (Hungilo &
Setyohadi, 2020). More specifically, highlighted South African research studies included in the
literature review did not indicate that price value would significantly influence online shopping
acceptance by South African consumers. These studies did not employ the most advance
user technology acceptance framework available, this is the UTAUT-2 (Jackson, 2018;
Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers,
2020; Dzimati, 2017).

Furthermore, the highlighted literature from developing countries like South Africa also did not
indicate that price value would be a significant influencer of online shopping acceptance by
the targeted consumers when employing the UTAUT and UTAUT-2 as a research framework
(Merhi, Hone, & Tarhini, 2019; Piarna, Fathurohman, & Purnawan, 2020; Aswani, llavarsan,
Kar, & Vijaya, 2018). The results from the structural model analysis produced a p-value of
0.316 for the price value. This research study suggests that the price value of online shopping

technology is not significant to South African online shopping consumers and therefore it does
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not influence their online shopping acceptance. This affirms the South African literature

reviewed in Chapter 2.

The relationship between hedonic motivation and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the hedonic motivations
of technology does significantly and positively influence the behavioural intentions of its
targeted consumers in a developing country when employing the UTAUT-2 as a research
framework (Merhi, Hone, & Tarhini, 2019; Aswani, llavarsan, Kar, & Vijaya, 2018). More
specifically, highlighted South African research studies included in the literature review did not
indicate that hedonic motivation would be a significant influencer of online shopping
acceptance by South African consumers as these studies did not employ the most advanced
user technology acceptance framework available, this is the UTAUT-2 (Jackson, 2018;
Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers,
2020; Dzimati, 2017). The results from the structural model analysis produced a p-value of
0.127 for the price value. This research study suggests that the hedonic motivation of online
shopping technology is not significant to South African online shopping consumers and
therefore it does influence their online shopping acceptance. This affirms the South African

literature reviewed in chapter 2.

The relationship between habit and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that the habit of technology
does significantly and positively influence the behavioural intentions of its targeted consumers
in a developing country when employing the UTAUT-2 as a research framework (Venkatesh,
Thong, & Xu, 2012).More specifically, highlighted South African research studies included in
the literature review did not indicate that habit would be a significant influencer of online
shopping acceptance by South African consumers as these studies did not employ the most
advanced user technology acceptance framework available, this is the UTAUT-2 (Jackson,
2018; Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, &
Swiegers, 2020; Dzimati, 2017). The results from the structural model analysis produced a p-
value of 0.009 for the price value. This research study suggests that the habit of online
shopping technology is significant to South African online shopping consumers and therefore

it does influence their online shopping acceptance.
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5.4. Answering the secondary research question

The section aimed to discuss the findings pertaining to Research question 2.

5.4.1.How does trust influence the acceptance of online shopping by South African
consumers?

The relationship between trust and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that trust in technology does
significantly and positively influence the behavioural intentions of its targeted consumers in a
developing country when employing the TAM, UTAUT and UTAUT-2 as a research framework
(Jibril, Kwarteng, Pilik, & Botha, 2019; Merhi, Hone, & Tarhini, 2019; Piarna, Fathurohman, &
Purnawan, 2020; Pohjolainen, 2020; Aswani, llavarsan, Kar, & Vijaya, 2018; Hungilo &
Setyohadi, 2020; Dzimati, 2017; Bach, Da Silva, & Souza, 2020). More specifically, highlighted
South African research studies included in the literature review did indicate that trust would be
a significant influencer of online shopping acceptance by South African consumers (Dzimati,
2017). The other online shopping acceptance focused research studies conducted in South
Africa did not include trust as a construct (Jackson, 2018; Makhita, Van Scheers, & Mogashoa,
2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020). The results from the structural
model analysis produced a p-value of 0.070 for trust. This research study suggests that the
trust online shopping technology is not significant to South African online shopping consumers
and therefore, it does not influence their online shopping acceptance. This affirms the South
African literature reviewed in chapter 2 (Jackson, 2018; Makhita, Van Scheers, & Mogashoa,
2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020)..

5.4.2.How does user experience influence South African consumers' acceptance of online
shopping?

Based on the literature review in Chapter 2, it was hypothesised that the user experience of
technology does significantly and positively influence the behavioural intentions of its targeted
consumers in a developing country when employing the TAM, UTAUT-2 or no framework as
a research framework (Jibril, Kwarteng, Pilik, & Botha, 2019; Pohjolainen, 2020; Aswani,
llavarsan, Kar, & Vijaya, 2018; Bach, Da Silva, & Souza, 2020). More specifically, highlighted
South African research studies included in the literature review did not indicate that user
experience would be a significant influencer of online shopping acceptance by South African
consumers as these studies did not include user experience as a construct (Jackson, 2018;
Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers,
2020; Dzimati, 2017).
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The other online shopping acceptance focused research studies conducted in South Africa
did not include trust as a construct (Jackson, 2018; Makhita, Van Scheers, & Mogashoa, 2019;
Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020). The results from the structural model
analysis produced p-values for the user experience sub-constructs. This research study
suggests that only one out of the four user experience sub-constructs is significant to South

African online shopping consumers and influence their online shopping acceptance.

The relationship between presentation and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that as part of user
experience, interface presentation in technology does significantly and positively influence the
behavioural intentions of its targeted consumers (Hassenzahl, 2008; Varsaluoma, 2018;
Shahzad, 2015). More specifically, highlighted South African research studies included in the
literature review did not indicate that interface presentation would be a significant influencer
of online shopping acceptance by South African consumers (Jackson, 2018; Makhita, Van
Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati,
2017). The results from the structural model analysis produced a p-value of 0.776 for interface
presentation. This research study suggests that the presentation of online shopping
technology is not significant to South African online shopping consumers and therefore it does
not influence their online shopping acceptance. This affirms the South African literature
reviewed in chapter 2 (Jackson, 2018; Makhita, Van Scheers, & Mogashoa, 2019; Swiegers,
2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati, 2017).

The relationship between content and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that as part of user
experience, interface content in a technology does significantly and positively influence the
behavioural intentions of its targeted consumers (Hassenzahl, 2008; Varsaluoma, 2018; Zhou,
2015; Shahzad, 2015). More specifically, highlighted South African research studies included
in the literature review did not indicate that interface content would be a significant influencer
of online shopping acceptance by South African consumers (Jackson, 2018; Makhita, Van
Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati,
2017). The results from the structural model analysis produced a p-value of 0.560 for interface
presentation. This research study suggests that the content of online shopping technology is
not significant to South African online shopping consumers and therefore it does not influence

their online shopping acceptance. This affirms the South African literature reviewed in chapter
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2 (Jackson, 2018; Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du
Preez, & Swiegers, 2020; Dzimati, 2017).

The relationship between interaction and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that as part of user
experience, interface content in technology does significantly and positively influence the
behavioural intentions of its targeted consumers (Hassenzahl, 2008; Varsaluoma, 2018; Zhou,
2015; Bongard-Blanchy & Bouchard, 2015; Thomas, 2020; Victor & Ihionkhan, 2019). More
specifically, highlighted South African research studies included in the literature review did not
indicate that interface interaction would be a significant influencer of online shopping
acceptance by South African consumers (Jackson, 2018; Makhita, Van Scheers, & Mogashoa,
2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati, 2017). The results from
the structural model analysis produced a p-value of 0.001 for interface interaction. This
research study suggests that the interaction of online shopping technology is significant to
South African online shopping consumers and therefore it does influence their online shopping
acceptance. This is in contrast the South African literature reviewed in chapter 2 (Jackson,
2018; Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, &
Swiegers, 2020; Dzimati, 2017).

The relationship between functionality and online shopping acceptance

Based on the literature review in Chapter 2, it was hypothesised that as part of user
experience, interface functionality in a technology does significantly and positively influence
the behavioural intentions of its targeted consumers (Hassenzahl, 2008; Varsaluoma, 2018;
Bongard-Blanchy & Bouchard, 2015; Thomas, 2020; Kharim, 2015). More specifically,
highlighted South African research studies included in the literature review did not indicate
that interface functionality would be a significant influencer of online shopping acceptance by
South African consumers (Jackson, 2018; Makhita, Van Scheers, & Mogashoa, 2019;
Swiegers, 2018; Pentz, Du Preez, & Swiegers, 2020; Dzimati, 2017). The results from the
structural model analysis produced a p-value of 0.556 for interface interaction. This research
study suggests that the functionality of online shopping technology is not significant to South
African online shopping consumers and therefore it does not influence their online shopping
acceptance. This affirms the South African literature reviewed in chapter 2 (Jackson, 2018;
Makhita, Van Scheers, & Mogashoa, 2019; Swiegers, 2018; Pentz, Du Preez, & Swiegers,
2020; Dzimati, 2017).

76



5.5. Chapter summary

This chapter outlines the empirical findings this research study. These findings were compared
and contrasted with literature that guided the literature review. From the sample population
the South Africans perceive performance expectancy, effort expectancy and the interaction as
part of the online retailing platforms user experience as critical factors that influence the

acceptance of online shopping.
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Chapter 6: Conclusions and managerial implications

6.1. Introduction

This chapter is aimed at presenting the conclusion of the study. Firstly, a summary of the
empirical findings will be provided. Secondly, the managerial and academic implications and
the practical applications and digital strategies for South African online retailers or any other
developing country will be discussed. This chapter finally aims to outline the research study’s

limitations and advice for future research studies in this field of Digital Business.

6.2. Overview of the study and research questions

The research study’s purpose was to create a research framework that test hypotheses of
online shopping acceptance by South Africans. This research study has been outlaid over six
chapters with chapter 1 introducing the background of the research study and its intentions in
the form of identifying the research problem and indicating the research questions. The primary
research question of this research study was to determine the factors that influence the
acceptance of online shopping in the South African context. This was undertaken by extending

the UTAUT-2 with User Experience and Trust, this is also the secondary research question.

Chapter 2 outlined the literature review of the factors that influence technology acceptance in
developing countries. The outcomes and limitations of the reviewed literature were highlighted.
This aided in the motivation in the use of the chosen theoretical framework and resultant
conceptual framework that this research study aims to investigate. Chapter 3 outlines the
research study’s design and methodology. The selected research paradigm employed was a
positivist paradigm. The data collected from South Africans over the age of 18 was
administered through an online survey primarily distributed on social media like WhatsApp,

Instagram and Twitter.

