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ABSTRACT

The aim of this research was to investigate how odeweénts within the Internet and e-
commerce environment were perceived and used inhSafrica. Pertinent literature was
reviewed. Direct quantitative marketing researathméjues, using an on-line questionnaire,
were used to collect data regarding South African wweles and e-commerce marketing

strategies, from a random sample of companies.

The collected data were subjected to Anova testsorfamalysis and cluster analysis, to elicit
information related to perceptions about and ugdsternet technology and e-commerce. The
results showed distinct differences within the vasimdustry sectors, in their utilisation of their
web pages and in how they drive their e-commerceesfiess. They also indicated that enormous
development has taken place in the web and e-corenmergronment across the majority of
industry sectors, and that the industry sectors @msumers, as they become accustomed to

transacting on the web, can benefit from doing so.

It has also been shown that the e-commerce dom&msanormous potential and competitive
advantage for both traditional and ‘dot.com’ companalthough the net effect is a combination
of how geared their particular value chain is to aggnthe increased complexities of managing a
‘virtual' customer and delivering on the promiseada by their on-line marketing strategies.
Ultimately it will depend on the consumer and theimulative adoption of the internet as a

purchasing channel.
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CHAPTER 1

RESEARCH BACKGROUND

“The arrival of the Internet has increased rivalegpecially within the on-line retail channel.
Industries with lower entry barriers face greatempetitive pressure in the short run reducing

aggregate profitability and market prices.” (Camsn, 2002)

1.1 Introduction

Chapter 1 presents the background of the reseathhe research problems addressed by this
research. The assumptions and limitations areiatioated, establishing the framework for this

research.

1.2 Research Background

In today’s digital environment, information has bee more than a commodity; it has become a
business advantage. The usage, interpretationtramdfer of information, with the added
advantage of new technologies and the Internet,aflasred businesses and individuals to

become empowered on a global perspective.

The Internet has seamlessly entered our lives asddlectly and indirectly had an impact on
society. It promises to be the answer to crossitwtime digital era of the 21Century and, with
PC’'s and handheld devices, including cell phonesy imaving wireless connectivity to the

Internet, to have a significant presence in mostli



Wagonfeld and Deighton (2002) described the Inteasett network of computers interlinked
across the globe. It grew out of experiments tk fire main computers of the U.S. Department
of Defence in the early 1970’s and its further groadim be attributed to the World Wide Web
(WWW), developed by Tim Berners-Lee at the Univgrsit Geneva, Switzerland. The WWW
allows for the seamless distribution of any filedata across the Internet, anywhere in the world.
With the creation of browsers, such as Microsoftiteinet Explorer and Netscape, the Internet

became accessible to anyone with a computer.

With the introduction of broadband communicatioredil and the support of the content-driven
Internet, business practises across all envirorsnamgt being streamlined and optimized to take
advantage of this new wave of interconnectivity. darement, manufacturing, sales, distribution,
logistics, accounting and, especially, marketingg aow facing very dynamic development

challenges and growth opportunities.

Traditional marketing channels and media; suchrag,pr'V and radio, are facing the extreme
customized marketing methods that the Internetr&ffeThe Internet adds a new dynamic to
marketing and corporate communications and effelstichanges the way in which business is
perceived and transacted. With the use of powddtdbases, customer service is taken to a new

dimension utilizing the customer interactions aeeldback over the web.

European companies have gained experience in ointieenational marketing, especially in the
area of multi-lingual product promotions. One examjd the website of “Floritel”, a French
company which delivers flowers to 180 countriegtimours. In addition to English, there are

German, Spanish, French, Italian, Dutch and Porteguersions of the site.



1.3 Research Problem Statement

On a global scale, the Internet can easily be clditnehave had significant impact on general
business processes; most specificafithe marketing and advertising strategies witmalsand

large organizations. Many international studiegehmvestigated the impact of the Internet on
marketing and advertising strategies. However, oanSouth African context has academic
research directly relating to the impact of theetnét on traditional South African businesses and

their advertising and marketing strategies beerighdal.

The research problem is to determine the effectigserof the positioning and interactivity of e-

commerce websites in South Africa.

A. The first research sub-problem is to identify tbenéhant e-commerce Internet domain.
B. The second is to identify the dominant e-commerde page typology / classification.
C. The third research sub-problem is to determine Whatl of interactivity is used within

South African web pages.

E-business has been defined as the use of electr@ans and platforms to conduct a company’s
business (Kotler, 2003). With the support of théednet and internal company intranets,
businesses are finding faster, more efficient wayddliver information pertaining to products
and services, to consumers and company data, ffo IStamerous companies have also set up

extranets, whereby they can directly interface dkerinternet with suppliers and manufacturers.

E-commerce goes one step further than e-businesws the visitor (consumer) to the website
to search for a particular product or service, &igb to give and receive feedback from the

company and other consumers and further, to comftet transaction on-line. E-commerce can



take place over four major Internet domains (KotR903): B2C (business-to-consumer), B2B

(business-to-business), C2C (consumers to consymers C2B (consumers to businesses).

According to Wagonfeld and Deighton (2002), therefaue main typologies / classifications for
web pages; namely:

A. Classification by corporate purpose;

B. Classification by source of income;

C. Classification by stage of the adoption process;

D. Classification by function.

These typologies are not mutually exclusive, agethare logical overlaps and similarities
between the various classifications: the use ocgeteof each specific typology is in accordance

to the pre-requisite requirement and strategy aif einganization.

With the advent of technology and the Internet, lehneel of interactivity over corporate web
pages has allowed marketers to move beyond whatthdg previously do within the traditional
print media environment. Now they can drive anrehti new, fully interactive marketing
channel. Consumers now have the facilities to gpete actively in the persuasion process, by
controlling the advertising messages, amount odrination received, and the order of the
presentation at any time, according to their needk preferences (Ko, Cho and Roberts, 2005).
Depending on the interactivity of a web page, a comman move from having a pure ‘point of

presence’ web page to a fully customizable consymerhasing interface.

Research by Cho and Cheon (2005) indicates thathiee most frequently used levels of
interactivity are:

A. Consumer - Message interaction;



B. Consumer - Marketer interaction;

C. Consumer - Consumer interaction.

By analyzing all the above issues: the domain,tyip@logy / classification and the level of
interactivity of an e-commerce web page, the trdecéfeness of South African e-commerce

web pages should be understood.

1.3.1 Assumptions

Based on research by Ko, Cho and Roberts (2005¢hwboked into the causal relations among
motivations for using the Internet and major intéikee advertising variables, as identified by

Cho and Cheon (2005), the following assumptions \aty@ made:

A. People would actively engage in surfing the Intetoedatisfy their particular needs;

B. Different motivations for using the Internet wouldeat the level of interactivity on the
web;

C. Interactivity of the Internet would lead to more pioe attitudes towards a website and

brand, as well as a higher level of purchasing tiaen

These assumptions support the process and reasodevieloping an on-line marketing strategy

within any organization.

1.3.2 Limitations

Research completed by Cho and Cheon (2005) in titedJ8tates, United Kingdom, Japan, and
South Korea proved that western websites tend tchasipe consumer-message and consumer-
marketer interactivity, whereas eastern websitekligigt consumer-consumer interactivity. A
similar study would be required within the South Adincbusiness context. However, the issue of

culture, as discussed by Cho and Cheon (2005)tisd@alt with in this study because South
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Africa can be seen as an emerging technological ehankd this level of on-line strategic focus
(culture) has not been the issue of focus. Howetwer,issue of interactivity in general, as

discussed in their research paper, is dealt wittetail in this paper.

One limitation of this research paper is that ontynpanies with existing web pages were
audited. This implies that all South African comiearthat lacked web pages at the time of the
study were not analysed. Thus the population sampebiased towards more technologically
proficient organizations and/or those with budgdlswang them to pursue on-line marketing

strategies.

Another limitation of this research paper is thatividuals who responded to the questionnaire
may not have had the necessary knowledge and/@citapo fully understand the context of
what was being asked or were not senior enough (@ositd have insight into the marketing
strategies and on-line initiatives of their respectcompanies and hence, were not able to

complete the questionnaire as successfully asieneid.

1.4 Composition of Chapters

Chapter 1 describes the background of the resesalgjlect and states the research problems dealt
with in this study. The assumptions and limitatiessablishing the framework for this research

are indicated.

Chapter 2 covers the current literature supportiegproposed research problem. This chapter
also provides a detailed background to the Soutltarinternet access market, PC Penetration
and e-commerce as it applies to the Internet. Vidi®us e-commerce domains and webpage

classifications are noted and on-line interactiigtgealt with in detail.



Chapter 3 describes the data collection methodolo@iie population group from which the
sample was drawn is indicated and the questionoaid to gather the individual responses from

the respective web pages is described.

Chapter 4 covers the proposed data analysis mdtmdolt explains how the statistical
procedures; such as Analysis of Variance testspFdatalysis tests and lastly, Cluster Analysis

tests, were used to analyze the results obtainedtie sampled population group.

Chapter 5 deals with the results from the pilotigtd he methodology and results from the actual
data collection exercise are also discussed. ditiad, the results from the test for normality, as

required by the statistical procedures in Chaptar® explained.

Chapter 6 covers the results obtained from theahdiata analysis. As proposed in Chapter 4, the
results from the Analysis of Variance tests, Fa&palysis tests and the Cluster Analysis tests

are all explained in detail and their support for tespective research proposition are explained.

Chapter 7 concludes and summarizes the results frmmprevious chapters and a detailed
explanation of the current state of the Interneteas market and the e-commerce environment

within South Africa is provided.

As this research is non-exhaustive, Chapter 8 pesvidsight into additional areas of research in
support of this research paper. With respectédSiuth African Internet access market, research

subjects over and above those in support of tesareh paper are also proposed.



CHAPTER 2

LITERATURE REVIEW

“Results suggest that the level of interactivitydahe amount of information provided by the

website had a significant effect on consumer satisfia.” (Ballantine, 2005)

2.1 Introduction

This chapter covers the current literature suppgitine research problem and describes in detail
the background of the South African Internet accoeasket, PC Penetration and e-commerce as it
applies to the Internet. The various e-commercmaias and web page classifications are

established and the subject of on-line interagtiigtdealt with in detail.

2.2 Background

Considering the traditional marketing environmentiere there are multiple channels and
mechanisms for getting the product or service &octiistomer, the online marketing environment
is particularly different, with only one interface the customer. In the ‘Online Value chain’ in
Figure 1 (Cassiman & Sieber, 2002), the three mammponents of any online trading
environment are identified. First is the provisignof content: here the end product or service is
assembled according to the customized specificatmincustomers. Second is the content
aggregation, where the services or products, ssatompany web pages or portals, are made

available to the customers. Third is the commuioa component, which deals with the



mechanisms for processing and transporting thetdattae customer/gia the available wireline

or wireless telecommunications mediums. Furthedietu have distinguished between the
physical value chain and the virtual value chaimd aintroduced the concept of the
“Marketplace”, a virtual realm where products amrtvies exist as digital information and can

be delivered through information-based channelygBa and Sviokla, 1996)

Figure 1 - The Online Value Chain
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Source: Cassiman & Sieber, 2002

1 As cited by Wynne, Berthon, Pitt, Ewing and Napadip@)



In a traditional marketing environment the potdnteue or profit that can be realised within an
industry is represented by the area between the remave and / or price that the customer is
willing to pay for the service or product and theuat ‘true’ cost of providing that service or

product, as shown in Figure 2.

The effect of the Internet and its associated teldgy on the customer demand and prevailing
costs for providing a service or product greatlyaarces or grows the effective value and / or
profit for a particular service or product in apestive industry. As shown in Figure 3, the area
under the curve is larger, owing to the effectissnand optimization of providing the services

and/or products over the Internet.

Figure 2 — Potential Value created in a traditionaindustry
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Figure 3— Enhanced Value created by the Internet
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Source: Cassiman & Sieber, 2002

This enhanced value or profit is shown, not onlynohividual purchases, but also in the volume

of goods traded by online shoppers.

The benefits of the Internet to business, and §palty to marketing, can be summarised into
three distinct categories. Cho and Cheon (2005¢atel that these are improved interactivity,
low setup costs and instantaneous global cover&pgssiman and Sieber (2002) state that the
Internet affects conventional competitive stratsgjieat least three ways:
A. The greater efficiency generated by lower transactiosts and lower organizational
structure overhead costs;
B. The reduction of consumers’ search costs, compleademy improved product
differentiation and, hence, customers’ willingnesgpay;

C. The effect that electronic markets (e-commercegtavpricing and value creation.
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Ghosh (1998) further identifies four distinct typek opportunity that the Internet presents.
Firstly, through the Internet companies can nowaterea direct link to the customer or other
parties in the value chain, to complete transastion trade information. Secondly, the
technology associated with the Internet allows cangsato bypass other parties in the value
chain, thereby eliminating cost bottlenecks. Tlyir¢ompanies can now use the Internet to
develop and deliver new products and services éor austomers. Finally, companies can use
the Internet to become the dominant player in teet®nic channel of a specific industry or

segment, controlling access to customers and getéw business rules.

Boyer and Hult (2005) proved that the ability tceghct customer behavioural intentions and
satisfaction can all be based on the above fouorppities and their successful implementation:
as interpreted by the customer, e-commerce, oimertilading, affords customers direct access to
virtual (centralised) distribution centres (DCs). he§e DCs are simultaneously delivering
customized service, product quality, substantiaetsavings and, where applicable, product
freshness. The relative importance of each ofetliesr factors differs substantially for new and
repeat customers because repeat customers denmagisea level of service and product quality
but are less concerned with time savings, as theg bained appreciation of the importance of

the first two factors as a trade off for time coreece.

Today, marketers are leveraging these advantagesutdising the real-time communications,
rich media formats and interactivity across geoblieg) boundaries of the Internet, to introduce

new revenue streams through Internet-enabled e-cocersiategies.

E-commerce, as defined by Blume (2004), involvesclpasing goods and serviceg an
electronic network (such as the Internet). Normaliogg) use of the telephone system is

excluded, as is the use of pure e-mail and teldphmmphysical credit card purchases captured
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through POS terminals. Transactions do not havetocompleted over the network (for example
telephone or fax completion is acceptable), butttaesaction must be initiated and/or paid for

via the network.

Watson (2006) points out that E-commerce is alresgbn to be evolving to multi-faceted u-
commerce, where the u implies ubiquitous, universaligue and unison. A ubiquitous
commerce implies a world where everything commelisialonnected to everything, including
the Internet, thereby allowing seamless communicabietween devices. “Universal’ implies
that these devices can all work together anywhetigeinvorld; “unique” implies that the data that
an individual works with will be customized to thatdividual's needs to enhance the data
interaction and “unison” implies that, becausdlase devices are connected and communicating
with each other in real time, they are perfectlycéyonised and all have access to the same,

current data.

The Internet, because it lacks boundaries, is dtigeomost far-reaching information distribution

systems in world today. Mathur, Mathur & Gleasorn9@Pnoted that the Internet spanned more
than 150 countries and, owing to its inexpensivaupetosts and fast interchanges, it had levelled
the playing fields between large and small busiresseause it enabled both to establish a

‘global footprint” and marketing strategy.

