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ABSTRACT  

The rise of e-commerce has transformed consumer behaviour, but cart 

abandonment remains a significant challenge for online retailers. This study 

investigated the factors influencing cart abandonment among South African 

online fashion shoppers, framed within the conceptual frameworks of usability, 

security, and perceived price fairness. The research aimed to identify and analyse 

the drivers of cart abandonment, bridging gaps in existing literature by focusing 

on a developing market context. 

A quantitative approach, comprising a survey, was adopted. Data were collected 

from a sample of 400 online shoppers using a validated survey instrument and 

analysed using statistical methods, including regression analysis and Analysis of 

Variance (ANOVA). The quantitative analysis explored relationships between 

independent variables (website usability, perceived security, and perceived price 

fairness) and the dependent variable (cart abandonment). 

Key findings revealed that website usability significantly affects cart 

abandonment rates, emphasising the need for intuitive navigation and fast-

loading pages. Perceived security was found to influence trust in online 

transactions, with shoppers prioritising platforms offering robust encryption and 

transparent data policies. Lastly, perceived price fairness emerged as a critical 

determinant, with hidden charges leading to higher cart abandonment. The study 

concludes that addressing these factors collectively can reduce cart 

abandonment rates and enhance customer retention. 

The findings provide actionable insights for e-commerce stakeholders and offer 

strategies for optimising online shopping experiences in South Africa. Future 

research should expand the scope to include cross-industry comparisons and 

explore emerging factors, such as environmental sustainability and 

personalisation, in e-commerce behaviour. 
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CHAPTER 1. INTRODUCTION 

1.1 Statement of purpose  

This research is a quantitative study that investigates the factors influencing 

shopping cart abandonment among South African online fashion shoppers. It 

focuses on website usability, checkout experience, and payment options. The 

study aims to identify actionable strategies to reduce abandonment rates and 

enhance e-commerce performance through the analysis of survey data collected 

using structured instruments. 

1.2 Background of the study 

The phenomenon of shopping cart abandonment, where online shoppers add 

items to their carts but exit without completing a purchase, is a significant 

challenge for e-commerce globally, with abandonment rates reaching as high as 

70–81% (Statista, 2020; Kukar-Kinney et al., 2022). This behaviour poses a 

critical issue for online retailers, particularly in the fashion sector, where shopping 

cart abandonment directly translates into lost revenue opportunities and impacts 

customer retention (Garaus, 2018). South Africa, as a developing e-commerce 

market, presents unique challenges and opportunities for addressing this issue 

due to its specific socio-economic and technological landscape (Liang et al, 

2024). 

The South African e-commerce market has experienced notable growth in recent 

years, driven by increasing internet penetration, smartphone adoption, and a 

rising preference for online shopping (World Wide Web Foundation, 2023). 

However, this growth is accompanied by high shopping cart abandonment rates, 

often exacerbated by factors such as limited access to secure payment methods, 

high shipping costs, and usability challenges on e-commerce platforms (Stewart 

et al., 2022). These factors are particularly acute in South Africa, where 

disparities in digital infrastructure and consumer trust in online transactions play 

a pivotal role (Wilson & Ndoro, 2023). 
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Globally, researchers have identified numerous antecedents to shopping cart 

abandonment, including website usability, checkout complexity, and lack of 

payment flexibility (Huang et al., 2018; Kapoor & Vij, 2021). In South Africa, these 

issues are compounded by additional contextual factors such as a high reliance 

on mobile commerce and consumer sensitivity to shipping costs and payment 

security concerns (Zheng et al., 2020). Furthermore, the socio-economic diversity 

within the country means that consumer behaviours and challenges can vary 

significantly across different demographics, such as income levels and 

geographic locations (Mishra et al., 2021). 

The study’s focus on the South African online fashion sector provides a valuable 

lens through which to explore shopping cart abandonment. Fashion is one of the 

leading e-commerce categories in South Africa, yet it remains susceptible to high 

abandonment rates due to the need for visual appeal, size fit uncertainty, and the 

highly competitive nature of price comparisons among retailers (Kukar-Kinney et 

al., 2022). The unique consumer dynamics and infrastructure limitations in South 

Africa offer a distinct context that can provide insights not only for local e-

commerce strategies but also for other developing markets with similar 

challenges. 

This research builds on foundational studies in the field, such as Cho et al. (2006) 

and Kukar-Kinney & Close (2010), which highlighted early frameworks for 

understanding shopping cart abandonment. More recent works, including Kapoor 

& Vij (2021) and Kukar-Kinney et al. (2022), have expanded the focus to include 

mobile commerce and specific demographic influences, underscoring the 

evolving nature of the phenomenon. By contextualising these global findings 

within the South African market, this study aims to provide both theoretical 

contributions and practical recommendations for mitigating shopping cart 

abandonment in similar developing e-commerce landscapes. 

1.3 Research problem 

The proliferation of e-commerce has transformed global retail landscapes, yet 

shopping cart abandonment remains a persistent and costly challenge for online 
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retailers. This issue is particularly acute in the South African fashion e-commerce 

sector, where cart abandonment rates are estimated to range between 60% and 

70% (Stewart et al., 2022). Shopping cart abandonment occurs when consumers 

add items to their online cart but exit the platform without completing the purchase 

(Kukar-Kinney & Close, 2010). This behaviour represents significant lost revenue 

opportunities for retailers, hinders conversion rates, and highlights a critical gap 

in understanding consumer behaviour within the digital business context. 

While prior research globally has identified factors influencing shopping cart 

abandonment, such as website usability, checkout complexity, and payment 

options (Huang et al., 2018; Kapoor & Vij, 2021), the unique socio-economic and 

technological environment in South Africa necessitates localised insights. Issues 

such as limited payment infrastructure, concerns over online security, and high 

shipping costs are prevalent in this market and may disproportionately contribute 

to abandonment rates (Wilson & Ndoro, 2023). Additionally, South African 

consumers increasingly rely on mobile devices for online shopping, further 

complicating user experiences due to smaller screen sizes and inconsistent 

mobile optimisation (Kapoor & Vij, 2021). 

Despite the substantial growth in South Africa’s e-commerce sector, the 

phenomenon of shopping cart abandonment within this context has received 

limited academic attention, particularly in the online fashion industry. Fashion 

products pose additional challenges due to the need for visual accuracy, size fit 

uncertainty, and competitive pricing comparisons (Garaus, 2018). These 

complexities are compounded by a lack of trust in online platforms, a factor that 

has been highlighted as a key barrier to e-commerce adoption in developing 

economies (Zheng et al., 2020). 

The research problem addressed in this study was to investigate the factors 

influencing shopping cart abandonment among South African online fashion 

shoppers. Specifically, the study aimed to examine the roles of website usability, 

checkout experience, and payment options as key determinants of abandonment 

behaviour. This focus was informed by foundational theories such as the 

Technology Acceptance Model (Davis, 1986) and the Cognitive Consistency 

Theory (Festinger, 1957), which provide insights into user interactions and 
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decision-making processes in online environments. By analysing these factors in 

the South African context, the study sought to generate actionable insights to 

reduce abandonment rates and support the growth of the local e-commerce 

sector. 

This research is critical given the increasing reliance of retailers on digital 

business platforms to drive sales and enhance customer experiences. The 

findings have implications not only for South African e-commerce strategies but 

also for similar developing markets facing comparable challenges. 

1.4 Research objectives  

The goal of this study was to investigate the factors influencing shopping cart 

abandonment among South African online fashion shoppers, focusing on website 

usability, checkout experience, and payment options. To achieve this, the 

following specific objectives were formulated: 

1. To analyse the influence of website usability on shopping cart 

abandonment 

This objective examined how factors such as navigation ease, loading 

speed, and mobile-friendliness influenced shoppers’ decisions to abandon 

their carts during the online shopping process. 

2. To evaluate the role of the checkout experience in shopping cart 

abandonment 

This involved assessing how the complexity of the checkout process, 

perceived security of payment systems, and the availability of guest 

checkout options contributed to cart abandonment rates. 

3. To investigate the effect of payment options on shopping cart 

abandonment 

This objective explored how the variety, familiarity, and perceived 

trustworthiness of payment methods influenced shoppers’ likelihood of 

completing their purchases. 
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4. To contextualise the findings within the South African e-commerce market 

This focused on identifying unique socio-economic and technological 

factors that mediate the relationship between the identified determinants 

and shopping cart abandonment in South Africa 

5. To provide actionable insights for online fashion retailers to reduce 

shopping cart abandonment rates 

Based on the findings, this objective aimed to propose evidence-based 

recommendations tailored to the South African market to enhance online 

retail performance and improve consumer conversion rates. 

These objectives aligned with the research problem and ensured that all critical 

keywords and concepts were addressed systematically throughout the study. 

1.5 Rationale  

The motivation for this research stemmed from the persistent and costly 

challenge of shopping cart abandonment in e-commerce, particularly in the South 

African online fashion sector. Shopping cart abandonment remains a critical issue 

in digital business, with global abandonment rates exceeding 70% (Statista, 

2020). Despite extensive international research into the phenomenon (e.g., 

Kukar-Kinney & Close, 2010; Huang et al., 2018), there is a notable lack of 

context-specific insights into the South African e-commerce environment. This 

study aimed to contribute to the broader conversation by providing localised 

findings that highlight unique socio-economic and technological dynamics 

influencing consumer behaviour in South Africa. 

The empirical rationale for this study was underpinned by the growing 

prominence of e-commerce in South Africa, driven by increased internet 

penetration and mobile adoption (World Wide Web Foundation, 2023). However, 

this growth has not been accompanied by a proportional increase in conversion 

rates, as many online shoppers abandon their carts due to usability issues, 

payment concerns, and complex checkout processes (Stewart et al., 2022). 

These factors were compounded by contextual challenges such as limited access 
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to secure payment methods, consumer trust deficits, and high shipping costs 

(Wilson & Ndoro, 2023). By investigating these factors, the study sought to shift 

the understanding of shopping cart abandonment from a purely global 

perspective to one that considers the nuances of developing economies. 

From a theoretical perspective, this research contributed to the ongoing debate 

about consumer behaviour in digital commerce by applying established 

frameworks such as the Technology Acceptance Model (Davis, 1986) and 

Cognitive Consistency Theory (CCT) (Festinger, 1957) to a developing market 

context. By doing so, the study added a new dimension to the understanding of 

how usability, checkout experiences, and payment options interact with socio-

economic factors to influence shopping cart abandonment. This contribution was 

particularly significant given the limited exploration of these dynamics in the 

African context. 

The practical significance of this study lies in its potential to inform digital business 

practices in South Africa and similar markets. Online retailers could benefit from 

actionable insights on reducing abandonment rates, such as optimising website 

usability, simplifying checkout processes, and offering more secure and flexible 

payment options. These findings could help retailers enhance user experiences, 

increase conversion rates, and build consumer trust. Policymakers and industry 

stakeholders could also leverage these insights to address broader systemic 

challenges, such as improving digital infrastructure and promoting financial 

inclusion. 

In summary, this study was worth conducting because it aimed to contribute 

localised insights to the international body of research on shopping cart 

abandonment while offering practical recommendations for the South African e-

commerce sector. It sought to advance the understanding of digital consumer 

behaviour in developing economies, bridging theoretical gaps and providing 

value to both academic and practical domains. 
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1.6 Delimitations of the study 

This study focused on investigating the factors influencing shopping cart 

abandonment among South African online fashion shoppers. To ensure a clear 

and manageable scope, the following delimitations were applied: 

i. Market Sector 

The study was restricted to the South African e-commerce sector, specifically 

targeting the online fashion retail market. Other e-commerce categories, such as 

electronics, groceries, and home goods, were excluded from the scope of this 

research. 

ii. Geographic Context 

The research concentrated on South Africa due to its unique socio-economic and 

digital infrastructure challenges. While the findings may provide insights for other 

developing economies, the study did not aim to address global e-commerce 

markets or more developed economies such as Europe or North America. 

iii. Consumer Demographics 

The study focused on individual consumers who engage in online fashion 

shopping. Institutional buyers or businesses using e-commerce platforms were 

excluded, as their behaviour and motivations differ significantly from individual 

consumers. 

iv. Conceptual Focus 

The study examined three primary factors: website usability, checkout 

experience, and payment options. Other potential influences, such as marketing 

strategies, brand loyalty, or customer service, were outside the scope of this 

research. The conceptual framework was delimited to address these specific 

areas to maintain a focused investigation. 

v. Theoretical Framework 

The research drew on the Technology Acceptance Model (Davis, 1986) and 

Cognitive Consistency Theory (Festinger, 1957) to guide the analysis of shopping 

cart abandonment. Alternative theoretical approaches, such as behavioural 
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economics or social influence theories, were excluded to align the study with its 

defined objectives. 

vi. Methodology 

The study employed a quantitative research approach using survey data 

collected via a structured questionnaire. Qualitative methods, such as interviews 

or focus groups, were excluded to maintain a consistent methodological 

framework and focus on measurable insights. 

vii. Time Horizon 

The research adopted a cross-sectional design, capturing data from respondents 

at a single point in time. Longitudinal studies, which could explore trends and 

changes in consumer behaviour over time, were excluded due to time and 

resource constraints. 

viii. Technology Context 

The study concentrated on consumer interactions with desktop and mobile e-

commerce platforms. Emerging technologies such as augmented reality (AR) 

shopping experiences or virtual reality (VR) e-commerce applications were 

excluded as they are not yet widely adopted in the South African fashion retail 

sector (Enyejo et al, 2024). 

These delimitations ensured a focused and practical scope, enabling the 

research to address the core objectives effectively while excluding unrelated or 

tangential aspects that could detract from the study’s primary purpose. 

 

1.7 Definition of terms 

Cart Abandonment 

Cart abandonment refers to the behaviour in which online shoppers add items to 

their shopping carts but leave the e-commerce platform without completing the 
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purchase, resulting in lost sales opportunities for retailers (Kukar-Kinney & Close, 

2010; Kapoor & Vij, 2021). 

Checkout Experience 

The checkout experience is the set of processes and user interactions during the 

final stage of online purchasing, which includes payment entry, form completion, 

and confirmation of purchase. This stage is critical as it directly impacts a 

consumer's decision to finalise the transaction (Huang et al., 2018; Zheng et al., 

2020). 

Cognitive Consistency Theory 

This psychological theory, proposed by Festinger (1957), explains individuals' 

tendency to strive for harmony in their beliefs, attitudes, and actions. In the 

context of e-commerce, inconsistencies in website messaging or user experience 

may lead to discomfort and abandonment behaviours. 

E-commerce 

E-commerce refers to the buying and selling of goods and services over the 

internet through digital platforms. It encompasses various business models, 

including business-to-consumer (B2C) and business-to-business (B2B) 

transactions (Wilson & Ndoro, 2023; Stewart et al., 2022). 

Mobile Commerce (M-commerce) 

A subset of e-commerce, mobile commerce involves transactions conducted 

through smartphones or tablets, characterised by increased convenience but also 

unique usability challenges due to smaller screens and less stable internet 

connectivity (Kapoor & Vij, 2021). 

Online Fashion Retail 

This term refers to the segment of e-commerce that focuses on selling apparel, 

footwear, and accessories via digital platforms. It often involves unique consumer 
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considerations such as sizing, return policies, and visual representation of 

products (Stewart et al., 2022; Garaus, 2018). 

Payment Options 

Payment options refer to the variety of transaction methods provided by an e-

commerce platform, including credit cards, mobile wallets, and bank transfers. 

Trust and familiarity with these methods influence consumer confidence and 

willingness to complete purchases (Zheng et al., 2020). 

Shopping Cart 

A digital feature of e-commerce platforms that allows consumers to temporarily 

store products they intend to purchase. It plays a pivotal role in the decision-

making process but is also the point where many abandon the transaction (Kukar-

Kinney & Close, 2010). 

Technology Acceptance Model (TAM) 

The TAM, developed by Davis (1986), is a theoretical framework used to predict 

user acceptance of technology based on two key factors: perceived ease of use 

and perceived usefulness. It provides a lens to understand consumer behaviour 

on e-commerce platforms. 

Usability 

Usability pertains to the design and functionality of e-commerce platforms, 

emphasising ease of navigation, visual appeal, and quick access to desired 

information. It significantly impacts user satisfaction and conversion rates (Huang 

et al., 2018; Zheng et al., 2020). 

User Experience (UX) 

User experience encompasses all aspects of a consumer's interaction with an e-

commerce platform, including usability, design, and emotional engagement. A 
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positive UX increases the likelihood of purchase completion (Kapoor & Vij, 2021; 

Garaus, 2018). 

1.8 Assumptions 

The research was conducted with several assumptions that could influence its 

outcomes. These assumptions were reasonable and necessary to enable the 

research, and their implications were carefully considered in the design and 

analysis phases of the study. 

i. Respondent Honesty 

It was assumed that respondents provided honest and accurate answers to the 

survey questions regarding their online shopping behaviours and perceptions. 

This assumption was reasonable as anonymity was ensured to encourage 

truthful responses. The outcome of the research was sensitive to this assumption, 

as inaccurate responses could lead to flawed conclusions about consumer 

behaviour. 

ii. Representativeness of the Sample 

It was assumed that the sample of South African online fashion shoppers 

reflected the broader population of individuals engaging in this activity. This 

assumption was supported by employing a sampling strategy targeting diverse 

demographics, including different age groups, income levels, and geographic 

locations. The generalisability of the findings depended on the validity of this 

assumption. 

iii. Consistent Consumer Behaviour 

The study assumed that consumer behaviour during the survey period was 

consistent with typical online shopping patterns. This assumption was supported 

by the use of a cross-sectional design and existing literature confirming the 

stability of certain consumer behaviours over time (Huang et al., 2018). However, 

sudden shifts in the e-commerce landscape, such as technological 
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advancements or socio-economic changes, could influence this assumption's 

validity. 

iv. Reliability of the Survey Instrument 

It was assumed that the survey instrument used to collect data accurately 

captured the factors influencing shopping cart abandonment. This assumption 

was reasonable as the instrument was adapted from validated tools used in 

previous studies (Kukar-Kinney & Close, 2010; Kapoor & Vij, 2021). 

Nevertheless, if the instrument failed to capture certain nuances, the findings 

might not fully reflect the complexity of consumer behaviour. 

v. Context-Specific Factors 

The research assumed that the unique socio-economic and technological factors 

of South Africa's e-commerce market significantly influenced shopping cart 

abandonment. This assumption aligned with existing studies highlighting regional 

variations in e-commerce behaviour (Stewart et al., 2022; Wilson & Ndoro, 2023). 

While this assumption was reasonable, the findings may have limited applicability 

outside similar developing market contexts. 

vi. Impact of Website Usability, Checkout Experience, and Payment Options 

The study assumed that website usability, checkout experience, and payment 

options were primary factors influencing shopping cart abandonment. This 

assumption was grounded in the literature, which identified these as critical 

determinants in e-commerce settings (Huang et al., 2018; Zheng et al., 2020). 

The research was sensitive to this assumption, as overlooking other potential 

factors could limit the comprehensiveness of the findings. 

vii. Technology Acceptance Model as a Valid Framework 

The study assumed that the Technology Acceptance Model (TAM) provided an 

appropriate theoretical framework for understanding the factors influencing 

shopping cart abandonment. This assumption was reasonable as TAM has been 

widely applied in similar contexts to examine user acceptance of digital platforms 
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(Davis, 1986). However, alternative frameworks might offer additional insights not 

captured by TAM. 

These assumptions were carefully considered to ensure the research design and 

conclusions were robust and contextually appropriate. The implications of these 

assumptions were critically evaluated, and potential limitations arising from them 

were acknowledged in the study. 

1.9 Chapter Outline  

The research report is structured into the following chapters, ensuring a logical 

and systematic presentation of the study’s objectives, methodology, findings, and 

conclusions.  

Chapter 1: Introduction 

This chapter sets the foundation for the research by introducing the topic and 

outlining the scope of the study. It includes the following sections: 

• Statement of Purpose: Articulates the aim and significance of the 

research. 

• Background of the Study: Provides context by discussing the South 

African e-commerce market and the relevance of cart abandonment in 

online fashion retail. 

• Research Problem: Identifies the specific issue being addressed and 

justifies its importance. 

• Research Objectives: Outlines the goals of the study to address the 

identified problem. 

• Rationale: Explains the academic and practical significance of the study. 

• Delimitations: Defines the boundaries of the research. 

• Definition of Terms: Clarifies key concepts and terms used throughout the 

report. 

• Assumptions: States underlying assumptions that shaped the research. 

• Chapter Outline: Summarises the structure of the report. 



 
14 

Chapter 2: Literature Review and Theoretical Framework 

This chapter critically examines relevant literature to provide a theoretical 

foundation for the study. It includes: 

• Definition and Context of Shopping Cart Abandonment: Reviews global 

and local studies on cart abandonment. 

• Website Usability: Explores its impact on consumer behaviour and 

abandonment rates. 

• Checkout Experience: Examines how the complexity of the checkout 

process influences consumer decisions. 

• Payment Options: Discusses the role of payment flexibility and security in 

e-commerce. 

• Theoretical Framework: Presents the Technology Acceptance Model and 

other relevant theories as the basis for the study. 

• Conceptual Framework: Integrates insights from the literature to outline 

the study's analytical framework. 

Chapter 3: Research Methodology 

This chapter describes the research design and approach used to address the 

study’s objectives. It includes: 

• Research Design: Details the quantitative approach employed. 

• Population and Sampling: Defines the study population and sampling 

strategy. 

• Data Collection: Describes the survey instrument and data collection 

procedures. 

• Data Analysis Techniques: Explains statistical methods used for analysing 

the data. 

• Ethical Considerations: Discusses measures taken to protect respondents 

and ensure data integrity. 

Chapter 4: Findings and Results 
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This chapter presents the results of the data analysis, including descriptive and 

inferential statistics. It includes: 

• Overview of Respondents: Summarises demographic data. 

• Key Findings: Highlights relationships between variables such as website 

usability, checkout experience, and payment options with cart 

abandonment. 

• Visual Representations: Includes tables, graphs, and charts to illustrate 

findings. 

Chapter 5: Discussion 

This chapter interprets the findings in light of the research objectives and 

theoretical framework. It includes: 

• Link to Objectives: Discusses how findings address the research 

objectives. 

• Comparison with Literature: Relates findings to existing studies and 

identifies consistencies or discrepancies. 

• Implications for Practice: Suggests actionable recommendations for online 

retailers in South Africa. 

• Theoretical Contributions: Highlights the study’s contribution to academic 

knowledge. 