Chapter 4 outlines the quantitative analysis that will be actioned on the data collected. The
statistical analysis software package chosen for the data analysis was AMOS (SPSS), where
the confirmatory analysis and the structural equation modelling was employed to complete the
inferential analysis. The descriptive analysis was conducted using the named software.
Chapter 5 outlines the empirical findings from the inferential and descriptive analyses were
extensively outlined. This was done to aid in the construction of the research study’s
discussion, managerial implications and recommendations that will be outlined in this chapter,

chapter 6.
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6.3. Conclusions for each research question

6.3.1. Conclusion pertaining to the primary research question

The aim of this question was to determine the factors that influence online shopping
acceptance by South African by adapting the UTAUT-2 as the theoretical framework. The
primary research question proposed whether performance expectancy, effort expectancy,
social influence, facilitating condition, hedonic motivators, price value and habit are factors
that influence online shopping acceptance by South Africans. The research question predicted
that significant relationships were only found between specific factors and behavioural
intention. More specifically, are social influence, facilitating conditions, hedonic motivations,
price value and habit. Therefore, this research question concluded that the factors that
influence the acceptance of online by South African consumers are social influence, facilitating

conditions, hedonic motivations, price value and habit.

6.3.2. Conclusion pertaining to the first secondary research question

The aim of this research question was to determine whether trust is a factor that influences
online shopping acceptance by South Africans. This factor was introduced as an extension of
the UTAUT-2 theoretical framework. The research question proposed that trust influences
online shopping acceptance. This research study concludes that trust influences the
acceptance of online by South African consumers. The more South Africans can obtain a
sense of trust from the online shopping platform by the online retailer, the more likely they are
to successfully purchase online and accept it. Online retailers have an obligation to make first
time and experienced online shoppers secure from potential risks that come with transacting
online. These risks include buying from fake websites and applications, card skimming, non-
delivery due to failed ordering and invoicing, etc. Therefore, having the right trust signals in
the relevant touch points of the online shopping journey can help soothe a lot of anxieties that

comes with shopping virtually.

6.3.3. Conclusion pertaining to the second secondary research question

The aim of this research question was to determine whether user experience represented as
the online shopping platform’s presentation, content, interaction and functionality. These four
factors of user experience were introduced as an extension of the UTAUT-2 theoretical
framework and trust. The research question proposed that an online shopping platform’s
presentation, content, interaction and functionality influences online shopping acceptance.
This study concluded that user experience does influence the acceptance of online shopping

by South Africans. More specifically, presentation, content and functionality.
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There is a clear connection between the resultant user persona stemming from the findings of
the descriptive analysis and the confirmed user experience factors that influence South African
users to accept online shopping. South African online shoppers are attracted to an online
platform that is interactive. The online shopping platform must contain efficiently categorised,
helpful, intuitive and strategically laid out images, headers, instructions and copy as content.
The online shoppers must be able to efficiently browse and navigate through the online
shopping user journey using clearly displayed buttons, icons and features as functionality of
the platform. In conclusion South African online shoppers want just a place to shop safely

online in real time.

6.4. Managerial implications and recommendations

6.4.1. Based on the findings of the primary research question

The relationship between performance expectancy and online shopping acceptance

From an academic perspective, it is recommended that it does matter whether South Africans
find the online shopping platform useful. Furthermore, they are concerned whether it provides
them with valuable information at various points in their user journey to aid them in performing
the tasks to shop online successfully and complete an order. From an industry perspective,
South African online retailers should be careful bombarding South African online shoppers
with too much functionality and information when intending to shop online by browsing the
platform. They need to strike a balance between helpful nudges on using the online shopping
platform simplistically. No number of benefits in “helpful” information and “complex” technology
for top-performing functionality on an online shopping platform will influence South Africans to
accept online shopping. However, the online retailer needs to ensure that the online retailing
platform keeps a 99% systems uptime and informative error messaging to reassure the

consumer to keep them engaged and motivated to buy online.

The relationship between effort expectancy and online shopping acceptance

From an industry perspective, South African online retailers still need to employ the skills of
user experience researchers to conduct user interviews in the form of focus groups, online
surveys, one-on-one interviews and user testing to understand South African users and the
different contexts the online shopping platform will be used in. This will enable the design of
an intuitive online shopping experience that is familiar and does not require much cognition

and effort to engage with.
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However, the ease of use must be within the business’ financial and software limitations.
Software development managers and product managers must be tasked with managing the
internal expectation of meeting customer needs versus compromising data and software

architecture that would exceed the budget and take too long to solve the user’s problems.

The relationship between social influence and online shopping acceptance

As per the empirical findings and discussion in the previous chapter, social influence does
influence online shopping acceptance by South Africans. Therefore, a South African
consumer’s motivation to accept online shopping relies on the opinions and post-sale
experiences about the products and services previously bought by other South African online
shoppers. South African online retailers are tasked with introducing features that enable forms
of socialising to aid the intended user to accept online shopping and buy online. Such features
are product reviews, recommendation engines, social media sharing and referral programmes
in promotion code sharing. Introducing such features create transparency and trigger the

user’s need to feel socially validated when engaging with the online shopping platform.

This form of sociability allows the Data Scientists team of the online retailer to employ the data
to employ predictive models that will enable the online retailer to do effective user research,
marketing research, sales strategies and predictive stock planning based on user behaviour.
The Data Analytics team of the online retailer have an opportunity to create useful dashboards
indicating real-time user behaviour that product managers and executives, product managers
can use, and executives can use to make critical strategic decisions. With this data, the
marketing managers can begin the online shopping journey much earlier than when the user
accesses the online shopping platform to capture the user's attention. This is done through
employing the results of the data analytics in strategic digital marketing campaigns targeting
a specific type of South African user at a specific point in time on a specific social media
platform on the internet that will guarantee traffic onto the platform and high conversions of

South African shoppers into first time and repeat buyers.
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The relationship between facilitating conditions and online shopping acceptance

South African online retailers do not need to make sure that the South African users have
sufficient support and resources available to aid them during their online shopping journey.
However, from an industry perspective they still have to have online conditions that facilitate
the engagement on the online retailing platform are: (1) mobile data friendly web pages and
screens that don’t compromise the quality of the images and page loading times; (2) easy
access to help and frequently asked question pages; (3) size inclusive clothing categories
featuring measurements from extra-extra-small to extra-extra-extra-large; (4) zero data
consumption mobile applications; (5) accessibility of features to aid visually and hearing

impaired users to engage in online shopping, etc.

The relationship between price value and online shopping acceptance

South African online consumers are not too sensitive to the price of the products and services
offered on the online shopping platform. However, products and services should be priced in
a way that aids the consumer's decision of determining whether the products or services are
worth the amount they are priced at. After that consideration, the consumer will determine
whether they are willing to pay that offered price. In this case, price value significantly
influences online shopping acceptance when the consumer is willing to pay for the products

or services at a price offered to obtain the value.

From an industry perspective, South African online retailers should price their products and
services in such a way that there is more than the regular occurrence of discounted prices,
seasonal sales, competitions and promotional codes for discounts to motivate South Africans
to act on their intentions of buying online. Online retailer's financial and commercial
management departments should engage in building cost-cutting procurement models, as well
as revenue-raining commercial agreements. This should be done in combination with
innovative pricing strategies on products and services that will resonate with the South African

online consumers.
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The relationship between hedonic motivation and online shopping acceptance

South African consumers are not likely to be motivated to buy online when they can establish
an emotional connection to the online shopping experience. However, from an academic
perspective, the hedonic outcome of a fun and enjoyable online shopping experience can
cognitively absorb its consumer’s and motivate them to use online shopping as a form of
shopping (Merhi, Hone, & Tarhini, 2019). From an industry perspective, South African online
retailers are now tasked with ensuring that this emotional connection is replicated every time
a South African online shopper is browsing and navigating through the online shopping
platform. This can be executed by employing a loyalty and rewards programme to earn points
to exchange for discounts and introduce gamification elements like a “spin-n-win” or a “leader
board” within the online shopping journey to create excitement and engage. These features
should be strategically placed along the online shopping journey to create emotional triggers

to satisfy the user’s need for an emotional motivation to accept online shopping as a norm.

The relationship between habit and online shopping acceptance

South Africans are not yet open to quickly learning how to use the online shopping platform
with the possibility of this learnt behaviour becoming automated in future. From an industry
perspective, South African online retailers are tasked with making the online retailing platform
easily integrated into the South African consumer’s everyday lives. From an academic
perspective, the online shopping journey needs to reinforce the user’s sense of control and
autonomy when browsing, navigating and viewing products and services on the online
retailing platform. This process is the user’s response to accumulating learned behaviour that
transforms into an unconscious stimulus resulting in an enjoyable outcome, i.e., accepting
online shopping to obtain the benefits attached to online shopping. The User experience
designers and product designers are tasked with enabling product features that give South
African online shoppers a sense of control over the online shopping environment
encapsulated by the online shopping journey. This is done by introducing a bottomless scroll
functionality, introducing a how-to-navigate tutorial to new visitors of the online platform and
allowing users to re-enter the journey they previously left off. Marketing managers can also
create integrated communication campaigns triggered by a drop off occurring during the
online shopping journey. Emails, SMSs, and push notifications can be sent to the users to
remind them of the shopping cart they have not paid for, compile and send a list of seasonal

trends, give them incentives for coming back, and finally act on their inclination to buy online.
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6.4.2. Based on the findings of the first secondary research question

The relationship between trust and online shopping acceptance

From an academic perspective, there must be some level of trust signals should be
strategically placed across the online shopping journey. Trust signals impart to the South
African online shopper the expectation of possible successful transactions, quality goods and

services and motivation to shop online again and again.

From an industry perspective, trust is gained along the online shopping journey; this is shown
by the image below in Appendix D.1. To build trust during the ‘information phase’ the user
experience designers must place third party seals of approvals on the home page, such as
the ‘“Trusted Shops’ guarantee, which gives an online retailer a digital trust score of out of 5.
This digital trust score is a culmination of consumer feedback and buyer protection. Another
trust builder is outlining clear return, refund, exchange and privacy policy hyperlinks to the
user early in the online shopping journey. To confirm trust during the ‘agreement phase’ the
user experience designers must strategically place vendor specific guarantees and product
descriptions that increases the user’s trust. The products should be visually and textually
described clearly, reinforcing the trust gained in the information phase. To maintain trust
during the ‘settlement phase’ the user experience designers should strategically place
banking cards and online payment guarantees on the product pages and the payment pages

to increase conversion rates.

The online retailer aims to provide a user experience that directs and help consumers to
search, navigate and find popular products with high demand and high sales (short-head)
versus niche products and low sales (long-tail). To win competitive advantage and achieve
high sales margins, online retailers need to help online consumers reduce search costs,

achieve information symmetry and decide quicker.