Cho and Cheon (2005), state that the Internet mnoonly represented as one of the most
economy-altering technological inventions since thdustrial Revolution. Its impact in this
sphere has also been compared to the effect thattinoad had on industrialization (Smith &

Rupp, 2003; Drucker, 1999).
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2.3 South African Internet Access Market

A primary requirement for understanding the SouthicAft business environment is
understanding the culture in which South Africanibess is done. Owing to South Africa’s very
dynamic past and the resulting government legaiatiand regulations, the South African
business community is faced by a number of critissiles. The first is the diversification and
limited skills set of the South African populatidhg second, issues relating to the provisioning
of basic services such as water, electricity and nsonication devices (like telephones and
computers), to the entire South African populatiddouth Africa has been disadvantaged with
respect to Internet access and, in general, telecssrvices. Only now, due to government
pressure on the local incumbent telecoms operdtkom SA, is a slight increase becoming
evident in the national teledensity figures. Howeue the central business districts (CBDs) of
cities and towns and in most residential areas tiseatready a suitable level of telecoms access
and PC penetration. These issues directly impatt® marketing strategies of all South African
businesses and more specifically, on their choidfesdvertising media to reach their intended

audiences.

The South African Internet access market can beidescby the following (Blume, 2004):

* Internet penetration levels which closely track B@ penetration levels, where dial-up
services are the most popular, accounting for apmately 85% of total consumer
connections;

» Leased-line customers, who account for the majartthe large data revenue streams,
owing to the high rental charges and who, however,naigrating to higher bandwidth
digital subscriber line (DSL) services because eirtaffordability;

» Small businesses (0 - 49 employees), which accamthie highest share of the total

business connections, which are mostly dial-up sesyi
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» Corporate market broadband (DSL) connections, whiehcantinually increasing and

now constitute the majority of the broadband DSL emtions market share.

The South African Internet access market is greddpendent on the incumbent telecoms
operator, Telkom SA, the primary provider of wireliand wireless telecoms services. Because
of this, the provisioning of telecoms services @& aniform across South Africa and is heavily
biased toward the higher revenue generating areksrthermore, owing to the lack of
competition, the pricing of dial-up services andodmband DSL services is globally

uncompetitive and strongly disfavours the largdestgtake’ of these services.

According to Blume (2004) the South African Interaetess market is inhibited by the following
issues:

* High access prices: South Africa remains a priceisemsregion so the lack of
inexpensive, flat-rate dial-up services is an iitbibto the dial-up market (Call rates and
dial-up time are affected by users’ monitoringlwdit ‘on-line’ expenditure.);

* Low PC penetration: PC penetration levels are lowpzmed to the rest of the world,
primarily because computers remain expensive ®atlerage consumer in South Africa;

» Limited Broadband: widespread DSL rollout in South i¢dr has yet to take place.
Businesses seeking a permanent connection to thenét have to rely on an expensive
leased-line or fixed wireless services. While cablavailable, the broadband market will

remain underdeveloped until the widespread commieuadlaut of DSL occurs.

2.4 South African Broadband Penetration

According to Blume (2004), dial-up Internet accemises are expected to grow beyond 2008,

this growth being driven by consumer demand. Braadbwill, however, start to take market
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share away from narrowband services but, becausikeohigh costing of these broadband
services in South Africa, will not overtake the wavband market share. In other countries, with
narrow band services levelling off and often dedrggsbroadband services are starting to
cannibalize the Internet market. With the growfhtitee broadband market, the total revenue
generated from both the narrowband and broadbandkemaegments is expected to grow

continually over the forecasted period

Figure 4 depicts broadband penetration accordingetoentage of households using it. Smit and
Neilson, (2005) see Korea as the global leader indivand deployment, with 68.2% penetration.
Hong Kong, Canada, and Japan follow with 55.6%, 47.8&d 33% penetration, respectively.
South Africa’s poor broadband household penetrgfioh7%) can be attributed to the slow roll-
out of broadband DSL services by Telkom SA and tigh lebsts related to broadband wireless
services. The licensing of the Second Network Oper@@NO) is expected to accelerate the
broadband rollout and introduce competitive priaingdels to enable cheaper services. To date,
there are already a few licensed telecoms servigeiders; such as “Sentech”, Under Service
Area Licensed operators (USALs) and numerous valdedhdNetwork service providers
(VANS). These, along with the accelerated 3G rolimuthe cellular operators, have introduced

minor levels of pricing competition into the market

South Africa is often compared to other ‘emergingirkets, either because of their technological
abilities, their geographical similarities or thpwlitical commonalities. Because of these factors
South Africa is often compared to India and Braztcéuse their political and geographical

features are similar, and often to Australia anda@a, because of their technological abilities.
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Figure 4 — Global Broadband Household Penetrationgnd of 2004)
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Figure 5 (Machanik & Neilson, 2004) indicates theeleof dial-up Internet penetration in South
Africa in the residential market, in comparison whihstralia and Canada. The dial-up market in
both Australia and Canada is in decline, owing toatieption of broadband access services in
the residential markets in those countries. Sdéditita, by comparison, is continuing to grow a

dial-up base of consumers at a rate offB¥annum
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Figure 5 — Dialup Penetration in South Africa, Canadaand Australia
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Figure 6 (Machanik & Neilson, 2004) indicates theeleof broadband Internet penetration in
South Africa in the residential market, in compamiseith Australia and Canada. As South
Africa entered the broadband Internet market muieh than these countries did, its growth rates

are far below theirs.

Figure 6 — Residential Broadband Penetration in Sott Africa, Canada and Australia
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Figure 7 — South African Broadband Penetration comprison: Business vs. Residential

Broadband Subscribers

SOUTH AFRICAN BROADBAND PENETRATION COMPARISON: BUSINESS VS. RESIDENTIAL
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Figure 7 (Machanik & Neilson, 2004) indicates thgngficant difference between expected
broadband penetration levels in the business asidemtial markets in South Africa. Business
subscribers are expected to take-up broadbandsaoffesings relatively quickly in comparison

to residential users

2.5 South African PC Penetration

The South African PC markets drive the Internet eatimity within South Africa. Smit &
Neilson (2005) note that South Africa has shown a-ge@ayear PC growth of 34.3%, attributing
this mainly to the strengthening of the rand argpeetive price decreases. The South African
installed PC base is now estimated at 4.61 milliah ia expected to grow to 6.3 million by 2009

(Smit & Neilson, 2005), as can be seen in Tableslpb.
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Table 1 — South African PC Installed Base, 2004 - 20

PC installed base, 2004-2009

2004 2005 2006 2007 2008 2009
Desktop PC 3,852,330 4,153,757 4,495,158 4,749,196 4,888 454 5,027,713
Notebook PC 762,164 875,638 987,804 1,079,986 1,182,168 1,284,350
*Wi-Fi cabable 136,692 283529 452,307 685,340 913,507 1,155,915
Total PCs 4,614,494 5,029,395 5,482,962 5,814,182 5,030,622 6,312,063

Source: BMI-T, 2005

Source: Smit & Neilson, 2005

Desktop PC Internet connectivity through fixed lmecess is still the majority shareholder in
South Africa’s Internet connectivity market. Thetetmook market is currently being stimulated
through the cellular and other wireless operatofferimg ‘mobile’ broadband Internet access.
The South African PC Internet access foregast,technology can be seen in Table 2 (Smit &

Neilson, 2005) below.

Table 2 — South African PC Internet Access connectiaby Access Type, 2004 - 2009

PC Internet access connections by access type, 2004-2009

2004 2005 2006 2007 2008 2009
Dial-up, ISDN and leased 1,074,682 1,147 673 1,206,927 1,243,114 1,246,950 1,191,783
line
ADSL 36,000 100,000 150,000 210,000 280,000 360,000
Cellular Internet access (for 11,000 45,000 82,000 146,000 230,000 340,000
PCs), including GPRS, Edge
and WCDMA
Other wireless Internet 4614 20,000 46,000 90,000 152,000 250,000
access, including UMTS-
TDD, TD-SCDMA, CDMA
2000 and WiMAX
Total Internet connections 1,126,296 1,312,673 1,48593 1,694,114 1,920,950 2,191,783

Source: Source: BMI-T, 2005,

Source: Smit & Neilson, 2005
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2.6 E-Commerce

According to Wagonfeld and Deighton (2002), onlingeatising, only equated to simple banner
advertisements at the top of web pages, starte896.1By now advertising over the Internet has
taken many forms, such as:

» ‘Banner advertisements’, typically small rectangutaasers” that simply create exposure
and awareness of the product and whose effectivemessasured by the “click-through
rate”, which normally directs the users to a motasitative, active advertisement
revealing the full product details;

» Sponsorships, which include rented space on otloelugts’ or companies web pages, the
subject matter often being interrelated and heser/ing to provide the user with a more
‘complete’ picture of the product and associatemhganies or organizations;

» Classifieds, typically the same as standard ptagsifieds, they range from standard text
to fully interactive adverts and costing is depemndm size, character and the period that
the ad ‘runs’;

» Slotting fees are permanent links that companigsfqain order to be part of the highest
traffic sites, are often shown as preferred linksagsociated web pages and involve a
constant presence throughout the navigation ofvete page;

» Keyword Search, a type of advertising that involvegitg placements on search engines,
showing them as the preferred supplier and someiimeksling placements of banners or
links when the respective key word is requested;

» Interstitials: ‘stand-alone’ advertisements thgteqr in a separate browser window while
another web page is being loaded (Although provehetovery effective, because new
browsers are opened and new content is downloadeyl,atieeclaimed to slow down
access to destination pages.);

» E-mail advertising, conforming to the traditiong@lush’ type advertising, where e-mail

addresses of potential customers are solicited frotmer companies or website
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registrations and then e-mails containing advertesgs are sent to these potential

customers.

Attitude towards advertising is well researched irdigsi of traditional mass media advertising
(Chen & Wells, 1999). As e-commerce grows as a aieféndustry standard for on-line
advertising and trading, ‘attitude towards the sitél gain the same level of attention in efforts
to develop reliable and valid scales for measunefsite and e-commerce effectiveness. To use
websites and e-commerce effectively, marketers vahdfit from understanding how on-line
customers relate to websites as a source of adrgriisthe general media, since perceptions of

websites and e-commerce will affect attitudes towardiwidual advertisements (Ducoffe, 1996).

E-business is defined as the use of electronic sn@ad platforms to conduct a company’s
business (Kotler, 2003). With the support of théednet and internal company intranets,
businesses are finding faster, more efficient wdydetivering information pertaining to products
and services to consumers, and company data to dtafmerous companies have also set up

extranets, whereby they can directly interface akernternet with suppliers and manufacturers.

2.7 E-Commerce Domains

E-commerce goes one step further than e-businesgnty allowing the visitor (consumer) to
the website to search for a particular productesvise, but also to give and get feedback from
the company and other consumers and to completeaheaction on-line. E-commerce can take
place over four major Internet domains (Kotler, 200B2C (business-to-consumer), B2B

(business-to-business), C2C (consumers to consymaes C2B (consumers to businesses).

2.7.1 Business-to-Business

These inter-business transactions account for staoiial part of e-commerce trading. Because

of the advantages of trading over the Internet, yr@mpanies now benefit from e-commerce
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though the global exposure, cheaper set-up anddt#on costs and faster turn-around time for
an order. Supply chain management has also beditated and aided by B2B web pages; as
company web pages are proving to have a very pesidffect on how inter-company

communications and transactions are handled. \WMabled organizations are using the Internet
to facilitate procurement processes, auction s#gpst exchanges, on-line product catalogues,
barter sites and product searches, all with thedadjelctive of obtaining the best price. Hence,
this price transparency is effectively making tharketplace more efficient, through its global

accessibility (Kotler, 2003). The B2B market isiiad to be 10 to 15 times greater than B2C

commerce (Kotler, 2003).

2.7.2 Business-to-consumer

In today’'s e-commerce environment the Internet rigvimg to be one of the most popular
methods used by businesses to deliver to consunfermation pertaining to their products and
services. Owing to the pure economies of scalegktent of the client base over the Internet
makes business-to-consumer a very attractive pitopasespecially in a business environment
where price margins and product differentiation ecdming so competitive. The primary
function of most corporate web pages is to actmagfrmation source for consumers. Only a
few on-line businesses support full transactions pacchasing directly over their websites;
examples are Amazon.com and kalahari.net. The B@@ehhas also been driven by consumer
demand, as PC penetration grows, more and moreneniffo seekers and shoppers enter the
electronic marketplace, so traditional ‘brick andrtar businesses also enter this electronic
realm, to retain their market share. Another keyatision of the B2C web model is that it is no
longer a ‘push’ mechanism to be used by marketatsidonow commonly seen as a ‘pull’
mechanism driven purely by customer demand. Becanarketers are forced to wait for
customers to interact with their respective web pdmgdere any interaction can take place, all
web page interaction is customer initiated and odlett. Consumers claim the advantage of e-

commerce is its availability, convenience and pdoepetitiveness. Consumers, however, also
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claim that the downside is the security risk, la¢kpbysical interaction and the elimination of
sales support. As discussed later, these issues iean circumvented by improved website

interactivity.

2.7.3 Consumer-to-consumer

Historically this environment was burdened by thewslprocess of mail delivery systems
operated by post offices. Now the Internet allowsdeamless, instantaneous correspondence
between consumers. This happens in on-line chansoor through on-line e-mail servers,
whereby individuals will ‘chat’ (e-mail) amongst eacther and provide feedback regarding a
company’s respective products and services. Magd of web” (Kotler, 2003) is fast becoming

a very influential buying force in the on-line matilace. The many-to-many nature of
communicating over the Internet allows consumersofiy@ortunity to place their own personal
advertisements either on specific classified pogtiof company web pages or, now, on on-line

auction sites, which act as ‘middlemen’, facilitgtite transaction for minor commissions.

2.7.4 Consumers to Businesses

Outside of the traditional marketing and advertisamyironment, companies are now creating
facilities and mechanisms that allow consumers tovide marketers and product/service
managers with feedback regarding advertisementsegrcustomer perceived values, products
and services. Furthermore, many companies are mowiding open-ended communication

channels to allow for on-line feedback, suggestiecosplaints and/or requests from the general
public. Critical to this model is prompt resporiseall respective parties, ensuring that each

consumer realizes the benefit of this interaction.

Research Proposition 1: South African corporate veiies operate mainly within the Business-

to-consumer domain.
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2.8 E-Commerce Web Page Classifications

Wagonfeld and Deighton (2002) indicate that theeefaur main typologies / classifications for
web pages, namely: classification by corporate pgapalassification by source of income,
classification by stage of the adoption process @askification by function. These typologies
are not mutually exclusive as there are logicalrlaps and similarities between the various
classifications, the use or selection of each §ipdgpology is in accordance to the pre-requisite

requirement and strategy of that organization.

2.8.1 Classification by Corporate Purpose

In South Africa many businesses and corporationg leebsites to complement their physical
operations, “Click and Mortar” structures (Teo &i2002) common in organizations all around
the world. The purpose or usage of these webs@esally conforms to one of the following
types:

» The corporate presence, where focus is given toigimgvcommunication with investors,
suppliers, employers, regulators, and custometsnaficludes a company overview and,
sometimes, financial data in annual reports;

* The promotional presence, where focus is giverrampting the companies products and
services, also includes advertising on bannersks bn other web pages;

» The transactional presence sites, able to be éfteestanding’ stores or part of ‘virtual
malls’, include on-line transactional facilitiescbuas on-line ordering and payments;

 The conversational presence sites offer custonteesfdcility to provide feedback,
converse (on-line) with other customers in chatmeand also receive daily, weekly or

promotional correspondence.