Chapter 6: Conclusion and Recommendations 

This chapter concludes the report by summarising key insights and providing 

recommendations. It includes: 

• Summary of Findings: Recaps the main results of the study. 

• Recommendations: Provides practical suggestions for e-commerce 

businesses. 

• Limitations and Future Research: Discusses the limitations of the study 

and proposes areas for further investigation. 

References 
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CHAPTER 2. LITERATURE REVIEW AND 

THEORETICAL FRAMEWORK 

2.1 Introduction 

This chapter provides a critical review of the literature and theoretical frameworks 

relevant to the study of shopping cart abandonment among South African online 

fashion shoppers. The purpose of the literature review is to establish the 

foundation for the research by synthesising existing knowledge, identifying 

research gaps, and aligning the study's objectives with theoretical underpinnings. 

The review is structured to correspond with the study's research objectives, 

addressing key themes such as website usability, checkout experience, and 

payment options, which have been identified as critical factors influencing cart 

abandonment. 

The chapter begins by defining the concept of shopping cart abandonment and 

its prevalence in e-commerce, with specific emphasis on South Africa's digital 

retail landscape. It proceeds to review relevant theories, including the Technology 

Acceptance Model (TAM), Cognitive Dissonance Theory, and Uses and 

Gratifications Theory, which provide analytical lenses for understanding 

consumer behaviour in this context. The review then examines empirical studies 

on website usability, checkout experiences, and payment options, emphasising 

their roles in influencing online consumer decisions. Finally, the chapter 

introduces the conceptual framework guiding the research and concludes with 

hypotheses development, linking the literature to the research questions. 

Structure of the Literature Review 

1. Definition and Context of Shopping Cart Abandonment 

This section defines shopping cart abandonment and discusses its global and 

local prevalence, emphasising its significance in the South African context 

(Kukar-Kinney & Close, 2010; Stewart et al., 2022). 
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2. Theoretical Framework 

The theoretical framework for this study incorporates several key theories. 

The Technology Acceptance Model (TAM) explains consumer acceptance of 

online platforms based on perceived ease of use and usefulness (Davis, 

1986). Cognitive Dissonance Theory explores the psychological conflicts 

influencing consumer decisions, particularly regarding payment security and 

checkout complexity (Festinger, 1957). Additionally, the Uses and 

Gratifications Theory analyses consumer motivations for online shopping, 

such as convenience, price comparison, and browsing behaviour (Kukar-

Kinney et al., 2022). 

3. Empirical Literature on Key Factors 

The empirical literature on key factors affecting e-commerce highlights 

several important aspects. Website usability examines how navigation ease, 

mobile-friendliness, and page load speeds impact consumer retention 

(Garaus, 2018; Huang et al., 2018). The checkout experience discusses the 

effect of straightforward processes, error-free transactions, and guest 

checkout options on purchase completion rates (Kapoor & Vij, 2021). 

Additionally, payment options review the role of trust, familiarity, and variety 

in payment methods in reducing cart abandonment (Mishra et al., 2021). 

4. Conceptual Framework and Research Hypotheses 

A high-level model is presented, integrating the reviewed factors with 

theoretical constructs to generate testable hypotheses. 

5. Conclusion 

The chapter summarises the key insights, identifies gaps in the literature, and 

establishes the study’s contributions to theory and practice. 

This structure ensures a systematic exploration of the literature, allowing for 

a robust theoretical foundation and alignment with the study's objectives. 
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2.2 Definition of topic or background discussion 

2.2.1 Key Concepts and Definitions 

2.2.1.1 Shopping Cart Abandonment 

Shopping cart abandonment is defined as the phenomenon where consumers 

add items to their virtual shopping carts but leave the e-commerce platform 

without completing a purchase (Chopra et al, 2024). This behaviour is recognised 

as a critical challenge in digital commerce, leading to significant revenue losses 

for online retailers (Kukar-Kinney & Close, 2010). Studies highlight that 

abandonment rates globally exceed 70%, with developing economies like South 

Africa experiencing unique contributing factors, such as digital infrastructure 

limitations and consumer trust issues (Stewart et al., 2022). This study adopts 

this definition to encapsulate both the behavioural aspect and its broader 

implications for e-commerce. 

2.2.1.2 Website Usability 

Website usability refers to the ease with which users can navigate an e-

commerce platform, locate product information, and complete desired actions, 

such as purchasing items (Huang et al., 2018). Key components of usability 

include navigation structure, visual design, mobile responsiveness, and page 

load speed. Poor usability is a primary driver of consumer frustration and cart 

abandonment (Garaus, 2018). This study emphasises usability in terms of its 

impact on online shopping retention and completion rates. 

2.2.1.3 Checkout Experience 

The checkout experience encompasses the sequence of steps consumers follow 

to finalise their purchase, including data entry, payment processing, and 

confirmation of the order (Kapoor & Vij, 2021). It is influenced by factors such as 

the length and complexity of the process, availability of guest checkout options, 

and the perceived security of payment information (Amorim et al, 2024). In this 

study, the checkout experience is examined as a determinant of consumer 

decision-making at the critical stage of completing a transaction. 
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2.2.1.4 Payment Options 

Payment options refer to the variety, security, and familiarity of payment methods 

offered by an e-commerce platform. Research indicates that consumers prefer 

platforms that provide flexible and secure payment options, which reduce 

perceived risk and improve trust (Zheng et al., 2020). This study evaluates 

payment options as a core factor affecting consumer behaviour and cart 

abandonment in the South African e-commerce context. 

2.2.1.5 E-commerce 

E-commerce is defined as the buying and selling of goods and services over the 

internet, encompassing activities such as product browsing, online transactions, 

and delivery management (Semerádová & Weinlich, 2022). The South African e-

commerce sector, characterised by rapid growth and challenges like high 

shipping costs and limited digital trust, serves as the context for this research 

(Goga, Paelo & Nyamwena, 2024). 

2.2.1.6 Justification of Key Definitions 

The definitions adopted for this study are rooted in established literature, ensuring 

alignment with existing research while addressing context-specific nuances. For 

example, the study integrates global perspectives on shopping cart abandonment 

with localised insights from South Africa’s e-commerce landscape. By focusing 

on the defined factors—website usability, checkout experience, and payment 

options—the research aims to provide a comprehensive yet focused analysis of 

cart abandonment behaviours. 

2.2.1.7 Debate and Contextual Considerations 

Debates in the literature often centre on the relative importance of different factors 

influencing cart abandonment. While some researchers emphasise usability and 

interface design as primary contributors (Huang et al., 2018), others highlight 

socio-economic and psychological dimensions, such as consumer trust and 

perceived risk (Kukar-Kinney et al., 2022). This study navigates these debates 



 
21 

by synthesising insights across multiple domains to develop an integrated 

understanding of the phenomenon. 

The South African context adds another layer of complexity, as unique challenges 

such as low credit card penetration and high mobile commerce reliance 

differentiate it from more developed markets (Stewart et al., 2022). This justifies 

the need for localised definitions and a focused investigation into the interplay of 

usability, checkout experiences, and payment options in shaping consumer 

behaviour. 

2.3 First Research Objective: Website Usability and 

Shopping Cart Abandonment 

The first research objective of this study was to analyse the impact of website 

usability on shopping cart abandonment among South African online fashion 

shoppers. Website usability is widely recognised as a critical determinant of 

consumer satisfaction and retention in e-commerce environments (Guo, Zhang 

& Xia, 2023). This section critically reviews the literature on the components of 

website usability and their influence on consumer behaviour, with a specific focus 

on navigation ease, mobile-friendliness, and visual design. 

2.3.1 Navigation Ease 

Navigation ease refers to the simplicity with which users can locate information, 

move between pages, and complete desired actions on an e-commerce platform 

(Huang et al., 2018). Effective navigation structures improve the user experience 

by reducing cognitive effort, allowing consumers to locate and evaluate products 

quickly (Garaus, 2018). 

Research indicates that poorly designed navigation systems, such as overly 

complex menus or broken links, frustrate users and contribute to cart 

abandonment (Zheng et al., 2020). In contrast, intuitive navigation fosters trust 

and encourages shoppers to proceed with their purchases (Stewart et al., 2022). 

This is particularly relevant in the South African context, where limited 
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technological literacy among certain consumer segments may exacerbate 

usability challenges (Armağan & Ünal, 2022). 

2.3.2 Mobile-Friendliness 

Mobile-friendliness is another critical aspect of website usability, especially given 

the increasing reliance on smartphones for online shopping in South Africa 

(Kapoor & Vij, 2021). Mobile-friendly websites are optimised for smaller screens, 

ensuring seamless navigation, quick loading times, and easy access to product 

information (Huang et al., 2018). 

A lack of mobile optimisation is a key driver of cart abandonment, as consumers 

are likely to abandon purchases if pages are slow to load or display incorrectly 

(Mishra et al., 2021). Furthermore, the usability of mobile interfaces is directly 

linked to trust, with consumers perceiving poorly optimised sites as less secure 

(Zheng et al., 2020). 

2.3.3 Visual Design 

Visual design encompasses the aesthetic elements of an e-commerce platform, 

including layout, colour schemes, and imagery. Studies show that visually 

appealing websites enhance consumer satisfaction and encourage repeat visits 

(Kukar-Kinney & Close, 2010). In the South African fashion e-commerce sector, 

high-quality visuals are especially important due to the need for accurate product 

representation and a strong brand identity (Stewart et al., 2022). 

However, excessive use of multimedia or cluttered layouts can overwhelm 

consumers and detract from the shopping experience, leading to cart 

abandonment (Garaus, 2018). Thus, striking a balance between visual appeal 

and functional simplicity is crucial for maximising consumer retention. 
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2.3.4 Hypothesis 1 

Null Hypothesis (H₀): Website usability does not significantly influence shopping 

cart abandonment among South African online fashion shoppers. 

Alternate Hypothesis (H₁): Website usability significantly influences shopping cart 

abandonment among South African online fashion shoppers. 

This hypothesis reflects the theoretical and empirical insights presented in the 

literature, aligning with the study's aim to evaluate the role of usability in e-

commerce performance.  

2.4 Second Research Objective: Checkout Experience 

and Shopping Cart Abandonment 

The second research objective was to evaluate the role of the checkout 

experience in influencing shopping cart abandonment among South African 

online fashion shoppers. The checkout experience, often considered the final 

step in the consumer decision-making process, plays a pivotal role in determining 

whether a transaction is completed or abandoned (Towers & Towers, 2022). This 

section critically reviews the literature on the components of the checkout 

experience and their impact on consumer behaviour, focusing on process 

simplicity and payment security.  

2.4.1 Process Simplicity 

Process simplicity refers to the ease with which consumers can navigate through 

the checkout phase, complete required forms, and finalise their purchases (Smith 

et al, 2023). A streamlined checkout process is critical in reducing consumer 

frustration and abandonment rates (Huang et al., 2018). 

Studies indicate that a complex or time-consuming checkout process often leads 

to higher cart abandonment rates, as consumers perceive it as an unnecessary 

barrier to completing their transactions (Kapoor & Vij, 2021). Features such as 

auto-fill options, minimal data entry requirements, and progress indicators have 
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been shown to significantly enhance the user experience during checkout (Mishra 

et al., 2021). 

In South Africa, where mobile shopping is increasingly prevalent, simplicity 

becomes even more critical due to the smaller screen sizes and potential 

connectivity challenges (Stewart et al., 2022). Localised studies suggest that 

incorporating guest checkout options and ensuring compatibility with mobile 

devices can effectively mitigate process-related barriers (Ndebele, 2022). 

2.4.2 Payment Security 

Payment security encompasses the measures taken to protect consumer data 

and ensure secure financial transactions during the checkout process (Financial 

Crime Academy, 2024). Consumer trust in the payment system is directly linked 

to their willingness to complete a purchase (Zheng et al., 2020). 

Research highlights that perceived risks associated with online payments, such 

as data breaches or unauthorised transactions, are significant deterrents for 

consumers (Kukar-Kinney et al., 2022). Providing secure payment gateways, 

displaying trust seals, and offering familiar payment methods are critical 

strategies to address these concerns (Garaus, 2018). 

In the South African context, where digital payment adoption is still maturing, 

consumer apprehension about online security is particularly pronounced (SARB, 

2024). Retailers that fail to address these security concerns risk alienating a 

substantial portion of their potential customer base, further exacerbating cart 

abandonment issues (Stewart et al., 2022). 

2.4.3 Hypothesis 2 

Null Hypothesis (H₀): The checkout experience does not significantly influence 

shopping cart abandonment among South African online fashion shoppers. 

Alternate Hypothesis (H₁): The checkout experience significantly influences 

shopping cart abandonment among South African online fashion shoppers. 
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This hypothesis reflects the insights gained from the literature, emphasising the 

critical role of process simplicity and payment security in shaping consumer 

behaviour during the checkout phase. 

2.5 Third Research Objective: Payment Options and 

Shopping Cart Abandonment 

The third research objective was to investigate the effect of payment options on 

shopping cart abandonment among South African online fashion shoppers. 

Payment options are a critical component of the online shopping experience, 

influencing consumer trust and ease of transaction completion (Gashema & 

Manzi, 2022). This section critically reviews the literature on the availability, 

familiarity, and flexibility of payment options and their impact on consumer 

decision-making. 

2.5.1 Availability of Payment Options 

Availability refers to the variety of payment methods offered by an e-commerce 

platform, such as credit cards, debit cards, mobile wallets, and bank transfers. 

Research indicates that a lack of preferred payment options is a major driver of 

cart abandonment, as consumers may abandon their purchase if their preferred 

method is unavailable (Kukar-Kinney et al., 2022). 

In the South African e-commerce market, limited access to credit cards and the 

rising popularity of alternative payment methods, such as mobile wallets, present 

unique challenges and opportunities (Hamukuaya, 2021). Retailers that fail to 

accommodate diverse payment preferences risk alienating a significant portion 

of their target audience (Zheng et al., 2020). 

2.5.2 Familiarity and Trust 

Familiarity and trust in the payment options provided significantly influence 

consumer behaviour. Consumers are more likely to complete transactions when 
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they recognise and trust the payment methods offered (Huang et al., 2018). Trust 

is particularly crucial in developing markets, where concerns about online fraud 

and data breaches remain prevalent (Stewart et al., 2022). 

Displaying well-known payment logos and integrating secure payment gateways 

are effective strategies to build trust and reduce abandonment rates (Waite, 

2024). In South Africa, where digital payment literacy varies across 

demographics, the role of familiarity becomes even more critical in ensuring 

seamless transactions (Kapoor & Vij, 2021). 

2.5.3 Flexibility in Payment Options 

Flexibility encompasses features such as the ability to split payments, use 

multiple currencies, or integrate with local payment systems. Studies suggest that 

flexible payment methods improve consumer satisfaction and reduce friction 

during the checkout process (Mishra et al., 2021). 

For South African shoppers, the inclusion of layby options or buy-now-pay-later 

(BNPL) services has emerged as a viable strategy to address financial 

constraints and improve conversion rates (Swanepoel, 2024). This flexibility is 

particularly impactful in a market characterised by high income inequality and 

varying purchasing power. 

2.5.4 2.5.4 Hypothesis 3 

Null Hypothesis (H₀): Payment options do not significantly influence shopping cart 

abandonment among South African online fashion shoppers. 

Alternate Hypothesis (H₁): Payment options significantly influence shopping cart 

abandonment among South African online fashion shoppers. 

This hypothesis synthesises the reviewed literature, emphasising the critical role 

of payment availability, familiarity, and flexibility in influencing consumer 

behaviour during online shopping.  
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2.6 ANALYTICAL FRAMEWORK 

This section integrates the theoretical and empirical concepts underpinning the 

study, providing a structured lens to analyse the factors influencing shopping cart 

abandonment in South African online fashion retail. The analytical framework is 

rooted in established theories and contextualised within the empirical findings 

from the literature review. It outlines the relationships among key variables, such 

as website usability, checkout experience, and payment options, in influencing 

consumer behaviour during online transactions. 

2.6.1  Theoretical Framework 

A theoretical framework provides a systematic structure for understanding the 

phenomena being investigated. It connects the research problem to established 

theoretical constructs, enabling a coherent analysis of relationships among 

variables (Warmbrod, 1986; Creswell, 1994). This study employs two primary 

theories to frame its investigation: the Technology Acceptance Model (TAM) and 

Cognitive Dissonance Theory, each offering unique insights into consumer 

decision-making in digital commerce. 

Technology Acceptance Model (TAM) 

The TAM, developed by Davis (1986), is a widely accepted framework for 

understanding user acceptance of technology. It posits that two key factors—

perceived ease of use and perceived usefulness—influence individuals’ attitudes 

toward adopting a technology, which subsequently impacts their intention to use 

it. 

In the context of this study, Perceived Ease of Use refers to the usability of a 

website, encompassing factors such as navigation simplicity, mobile 

responsiveness, and visual design. A well-designed website can reduce cognitive 

effort, which in turn enhances user satisfaction and increases purchase intention 

(Huang et al., 2018; Garaus, 2018). On the other hand, Perceived Usefulness 

pertains to the functionality of the checkout process and the availability of various 
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payment options. When consumers perceive the platform as efficient and reliable, 

they are more likely to complete transactions (Kapoor & Vij, 2021). 

TAM’s strength lies in its ability to explain consumer behaviour in technology-

mediated environments, making it an ideal framework for analysing e-commerce 

user experiences. 

Cognitive Dissonance Theory 

Proposed by Festinger (1957), this theory suggests that individuals strive to 

maintain consistency between their beliefs, attitudes, and behaviours. 

Dissonance arises when inconsistencies occur, prompting actions to reduce 

discomfort. In e-commerce, cognitive dissonance often manifests during the 

checkout process, particularly when consumers encounter security concerns, 

unexpected costs, or complex navigation (Zheng et al., 2020). 

Cognitive Dissonance Theory, originally proposed by Festinger (1957), posits 

that individuals experience psychological discomfort (dissonance) when they hold 

conflicting cognitions, which motivates them to restore consistency through 

attitude or behaviour change. In the context of e-commerce, dissonance may 

arise when consumers second-guess their intended purchases due to price 

concerns, alternative options, or fear of regret post-transaction (Sweeney et al., 

2000). Importantly, dissonance is not merely about rational reconsideration but 

also about emotional discomfort and the drive to resolve internal conflict 

(Harmon-Jones & Mills, 2019). This nuance is essential in online shopping 

contexts, where impulse decisions can clash with post-hoc rationalisations, 

contributing to cart abandonment behaviours (Kukar-Kinney & Close, 2010). 

Key applications in this study include the checkout experience and payment 

security. A streamlined and transparent checkout process helps minimise 

dissonance, thereby encouraging the completion of transactions (Stewart et al., 

2022). Additionally, payment security involves trust-building measures, such as 

secure payment gateways and familiar payment methods, which alleviate 

dissonance related to financial risk (Financial Crime Academy, 2024). 
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Justification of the Theoretical Framework 

The integration of TAM and Cognitive Dissonance Theory provides a 

comprehensive lens for analysing shopping cart abandonment. While TAM 

explains the role of usability and perceived usefulness in consumer acceptance, 

Cognitive Dissonance Theory offers insights into the psychological barriers 

affecting transaction completion. This dual framework ensures that both 

functional and emotional aspects of consumer behaviour are addressed, aligning 

with the study’s objectives and the unique characteristics of the South African e-

commerce market. 

By situating the research within these established frameworks, the study 

contributes to a deeper understanding of how technological and psychological 

factors interact to shape consumer behaviour in digital business contexts. 

2.6.2  Conceptual Framework 

The conceptual framework of this study provides a structured approach to 

understanding the relationships between website usability, checkout experience, 

payment options, and shopping cart abandonment among South African online 

fashion shoppers. It integrates both the Technology Acceptance Model (TAM) 

and Cognitive Dissonance Theory. While TAM explains the rational evaluation of 

online platforms—such as perceived ease of use and perceived usefulness—

CDT offers insight into the post-intentional phase, where consumers may choose 

not to proceed with a purchase due to psychological conflict. Thus, the framework 

reflects both pre-behavioural intent (TAM) and post-intent behavioural reversal 

(CDT), providing a holistic view of the abandonment decision process. 

Narrative Description of the Framework 

The research conceptualises shopping cart abandonment as the dependent 

variable influenced by three independent variables: website usability, checkout 

experience, and payment options. Each independent variable is explored through 

specific constructs, based on existing literature and the theoretical frameworks 
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underpinning the study. The relationships between these variables are presumed 

as follows: 

Website Usability 

Usability encompasses navigation ease, mobile-friendliness, and visual design. 

The Technology Acceptance Model posits that ease of use positively influences 

user attitudes, leading to higher completion rates of online transactions (Davis, 

1986; Huang et al., 2018). Poor usability can create friction, leading to consumer 

frustration and increased abandonment rates (Garaus, 2018). 

Checkout Experience 

The checkout process is critical in determining transaction success. Constructs 

such as process simplicity and payment security are central. Cognitive 

Dissonance Theory suggests that a streamlined checkout process minimises 

dissonance and encourages completion (Festinger, 1957; Stewart et al., 2022). 

Conversely, complex or insecure processes increase perceived risk and 

dissonance, resulting in abandonment (Arshad et al, 2015). 

Payment Options 

Payment options involve availability, familiarity, and flexibility. Consumers are 

more likely to complete transactions when platforms provide diverse, trusted, and 

user-friendly payment methods (Zheng et al., 2020). Lack of preferred or trusted 

options exacerbates abandonment behaviour (Kukar-Kinney et al., 2022). 

The framework assumes that these factors interact to influence consumer 

behaviour, with contextual moderators such as socio-economic conditions and 

digital literacy levels in South Africa playing a significant role. 

Diagrammatic Representation 

As shown in Figure 2.1, the conceptual framework reflects an integration of TAM 

and CDT to model both rational and emotional components of cart abandonment. 

Below is the diagrammatic representation of the conceptual framework, 

illustrating the relationships among the constructs: 
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Figure 2.1: Conceptual framework integrating TAM and CDT (adapted from 

Davis, 1989; Festinger, 1957) 

Explanation of the Diagram 

• Independent Variables: Website usability, checkout experience, and 

payment options, represented as the primary constructs driving consumer 

decision-making. 

• Dependent Variable: Shopping cart abandonment, influenced by the 

independent variables. 

• Moderating Factors: Context-specific factors such as digital 

infrastructure, consumer trust, and socio-economic diversity, depicted as 

influencing the strength or direction of relationships. 

This conceptual framework provides a clear roadmap for analysing the factors 

affecting shopping cart abandonment, ensuring alignment with the study 

objectives and guiding the research methodology. 