Tools such as recommendation systems, ranking systems, and a review system function as
signals that influence online consumer behaviour. The aforementioned trust signals are

described and applied as follows:

(i) A recommendation system uses algorithms using previous online consumer
product and purchasing behaviour collected by the online retailer to suggest

products that are relevant to the online consumer. Recommendation systems
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introduce the following features to the online retailing platform user experience and
interface: (1) “Customers who viewed this also viewed” section; (2) “Frequently
bought together” section; (3) and “You may like” section. Review systems are also
known as electronic word of mouth (eWOM) (Liu, Zhang, Zhang, & Zhao, 2018).

(i) A review system is a consolidated view of other online consumer feedback and
evaluations embedded in the user experience to signal specific decision-making
information. eWOM introduces the following features to the online retailing user
experience: (1) Number of product reviews; (2) Average rating on a 5-star scale;
(3) and Informativeness of reviews.

(iii) A ranking system is a system that provides a real-time or static consolidated view
of other online consumers product selection in relation to the online consumer’s
product selection using an algorithm (Yan, Liu, Zhao, Guo, & Bao, 2016). Examples
of ranking systems applicable are: (1) “Best sellers list” section; (2) “New in stock”
section; (3) “On sale” or “On promotion” section; (4) Filter section; (5) and a search

bar result showing relevant search results.

As shown in the Figure D.1. in Appendix D below, these trust signals are strategically placed
at points of the online consumer journey, shopping continuum and online user experience to
influence online consumer behaviour, signal trust, communicate information, shift demand
between the head and the long-tail product and reduce uncertainty for better sales across

popular and niche products held in stock by the online retailer.

The relationship between user experience and online shopping acceptance

User experience aims to solve the context in which the digital product will be used. User
experience deals more with the design details of the digital products such as the interfaces,
presentation, interactions, functionality and content. User experience design methodology
aims to solve for the different perspectives of people who will use the digital product User
design methodologies ensure that a good user experience is functionally and visually built for
the several types of users identified (Sippola, 2017). There is a prominent user experience
design methodology called Human-centred design. Human-centred design is framing the
context of use, gathering requirements, prototyping and evaluating digital products
(Varsaluoma, 2018).
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The human-centred design allows online retailer to understand the preferences, behaviours
and pain points of using a digital product and focusing internal resources to contextually
solving the problems to meet customer expectations and encourage online consumer
behaviour. This framework for designing experiences helps bridge the gap between the rapidly
changing human uses, consumer behaviour and evolving technology capability (Gumerman,
2014). Through user research and testing, constant evaluations iterated to involve consumers
in the design process and contextually solve problems (Sippola, 2017). Therefore, practical
applications of user experience must have high-involvement and interaction between the

consumers of that technology and the builders of the technology.

The relationship between presentation and online shopping acceptance

The following can be done to improve this construct amongst south African online shoppers.
From an academic perspective, South African consumers should be able to see a consistent
brand personality presented from digital and physical marketing to the online retailing platform.
Even though it is not that important to them. The right colours complementing the brand
identity that will aid the user to distinguish ‘action buttons’, ‘information icons’, ‘descriptive
copy’, ‘titles and subtitles’, ‘active and disabled’ buttons and ‘seasonal promotions’ banners

and easily navigate through the platform.

Finding the right colours will help the South African consumer relate a colour or colour scheme
to a specific task or piece of information to aid their cognition and attention level. The human
experience of colour in everyday settings results in colour being attached to a particular
memory, emotion, culture, lived or shared experience. Figure D.2. in Appendix D provides an
example of how colouring can be used across the online shopping journey to help users to
distinguish between ‘action buttons’, ‘information icons’, ‘descriptive copy’, ‘titles and subtitles’,

‘active and disabled’ and ‘seasonal promotions.

From an industry perspective, the product designers of the South African retailers are tasked
with curating a layout that strikes a balance of providing enough room for negative space. The
Law of Proximity posits that the human eye draws connections between items based on their
distance. Items are found to be related if they are grouped together and are visually close to

one another.
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On the other hand, if they are not visually far apart, they are not related. Therefore, product
designers need to provide a visually pleasing layout with ‘socially distanced’ features to make
certain features such as the navigation bar, product discovery, product display and payment
sections of the website stand out and aid the user to focus on one thing at a time. Figure D.2.
in Appendix D provides an example of how product designers can strategically curate images,

content and features along the online shopping journey.

Correct spacing, sizing and placement of features and images increases a user’s sense of
control and highlights information that is important to the user much quicker. However, this
reduces user anxiety and cognition and increases their internal control and motivation to
accept online shopping. Figure D.2. in Appendix D provides an example of the usage of colour
to aid users to differentiate buttons, icons, information, images and buttons to help them

progress along the online shopping journey.

6.4.3. Based on the findings of the second secondary research question

The relationship between content and online shopping acceptance

South Africans are not too sensitive to how content is independently organised, assembled
and displayed to best aids the user to complete the tasks required to buy something online.

The following can be done to improve this construct amongst south African online shoppers.

From an academic perspective, the aim of designing how content is assembled on the online
retailing platform is to create groups of content that address the diverse needs of the users
and communicate quality information along the online shopping journey successfully. The
information must be categorised to help the user narrow down the search of what products,
services, or policies they are interested in. This should be done in the fewest clicks and the
shortest time to figure it out as possible. Online shoppers must feel like they are progressing
with every click. If they find it too hard to progress, they can find the online shopping
experience time consuming and they may drop-off and never return. Therefore, the information
must be organised in a way that the user can return to the online shopping journey to complete
a purchase at any point in time on the website with minimal cognitive effort and as quickly as
possible. This also prevents the online retailer from ending up with unnecessary pages and
features that will cause the user to not follow or enjoy the online shopping experience to

acceptance.
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From an industry perspective, User Experience designers and product designers are tasked
with strategically organising the architecture of the information to mark and connect the pieces
of information such that the intended user can follow through the online shopping journey
sequentially. Once the sequence of tasks is structured, the relevant content based on the
sequence can be distributed accordingly along the online shopping journey. Figure D.3. in
Appendix D provides an example of how an online retailing platform’s information and content

is structured. The levels of information the hierarchy of information are described as follows:

(i)  The first level of information for the online retailing platform is the entry and exit
points of the online retailing platform that lead the user to the home page. This level
of information houses the collection of categories and subcategories that the user

can access, for example home page, registration, etc.

(i) The second level of information is the grouping of information related to the overall
products, the shopping process, and the company, for example product categories,

help page, company information, etc.

(i)  The third level of information is the subgrouping of information that led the user to
get more specific information about the selected grouping. These provide more
context on delivery, ordering, payment, product/service-related policies and
information that aid the consumer’s decision making. These are also considered as
trust signals strategically placed at specifics points of the online shopping journey,

for example delivery options, returns policy, account details, etc.

(i)  The fourth level of information is subcategories that aids the user to search and
gather information about a specific product or service. This will help them to make a
decision about the desired product/service they are looking for according to their

needs, for example filtering on brands, sizes, colour and product type.

The relationship between interaction and online shopping acceptance

Interaction design is the design of interaction between users and products. Interaction design
aims to create products that help users achieve their objectives/users achieve their
objectives/tasks in the best way possible. The elements of how a product interacts with a user
involve aesthetics, motion, sound, space, perception and time. Interaction of an online
shopping platform is significant to South African online shoppers. The following can be done

to improve this construct amongst south African online shoppers.
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From an industry perspective, the product designers provide frequent and readable informative
feedback throughout the online shopping journey. This is done by displaying a clear description
of why something happens during any minor or major tasks performed along the online
shopping journey. This aims to give the user a contingency plan if they are not completing the
task successfully. It can also be employed to congratulate them for completing a task
successfully, reinforcing their motivation to accept online shopping. It also aids to calm down
the user’s anxiety and frustration when they have experienced an error without the need of
calling a call centre or leaving the shopping jour to access the ‘help’ or ‘frequently asked’

section of the website to fix their problem and continue with the journey.

Figure D.4. in Appendix D is an example of communicative error or notification messaging to
supplement images and other visual effects. Another example of an interactive feature on the
online retailing platform’s interface that aids user in obtaining more information to complete a
task successfully is called an icon. The icons also aid in giving a user direction to solving their
problems and provide clarity. Figure D.5. in Appendix D provides an example of what kind of
icons an online shopping consumer can find and use as points of clarity along the online

shopping journey.

From an industry perspective, User research must be conducted to understand the users' goals
and what interactions should be in place to help them achieve their goals. These assertations
can be iteratively evaluated with users throughout the user experience design process. The
User Experience Research and Designers of the online retailing platform need to be asked
crucial questions online shoppers (users) to aid their user experience designing process for
the interactions of a digital product. The questions that should be asked during the user

interview:

(i)  What can a user do with the mouse, finger or stylus to interact with the user interface?
(i)  What can a user do with the mouse, finger to interact with the user interface?

(i)  What about the appearance indicates how a specific feature functions?

(iv) Does the error messaging explain how and why the error occurred?

(v) What feedback does the user get when the action is performed?

(vi) Are the feature elements a reasonable size to interact with across devices?

(vii) Were standard or familiar formats used for elements?
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The relationship between functionality and online shopping acceptance

South African consumers are not too much affected by how well the website performs in
helping them meet their goals and tasks of shopping online. South African consumers are
aware of the expectation that they need to locate information to access services or make
payments to shop successfully online, but they are happy with the basics, nothing fancy. The
following can be done to improve this construct amongst south African online shoppers: (1) the
online retailing platform must have a well-articulated and simple navigation; (2) the overall
design of the website features as a collective must be easy to understand; (3) the quality of
the imagery, icons, audio and visuals should be of high quality (high fidelity); (4) and the call-
to-actions of the website must be distinct relevant information buttons and explanations close-
by.

The Figure D.6. in Appendix D provides an example of the different call-to-action buttons an
online shopping platform should have to help users navigate through the online shopping
journey. The digital marketing team, the product managers and the software engineers of the
South African retailing platform need to care about the performance of the functionality
because a functional platform keeps consumers on the platform for longer and chances are
those consumers will become leads that convert into online sales. Therefore, the technical
architecture of the website needs to be stable and sound such that it performs well regardless

of the time of day and the volume of users on the platform.

A functional platform also performs well in search engine optimisation (SEO). Search engine
optimisation is how well the platform is ranked against other platforms based of the speed of
the platform, user engagement, navigation, and data security. Online retailers should follow
these best user experience best practices to rank at the top of other online retailers when users
are searching for an item found on an online shop. These are the following search engine

optimization practises those online retailers can prioritise:

(i) Have quicker loading times of application and website screens to prevent online
shoppers from becoming frustrated and leaving for a competitor.