Research Proposition 2: South African corporate vailes predominantly have a promotional

presence.
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2.8.2 Classification by Source of Income

Websites can also contribute to the income of tigamzation. Income-generating models can
exist in isolation or in combination with other amoe-generating models. They can be classified
as the:

» Advertising Support Model, as indicated earlierpaydar form of on-line advertising that
includes banners, sponsorships, interstitials dasbifieds;

» Subscription Support Model: websites providing aguei or specific function of value to
its customers and charging a subscription fee Heséa services; for example, Harvard
Business Review (on-line);

» Cost Elimination Model on-line presence used by ynemmpanies, because of the cost
benefits and savings offered by the Internet, taimie savings in their operations and
information delivery environments (for example Fggd#a their on-line package tracking
system);

» Sales Revenue Model, whose revenues are specifio-tme retail and trading, where
sales are executed and completed on-line, for elear{plahari.net;

» Information Trading Model, within which web pages ikeaesponses from on-line users,
either pertaining to product information or to phase intention, the information then

being sold to third parties or manufacturers.

Research Proposition 3: South African corporate vailes utilise their websites predominantly

as a communication and promotional cost eliminatiomodel.

2.8.3 Classification by Stage of Adoption

Throughout the stages of the customer’s produgbtzmo process the AIDA (Awareness-interest-
desire-action) model is useful, the web providingaie functionality to allow the customer to
progress through the following phases:
» Awareness (the web provides a channel for a custtonemcounter a product or service
that they were not previously aware of);
* Interest, the web page allowing the customer to Woklolink or advert leading to further

information about the product or service;
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» Desire, when the customer decides that the produseémvice is needed and proceeds to
find further customer feedback or product evalugtio

» Action/Adoption, when the web page allows the custormdplfow up on the desire by
placing an order or facilitating the transaction;

* Retention: provision by the website of follow-upvsee and correspondence with the

customer, to ensure repeat business.

Research Proposition 4: South African corporate ve#ies predominantly promote product

and/or service awareness and interest.

2.8.4 Classification by Function

Websites in themselves provide very specific fuurmdj which can be identified as:

» Service Provider, where web pages act as a markp#rnger, supporting the physical
operations of the business or corporation;

« Community Areas, where web pages provide unbiasedniafiton or content to a public
audience and, hence, act as pure communicatiomelsan

* Programming, where sites are often sponsored byciassd businesses looking to
simulate new business by advertising on these webspaigd web pages are specifically
providing a source of similar information pertaigito a particular subject, product or
service;

» Directories, whose web pages provide on-line yellonepagllowing customers to search

and find respective businesses, products, or svic

Research Proposition 5: South African corporate ve#ies are predominantly used as
communication and promotional tools, supporting thehysical operations of the business or

corporation.
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2.9 E-Commerce Web Page Interactivity

The interactivity of a corporate website is oneh&f mnost advantageous features of having an on-
line presence, according to Cho and Cheon (20@t5ncludes benefits such as 24-hour access
channels between marketers and consumers, pubditiored messages and newsletters, sales

promotions, direct marketing, interactive custosewices and technical support.

The phrase, “Interactive Advertising”, (Hwang & Mchaih, 2002) can be used as a synonym for
‘On-line Advertising’, as this new communications medinow allows a marketer direct contact
with the customer. Polaine (2003) defined truerautvity as a feedback loop of action-
reaction-interaction involving collaboration or éange of data and/or information. Ballantine
(2005) further argued that interactivity compriga®e factors:

A. Speed, or the rate at which input can be assimilateca mediated environment;

B. Range, which refers to the number of possibilities action within a mediated

environment;
C. Mapping, which refers to the ability of a systemn@p its controls to changes in a

mediated environment.

Berthon, Pitt and Watson (1996) modelled a sixestpgocess describing the flow of surfer
activity on a website. The first stage of the madpresents the flow of unaware surfers on the
net, who land on the website of an organizatisrsusthe direct hits of aware surfers. This
describes the ‘awareness efficiency’ of the websithe second stage aims to get aware surfers
to find the website, and is described as the ‘ldualiy / attractabality efficiency’ of a website.
The third stage relates to the ‘contact efficienaf/a web page, measuring how effectively an
organization transforms hits into visits. The fbustage looks at the effectiveness of an
organization’s web page to convert purchases infpurohases. This is measured by a

‘conversion efficiency’index. The fifth stage of the model relates tcs tbapability to turn
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purchases into repurchases and uses a ‘retenficieefy’ index to define it further. The last
stage of the model looks at the overall average sitelefficiency’ index, which takes an average

of the first five efficiency indices.

According to Peters (1998) two key principles whichderlie the departure of interactive
marketing from traditional marketing are, firstifhat computer networks have the ability to
facilitate communication from anywhere in the wordt, any time and, secondly, that while
traditional mass marketing media have predominatglyended upon monologues from firms to

consumers, interactive web pages have introduced mi@sactive dialogue.

Liu & Shrum (2002) believe that for this “interaatirevolution” to be understood and utilised to
the full extent of taking on-line advertising toetimext level, a clearly defined definition and
understanding of the complexities surrounding atgvity, especially within an on-line web
environment, is needed. The new media allow thatiogiship between the marketer and the
consumer to be taken to a new level, by opening redns of dialogue. According to Peters
(1998), many of the current offerings to consumeies the Web are not designed to be
interactive, but are often simply extensions of there traditional marketing communications
media. Their main appeal is that they are accefismiigh a computer, with the associated
novelty value which the Internet currently holdsa dddition to this, it is the technology that
supports an on-line environment that also provitiesnteractivity; hence, the two are seamlessly
woven together and the level of interactivity lieshvthe web development team and not with the

marketing department.

In addition to the above, the experience of intivéyg obtained from other media channels will
help to guide marketing departments to drive theeibgment of the web pages and the particular

level of interactivity required by the respectiveogucts or services. This would include
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behavioural, attitudinal and cognitive model depat@nt within the on-line environment, which
would direct how the web page would control the infaioma processing and flow to the
customer and initiate action from the user, ultehatallowing the transaction to be taken to

fruition.

According to Peters (1998) there are four key ardadifferentiation with respect to on-line
interactive advertising. These are ‘Communicatyle’, ‘Social Presence’, ‘Consumer control
of contact’ and ‘Consumer control of content’. Hawe they are also commonly included in
traditional marketing, especially the first two, $leese differentiators can and should be
extrapolated. The level of interactivity on a wedge has been defined over the past years by
numerous other additional ‘differentiators’ to wedgps. These can all be attributed to defining
interactivity. However, it is the culmination ofl #hese individual elements, listed below, that

has led to true interactivity within web pages.

* On-line ordering / Transactions
» Search Engines

» Data Drills

* Special Interest Data Domains
» Interactive Forms and Tours

* Interactive Games

* ‘Members only Tools and Domains
* Quick Quotes

* Online Bulletin Boards

* Chat Rooms

* ‘Ask the Expert’

* ‘Request For Information’ Forms
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» Auto-Responders

* Online Video Conferencing
» Distance Learning

* On-line Product Demos

* On-line Newsletters

Massey (2000) argued that the interactivity of camivation technologies could be further

broken down into the four dimensions described below

A. Complexity of choice offered to userk.is assumed that the more choice and/or content
that is offered to the consumer the greater theractive experience will be. This was
confirmed by research done by Ballantine (2005), vitnond that as the level of
interactivity and the amount of information providley the website increased, so too did
the level of customer satisfaction. A study donéNlggveen and Pedersen (2002) proved
that a user with previous Internet experience peesed higher level of the usefulness of
a website with interactivity than a user with no ptiernet experience does.

B. Responsiveness to the useinternet technology now allows online marketersoffer
interpersonal interactivity with individual consurae Although often delayed, this will
support asynchronous communication, such as e-mail.

C. Facilitation of interpersonal communicationThis occurs when online marketers allow
their websites to be used as conduits through whiohaudience members could engage
each other interpersonally, in real time (chat repar delayed, as before with e-mail.

D. Ease of adding information to the systefrhis is available where users of the website are
allowed to add their own personal content or feedlack particular website, thereby

becoming both users and content providers. The tieeded to update the website, from
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both the marketer’'s and the consumer’s perspeigtivassified as “Immediacy”, and is a

measure of how up-to-date the website is.

Web advertisers need to understand and measuresftbetiveness of their websites as
communication and/or interactive advertising medidence, the choice of measurement will
depend on the marketers’ objectives, time and hadgeonstraints and technological ability to
gather data. Research done by Bhat, Bevans amgli®an(2002) indicates that web metrics can

be organized into five major objectives including:

A. Website popularity and exposure,

B. Stickiness (ability of a website to attract anddhakers’ attention) and the quality of
customer relationships,

C. Usefulness or relevance of message to users,

D. Co-marketing opportunities, and

E. Effectiveness of user targeting.

By understanding these web metrics and how theydnfla the success of a website and its
interactivity, marketers can create a competitidvaatage by driving the correct end-user

behaviour on their websites.

As highlighted in Stevens (2004) research, it haanljgoven that beyond the positioning and
interactivity of a web page are other critical tast that determine its success; particularly the
success of the e-commerce interactions throughvikat page. These factors are divided into

three broader categories:

A. Organizational Factors,
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B. Managerial Factors,

C. Technological Factors.

The organizational factors that are critical topap an e-commerce environment include:

» Developing an “eVision” and aligning this “eVision” the business strategy, mission,
vision, goals and objectives of the organization;

» Developing a sound business model, a necessity Ifobusinesses, where a clear
understanding of the value chain in relation to gbevices and products being offered is
required and profitability is dependent upon acimg\critical mass, lowering transaction
costs and increasing revenue streams;

» Collaborative relationships, including the formatiof consortiums, the involvement of
internal and external stakeholders in the prockssraging of existing relationships,
providing value to suppliers and consumers andeagig the commitment of suppliers;

» Driving exceptional customer service, to the extéat it becomes a differentiator from
competitors (This “Customer-Centric” philosophy amves a value-adding proposition
which includes price competitiveness, product ddfgiation, operational efficiencies,
reduced inventories, faster order processing, g@uidkliveries and strategic sourcing.);

* The support for a global trading system if requiogdhe organization’s “eVision”.

The managerial factors crucial to the support of-@ommerce environment include:

* Senior Management support is essential, to drieehthsiness engineering process to
support the e-commerce environment and to managentplications of the “eVision”

strategy on the culture, attitude and busines®gtyihy of the organization;
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Change Management is crucial, to support the toamsftion of an organization to an e-
commerce environment, and includes people transftiomand the management thereof;
Project Management, which includes managing all geeple, processes, objectives,
milestones and metrics and aligning the respectiseurces to execute the project;

Project flexibility, which implies that the differ§ needs of suppliergersusconsumers
need to be flexibly managed and these stakehofwsd to be driven to support and buy
into the value proposition of the “eVision” strategy

Business and technical skills are essential; tparghe entire e-commerce environment,
in an emerging economy and market, an explicit kedgg of the respective industry and
the value chains therein is critical. Successtidifbess process engineering and attention

to detail will be the two largest challenges torceene.

The technological factors crucial to support ameymerce environment are described below.

Efficient integration of back-end systems withie tbrganization, and those of buyers and
suppliers. These systems include enterprise resqlanning, supply chain management
and customer relationship management systems. sHwetcomings of expensive
middleware systems and the operations and suppdaalfsystems limit the success and
profitability of an e-commerce environment.

Security management is essential to keeping stdkehinformation and transactional
data secure. Security breaches can result in bre&ieie-chain relationships and lack of
confidence in future transactions. The implemémtatof Virtual Private Networks
(VPNs) provides an added level of security overtthditional public Internet. However,
because this is always not possible within the puldimain, the use of proven encryption

software on all transactions is critical.
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The behaviour of on-line e-commerce customers lgleadicates the benefits of using Internet
technology to deliver on-line service to custome@hosh (1998) explains that there are three
benefits to the service and level of interactitigt customers receive over the Internet: firstly,
companies are able to leverage the Internet teoggoio give the same level of service to
customers that they would have received from a patesn; secondly, utilising the Internet
technology, companies are now able to personalezeuktomer’s interaction with the web page,
thereby ensuring customer satisfaction and loyahyrdly, utilising the Internet technology,
companies can provide valuable new products andcssrinexpensively, thereby passing those

savings back to the customer.

Research by Cho and Cheon (2005) indicates thahtke most frequently used classifications

for interactivity are:

A. Consumer - Message interaction;
B. Consumer - Marketer interaction;

C. Consumer - Consumer interaction.

2.9.1 Consumer - Message Interaction

Cho and Cheon (2005) define this as the user'saaten with messages: how the user can
select, search, edit, and modify the form and cundé mediated messages by interacting with
the messages. Cho and Cheon (2005) found thattplged interactivity used certain keywords

to describe interactivity: “user influence on tleenh and content”, “choice over various levels of

information”, and “modifying the form and content”.

2.9.2 Consumer - Marketer Interaction

Cho and Cheon (2005) define this as two-way intevackietween consumers and marketers.

Research has shown that Western cultures (SouthaAicategorised in this sector along with
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United States and the U.K.) value individualism agjéct hierarchic status, which makes power
distance or authority recognition an uncomfortgieposition. According to Cho and Cheon
(2005), Western websites may tend to lessen thargistbetween consumers and marketers in an
attempt to maintain and create more horizontalticelahips through two-way interaction

between the two groups.

2.9.3 Consumer — Consumer Interaction

Cho and Cheon (2005) define this as interactivitoagst consumers. In today's competitive
environment, consumer feedback allows new buyetate first-hand knowledge about product
or service satisfaction. Certain websites go asafadetting consumers enter a “chat-room”
environment to enrich this interaction and possildilow for more autonomous feedback
sessions. Cho and Cheon (2005) indicate that westdtures are likely to identify themselves

as individual entities and place value in indivitiegdback.

Research Proposition 6: South African Websites usainly Consumer — Message interactivity

2.10 Summary of research Propositions

The following are the proposed research propositions

» Research Proposition 1 South African corporate websites operate mainhhiwithe
Business-to-Consumer domain.

» Research Proposition 2 South African corporate websites predominantly ehav
promotional presence

» Research Proposition 3 South African corporate websites utilise their widssi
predominantly as a communication and promotionat ebmination model.

* Research Proposition 4 South African corporate websites predominantly prtem

product and/or service awareness and interest.
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Research Proposition5: South African corporate websites are predomigamked as
communication and promotional tools, supportingghgsical operations of the business
or corporation.

Research Proposition 6 South African Websites use mainly Consumer — Mgssa

interactivity
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CHAPTER 3

PROPOSED DATA COLLECTION

“The World Wide Web (WWW or simply the Web) hasratted a great deal of attention in
recent years, perhaps significantly, in the inflisdrbusiness press” (Berthon, Pitt & Watson,

1996)

3.1 Introduction

Chapter 3 deals with the data collection methodplod@his chapter explains the population
group from which the sample was drawn and the questice used to gather the responses of

individuals with respect to their companies web pages

Direct quantitative marketing research techniquegjguan on-line questionnaire, were used to
collect data regarding their web pages and e-conemaerketing strategies, this was done from

a random sample of companies.

The initial goal of the data collection was for rakli{Uniform Resource Locator [URL] Address)
for the respective on-line questionnaire to be tedeically mailed (e-mail) to each of the
respective companies selected from the random samylereby the recipient within each
respective company would answer the questions itosschA and B of the questionnaire (shown

in Appendix A).
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Depending on the success on the above exercisehanduimber of actual responses, if the
desired results were not achieved, an independdahy stilizing the same questionnaire would be
conducted on a random sample from within the inlislof companies. This would allow for a

standardized study to be completed: hence, stilliging usable data for analysis.