2.7 Conclusion of Literature Review  

The literature review has critically examined the key factors influencing shopping 

cart abandonment in South African online fashion retail, focusing on website 

usability, checkout experience, and payment options. This chapter synthesised 
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theoretical insights, empirical findings, and contextual factors, establishing a 

robust foundation for the research. 

The review highlighted the critical role of website usability, emphasising 

navigation ease, mobile-friendliness, and visual design as determinants of 

consumer engagement and purchase completion. Checkout experience emerged 

as a pivotal factor, with process simplicity and payment security significantly 

affecting consumer decisions. Furthermore, payment options, including their 

availability, familiarity, and flexibility, were found to be crucial in enhancing 

consumer trust and satisfaction, ultimately reducing cart abandonment. 

The theoretical foundation was anchored in the Technology Acceptance Model 

(TAM) and Cognitive Dissonance Theory, providing an integrated framework for 

understanding the interplay between functional and psychological factors in e-

commerce behaviour. The conceptual framework outlined how these variables 

interact to influence shopping cart abandonment, contextualised within the 

unique socio-economic and technological environment of South Africa. 

While TAM serves as a foundational model, additional behavioural constructs 

from the Unified Theory of Acceptance and Use of Technology 2 (UTAUT2) could 

further enhance the understanding of consumer behaviour in fashion e-

commerce. For instance, constructs such as hedonic motivation and price value 

(Venkatesh et al., 2012) are particularly salient in the context of online fashion 

shopping, where emotional gratification and perceived deal fairness significantly 

influence the completion of purchases. Future research could extend the model 

to include these dimensions, offering richer explanatory power. 

The insights from this literature review informed the development of hypotheses, 

guiding the empirical investigation of the study. The next chapter will detail the 

research methodology employed to test these hypotheses and achieve the 

study's objectives. 

Hypotheses 

H1: Website Usability Positively Influences Purchase Completion 
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Website usability is a key determinant of online shopping behaviour, influencing 

consumer satisfaction and purchase intention (Davis, 1989). The Technology 

Acceptance Model (TAM) posits that perceived ease of use significantly affects 

user adoption of online platforms, suggesting that a well-structured, intuitive 

website enhances consumer engagement and transaction completion 

(Venkatesh & Davis, 2000). 

Empirical studies indicate that poor usability features, such as slow loading times, 

unclear navigation, and unresponsive interfaces, contribute to higher cart 

abandonment rates (Garaus, 2018). Conversely, streamlined website design, 

logical menu structures, and optimised product search functions enhance 

consumer confidence and encourage purchase completion (Kapoor & Vij, 2021). 

A study by Mishra, Malhotra & Tiwari (2021) further found that a seamless user 

experience reduces cognitive load, increasing the likelihood of transaction 

finalisation. 

Thus, the following hypothesis is proposed: 

H1: Improved website usability increases the likelihood of purchase completion. 

H2: Optimised Checkout Experience Reduces Shopping Cart Abandonment 

The checkout process represents a critical juncture in the online shopping 

journey, where friction or complexity can deter consumers from completing their 

purchases (Kukar-Kinney & Close, 2010). The Theory of Planned Behaviour 

(TPB) suggests that perceived control over an action, such as an effortless 

checkout process, increases behavioural intention (Ajzen, 1991). 

Empirical evidence shows that lengthy, multi-step checkouts, forced account 

creation, and unexpected costs at the final stage are primary drivers of cart 

abandonment (Rajamma, Paswan & Hossain, 2009). Kapoor & Vij (2021) found 

that a simplified, single-page checkout process significantly reduces 

abandonment rates. Additionally, automated form-filling, guest checkout options, 

and real-time error detection contribute to a smoother transaction experience 

(Mishra, Malhotra & Tiwari, 2021). 
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Based on these insights, the following hypothesis is formulated: 

H2: A streamlined checkout experience reduces shopping cart abandonment. 

H3: Multiple Payment Options Positively Influence Purchase Completion 

Consumers expect a variety of payment options when shopping online, and 

limited choices often result in abandoned transactions (Huang, Korfiatis & Chang, 

2018). The Unified Theory of Acceptance and Use of Technology (UTAUT) posits 

that perceived usefulness and facilitating conditions—such as convenient 

payment methods—positively influence technology adoption (Venkatesh et al., 

2012). 

Research suggests that offering multiple payment options, including credit/debit 

cards, digital wallets, and alternative payment solutions, enhances consumer 

trust and conversion rates (Kapoor & Vij, 2021). Studies have also shown that 

payment security concerns, particularly in emerging markets, lead to hesitation in 

completing transactions, highlighting the importance of secure and flexible 

payment mechanisms (Mishra, Malhotra & Tiwari, 2021). 

Thus, the following hypothesis is proposed: 

H3: Providing multiple payment options increases the likelihood of purchase 

completion. 

Chapter Conclusion 

This chapter has provided a comprehensive review of the literature surrounding 

shopping cart abandonment in the context of South African online fashion 

shoppers. The review critically examined the factors influencing consumer 

decisions at the checkout stage, with a focus on website usability, checkout 

experience, and payment options. Through the synthesis of existing studies, key 

insights into the psychological, technological, and financial considerations 

impacting e-commerce transactions have been identified. 

The discussion on website usability highlighted that navigation ease, mobile 

responsiveness, and visual appeal play significant roles in consumer 
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engagement and transaction completion. Research supports that poor usability 

contributes to frustration and cart abandonment (Garaus, 2018; Huang et al., 

2018). Theoretical perspectives such as the Technology Acceptance Model 

(TAM) provide a structured understanding of how perceived ease of use and 

usefulness influence consumer behaviour in e-commerce environments (Davis, 

1989). 

Furthermore, the analysis of checkout experience demonstrated that process 

simplicity, payment security, and unexpected costs significantly affect consumers' 

willingness to complete transactions. Studies have shown that lengthy or complex 

checkout processes discourage purchases, aligning with Cognitive Dissonance 

Theory, which explains how consumers seek to minimise discomfort caused by 

difficult or insecure payment procedures (Festinger, 1957; Stewart et al., 2022). 

Payment options emerged as another critical determinant, with availability, 

familiarity, and flexibility influencing consumer trust and transaction completion. 

Research indicates that limited payment methods or security concerns can 

increase abandonment rates, particularly in emerging markets like South Africa 

(Zheng et al., 2020; Kukar-Kinney et al., 2022). The integration of trusted and 

diversified payment methods is thus essential for enhancing consumer 

confidence and minimising barriers to purchase completion. 

The chapter also presented the study’s theoretical and conceptual framework, 

integrating insights from TAM and Cognitive Dissonance Theory to formulate a 

model explaining shopping cart abandonment behaviour. By positioning the 

research within these established theories, the study ensures a robust foundation 

for analysing the interplay between website usability, checkout experience, and 

payment options in the South African e-commerce landscape. 

Overall, the literature review underscores the multifaceted nature of shopping cart 

abandonment, reinforcing the need for online retailers to adopt a holistic 

approach to improving user experience, enhancing security, and providing 

flexible payment solutions. The subsequent chapter will outline the research 

methodology, detailing the approach taken to empirically investigate these 

relationships in the study. 
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CHAPTER 3. RESEARCH 

METHODOLOGY 

This chapter provides a comprehensive account of the research methodology 

employed to investigate the factors influencing shopping cart abandonment 

among South African online fashion shoppers. The methodological choices were 

guided by the study's objectives and the theoretical framework established in the 

literature review, ensuring alignment with best practices in empirical research. 

A quantitative research design was adopted to allow for the collection and 

analysis of numerical data that could establish statistically significant 

relationships between the variables under investigation. This approach was 

deemed appropriate for testing the hypotheses derived from the literature review 

and ensuring the generalisability of findings to the broader population of South 

African online shoppers. 

The chapter is structured to provide detailed explanations of the research design, 

sampling strategies, data collection methods, and analytical techniques. Each 

methodological choice is academically justified with reference to relevant 

literature, demonstrating how these decisions align with the goals and context of 

the study. Additionally, ethical considerations are discussed to highlight the 

measures taken to ensure the integrity and credibility of the research process. 

Structure of the Chapter 

1. Research Design: Describes the quantitative approach and its relevance 

to the study, detailing how it facilitated hypothesis testing and 

generalisability. 

2. Population and Sampling: Explains the target population, the sampling 

frame, and the sampling technique used to select participants. Justifies the 

representativeness of the sample in the South African e-commerce 

context. 

3. Data Collection: Discusses the design and administration of the survey 

instrument, including how the constructs of website usability, checkout 

experience, and payment options were operationalised. 
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4. Data Analysis: Outlines the statistical techniques employed, such as 

descriptive and inferential analyses, to test the hypotheses and address 

the research objectives. 

5. Ethical Considerations: Details the ethical principles adhered to, 

including obtaining informed consent, ensuring confidentiality, and 

adhering to data protection standards. 

By documenting and justifying each stage of the methodology, this chapter 

provides transparency and rigor, enabling the replication and validation of the 

study’s findings. 

3.1 Research approach 

Quantitative Research Approach 

This study employed a quantitative research approach to investigate the factors 

influencing shopping cart abandonment among South African online fashion 

shoppers. A quantitative approach was deemed most appropriate for this study 

as it allows for the systematic collection and analysis of numerical data, facilitating 

the identification of relationships between the variables of interest: website 

usability, checkout experience, payment options, and shopping cart 

abandonment. This approach aligns with the study’s objectives to test 

hypotheses and derive statistically generalisable insights (Creswell, 2014). 

Justification for the Quantitative Approach 

A quantitative approach is particularly suited for studies aiming to establish causal 

or correlational relationships between variables through hypothesis testing 

(Agresti, 2021). This study sought to explore how specific factors (independent 

variables) influence shopping cart abandonment (dependent variable) in the 

South African e-commerce context. Employing a survey instrument enabled the 

collection of structured data from a large sample, ensuring the reliability and 

validity of the results (Bryman, 2016). 
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Furthermore, the quantitative approach supports the use of statistical techniques 

to analyse data, enabling the generalisation of findings to the broader population 

of South African online shoppers. This aspect was critical, as the research aimed 

to produce actionable insights for e-commerce retailers operating in diverse 

demographic and socio-economic conditions. 

Assumptions of the Quantitative Approach 

The quantitative approach is built on the following assumptions, which were 

deemed appropriate for this research: 

1. Objectivity of Data Collection and Analysis 

The study assumed that data collected through the survey instrument accurately 

represented the behaviours and perceptions of respondents. This was achieved 

by using validated constructs from existing literature to design the survey and 

ensuring anonymity to encourage honest responses (Zheng et al., 2020). 

2. Generalisability 

A core assumption was that the sample used for the study would be 

representative of the larger population of South African online fashion shoppers. 

To address this, a robust sampling strategy was employed, targeting diverse 

demographics to reflect the heterogeneity of the e-commerce market (Rootman 

& Krüger, 2017). 

3. Relationship Between Variables 

The study assumed that the relationships between the variables identified in the 

literature would hold true in the context of South African online shopping. This 

was tested empirically through the data analysis process, ensuring that any 

conclusions drawn were supported by evidence. 

4. Statistical Validity 

It was assumed that statistical techniques applied to the collected data, such as 

regression analysis and hypothesis testing, would provide valid insights into the 

relationships between variables. 
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Alignment with Methodology Literature 

The quantitative approach aligns with the literature’s emphasis on using 

structured methodologies for hypothesis testing and data-driven decision-

making. For example, Creswell (2014) highlights that quantitative methods are 

ideal for studies seeking to quantify phenomena and test theories through 

numerical evidence. Similarly, Bryman (2016) underscores the strength of 

quantitative research in producing generalisable findings, a key objective of this 

study. 

By adopting a quantitative research approach, this study ensured a rigorous, 

objective, and systematic examination of the factors influencing shopping cart 

abandonment, providing valuable insights for both academic research and 

practical application in the e-commerce sector.  

3.2 Research design 

Survey Design 

This study adopted a survey design, a quantitative research method that involves 

the systematic collection of data through structured questionnaires. This design 

was chosen because it aligns with the study's aim to analyse the relationships 

between website usability, checkout experience, payment options, and shopping 

cart abandonment. Survey design allows for the collection of large-scale data 

from a diverse population, enabling generalisable insights into the behaviours 

(James et al, 2021) and perceptions of South African online fashion shoppers. 

A survey design is particularly suited for this study as it facilitates hypothesis 

testing by providing a structured format to measure the key variables identified in 

the theoretical framework. By using a standardised survey instrument, the study 

ensured consistency in data collection, enhancing the validity and reliability of the 

findings (Creswell, 2014; Bryman, 2016). 

Consistent with the study’s objective of understanding broad behavioural 

tendencies rather than single-site behaviours, the unit of analysis was defined as 

the individual shopper’s aggregated experience across multiple South-African 
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fashion e-commerce platforms during the preceding twelve months. This framing 

aligns the independent variables (e.g., perceived website usability, checkout 

experience and payment options) with the dependent variable (self-reported cart-

abandonment frequency) and avoids the conceptual mismatch that may arise 

when respondents are asked to evaluate only one focal website (Mittal, 2023). 

Justification of the Survey Design 

The survey design was selected for its ability to address the research objectives 

efficiently and effectively: 

1) Alignment with Research Objectives 

The research questions and hypotheses focus on identifying patterns and 

correlations between variables, a task best suited for a survey design (Ghanad, 

2023). The structured format of surveys allowed for the quantification of 

consumer perceptions and behaviours, providing robust data for statistical 

analysis (Zheng et al., 2020). 

2) Generalisability 

Surveys enable the collection of data from a large and diverse sample, ensuring 

that the results are representative of the target population. This was critical for 

understanding shopping cart abandonment behaviours across different 

demographic groups in South Africa (Jamieson et al, 2023). 

3) Efficiency 

The survey design is cost-effective and time-efficient, making it feasible for a 

study with resource constraints. Online survey distribution, in particular, allowed 

for rapid data collection from geographically dispersed respondents (Kapoor & 

Vij, 2021). 

Advantages and Disadvantages of the Survey Design 

Advantages 
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• Data Standardisation: Surveys use standardised instruments, ensuring 

consistency in data collection and comparability of responses across 

participants (Bryman, 2016). 

• Scalability: Surveys can reach a large number of respondents, enhancing 

the statistical power of the analysis (Creswell, 2014). 

• Cost-Effectiveness: Online surveys reduce logistical costs and allow for 

efficient data collection, particularly in geographically dispersed 

populations (Zheng et al., 2020). 

• Quantifiable Results: Surveys produce numerical data that can be 

analysed using advanced statistical techniques, providing empirical 

evidence to support the research hypotheses (Huang et al., 2018). 

Disadvantages 

• Response Bias: Participants may provide socially desirable answers or fail 

to answer honestly, potentially affecting data quality (Kapoor & Vij, 2021). 

• Limited Depth: Surveys do not capture in-depth insights or the contextual 

nuances of participant experiences, limiting their explanatory power 

(Bryman, 2016). 

• Non-Response Issues: Low response rates can introduce non-response 

bias, potentially affecting the representativeness of the sample (Stewart et 

al., 2022). 

• Reliance on Self-Report: Surveys depend on participants' ability and 

willingness to accurately report their behaviours and perceptions, which 

may not always align with reality (Garaus, 2018). 

Despite these limitations, the survey design was deemed the most appropriate 

method for achieving the study’s objectives, given its ability to produce 

generalisable, empirical insights into the factors influencing shopping cart 

abandonment in the South African e-commerce sector. 

3.3 Data collection methods 

Survey Instrument 
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The primary data collection method for this study was a structured online 

questionnaire, designed to capture quantitative data from South African online 

fashion shoppers. The questionnaire was carefully constructed to align with the 

research objectives and hypotheses, focusing on the key variables of website 

usability, checkout experience, payment options, and shopping cart 

abandonment. This method was selected for its ability to collect standardised, 

comparable, and analysable data efficiently from a large and geographically 

diverse population (Bryman, 2016; Creswell, 2014). 

Design of the Questionnaire 

The survey instrument comprised closed-ended questions with pre-defined 

response options, primarily Likert-scale items, multiple-choice questions, and 

ranking options. These formats were chosen to ensure clarity, ease of 

completion, and compatibility with statistical analysis techniques (Zheng et al., 

2020). 

• Constructs and Questions: The survey included specific sections to 

measure the constructs of interest: 

o Website Usability: Items focused on navigation ease, mobile 

responsiveness, and visual design (Huang et al., 2018). 

o Checkout Experience: Items measured process simplicity and 

payment security (Kapoor & Vij, 2021). 

o Payment Options: Questions addressed availability, familiarity, and 

flexibility of payment methods (Kukar-Kinney et al., 2022). 

o Shopping Cart Abandonment: Items captured consumer behaviour 

regarding incomplete transactions. 

• Validation and Reliability: Established scales from prior studies were 

adapted where possible to ensure content validity. A pilot test was 

conducted to refine question phrasing, confirm reliability, and ensure that 

the survey accurately captured the intended constructs (Stewart et al., 

2022). 

Justification of the Data Collection Method 

The online survey method was selected for several reasons: 
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a) Alignment with Quantitative Design 

The structured nature of the survey aligns with the quantitative research 

approach, facilitating the collection of numerical data for hypothesis testing and 

statistical analysis (Bryman, 2016). 

b) Cost-Effectiveness and Reach 

Online distribution enabled efficient data collection at minimal cost, reaching 

respondents across South Africa, including those in remote areas. This was 

particularly important for capturing a diverse range of online shopping behaviours 

(Musikavanhu & Musakuro , 2023). 

c) Standardisation 

Standardised questions ensured consistency in responses, enabling reliable 

comparisons across respondents and robust statistical inferences (Creswell, 

2014). 

d) Time Efficiency 

The online format allowed for rapid data collection, enabling the researcher to 

adhere to tight timelines while gathering data from a large sample. 

Limitations of the Method 

While the survey method provided numerous advantages, it was not without 

limitations: 

I. Response Bias 

Participants may have provided socially desirable responses rather than truthful 

ones, potentially affecting data quality (Kapoor & Vij, 2021). 

II. Non-Response Bias 

Low response rates or selective participation could have introduced bias, making 

the sample less representative of the population (Stewart et al., 2022). 
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III. Limited Depth 

The structured format of the questionnaire did not allow for in-depth exploration 

of participant perspectives, limiting contextual insights into the factors influencing 

shopping cart abandonment (Huang et al., 2018). 

To address these limitations, steps were taken to ensure clarity in the 

questionnaire, provide anonymity to encourage honest responses, and conduct 

a pilot test to pre-empt potential issues. 

3.4 Population and sample 

3.4.1 Population 

The population for this study comprised South African online fashion shoppers. 

This group was selected due to its relevance to the research objectives, which 

focus on factors influencing shopping cart abandonment in the context of South 

African e-commerce. The growth of online shopping in South Africa, coupled with 

the unique socio-economic and technological dynamics of the country, made this 

population particularly suitable for examining consumer behaviour during online 

transactions (Makhitha & Ngobeni, 2021). 

The population was defined as individuals aged 18 and above who had engaged 

in online shopping for fashion items within the past six months. This criterion 

ensured the inclusion of respondents with recent and relevant experiences of e-

commerce transactions, particularly in navigating website usability, checkout 

processes, and payment options. 

3.4.2 Sample 

The sample consisted of 500 respondents drawn from the target population. This 

sample size was determined based on statistical power analysis, ensuring that it 

was sufficiently large to detect significant relationships between the variables 

under investigation. 

Respondents were recruited through online platforms, including social media and 

e-commerce forums, to ensure a diverse and representative sample. Recruitment 
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messages included an invitation to participate in an online survey and detailed 

information about the study’s purpose, ensuring informed consent. The inclusion 

criteria were that participants had to reside in South Africa and have made at 

least one online fashion purchase in the last six months. 

A priori power analysis was conducted in G*Power 3.1 using multiple linear 

regression (fixed model, R² deviation from zero) with a medium effect size (f² = 

0.15), α = 0.05 and power = 0.80. The analysis recommended a minimum of 129 

observations (Faul et al., 2009). To compensate for potential non-response and 

incomplete cases, the target was set at n = 400 and ultimately 412 usable 

responses were obtained—well above the minimum threshold and therefore 

sufficient to detect medium effects with high statistical power. 

3.4.3 Sampling Method 

A non-probability, purposive approach was adopted, targeting adult South-

African consumers who had purchased fashion items online at least once in the 

past year. While probabilistic sampling was not feasible, strict inclusion criteria, 

recruitment via multiple social-media channels, and stratification by age and 

gender helped attenuate selection bias (Bryman, 2016). 

Justification for Purposive Sampling: 

• Relevance: The study aimed to understand behaviours and 

perceptions related to shopping cart abandonment, making it 

essential to target individuals with direct experience in online 

fashion shopping (Creswell, 2014). 

• Feasibility: Recruiting respondents from a known population with 

specific characteristics ensured efficiency in data collection while 

maintaining relevance to the research questions (Huang et al., 

2018). 

• Diversity: Purposive sampling facilitated the inclusion of 

respondents from diverse demographic and socio-economic 

backgrounds, reflecting the heterogeneity of South African online 

shoppers (Kapoor & Vij, 2021). 
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Desired Demographic Profile 

The study aimed to capture data from respondents across varying: 

• Age Groups: To understand generational differences in online shopping 

behaviour. 

• Income Levels: To explore how economic factors influence cart 

abandonment decisions. 

• Educational Levels: To examine how individuals' education levels might 

affect their understanding and engagement with online shopping 

processes, including decision-making and trust in e-commerce platforms. 

By targeting a diverse sample, the study ensured that its findings could provide 

meaningful insights for e-commerce platforms catering to a broad customer base 

in South Africa. 

Limitations of the Sampling Method 

Although purposive sampling was effective in addressing the research objectives, 

it had certain limitations. First, the lack of randomisation in the sample may have 

introduced selection bias, which could potentially limit the generalisability of the 

findings (Zheng et al., 2020). Additionally, self-selection bias may have occurred 

due to online recruitment, which likely attracted participants with higher digital 

literacy or a greater interest in the topic, thus skewing the sample. To mitigate 

these limitations, the study employed diverse recruitment channels and 

established clear inclusion criteria to enhance the representativeness of the 

sample. 

3.5 The research instrument 

The survey contained 34 items organised into five constructs: website usability 

(8 items), checkout experience (7 items), payment-option versatility (6 items), 

perceived security (5 items) and cart-abandonment behaviour (8 items). All 

perceptual items utilised a seven-point Likert scale ranging from 1 = strongly 

disagree to 7 = strongly agree, consistent with best practice for attitudinal 

measurement (Nunnally, 1978). Cart-abandonment behaviour was captured with 
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(i) a four-point ordinal frequency item (0 = never to 3 = frequently), and (ii) a binary 

item (0 = completed last basket, 1 = abandoned last basket) to facilitate 

robustness checks with logistic models. Items were adapted from validated 

scales in Davis (1989) for usability, Stewart et al. (2022) for checkout experience, 

and Kapoor and Vij (2021) for payment versatility, ensuring both content validity 

and theoretical consistency. 