(i) Have a user interface that is internet enabled device agnostic which allows online
shopping on any device and any browser without compromising the user experience.

(i) Have a simple and easy-to-follow navigation with a search bar to help users find

what they want much quicker.
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(iv) Have a cohesive content strategy that contains relevant information and imagery
that user want to have.

(v) Have a site map to enable the search engine to crawl the platform and easily
understand the contained information to best categorise and recommend the

platform against competitors to users when the search for a specific item.

Lastly, the accessibility of the platform by disabled South African consumers must be taken
into consideration as it boosts the platform's ranking when an item is searched for. Digital
marketers and software engineers must make sure that the images have alternative text with
a text reader that allows the reader and the search engine bots to read and understand the
image. Heading and title tags can be employed to structure the platform page for the screen
readers and the search engine bots. Lastly, the functionality to contrast the colours of the
platform to allow visually impaired user with colour blindness to reduce challenges of making

sense of the features.

6.5. Conclusion pertaining to the theoretical framework of the study

6.5.1. Main contributions of the study

This study aims to bridge the gap of the lack of studies observing online shopping acceptance,
especially in developing countries. More specifically, in South Africa. This was supported by
employing the most relevant technology acceptance model, the UTAUT-2. This research study
has supported the relevance of the UTAUT-2 as an appropriate theory that studies the
acceptance of a technology in a developing country like South Africa. More specifically online
shopping technology. The study has also contributed that trust and presentation, content and
functionality as dimensions of user experience also affect the acceptance of online shopping
in South Africa.

Figure D.7. in Appendix D is an example of the overall standard user journey of an online
retailing platform that takes into consideration the above managerial implications and
recommendations made in the Chapter 6 sections. This is an example of the practical
implementation of the discussed trust signals, as well as the user experience presentation,
content, interactions and functionality. This recommended online shopping user journey
provides an illustrative example of the separate stages of a user’s experience with an online
retailing platform and the online retailer as a brand. In most instances it would be the first time

an inexperienced online shopper encounters an online retailer.
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It is essential that the online shopping journey has an overall trusting and pleasant experience
to positively impact the user enough to persuade them to accept online shopping and make a

purchase.

The indicated factors are factors online retailers have control to manipulate according to their
digital and business strategy. These can be deployed to increase e-commerce penetration in
a developing country like South Africa. These findings suggest that for the successful planning
and implementation of these factors South African online retailers need to allocate budget to
provide staff resources that are well versed in user experience design and product design of
online shopping platforms. The expectation is that they can provide expertise in strategizing
the placement of trust signals in appropriate touchpoint of the online shopping journey. The
onus also is on them to extensively research and suggest the appropriate user experience
techniques for presentation, content and functionality of the online shopping platform that will
influence the acceptance of online shopping by South Africans. The recommendations
highlight the need for cross-functional collaboration to unlock different perspectives to best
solve problems experienced on the online shopping journey that would prevent the acceptance

of online shopping.

In true South African style, South Africans are visual people that require a visual and emotional
connection to enhance their trust and online shopping experience. South Africans need to
perceive the online retailing platform as trustworthy and have an overall pleasant user
experience to reach motivation levels that entice them to purchase online versus going to a
traditional shopping mall. There is a higher degree of online shopping acceptance by South
Africans than initially assumed earlier this study. Given a high internet-enabled device
penetration in South Africa, South Africans are making disposable income available to shop
for their goods and services online regardless of the high mobile data and Wi-Fi costs. South

Africans do find value in shopping online and enjoy consuming its attached benefits.
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6.5.2. Limitations of the study

There were limitations of the study. Given the time and resources allocated to do the study, a
convenience sample was used as a sampling method on South Africans over 18 years old. To
some degree, the results can be generalised for the rest of the South African population. Given
the sample population size of a little over 200, the assertions made by this research study may
change if a researcher conducts a similar study with a larger sample population across different
demographics. The research study did not explore any qualitative factors and may lack in
extracting emergent information that could add to the factors that influence online shopping

acceptance in South Africa.

Given that this was a cross-sectional study, the sample population’s values and attitudes over
the research study time. The online questionnaire of the research study was distributed to
reach South Africans over the age of 18 years old that were in close proximity to the researcher.
The collected responses were limited to South African that stay around Johannesburg. The
responses of other South Africans in other areas may not uphold the same responses as those
collected in this research study. Therefore, the findings of this research study may or may not
be used as generalisations for online shopping behavioural intentions for all South Africans
over the age of 18. The generalisations for online shopping behavioural intentions may or may

not also be used for individuals in developing countries as well.

Another limitation is that the study did not consider the age, gender, voluntariness and
experience as moderating effects on the factors that influence online shopping acceptance by
South Africans. Age, gender, voluntariness and experience were only observed on a
descriptive nature and not moderating. Therefore, there is an opportunity for future studies to
extend the assertions made by this study by analysing the impact of the moderating effects on

the factors that influence online shopping acceptance in South Africa.

6.5.3. Suggestions for future research
Given the broad nature of the observed factors that influence online shopping acceptance in
South Africa, further research studies can be done to extend the assertions made by this study

to advance further the e-commerce and online shopping consumer behaviour field of study.
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The findings of this research study will allow other researchers and academic scholars to get
further insights on what factors about the online retailing platform need to be allocated financial,
software and employee resources to get South Africans to accept online shopping over
traditional mall shopping. The managerial implications of this study are beneficial for the
traditional marketing departments, digital marketing department, the user experience and
design department, the product management department and the software engineering

department of the online retailer.

6.6. Conclusion

This chapter provided conclusions, managerial implications and practical applications
pertaining to the research questions. The conclusions and recommendations were drawn from
the empirical findings of the descriptive analysis and the inferential analysis conducted to
determine the factors that influence online shopping acceptance in South Africa. Furthermore,
the conclusions pertaining to the theoretical framework were also discussed in this chapter.
More specifically, it can be concluded that South African's trust and user experience influence
online shopping acceptance. Strategies focusing on what the South African online retailers can
do to incorporate trust and user experience into their digital strategies to convince more South

African consumers to shop online were also outlined in this chapter.

94



LIST OF REFERENCES

Accenture. (2019). Unlocking Digital Value For South Africa's Consumer Industry. Johannesburg:
Accenture Africa Observatory. Retrieved March 21, 2021, from
https://www.accenture.com/_acnmedia/PDF-116/Accenture-Unlocking-Digital-Value-South-
Africa-Consumer-Industry.pdf

Ahlfedt, J. (2020). The 2020 South African Digital Customer Experience Report. Johannesburg:
Rogerwilco.

Ahn, J., & Kang, H. (2021). Model Setting and Interpretation of Results in Research Using Structural
Equation Modeling: A Checklist with Guiding Questions for Reporting. Asian Nursing
Research, 15(3), 157 - 162.

Alam, A., Malik, O., Hadi, O., & Gaadar, K. (2016). Barriers of Online Shopping in Developing
Countries: Case Study of Saudi Arabia. European Academic Research, 3(12), 12957 - 12971.

Alyoubi, A. (2015). E-commerce in Developing Countries and How to Develop Them During the
Introduction of Modern Systems. (65), 479 - 483.

Amra, K., & Almir, P. (2016). An Application of UTAUT2 Model in Exploring the Impact of Quality of
Technology on Mobile Internet. Economic Review: Journal of Economics and Business, 14(2),
66-76.

Ashraf, A., Thongpapanl, N., & Auh, S. (2014). he Application of the Technology Acceptance Model
under Different Cultural Contexts: The Case of Online Shopping Adoption. Journal of
International Marketing, 22(3), 68 - 93.

Aswani, R., llavarsan, V., Kar, A., & Vijaya, S. (2018). Adoption of public WiFi using UTAUT2: An
exploration in an emerging economy. International Conference on Computational
Intelligence and Data Science.

Avyar, B., Orcan, O., & Erdil, S. (2019). Consumer perceptions of User Experience And Risk: A Research
On Online Shopping. 15th International Strategic Management Conference (pp. 46 - 60).
Istanbul: The European Proceedings of Social and Behavioural Science.

Bach, T., Da Silva, W., & Souza, A. (2020). Online customer behavior: perceptions regarding the types
of risks incurred through online purchases. Palgrave Communications.

Barbosa, F., Rodrigues, C., & Lima, F. (2017). Importance of using basic statistics adequately in
clinical research. Brazilian Journal of Anesthesiology (English Edition), 67(6), 619 - 625.

Bayhack, J. (2020, July 31). The rise of e-commerce, m-commerce and personalisation. Retrieved
from Bizcommunity: https://www.bizcommunity.com/Article/196/394/206838.html|

Bentler, P., & Bonett, D. (1980). Significance tests and goodness of fit in the analysis of covariance
structures. Psychological bulletin, 88(3), 580 - 588.

Bentler, P., & Hu, L. (1993). Cut off criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives. Structural Equation Modelling: Multidiscipline,
6(1), 5 - 55.

Bernstein, I., & Nunnally, J. (1994). Psychometric theory. New York: Mc Graw-Hill.

Bhattacherjee, A. (2012). Social Science Research: Principles, Methods, and Practices. USF Open
Access Textbooks Collection.

95



Black, B., Hair, J., & Banbin, A. R. (2010). Multivariate Data Analysis.

Bongard-Blanchy, K., & Bouchard, C. (2015). Dimensions of User Experience - from the Product. Paris:
HAL Acrchies-Overtes.

Booysen, J. (2018, June 19). Online shopping grows in SA. Retrieved from IOL:
https://www.iol.co.za/business-report/companies/online-shopping-grows-in-sa-15532887

Boudreau, M., Gefen, D., & Straub, D. (2000). Structural equation modeling and regression:
Guidelines for research practice. Communications of the association for information systems,
4(1), 7.

Brecht, F., Baumann, A., Schafer, K., & Gunther, 0. (2011). Shopping Online - Determining Consumer
Acceptance of Online Shopping. 17th Americas Conference on Information Systmens.

Bryman, A., & Bell, E. (2019). Research Methodology Business and Management Contexts. In
Research Methodology Business and Management Contexts (p. 41). Cape Town, Western
Cape: Oxford University Press South Africa.

Burnam, C. (2021). Usability Testing Essentials. Quantifying the User Experience.

Business Tech. (2020, November 26). 68% of SA consumers are shopping more online since the start
of pandemic, reveals Mastercard study. Retrieved from Business Tech:
https://businesstech.co.za/news/industry-news/452318/68-of-sa-consumers-are-shopping-
more-online-since-the-start-of-pandemic-reveals-mastercard-study/

Chan, G., Chueng, C., Kwong, T., Limayem, M., & Zhu, L. (2003). Online consumer behaviour: A review
and agenda for future research. Association for Information System:s.