3.2 Sample

The sample population was drawn from the total tiftavailable on-line South African
businesses. Telkom SA’s “Yellow Pages” on-line dwegt services at URL address:

http://www.yellowpages.co.zaas used in collecting the list of South African inass websites

and their respective e-mail addresses.

The target was to send the e-mail to three hund8D) randomly selected companies,
representing as many industry segments as poskilblas envisioned that a sample of more than
a hundred completed responses would be returnedawigxpected 33% response rate, however,

an optimistic response rate of 50% would allow farenthan 150 responses to be collected.

3.3 Instrument

Respondents were to be sent an on-line web questierdeveloped specifically for this study.
Each respondent, representing the company thatvibely for and pertinently also representing
the marketing and advertising divisions within tbatmpany would complete the questionnaire

with respect to their company’s web page and e-comermarketing strategy.

3.3.1 Section A — Generic Company Profile

Section A of the on-line questionnaire (shown in Amgie A) requested the respondent to
complete a generic company profile for their repeacompany: Table 3 gives an overview of

the questions and the respective data descript@edtion A.
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Table 3 — Section A Questionnaire Fields

Question Data Entry Data Type Data Descriptor
Company Name User Input Text String 256 Characters
Company Website URL User Input Text String 256 Characters
Address
Industry Sector Drop Down Ligt ~ Text String 256 Characters

Where there were no rules to the entering of aedata (data entry was open to user discretion);
for example, “Company Name” and “Company WebsiteLURIdress”, these fields remained

‘open’. This user-specific data did not affect thecomes of this research.

Where the data were specific to the focus of thieaech paper they were restricted to a pre-
defined list of options. The use of drop-down bofeeslitated the process of selection, ensuring
rigid data integrity and standardization for us#piin the data analysis component of this

research.

The Industry Sector drop down box reflected theofsihg broad range of prevalent industry

sectors:
» Banking,
* Food/Hospitality Services,
* Industrial/Manufacturing,
* IT/Telecoms,
» Logistics/Transportation,
* Medical/Pharmaceutical,

* Mining,
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e Retail.

3.3.2 Section B — Marketing Strategy Questionnaire

Section B of the on-line questionnaire (Appendix Axsvepecifically used to collect data from
the sample of identified companies, concerning tfaings of their on-line marketing strategies

and e-commerce web pages.

In accordance to the literature review, the ‘Domain€lassifications’ and ‘Levels of
Interactivity’ and their respective constructs paring to on-line marketing strategies and e-

commerce web pages were identified, these are lstkxiv.

A. E-Commerce Web Page Marketing Domains
i. Business-to-business
ii. Business-to-consumer
iii. Consumer-to-consumer

iv. Consumer to Business

B. E-Commerce Web Page Classifications
i. Classification by corporate Purpose

ii. Classification by source of income

iii. Classification by Stage of Adoption

iv. Classification by Function

C. E-Commerce Web Page Level of Interactivity
i. Consumer - Message interaction
ii. Consumer - Marketer interaction

iii. Consumer - Consumer interaction
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Incorporating the theory from the above construatspmparative, itemized rating was used for
the second part of the on-line questionnaire, easpondent indicateda a five point ‘Likert’
scalé their ratings pertaining to each question withpees to the above constructs. The ‘Likert’
technique presents a set of attitude statemenespdidents to the on-line questionnaire were

asked to express agreement or disagreement withoddlce proposed statements.

3.4 Questionnaire Integrity and Validity

For the purposes of ensuring the questionnairgiiyeand validity a pilot survey would be run
on a pre-selected sample of companies, to elimimaitg ambiguous statements, negative
statements or statements which might seem undeagiig’; for example, “Does your on-line

marketing strategy include an e-commerce model?”

The pilot would also include running the test omgraup of companies whose attitudes were
known. For example, a company that does not hawendime marketing strategy or where their
e-commerce on-line presence would be expected Mawvtwr the classification by functionality
or the level of interactivity. If they did, it calibe assumed that something was wrong with the

guestionnaire and its structure. If they did nlegntthe test could be assumed to be valid.

If necessary, an expert in the field of on-line keging strategies and/or e-commerce web pages
will need to check the content validity of the qicestaire. Lastly, as discussed previously, if
this survey did not produce the desired results wa$pect to data integrity and validity, an
independent study would need to be conducted omattom list of web pages to produce the

required data sample.

2 The Likert technique presents a set of attitudsestents, allowing respondents to express agreeorent
disagreement of a five-point scale, with “Undecided“Neutral” being the middle position.
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To ensure that the there is consistency betweestéted problem, the respective sub-problems,
the respective research propositions and the pegpgsestionnaire, a consistency matrix was
constructed. Table 42 (shown in Appendix B) indisatet all dimensions of the stated problem
and the respective sub-problems are covered bguhbstions in the proposed questionnaire and

lastly, there are no miscellaneous questions withi proposed questionnaire that have no

specific purpose or validity.
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CHAPTER 4

DATA ANALYSIS METHODOLOGY

“While the world wide web works well as a fancy digpldevice, its real power lies in
interactivity. Indeed, with the right interactivesign and components, a drearily ordinary site
can be transformed into a sophisticated marketmgsales tool that offers every visitor a highly

personalized, highly responsive experience.” (Dyd£:98)

4.1 Introduction

Chapter 4 covers the proposed data analysis metwddhis includes an explanation of the use
of statistical procedures such as Analysis of Vasatests, Factor Analysis tests and lastly,

Cluster Analysis tests to analyze the results obthfrom the sampled population group.

The research objectives were supported by the aigiitn ANOVA hypothesis test. Therefore,
with respect to the resulting data set a compar@othe means for the different population

groups was performed to test the validity of thepps®d research propositions.

In addition to this, a further investigation to elebine any unknown underlying factors was also
done on the resulting data set, for purely invesivg purposes. Factor Analysis, in particular
exploratory Principal Component Analysis (PCA), weed to perform the task of identifying

these underlying factors. Cluster analysis was aldormed on the resulting data set, to
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determine whether any unknown underlying associat@rngroupings could be determined from

the results.

4.2 ANOVA Tests

In accordance to the industry sectors availabldéndrop down box in Section A of the on-line
guestionnaire, the resulting data set allowed forenthan two population groups. For this reason
a one-way analysis of variance was used. Thisgisn@ralization of a two sampigest, used to
test whether the means from several populationspgrare all equal, and if not, which are

significantly different from each other.

The one-way ANOVA procedure is usually run in two stagksthe first, the test for the null
hypothesis of equal means is tested, and if theltneg p-values are not sufficiently small, then
there will be insufficient evidence to reject thaialjmeans hypothesis, and the analysis will stop.
If, however, the resulting-values are sufficiently small, it is assumed witleeatain level of
confidence that the means for the different pojiagroups are not equal. Then the second
stage is used to discover which means are significdifferent from which other means. For
this, a pair-wise comparison (paired-samptiest) was used, by performing a hypothesis test for

the differences between two population means (Albrighbston & Zappe, 2003)

4.2.1 ANOVA Test Assumptions

ANOVA tests, as with many other statistical proceduaes,reliant on the resulting data set to be
normally distributed. To test for normality,Ghi-square goodness-of-tiést was performed on
the resulting data set. This test looks at theendesl frequencies of the population group and
compares these with the expected frequency for malbr distributed population group. If the
two sets of frequencies are sufficiently similarcén be assumed that the null hypothesis of

normality can be accepted; otherwise it should [eeted.
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4.3 Factor Analysis

Factor analysis is a statistical interdependencbknique that originated in psychometrics and
allows for the number of variables in an observeid dat to be reduced. Furthermore, it detects
structure in the relationships between variablesalodvs these relationships to be re-classified

according to the underlying or latent structuramghsions).

For the purpose of this research, Factor Analysisusasd for:

» Data reduction (Parsimony) - Factor analysis is useful for reducing a mass of
information to a manageable description. The mamant, analysis, and understanding
of such data are facilitated by reducing them teirtitommon factor patterns. These
factors concentrate and index the dispersed infosman the original data and can
therefore replace the numerous characteristics withmuch loss of information
(Rummel, 1970);

» Structure - Factor analysis can also be used to discovebbdbe structure of a particular
environment. Data collected on a large sample ofiggoand factor analyzed can help
disclose this structure (Rummel, 1970) & (PA 76520

» Classification or description - Factor analysis was used to group interdependent
variables into descriptive categories (clusterg)niiRel, 1970);

» Hypothesis testing- Since the meaning usually associated with "dsiw1i is that of a
cluster or group of highly intercorrelated charastes or behaviour, factor analysis was
used to test for their empirical existence. Whiclbvpage characteristics or marketing
strategies should, by theory, be related to whiaedsions can be postulated in advance
and statistical tests of significance can be agplethe factor analysis results (Rummel,
1970);

» Exploration - Unknown domains may be explored through fact@iyais. It can reduce

complex interrelationships to a relatively simghear expression and can highlight non-
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evident relationships. It thus fulfils some fulcts of the laboratory and enables the
researcher to untangle interrelationships, to sgpatifferent sources of variation, and to
partial out or control for undesirable influences the variables of concern (Rummel,

1970).

The two most common methods of Factor Analysis, fsedxtracting underlying factors from a
sample data set are:

» Principal Components Analysis (PCA)- In Principal Components Analysis, the total
variance in the data is considered. The diagoh#he correlation matrix consists of
unities, and full variance is brought into the @ctmatrix. Principal Components
Analysis is recommended when the primary concerro isldtermine the minimum
number of factors that will account for the maximwariance in the data for use in
subsequent multivariate analysis. These factarscalled principal components, and
are appropriate when creating a typology of varglde reducing attributed space
(Malhorta, 1996). PCA is appropriate for most sosi@ence and marketing research

purposes.

* Principal (common) Factor Analysis (PFA)- In PFA, the factors are estimated only
on the basis of common variance. Communalitiesireserted in the diagonal of the
correlation matrix. This method is appropriate whies primary concern is to identify
the underlying dimensions and the common variasa# interest. This method is also

known as principal axis factoring (Malhorta, 1996).

The primary difference between factor analysis aridcjpal components analysis concerns the
meaning of the dimensions: whereas the goal ofcj@h components analysis is parsimony,

factor analysis is concerned, in addition, with wietreferred to as underlying structure
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(Rummel, 1970). “Factor analysis is based on thddmental assumption that some underlying

factors, which are smaller in number than the nunolb@bserved variables, are responsible for

the covariation among the observed variables” (iind Mueller, 1978)

4.3.1 Factor Analysis Assumptions

Factor analysis is part of the multiple generaédinhypothesis (MLGH) family of procedures

(PA 765, 2005). 1t is closely related to regressanalysis and applies many of the same

assumptions:

Bi-linear data points - Factor analysis requires a set of bi-linear gaimts in matrix
form, implying that the row entities and column g#es§ must be independent of each
other (Rees and Lochutter, 1994). Factor analysis is a linear procedasewith multiple
linear regression, nonlinear transformation of celeé variables may be a pre-processing
step. The smaller the sample size, the more impiittas to screen data for linearity;

No selection bias/proper specification The exclusion of relevant variables and the
inclusion of irrelevant variables in the correlatimatrix being factored will affect the
factors which are uncovered. This dilemma creatdgcken-and-egg problem. Note: this
is not just a matter of including all relevant adnlies. Also, if variables are arbitrarily
deleted in order to produce a "cleaner"” factomdlitson, erroneous conclusions about the
factor structure will result;

No outliers - Outliers can impact correlations heavily andstllistort factor analysis.

‘Mahalanobis’ distance (Kim and Mueller, 197&)ay be used to identify cases which are

3 As cited in PA 765, 2005.

4 As cited in PA 765, 2005.

48



multivariate outliers, and these may then be remdvem the analysis prior to factor
analysis;

* Interval data - Data are to be converted to interval data paoanalysis, Ordinal and
Categorical data can also be analysed using factallysis: however, the interpretation of
the factors can be very difficult;

» Orthogonality - The unique factors should be uncorrelated wibheother or with the
common factors;

* Underlying dimensions shared by clusters of variabke are assumed- If this
assumption is not met, the "garbage in, garbagé (@IGO) principle applies. Factor
analysis cannot create valid dimensions (factémrsdme exist in the input data;

* Adequate sample size At a minimum, there must be more cases than feciche rule
of 10 can be applied, implying that there shouldab&east 10 cases for each item in the

instrument being used (PA 765, 2005).

4.3.2 Factor Analysis Data Integrity

Communality, R is the squared multiple correlation for the vhléausing the factors as
predictors. The communality measures the percentnénce in a given variable explained by
all the factors jointly and may be interpreted laes iteliability of the indicator (PA 765, 2005).
When an indicator variable has a low communalitg, fdtctor model is not working well for that
indicator and possibly it should be removed frora thodel. If the communality exceeds 1.0,
there is a spurious solution, which may reflect $owall a sample or that the chosen factors are

too few.

Rotation of the axis (Varimax Rotation) serves takenthe output more understandable and is
usually necessary to facilitate the interpretatbfactors. For solutions with two or more factors,

prior to rotation the first axis will lie in betweedhe clusters of variables and, in general, the
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variables will not sort well on the factors. Rotatmirthe axes causes the factor loadings of each

variable to be more clearly differentiated by fadi®A 765, 2005).

The criteria for determining the number of factare dependent on a number of various tests,
(Malhorta, 1996 & Dunteman, 1989)For the purpose of this research a combinatidheofirst
three tests (criterion) was used:

» Kaiser criterion - A common rule of thumb for dropping the leaspaortant factors, all
components with eigenvalues under 1.0, from theyarsal

* Scree plot - The Cattell scree test plots the components hes X axis and the
corresponding eigenvalues as the Y axis. Moving tdwtre right, toward later
components, the eigenvalues drop. When the drogesesnd the curve makes an elbow
toward a less steep decline, all further componaités the one starting the elbow should
be dropped;

» Variance explained criteria - Some researchers simply use the rule of keepioggh
factors to account for 90% (sometimes 80%) of tweation. Where the researcher's goal
emphasizes parsimony (explaining variance witheasfictors as possible), the criterion
could be as low as 50%;

» Joliffe criterion - A less-used, more liberal rule of thumb which mesult in twice as
many factors as the Kaiser criterion, the Jolifféeris to crop all components with
eigenvalues under 0.7;

» Comprehensibility - Though not a strictly mathematical criterioner is much to be
said for limiting the number of factors to those whalimension of meaning is readily

comprehensible. Often these are the first two oethre

® As cited in PA 765, 2005
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4.4 Cluster Analysis

In accordance to the research objectives of tlisareh paper, the outputs of Cluster Analysis
were also used as an additional classification nektte organize the sample of responses into
respective categories or homogeneous groups aalisters (Malhorta, 1996); in contrast to the
standard use of factor analysis, which is used phicate relationships among variables (Julnes,
1999). Cluster analysis is also called classiticaanalysis or numerical taxonomy (Malhorta,

1996).

The theory of Cluster Analysis is based on the bt the resulting numerical categories assist
researchers in describing the phenomena of intemestthe relationships among them. This
assistance depends, as in the case of principgb@oents analysis and factor analysis, on the
value achieved in reducing the complexity of thelreorld down to more manageable

categories. To the extent that the categories el@mefer to real distinctions between entities,
cluster analysis offers the promise of highlightnegl similarities among subsets of phenomena,

along with real differences between subsets (Ballé94 as cited in Julnes, 1999).