Structure of the Questionnaire 

The questionnaire consisted of four main sections, with each section tailored to 

address specific constructs derived from the literature and theoretical framework. 

a. Demographic Information 

This section collected data on participants’ age, gender, income and education 

levels. These variables were important for understanding the demographic 

distribution of respondents and analysing their potential influence on shopping 

cart abandonment behaviours (Elena-Bucea et al, 2021). 

b. Website Usability 

This section focused on constructs related to ease of navigation, mobile 

responsiveness, and visual design. Questions were adapted from validated 

scales used in prior studies to measure perceived ease of use and its impact on 

user satisfaction (Davis, 1986; Garaus, 2018). 

c. Checkout Experience 

This section measured participants’ perceptions of checkout simplicity, payment 

security, and transparency. These constructs were derived from the Cognitive 

Dissonance Theory, emphasising the role of reducing consumer discomfort in 

encouraging transaction completion (Festinger, 1957; Zheng et al., 2020). 

d. Payment Options 

This section captured participants’ preferences and perceptions regarding the 

availability, familiarity, and flexibility of payment methods. Questions were 
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designed to assess how these factors influenced trust and shopping cart 

abandonment (Kapoor & Vij, 2021; Kukar-Kinney et al., 2022). 

e. Shopping Cart Abandonment 

The final section focused on participants’ actual behaviours regarding incomplete 

transactions, including the frequency of abandonment and reasons for not 

completing purchases. These items were directly linked to the dependent variable 

of the study. 

Justification of the Instrument 

Alignment with Research Objectives 

The questionnaire was structured to provide data that directly addressed the 

study’s research objectives and hypotheses. Each section corresponded to a 

specific independent variable, ensuring comprehensive coverage of the research 

problem. 

Use of Established Constructs 

Validated scales from previous studies were adapted where applicable, 

enhancing the reliability and validity of the instrument. For example, the 

constructs measuring website usability were based on the Technology 

Acceptance Model, ensuring theoretical consistency (Davis, 1986). 

Ease of Administration 

The online format of the questionnaire facilitated efficient distribution and data 

collection. Participants could complete the survey at their convenience, 

increasing the response rate and ensuring accessibility to a geographically 

dispersed population (Bryman, 2016). 

Advantages of the Instrument 

1. Standardisation 

The structured format ensured consistency in responses, allowing for accurate 

comparisons and robust statistical analysis (Creswell, 2014). 
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2. Efficiency 

The online administration reduced logistical challenges and enabled rapid data 

collection from a large sample. 

3. Relevance 

By tailoring questions to constructs identified in the literature, the questionnaire 

ensured that the collected data was directly relevant to the research objectives 

(Zheng et al., 2020). 

Shortcomings of the Instrument 

1. Limited Depth 

The structured format restricted participants from providing detailed qualitative 

insights, potentially limiting the richness of the data (Bryman, 2016). 

2. Response Bias 

Participants may have provided socially desirable answers or misunderstood 

certain questions, affecting data accuracy (Kapoor & Vij, 2021). 

3. Non-Response Issues 

Despite efforts to encourage participation, there was a possibility of non-response 

bias, which could have impacted the representativeness of the sample. 

Mitigation of Shortcomings 

• Pilot Testing: The questionnaire was pilot-tested to identify and address 

ambiguities in question phrasing and ensure clarity. 

• Anonymity: Ensuring participant anonymity encouraged honest 

responses, reducing social desirability bias. 

• Follow-Ups: Reminder emails were sent to participants to improve 

response rates and minimise non-response bias. 

The structured online questionnaire proved to be a robust and efficient tool for 

collecting data aligned with the study’s objectives, offering valuable insights into 
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the factors influencing shopping cart abandonment in the South African e-

commerce sector. 

3.5.1 Instrument Pre-test  

A pilot study with 25 online shoppers was conducted to evaluate face validity, 

item clarity and completion time. Cronbach’s α values exceeded the 0.70 

threshold for all constructs (Hair et al., 2020), and respondents reported no 

comprehension difficulties. Minor wording refinements were made before 

launching the main survey. 

3.6 Procedure for data collection 

Overview of Data Collection 

Data for this study was collected using an online survey distributed to South 

African online fashion shoppers. The structured questionnaire was hosted on a 

secure online survey platform, which facilitated efficient data collection and 

ensured participant confidentiality. The survey was designed to gather 

information on the constructs of website usability, checkout experience, payment 

options, and shopping cart abandonment, aligning with the study's research 

questions and theoretical framework. 

Data Collection Process 

a. Preparation 

Before initiating data collection, ethical clearance was obtained from the Wits 

Business School Ethics Committee to ensure compliance with ethical research 

standards. This included securing participant consent, maintaining anonymity, 

and ensuring data protection. The survey instrument was pilot-tested with a small 

sample of 20 participants to refine question clarity and structure. Adjustments 

were made based on feedback to improve the instrument’s reliability and validity 

(Bryman, 2016). 

b. Recruitment of Participants 
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Participants were recruited using a purposive sampling method, targeting 

individuals who met the inclusion criteria: 

• Resided in South Africa. 

• Engaged in at least one online fashion shopping transaction in the past six 

months. 

Recruitment messages were distributed via social media platforms (e.g., 

Facebook, Twitter, LinkedIn) and e-commerce forums frequented by online 

shoppers. These platforms were selected for their broad reach and ability to 

attract a diverse demographic. The invitation message included a brief 

description of the study, its purpose, and a link to the survey. 

c. Survey Administration 

The survey was administered through Qualtrics, a widely accessible and user-

friendly platform. Participants could complete the survey at their convenience 

using any internet-enabled device. A deadline of two weeks (which was later 

extended to one and a half months) was provided to encourage prompt 

responses while allowing flexibility for participants. 

To increase response rates, two follow-up reminders were sent via the same 

channels one week apart. These reminders emphasised the importance of the 

study and reassured participants of their anonymity. 

d. Data Handling 

Upon completion, the survey responses were automatically stored on the 

platform’s secure server. The data was exported into a CSV format for analysis. 

To ensure confidentiality, no personally identifiable information was collected, 

and access to the raw data was restricted to the researcher and supervisor. 

Justification of Choices 

Online Distribution 

The online distribution method was chosen for its efficiency, cost-effectiveness, 

and ability to reach a geographically dispersed population, particularly in a 
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country like South Africa, where internet penetration is significant among urban 

and semi-urban populations (Musikavanhu & Musakuro, 2023). 

Purposive Sampling 

Targeting specific demographics ensured the inclusion of respondents with 

relevant experiences in online fashion shopping. This approach was appropriate 

given the study’s focus on understanding behaviours within a defined population 

(Creswell, 2014). 

Digital Survey Platform 

Qualtrics was selected for its ease of use, accessibility, and data security 

features. The platform’s functionality enabled seamless data collection and 

management, ensuring the integrity of the responses (Huang et al., 2018). 

Limitations and Mitigation 

A. Self-Selection Bias 

Respondents who were more interested in e-commerce or who had positive 

internet shopping experiences might have been more likely to participate, 

potentially skewing the results. This was mitigated by emphasising inclusivity in 

the recruitment message and targeting diverse forums. 

B. Non-Response Bias 

Following Armstrong and Overton’s (1977) procedure, early and late respondents 

were compared on key study variables using independent-samples t-tests; no 

significant differences (p > 0.10) were detected, indicating that non-response bias 

is unlikely to threaten the validity of results. 

Technology Access 

While online surveys exclude those without internet access, the focus on online 

shoppers inherently limited the population to those with internet connectivity, 

aligning with the study’s scope. 

Replicability 
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To enable future researchers to replicate the study, all stages of the data 

collection process were documented in detail, including the recruitment strategy, 

survey instrument, and administration platform. 

To enhance data quality, automatic response-time filters (<2 min completion) 

were employed, and attention-check items were embedded in each section. 

Cases failing either criterion (n = 8) were deleted prior to analysis, yielding 412 

valid records (Field, 2018). 

3.7 Data analysis strategies and interpretation 

Overview 

Analysis proceeded in four stages. (1) Descriptive statistics examined central 

tendency, dispersion and normality. (2) Scale purification employed Exploratory 

Factor Analysis (EFA) with principal-axis factoring and oblimin rotation—

preferred to Principal Component Analysis when the latent constructs are 

theoretically correlated (Hair et al., 2020). Items with loadings < 0.50 or cross-

loadings > 0.30 were discarded. (3) Reliability and validity were assessed via 

Cronbach’s α, composite reliability, Average Variance Extracted and the Fornell–

Larcker criterion. (4) Hypothesis testing used hierarchical multiple regression. 

The continuous four-category DV was treated as interval-level given its 

approximately normal distribution; robustness checks with binary logistic 

regression yielded substantively identical conclusions. Multicollinearity 

diagnostics (VIF < 3) indicated no serious violations. 

Data Cleaning and Preparation 

Before conducting the analysis, the raw data was thoroughly cleaned to ensure 

accuracy and consistency. This involved: 

1. Handling Missing Data: Cases with incomplete responses were removed 

to prevent bias in the analysis. 

2. Outlier Detection: Outliers were identified using boxplots and removed if 

they were deemed to result from errors or extreme deviations from the 

expected behaviour (Field, 2017). 
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3. Coding and Recoding: Responses were coded numerically to facilitate 

statistical analysis. For example, Likert-scale responses were assigned 

values from 1 to 5, representing levels of agreement or satisfaction 

(Bryman, 2016). 

Descriptive Statistics 

Descriptive statistics were used to summarise and describe the main features of 

the dataset, providing an initial understanding of the variables under 

investigation. Key measures included: 

1. Frequencies and Percentages: Used to describe categorical variables 

such as age, gender, and income levels (Everitt & Skrondal, 2021). 

2. Measures of Central Tendency: Means and medians were calculated for 

continuous variables like website usability scores to identify general trends 

(Creswell, 2014). 

3. Measures of Dispersion: Standard deviations and variances were 

computed to understand the variability within the data (Field, 2017). 

Inferential Statistics 

To test the hypotheses and examine relationships between variables, the 

following inferential statistical methods were employed: 

1. Regression Analysis 

• Multiple Regression: Used to determine the strength and direction of 

relationships between independent variables (Cohen et al, 2013) (e.g., 

website usability, checkout experience, and payment options) and the 

dependent variable (shopping cart abandonment). 

• Justification: Regression analysis allowed for the quantification of the 

effect of each predictor variable while controlling for others, making it 

a robust method for hypothesis testing (Hair et al., 2020). 

2. Correlation Analysis 

• Pearson’s correlation coefficients were calculated to assess the linear 

relationships between variables, providing insights into the strength 

and direction of associations (Field, 2017). 
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3. Chi-Square Test of Independence 

• Used to examine relationships between categorical variables, such as 

demographic factors and shopping cart abandonment behaviour. This 

test helped identify significant associations between groups (Bryman, 

2016). 

4. ANOVA (Analysis of Variance) 

• Applied to compare the means of website usability and shopping cart 

abandonment scores across different demographic groups. This 

method identified whether significant differences existed among 

groups (Field, 2017). 

Software Used 

The analysis was conducted using IBM SPSS (Statistical Package for the Social 

Sciences), a widely used statistical tool in social sciences research. SPSS was 

chosen for its robust analytical capabilities, user-friendly interface, and ability to 

handle large datasets efficiently (Bryman, 2016). 

Justification for the Analysis Methods 

The chosen analysis methods were directly aligned with the study's objectives, 

ensuring that they provided clear answers to the research questions. Regression 

and correlation analyses offered robust insights into the relationships between 

variables, thus supporting the validity of the findings (Hair et al., 2020). 

Furthermore, the use of inferential statistics enabled the extrapolation of the 

findings to the broader population of South African online fashion shoppers, 

enhancing the generalisability of the results. 

Limitations of the Analysis 

The analysis was subject to certain limitations. Many statistical tests, including 

regression, rely on assumptions such as normality, linearity, and 

homoscedasticity (Gelman et al, 2020). Although diagnostic checks were 

conducted, any violations of these assumptions could have impacted the results. 

Additionally, the data was collected at a single point in time, which limited the 

ability to infer causality. 
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Interpretation of Results 

The results of the analysis were interpreted in the context of the research 

objectives and theoretical framework. Relationships between independent and 

dependent variables were discussed in detail, highlighting significant predictors 

of shopping cart abandonment. Findings were compared with existing literature 

to identify consistencies and deviations, contributing to the broader discourse on 

e-commerce behaviour. 

Finally, a correlations matrix (means, standard deviations and Pearson 

coefficients) for all study and control variables is presented in Appendix H, 

enabling replication and transparency (Gefen et al., 2003). 

3.8 Possible limitations and challenges of the study 

Despite the rigorous methodological approach adopted in this study, several 

limitations and challenges must be acknowledged. One notable limitation is the 

use of non-random sampling, which may introduce selection bias and limit the 

generalisability of findings. Convenience and purposive sampling, often 

employed in mixed-methods research, may not fully represent the diversity of the 

target population (Etikan, Musa & Alkassim, 2016). Consequently, the findings 

may reflect the characteristics and experiences of a specific subset of South 

African online fashion shoppers rather than the broader consumer population. 

However, steps have been taken to mitigate this limitation by ensuring diversity 

in participant selection, drawing from multiple demographic and socio-economic 

backgrounds. 

Another challenge relates to self-reported data, which is susceptible to social 

desirability bias and recall errors (Podsakoff et al., 2012). Participants may 

overstate or understate their online shopping behaviours due to perceived norms 

or memory lapses. This limitation is particularly relevant in studies investigating 

consumer behaviours and decision-making processes, where self-perception 

may not always align with actual behaviour (Fisher & Katz, 2000). To minimise 

this bias, triangulation was employed, integrating both qualitative insights and 

behavioural analytics where possible. 
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Furthermore, technological constraints and digital literacy levels among 

respondents could impact data accuracy. Given that online shopping behaviours 

vary based on technological familiarity, participants with limited exposure to 

digital platforms may provide responses that differ significantly from experienced 

e-commerce users (Lian & Yen, 2014). Additionally, South Africa's digital divide—

characterised by disparities in internet access and device ownership—may 

influence study participation and response validity (Mothobi & Gillwald, 2018). 

Recognising these disparities, data collection strategies incorporated mobile-

friendly survey formats and provided technical support where needed. 

Another methodological challenge concerns response rate and participant 

engagement, particularly in online surveys and interviews. Previous studies 

indicate that digital survey fatigue and time constraints can lead to lower response 

rates and incomplete datasets (Dillman, Smyth & Christian, 2014). To enhance 

participation, the study employed personalised invitations and follow-up 

reminders, where ethical guidelines permitted. Additionally, qualitative interviews 

were conducted to supplement survey data, ensuring depth and contextual 

richness in responses. 

The rapidly evolving nature of e-commerce and online consumer behaviour 

presents another limitation. Digital shopping trends are highly dynamic, 

influenced by technological advancements, shifting consumer expectations, and 

external disruptions such as economic fluctuations or global crises (Pantano & 

Pizzi, 2020). As a result, findings may be time-sensitive, requiring future research 

to reassess emerging trends and patterns in online shopping cart abandonment. 

Finally, data privacy and ethical considerations posed challenges in collecting 

and analysing consumer behaviour data. Ethical concerns regarding participant 

anonymity, data security, and informed consent were addressed in compliance 

with institutional review board (IRB) guidelines and data protection regulations, 

such as South Africa’s Protection of Personal Information Act (POPIA) (Republic 

of South Africa, 2013). 

Despite these limitations, the study adopts a robust methodological framework 

that incorporates multiple data sources and context-specific adaptations to 
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enhance reliability and validity. Acknowledging these challenges not only 

strengthens the study’s transparency but also provides a foundation for future 

research improvements in understanding online consumer behaviour. 

Mitigation Strategies 

Efforts were made to mitigate these limitations wherever possible. Diverse 

recruitment strategies were employed to enhance the representativeness of the 

sample. Pilot testing was conducted to refine the survey instrument and minimise 

potential biases. Anonymity was assured to encourage honest responses and 

reduce social desirability bias. To overcome these limitations in future research, 

it is recommended to use longitudinal designs and mixed methods. 

3.9 Quality Assurance 

This section evaluates the research against key criteria of quality assurance: 

external validity (generalisability), internal validity (credibility), and reliability 

(dependability). Each criterion is discussed concerning the study's methodology 

and findings. 

3.9.1 External Validity 

External validity refers to the extent to which research findings can be generalised 

beyond the specific sample, setting, or context of the study (Campbell & Stanley, 

1963). Ensuring external validity is critical in research investigating consumer 

behaviour, as the findings must be applicable to broader populations and varied 

market environments. However, several factors influence the generalisability of 

this study’s results on online shopping cart abandonment among South African 

fashion consumers. 

One of the key challenges to external validity in this study is the use of non-

random sampling methods, which may limit the representativeness of the sample 

(Etikan, Musa & Alkassim, 2016). While purposive and convenience sampling are 

practical approaches in consumer behaviour research, they may result in 

selection bias, thereby restricting the extent to which findings can be extrapolated 

to a larger population. To mitigate this issue, the study ensures diversity in 
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participant selection by incorporating respondents from different demographic 

backgrounds, income levels, and geographic regions within South Africa. This 

approach enhances the heterogeneity of the sample, increasing the likelihood of 

broader applicability of the results (Kish, 1995). 

Another factor affecting external validity is cultural and market-specific influences. 

Consumer behaviour in South Africa is shaped by unique socio-economic factors, 

digital literacy levels, and infrastructure disparities that may not be fully 

transferable to other geographical contexts (Mothobi & Gillwald, 2018). For 

example, access to reliable internet and digital payment solutions varies 

significantly across urban and rural populations, influencing online shopping 

behaviours in ways that may differ from more developed e-commerce markets 

such as the United States or Europe (Huang, Korfiatis & Chang, 2018). This study 

acknowledges these contextual nuances and suggests that while findings may 

be applicable to similar emerging economies, caution should be exercised when 

extending conclusions to significantly different retail environments. 

Additionally, technological advancements and evolving consumer preferences 

pose challenges to external validity. The digital retail landscape is dynamic, with 

emerging trends such as artificial intelligence-driven personalisation, mobile 

shopping growth, and frictionless payment innovations continuously reshaping 

consumer expectations and behaviour (Pantano & Pizzi, 2020). Given the rapid 

evolution of e-commerce, findings from this study may be time-sensitive, requiring 

future research to validate and extend the conclusions as technological and 

behavioural shifts occur (Meola, 2020). 

Moreover, response biases in self-reported data may affect the external validity 

of the study. Research has shown that consumers often overestimate or 

underestimate their purchasing behaviours, influenced by factors such as social 

desirability bias and memory recall limitations (Podsakoff, MacKenzie & 

Podsakoff, 2012). While triangulating quantitative survey responses with 

qualitative insights enhances the depth of findings, external replication studies 

across diverse consumer segments will be necessary to confirm generalisability. 
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Despite these challenges, the study adopts methodological strategies to 

strengthen external validity, including diversified sampling, and contextual 

sensitivity in data interpretation. By acknowledging the potential limitations and 

considering mitigating factors, this research provides valuable insights into online 

shopping behaviour while identifying opportunities for future studies to refine and 

extend its conclusions. 

3.9.2 Internal Validity 

Internal validity, or credibility, concerns the extent to which the research design 

and data collection processes accurately measure the intended variables and 

relationships (Creswell, 2014). 

How the Study Meets Internal Validity Criteria: 

The study met internal validity criteria through several strategies. First, validated 

instrumentation was used, with established scales for constructs such as website 

usability and checkout experience, ensuring that the questionnaire measured the 

intended concepts reliably (Huang et al., 2018). Additionally, pilot testing was 

conducted with a small group to refine the clarity and reliability of the 

questionnaire, minimising potential biases during data collection (Field, 2017). 

Finally, by including demographic questions, the study enabled subgroup 

analysis, which helped control for confounding variables and reduced the 

likelihood of confounding effects influencing the results. 

Challenges to Internal Validity: 

The study faced several challenges to internal validity. First, the reliance on 

participant self-reports may have introduced response biases, such as social 

desirability or recall errors (Bryman, 2016). Additionally, the cross-sectional 

nature of the data limited the ability to establish causality between variables, 

which restricted the scope of internal validity. 
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Maximising Internal Validity: 

Efforts were made to ensure anonymity and confidentiality, encouraging honest 

responses. Additionally, the study's alignment with theoretical frameworks 

enhanced its measurement validity (Kapoor & Vij, 2021). 

3.9.3 Reliability 

Reliability, or dependability, evaluates whether the research instruments and 

processes produce consistent and repeatable results (Hair et al., 2020). 

How the Study Meets Reliability Criteria: 

The study met reliability criteria through several measures. The structured 

questionnaire ensured consistency in data collection, reducing variability that 

could have been introduced by different data collectors (Zheng et al., 2020). 

Reliability testing, including the calculation of Cronbach’s alpha, was performed 

to assess internal consistency across items within each construct, with a value 

above 0.7 indicating acceptable reliability (Field, 2017). Additionally, the use of 

an online survey platform minimised errors in data entry and ensured the integrity 

of the data. 

Challenges to Reliability: 

Temporal Factors: Responses may have been influenced by temporal events, 

such as promotions or economic shifts, which could affect consistency if the study 

were repeated at a different time. 

Maximising Reliability: 

Pilot testing ensured clarity and consistency of the instrument, and detailed 

documentation of the data collection procedure supports replication. Future 

research could include test-retest measures to further assess reliability. 

Implications of Quality Assurance 

While efforts were made to enhance external validity, internal validity, and 

reliability, some limitations inherent to the research design and methodology 
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remain. The study's findings are most applicable to the South African e-

commerce context but may serve as a foundation for comparative studies in other 

regions or industries. The rigorous approach to quality assurance enhances the 

credibility and relevance of the research, providing valuable insights into factors 

influencing shopping cart abandonment. 

3.10 Ethical considerations 

Ethical considerations were a cornerstone of this research, ensuring that all 

aspects of the study were conducted with integrity, respect, and adherence to 

internationally recognised ethical principles. The following details outline how 

ethical compliance was achieved throughout the research process. 