Chiu, C., Chang, C., Cheng, H., & Fang, Y. (2009). Determinants of customer repurchase intention in
online shopping. Online Information Review, 33(4), 761 - 784.

Chiu, C., Wang, E., Fang, Y., & Huang, H. (2014). Understanding customers' repeat purchanse
intentions in B2C e-commerce: the toles of utilitarian value, hedonic value and perceived risk.
Information Systems Journal.

Cleary, M., Hunt, G., Watson, R., & Thapa, D. (2020). Chi-square for model fit in confirmatory factor
analysis. Journal of Advanced Nursing, 76(9), 2209 - 2211.

Cohen, J. (2021, May 4). Digital Commerce Lecture Slides: Trust. Retrieved from Ulwazi:
https://ulwazi.wits.ac.za/courses/18606/files/1107683?wrap=1

Coughlan, J., Mullen, M., & Hooper, D. (2008). Structural equation modelling: Guidelines for
determining model fit. Electronic Journal of Business Research Methods, 6(1), 52 - 61.

Creswell, J. (2014). Research design: Qualitative, quantitative and mixed method approaches.
London: SAGE.

Cronbach, L. (1951). Coefficient alpha and teh internal structures of tests. 16, 496 - 335.

Darban, A., & Li, W. (2021). The impact of online social networks on consumers’ purchasing decision:
The study of food retailers. Sweden: Jonkoping International Business School.

Davick, N. (2014). The use and misuse of structural equation modeling (SEM) in management
research: A review and critique. Journal of Advances in Management Research, 11(1).

96



Davis, F. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information
Technology. MIS Quarterly, 13(3), 319 - 340. doi:doi:10.2307/249008

Deloitte. (2015). The Retail Transformation Cultivating, Choice, Experience and Trust. Johannesburg:
Deloitte University Press. Retrieved March 21, 2021, from
https://www?2.deloitte.com/za/en/pages/consumer-business/articles/retail-
transforrmation-report.html

Dimoka, A., Pavlou, P., & Hong, Y. (2012). On product uncertainty in online markets: Theory and
evidence. MIS quarterly.

Dzimati, S. (2017). Acceptance of Online Shopping by Individuals in South African Townships.
Johannesburg: University of the Witwatersrand.

ecommerceDB. (2021, May 3). The eCommerce market in South Africa. Retrieved from
ecommerceDB: https://ecommercedb.com/en/markets/za/all

ecommerceDB. (2021). Trends, facts, and figures for your market. Retrieved July 5, 2021, from
ecommerceDB: https://ecommercedb.com/en/markets

Escobar, R. (2017, December 5). The Four Models You Meet in Structural Equation Modeling. The
Analysis Factor. Retrieved from The Analysis Factor:
https://www.theanalysisfactor.com/four-types-sem/

Euromonitor. (2019). Mobile Internet Retailing in South Africa.

Fadzil, F. (2017). A Study on Factors Affecting the Behavioral Intention to Use Mobile Apps in
Malaysia. Universiti Teknologi MARA (UiTM) - Faculty of Business and Management.

Fan, Y., Chen, J., Wu, R., & Shao, C. (2019). Applications of structural equation modeling (SEM) in
ecological studies: an updated review. Ecological Processes, 5(19). doi:
https://doi.org/10.1186/s13717-016-0063-3

Fang, S., Liu, Y., & Li, H. (2015). Understanding the factors influencing user experience of social
guestion and answer service. International Journal of Human-Computer Studies, 20(4), 1 -
18.

Fidell, L., Tabachnick, B., & Ullman, J. (2007). Using Multivariate Statistics (Vol. 5). Boston, MA:
Pearson Education.

Filho, D., Silva, J., & Rocha, E. (2011). What is R2 all about? Leviathan — Cadernos de Pesquisa
Politica. doi:http://dx.doi.org/10.11606/issn.2237-4485.lev.2011.132282

Frost, J. (2019). Regression Analysis: An intuitive guide for using and interpreting linear models. Jim
Publishing.

Garcia-Alcaraz, J., Hernandez, J., & Diaz-Reza, J. (2014). The Application of Structural Equation
Models in Industry: Tendencies. 4(10).

Gerbing, D., & Anderson, J. (1988). Structural equation modeling in practice: a review and
recommended two-steps approach. 103(3), 411. doi:10.1037/0033-2909.103.3.411

Governement Gazette: Privacy and Personal information Act (November 26, 2013). Retrieved from
https://www.gov.za/sites/default/files/gcis_document/201409/3706726-
11act4of2013protectionofpersonalinforcorrect.pdf

97



Gumerman, L. (2014). Inspiring Engagement Through The User Experience: A Project With The Fort
Collins Museum Of Discovery. Fort Collins: Colorado State University.

Gustavsson, M., & Johansson, A. (2006). Consumer Trust in Ecommerce. Kristianstad University.

Hassenzahl, M. (2003). The thing and I: Understanding the relationship between user and product.
Funology: From usability to enjoyment. Human-Computer Interaction Series.

Hassenzahl, M. (2004). The Interplay of Beauty, Goodness, and Usability in Interactive Products.
Hum-Comput. Interact.

Hassenzahl, M. (2008). User experience (UX): Towards an experiential perspective on product quality.
Proceedings of the 20th International Conference of the Association Francophone
d'Interaction Homme-Machine.

Heng, H., Creemers, M., & Verhagen, T. (2000). Some Prerequisites for Electronoc Commerce.
Universiteit Amsterdam.

Huang, Z., & Benyoucef, M. (2012). From e-commerce to social commerce: A close look at design
features. Elsevier: Electronic Commerce Research and Applications.

Hummel, M., Kreutzer, M., & Landau, C. (2017). Do Business Models Matter? Performance
Differences of Online Sales Activity Systems in the European Online Retail Industry. 17(6),
111-128.

Hungilo, G., & Setyohadi, D. (2020). Factors influencing acceptance of online shopping in Tanzania
using UTAUT2. Journal of Internet Banking and Commerce, 1 - 24.

Hyzdik, R. (2020, December 29). Why UX is Important for Business — Satisfaction Equals Revenue.
Retrieved from Herodot: https://herodot.com/ux-business-value/

Indrawati, P. (2018). Analyzing Factors Influencing Continuance Intention of E-Payment Adoption
Using Modified UTAUT 2 Model. International Conference on Information and
Communication Technology.

Isoraite, M., & Miniotiene, N. (2018). Electronic Commerce: Theory and Practice. 2(2), 73 - 79.

Jackson, K. (2018). The key factors that influence the attitude and behaviour of young South African
female consumers towards online clothes shopping: A Superbalist case study. Johannesburg:
Vega School of Brand Leadership.

Jiang, J., Klein, G., & Pee, L. (2018). Signaling effect of website usability on repurchase. Elsevier.

Jiang, L., Yang, Z., & Jun, M. (2013). Measuring consumer perceptions of online shopping
convenience. Journal of Service Management.

Jibril, A., Kwarteng, M., Pilik, M., & Botha, E. (2019). Towards Understanding the Initial Adoption of
Online Retail Stores in a Low Internet Penetration Context: An Exploratory Work in Ghana.
Sustainability Journal.

Kahn, B., Inman, J., & Verhoef, C. (2017). Consumer Response to the Evolving Retailing Landscape.
Journal of the Association for Consumer Research. Retrieved from
https://www.journals.uchicago.edu/pb-assets/docs/journals/jacr-3.3-cfp-letter.pdf

98



Kashyup, A., & Kumar, A. (2018). Leveraging utilitarian perspective of online shopping to motivate
online shoppers. International Journal of retail and Distribution Management, 246-264.

Khan, M. (2011). Standard Deviation. Heidelberg: Springer. doi:https://doi.org/10.1007/978-3-642-
04898-2_535

Kharim, H. (2015). The Impact of Search Engine Optimization on Online Advertisement: The Case of
Companies using E-Marketing in Jordan. Jordan: American Journal of Industrial Business
Managemeny.

Kline, R. (2011). Principles and practice of structural equation modeling. New York: Guilford.

Lallemand, C., Koenig, V., & Distler, V. (2019). How Acceptable Is This? How User Experience Factors
Can Broaden our Understanding of the Acceptance of Privacy Trade-offs. Luxembourg:
Elsevier.

Lee, Y., Hsieh, Y., & Hsu, C. (2011). Adding Innovation Diffussion Theory to the Technology
Acceptance Model: Supporting Employees' Intention to use E-Learning Systems. Educational
Technology & Society, 124 - 128.

Liang, P., & Turban, E. (2011). Introduction to the Special Issue Social Commerce: A Research
Framework for Social Commerce. International Journal of Electronic Commerce.

Lissitsa, A., & Kol, 0. (2016, July). Generation X vs. Generation Y — A decade of online shopping.
Journal of Retailing and Consumer Services, 13, 304 - 312.
doi:https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1016%2Fj.jretco
nser.2016.04.015

Liu, Q., Zhang, X., Zhang, L., & Zhao, Y. (2018). The interaction efects of information cascades, word
of mouth and recommendation systems on online reading behaviour: and empirical
investigation. Springer Science+Business Media.

Mackenzie, N., & Knipe, S. (2006). Research dilemmas: Paradigms, methods and methodology. 16(2).

Makhita, K. (2019). Which consumer attributes influence South African consumers to shop online.
Pretoria: Journal of Business and Retail Management Research.

Makhita, K., Van Scheers, L., & Mogashoa, C. (2019). Which consumer attributes influence South
African consumers to shop online. Journal of Business and Retail Management Research.

Makmor, N., Aziz, N., & Alam, S. (2019). Social Commerce an Extended Technology Acceptance
Model: The Mediating Effect of Perceived Ease of Use and Perceived Usefulness. Malaysian
Journal of Consumer and Family Economics.

Matsui, Y., & Singh, M. (2017). How Long Tail and Trust Affect Online Shopping Behaviour: An
Extension to UTAUT2 Framework. Yokohama: Pacific Asia Journal of the Association for
Information Systems.

Mavlanova, T., Lang, G., & Benbunan-Fich, R. (2016). The role of external and internal signals in E-
commerce. Elsevier.

May, P. (2000). The business of ecommerce: From corporate strategy to technology (1st ed.).
Melbourne: Camnridge University Press.

99



McKinsey & Company. (2020). McKinsey & Company COVID-19 South Africa Consumer Pulse Survey.
McKinsey & Company. Retrieved March 2021, 22, from
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-
south-african-consumer-sentiment-during-the-coronavirus-crisis

Merhi, M., Hone, K., & Tarhini, A. (2019). A cross-cultural study of the intention to use mobile
banking between Lebanese and British consumers: Extending UTAUT2 with security, privacy
and trust. Elsevier.