4.4.1 k-Means Clustering

The k-Means Clustering methodology, useful when a hygsith concerning the number of
clusters is already in the cases or variables $8fgt2003) was used. When the number of
predisposed clusters that should be found in thepkad data is known, theMeans clustering
algorithm will be able to produce exacttydifferent clusters of greatest possible distinttio
Therefore, the results of the cluster analysis khbe useful in supporting or disproving the

reviewed literature.
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CHAPTER 5

DATA COLLECTION

“With the heralding of the new “interactive age’relit marketing seems poised to have its

reliance on individual customer contact vindicdtéBeters, 1998)

5.1 Introduction

Chapter 5 deals with the results from the pilotigtd he methodology and results from the actual
data collection exercise are discussed and re®ultthe test for normality, as required by the

statistical procedures in Chapter 6, are explained.

5.2 Pilot Study

The pilot study, in which a sample of subject nrateperts within Telkom’s Sales and
Marketing division were approached to complete thestjonnaire with respect to Telkom’s web
page and other various sales portals that they gealhg@roved to be very successful. The results
returned with the expected distributions and meanghe known population group, and were
again validated in a post study, with the sameesubpatter experts. Consensus was arrived at,
indicating that the questionnaire would return tlesigkd results in accordance to the objectives

of the research propositions.
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5.3 External Study

The original intention of e-mailing the URL linkrféhe on-line questionnaire to the random list

of companies and their respective e-mailing adésepsoved to be unsuccessful, because:

Firstly, access to a database of names of comptrae$ave websites proved to be very
difficult, as no individual or company was willing tlisclose this information, owing to
the client confidentiality clauses signed with costos;

Secondly, gaining access to the correct e-mail esds for the same list of companies
proved to be even more complicated, as the listedi€éaddresses on the public websites;

such as, www.yellowpages.co,2@ted the e-mail addresses of either their lugpks or

client contact centres. The individuals at theddrasses either interpreted the e-mails as
“Junk Mail” (Spam) and deleted them or, if they digke the time to fill in the
guestionnaire, produced results that were mostlyneous, because of being incomplete

or because of a lack of understanding and/or irééspon of the questions.

For this reason it was decided that an independadistsidy would be done by an external third

party. The reason for this was to ensure an untiasmnsistent view of the questionnaire and

respective web pages. A PhD student at the Uniyersitthe Witwatersrand Electrical

Engineering Department was approached and brigidiba to complete the questionnaire. The

same on-line questionnaire was used to capturecthdts for each of the respective companies;

the results were then downloaded from the centhlistabase which served the on-line website.

The random sample of companies was obtained frorfotlesving locations:

www.vellowpages.co.za

WWW.jse.co.za

www.ananzi.co.zgon-line query for South African web Pages)

www.aardvark.co.zéon-line query for South African web Pages)
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5.4 Resulting Data Set

From the above self study, a total of 100 web pagae analysed. However, 5 questionnaires
were unusable because their data was either inctanglesrroneous: that is, the web page was
either unavailable or lacked any content to analySbe distribution of the remaining 95 web

pages into the respective industry sectors is showiable 4.
For the purposes of this research, the populatiomugs with very small representivity,
“Food/Hospitality Services”, “Medical/Pharmaceuticand “Logistics/Transportation”, were

grouped together to leave five primary industrytees; shown in Table 5.

Table 4 — Division of Web Pages into Industry Sectsr

Industry Sector Count
Banking 23
Food/Hospitality Services 2
Industrial/Manufacturing 22
IT/Telecoms 14
Logistics/Transportation 5
Medical/Pharmaceutical 2
Mining 16
Retail 11

Grand Total 95

Table 5 — Proposed Division of Web Pages into Fiveimary Industry Sectors

Industry Sector Count
Banking 23
Industrial/Manufacturing 22
IT/Telecoms 14
Mining 16
Retail and Other 20

Grand Total 95
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5.5 Test for Normality

As the resulting data set consisted of categoricdlnal data, the respective data analysis
(ANOVA test), as indicated in the previous chapteyldde applied directly on the resulting
data set, by fitting distributions to the data gdiney? statistic (Lind, Marchal & Wathen, 2006).
This distribution-fitting approach is found to hagehigher level of accuracy and improved
validity on the final data analysis results whemeared to the traditional approaches that either
assume an interval level scale or use the rescalpgoach, where correspondence analysis is

used (Stacey, 2005).

5.5.1 Distribution Fitting Algorithm Approach

Stacey (2005) defined the above as: “ An algorithmather than arithmetic approach that
estimates the values of the parameters (typicalgma and standard deviations) of distributions
of underlying attitudes (for example normal or logrmal distributions) together with the

attitudinal threshold, that would result in the tbés with the observed categorical response
frequencies”. This alternative approach thus a®syordinal level response data which involves
the fitting of hypothesized distributions to thesebved response data. Furthermore, this
approach maintains that data can generally be dedaas interval data and should not be re-

scaled before proceeding with statistical analySiagey, 2005).

For this purpose €hi-square goodness-of-tiest was performed on the resulting data set. The

results are shown in Table 6.
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Table 6 — Chi-square Goodness-of-fit test results

ra

Questions U o o LCL, UCL, p-value LCLs; UCLg
B1 057 | 1.14 | 1.31 0.34 0.80 0.0000 1.00 1.33
B2 0.30 | 1.21 | 1.46 0.06 0.55 0.0163 1.06 1.41
B3 0.67 | 1.22 | 150 0.42 0.91 0.0000 1.07 1.43
B4 0.41 | 072 | 053 0.27 0.56 0.0000 0.63 0.85
B5 0.05 | 0.83 | 0.69 -0.12 0.21 0.5849 0.72 0.97
B6 031 | 115 | 1.33 -0.54 -0.08 | 0.0106 1.01 1.35
B7 -0.09 | 0.80 | 0.64 -0.25 0.07 0.2618 0.70 0.94
B8 -0.51 | 0.90 | 0.81 -0.69 -0.33 | 0.0000 0.79 1.05
B9 0.30 | 0.49 | 0.24 0.20 0.40 0.0000 0.43 0.58
B10 -0.35 | 0.81 | 0.66 -0.51 -0.18 | 0.0001 0.71 0.95
B11 -0.37 | 0.96 | 0.91 -0.56 -0.18 | 0.0003 0.84 1.12
B12 -0.49 | 0.74 | 055 -0.64 -0.34 | 0.0000 0.65 0.87
B13 -0.34 | 0.90 | 0.81 -0.52 -0.16 | 0.0003 0.79 1.05
B14 0.17 | 0.65 | 0.42 0.04 0.30 0.0113 0.57 0.76

Population Mean = 0.00 0.90 0.85
Population 02u= 0.15 Ho: =0

Population )(2 = 2789 Ha: H#0
p value = 0.9994

Confidence level = 95%

Where:-

T

(0

LCL

UCLy:

p-value:

LCLg :

UCLyg :

Total variance = 1.00

Represents the average

Represents the standard deviation, which is oreasf variability (the root square
of the variance

Represents the variance

Represents the lowest control limit of the ager

Represents the upper control limit of the averag

Represents the observed level of significance. vApevalue provides evidence
for rejecting the null hypothesis and acceptingdhernative hypothesis
Represents the upper control limit of the standi@dation

Represents the upper control limit of the standi@dation
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The p-value for the test for normality was 0.9994: theref the higher th@-value, the more
evidence there is that the data did come from enalby distributed population (Lind, Marchal &
Wathen, 2006). Hence, the pre-condition for noityjdlad been met and the required statistical

procedures could be performed.
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CHAPTER 6

DATA ANALYSIS RESULTS

“To assess the risks and opportunities, you ne&ddw what's possible.” (Ghosh, 1998)

6.1 Introduction

Chapter 6 covers the results from the actual dagdysis. As proposed in Chapter 4, the results
from the Analysis of Variance, Factor Analysis ane @luster Analysis tests are all explained in

detail and their support for the respective redeproposition is explained.

6.2 ANOVA Tests Results

6.2.1 Research Proposition 1: South African corporate wedites operate mainly

within the business-to-consumer domain.

The constructs for this research proposition apeesented by the following questions:

» B1 - The results from the ANOVA test returneg-&alue of 0.0395, indicating that the
five population means ameot equal. Therefore, across the five industry sedtassnot
perceived that these web pages all operate maitynathe business-to-business domain.

The results for the paired-sampliest are shown in Figure 8.
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Figure 8 - Research Proposition 1 - Question B1 Pafation Means
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Table 7 — Research Proposition 1 - Question B1 Pomtion Means Groupings

Group 1 - Supporting Business-to-

Business Web Page Marketing Doma

Group 2 — Not fully Supporting Business-
to-Business Web Page Marketing

Domain

e |T/Telecoms
* Banking

* Mining

* Retail and Other

* Industrial / Manufacturing

With respect to Figure 8 and resultipgralues for the paired-samplidest with a significance

level of 1%, the different population means for thierent industry sectors are shown in Table

7.
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B2 - The results from the ANOVA test returneg-aalue of 0.0487, indicating that the
five population means weneot equal. Therefore, across the five industry sectoes
perception was not that these web pages all operatelymwithin the business-to-

consumer domain. The results for the paired-satrielst are shown in Figure 9.

Figure 9 - Research Proposition 1 - Question B2 Pafation Means

Question B2 Population Means
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Table 8 - Research Proposition 1 - Question B2 Polagion Means Groupings

Group 1 - Supporting Business-to- | Group 2 — Not Supporting Business-tg

Consumer Web Page Marketing Domg Consumer Web Page Marketing Domain
 IT/Telecoms * Mining
* Banking * Industrial / Manufacturing

* Retail and Other
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With respect to Figure 9 and resultipgralues for the paired-samplidest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

8.

» B8 - The results from the ANOVA test returneg-&alue of 0.0005, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages all operate ynaithin the consumer-to-consumer

domain. The results for the paired-samgiest are shown in Figure 10.

Figure 10 - Research Proposition 1 - Question B8 Pajation Means
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Table 9 - Research Proposition 1 - Question B8 Polation Means Groupings

Group 1 - Supporting Consumer-to-

Consumer Web Page Marketing Domég

Group 2 — Not Supporting Consumer-tp-

Consumer Web Page Marketing Domain

e IT/Telecoms

* Mining
* Industrial / Manufacturing
» Banking

* Retail and Other

With respect to Figure 10 and resultipgyalues for the paired-samptgest with a significance

level of 1%, the different population means for thierent industry sectors are shown in Table

9.

B14 - The results from the ANOVA test returne@-galue of 0.2276, indicating that the
five population means weretequal. Therefore, across the five industry sedtassnot

perceived that these web pages all operate mainllgirvthe consumer to business

domain. The results for the paired-samgiest are shown in Figurell.
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Figure 11 - Research Proposition 1 - Question B14opulation Means

Question B14 Population Means
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Table 10 - Research Proposition 1 - Question B14 palation Means Groupings

Group 1 - Supporting Consumer-to- | Group 2 — Not Supporting Consumer-tp-

Business Web Page Marketing Doma| Business Web Page Marketing Domajln

* Industrial / Manufacturing * Mining
* Banking
 IT/Telecoms

* Retail and Other

With respect to Figure 11 and resultipgyalues for the paired-samptdest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

10.
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6.2.1.1 Research Proposition 1 - Conclusion

From the above analysis and the actual valueshidifferent population means it is clear that
the business-to-business marketing domain is thevatent model, particularly in the
IT/Telecoms, Banking, Mining and Industrial / Maaafuring industry sectorsThe proposed

research proposition was, therefore, not supported.

However, within the IT/Telecoms and Banking indyssectors it is also shown that these
industry sectors operate within both business-taAess and business-to-consumer marketing
domains, with the Retail and Other industry sectedpminantly operating within the business-

to-consumer marketing domain.

Only within the IT / Telecoms industry sector aresamers’ interactions with other consumers
allowed for on their web pages, possibly becausheaif advanced knowledge and understanding
of the technology required to implement such fuoraiity on their web pages. Lastly, although
not very prevalent, within the Industrial / Manufagng, Banking and IT / Telecoms industry
sectors, these respective web pages also allow ftairceénteraction between the consumer and
the companies themselves. This is dei@eon-line mailing functionality or on-line customer

feedback forms.
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6.2.2 Research Proposition 2: South African corporate wefites only have a

promotional presence.

The constructs for this research proposition apeesented by the following questions.

» B3 - The results from the ANOVA test returneg-&alue of 0.0214, indicating that the
five population means areot equal so, across the five industry sectors, it was
perceived that these web pages all have a corpprasence. The results for the paired-

samplet test are shown in Figure 12.

Figure 12 - Research Proposition 2 - Question B3 Pajation Means

Question B3 Population Means
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Table 11 - Research Proposition 2 - Question B3 Polation Means Groupings

Group 1 - Supporting a Corporate Group 2 — Indicating Support for a

Presence Corporate Presence
* Mining * Retail and Other
* Industrial / Manufacturing  |IT/Telecoms

» Banking

With respect to Figure 12 and resultipgyalues for the paired-samptdgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

11.

» B4 - The results from the ANOVA test returneg-&alue of 0.0619, indicating that the
five population means wermeot equal so, across the five industry sectors, it wats n
perceived that these web pages all have a stromggtianal presence. The results for the

paired-samplé test are shown in Figure 13.

Figure 13 - Research Proposition 2 - Question B4 Pajation Means

Question B4 Population Means
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Table 12 - Research Proposition 2 - Question B4 Polation Means Groupings

Group 1 - Supporting a Strong Group 2 — Indicating Support for a
Promotional Presence Promotional Presence
 |IT/Telecoms * Industrial / Manufacturing
* Banking e Mining
* Retail and Other

With respect to Figure 13 and resultipgyalues for the paired-samptigest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

12.

» B5 - The results from the ANOVA test returneg-&alue of 0.2144, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages all have a ceati@nal presence. The results for the

paired-samplé test are shown in Figure 14.

Figure 14 - Research Proposition 2 - Question B5 Pajation Means

Question B5 Population Means
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Table 13 - Research Proposition 2 - Question B5 Polation Means Groupings

Presence

Group 1 - Supporting a Conversationg

Group 2 — Not Supporting a

Conversational Presence

e |T/Telecoms
* Banking

* Retail and Other

Mining

Industrial / Manufacturing

With respect to Figure 14 and resultipgyalues for the paired-samptgest with a significance

level of 1%, the different population means for thierent industry sectors are shown in Table

13.

» B6 - The results from the ANOVA test returneg-&alue of 0.0011, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas

not perceived that these web pages all have a ttamsal presence. The results for the

paired-samplé¢ test are shown in Figure 15.

Figure 15 - Research Proposition 2 - Question B6 Pajation Means
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Table 14 - Research Proposition 2 - Question B6 Polation Means Groupings

Group 1 - Supporting a Transactiona Group 2 — Not Supporting a
Presence Transactional Presence
* Retail and Other * Mining
 |IT/Telecoms * Industrial / Manufacturing
* Banking

With respect to Figure 15 and resultipgyalues for the paired-samptdgest with a significance
level of 1%, the different population means for thiéerent industry sectors are shown in Table

14.

6.2.2.1 Research Proposition 2 - Conclusion

From the above analysis and the actual valueshiodifferent population means it is clear that
South African web pages are used mainly to promeatie torporate presence, particularly in the

Mining, Banking and Industrial / Manufacturing irglty sectors.