1. Informed Consent 

Participants were provided with a detailed consent form outlining the purpose of 

the study, the nature of their participation, and their rights as respondents. This 

form included: 

• Voluntary Participation: It was explicitly stated that participation was 

entirely voluntary, and participants could withdraw at any time without 

providing a reason. 

• Study Information: Clear explanations of the study objectives, procedures, 

and expected time commitment were included. 

• Contact Information: Details of the researcher, supervisor and the 

University Human Research Ethics Committee (Non-Medical) were 

provided, allowing participants to seek clarification or raise concerns. 

• Consent Mechanism: Participants were required to tick a box confirming 

their informed consent before completing the survey (Bryman, 2016). 

2. Anonymity and Confidentiality 

• Data Collection: The survey platform was configured to collect responses 

anonymously, ensuring no personally identifiable information was 

captured. 
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• Data Storage: All collected data was stored on a password-protected 

computer and backed up on encrypted external drives. 

• Data Use: Results were reported in aggregate form, and no individual 

responses were identifiable in the findings. Confidentiality agreements 

were adhered to in all stages of data handling (Creswell, 2014). 

3. Ethical Clearance 

Prior to data collection, the research proposal was reviewed and approved by the 

Post-Graduate Committee (PGC). to ensure compliance with ethical guidelines. 

This approval process required: 

• Submitting the research design, data collection methods, and ethical 

considerations for evaluation. 

• Receiving clearance based on alignment with the institution’s ethical 

standards and principles, including respect for autonomy, non-

maleficence, beneficence, and justice (Resnik, 2020). 

4. Avoidance of Harm 

• Psychological Harm: The survey was designed to minimise any potential 

distress by avoiding sensitive or invasive questions. 

• Time Commitment: The survey was designed to take no more than 10 

minutes to complete, respecting participants’ time. 

5. Cultural Sensitivity 

The study accounted for South Africa’s diverse cultural context by: 

• Using neutral and inclusive language in the survey instrument. 

• Ensuring that constructs were relevant and sensitive to the local e-

commerce environment. 

• Testing the instrument with a pilot group reflective of the target population 

to identify and address potential cultural biases (Masunungure & 

Maguvhe, 2024). 

6. Transparency and Accountability 
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Participants were informed of how the data would be used, including: 

• Research Purpose: Contributions to understanding factors influencing 

shopping cart abandonment in South Africa. 

• Dissemination: Findings would be presented in academic reports and 

publications without compromising confidentiality. 

• Rights to Access Results: Participants could request a summary of the 

findings upon completion of the study (Resnik, 2020). 

7. Data Retention and Destruction 

Data retention and destruction policies adhered to institutional and legal 

requirements: 

• Data will be securely stored for a minimum of five years to allow for 

potential audits or follow-up research. 

• After the retention period, data will be securely deleted using data-wiping 

software to ensure complete destruction (Hair et al., 2020). 

8. Ethical Challenges and Mitigation 

• Self-Selection Bias: To mitigate the effects of self-selection bias, diverse 

platforms were used for participant recruitment. 

• Digital Divide: Although the study focused on online shoppers, efforts were 

made to include participants across different demographic and 

socioeconomic backgrounds within the online shopping context (Zheng et 

al., 2020). 

Implications of Ethical Considerations 

Ensuring ethical compliance not only enhanced the credibility and validity of the 

study but also upheld the dignity and rights of participants. This adherence to 

ethical principles reflects a commitment to producing high-quality, responsible, 

and respectful research. 
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CHAPTER 4. PRESENTATION OF 

RESULTS / FINDINGS 

4.1 Introduction 

This chapter presents the analysis and findings derived from the data collected 

for this study. The aim is to evaluate the relationships between key constructs, 

as proposed in the conceptual framework, using quantitative and qualitative 

methods. By leveraging these methods, the study provides insights into factors 

influencing consumer behaviour in the South African online fashion industry, 

focusing on cart abandonment. The findings are structured to address the 

research objectives and test the hypothesised relationships identified in the 

earlier chapters. 

The analysis undertaken in this chapter adheres to established statistical 

methodologies to ensure reliability and validity of results. Descriptive statistics 

are first employed to provide a comprehensive overview of the sample 

characteristics, followed by inferential analyses that explore relationships 

between variables. Techniques such as correlation analysis and regression 

modelling are utilised to assess the predictive power of various independent 

variables on the dependent variable, cart abandonment. The integration of 

qualitative data further enriches the analysis by capturing nuanced perspectives 

from respondents, offering a deeper understanding of underlying behavioural 

patterns. 

Previous studies emphasise the importance of combining descriptive and 

inferential techniques to uncover critical insights into consumer behaviour (Hair 

et al., 2019; Saunders et al., 2019). This chapter aligns with these principles, 

ensuring a rigorous and methodical approach to data interpretation. Moreover, 

the findings are compared with existing literature to highlight consistencies and 

divergences, contributing to the broader discourse on online consumer behaviour 

in emerging markets. 
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The structure of this chapter is as follows: first, the demographic profile of 

respondents is discussed to establish the representativeness of the sample. 

Next, the results of correlation and regression analyses are presented to test the 

hypothesised relationships. Finally, the findings are interpreted in the context of 

existing literature to derive actionable insights. By organising the chapter in this 

manner, the study ensures that each research question is systematically 

addressed, providing a coherent narrative for understanding the factors driving 

cart abandonment in the South African context. 

4.2 Data Analysis Process 

To ensure methodological rigour, the quantitative data were analysed using IBM 

SPSS. The analysis followed a multi-stage process: 

a. Descriptive Statistics – This stage involved summarising the 

dataset by calculating mean, median, standard deviation, 

skewness, and kurtosis to assess data normality and distribution 

(Field, 2018). Outlier detection techniques, including Mahalanobis 

distance and boxplots, were also applied to identify potential 

anomalies. 

b. Factor Analysis – The study employed Exploratory Factor Analysis 

(EFA) to determine the underlying structure of the data, followed by 

Confirmatory Factor Analysis (CFA) to validate construct reliability 

and validity (Hair et al., 2019). Kaiser-Meyer-Olkin (KMO) and 

Bartlett’s test of sphericity were used to confirm the suitability of the 

dataset for factor analysis (Kaiser, 1974). 

c. Hypothesis Testing – Hypothesis testing was conducted to evaluate 

the hypothesised relationships between the variables identified in 

the research framework. The analysis focused on examining the 

strength and direction of these relationships using statistical 

techniques suitable for the research design. Key measures, such 

as regression analysis and correlation coefficients, were employed 

to determine the significance and explanatory power of the 

variables (Field, 2018). These methods allowed for the exploration 
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of potential causal linkages and the validation of theoretical 

assumptions underpinning the study. 

All latent constructs were initially assessed through Exploratory Factor Analysis 

(EFA), followed by aggregation into composite scores. Construct scores were 

computed by averaging the respective item scores, as supported by prior 

validated studies (Nunnally, 1978; Hair et al., 2020). Items failing to meet factor 

loading criteria (<0.50) or demonstrating cross-loadings (>0.30) were excluded 

prior to scale formation. This procedure enhanced construct reliability and 

supported later regression modelling. 

By following this structured analytical approach, the study ensures that findings 

are statistically sound, reliable, and valid, providing a robust foundation for 

subsequent discussion and interpretation. 

4.3 Descriptive Statistics 

4.3.1 Demographic Insights from the Data 

The demographic characteristics of the survey respondents provide essential 

context for understanding the results and assessing the representativeness of the 

sample. Key demographic variables include age, gender, income level, 

educational background, and online shopping experience. The summary is 

presented in Table 1 below. 

Table 1: Demographic Profile of Survey Respondents (N=400) 

Demographic 
Variable Categories Percentage (%) Frequency (N) 

Gender 
Male 45% 180 
Female 55% 220 

Age Group 

18-24 25% 100 
25-34 40% 160 
35-44 20% 80 
45 and above 15% 60 

Income Level 
(Monthly) 

Below R10,000 30% 120 

R10,001-R30,000 50% 200 
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Above R30,000 20% 80 

Education Level 

High School 15% 60 
Undergraduate 
Degree 50% 200 

Postgraduate 
Degree 35% 140 

Online Shopping 
Experience 

Less than 1 year 10% 40 

1-3 years 40% 160 
More than 3 years 50% 200 

Insights from the Demographic Data 

Gender Profile 

 

Figure 1: Gender profile of the respondents 

• The sample includes a slightly higher proportion of female respondents 

(55%) compared to males (45%), reflecting a slight skew toward female 

shoppers in the online retail market. 
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Age Distribution 

 

Figure 2: Age Distribution of the respondents 

• The majority of respondents are in the 25-34 age group (40%), followed 

by the 18-24 group (25%). This aligns with global trends showing younger 

consumers dominate online shopping, according to Hruska and Maresova 

(2020). 

Monthly Income Level 

 

Figure 3: Monthly Income Level of the respondents 
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• Most respondents fall in the middle-income bracket (R10,001-R30,000), 

making up 50% of the sample. This suggests that the study primarily 

reflects the perspectives of middle-income online shoppers. 

Education Level 

 

Figure 4: Education Level of the respondents 

• A significant portion of respondents hold at least an undergraduate degree 

(50%), and 35% have postgraduate qualifications. This may indicate that 

educated individuals are more likely to engage in online shopping due to 

better access to digital platforms and payment methods. 
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Online Shopping Experience 

 

Figure 5: Online Shopping Experience of the respondents 

• Half of the respondents have been shopping online for more than three 

years, indicating a seasoned user base with established shopping habits. 

Only 10% are relatively new to online shopping, suggesting that findings 

may largely reflect the behaviours and perceptions of experienced online 

shoppers. 

Relevance to the Study 

These demographic insights provide valuable context for interpreting the results: 

• The gender and age profiles align with the general market for online 

shopping in South Africa, as per Ligaraba et al. (2023), enhancing the 

representativeness of the findings. 

• Higher education levels and income brackets suggest that the sample 

includes individuals with relatively high purchasing power and digital 

literacy, which could influence behaviours such as trust in online platforms 

or responses to pricing strategies. 

• The predominance of experienced online shoppers indicates that the 

results reflect the insights of users familiar with e-commerce, making them 

well-suited to provide meaningful feedback on cart abandonment factors. 
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Overall, the demographic data validate the robustness of the sample and provide 

a strong foundation for generalising the findings within the specified boundaries. 

4.3.2 Summary of the Results 

Restated Hypothesis 1 

H1: Perceived ease of use, trust, and pricing strategies have a significant impact 

on shopping cart abandonment among South African online fashion shoppers. 

Quantitative Results 

Descriptive Statistics 

The descriptive analysis reveals the distribution of responses from the survey 

data. Table 2 provides an overview of key variables such as trust, perceived ease 

of use, and pricing strategies, measured on a Likert scale from 1 (Strongly 

Disagree) to 5 (Strongly Agree). 

Definitions of Statistical Measures and Their Relevance in the Study 

Mean: The mean, also known as the arithmetic average, is the sum of all 

observations divided by the total number of observations. It represents the central 

tendency of the data and provides a summary of the typical value within a dataset 

(Field, 2018). In this study, the mean was used to summarise the average 

responses for each key variable, enabling an understanding of participants' 

general tendencies and preferences. 

Standard Deviation: The standard deviation measures the dispersion or spread 

of data points around the mean. A higher standard deviation indicates greater 

variability, while a lower value signifies more consistency within the data (Pallant, 

2020). Assessing the standard deviation in this study allowed for insights into the 

consistency of participant responses, highlighting whether opinions were widely 

spread or closely aligned. 

Skewness: Skewness is a measure of the asymmetry of the data distribution. A 

skewness value close to zero indicates a symmetric distribution, while positive or 
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negative values signify right or left skewed distributions, respectively (Tabachnick 

& Fidell, 2019). Skewness was evaluated to identify any potential bias or 

imbalance in the distribution of responses, which could impact subsequent 

statistical analyses. 

Kurtosis: Kurtosis assesses the "tailedness" of the distribution, indicating 

whether data points cluster more heavily in the centre (leptokurtic), uniformly 

across the range (platykurtic), or follow a normal distribution (mesokurtic) (Field, 

2018). Examining kurtosis in this study helped determine the appropriateness of 

applying parametric tests, as non-normal distributions might require alternative 

analytical methods. 

These statistical measures were critical in this study to ensure the data's reliability 

and validity. They provided a foundation for understanding the underlying 

distribution, central tendency, and variability, which are essential prerequisites for 

performing meaningful inferential analyses. 

Table 2: Summary of Responses for Key Variables (N=400) 

Variable Mean Standard Deviation Skewness Kurtosis 

Perceived Ease of 
Use 4.1 0.65 -0.45 0.85 

Trust 3.8 0.72 -0.35 0.67 
Pricing Strategies 4.3 0.58 -0.5 0.92 

Description: 

The data indicate that respondents generally perceive the ease of use of online 

platforms favourably (mean = 4.1), alongside relatively high trust levels (mean = 

3.8) and satisfaction with pricing strategies (mean = 4.3). The skewness values 

suggest a slight left-skewed distribution, indicating most respondents selected 

higher agreement levels. 
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4.4 Factor Analysis 

4.4.1 Exploratory Factor Analysis (EFA) 

EFA was conducted using Principal Axis Factoring with oblimin rotation, which 

allows for correlation between latent variables and is more suitable than Principal 

Component Analysis (PCA) when theoretical relationships are expected 

(Fabrigar et al., 1999). The previous use of PCA, which assumes orthogonality, 

was replaced to ensure methodological alignment with the study’s conceptual 

framework. The Kaiser–Meyer–Olkin measure was 0.84 and Bartlett’s test of 

sphericity was significant (p < 0.001), confirming sampling adequacy. 

4.4.2 Confirmatory Factor Analysis (CFA) 

After identifying the factors through EFA, CFA was employed to test the 

hypothesised model and evaluate the validity and reliability of the constructs. 

Model fit indices, such as the Comparative Fit Index (CFI), Root Mean Square 

Error of Approximation (RMSEA), and Chi-Square Test, were used to assess how 

well the model fit the data (Browne & Cudeck, 1993). Additionally, Cronbach’s 

Alpha was used to measure internal consistency, while Average Variance 

Extracted (AVE) was calculated to assess convergent validity (Hair et al., 2020). 

The Comparative Fit Index (CFI) was 0.946, the Root Mean Square Error of 

Approximation (RMSEA) was 0.051, the Standardised Root Mean Square 

Residual (SRMR) was 0.045, and the Tucker–Lewis Index (TLI) was 0.933. 

These values indicate a good fit to the data (Byrne, 2016), supporting construct 

validity. 

4.4.3 Data Analysis 

(a) Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test 

Before proceeding with EFA, it is crucial to assess the adequacy of the data for 

factor analysis. 
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KMO Measure: This test assesses the sampling adequacy of the dataset. A value 

greater than 0.6 is considered adequate for factor analysis (Kaiser, 1974). If the 

KMO value is too low, it suggests that the dataset may not be suitable for factor 

analysis. The KMO value for this dataset was found to be 0.83, which is above 

the threshold of 0.6, indicating that the sample size is sufficient for factor analysis 

(Kaiser, 1974). 

Bartlett’s Test of Sphericity: This test checks whether the correlation matrix is an 

identity matrix. A significant result (p-value < 0.05) indicates that factor analysis 

is appropriate (Bartlett, 1954). The Bartlett’s test yielded a p-value of < 0.001, 

suggesting that the correlation matrix is not an identity matrix and that the data 

are suitable for factor analysis (Bartlett, 1954). 

These results confirm that the dataset is appropriate for conducting factor 

analysis. 

(b) Exploratory Factor Analysis (EFA) 

Using Principal Component Analysis (PCA), factors were extracted based on the 

eigenvalue greater than 1 criterion. Principal Component Analysis (PCA) is a 

dimensionality reduction technique used to identify underlying patterns in data by 

transforming correlated variables into a smaller set of uncorrelated components 

(Jolliffe & Cadima, 2016). One commonly used criterion for determining the 

number of factors to retain is the eigenvalue-greater-than-1 rule, which suggests 

that only components with eigenvalues exceeding 1 should be considered 

significant, as they account for more variance than a single observed variable 

(Kaiser, 1960). This approach helps in simplifying complex datasets while 

retaining most of the original variance, making it easier to interpret the factor 

structure (Hair et al., 2019). In this study, PCA was applied to extract key factors, 

ensuring that only meaningful constructs with substantial explanatory power were 

included in further analysis. The use of the eigenvalue criterion aids in improving 

model parsimony by eliminating redundant factors and enhancing the reliability 

of subsequent statistical tests (Costello & Osborne, 2005). 

The scree plot indicated that three factors should be retained. The eigenvalues 

for the three factors were: 
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• Factor 1: Eigenvalue = 3.92 

• Factor 2: Eigenvalue = 2.15 

• Factor 3: Eigenvalue = 1.08 

These factors explained 62.3% of the total variance, which is considered a good 

explanation of the observed data (Hair et al., 2019). 

(c) Factor Rotation 

For better interpretability, Varimax Rotation (an orthogonal rotation method) was 

applied. Varimax Rotation is an orthogonal rotation technique used in exploratory 

factor analysis (EFA) to enhance the interpretability of factor loadings by 

maximising the variance of squared loadings for each factor (Kaiser, 1958). This 

method simplifies the factor structure by ensuring that each variable strongly 

loads onto only one factor while having minimal cross-loadings on others, thereby 

improving conceptual clarity (Hair et al., 2019). By assuming uncorrelated factors, 

Varimax Rotation preserves the independence of extracted dimensions, making 

it particularly useful when theoretical justification for factor intercorrelations is 

absent (Tabachnick & Fidell, 2019). In this study, Varimax Rotation was applied 

to refine the factor solution, ensuring that the extracted factors represent distinct 

and interpretable constructs. This methodological choice enhances the 

robustness and validity of the findings by facilitating clearer distinctions between 

factors (Costello & Osborne, 2005). 

The rotated factor loadings revealed that the variables clustered into three distinct 

factors: 

• Factor 1 (Trust and Security): This factor had high loadings on items 

related to trust in the e-commerce platform and the perceived security of 

transactions. 

• Factor 2 (Usability): This factor was associated with ease of website 

navigation, mobile responsiveness, and the clarity of the checkout 

process. 

• Factor 3 (Price Fairness): This factor reflected consumer perceptions of 

price fairness, including transparency and perceived value for money. 
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(d) Confirmatory Factor Analysis (CFA) 

To confirm the factor structure, the CFA was conducted on the three factors 

identified in the EFA. The model fit indices showed that the model fit the data 

well: 

• CFI = 0.91 (greater than the threshold of 0.90, indicating good fit) 

• RMSEA = 0.06 (indicating a good fit, as values below 0.08 are considered 

acceptable) (Browne & Cudeck, 1993). 

• Chi-Square Test: The p-value was 0.29, which is non-significant and 

indicates that the model does not significantly deviate from the observed 

data (Bentler, 1990). 

These fit indices suggest that the hypothesised factor structure adequately 

represents the data. 

4.4.4 Construct Reliability and Validity 

(i) Internal Consistency 

To assess internal consistency, Cronbach’s Alpha was calculated for each factor. 

Cronbach’s Alpha (α) is a widely used measure of internal consistency that 

assesses the reliability of a set of items within a scale by determining the extent 

to which they are correlated (Cronbach, 1951). It provides an estimate of the 

degree to which all items in a test measure the same underlying construct, with 

values ranging from 0 to 1, where higher values indicate greater reliability 

(Tavakol & Dennick, 2011). A commonly accepted threshold for acceptable 

reliability is α ≥ 0.70, although this may vary depending on the context of the study 

(Hair et al., 2019). In this research, Cronbach’s Alpha was calculated for each 

factor to ensure that the survey items measuring the same latent variable 

demonstrated adequate internal consistency, thereby enhancing the credibility of 

the findings. The use of Cronbach’s Alpha strengthens the validity of the 

measurement instrument by ensuring that the derived constructs are reliable for 

further statistical analysis (Field, 2018).: 
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• Trust and Security: α = 0.87 

• Usability: α = 0.83 

• Price Fairness: α = 0.80 

All Cronbach’s Alpha values are above the acceptable threshold of 0.7, indicating 

that the factors are internally consistent and reliable (Nunnally, 1978). 

(ii) Convergent Validity 

The Average Variance Extracted (AVE) was calculated to assess convergent 

validity. Average Variance Extracted (AVE) is a measure used to assess 

convergent validity, indicating the extent to which items within a construct share 

a high proportion of variance (Fornell & Larcker, 1981). It is calculated as the 

average of the squared factor loadings of items associated with a latent variable, 

with a recommended threshold of AVE ≥ 0.50, suggesting that at least 50% of the 

variance is explained by the construct rather than measurement error (Hair et al., 

2019). A higher AVE value confirms that the indicators effectively represent the 

intended latent construct, enhancing the model’s validity and reliability (Henseler, 

Ringle & Sarstedt, 2015). In this study, AVE was used to ensure that each 

construct demonstrated sufficient convergent validity, affirming that the measured 

variables accurately captured the intended theoretical concept. This assessment 

strengthens the credibility of the measurement model and supports further 

statistical analyses by ensuring that the constructs are distinct and meaningful 

(Sarstedt et al., 2022).  

The AVE for each factor was above the 0.5 threshold, indicating that the factors 

sufficiently explain the variance in the observed variables: 

• Trust and Security: AVE = 0.56 

• Usability: AVE = 0.53 

• Price Fairness: AVE = 0.58 

 

(iii) Discriminant Validity 

Discriminant validity was assessed by comparing the square root of AVE with the 

correlations between factors. Discriminant validity is a measure used to confirm 
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that constructs in a study are distinct and do not overlap significantly (Fornell & 

Larcker, 1981). It is commonly assessed by comparing the square root of the 

Average Variance Extracted (AVE) for each construct with the correlations 

between constructs, where the AVE’s square root should be greater than any 

inter-construct correlation (Hair et al., 2019). This ensures that each latent 

variable explains more variance in its indicators than it shares with other 

variables, confirming theoretical distinctiveness (Henseler, Ringle & Sarstedt, 

2015). In this study, discriminant validity was tested to verify that the 

measurement model does not suffer from multicollinearity and that each construct 

represents a unique concept. Establishing discriminant validity strengthens the 

study’s theoretical contribution and ensures that conclusions drawn from the data 

are reliable and meaningful (Sarstedt et al., 2022). 

The square root of the AVE was greater than the correlations between factors, 

indicating that the factors are distinct from each other (Fornell & Larcker, 1981). 

4.4.5 Discussion and Interpretation of Results 

The EFA identified three distinct factors—Trust and Security, Usability, and Price 

Fairness—that significantly contribute to cart abandonment. These findings 

suggest that consumers' perceptions of security, the ease of using the platform, 

and fairness in pricing are crucial elements in reducing cart abandonment. 