Meyers, L., Guarino, A., & Gamst, G. (2006). Aplied multivariate research: Design and interpretation. .
London: Sage Publication.

Miraz, M., Excell, P., & Ali, M. (2016). User Interface (Ul) Design Issues for Multilingual Users: A Case
Study. Springer.

Moosbrugger, H., Schermelleh-Engel, K., & Miiller, H. (2003). Evaluating the fit of structural equation
models: Tests of significance and descriptive goodness-of-fit measures. Methods of
Psychological Research Online, 8(2), 22 - 73.

Motshabi, R., Nietsckie, B., Mansoor, Y., Naidoo, C., Mulaudzi, T., & Dludla, N. (2011). Analysis of
current trends in e-commerce and possible strategies for SA Retailers. Johannessburg:
Gordon School of Business.

Mou, J., Shin, D. H., & Cohen, J. (2017). Trust and risk in consumer acceptance of e services. .
Electronic Commerce Research.

Nabaresh, N., Afful-Dadzie, E., Kwarteng, M., & Pilik, M. (2016). Clustering and predicting electronic
commerce security concerns of developing countries. Proceedings of the 3rd International
Conference on Finance and Economics, (pp. 355 - 367).

Nabot, A., Garaj, V., & Balachandran, W. (2014). Consumer Attitudes toward Online Shopping: An
Exploratory Study from Jordan. International Journal of Social Ecology and Sustainable
Developmentlo.

News24. (2021, March 23). Truelove Digital: 4 ways fashion switched up in 2020. Retrieved from
News24: https://www.news24.com/truelove/fashion/4-ways-fashion-switched-up-in-2020-
20210323

Nordhoff, S., Louw, T., & Innamaa, S. (2020). Using the UTAUT2 model to explain public acceptance
of conditionally automated (L3) cars: A questionnaire study among 9,118 car drivers from
eight European countries. Bergen: Centre for Applied Research.

Novikova, S., Richman, D., Supekar, K., & Hall, D. (2013). A Model Federal System for Secondary
Analysis in Developmental Disabilities Research. International Review of Research in
Developmental Disabilities, 45, 123-153.

Odell Keller. (2019, May 2). The Value of User Experience Design. Retrieved from Odell Keller:
https://www.odellkeller.com/the-value-of-user-experience-design/

Park, Y., Konge, L., & Artino, A. (2020). The Positivism Paradigm of Research. Invited Commentary:
Philosophy of Science, 95(5), 690 - 694.

100



Pentz, C., Du Preez, R., & Swiegers, L. (2020). The Online Shopping Behaviour of Technologically
Enabled Consumers: A south African Feneration Y Study. African Journal of Business and
Economic Research, 227 — 253.

Petrus, S., Widjaja, H., & Santoso, S. (2019). The Enhancement of Learning Management System in
Teaching Learning Process with the UTAUT2 and Trust Model . International Conference on
Information Management and Technology, 209 - 313.

Piarna, R., Fathurohman, F., & Purnawan, N. (2020). Understanding online shopping adoption: The
unified theory of acceptance and the use of technology with perceived risk in millennial
consumers context. JEMA Jurnal IImiah Bidang Akuntansi dan Manajemen .

Pilik, M., & Kwarteng, A. (2016). Exploring Consumers’ Propensity for Online Shopping in a
Developing Country: A Demographic Perspective. 4(1), 92 - 103.

Pishchenko, V. (2016). Consumer’s acceptance of new technology: A netnographic study on self-
driving automobiles. Uppsala: Uppsala Universiteit.

Pohjolainen, S. (2020). Usability and User Experience Evaluation Model for Investigating Coordinated
Assistive Technologies with Blind and Visually Impaired. Oulu: University of Oulu.

Popovic, A., Martins, C., & Oliveira, T. (2014). Understanding the internet banking adoption: A
unified theory of acceptance and use of technology and perceived risk application.
International Journal of Information Management, 34(14), 1-13.

Ramil, M., Malek, M., & Muda, M. (2018). A Review of Structural Equation Model for Construction
Delay Study . International Journal of Engineering & Technology, 299-306.

Rossi, R. (2018). Mathematical Statistics : An Introduction to Likelihood Based Inference. New York:
John Wiley & Sons.

Sarstedt, M., Henseler, J., & Ringle, C. (2011). PLS-SEM : Indeed a Silver Bullet. Marketing Theory
Practical, 37 - 41.

Saunders, M., Lewis, P., & Thornhill, A. (2009). Research methods for business students. Harlow:
Pearson Education.

Schindler, P., & Cooper, D. (2011). Business Research Methods. New York: McGraw-Hill Education.

Sha, W. (2009). Types of structural assurance and their relationships with trusting intentions in
business-to-consumer e-commerce. Electronic Markets.

Shahzad, H. (2015). Online Shopping Behaviour. Uppsala: Uppsala Universitet.

Sippola, T. (2017, April 3). Usability is a key element of User Experience. Retrieved from Landis + Gyr:
https://eu.landisgyr.com/better-tech/usability-is-a-key-element-of-user-
experience#:~:text=A%20well%2Dknown%201SO%20standard,illustrates%20the%20facets%
200f%20UX.

Somos, A. (2020, March 12). Design ROI: How to Measure Business Value Of UX Design. Retrieved
from UX Studio: https://uxstudioteam.com/ux-blog/business-value-of-design/

Steinbrecher, T., & Griffin, M. (2013). Large-Scale Datasets in Special Education Research. (R.
Urbano, Ed.) International Review of Research in Developmental Disabilitie, 45, 155 - 183.

101



Stewart, C. (2003). Trust Transfer on the World Wide Web. Organization Science 14(1):5.
Organization Science.

Sturdis, P. (2021, December 5). Structural Equation Modelling (SEM): What it is and what it isn't.
Retrieved from National Centre for Research Methods online learning resource:
https://www.ncrm.ac.uk/resources/online/all/?main&id=10416

Suhr, D. (2006). The Basics of Structural Equation Modeling . Colarado: University of Northern
Colorado.

Swiegers, L. (2018). Perceived risk barriers to online shopping: Experiences of technology enabled
Generation Y consumers. Cape Town: University of the Stellenbosch.

Tellis, G., & Chandrasekaran, D. (2010). Extent and impact of response biases in cross-national survey
research. Intern. J. of Research in Marketing. doi:doi:10.1016/j.ijresmar.2010.08.003

Thomas, J. (2020, April 10). Evolving how you think about the online shopping journey for specialty
retail sites. Retrieved from UX Collective: https://uxdesign.cc/building-a-more-effective-
user-experience-for-consumers-in-2020-fa80545d3ca7

Ting, D., & Lim, W. (2012). E-shopping: An analysis of the technology acceptance model. Modern
Applied Science(6), 48 - 63. doi:doi:10.5539/mas.v6n4p49

Traver, C., & Laudon, K. (2016). Ecommerce: business, technology, society. Pearson education.

Tripathi, N. (2020, September 24). Everything you need to know about the Likert Scale. Retrieved
from Survey Sensum: https://www.surveysensum.com/blog/everything-you-need-to-know-
about-the-likert-scale/

Varsaluoma, J. (2018). Approaches to Improve User Experience in Product Development. Tampere
University of Technology.

Venkatesh, V., Morris, M., & Davis, G. (2003). User Acceptance of Information Technology: Toward a
Unified View. MIS Quarterly.

Venkatesh, V., Thong, J., & Xu, X. (2012). Consumer Acceptance and Use of Information Technology:
Extending the Unified Theory of Acceptance and Use Technology. MIS Quarterly.

Victor, A., & lhionkhan, A. (2019). Shoppers' experience with traditional and online shopping in benin
city. Nigeria: Mautech International Journal of Management and Entrepreneurship.

Visser, E., & Weideman, M. (2011). An empirical study on website usability elements and how they
affect search engine optimization. Cape Town: SA Journal of of Information Management.

Wende, S., Ringle, C., & Becker, J. (2015). SmartPLS 3. Bénningstedt.

Woollard, J., & Alomary, A. (2015). How is technology accepted by users? A review of technology
acceptance models and theories. The IRES 17th International Conference, London, United
Kingdom (pp. 1 - 4). London: University of Southampton.

Yan, Y., Liu, Z., Zhao, M., Guo, W. Y., & Bao, Y. (2016). A Practical Deep Online Ranking System in
Ecommerce Recommendation. Intelligent Advertising Lab.

102



Yazid, M. (2019). An Integrated Conceptual Model of Visually Impaired Users’ Experience and

Technology Acceptance of a Website. International Journal of Advanced Trends in Computer
Science and Engineering.

Ying, Z., Jianqiu, Z., & Akram, U. (2021). TAM Model Evidence for Online Social Commerce Purchase
Intention. Information Resources Management Journal.

Zhijuan, Z., Wu, L., Huai, C., & Bin, L. (2016). Influence of information overload on operator's user
experience of human-machine interface in LED manufacturing systems. Cognition,
Technology & Work, 18(1), 161 - 173. doi:10.1007/s10111-015-0352-0

Zhou. (2015). Using Hassenzahl Model as a Design Method to Improve User Experience for Health
Care Information Television App. Cincinnati: University of Cincinnati.

Zhou, L., Dai, L., & Zhang, D. (2007). Online shopping acceptance model - A critical survey consumer
factors in online shopping. Journal of Electronic Commerce Research, 8(1), 41 - 62.

Zikmund, W., & Babin, B. (2010). Exploring Marketing Research. Ohio: South-Western Cengage
Learning.