Within the IT/Telecoms, Banking and Retail and Otimelustry sectors it was shown that these
industry sectors also have a very strong promoltipresence. These industry sectors also have a
conversational presence, allowing for consumersrawighe product and/or service feedback to
the respective companieshe proposed research proposition was, thereforenly partially

supported.

Again, only within the Retail and Other, IT/Telecomrsd Banking industry sectors is there an
indication of a transactional presence. Sincegedustry sectors support both a corporate and a
promotional presence, this could be expected,esethompanies would obviously want their on-

line customers to complete their transactions pe-dt the same time (real time).
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6.2.3 Research Proposition 3: South African corporate wekites utilise their

websites purely as a cost elimination model.

The constructs for this research proposition apeesented by the following questions.
* B9 - The results from the ANOVA test returnep-walue of 0.004, indicating that the five
population means weneot equal. Therefore, across the five industry sedtorsas not
perceived that these web pages are all used agtiathgesupport models. The results for

the paired-sampletest are shown in Figure 16.

Figure 16 - Research Proposition 3 - Question B6 Pajation Means

Question B9 Population Means
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Table 15 - Research Proposition 3 - Question B9 Polation Means Groupings

Group 1 - Supporting an Advertising Group 2 — Indicating Support for an

Support Model Advertising Support Model
 IT/Telecoms * Mining
» Banking

* Retail and Other

* Industrial / Manufacturing

With respect to Figure 16 and resultipgyalues for the paired-samptgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

15.

» B10 - The results from the ANOVA test returneg-aalue of 0.0212, indicating that the
five population means wermeot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages are all usedileription support models. The

results for the paired-sampléest are shown in Figure 17.

Figure 17 - Research Proposition 3 - Question B1M®Pulation Means
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Table 16 - Research Proposition 3 - Question B10 palation Means Groupings

Group 1 - Supporting a Subscription| Group 2 — Not Supporting a Subscription
Support Model Support Model
 IT/Telecoms * Industrial / Manufacturing
* Retail and Other * Mining
» Banking

With respect to Figure 17 and resultipgyalues for the paired-samptigest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

16.

» B11 - The results from the ANOVA test returneg-galue of 0.0192, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages are all usedsaglanination models. The results for

the paired-sampletest are shown in Figure 18.

Figure 18 - Research Proposition 3 - Question B1loPulation Means

Question B11 Population Means

0.000 T T T I_I T |_|

-0.100 +—

-0.200 +—

-0.300 T—

-0.400 T—

-0.500 T—

-0.600 T—

-0.700 T—

-0.800 -

-0.900 -
Mining Industrial / Banking Retail and Other IT / Telecoms
M anufacturing

72



Table 17 - Research Proposition 3 - Question B11 palation Means Groupings

Group 1 — Not Supporting a Cost

Elimination Model

Group 2 — Indicating slight Support for|a

Cost Elimination Model

* Mining

e IT/ Telecoms

* Retail and Other

* Industrial / Manufacturing

» Banking

With respect to Figure 18 and resultipgyalues for the paired-samptgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

17.

» B6 - The results from the ANOVA test returneg-&alue of 0.0011, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonss
not perceived that these web pages are all usedless revenue models. The results for

the paired-sampletest are shown in Figure 19.

Figure 19 - Research Proposition 3 - Question B6 Pajation Means
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Table 18 - Research Proposition 3 - Question B6 Polation Means Groupings

Group 1 - Supporting a Sales Reveny Group 2 — Not Supporting a Sales

Model Revenue Model
* Retail and Other * Mining
 |IT/Telecoms * Industrial / Manufacturing

* Banking

With respect to Figure 19 and resultipgyalues for the paired-samptdgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

18.

» B12 - The results from the ANOVA test returneg-galue of 0.0004, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages are all usedoaimation trading models. The results

for the paired-sampletest are shown in Figure 20.

Figure 20 - Research Proposition 3 - Question B12Pulation Means

Question B12 Population Means
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Table 19 - Research Proposition 3 - Question B12 palation Means Groupings

Group 1 — Not Supporting an Informati¢ Group 2 — Indicating slight Support fol
Trading Model an Information Trading Model
* Mining * Retail and Other
* Industrial / Manufacturing  |IT/Telecoms
* Banking

With respect to Figure 20 and resultipgyalues for the paired-samptgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

19.

6.2.3.1 Research Proposition 3 - Conclusion

From the above analysis and the actual valueshiodifferent population means it is clear that
South African web pages are used mainly as an asimgrtsupport model. This is prevalent

across all industry sector3he proposed research proposition was, thereforeoh supported.

However, with respect to the IT/Telecoms industgtsr, as these companies do not often have a
physical establishment and often exist only witthia space of the Internet, their advertising is

holistically contained within the same realm, scs thusiness environment can be seen as an
additional cost-elimination model. This is, moregvsupported by the fact that this industry

sector also indicated their predominant supporttfer use of their web pages to be a cost-

elimination model. Hence, when viewed in this pectipe this form of on-line advertising can

be seen as a cost elimination model.
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Within the IT/Telecoms and the Retail and Otherustdy sectors it was shown that these also
make some use of the subscription support modekeblgeon-line customers will subscribe for

a fee, to get access to certain data or informasioch as stock exchange trading prices, business
reviews or rankings. For the same sectors it ies shown that these industry sectors also
make some use of the information trading model, alyerthese web pages collect data from
their on-line customer base and pass this on ter@ibmpanies at a cost. This typically takes the
form of an on-line poll or voting forms with respdot a particular service or product and its

ranking against other similar or alternate prodoctservices.

Within the IT/Telecoms, Retail and Other and Bagkimdustry sectors there is an indication of a
sales revenue model. As indicated before, sinesethndustry sectors are supporting both a
corporate and a promotional presence, this couldexmected, as these companies would
obviously want their on-line customers to compligteir transactions on-line at the same time

(real time).
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6.2.4 Research Proposition 4: South African corporate wefites only promote

product and/or service awareness and interest.

The constructs for this research proposition apeesented by the following questions.

» B4 - The results from the ANOVA test returneg-&alue of 0.0619, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages all have agsaraareness and interest focus on the
stage of the consumer’s adoption process. Thdtsefauw the paired-sampletest are

shown in Figure 21.

Figure 21- Research Proposition 4 - Question B4 Pofation Means
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Table 20 - Research Proposition 4 - Question B4 Polation Means Groupings

Group 1 - Supporting a strong Awarenég
and Interest focus on the stage of th¢

consumer’s adoption process

Group 2 — Indicating Support for
Awareness and Interest focus on the sf

of the consumer’s adoption process

e |T/Telecoms
* Banking

* Retail and Other

* Industrial / Manufacturing

* Mining

age

With respect to Figure 21 and resultipgyalues for the paired-samptigest with a significance

level of 1%, the different population means for thierent industry sectors are shown in Table

20.

B8 - The results from the ANOVA test returneg-aalue of 0.0005, indicating that the

five population means wereot equal. Therefore, across the five industry sedtonsas

not perceived that these web pages all have aediesius on the stage of the consumer’s

adoption process. The results for the paired-satripbt are shown in Figure 22.

Figure 22 - Research Proposition 4 - Question B8 Pajation Means
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Table 21 - Research Proposition 4 - Question B8 Polation Means Groupings

Group 1 - Supporting a Desire focus ont| Group 2 — Not Supporting a Desire focus on

stage of the consumer’s adoption proce| the stage of the consumer’s adoption process

 IT/Telecoms * Mining

Industrial / Manufacturing
* Banking

Retail and Other

With respect to Figure 22 and resultipgvalues for the paired-sampletest with a
significance level of 1%, the different populatioreans for the different industry sectors are

shown in Table 21.

» B6 - The results from the ANOVA test returneg-&alue of 0.0011, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages all have annéadioption focus on the stage of the
consumer’s adoption process. The results for #ieeg@-samplé test are shown in Figure

23.
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Figure 23 - Research Proposition 4 - Question B6 Pajation Means
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Table 22 - Research Proposition 4 - Question B6 Polation Means Groupings

Group 1 - Supporting a Action/Adoptio
focus on the stage of the consumer’s

adoption process

Group 2 — Not Supporting a
Action/Adoption focus on the stage of t

consumer’s adoption process

* Retail and Other
e IT/Telecoms

* Banking

* Mining

* Industrial / Manufacturing

With respect to Figure 23 and resultipgvalues for the paired-sampletest with a

significance level of 1%, the different populatioreans for the different industry sectors are

shown in Table 22.

» B7 - The results from the ANOVA test returneg-&alue of 0.0090, indicating that the

five population means wereot equal. Therefore, across the five industry sedtonsas

80



not perceived that these web pages all have atimtefocus on the stage of the
consumer’s adoption process. The results for #ieeg@-samplé test are shown in Figure

24.

Figure 24 - Research Proposition 4 - Question B7 Pajation Means

Question B7 Population Means
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Table 23 - Research Proposition 4 - Question B7 Polation Means Groupings

Group 1 - Supporting a Retention focy Group 2 — Not Supporting a Retention

on the stage of the consumer’s adopti{  focus on the stage of the consumer’s

process adoption process
» Banking * Mining
* Retail and Other * Industrial / Manufacturing

e IT/Telecoms
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With respect to Figure 24 and resultipgyalues for the paired-samptgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

23.

6.2.4.1 Research Proposition 4 - Conclusion

From the above analysis and the actual valueshiodifferent population means it is clear that
South African web pages are used mainly to promo@sareness and interest focus on the stage
of the consumer’s adoption process, particularlyhim IT/Telecoms, Banking, Retail and Other

and Mining industry sectorsThe proposed research proposition was, thereforeupported.

However, only the IT / Telecoms industry sectoistheieb pages allow for consumers to interact
with other consumers on their web pages and serwedibsire to find out more about a product
or service.. Again this could possibly be due wirtadvanced knowledge and understanding of

the technology to implement such functionality beit web pages

Again, only within the IT/Telecoms, Retail and Otlzerd Banking industry sectors is there an
indication that these web pages support the actioption stage of the consumer’s adoption
process by allowing for on-line transactions to tpkece.. These industry sectors were also the
only sectors to indicate their support for the mgtan of the consumer’s adoption process by

providing follow-up services to on-line customers.
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6.2.5 Research Proposition 5: South African corporate wekites are only used as
service providers, supporting the physical operatins of the business or

corporation.

The constructs for this research proposition apeesented by the following questions.

» B9 - The results from the ANOVA test returneg-galue of 0.004, indicating that the five
population means weneot equal. Therefore, across the five industry sedtovgs not
perceived that these web pages are all used asequvdviders; that is, acting as a
marketing partner, supporting the physical openstiof the business or corporation. The

results for the paired-sampléest are shown in Figure 25.

Figure 25 - Research Proposition 5 - Question B9 Pajation Means
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Table 24 - Research Proposition 5 - Question B9 Polation Means Groupings

Group 1 — Fully Supporting a Service]  Group 2 — Indicating Support for a

Provider Model Service Provider Model
 |IT/Telecoms * Mining
» Banking

* Retail and Other

* Industrial / Manufacturing

With respect to Figure 25 and resultipgyalues for the paired-samptgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

24,

» B4 - The results from the ANOVA test returneg-&alue of 0.0619, indicating that the

five population means wereot equal. Therefore, across the five industry sedtonsas

not perceived that these web pages are all useshamgnity areas providing information

Figure 26 - Research Proposition 5 - Question B4 Pajation Means

Question B4 Population Means
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or content to a public audience, acting as purenconication channel. Also it was not perceived

that these web pages are all used to provide intimmaertaining to a particular product or

service or used to provide on-line yellow pagesvatg customers to search and find respective

businesses, products, or services. The resultedgaired-sampletest are shown in Figure 26.

With respect to Figure 26 and resultipgyalues for the paired-samptdgest with a significance

level of 1%, the different population means for thierent industry sectors are shown in Table

25.

Table 25 - Research Proposition 5 - Question B4 Polation Means Groupings

Group 1 — Fully Supporting an on-line

communication channel

Group 2 — Indicating Support for an or

line communication channel

e |T/Telecoms
* Banking

* Retail and Other

* Industrial / Manufacturing

* Mining

Figure 27 - Research Proposition 5 - Question B13Pulation Means
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» B13 - The results from the ANOVA test returneg-galue of 0.0659, indicating that the
five population means wereot equal. Therefore, across the five industry sedtonsas
not perceived that these web pages provide an erséarch engine, allowing customers
to search and find respective businesses, productervices on their web pages and/or
other web pages. Also it was not perceived thatetineb pages are all used to provide
information pertaining to a particular product ensce, or used to provide on-line yellow
pages allowing customers to too search and findemsje businesses, products, or

services. The results for the paired-sanipést are shown in Figure 27.

Table 26 - Research Proposition 5 - Question B13 palation Means Groupings

Group 1 — Fully Supporting an on-line  Group 2 — Indicating Support for an on-
search engine line search engine
 IT/Telecoms * Mining
* Retail and Other * Industrial / Manufacturing
» Banking

With respect to Figure 27 and resultipgyalues for the paired-samptgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

26.

6.2.5.1 Research Proposition 5 - Conclusion

From the above analysis and the actual valueshiodifferent population means it is clear that
South African web pages are used mainly as an oretinrenunication channel, this is prevalent
for all industry sectors. However, again for alluistry sectors, there was also data to support

that these industry sectors use their web pages sasvice provider, supporting the physical
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operations of the business or corporation; howetles, results were not as strong at those
supporting the usage of their web pages as amerelbmmunication channellThe proposed

research proposition was, therefore, only partiallysupported.

The IT/Telecoms industry sector indicated the gjesh support for an on-line Service Provider
model; this again could be expected as the bussesdthin this industry sector often only
operate within the on-line environment and woulduiee established interfaces within their

functional value chains to operate efficiently gmdfitably.

Within the IT/Telecoms and Retail and Other indusegtors it is also shown that these industry

sectors are the only sectors that provided sont@fon-line search engine.
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6.2.6 Research Proposition 6: South African Websites usenainly Consumer —

Message interactivity

The constructs for this research proposition apeesented by the following questions:

» B4 - The results from the ANOVA test returneg-&alue of 0.0619, indicating that the
five population means amot equal, therefore, across the five industry sedtois not
perceived that these web pages are all used toodupp-line Consumer - Message

interaction/s. The results for the paired-sampdst are shown in Figure 28.

With respect to Figure 28 and resultipgyalues for the paired-samptdgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table
27.

Figure 28 - Research Proposition 6 - Question B4opulation Means

Question B4 Population Means
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Table 27 - Research Proposition 6 - Question B4 Polation Means Groupings

Group 1 — Fully Supports on-line

Consumer - Message interaction/s

Group 2 — Indicating Support for on-lin

Consumer - Message interaction/s

[

 |IT/Telecoms * Industrial / Manufacturing

* Banking e Mining

* Retail and Other

Figure 29 - Research Proposition 6 - Question B14oPulation Means

Question B14 Population Means
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» B14 - The results from the ANOVA test returneg-galue of 0.2276, indicating that the
five population means ameot equal, therefore across the five industry sectors not
perceived that these web pages are all used to guppdine Consumer - Marketer

interaction/s. The results for the paired-santjest are shown in Figure 29.