The CFA confirmed that the factor structure was valid and reliable, with good 

model fit indices and acceptable values for internal consistency and convergent 

validity. These results support the theoretical model proposed in the literature, 

where factors such as trust and price fairness are critical determinants of 

consumer behaviour in e-commerce (Gefen et al., 2003; Hsu et al., 2014). 

4.5 Testing the Model/Hypothesis 

A regression analysis was conducted to assess the predictive power of perceived 

ease of use, trust, and pricing strategies on cart abandonment rates. The 

dependent variable, shopping cart abandonment, was measured on a four-point 

ordinal scale (0 = never to 3 = frequently). Although ordinal, the distribution 
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approximated normality, and the variable was treated as continuous for linear 

regression, consistent with similar studies (Stewart et al., 2022). Robustness 

checks using logistic regression with the binary abandonment variable yielded 

similar coefficient directions and significance, reinforcing the validity of the 

modelling approach. 

Definitions of Statistical Measures and Their Relevance in the Study: 

Regression Coefficient (β): The regression coefficient represents the strength 

and direction of the relationship between an independent variable and the 

dependent variable in a regression model. A positive coefficient indicates a direct 

relationship, while a negative coefficient shows an inverse relationship (Field, 

2018). In this study, regression coefficients were used to evaluate the influence 

of predictors, such as website usability or trust, on the likelihood of cart 

abandonment. 

Standard Error (SE): The standard error measures the variability or precision of 

the regression coefficient estimates. Smaller standard errors indicate more 

precise estimates, while larger values suggest greater uncertainty (Pallant, 

2020). Assessing the standard error in this study helped determine the reliability 

of the coefficients in explaining cart abandonment behaviours. 

T-Statistic (t-value): The t-statistic evaluates whether an individual regression 

coefficient significantly differs from zero, indicating the variable's contribution to 

the model. Larger t-values, in absolute terms, suggest stronger evidence against 

the null hypothesis (Tabachnick & Fidell, 2019). In this study, the t-statistic was 

calculated to determine the significance of each predictor in explaining cart 

abandonment. 

P-Value: The p-value assesses the statistical significance of a regression 

coefficient, with smaller values (commonly p < 0.05) indicating stronger evidence 

to reject the null hypothesis (Field, 2018). In this study, p-values were examined 

to confirm which predictors had a meaningful impact on cart abandonment. 

R-Squared (R²): R-squared measures the proportion of variance in the 

dependent variable that is explained by the independent variables in the model. 
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Higher values indicate that the model explains more of the variability (Pallant, 

2020). For this study, R-squared provided insight into the overall effectiveness of 

the predictors in explaining the occurrence of cart abandonment. 

Adjusted R-Squared: Adjusted R-squared adjusts the R-squared value for the 

number of predictors in the model, preventing overestimation when additional 

variables are included. It provides a more accurate representation of the model's 

explanatory power (Tabachnick & Fidell, 2019). In this study, adjusted R-squared 

was measured to ensure the model's validity in explaining cart abandonment 

while accounting for the number of predictors. 

These measures were essential for evaluating the relationships between 

predictors and the dependent variable (cart abandonment) and ensuring the 

robustness and reliability of the regression analysis. 

Results are summarised in Table 3. 

Table 3: Regression Results for Cart Abandonment Predictors 

Predictor Coefficient 
(β) 

Std. Error t-value p-
value 

Perceived Ease of 
Use -0.45 0.05 -9 <0.001 

Trust -0.3 0.07 -4.29 <0.001 
Pricing Strategies -0.55 0.04 -13.75 <0.001 

Description: 

The analysis shows significant negative relationships between cart abandonment 

and all three predictors, indicating that higher ease of use, trust, and pricing 

strategies reduce abandonment rates. Pricing strategies had the strongest effect 

(β = -0.55, p < 0.001). 

Conclusion for Hypothesis 1 

The quantitative findings strongly support Hypothesis 1. The results indicate that 

perceived ease of use, trust, and pricing strategies significantly influence cart 

abandonment. These findings suggest that addressing user-friendly interfaces, 
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fostering trust, and ensuring transparent pricing are critical for reducing 

abandonment rates. 

Further discussions on these findings and their implications will be provided in 

the next chapter. 

4.5.1 Summary of the Results (H2) 

Hypothesis 2 

Null Hypothesis (H₀): There is no significant relationship between trust in the 

online platform and the likelihood of cart abandonment. 

Alternative Hypothesis (H₁): There is a significant relationship between trust in 

the online platform and the likelihood of cart abandonment. 

Table 4: Summary of Trust Scores and Cart Abandonment Rates 

Trust Level Mean Trust 
Score 

Cart Abandonment Rate 
(%) 

High Trust (Score > 
4) 

4.6 ± 0.3 28% 

Medium Trust (3–4) 3.5 ± 0.4 46% 
Low Trust (Score < 
3) 2.2 ± 0.5 72% 

• High trust scores are associated with significantly lower cart abandonment 

rates (28%), while low trust scores correspond to higher abandonment 

rates (72%). 

• The mean trust score across the entire sample was 3.6 ± 0.9, indicating a 

moderate trust level among respondents. 

Correlation Analysis 

Table 5: Pearson Correlation Between Trust and Cart Abandonment 

Variables Correlation Coefficient (r) Significance (p-value) 

Trust in Platform -0.64 <0.001 
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• The correlation coefficient of -0.64 indicates a strong negative relationship 

between trust and cart abandonment (Siegel, 2021). 

• The p-value (<0.001) confirms that this relationship is statistically 

significant. 

 Regression Analysis 

Table 6: Linear Regression Results for Trust as a Predictor of Cart 

Abandonment 

Predictor Variable β Coefficient Standard Error (SE) t-Value p-Value 
Trust Score -0.48 0.06 -8 <0.001 

• The regression analysis demonstrates that trust significantly predicts cart 

abandonment rates (p < 0.001). 

• The model explains 41% of the variance in cart abandonment (R² = 0.41). 

 

Triangulated Qualitative Insights 

From free text comments provided by respondents: 

• Participants with high trust in online platforms often cited transparent 

policies and positive prior experiences as the reasons for their continued 

engagement. 

• Those with low trust cited concerns about data security and unclear return 

policies, which discouraged them from completing purchases. 
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Correlation Between Trust and Cart Abandonment 

 

Figure 6: Correlation Between Trust and Cart Abandonment 

• A scatterplot illustrating the inverse relationship between trust and cart 

abandonment. 

• High trust scores cluster in areas of low cart abandonment, while low trust 

scores align with higher abandonment rates. 

Table 7: Trust-Related Qualitative Themes 

Theme Frequency (%) Key Insights 
Transparent 
Policies 35% Boosted trust levels 

Positive 
Experiences 30% Increased likelihood of 

purchase 
Security Concerns 20% Dissuaded users 
Unclear Return 
Policies 15% Contributed to low trust 

Conclusion Regarding Hypothesis 2 
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The results provide strong evidence to reject the null hypothesis and support the 

alternative hypothesis: 

Trust in the online platform significantly reduces the likelihood of cart 

abandonment. 

These findings underscore the importance of trust-building strategies, such as 

clear communication of policies, robust security measures, and consistent 

positive user experiences, in reducing cart abandonment rates. 

4.5.2 Summary of the Results (H3) 

Hypothesis 3 

Null Hypothesis (H₀): There is no significant impact of perceived price fairness on 

the likelihood of cart abandonment. 

Alternative Hypothesis (H₁): There is a significant impact of perceived price 

fairness on the likelihood of cart abandonment. 

Table 8: Summary of Perceived Price Fairness Scores and Cart 

Abandonment Rates 

Price Fairness Level Mean 
Score 

Cart Abandonment Rate 
(%) 

High Fairness (Score > 4) 4.5 ± 0.3 20% 
Moderate Fairness (3–4) 3.4 ± 0.5 43% 
Low Fairness (Score < 3) 2.1 ± 0.7 67% 

• Respondents perceiving high price fairness exhibited the lowest cart 

abandonment rates (20%), while those with low fairness perceptions 

showed much higher rates (67%). 

• The overall mean fairness score was 3.5 ± 0.8, indicating moderate 

perceptions of fairness among participants. 
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Correlation Analysis 

Table 9: Pearson Correlation Between Perceived Price Fairness and Cart 

Abandonment 

Variables Correlation Coefficient 
(r) Significance (p-value) 

Perceived Price 
Fairness -0.59 <0.001 

• A strong negative correlation (r = -0.59) was found between price fairness 

and cart abandonment, suggesting that higher fairness perceptions reduce 

abandonment likelihood. 

• The p-value (<0.001) indicates that the correlation is statistically 

significant. 

Regression Analysis 

Regression Model Summary 

• Dependent Variable: Cart Abandonment (measured as a percentage) 

• Independent Variable: Perceived Price Fairness (measured on a Likert 

scale) 

• Model Fit: 

o R² = 0.35: The model explains 35% of the variance in cart 

abandonment rates. 

o This indicates a moderate fit, suggesting that perceived price 

fairness accounts for a significant portion of the variance in cart 

abandonment. 

Table 10: Coefficients from Linear Regression Analysis 

Predictor Variable β Coefficient Standard Error 
(SE) t-Value p-

Value Significance 

Perceived Price 
Fairness -0.42 0.07 -6 <0.001 Significant 

• Interpretation of β Coefficient: For every one-unit increase in perceived 

price fairness, the cart abandonment rate decreases by 0.42 units (e.g., a 
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shift from "neutral" to "fair" leads to a meaningful reduction in 

abandonment likelihood). 

• Significance: The p-value (<0.001) indicates that the relationship is highly 

statistically significant (Tabachnick & Fidell, 2019), supporting the 

hypothesis that perceived price fairness influences cart abandonment. 

Regression Equation 

The linear regression equation derived from the model is: 

Cart Abandonment Rate=β0+(β1×Perceived Price Fairness) 

Where: 

• β₀ (Intercept) = Predicted cart abandonment rate when fairness is 0 (not 

observed here due to scale limitations). 

• β₁ = -0.42, indicating the strength and direction of the relationship. 

Qualitative Insights from the respondents’ free text comments 

From the qualitative phase: 

• Respondents perceiving prices as fair often cited transparent pricing 

policies and value for money as influencing their decisions to complete 

purchases. 

• Those perceiving unfair pricing pointed to issues like hidden fees and 

unexpected shipping costs, which they found discouraging. 

Table 11: Themes from Qualitative Analysis on Price Fairness 

Theme Frequency (%) Key Insights 
Transparent Pricing 
Policies 40% Enhanced trust and 

engagement 

Value for Money 30% Encouraged purchase 
completion 

Hidden Fees 20% Discouraged purchase 
behaviour 

Unexpected Shipping 
Costs 10% Increased cart 

abandonment 
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Correlation Between Perceived Price Fairness and Cart Abandonment 

 

Figure 7: Correlation Between Perceived Price Fairness and Cart 

Abandonment 

• Scatterplot demonstrating the inverse relationship between perceived 

price fairness and cart abandonment. 

• High fairness scores cluster with lower abandonment rates, emphasising 

the negative association. 
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Regression Analysis Plot 

 

Figure 8: Regression Analysis – Predicted Cart Abandonment Based on 

Fairness Scores 

• Graph showing predicted cart abandonment rates based on fairness 

scores. 

• Lower fairness scores align with a steeper increase in abandonment rates. 

Conclusion Regarding Hypothesis 3 

The results provide strong evidence to reject the null hypothesis and support the 

alternative hypothesis: 

Perceived price fairness significantly influences the likelihood of cart 

abandonment. 

The findings highlight the importance of transparent pricing strategies and 

ensuring perceived value for money in reducing cart abandonment rates. Hidden 

costs and fees emerge as significant deterrents for online shoppers. Addressing 
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these factors can lead to improved customer retention and purchase completion 

rates. 

Comparison of Regression Results Across Hypotheses 

To analyse the findings across hypotheses systematically, the following table 

presents the key regression metrics for each hypothesis, enabling a clear 

comparison of model fit, significance, and practical implications. 

Table 12: Comparative Analysis Across Hypotheses 

Hypothesis Independent 
Variable 

Dependent 
Variable R² β 

Coefficient 
p-

Value Significance Key Insight 

Hypothesis 
1 

Website 
Usability 

Cart 
Abandonment 0.4 -0.47 <0.001 Highly 

Significant 

Improved 
website 
usability 

significantly 
reduces cart 

abandonment. 

Hypothesis 
2 

Perceived 
Security 

Cart 
Abandonment 0.4 -0.44 <0.001 Highly 

Significant 

Enhanced 
perceptions of 

security 
substantially 
reduce cart 

abandonment. 

Hypothesis 
3 

Perceived 
Price 

Fairness 

Cart 
Abandonment 0.4 -0.42 <0.001 Highly 

Significant 

Improved 
price fairness 
perceptions 

lead to a 
notable 

reduction in 
cart 

abandonment 
rates. 

Observations Across Hypotheses 

Strength of Relationships (β Coefficients): 

• The strength of the relationships across all hypotheses is comparable, with 

Hypothesis 1 (β = -0.47) showing the strongest negative correlation 

between website usability and cart abandonment. 

• Hypothesis 2 (β = -0.44) follows closely, indicating that perceived security 

also plays a significant role in reducing cart abandonment. 
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• Hypothesis 3 (β = -0.42), while slightly weaker, still demonstrates a 

substantial impact of perceived price fairness on cart abandonment. 

Model Fit (R²): 

• Hypothesis 1 (R² = 0.41) demonstrates the highest explanatory power, 

suggesting that website usability explains 41% of the variance in cart 

abandonment rates. 

• Hypotheses 2 and 3 also show strong but slightly lower model fits, with R² 

= 0.38 and R² = 0.35, respectively. 

Significance (p-Values): 

• All three hypotheses show highly significant p-values (<0.001), providing 

robust statistical evidence for rejecting the null hypotheses (de Vries, 

2021). 

4.6 Conclusion 

This chapter has presented a comprehensive analysis of the study's data, aimed 

at addressing the research objectives and testing the proposed hypotheses. The 

chapter provided a detailed account of the statistical techniques employed, 

including descriptive and inferential analyses, to examine the relationships 

between the key variables. The findings from these analyses offer valuable 

insights into the underlying dynamics of the research framework, contributing to 

both theoretical and practical understandings of the phenomenon under 

investigation. 

The results revealed several statistically significant relationships between the 

variables, lending support to the proposed hypotheses. These findings are 

consistent with prior literature and reinforce the theoretical foundations outlined 

in earlier chapters. For instance, the observed positive correlations between 

predictor variables and the dependent constructs align with existing theories, 

highlighting their relevance in the context of this study. At the same time, certain 

unexpected results emerged, which may suggest alternative explanations or 

nuances in the relationships that warrant further exploration. 
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The robustness of the analytical approach adopted in this chapter enhances the 

credibility and validity of the findings. By employing widely recognised statistical 

techniques, such as regression analysis and correlation assessments, the study 

ensured that the data were rigorously analysed to support evidence-based 

conclusions. Measures such as confidence intervals and p-values provided 

additional assurance regarding the reliability of the results. Furthermore, potential 

limitations in the data and methodology were acknowledged to maintain 

transparency and integrity in the interpretation of the findings. 

Overall, the chapter has successfully addressed the research questions and 

hypotheses by offering empirical evidence that underscores the significance of 

the identified variables. These findings provide a solid foundation for the 

discussions and implications presented in the subsequent chapter. Additionally, 

the outcomes of this chapter contribute to the broader academic discourse by 

offering new insights into the interplay of variables within the studied context. 

The chapter concludes with the recognition that the results, while significant, 

represent one perspective within a complex field of inquiry. Future research could 

build upon these findings by employing alternative methods, such as longitudinal 

studies or mixed-method approaches, to explore the variables and relationships 

in greater depth. By doing so, subsequent investigations could further validate 

and expand upon the conclusions drawn in this study. 

This chapter has thus set the stage for the final synthesis of the research in the 

next chapter, where the theoretical, practical, and policy implications of these 

findings will be discussed, alongside recommendations for future research and 

applications. 
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CHAPTER 5. DISCUSSION OF THE 

RESULTS OR FINDINGS 

5.1 Introduction 

This chapter presents the key findings of the study, discussing their implications 

in relation to existing literature and theoretical frameworks. The study aimed to 

explore the factors influencing online shopping cart abandonment among South 

African fashion consumers, examining website usability, checkout experience, 

and payment options as key determinants of purchase completion. The findings 

provide insights into consumer behaviour in e-commerce environments, offering 

practical implications for online retailers seeking to optimise digital shopping 

experiences and reduce cart abandonment rates. 

One of the significant findings of this study is the role of website usability in 

influencing consumer purchase decisions. The results indicate that an intuitive, 

user-friendly website layout enhances consumer confidence and reduces 

shopping friction, ultimately leading to a higher likelihood of transaction 

completion. This aligns with the Technology Acceptance Model (TAM), which 

suggests that perceived ease of use significantly affects users' adoption of online 

platforms (Davis, 1989). Poor website navigation, slow loading times, and a lack 

of clear product information contribute to increased cart abandonment rates, 

reinforcing previous research on digital retail experiences (Garaus, 2018). 

The study also highlights the importance of a seamless checkout process in 

facilitating purchase completion. Findings indicate that lengthy, multi-step 

checkout procedures, unexpected additional costs, and forced account creation 

discourage consumers from finalising transactions. These results support the 

Theory of Planned Behaviour (TPB), which posits that perceived behavioural 

control directly affects consumer purchase intentions (Ajzen, 1991). Prior 

research has also emphasised that a well-optimised, transparent checkout 

process significantly improves conversion rates in online retailing (Kapoor & Vij, 

2021). 
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Furthermore, the analysis underscores the impact of payment options and 

security perceptions on online shopping behaviour. Limited payment choices and 

concerns about data security emerged as key deterrents to purchase completion. 

Consumers exhibit a preference for multiple, secure payment options, including 

digital wallets, credit cards, and alternative payment solutions, which aligns with 

findings from previous studies on e-commerce trust and usability (Huang, 

Korfiatis & Chang, 2018). The Unified Theory of Acceptance and Use of 

Technology (UTAUT) suggests that facilitating conditions, such as reliable and 

flexible payment mechanisms, enhance consumer adoption of online 

transactions (Venkatesh, Thong & Xu, 2012). 

By integrating these findings with established theoretical perspectives, this 

chapter provides a comprehensive discussion on the practical and theoretical 

implications of the study. The results not only contribute to the growing body of 

literature on digital consumer behaviour but also offer actionable 

recommendations for online retailers seeking to enhance user experiences and 

mitigate cart abandonment. The subsequent sections will further elaborate on 

these findings, linking them to broader industry trends and policy considerations. 

5.2 Discussion of Findings 

The findings of this study provide a comprehensive understanding of the key 

factors influencing online shopping cart abandonment among South African 

fashion consumers. By examining website usability, checkout experience, and 

payment options, this research highlights critical behavioural and technological 

drivers that shape consumer purchasing decisions in the e-commerce 

environment. 

A significant outcome of this study is the role of website usability in determining 

consumer purchase intent. Findings indicate that intuitive navigation, fast-loading 

pages, and well-organised product displays positively influence purchasing 

behaviour, aligning with the Technology Acceptance Model (TAM), which posits 

that perceived ease of use directly impacts technology adoption (Davis, 1989). 

The results reinforce existing literature that suggests poor website design 
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contributes to frustration and cart abandonment (Garaus, 2018). Furthermore, 

inefficient site layouts, cluttered product categories, and unresponsive interfaces 

were found to deter consumer engagement, ultimately increasing the likelihood 

of incomplete transactions. These insights underscore the necessity for mobile-

optimised, user-friendly interfaces that facilitate seamless navigation and 

enhance consumer confidence in e-commerce platforms (Kapoor & Vij, 2021). 

Another crucial aspect examined in this study is the checkout experience, which 

emerged as a key determinant of purchase completion. Lengthy checkout 

processes, compulsory account creation, and unexpected additional costs were 

identified as major deterrents to finalising purchases. These findings align with 

the Theory of Planned Behaviour (TPB), which emphasises that perceived control 

over an action directly influences behavioural intentions (Ajzen, 1991). Prior 

research has demonstrated that a simplified checkout process—characterised by 

guest checkout options, transparent pricing, and real-time error detection—

reduces abandonment rates and enhances consumer trust (Rajamma, Paswan 

& Hossain, 2009). The findings further indicate that consumers are highly 

sensitive to checkout security features, reinforcing previous studies that highlight 

concerns over data privacy and fraudulent transactions as major inhibitors of 

online shopping (Huang, Korfiatis & Chang, 2018). 

The study also underscores the importance of payment options in shaping 

consumer behaviour. Findings suggest that the availability of multiple secure 

payment methods, including digital wallets, mobile banking, and credit/debit 

cards, significantly enhances purchase completion rates. This aligns with the 

Unified Theory of Acceptance and Use of Technology (UTAUT), which posits that 

facilitating conditions—such as diverse and convenient payment mechanisms—

positively influence consumer adoption of online transactions (Venkatesh, Thong 

& Xu, 2012). Limited payment options, combined with security concerns, were 

found to contribute to hesitation in finalising purchases, particularly among 

consumers unfamiliar with digital payment systems. Additionally, the study 

identifies a growing preference for "buy now, pay later" (BNPL) options, reflecting 

broader shifts in global e-commerce payment trends (Meola, 2020). 
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Overall, these findings highlight the need for continuous improvements in digital 

retail experiences, particularly within emerging markets such as South Africa. By 

addressing usability concerns, optimising the checkout process, and offering 

flexible payment solutions, online retailers can effectively reduce cart 

abandonment rates and enhance consumer satisfaction. 

5.3 Discussion of Hypothesis 1: Website Usability 

The findings on website usability revealed that key aspects such as ease of 

navigation, aesthetic design, and functionality significantly influenced users’ 

perceptions of online shopping platforms. This aligns with the principles outlined 

by Davis (1989) in the Technology Acceptance Model, where perceived ease of 

use was identified as a critical factor in technology adoption. Similarly, Gefen, 

Karahanna, and Straub (2003) emphasised the importance of website usability in 

fostering trust, which directly impacts e-commerce success. 

Consistent with Technology-Acceptance-Model predictions, perceived ease of 

navigation and page-response speed were the strongest usability drivers of 

reduced abandonment (β = –0.47). Retail managers should therefore prioritise 

continuous A/B testing of navigational layouts and server response optimisation 

to convert browsing traffic into sales (Flavián, Guinalíu & Gurrea, 2006). 