103



APPENDIX A: RESEARCH INSTRUMENTS
Table A.1.Research Instruments for the proposed research framework

Hypothesis Number Independent | Dependent | ltem
number of items variable variable number T Lrci
Online shopping will allow me to do ["u’en_kal:eah,_
H1FE1 shopping effectively Marriz, Davis,
) & Davis, 2003)
(Venkatesh,
HIFEZ | Online shopping will be useful for me. Maorrig, Davis,
Hi 4 Behavioural & Davis, 2003)
intention
H1PE3 Using enline shopping will zave me ["ufen.kateah,_
money. I'u'Iurns_, Davis,
& Davis, 2003)
. ) . . (Venkatesh,
H1PE4 tf;l:g online shopping will save me Moniis, Davis,
) & Davis, 2003)
(Mordhoff,
| can easily acquire the knowledge | Louw, &
HZFC1 N
need to use online shopping. Inmamaa,
2020)
(Meordhoff,
| have the necessary knowledge Louw, &
HZFC2 N .
needed to use online shopping. Inmamaa,
Behavioural 2020)
= < intention . o . _ (Nordhoff,
H2FC3 Online shopping is com p_atl:gle with Louw, &
other platforms and applications | use. Innamaa,
2020
(Mordhoff,
HIECA | can easily get help from others when | | Louw, &
have difficulty using online shopping. Inmamaa,
2020)
H3EEL It will be easy for me to use online ["ufen.kateah,_
shopping system. I'u'Iurns_, Dauis,
& Davis, 2003
Learning how to use online shopping ["u’en_kal:eah,_
H3EEZ systems will be easy. I'u'Iurns_, Davis,
H3 a Behavioural & Davis, 2003
intention My interaction with the online shopping | (Venkatesh,
H3EEZ | system will be clear and Maorrig, Davis,
understandable. & Davis, 2003)
. . . (Venkatesh,
H3EE4 g;lrll:i::lggggg will not require a lot of Morris, Davis,
’ & Davis, 2003)
People important to me think | should (Venkatesh,
H4a511 buy some of my goods and services Marris, Davis,
using online shopping. & Davis, 2003)
People | find online who influence my (Venkatesh,
Ha512 decizions think | should do onling Marriz, Davis,
3 shopping. & Davis, 2003
H4 4 Behavioural [ de::re gaﬁsﬂadiun from ]
intention communicating to other users about my ["ufen.katesh,_
RAsI3 experiences with an online shop or I'u'Iurns_, Davis,
. & Davis, 2003)
item.
Hawving am online community of people (Venkatesh,
Hasl4 | with similar online shopping Marris, Davis,
experiences makes me feel supporied. | & Davis, 2003)
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HS

(Indrawati,

H&

HT

H&

HSa

HSHWM1 | | find online shopping fun. 2018)
HSHMZ | | feel excited when | shop online. g;:lés;wah,
Behavioural
intention Knowing that | will find what | am nd i
HSHMZ | looking for online gives me an [231;:“3 :
advantage
HSHM4 | | find online shopping entertaining. g;:lés;wah,
. . (Indraweati,
HEPW1 | can save money by shopping online. 2018)
HEPY2 | enjoy searching for bargains and (Indrawati,
Behavioural dizcounts when online shopping. 2013)
intention Online gshopping offers betier value for (Indrawati,
HEPY3
money. 2018)
HEPVA | pariicipate in bargains sales to get (Indrawati,
maore for less. 2013)
Online shopping has become a habit (Indrawati,
H7HT1
for me. 2018)
HTHT2 When I am doing something elze, | do (Indraweati,
Behaviaural still think of online shopping. 2018)
intention
H7HT3 Online shopping is part of my shopping | (Indrawati,
routine. 2018)
. ] " (Indraveati,
H7HT4 | | am addicted o online shopping. 2018)
HaTR1 | am not afraid to share my personal (Dzimati,
infermafion during online shopping. 2017)
HaTR2 | trust that the online retailer will deliver | (Dzimafi,
Behavioural as promised. 2017)
intention
HaTRI | find that online shopping reliable and (Dzimati,
trustworthy. 2017)
HETR4 | find the quality of the aesthetics to be | (Dzimafi,
an indicator of trust. 2017)
HOa131 | find it easy to read the text given the (Miraz, Excell,
colour combinations. & ali, 2018)
; | find the images used arousing and (Miraz, Excell,
Behavioural | H3a132 1 oy vtive. & Ali, 2016)
intention
H9aIP3 | find that the online shopping platform (Miraz, Excell,

looks high quality.

& Ali, 2018)
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HSb

| find the appearance of online

(Fang, Liu, &

H9¢

H9d

H10

HobIC1l | shopping platforms or applications Li, 2015)
appealing and simple. !
. | find the layout of the online shopping B
B?:ia“;“ml Hobic2 | platforms or applications informative [LFaggi ;"‘ &
intention and clear. L )
HOBICT Browsing and searching for what | am (Fang, Liu, &
looking is easy to find. Li, 2015)
The communication between other F Lin &
H3clil | users on the online shopping system [L a;;i:l*iﬁ ,
and me is clear and understandable. . )
. | can take advantage of cppertunities )
B?:i::;:fl H3cli2 | to share information with other onling [Lllzaggi ;"‘ &
shoppers. '
There are many communication tools F Liu &
H3cliZ2 | to share my opinion on the online [L a;;i:l*iﬁ ,
shopping system. . )
— The online shopping system has all the | (Burnam,
functions | expect it to have. 2021)
Behavioural o Error messages on the enline shepping | (Burnam,
intention system help me fix my problems. 2021)
It was easy to leamn how to use this (Burnam,
H3dIF3
system. 2021)
H10BI1 The online shopping system has all the | [(Burnam,
functions | expect it o have. 2021)
Error messages on the onling shopping | (Burnam,
Usage H1dB2 system help me fix my problems. 2021)
H10EIZ | It was easy fo leam to use this sysiem. [El?lglﬂam'
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APPENDIX B: PARTICIPANT INFORMATION SHEET

Table B.1. Participant information sheet that will be included in the survey recruitment email

S

Wils
Business
School

Feulpting globe| eaders

/"*'uus-""u
Project fitle: Investigating the influence of user experience and trust on factors affecting the

acceptance of online shopping by South African consumers

Participation Information Sheet: This sheet will be administered before the online questionnaire as
a form of an email. Those who receive the it through a link on a social media post

will see the sheet before Section A.

Good day

My name iz Fungile Msibi, and | am a Master's student in the Masters in Management in the field of
Digital Business at the University of the Witwatersrand, Johannesburg. As part of my studies, | must
undertake a research project. The study aims fo determine whether trust and user experience can be
included as factors influencing online shopping by South Africans. My study is under the supervision of

Ayanda Magida.

Az an adult and shopper in South Africa, | would like to invite you to parlicipate in an online
guestionnaire. This is a 10-minute guestionnaire requiring you to be connected to the internet on any

device. Please make sure your connection is stable so that you may participate to the end.

Here is what you can expect:

1. With your permission, | will be able to capture, store and process your responses anonymously
for research purposes only. Your responses will be kept gafe until it will be deleted in one year.
And you can withdraw from the study at any time.

2. You will then share some information about your age, gender, and online shopping experience
for me to get to know you betier.

3. Lasfly, you will answer several questions regarding the reasons as to why you shop online (if
you have)_ If you have not shopped online, do not be afraid! Your response is valuable; please
continue to respond. Your answers will provide much-needed context and understanding of the

online shopping behaviour of first-time shoppers.

Continue to the survey: Insert Qualtrics online guestionnaire iink here

There will be no personal costs to you if you paricipate in this project. If you have any questions during
or afterwards about this research or wish to receive a summary of this report, please feel free to contact
me at 726274@students wits.acza or contact my supervisor on ayanda.magida@wits.ac.za
+27117178395. If you have any concems or complaints regarding the ethical procedures of this study,
you are welcome to contact the University Human Research Ethics Committee (Mon-Medical),
telephone +27(0) 11 717 1408, email hrecnon-medical@wits.ac.za

Yours sincerely,
Fungile Msibi
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APPENDIX C: ONLINE QUESTIONNAIRE
Table C.1. Section A of the Online Questionnaire

Citizenship declaration

Please select the applicable answer for the following questions:

=<
[+
w
g

If the participant has answered YES', continue the questionnaire.
If the participant has answered NO', end the questionnaire.

Consent declaration

Please select the applicable answer for the following questions:

=<
[+
w
g

If the participant has answered YES', continue the questionnaire.
If the participant has answered NO', end the questionnaire.

<
[1=
w
g

If the participant has answered YES', continue the questionnaire.
If the participant has answered NO', end the questionnaire.

<
[1=
w
g

If the participant has answered YES', continue the questionnaire.
If the participant has answered NO', end the questionnaire.

Privacy declaration

=<
[1¢]
w
5

If the participant has answered YES', continue the questionnaire.
If the participant has answered NO', end the questionnaire.

Protection from harm declaration

=<
[1e]
w
&

If the participant has answered YES', continue the questionnaire.
If the participant has answered NO', end the questionnaire.
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Table C.2. Section B of the Online Questionnaire

Please select the applicable answer for the following questions:
Male Female
18- 24 25-40 41 - 56 57 -66 67 -75 76-93
Johig:ﬁz?urg North Rand East Rand West Rand South Rand Other
Matric Higher certificate National diploma Degree Poztigﬁrit;ate Other
R 0 -3000 R 3000 - 10000 |R11000-R 25000 |R 26000-R35000 |R 36000-R 45000 R46 000 =
Yes No
Cell phone Tablet Laptop TV
Yes No
Yes No
Yes No
Clothes and shoes Home décor Food and drinks Electronics
If the participant is done answering the questions of this section, continue the questionnaire.
If the participant chooses to exit the questionnaire, end the gquestionnaire.
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ltem
number

Table C.3. Section C of the Online Questionnaire

Measures

Strongly
disagree

Disagree

Not sure

Agree

Strongly
agree

H1PE1

Online shopping will allow me to do shopping
effectively.

H1PE2

Online shopping will be useful for me.

H1PE3

Using online shopping will save me money.

H1PE4

Using online shopping will save me time.

H2FC1

| can easily acquire the knowledge | need to use
online shopping.

H2FC2

| have the necessary knowledge needed to use
online shopping.

H2FC3

Online shopping is compatible with other websites
and applications | use.

H2FC4

| can easily get help from others when | have
difficulty using online shopping.

H3EE1

It will be easy for me to use online shopping
system.

H3EE2

Learning how to use online shopping systems will
be easy.

H3EE3

My interaction with online shopping system will be
clear and understandable.

H3EE4

Online shopping will not require a lot of technical
effort.

H4SI1

People important to me think | should buy some of
my goods and services using online shopping.