With respect to Figure 29 and resultipgyalues for the paired-samptigest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

28.
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Table 28 - Research Proposition 6 - Question B14 palation Means Groupings

Group 1 - Fully Supports on-line Group 2 — Not Supporting on-line
Consumer - Marketer interaction/s Consumer - Marketer interaction/s
* Industrial / Manufacturing * Mining
* Banking

e IT/Telecoms

* Retail and Other

» B8 - The results from the ANOVA test returneg-&alue of 0.0005, indicating that the
five population means amot equal, therefore, across the five industry sedtois not
perceived that these web pages are all used to guppdine Consumer - Consumer

interaction/s. The results for the paired-sampést are shown in Figure 30.

Figure 30 - Research Proposition 6 - Question B8 Polation Means

Question B8 Population Means
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Table 29 - Research Proposition 6 - Question B8 Polation Means Groupings

Group 1 - Fully Supports on-line Group 2 — Not Supporting on-line

Consumer - Consumer interaction/s Consumer - Consumer interaction/s

 IT/Telecoms * Mining

Industrial / Manufacturing

» Banking

Retail and Other

With respect to Figure 30 and resultipgyalues for the paired-samptdgest with a significance
level of 1%, the different population means for thierent industry sectors are shown in Table

29.

6.2.6.1 Research Proposition 6 - Conclusion

From the above analysis and the actual valueshiodifferent population means it is clear that
South African web pages are used mainly to a promedne consumer — message interaction/s.
This is prevalent across all industry sector§he proposed research proposition was,

therefore, supported.

Within the Industrial / Manufacturing, Banking, ITTelecoms and Retail and Other industry
sectors it was shown that these industry sectorssalpport consumer — marketer interaction/s
allowing for consumers to provide product and/owviser feedback to the respective companies

and marketing departments.

Only within the IT / Telecoms industry sector dostheveb pages allow for on-line consumers to
interact with other on-line consumers (consumeorsamer interaction), to find out more about

specific product/s and/or service/s. This agaimledtobe possibly due to their advanced
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knowledge and understanding of the technology tdempnt such functionality on their web

pages

6.3 Factor Analysis Results

For the purpose of the principal components arglybie ordinal data are assumed to have an
interval level scale. For purposes of this stai$tanalysis procedure, this assumption is valid

(Bendixen & Sandler, 1995).

Principal components analysis, using Varimax rotatwas performed on the resulting data set

for questions B1 to B14. The results are showhaible 30.
As indicated previously, using the Kaiser criteritime first five factors were used. As their
respective eigenvalues are all above 1, theserfaetplain 67.34% of the total variance in the

data set.

Table 30 — Principal Component Analysis using VarimayRotation Results

Eigenvalues after Varimax Rotation
Individual | Cumulative

No. | Eigenvalue Percent Percent Scree Plot
1 3.691886 26.37 26.37 1IN
2 1.267191 9.05 35.42 Il

3 1.641604 11.73 47.15 M
4 1.712818 12.23 59.38 1]
5 1.113902 7.96 67.34 Il

6 0.906384 6.47 73.81 Il

7 0.694546 4.96 78.77 |

8 0.645932 4.61 83.39 |

9 0.582845 4.16 87.55 |
10 0.520876 3.72 91.27 |
11 0.427952 3.06 94.33 |
12 0.323471 2.31 96.64 |
13 0.251191 1.79 98.43 |
14 0.219403 1.57 100 |
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Utilising these five selected factors, the respectactor scores were obtained for questions Bl to

B14.

Table 31 shows the actual factor scores (loadirmyshe five selected factors:

Table 31 — Factor Loadings after Varimax Rotation

Factor Loadings after Varimax Rotation
Factors

Variables Factorl Factor2 Factor3 Factor4 Factor5
B1 -0.041745 -0.831073 0.127670 0.110032 0.232864
B2 -0.332264 0.653911 0.327501 0.148982 0.273244
B3 0.053293 -0.083581 -0.034998 -0.033236 0.923948
B4 -0.216003 0.007750 0.785464 0.126892 0.135112
B5 -0.204371 -0.251911 0.225788 0.659806 -0.007238
B6 -0.792044 0.082171 0.022879 0.221834 -0.031467
B7 -0.150434 -0.013732 -0.112251 0.801506 0.040142
B8 -0.740251 -0.100332 0.245489 0.134386 0.118417
B9 -0.128518 0.000279 0.767263 0.068472 -0.152097
B10 -0.747391 0.087292 0.171884 0.055526 -0.110541
B11 -0.806526 0.034769 -0.069409 0.258520 0.024778
B12 -0.713327 0.018765 0.171134 0.210610 0.143208
B13 -0.730130 0.073295 0.207611 -0.062198 -0.184743
B14 -0.151732 0.216435 0.282943 0.627260 -0.076135

Table 32 shows a bar chart for the absolute factnes (loadings) for the five selected factors:

Table 32 — Bar Chart of Absolute Factor Loadings afteVarimax Rotation

Bar Chart of Absolute Factor Loadings after Varimax Rotation
Factors
Variables Factorl Factor2 Factor3 Factor4 Factor5
B1 | (T I} I} (1111
B2 (1 (T [ 11 (11111
B3 | Il | | (I
B4 1] | (T I} 11
B5 1] (111 1] (T |
B6 (T Il | (1111 |
B7 111 | I} (I |
B8 (T 11 1] IIf I}
B9 I} | (T | [I1}
B10 (T Il 111 | 11
B11 (TR | | (11111 |
B12 (T | 111 (1111 I}
B13 T | 1] | [I1}
B14 (Il 1] (L1 T |
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Table 33— Bar Chart of Communalities after Varimax Fotation

Bar Chart of Communalities after Varimax Rotation

Variables
B1
B2
B3
B4
B5
B6
B7
B8
B9
B10
B11
B12
B13
B14

Factors
Factorl
|

III

|

Factor2
(I
(HIH

|

|

Factor3
|
1l

Factor4
|

|

|

|

IIIIIIIII
(HIHH
|

|

[

|

Factor5

Table 33 shows a bar chart of the communalities &fsgimax rotation, for the five selected

factors. From this analysis it is evident that 1dequestions are sufficiently represented by one
of the selected five factors, with very little owaolin representivity between the five. The
breakdown of the 14 questions into the 5 factorprioritized order of representivity, is shown in

Table 34.

Table 34 — Proposed Factors in relation to Questian

Factor Structure Summary after Varimax Rotation
Factorl Factor2 Factor3 Factor4d Factor5

B11 Bl B4 B7 B3
B6 B2 B9 B5
B10 B14
B8
B13
B12
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Table 35 — Literal Explanation for Proposed Factors

Factor Factor 1 Factor 2 Factor 3 Factor 4 Factor 5

Factor Name News 24 The Star Classifieds Personals Business Day

These businesses utilize| These businesses
the web as their primary | utilize the web as an

" These businesses These businesses These businesses
channel to create additional channel to o - -
. : utilize the web to utilize the web to create| utilize the web as an
_ awareness in the market |create awareness in the oo ”
Description promote awareness for and maintain additional channel to
and generate revenue, market, thereby ) . . . .
L . . their products and relationships with their convey corporate
hence establishing a pure] supporting the physical ) . -
: o~ ot " services customers information
on-line presence ("Click Brick and Mortar’
and Mortar"). operation.
Business to Business
Cost Saving Model Model Promotional Presence Retention Model Corporate Presence
Business to Consumer Conversational
Transactional Presence Model Service Provider Model Presence
Consumer - Business
Constructs Subscription Model Model
Consumer - Consumer
Model

On-line Directory
Information Trading
Model

Using the constructs for each respective questiah|eT35 provides a literal explanation for each
of the five factors. The table also shows the @eipe constructs, grouped in priority orquesr

factor. The use of print media titles providesranresting juxtaposition in explaining these five
new e-commerce, on-line marketing strategies, ag tilemselves utilise very similar marketing

strategies specific to their respective channels.

Because the above factors represent the entirelgimpu group, as a further analysis, the
different industry sectors were also tested agalesfive factors. To achieve this, an analysis of
variance test was performed on each factor, usiagfabtor scores for each of the questions

relating to the specific industry sectors.

6.3.1 Factor 1 Industry Sector Analysis of Variance TesResults

As a prerequisite to this statistical procedure téls¢ for normality was performed. For Factor 1
it is proven that the factor scores are normalstrdiuted. Hence, a standard ANOVA test was

performed. The results from the ANOVA test returngevalue of 0.000206, indicating that the
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five population means wermgot equal. Therefore, all the industry sectors havging support

for Factor 1.

Figure 31 shows the resulting population meansHenarious industry sectors, indicating their

support for Factor 1. The groupings of the varioukistry sectors with respect to their support

for Factor 1 are shown in Table 36.

Figure 31 — Factor 1 — Factor Scores Population Mes

Factor 1 - Factor Scores Population Means

0.800 -
0.600

0.400
0.200

-0.200

-0.400
-0.600
-0.800 -

Table 36 - Factor 1 Industry Sector Population Meaa Groupings

Group 1 —Supporting Factor 1

Group 2 — Not Supporting Factor 1

Mining

Industrial / Manufacturing

IT/ Telecoms

Retail and Other

Banking
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6.3.2 Factor 2 Industry Sector Analysis of Variance TesResults

As a prerequisite for this statistical procedure,ttst for normality was performed. For Factor 2
it was proven that the factor scores were NOT nognthfitributed, so a non parametric Kruskal-
Wallis ANOVA test was performed (Hanke & Reitsch, 1994)he results from the Kruskal-
Wallis One-Way ANOVA test indicated that the five p&gion means werenot equal.

Therefore, all the industry sectors had varyingpsupfor Factor 2.

Figure 32 shows the resulting population meansHenarious industry sectors indicating their
support for Factor 1. The groupings of the varioukistry sectors with respect to their support
for Factor 2 are shown in Table 37.

Figure 32 — Factor 2 — Factor Scores Population Mes

Factor 2 - Factor Scores Population Means
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Table 37 - Factor 2 Industry Sector Population Meaa Groupings

Group 1 —Supporting Factor 2 Group 2 — Not Supporting Factor 2

* Retail and Other IT/ Telecoms
* Mining

» Banking

Industrial / Manufacturing
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6.3.3 Factor 3 Industry Sector Analysis of Variance TesResults

As a prerequisite for this statistical proceduretést for normality was performed. For Factor 3
it was proven that the factor scores were NOT norntdiliyributed, hence, a non parametric
Kruskal-Wallis ANOVA test was performed (Hanke & Reitsd994). The results from the

Kruskal-Wallis One-Way ANOVA test indicated that theefipopulation means weret equal.

Therefore, all the industry sectors have varyingpsut for Factor 3.

Figure 33 — Factor 3 — Factor Scores Population Mes

Factor 3 - Factor Scores Population Means
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Table 38 - Factor 3 Industry Sector Population Meaa Groupings

Group 1 —Supporting Factor 3 Group 2 — Not Supporting Factor 3
 IT/Telecoms » Banking
* Mining * Retail and Other

* Industrial / Manufacturing
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Figure 33 shows the resulting population meansHenarious industry sectors, indicating their
support for Factor 3. The groupings of the varioukistry sectors with respect to their support

for Factor 1 are shown in Table 38.

6.3.4 Factor 4 Industry Sector Analysis of Variance TesResults

As a prerequisite for this statistical procedure,test for normality was performed. For Factor 4
it was proven that the factor scores were NOT norndiiiributed. Hence, a non parametric
Kruskal-Wallis ANOVA test was performed (Hanke & Reitsd994). The results from the
Kruskal-Wallis One-Way ANOVA test indicated that theefipopulation means weret equal.

Therefore, all the industry sectors have varyingpsut for Factor 4.
Figure 34 shows the resulting population meansHenarious industry sectors, indicating their
support for Factor 4. The groupings of the varioukistry sectors with respect to their support

for Factor 1 are shown in Table 39.

Figure 34 — Factor 4 — Factor Scores Population Mes

Factor 4 - Factor Scores Population Means
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Table 39 - Factor 4 Industry Sector Population Meaa Groupings

Group 1 —Supporting Factor 4

Group 2 — Not Supporting Factor 4

Banking

Retail and Other

* Mining
e |T/ Telecoms

* Industrial / Manufacturing

6.3.5 Factor 5 Industry Sector Analysis of Variance TesResults

As a prerequisite for this statistical proceduretést for normality was performed. For Factor 5

it was proven that the factor scores were NOT norndifiiributed. Hence, a non parametric

Kruskal-Wallis ANOVA test was performed (Hanke & Reltsd994).

The results from the

Kruskal-Wallis One-Way ANOVA test indicated that theefipopulation means aret equal.

Therefore, all the industry sectors have varyingpsut for Factor 5.

Figure 35 shows the resulting population meansHenarious industry sectors, indicating their

support for Factor 5. The groupings of the varioukistry sectors with respect to their support

for Factor 1 are shown in Table 40.

Figure 35 — Factor 5 — Factor Scores Population Mes
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Table 40 - Factor 5 Industry Sector Population Meaa Groupings

Group 1 —Supporting Factor 5 Group 2 — Not Supporting Factor 5
* Banking * Retail and Other
* Industrial / Manufacturing  IT/ Telecoms
* Mining

6.3.6 Factor 1-5Industry Sector Analysis of Variance Summary

The above analysis proved that there was a didifference within the various industry sectors
and how they related to the five proposed web patggodes (factors). Table 41 provides a
high-level overview of the various industry sectarel how they relate, according to the means

of their respective factor scores to the five psgabweb page categories (factors).

Table 41 — Industry Sectors in Relation to Proposetiteral Factors

Factor Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Factor Name News 24 The Star Classifieds Personals Business Day

These businesses

- . Th in
utilize the web as their CED ENEINBEEEE

utilize the web as an

primary channel to e o . These businesses These businesses
create awareness in - utilize the web to utilize the web to | These businesses utilize the web as
vt create awareness in S o
Description the market and 1 METER. (e promote awareness | create and maintain an additional channel to convey
generate revenue, su ortir‘w the Y for their products and Jrelationships with their corporate information
hence establishing a bp " 9 services customers
pure on-line presence Sy TEER
i Mortar" ration.
("Click and Mortar"). BRET G
Preferential Industry
Sectors Mining Retail and Other| IT/Telecoms Banking Industrial / Manufacturing

6.4 Cluster Analysis Results

For the purpose of the cluster analysis, the ofdlata were assumed to have an interval level
scale. For the purpose of this statistical analgsbcedure this assumption is valid (Bendixen &

Sandler, 1995).
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A k-means cluster analysis was performed on the negultata set. For further investigative
purposes, &means cluster analysis was also performed onatiif analysis scores for the
same data set. Figures 36 and 37 show the resulted twok-means cluster analyses; on the

resulting data set and the factor analysis scanethé same data set, respectively.

With Respect to Figure 36 it is clear that there ao distinct numbers of clusters (above one
cluster that represents the entire population) tlat account for the majority of the variation.
Hence, a smooth decreasing linear trend with reésfredhe percentage variation has been
represented, as the number of clusters increabbdrefore, th&k-means cluster analysis did not
produce any exciting unknown categories within thdéadset and, for this reason; this

investigation was not pursued any further on thedata set.