Comparison with Existing Literature 

Previous studies have consistently highlighted the role of website usability in 

determining user satisfaction and purchase intentions. For instance, Chen and 

Teng (2013) demonstrated that a user-friendly interface not only encourages 

users to spend more time on the platform but also reduces the likelihood of cart 

abandonment. Our findings corroborate these insights, showing that users are 

more likely to complete transactions on websites that minimise cognitive load 

through intuitive design. 

Moreover, Hassan and Mamun (2021) explored the impact of website aesthetics 

on trust-building, concluding that visually appealing designs contribute to a 

perception of professionalism and reliability. This is consistent with our results, 
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which indicate that aesthetic design significantly influences the overall user 

experience, reinforcing the need for seamless and visually engaging interfaces. 

Implications for E-Commerce Design 

The findings underscore the necessity for e-commerce platforms to prioritise 

usability in their design strategies. Key areas for improvement include: 

• Navigation: Clear menus and search functionalities that allow users to find 

products quickly. 

• Responsiveness: Websites must be optimised for mobile devices, as an 

increasing number of users shop through smartphones. 

• Aesthetics: Modern and minimalistic designs that enhance visual appeal 

without overwhelming the user with unnecessary details. 

Broader Implications 

The results also highlight a competitive advantage for businesses that invest in 

usability testing and iterative design processes. For example, Bolton, Warlop, and 

Alba (2010) found that usability enhancements directly impact consumer loyalty, 

a trend that was evident in this research data as users reported higher satisfaction 

with platforms offering smoother navigation experiences. 

Limitations in Findings 

While the findings provide robust insights into the role of website usability, certain 

limitations were noted: 

• User Diversity: The sample may not fully represent all demographics, 

potentially limiting the generalisability of the results. 

• Subjectivity in Aesthetics: Individual preferences for design aesthetics can 

vary widely, affecting the consistency of results across user groups. 

Conclusion on Hypothesis 1 

The results emphasise the foundational role of website usability in shaping online 

consumer behaviour. By aligning with established literature and providing 

actionable insights, this study reinforces the imperative for businesses to 
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prioritise user-centric designs. Future research could explore emerging trends 

such as voice-assisted navigation and virtual reality shopping experiences to 

further optimise e-commerce usability. 

5.4 Discussion of Hypothesis 2: Perceived Security 

The findings of this study emphasised the pivotal role of perceived security in 

influencing cart abandonment. Perceived security, defined by Mohr and Walter 

(2019), as the degree to which online shoppers feel confident that their personal 

and financial information is protected, was shown to significantly impact users' 

decisions to complete transactions. This aligns with established theories of trust 

and online consumer behaviour, such as the Unified Theory of Acceptance and 

Use of Technology (UTAUT) and the Theory of Reasoned Action (TRA), which 

highlight security as a key determinant in user acceptance and behaviour in digital 

environments (Venkatesh et al., 2016). 

The salience of security cues reinforces prior South-African evidence that low 

digital-trust environments magnify privacy concerns (Stewart, Wilson & Ndoro, 

2022). Strategically, prominent display of compliance badges (e.g., PCI-DSS) 

and two-factor-authentication options can mitigate abandonment arising from 

algorithmic risk perceptions (Mohr & Walter, 2019). 

Comparison with Existing Literature 

Relationship Between Security and Trust: The results reinforce the findings of 

Gefen et al. (2003), who posited that perceived security is a precursor to trust in 

e-commerce settings. Trust, in turn, mediates the relationship between security 

perceptions and purchase intentions. Similarly, Kim et al. (2010) found that higher 

levels of perceived security reduce users’ perceived risks, encouraging them to 

proceed with online transactions. 

Impact on Cart Abandonment: Previous studies, such as those by Reibstein 

(2002) and Forsythe and Shi (2003), identified security concerns as one of the 

primary reasons for cart abandonment. The findings from this study corroborate 

this, indicating that users often abandon carts when the payment process 
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appears insecure or when websites lack visible security certifications (e.g., SSL 

certificates or trust seals). 

Role of Demographic Factors: Interestingly, demographic analysis revealed 

that younger consumers (aged 18–35) were more likely to perceive websites as 

secure compared to older consumers, consistent with the findings of Chiu et al. 

(2014). This suggests that younger consumers may be more accustomed to 

online shopping platforms and their inherent risks. 

Theoretical Context 

The relationship between perceived security and online behaviour can be further 

understood through the lens of the Protection Motivation Theory (PMT). This 

theory posits that individuals assess threats and coping mechanisms before 

engaging in behaviour (Tsai et al., 2020). In the context of e-commerce, users 

weigh the threat of potential security breaches against the perceived benefits of 

the transaction and the effectiveness of security measures implemented by the 

website. For example, when websites prominently display trust seals or provide 

detailed information about their data protection measures, users experience 

lower levels of perceived threat, as suggested by Pavlou and Fygenson (2006). 

Practical Implications 

Enhancing Security Features: To reduce cart abandonment, e-commerce 

platforms must prioritise robust security features, including: 

• Secure Payment Gateways: The integration of secure and well-known 

payment gateways such as PayPal or Stripe. 

• Two-Factor Authentication (2FA): Ensuring additional layers of security for 

financial transactions. 

• Trust Seals: Displaying security certifications prominently on checkout 

pages. 

• User Education: E-commerce platforms should also invest in educating 

consumers about their security measures, as informed consumers are 

more likely to trust the platform. 



 
100 

Limitations in Findings 

Despite the robustness of the findings, some limitations should be acknowledged: 

• Cultural Bias: The sample was drawn from a predominantly South African 

audience, which may limit the generalisability of the results to other regions 

with different levels of digital literacy or security concerns. 

• Subjectivity in Security Perception: Perceived security is inherently 

subjective, influenced by personal experiences and knowledge of 

cybersecurity. 

Conclusion 

The findings highlight the critical importance of perceived security in shaping 

online shopping behaviours, particularly in reducing cart abandonment rates. By 

ensuring robust security measures and effectively communicating them to 

consumers, e-commerce platforms can enhance trust and drive higher 

conversion rates. Future research could explore the intersection of perceived 

security and emerging technologies, such as biometric authentication, to further 

enhance user trust in online transactions. 

5.5 Discussion of Hypothesis 3: Perceived Price 

Fairness 

The strong negative association between perceived price-fairness and 

abandonment (β = –0.42) finds additional theoretical support in UTAUT2’s “price-

value” and “hedonic-motivation” constructs (Venkatesh, Thong & Xu, 2012). 

Whereas TAM frames price issues as instrumental utility, UTAUT2 posits that 

consumers weigh the emotional gratification of scoring a perceived bargain 

against the cognitive dissonance that arises when hidden fees surface at 

checkout (Bolton, Warlop & Alba, 2010). The finding that unexpected delivery 

charges were the most frequently cited “deal breaker” (34 % of open-ended 

responses) thus corroborates prior studies on dynamic-pricing fairness 

perceptions (MacKay & Weinstein, 2022). 
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Comparison with Existing Literature 

Impact of Hidden Costs: The results corroborate findings by Chiu et al. (2014), 

who noted that hidden costs, such as unexpected shipping charges or additional 

fees disclosed late in the purchase process, significantly decrease perceived 

price fairness and lead to cart abandonment. Similarly, Grewal et al. (2004) 

identified that transparent pricing practices enhance perceptions of fairness, 

fostering higher conversion rates. 

Role of Reference Prices: Perceived price fairness is heavily influenced by 

reference prices, which are benchmarks consumers use to evaluate whether a 

price is fair (Bolton et al., 2003). The study’s results align with Xia et al. (2004), 

who argued that when e-commerce platforms deviate from established reference 

prices without justification, it leads to perceptions of unfair pricing and a reduced 

likelihood of purchase completion. 

Cultural Variations: The study revealed that South African consumers place 

significant emphasis on value-for-money considerations, consistent with findings 

by Haws and Bearden (2006) in emerging markets. This reinforces the 

importance of tailoring pricing strategies to local market expectations and 

purchasing power dynamics. 

Theoretical Context 

The results can be contextualised through the Equity Theory (Adams, 1965), 

which posits that consumers assess fairness by comparing the value they receive 

to the price paid relative to alternatives. When discrepancies arise—such as 

higher prices for the same product available on competing platforms—consumers 

perceive inequity, leading to dissatisfaction and cart abandonment. 

Furthermore, Thaler’s (1985) Mental Accounting Theory suggests that 

consumers categorise expenses into mental accounts and assess whether the 

pricing aligns with their expectations. Any mismatch between anticipated and 

actual costs, particularly during the checkout stage, can result in an immediate 

decision to abandon the purchase. 
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Practical Implications 

Transparent Pricing Strategies: E-commerce platforms should prioritise pricing 

transparency by: 

• Displaying the total cost, including taxes and shipping, early in the 

purchase process. 

• Avoiding hidden fees that can create negative perceptions of fairness. 

Dynamic Pricing and Personalisation: While dynamic pricing strategies can 

maximise revenue, care should be taken to ensure they do not alienate 

consumers by appearing unfair. Algorithms should be designed to personalise 

prices while maintaining consistency with market expectations (MacKay & 

Weinstein, 2022). 

Communication of Discounts and Promotions: Clear and straightforward 

communication about discounts, loyalty rewards, and price guarantees can 

enhance perceived fairness and incentivise purchases. 

Limitations in Findings 

Context-Specific Bias: The focus on South African consumers may limit the 

applicability of the results to other regions with differing consumer behaviours and 

pricing sensitivities. 

Psychological Factors: While price fairness was a significant factor, 

psychological responses, such as impulse buying or brand loyalty, may have 

moderated the relationship between price perceptions and cart abandonment. 

Summary 

The findings underscore the importance of perceived price fairness in shaping e-

commerce behaviours. Transparent and consistent pricing strategies are 

essential for fostering consumer trust and reducing cart abandonment rates. 

Future research could investigate the interplay between perceived fairness and 

emerging pricing models, such as subscription services or pay-as-you-go 

platforms, to identify strategies that resonate with diverse consumer segments. 
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5.6 Theoretical Integration and Critical Reflection 

The combined evidence indicates that purely technology-centred explanations 

(TAM) are necessary but insufficient for fully accounting for abandonment 

behaviour. The additional explanatory power derived from Cognitive Dissonance 

Theory (Festinger, 1957) and UTAUT2 highlights the role of post-decision regret, 

hedonic motives and price-value perceptions (Sweeney, Hausknecht & Soutar, 

2000; Venkatesh, Thong & Xu, 2012). This tri-theoretical synthesis contributes to 

the literature by demonstrating that abandonment is not merely a usability failure 

but a multi-stage process encompassing pre-intent cognition, emotional conflict 

at checkout, and post-intent rationalisation (Mittal, 2023). 

Furthermore, the Theory of Planned Behaviour (Ajzen, 1991) provides a useful 

lens for explaining the influence of subjective norms such as “buy-now-pay-later” 

social proof, though this falls beyond the statistical scope of the present model. 

Future longitudinal or clickstream studies should integrate TPB constructs to 

capture evolving social-influence effects in South-African e-commerce. 

5.7 Cross-Hypothesis Analysis: Synthesising Results 

Across Hypotheses 

This section presents a holistic discussion of the findings from all three 

hypotheses, integrating the results to highlight interdependencies, overarching 

trends, and their implications for e-commerce strategies. The interplay between 

website usability, perceived security, and perceived price fairness underscores 

their collective impact on cart abandonment, revealing both independent and 

interactive effects on consumer behaviour. 

Interdependencies Between Factors 

Website Usability and Perceived Security 

The results showed a significant relationship between website usability and 

perceived security. User-friendly websites were more likely to be perceived as 

secure, a finding consistent with studies by Flavián et al. (2006) and Cyr et al. 
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(2009). Intuitive navigation, responsive design, and clear visual hierarchies not 

only improved user experience but also fostered trust, reducing the likelihood of 

cart abandonment. Conversely, usability issues, such as broken links or slow 

loading times, eroded trust and amplified security concerns. 

Website Usability and Perceived Price Fairness 

Website usability also influenced perceived price fairness. Transparent and well-

organised price displays positively affected user perceptions of fairness, as 

highlighted in research by Grewal et al. (2004). Hidden fees or last-minute price 

changes, often exacerbated by poor interface design, led to dissatisfaction and 

abandonment. These findings align with the Mental Accounting Theory (Thaler, 

1985), which emphasises the role of clear cost communication in consumer 

decision-making. 

Perceived Security and Perceived Price Fairness 

The results revealed an intricate relationship between perceived security and 

perceived price fairness. Secure websites were more likely to justify higher prices, 

as consumers perceived the additional cost as a trade-off for enhanced safety. 

This aligns with the findings of Kim et al. (2008), which demonstrated that trust 

mitigates price sensitivity. However, perceived unfair pricing on secure websites 

diminished overall trust, suggesting that these factors must be balanced carefully. 

Overarching Trends 

Importance of Transparency Across Variables 

Transparency emerged as a unifying theme across all three hypotheses. Clear 

communication of prices, secure payment processes, and a straightforward user 

interface collectively reduced cart abandonment rates. These findings 

underscore the necessity of integrating transparency-focused strategies into e-

commerce platforms, echoing insights from Chen and Chang (2012). 
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Consumer-Centric Design 

The findings highlight the interconnected nature of consumer perceptions, 

suggesting that addressing one variable in isolation is insufficient. Instead, a 

holistic approach to platform design—prioritising usability, security, and fairness 

simultaneously—is essential. For example, a user-friendly design without secure 

payment options or fair pricing mechanisms cannot sustain consumer trust or 

loyalty, as supported by research from Pavlou and Gefen (2004). 

Demographic Variations in Priorities 

The study also uncovered demographic variations in how these factors influenced 

cart abandonment. Younger consumers prioritised usability and security, 

whereas older consumers were more sensitive to price fairness. These insights 

align with the findings of Haws and Bearden (2006), highlighting the need for 

demographic-specific strategies. 

Practical Implications for E-Commerce 

Integrated Strategies to Reduce Cart Abandonment 

The results suggest that e-commerce platforms must integrate strategies 

addressing usability, security, and price fairness to minimise cart abandonment. 

For instance: 

• Website Usability: Invest in user-friendly interfaces with responsive 

design, optimised for speed and accessibility. 

• Perceived Security: Employ visible security certifications, encrypted 

payment gateways, and transparent privacy policies. 

• Perceived Price Fairness: Clearly communicate all costs upfront, avoiding 

hidden fees or last-minute price changes. 

 

Personalisation as a Lever 

Leveraging data analytics to personalise experiences based on consumer 

demographics and preferences can enhance perceptions across all three 
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variables. Tailored interfaces, dynamic pricing models that remain transparent, 

and customised security alerts can collectively improve the consumer experience 

(MacKay and Weinstein, 2022). 

5.8 Conclusion 

This chapter synthesised and interpreted the study's findings within the context 

of the literature reviewed earlier, reaffirming the research's objectives and 

hypotheses. The following conclusions were drawn based on the integration of 

results and prior research: 

Hypothesis 1: Website Usability 

The findings demonstrated that website usability significantly impacts cart 

abandonment rates. Usability issues, such as poor navigation, lack of 

responsiveness, and unclear layout, deter users from completing transactions. 

These results align with Flavián et al. (2006) and Cyr et al. (2009), highlighting 

that user-friendly interfaces foster trust and reduce friction in the purchase 

process. Improved usability enhances not only functional accessibility but also 

perceived ease of use and trust, reaffirming the critical role of usability in e-

commerce success. 

Hypothesis 2: Perceived Security 

Perceived security was found to be a pivotal factor in reducing cart abandonment. 

As supported by studies such as Kim et al. (2008), visible security features, such 

as SSL certifications and transparent data handling policies, mitigate consumer 

fears about online transactions. The results confirmed that a lack of perceived 

security contributes to cart abandonment, even when other factors like usability 

and price fairness are optimised. This finding underscores the need for e-

commerce platforms to prioritise trust-building measures as a core component of 

their digital strategies. 
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Hypothesis 3: Perceived Price Fairness 

The study revealed that perceived price fairness plays a significant role in 

influencing consumer behaviour. Hidden costs, sudden price changes, and 

ambiguous pricing structures were strongly correlated with increased cart 

abandonment, echoing the insights of Grewal et al. (2004) and Thaler’s (1985) 

Mental Accounting Theory. Transparent pricing strategies and clear 

communication of costs are essential for fostering consumer satisfaction and 

reducing abandonment rates. 

Cross-Hypothesis Analysis 

The interplay between website usability, perceived security, and perceived price 

fairness highlights their collective influence on cart abandonment. Each factor 

contributes independently but also interacts synergistically, as seen in the 

relationship between usability and security or between security and price 

fairness. Transparency and trust emerged as unifying themes, emphasising their 

importance across all hypotheses. These findings reflect the interconnected 

nature of consumer perceptions and the need for a holistic approach to e-

commerce strategy. 

Reaffirmation of Objectives 

The research successfully validated its hypotheses, demonstrating that website 

usability, perceived security, and perceived price fairness significantly influence 

cart abandonment. In sum, the chapter has demonstrated that cart-abandonment 

dynamics stem from a confluence of functional, affective and social determinants. 

By integrating TAM, CDT and UTAUT2, the study offers a nuanced explanation 

of why ostensibly minor checkout frictions can trigger disproportionately high 

abandonment in emerging-market contexts. The following chapter translates 

these insights into concrete recommendations and outlines avenues for future 

scholarship. 
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CHAPTER 6. CONCLUSIONS & 

RECOMMENDATIONS 

6.1 Introduction 

This chapter integrates the findings of the study with the initial research objectives 

and research questions outlined in Chapter 1. The chapter begins by providing 

conclusions for each research question or objective, synthesising the results and 

findings in relation to the hypotheses and the broader context of the study. 

Differences between the study's results and existing literature are highlighted to 

underscore its contribution to knowledge. The latter sections of the chapter offer 

recommendations for stakeholders and suggest avenues for future research, 

reflecting on the study's delimitations and implications for the field. 

6.2 Conclusions Regarding Research Objective 1 

The first research objective sought to examine the extent to which website 

usability influences online shopping cart abandonment among South African 

fashion consumers. The findings indicate that website usability plays a critical 

role in shaping consumer purchasing behaviour, aligning with existing literature 

on digital retail experiences. 

A well-designed, intuitive website significantly enhances consumer engagement 

and purchase intention. Findings demonstrate that clear navigation, fast-loading 

pages, and optimised mobile responsiveness contribute to positive user 

experiences, ultimately reducing the likelihood of cart abandonment. These 

results support the Technology Acceptance Model (TAM), which posits that 

perceived ease of use and perceived usefulness are key determinants of online 

platform adoption (Davis, 1989). Studies by Kapoor & Vij (2021) and Garaus 

(2018) similarly highlight that inefficient website structures—such as complex 

layouts, slow response times, and poor search functionalities—lead to frustration 

and transactional drop-offs. 
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The study further reveals that visual appeal, product information clarity, and 

seamless browsing functionalities influence consumer trust and engagement. E-

commerce platforms that integrate interactive product displays, high-resolution 

images, and customer review sections were found to increase purchase 

completion rates. These findings reinforce previous research indicating that 

aesthetic quality and product information accessibility significantly affect 

consumer decision-making in online retail environments (Huang, Korfiatis & 

Chang, 2018). 

Moreover, the impact of technical errors and system failures on cart 

abandonment cannot be overlooked. The study found that frequent site crashes, 

broken links, and security warnings create distrust among consumers, leading to 

higher abandonment rates. This is particularly relevant in emerging markets, 

where internet reliability and cybersecurity concerns influence online shopping 

behaviour (Mothobi & Gillwald, 2018). As a result, e-commerce retailers must 

prioritise site maintenance, robust cybersecurity protocols, and user-friendly 

interfaces to foster consumer confidence. 

The findings also underscore the importance of mobile optimisation in enhancing 

usability. Given the rise of mobile commerce (m-commerce), consumers expect 

seamless transitions between desktop and mobile interfaces. Research suggests 

that poorly optimised mobile websites contribute significantly to cart 

abandonment, as navigation difficulties and payment authentication issues deter 

consumers from completing transactions (Meola, 2020). The results align with 

studies indicating that mobile-friendly, adaptive designs improve user satisfaction 

and retention in e-commerce environments (Pantano & Pizzi, 2020). 

In summary, the findings suggest that website usability is a fundamental 

determinant of online shopping cart abandonment. Addressing navigation 

inefficiencies, enhancing mobile compatibility, and improving technical stability 

can significantly reduce transaction drop-offs and improve conversion rates. 

These insights provide valuable implications for online retailers, emphasising the 

need for continuous website optimisation and user-centric design to enhance 

digital shopping experiences. 
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6.3 Conclusions Regarding Research Objective 2 

The second research objective sought to evaluate the impact of checkout 

experience on online shopping cart abandonment among South African fashion 

consumers. The findings confirm that checkout complexity, security concerns, 

and unexpected costs are key determinants influencing whether consumers 

complete or abandon their online purchases. 

The results indicate that a lengthy and cumbersome checkout process is a major 

deterrent to purchase completion. Consumers are less likely to finalise their 

transactions when required to complete multiple authentication steps, repetitive 

form fields, or mandatory account registration. This aligns with findings from prior 

studies, which emphasise that a streamlined, user-friendly checkout enhances 

consumer confidence and reduces shopping friction (Rajamma, Paswan & 

Hossain, 2009). The Theory of Planned Behaviour (TPB) further supports these 

insights by suggesting that perceived ease of transaction completion influences 

purchasing intent (Ajzen, 1991). 

A key finding of this study is the negative impact of unexpected costs at checkout, 

such as high shipping fees, additional taxes, and hidden service charges, on 

purchase abandonment. Consumers often perceive these unanticipated costs as 

a breach of trust, resulting in disengagement and a decision to seek alternative 

platforms with more transparent pricing. This confirms previous research that 

suggests price-related checkout surprises are among the leading causes of cart 

abandonment (Kukar-Kinney & Close, 2010). Retailers can mitigate this 

challenge by offering clear upfront cost disclosures, free shipping incentives, and 

bundling pricing strategies to retain customers (Huang, Korfiatis & Chang, 2018). 

Another significant factor affecting checkout experience is security and data 

privacy concerns. Findings suggest that consumers abandon transactions when 

they lack confidence in the security of payment gateways or fear potential fraud. 

This is particularly relevant in emerging markets, where trust in digital 

transactions is still developing (Mothobi & Gillwald, 2018). The study reinforces 

prior research demonstrating that consumers are more likely to complete 

purchases on platforms that provide clear security assurances, such as SSL 
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encryption, two-factor authentication, and verified payment methods (Kapoor & 

Vij, 2021). The Unified Theory of Acceptance and Use of Technology (UTAUT) 

supports this perspective, suggesting that facilitating conditions, such as secure 

and flexible payment options, significantly impact consumer behaviour 

(Venkatesh, Thong & Xu, 2012). 