H4SI2

People | find online who influence my decisions
think | should do online shopping.
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| derive satisfaction from communicating

H4513 | to other users about my experiences
with an online shop or item.
Having an online community of people
H4 514 | with similar online shopping
experiences makes me feel supported.
H5HMA | | find online shopping fun.
H5HMZ2 | | feel excited when | shop online.
Knowing that | will find what | am
H5HMZ | looking for online gives me an
advantage
H5HM4 | | find online shopping entertaining.
HEPV1 | | can save money by shopping online.
| enjoy searching for bargains and
AR discounts when online shopping.
Online shopping offers betier value for
HEPV3 money.
| participate in bargains sales fo get
A miare for less.
HTHTA Online shopping has become a habit for
me.
When | am doing something else, | do
HTHTZ | ciill think of anline shopping.
Online shopping is part of my shopping
LT routine.
HTHT4 | | am addicted to online shopping.
HETRA | am not afraid to share my personal
information during online shopping.
| truzt that the online retailer will deliver
HETRZ as promised.
HETR3 | find that online shopping reliable and

trustworthy.
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| find the quality of the aesthefics to be

HBTR4 | 5 indicator of trust
| find it easy to read the text given the
lei colour combinations.
| find the images used arousing and
H3a192 | Cractive.
| fimd that the online shopping platform
HI3alF3 | 0 oks high quality.
| fimd the appearance of online =hopping
H9bIC1 | websites or applications appealing and
simple.
| fimd the layout of the online shopping
H9bIC2 | websites or applications informative and
clear.
Browsing and searching for what | am
e llEd looking i= easy to fimd.
The communication between other
Hocl users on the online shopping system
and me iz clear and understandable.
| can take advaniage of opporiunities to
HOcll2 | share information with other online
shoppers.
There are many communication tools to
HO9cllZ | share my opinion on the online
shopping system.
HadIF1 The online shopping system has all the
functions | expect it to have.
HadIF2 Error meszages on fhe online shopping
system help me fix my problems.
H9dIF3 | It was easy to learn fo use this system.
H10BI The online shopping system has all the
functions | expect it to have.
H10BI2 Ermror messages on the online shopping
system help me fix my problems.
H10BI3 | It was easy to learn fo use this system.
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APPENDIX D: Figures pertaining to managerial implications and recommendations

Information phase

Agreement phase

AN

Settlement phase

© ® O,

Product
discovery page

Product
description page

Home page

) )
./ _/

Cart Delivery
confirmation page confirmation page

¢ Y “

Ranking system Review system

. “Bestsellers list” R Number of
section product reviews

* New in" section . Average rating on

. “On sale” or “On a 5-star scale
promotion «  Credibility of
section reviews

) Filter section . Informativeness

. Search bar of reviews.
results showing
relevant results.

\. N J

\

Recommendation

Policies
system
Ret li
. “You may also * etm peliey
like” section . Refund policy
. “Customers who . Exchange policy

viewed this also

O—O0——0

Payment Order
confirmation page confirmation page

Payment
details page

(" )

Paymentmethod
guarantees

. MasterCard
guarantee

. VISA guarantee Online

viewed" section . Privacy policy

. “Frequently . Terms &
bought together” conditions
section

. “Your shopping
list” section

shopping
acceptance

. Instant payment
provider guarantee

. EFT payment
guarantees

. Short term credit
guarantees

\_ J

Figure D.1 Trust gained over the online shopping continuum
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Information phase Agreement phase Settlement phase

Online
shopping
acceptance

AN

1 { 2) { 3) { 2) { 5) m f;\ »{ 8
O / _/ —/ =/ —/ / O
Home page Product Product Cart Delivery Payment Payment Order
discovery page description page confirmation page confirmation page details page confirmation page confirmation page
N ] EN ] N ] R ] I 9 N 1 ]
[  ——— [ E——|
A A || A || A\ 'A N — .\—‘ \—I Ay
A\ A | A A 2 L&
m A ]
A\ A\ A (| Ay || A L 1] - [ ] ]
— - |—
E—— Al Znll As

Online shopping journey features key:

Top & bottom
navigation
bars

White space
for marketing
wording

Item-in-cart Online
notification shopping
icon action button

Google
address

search bar

Recommendation
engine

Shopping cart
checkout
button

mm A

Delivery &

payments

notification
banner

Figure D.2. Strategic placement of related features along the online shopping journey

Product/service
image
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Registration m

|
PrOdUCt sear:h m m
categories

Promotions “ m

CAccuunt details)

Women'’s > < Search results > CShOPPi"K cart>
-
T
!

New In > (Helpcentre) < About us )

C Orders

! Filter C(Zonfirm address>

]
| i
Brand:
Py

L ! " information
Accessories ( Sizes

Frequently Careers at
ClSale > (Asked Questions Superbalist

Offers > C Pavr.nent > < Tech Careers >
options

Men’s

D)
( Returns & )
)

Notification
settings

method

Select Shipping
department information

Buy Gift
Voucher

Home & Living Custom sort

oyt
Wi

Online retailing platform information architecture key:

Wishlist

Waitlist

I

Firstlevel of the hierarchy of Second level of the hierarchy

information of information

Marketing
Delivery options services
j
|

|
. Corporate Gift
Click & collect Vouchers
j
i

|
Retus policy
]
|
|
Privacy policy

C D D

Thirdlevel of the hierarchy of

Figure D.3. Information architecture of an online retailing platform
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e p

Your order will not be logged
because an error has
occurred. Please try again
later.

Error

. y
/ Delays in order delivery \

Due to the looting and
protesting there will be
delivery delays in your arear.

Where is my order?

/ Your order is on its way! \
Your payment has successfully

gone through and your has
been placed.

Return to home
/ Summer sale now on! \

Visit our summer sale for more
great deals on women’s and
kiddies clothing.

¥ y

You have insufficient funds

Payment is unsuccessful.
Please select a card with
sufficient funds on the card.

a )

Due to your account status
you do not have permission to
view this page.

Check account status

/No permission to procee

. y

Figure D.4. Communicative error messaging and functions help users to navigate back to

More info Help
‘))) >
Volume Play
Like Dislike
Link Preview

L2 v

the online shopping journey

*x B N X g

Cursor Document Archive
Pause Previous Next

wm R Q

Search

Chat Responding

Battery Down Up

N\

Email Contacts

»

Fast forward

12

Replay

Keyboard Camera
Previous Next

Figure D.5. A list of icons used as buttons to aid the user in obtaining more information
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. Add delivery Proceed to
Sort Filter Discover
more
m m Logom L"t.r;il ‘

Figure D.6. Examples of call-to-action buttons an online shopping platform
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STEP 1: Home page STEP 2: Product discovery page STEP 3: Product display page STEP 4: Cart confirmation page

Mega navigation menu m Mega navigation menu Cart button Mega navigation m Mega navigation m

Promotions notification copy Q l l l I I |

. Featured category message ° Pr?d'uct . Product
pricing -
i -y details A\ description Cart,
User sees User gets summary User sees the
Summer sale now on! promo-code .
. . . product more and final amount
Visit our summer sale for more User A\ A\ \ catalogue A information payment they will pay
great deals on women'’s and selects & chose YRGS | about the information that includes
kiddies clothing. ‘SHOP w item to button item & ° Product summary discounts and
ide . .
NOW’ to navigation view. i k adds it to \ description delivery fee.
Visit summer sale For . . . T summar
see filtering For .. cart to y
o \ TR \ \ \ filtering Product description .
A T buying.
\ \ S ying Proceed to

. . . Customer reviews delivery
A\ | A\ A\
|

| Recommendation engine |

A\ || A\ || A\

| SHOP NOW BUTTON

Hyperlinks to policies, guarantees, trust seals

Hyperlinks to policies, guarantees, FAQs/Help, trust

seals, account, and about section

Hyperlinks to policies, guarantees, trust seals Hyperlinks to policies, guarantees, FAQs/Help, trust

seals, account, and about section

Scenario: User is curious about online
shopping and visits a local online retailer. The
user journey is read from left to right.
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User
goes
onto
online
retailing
platform
& lands
on home

page.

STEP 5: Delivery confirmation page

|_coteon

Mega navigation

Google Maps Display for address search

| Search address search bar |
Address selection 1 Cart, promo-
code and
payment
information
summary

Address selection 2 Proceed to

STEP 6: Payment confirmation page

Hyperlinks to policies, guarantees, FAQs/Help, trust

seals, account, and about section

User
adds &
confirms
their
billing &
delivery
address
details
i.e.,
home,
office,
etc.

STEP 7: Order confirmation page

Mega navigation

| cartbutton ©
Delivery and payment notification

a 3'd party payment method
\ provider summary
Cart, promo-
code and
'ﬁ \ 3" party payment method payment Sglzecl;s
provider summary . .
information payment
summary method
ﬂ A 3¢ party payment method and
provider summary proceeds
to pay for
-G 3 party payment method Pay with the
\ provider summary selected selected
method item.
'G 3 party payment method button
\ provider summary

Hyperlinks to policies, guarantees, FAQs/Help, trust
seals, account, and about section

Note: Paying for an item online is acting
on the behavioural intention to shop
online. This is online shopping

Mega navigation m

Delivery and payment notification

Product description

Order ‘A\

details & summary
summa >
oMY A\ Product description
button summary
. Product description
order || Zax
details & summary
summary

Product description
summary

Log a return
button

Hyperlinks to policies, guarantees, FAQs/Help, trust
seals, account, and about section

User gets
a
summary
receipt of
what they
bought
and paid
for.

Once the order is confirmed, the user can

choose to continue shopping and make another
order, or they can simply leave the platform.

STEP 8: Return-to-home page

Mega navigation

Order confirmation and congratulatory message

ADa

Your order is on its way!

Your payment has successfully
gone through and your has
been placed.

User is done
with this
shopping
purchase.

ONLINE
SHOPPIN G
IS
ACCEPTED!

Once the order is confirmed, the user can

choose to continue shopping and make another

order, or they can simply leave the platform.

Figure D.7. A user journey mapping the standard user experience design and trust signals of an online retailing platform
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APPENDIX E: ETHICS CLEARANCE CERTIFICATE

Graduate School of Business Administration Wits
University of the Witwatersrand, Johannesburg " g .Jf:];;t':("l]‘“l‘

Wits Business School Ethics Committee
Constituted under the University Human Research Ethics Committee (Non-Medical)

Ethics Clearance Certificate

Ethics protocol number: WBS/DB726274/903
This certificate is only valid with a legitimate ethics protocol number and signed by the Researcher (below

Project title The influence of trust and user experience on online shopping
acceptance by South African consumers

Investigator / Researcher Miss Fungile Msibi

MNature of Project MM (Digital Business)

Decision of the Committee Approved, provided stakeholders and participants are guaranteed
anonymity and confidentiality.

Issue Date of Certificate 2021-11-02
Expiry date Date of submission of the project report
Chairperson Prof Anthony Stacey

& +2711717 3587 ZL
B +27828804531 - f»!%?

s anthony.stacey@wits.ac.za

Declaration by Researcher

One copy must be signed by the Researcher and returned to the Chairperson of the Wits Business School
Ethics Committee.

| fully understand the conditions under which | am authorized to carry out the abovementioned
research and | guarantee to ensure compliance with these conditions. Should any departure to be
contemplated from the research procedure as approved | undertake to resubmit the protocol to the
Committee.

2 November 2021

Signature Date:
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