Figure 36 — Results fokk-means Cluster Analysis on resulting Raw Data Set

Results for k-means Cluster Analaysis on resulting Raw Data Set
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Figure 37 — Results fokk-means Cluster Analysis on Factor Scores for resultgnRaw Data

Set

Results for k-means Cluster Analaysis on Factor Scores for

resulting Raw Data Set
120

100

80 1 [

60 H —

O Percent of Variation

40 H

20 H |

MEANANANA AN

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20

Number of Clusters

With respect to Figure 37 it is clear that there mo distinct numbers of clusters (above one
cluster that is the entire population) that canoaot for the majority of the variation. Hence,
there is an exponentially decreasing trend with eesgo the percentage variation been
represented as the number of clusters are increabeerefore, thé&-means cluster analysis did
not produce any exciting unknown categories withia ttata set and, for this reason; this

investigation was not pursued any further, on tléofascores for the raw data set.

It is not common to find any additional unknown ¢&rs arising out of distinctly categorized

population groups.
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CHAPTER 7

CONCLUSIONS

“New businesses have sprung up on the Internet withophysical presence (that is virtual
stores). Some existing organizations have mowvewh @& bricks-and-mortar format to a clicks-
and-mortar format, whilst others have adopted a nooreservative approach and have both a

physical and virtual presence.” (Singh, 2004)

The Internet and e-commerce has revolutionizedvingbusiness is done and will continue to do
so. This not only includes the use of the web asva advertising channel, acting as a service
provider to the physical “brick and mortar” opeoatj for it is now establishing itself as a new
marketplace, driving a pure “click and mortar’ eptése. Along with interactivity and

personalized, customizable customer relationshipe web promises to take consumer
experience to the next level, leaving no area wited and driving the purchasing cycle down to

a couple of clicks.

With all the development within the Internet spate, value proposition for the customer has
increased whilst, at the same time, the cost strestdor the respective businesses have
decreased, allowing for a homogeneous environmentishtruly beneficial to the entire value

chain. This change in the pricing equilibrium dae attributed to lower transaction costs,
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cheaper search costs, customizable interfaces,edsed transparency, increased reach

(globalization) and advanced, autonomous interagtiv

The results from this research have been very @iomiin that they have indicated that
enormous development has taken place in the webearminmerce environment across most
industry sectors. The following provides a higlielesummary of the data analysis results for

each of the research propositions:

Research Proposition 1: South African corporate iebeperate mainly within the Business-to-

Consumer domain, was not supported.

The results have proven that the business-to-lssim@rketing domain is the prevalent model
within the South African web space and e-commerce@mvient. This is particularly prevalent
in the IT/Telecoms, Banking, Mining and Industfiéllanufacturing industry sectors. Within the
IT/Telecoms and Banking industry sectors it is @mothat these web pages operate within both
business-to-business and business-to-consumer tingrkimains. As expected, the Retail and
Other industry sector predominantly operates withiie tousiness-to-consumer marketing
domains. However, as previously mentioned, onhhiwithe IT / Telecoms industry sector is
consumer-to-consumer interaction allowed for on Web pages, possibly because of their
advanced knowledge and understanding of the techyndtm implement such functionality on

their web pages.

Research Proposition 2: South African corporate webgpredominantly have a promotional

presence, was only partially supported.
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These results have also proven that South African pages are mainly used to promote their
corporate presence. This is particularly prevalenthe Mining, Banking and Industrial /
Manufacturing industry sectors. However, within tHgTelecoms, Retail and Other and
Banking industry sectors, these industry sectorse lelso shown a very strong promotional
presence. These industry sectors also have a rsatiomal presence, allowing for consumers to
provide product and/or service feedback. Againy omithin the IT/Telecoms, Banking and
Retail and Other industry sectors is there an initioeof a transactional presence. Since these
industry sectors are supporting both a corporaté arpromotional presence, this could be
expected, as these companies would want their orcliseomers to complete their transactions

whilst they are on-line.

Research Proposition 3: South African corporate websitilise their websites predominantly as

a communication and promotional cost eliminatiordeipwas not supported.

The results from this study have also proven thmttls African web pages, across all industry
sectors, are used mainly according to an advegtsipport model. However, this is particularly
defined within the IT/Telecoms industry sector, wheoenpanies often do not have a physical
establishment and exist only within the space ofititernet. For this reason their advertising is
holistically contained within the same realm, herneken viewed in this perspective this form of

on-line advertising can be seen as a cost elinonatiodel.

Research Proposition 4: South African corporate iebpredominantly promote product and/or

service awareness and interest, was supported.

The results from this study have also proven tlattls African web pages are used mainly to

promote an awareness and interest focus on the stiagige consumer’s adoption process,
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particularly in the IT/Telecoms, Banking, Retailda®@ther and Mining industry sectors. Within
the IT / Telecoms industry sector these web padiess dor consumers to interact with other
consumers on their web pages and serve their desiired out more about a product or service.
Again, only within the IT/Telecoms, Retail and Otlzerd Banking industry sectors is there an
indication that these web pages support the actioption stage of the consumer’s adoption
process by allowing for on-line transactions to tpkece. These industry sectors were also the
only sectors to indicate their support for the mgtaen of the consumer’s adoption process by

providing follow-up services to on-line customers.

Research Proposition 5: South African corporate iebsare predominantly used as
communication and promotional tools, supporting gigsical operations of the business or

corporation, was only partially supported.

The results from this study have also proven thmttls African web pages, across all industry
sectors, are used mainly as on-line communicati@nmels. However, again for all industry
sectors, there was also data to support that thdsestry sectors use their web pages as a service
provider, supporting the physical operations of ltaginess or corporation; however, the results
were not as convincing as those supporting the usdgtheir web pages as an on-line
communication channel. Within the IT/Telecoms &wetail and Other industry sectors it was
also shown that these industry sectors are the sadiors that provided some sort of on-line

search engine.

Research Proposition 6: South African Websites uamlgpnConsumer — Message interactivity,

was supported.
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The results from this study have also proven thmttls African web pages, across all industry
sectors, are used mainly to promote on-line consumenessage interaction/s. Within the

Industrial / Manufacturing, Banking, IT / Telecormsd Retail and Other industry sectors it was
shown that these industry sectors also supportucoes— marketer interaction/s allowing for

consumers to provide product and/or service feddtmathe respective companies and marketing
departments. Only within the IT / Telecoms indystector do these web pages allow for on-line
consumers to interact with other on-line consunfessisumer — consumer interaction), to find

out more about specific product/s and/or service/s.

The results of this study indicated distinct diéfieces within and between the various industry
sectors and how they relate to the five proposed pegfe categories (factors). An interesting
insight is that the associations, as elicited ftbmfactor scores were different from the expected
market perceptions. The industrial / manufactunmystry sector can appropriately relate to the
“Business Day” classification, as the banking, ITelecoms and the retail and other industry
sectors can appropriately relate to the “Persona@assifieds” and “The Star” classifications

respectively. However, another interesting insighhat the mining industry sector was shown
to relate to the “News 24" classification. This ablde an anomaly of this study or it could

indicate that the mining industry sector is movingp a more aggressive on-line marketing

strategy.

The e-commerce domain offers enormous potential eodhpetitive advantage for both
traditional and ‘dot.com’ companies. However, tla @ffect is a combination of how geared a
particular value chain is to manage the increasedptexities of managing a ‘virtual’ customer
and delivering on the promises made by its on-hima&rketing strategies. Ultimately it will

depend on the consumers and their cumulative amtopfithe Internet as a purchasing channel.
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CHAPTER 8

. FUTURE RESEARCH

“The advent of the Internet has provided more opputies and applications for advertisers and
marketers in their strategy development becausetsofadvantageous properties such as

interactivity, low setup costs, global coverage, sadorth.” (Cho & Cheon, 2005)

There is still an enormous amount of research révatains to be done to better understand the
influence of the Internet and the e-commerce enwrent on marketing in general, and

advertising in particular.

Replicating this study with a more representatiamle would be an important step: not only
could the sample size be increased, but the rdseanald also be focused around particular
attributes of this research report. This couldude focussing on the level of interactivity of a
particular web page, which would determine the extehich certain web pages allow their
customers to manage their on-line experience, atéhg impacting on purchasing decisions. In
addition to this, the research could focus on thdire transactional functionality of South
African web pages. This research could try and tsoewhich products and/or services are seen
to be purchasable over the Interne¢rsuswhich industry sectors use on-line transactional

facilities.
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This study could also be extended to other cowstri@his would be a particularly useful
exercise, as not only would a new population be stutiut, more importantly, this would allow
for a benchmarking exercise to be done. This walndoh clearly show where South Africa is
currently positioned with respect to their Interaetd e-commerce environment. This exercise
would also indicate whether a lead or lag in theettgyment of an e-commerce environment
existed between the various countries: ultimatety, lag would give foresight into where the e-
commerce environment would be heading and allow etar& to pro-actively react to the
required change.

This research could also be extended, to studintpécations of the different population groups
relating to the various gender, age, culture awcé groups within South Africa. This research
could produce an interesting insight for marketegarding how they could approach segmented
marketing strategies and campaigns and how thgieotise web pages could be designed and

built around these unique distinctions.

The issue of security is, and will always remain,ritical success factor for an on-line e-
commerce environment (Singh, 2004). For this reasesearch into this particular field could
produce some very useful results that marketerdasyners of web pagers could use to ensure
that their on-line e-commerce environment is prig®and that the consumers’ perception of

their on-line transactional security is satisfied.

Interactivity is obviously a critical success facfor any on-line marketing and e-commerce
environment. However, the measurement thereof besamportant. Research has indicated
that there are three ways by which interactivitytlom Internet can be measured (Cho & Cheon,

2004):
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» Marketer-controlled interactivity, which is obtathéhrough content analysis;
» Consumers’ perceived interactivity, measured thinousger surveys;

» Consumers’ behavioural interactivity — measuredigiocomputer log file analysis.

To date, these three forms of interactivity measier® have not been compared, so this research
could provide very valuable insight into the intreity construct by looking at the interrelations

between the different measures of interactivity.

The research arena of on-line consumer behavigorlalds unlimited potential: understanding
of the on-line consumers’ psyche, and the way inclvithey manage their motivation,
perception, personality, attitude and emotions, alibw for the interactivity of web pages and
on-line marketing strategies to be designed ardbhede behavioural models (Smith & Rupp,
2003). Hence, further research in this area woldd be beneficial to the South African e-

commerce environment.

Finally, because the conclusions of this reseagplont are time-dependent, what is clear is that
any research on the applications and theoreticpli¢gations of this relatively new technology

that is the Internet, will lag behind the ever chaggand developing arena of this technology.
Therefore, this research needs to be managed imngaing fashion. Consequently, regular

tracking and longitudinal studies are required.
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APPENDICES

“The marketing mix is experiencing a fundamentahsformation, and the catalyst is Internet

commerce.” (Gordon & Lima-Turner, 1997)

Appendix A — Section A and B of the On-line Questimnaire

Figure 38 — Section A of the proposed on-line Questinaire

POSITIONING AND INTERACTIVITY OF
E-COMMERCE WEB SITES WITHIN SOUTH AFRICAN

Prepared by:- Delwin Brathy
Cell:- 082 829 4666

Section A
PLEASE CAN YOU COMPLETE THE QUESTIONS BELOW:-
Al Company Name Wanual User Input
Company Web Site URL
AZ Address tanual User Input
AT Industry Sector Drop Down Box - See Tahle Al

Table 42 — Drop down box with respect to Section A dhe proposed on-line Questionnaire

Table A1

Industry Sector Proposed Groupings
Banking
Business Suppart Services (HR, Consulting, PR, etc))
Food/Hospitality Services
Industrial/Manufacturing
[T/Telecoms
Logistics/Transportation
Medical/Pharmaceutical
Wining
Other
Hetall
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B1

B2

B3

B4

BS

[=la]

B7

BS

B2

B10

B11

B12

B13

B14

Figure 39 — Section B of the On-line Questionnaire

POSITIONING AND INTERACTIVITY OF
COMMERCE WEB SITES WITHIN SOUTH AFRICAN

Prepared by:- Delwin Brathy
Cell:- 082 829 4666

Section B

FOR EACH OF THE STATEMENTS BELOW, PLEASE INDICATE THE EXTENT OF YOUR AGREEMENT OR DISAGREEMENT BY
PLACING A TICK IN THE APPROPRIATE COLUMN

salfy AlBuons

aalby

Paplaapun
aalfes|q

salBesiq ABuons

Your Cormpany's Web Page is targeted mainly at other Companies and Businesses

Your Cormpany's Web Page is targeted mainly at the consurner £ public market

Tour Company's Web Page provides communicué with mvestors, suppliers, employers, regulators, and customers, this can
include company overviews and financial data e.g. annual reports. (this includes Internal and External communication)

Your Company's Web Page promotes yvour Company's products or services. Thiz alzo includes links to direct web users to find

out more about the products or services being offered / sold

Your Cormpany's Web Page allows consumers to provide product andfor service feedback to your Company / Business

Tour Company's Web Page includes on-line transactional facilities such as on-line ordering and payments

Tour Company's Web Page prowides follow-up service and correspondence with the customer to ensure repeat business.

Tour Company's Web Page offers customers the facility to prowide feedback, converse {on-line conferences) with other
customers via chat rooms and also prowides daly, weekly or promotional correspondence.

Tour Company's Web Page acts as a complementary marketing channel supporting the physical operations of the business, this
can wchide on-line advertising such as banners, sponsorships, mterstibials, classiieds etc.

Tour Company's Web Page provides a unique or specific function that iz of walue to your customers, they often charge a
subscription fee for these services e g on-line business reviews / reports

Tour Company utihzes their on-line presence to maxmise savings in their operations and their information delivery environments
e.g on-line package tracking system, on-line ordering etc.

Tour Company's Web Page mvoles responses from on-line users, etther pertaining to product information or purchase intention,
this information is then sold to third parties or manufacturers.

Tour Company's Web Page provides an on-line 'search engine’, allowing customers to too search and find respective businesses,
products, or services on your web page andfor other web pages.

‘Your Company's Web Page allows customers to interact with your Company's marketing staff directly wia customer calls / mails
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Appendix B — Consistency Matrix

Table 43 — Consistency Matrix for proposed questiamaire relating to stated problems and

respective sub-problems

Research Problem
statement

Research Sub
Problems

Research Propositions

Citerature
sources

Data Sources

Method of
analysis

Determine what the
dominant e-commer
internet domain is

Research Proposition 1: Sout
African corporate web sites operal
mainly within the Business t
Consumer domain.

h
te

Kotler (2003).

Questionnaire

Anova Analysis,
Factor Analysis
plus Cluster
Analysis

POSITIONING AND|
INTERACTIVITY
OF E-COMMERCE]
WEB SITES WITHIN
SOUTH AFRICA

Research Proposition 2: Sout
African corporate web sites on
have a promotional presence.

h
Wagonfeld and
Deighton (2002),

Research Proposition 3: Sout
African corporate web sites utilis
their web sites purely as a cd
elimination model.

h
e

$t/agonfeld and
Deighton (2002)|

Determine what the
dominant e-commer:
web page typologies

classifications is

Research Proposition 4: Sout
African corporate web sites on
promote product and/or servid
awareness and interest.

h

y
&Vagonfeld and
Deighton (2002)

Research Proposition 5: Sout
African corporate web sites are on
used as Service  Provide
supporting the physical operatior
of the business or corporation.

h
y
S,
$Wagonfeld and
Deighton (2002),

Questionnaire

Anova Analysis,
Factor Analysis
plus Cluster
Analysis

Determine what the
level of interactivity i
used within South

Research Proposition 6: Sout
African Web Sites use mainl

h
\Cho and Cheon

African web pages

Consumer — Message interactivity

(2005),

Questionnaire

Anova Analysis,
Factor Analysis
plus Cluster
Analysis
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