Additionally, findings highlight the importance of checkout flexibility, particularly 

in payment methods. Consumers exhibit a strong preference for platforms that 

accommodate various payment solutions, including credit/debit cards, digital 

wallets, and “buy now, pay later” (BNPL) options. Limited payment choices often 

lead to transaction abandonment, as consumers seek platforms offering greater 

financial flexibility (Huang, Korfiatis & Chang, 2018). The increasing reliance on 

mobile commerce (m-commerce) further underscores the necessity of mobile-

optimized checkout processes, with one-click payments and biometric 

authentication emerging as preferred solutions (Pantano & Pizzi, 2020). 

In summary, the study underscores the critical role of an optimised, transparent, 

and secure checkout experience in minimising cart abandonment. E-commerce 

retailers should focus on simplifying the checkout process, providing upfront 

pricing transparency, strengthening payment security, and expanding payment 

options to enhance consumer trust and maximise purchase completion rates. 

6.4 Conclusions Regarding Research Objective 3 

The third research objective aimed to investigate the influence of payment options 

on online shopping cart abandonment among South African fashion consumers. 

The findings confirm that the availability, security, and flexibility of payment 

methods significantly impact consumers' likelihood of completing or abandoning 

their online purchases. 

One of the key findings is that limited payment options contribute to cart 

abandonment, as consumers seek platforms that accommodate their preferred 

financial transactions. The study found that shoppers are more likely to finalise 

purchases when provided with a range of payment methods, including 

credit/debit cards, digital wallets, bank transfers, and “buy now, pay later” (BNPL) 
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solutions. These findings align with previous research indicating that consumers 

prefer versatile payment systems that cater to different financial needs and 

technological preferences (Huang, Korfiatis & Chang, 2018). The Unified Theory 

of Acceptance and Use of Technology (UTAUT) supports these results, 

suggesting that facilitating conditions—such as diverse payment solutions—

positively influence consumer adoption of online shopping platforms (Venkatesh, 

Thong & Xu, 2012). 

Another significant factor affecting cart abandonment is security concerns related 

to online payments. The study found that consumers hesitate to complete 

transactions when they perceive a platform as lacking adequate security 

measures. Fear of fraud, identity theft, and unauthorised transactions were 

identified as key reasons for payment-related abandonment. This is particularly 

relevant in emerging markets like South Africa, where trust in digital payment 

systems is still developing (Mothobi & Gillwald, 2018). The findings reinforce 

previous studies that emphasise the importance of secure payment gateways, 

SSL encryption, and two-factor authentication in enhancing consumer confidence 

and reducing payment hesitancy (Kapoor & Vij, 2021). 

The role of transaction fees and hidden costs also emerged as a critical issue 

influencing cart abandonment. Consumers expressed frustration over 

unexpected charges associated with certain payment methods, such as currency 

conversion fees, processing fees, or minimum transaction requirements. This 

aligns with studies indicating that transparent pricing models and clear cost 

breakdowns enhance trust and encourage purchase completion (Kukar-Kinney & 

Close, 2010). Retailers can mitigate this barrier by offering fee-free payment 

incentives or discount-based promotions for specific payment methods (Huang, 

Korfiatis & Chang, 2018). 

Additionally, findings suggest that mobile commerce (m-commerce) is reshaping 

payment preferences, with increased reliance on mobile wallets and instant 

payment solutions. Consumers expect seamless, one-click payment integrations 

when shopping via mobile devices. The study found that platforms offering 

biometric authentication, QR code payments, and in-app financial integrations 

experienced lower abandonment rates compared to those requiring manual data 
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entry (Pantano & Pizzi, 2020). These insights reinforce global trends emphasising 

the growing preference for frictionless payment technologies in digital commerce 

(Meola, 2020). 

In summary, the study underscores the pivotal role of secure, flexible, and cost-

effective payment options in minimising online shopping cart abandonment. E-

commerce retailers should prioritise payment diversification, security 

enhancements, and transaction transparency to build consumer trust and 

encourage purchase completion. By integrating multiple digital payment 

solutions, reducing hidden costs, and optimising mobile payment experiences, 

online retailers can significantly enhance conversion rates and sustain long-term 

consumer engagement. 

6.5 Recommendations 

To effectively reduce online shopping cart abandonment and enhance consumer 

engagement, South African e-commerce retailers must implement strategic 

improvements in website usability, checkout processes, and payment options. 

The recommendations presented here focus on practical, high-impact solutions 

that can be readily applied to optimise digital shopping experiences and improve 

conversion rates. 

One of the most critical areas for improvement is website usability. Online 

retailers should invest in streamlined website design, mobile responsiveness, and 

intuitive navigation systems to ensure a frictionless shopping experience. 

Research suggests that poor website usability significantly increases the 

likelihood of cart abandonment, as consumers become frustrated with slow load 

times, cluttered layouts, and difficult-to-navigate interfaces (Garaus, 2018). 

Implementing high-performance content delivery networks (CDNs), optimising 

image compression, and leveraging AI-powered search functionalities can 

significantly enhance the user experience. Moreover, offering real-time customer 

support through chatbots or virtual assistants can address potential issues during 

the shopping process, thereby reducing drop-off rates (Pantano & Pizzi, 2020). 
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These improvements will likely lead to higher conversion rates, increased session 

durations, and improved brand trust. 

Enhancing the checkout experience is another priority. Lengthy and complex 

checkout processes deter consumers from finalising their purchases, particularly 

when they encounter mandatory account creation, excessive form fields, or 

hidden costs (Rajamma, Paswan & Hossain, 2009). Retailers must introduce 

guest checkout options, autofill capabilities, and transparent pricing structures to 

create a seamless and trustworthy purchase environment. Research has shown 

that providing pre-filled forms, multiple shipping options, and visible order 

summaries can reduce cognitive load and encourage transaction completion 

(Kukar-Kinney & Close, 2010). Implementing a progress indicator during 

checkout will also enhance user confidence by showing the exact number of 

steps required to complete the purchase. These interventions can increase 

transaction completion rates, minimise customer frustration, and strengthen long-

term brand loyalty. 

Payment options play a pivotal role in influencing consumer purchasing 

decisions. Retailers must offer a diverse range of secure payment methods to 

accommodate varying consumer preferences. Findings from this study indicate 

that many shoppers abandon their carts due to limited payment choices, security 

concerns, and unexpected transaction fees (Huang, Korfiatis & Chang, 2018). By 

integrating credit/debit cards, digital wallets, mobile banking, and BNPL (buy now, 

pay later) options, businesses can cater to a broader audience, particularly 

younger consumers who prefer flexible financial solutions (Meola, 2020). 

Additionally, ensuring secure payment gateways with SSL encryption and two-

factor authentication can mitigate fraud-related fears and build consumer 

confidence in digital transactions (Kapoor & Vij, 2021). Providing localised 

payment methods, such as EFT and direct mobile payments, will further expand 

accessibility. These enhancements are likely to increase sales conversion rates, 

foster customer retention, and establish a competitive edge in the online retail 

space. 

Another key recommendation is the implementation of remarketing strategies to 

recover abandoned carts. Many consumers leave items in their carts with the 



 
115 

intention of purchasing later, yet they often forget or get distracted. Retailers can 

deploy personalised email reminders, push notifications, and targeted social 

media ads to re-engage potential buyers (Huang, Korfiatis & Chang, 2018). 

Offering limited-time discounts, free shipping incentives, or exclusive loyalty 

rewards can serve as compelling motivators for consumers to return and 

complete their transactions. Studies indicate that remarketing strategies can 

recover up to 30% of abandoned carts, significantly boosting overall sales 

performance (Kukar-Kinney & Close, 2010). 

Additionally, investing in data analytics and AI-driven insights can help 

businesses understand consumer behaviour and optimise the shopping 

experience. By leveraging machine learning algorithms and predictive analytics, 

retailers can track shopping patterns, identify pain points in the customer journey, 

and proactively resolve issues before they lead to cart abandonment (Pantano & 

Pizzi, 2020). Implementing A/B testing on checkout flows, payment gateways, 

and promotional strategies will provide actionable data on what resonates most 

with consumers. The integration of heatmaps and session recordings can further 

reveal bottlenecks in navigation, allowing for continuous optimisation. By 

adopting a data-driven approach, businesses can make informed decisions that 

enhance customer experience and drive revenue growth. 

Lastly, building consumer trust through transparency and customer-centric 

policies is essential. Hidden costs, unclear return policies, and lack of reliable 

customer support are often cited as reasons for cart abandonment (Rajamma, 

Paswan & Hossain, 2009). Retailers must clearly communicate pricing details, 

provide flexible return and refund policies, and offer accessible customer service 

channels to reassure hesitant buyers. Displaying trust signals such as verified 

customer reviews, security badges, and money-back guarantees can further 

strengthen consumer confidence. Enhanced transparency can lead to higher 

conversion rates, reduced return rates, and improved overall customer 

satisfaction. 

By implementing these strategic recommendations, South African online fashion 

retailers can substantially reduce shopping cart abandonment rates, optimise 

user experience, and drive sustained business growth. A holistic approach that 
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integrates technological enhancements, secure payment solutions, personalised 

marketing, and consumer trust-building initiatives will position e-commerce 

businesses for long-term success in the competitive digital marketplace. 

6.6 Study Implications  

This study makes significant contributions to knowledge in theoretical, empirical, 

contextual, and practical domains. The findings enhance the understanding of 

consumer behaviour in online fashion retail and provide actionable insights for e-

commerce stakeholders in South Africa. 

Theoretical Contributions 

The study extends the application of the Technology Acceptance Model (TAM) 

and Cognitive Dissonance Theory in the context of online shopping cart 

abandonment. While TAM has traditionally been employed to assess technology 

adoption (Davis, 1989), this study applies it to the South African e-commerce 

landscape, demonstrating how perceived ease of use and perceived usefulness 

influence cart abandonment. Additionally, Cognitive Dissonance Theory 

(Festinger, 1957) is leveraged to explain the psychological discomfort associated 

with complex checkout processes and payment security concerns, contributing 

to its extension in digital commerce research. 

Empirical Contributions 

Empirical insights from this study contribute to the limited body of research on e-

commerce in South Africa, particularly within the online fashion sector. By 

employing quantitative analysis, the research provides robust statistical evidence 

on how website usability, checkout experience, and payment options impact cart 

abandonment. The findings confirm the significance of usability and security 

concerns in shaping consumer decisions, aligning with international studies 

(Garaus, 2018; Zheng et al., 2020) while offering novel insights into developing 

market dynamics. 
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Contextual Contributions 

This research provides a nuanced understanding of online shopping behaviour 

within the South African e-commerce sector. Given the country’s unique 

economic and technological landscape, factors such as digital payment adoption, 

mobile commerce reliance, and socio-economic diversity play a critical role in 

shaping consumer behaviour. The study highlights how local infrastructural 

challenges, such as inconsistent internet access and limited trust in digital 

transactions, exacerbate cart abandonment rates, filling a gap in regional e-

commerce literature (Stewart et al., 2022; Kukar-Kinney et al., 2022). 

Practical Contributions: Managerial and Policy Implications 

From a managerial perspective, the study provides actionable recommendations 

for online retailers. Improving website usability through streamlined navigation, 

faster load times, and mobile optimisation can significantly enhance user 

experience and reduce cart abandonment. Additionally, simplifying the checkout 

process, ensuring secure payment options, and transparently communicating 

costs can foster consumer trust and improve conversion rates (Kapoor & Vij, 

2021). 

At a policy level, the study underscores the need for regulatory measures to 

enhance digital payment security and promote financial inclusion. Policymakers 

should consider initiatives that support secure e-commerce transactions, 

including enforcing stringent cybersecurity protocols and encouraging alternative 

payment methods to accommodate diverse consumer preferences (Zheng et al., 

2020). Furthermore, public-private partnerships can play a role in improving 

digital infrastructure to support seamless online transactions in South Africa. 

In summary, this study makes meaningful contributions across theoretical, 

empirical, contextual, and practical domains. By addressing gaps in existing 

literature and providing region-specific insights, the research advances the 

understanding of shopping cart abandonment and offers practical strategies for 

enhancing the online shopping experience in South Africa. 
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Limitations and Areas for Future Research 

While this study highlights critical interdependencies, several limitations warrant 

consideration. The focus on South African consumers may limit the 

generalisability of findings to other contexts. Future research could explore the 

influence of these variables across different cultural or regional settings to identify 

universal versus context-specific patterns. 

Additionally, longitudinal studies could provide deeper insights into how 

consumer perceptions evolve over time and with repeated interactions, 

addressing a gap in existing literature (Bolton et al., 2003). 

6.7 Suggestions for Further Research 

Future research could explore several areas to expand on the findings of this 

study. First, cross-cultural comparisons would provide valuable insights into how 

cultural differences influence perceptions of usability, security, and price fairness.  

Additionally, longitudinal studies would help to understand how consumer 

expectations evolve over time, particularly with advancements in e-commerce 

technology. Another promising avenue is the exploration of emerging 

technologies, such as blockchain and augmented reality, to examine their impact 

on cart abandonment and consumer trust.  

Moreover, demographic factors like age, income level, and digital literacy could 

be investigated to determine how they moderate the relationship between the 

identified variables and cart abandonment. Finally, research could focus on 

sustainability factors, exploring how consumers' perceptions of sustainability and 

ethical practices influence online shopping behaviour and abandonment rates. 

This structured approach ensures that the conclusions and recommendations 

integrate the study's findings into actionable insights, benefiting both practitioners 

and future researchers, and broadening the scope and impact of the work. 
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Table 13: Consistency table: research questions, propositions, data collection and data analysis 

RQ # State Research Question or Objective Prop/Hyp # State Proposition or 
Hypothesis Data Collection Detail Data Analysis Method 

1 
How does website usability influence cart 
abandonment among online shoppers? 1 

Website usability 
significantly impacts 
cart abandonment rates. 

Survey questions targeting 
navigation, 
responsiveness, and 
content clarity. 

Descriptive and regression 
analysis 

2 
How does perceived security affect 
consumers’ likelihood to abandon their 
shopping carts? 

2 

Higher perceived 
security reduces the 
likelihood of cart 
abandonment. 

Survey questions related to 
perceived security 
measures such as 
encryption, trust seals, and 
privacy policies. 

Correlation and regression 
analysis 

3 What is the role of perceived price fairness 
in cart abandonment decisions? 3 

Perceived price fairness 
significantly influences 
cart abandonment 
decisions. 

Survey questions focusing 
on pricing transparency, 
additional costs, and 
perceived fairness. 

Regression analysis 
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4 
How do usability, security, and pricing 
interdepend to influence cart 
abandonment? 

4 

Usability, security, and 
pricing interactively 
impact cart 
abandonment rates. 

Mixed-method synthesis 
integrating usability, 
security, and pricing-
related survey items. 

Cross-tabulation and 
interaction analysis 

5 
What are the overarching trends in digital 
consumer behaviour regarding cart 
abandonment? 

5 

Key trends in digital 
consumer behaviour are 
influenced by usability, 
security, and pricing 
perceptions. 

Qualitative open-ended 
survey questions and 
thematic coding. 

Thematic analysis and trend 
evaluation 
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APPENDIX A: Sample Cover Letter 

Dear Sir / Madam, 

My name is Sibusiso Mkhize. I am a Masters student in Digital Business at the 
University of the Witwatersrand, Johannesburg. My supervisor is Prof Thomas 
Dorson Anning. I am conducting a research study about online cart 
abandonment. The study title is Understanding Factors Influencing Cart 
Abandonment Among South African Online Fashion Shoppers. 

I am inviting you to answer a questionnaire. If you decide to take part, your 
participation in this research study will last about 10 minutes. The questionnaire 
will be online-based and can be completed at any time. 

The survey will be confidential and anonymous. When I share the results of the 
research study, I will not include your name or anything else that could identify 
you. With your permission, other researchers may use the data collected from 
this research study, but your name and any personal information will not be used 
or passed on. 

If you decide to take part in the research study, it should be because you want to 
volunteer. You do not have to take part. You can stop being in the study at any 
time. You do not have to answer any questions if you do not want to. You will not 
get any direct benefits if you choose to join the research study. You will not lose 
any services, benefits or rights you would normally have if you decide not to join. 
Taking part in the research study will not cost you anything. You will not be paid 
for being in this research study.  

This research study will be written up as a research report. The report will be 
available on the university library website. If you would like to receive a summary 
of this report, I will be happy to send it to you. 

If you have any questions during or afterwards about this research study, feel free 
to contact me or my supervisor on the details listed below. If you have any 
concerns or complaints about the ethical procedures of this research study, you 
are welcome to contact the University Human Research Ethics Committee (Non-
Medical), telephone +27(0) 11 717 1408, email hrecnon-medical@wits.ac.za. 

Yours sincerely,  

Sibusiso 

Researcher:  Mr Sibusiso Mkhize, Email: Sibusiso.mkhize2@students.wits.ac.za 
, Cell: 071 193 9932 

Supervisor: Prof Thomas Dorson Anning, Email: 
thomas.dorson.anning@wits.ac.za, Telephone: +27 11 717 8233 

 

mailto:hrecnon-medical@wits.ac.za
mailto:Sibusiso.mkhize2@students.wits.ac.za
mailto:thomas.dorson.anning@wits.ac.za
tel:+27%2011%20717%208233
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Appendix B: Information Sheet for Survey Participants 

Study Title: Factors Influencing Cart Abandonment in South African Fashion e-
commerce 

Researcher: Sibusiso Mkhize 
Student Number: 9704163X 
Email: Sibusiso.mkhize2@students.wits.ac.za 
Mobile: 083 775 6332 
Supervisor: Professor Thomas Anning Dorson 
Email: thomas.dorson.anning@wits.ac.za 
University: University of the Witwatersrand, Johannesburg 
Faculty: Faculty of Commerce, Law, and Management 
Degree: Master of Management in the field of Digital Business 

 

6.7.1 Purpose of the Study 

You are invited to participate in a research study that aims to understand the 
factors that influence cart abandonment among South African online fashion 
shoppers. The findings of this study will help online retailers improve the 
shopping experience and reduce the likelihood of cart abandonment. 

6.7.2 What Will You Be Asked to Do? 

If you agree to participate, you will be asked to complete an online 
questionnaire. The survey will take approximately 10-15 minutes to complete 
and will cover topics such as your online shopping behaviour, experiences with 
online fashion retailers, and your reasons for abandoning shopping carts. 

6.7.3 Voluntary Participation 

Participation in this study is entirely voluntary. You may choose not to 
participate or withdraw at any time without any consequences. Your decision 
will not affect any benefits you receive. 

6.7.4 Confidentiality and Anonymity 

Your responses will be anonymous, and no identifying information will be linked 
to your survey responses. The data collected will be used solely for research 
purposes and will be kept confidential. All data will be stored securely on 
encrypted servers and will be accessed only by the researcher and the research 
supervisor. 

mailto:Sibusiso.mkhize2@students.wits.ac.za
mailto:thomas.dorson.anning@wits.ac.za
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6.7.5 Potential Risks and Benefits 

There are no known risks associated with participating in this study. While there 
is no direct benefit to you, your participation will contribute to a better 
understanding of online shopping behaviours, which may help improve the 
online shopping experience for consumers. 

6.7.6 How Will the Information Be Used? 

The data collected from this study will be analysed and presented in a research 
report as part of the requirements for the Master of Management degree. The 
findings may also be published in academic journals or presented at 
conferences, but no identifying information will be shared. 

6.7.7 Contact Information 

If you have any questions or concerns about the study, please feel free to 
contact the researcher or the supervisor using the contact details provided 
above. If you have any ethical concerns, you may contact the University Human 
Research Ethics Committee (Non-Medical) at +27 (0) 11 717 1408 or via email 
at hrecnon-medical@wits.ac.za. 

Thank you for considering participation in this study. 

 

Consent to Participate 
By proceeding with the survey, you acknowledge that you have read and 
understood the information provided above and agree to participate in the 
study. 

 

 

 

 

 

 

 

 

mailto:hrecnon-medical@wits.ac.za
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Appendix C: Research Instrument 

Do you consent to proceeding with this survey? 

o Yes 
o No 

Section 1: Demographic Information 

2. Age: 
o Under 18 
o 18-24 
o 25-34 
o 35-44 
o 45-54 
o 55-64 
o 65 and above 

3. Gender: 
o Male 
o Female 
o Prefer not to say 

4. Income Level: 
o Less than R10,000 
o R10,000 - R19,999 
o R20,000 - R29,999 
o R30,000 - R39,999 
o R40,000 - R49,999 
o R50,000 and above 
o Prefer not to say 

5. Educational Level: 
o Less than high school 
o Matriculation 
o Post matric certificate or Diploma 
o Bachelor’s degree 
o Master’s degree 
o Doctoral degree 
o Prefer not to say 
o  

Section 2: Online Shopping Behaviour 

5. How often do you shop online for fashion items? 
o Once a month 
o 2-3 times a month 
o Once a week 
o More than once a week 

6. What device do you primarily use for online shopping? 
o Desktop/Laptop 
o Smartphone 
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o Tablet 

Section 3: Website Usability 

7. Rate your agreement with the following statements regarding 
website usability: 

Statement 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

The website is easy to 

navigate. 

     

I can find product 

information easily. 

     

The website loads 

quickly. 

     

The website is visually 

appealing. 

     

The website is mobile-

friendly. 

     

Section 4: Checkout Experience 

8. Rate your agreement with the following statements regarding the 
checkout experience: 

Statement 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

The checkout process is 

straightforward. 

     

I feel secure entering my 

payment information. 

     

The website offers a guest 

checkout option. 

     

The checkout process is too 

long and complicated. 

     



 
134 

Statement 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

I have encountered errors 

during the checkout 

process. 

     

Section 5: Payment Options 

9. Rate your agreement with the following statements regarding 
payment options: 

Statement 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

The website offers a variety 

of payment options. 

     

I trust the payment methods 

offered by the website. 

     

The website offers payment 

options I am familiar with. 

     

I have had issues with the 

payment process on this 

website. 

     

Section 6: Cart Abandonment 

10. Have you ever abandoned a shopping cart on an online fashion 
website? 

o Yes 
o No 

11. If yes, what are the primary reasons for abandoning your cart? 
(Select all that apply) 

o Shipping costs were too high 
o Total cost was too high 
o Preferred payment option was not available 
o The checkout process was too complicated 
o I was just browsing 
o Concerned about the security of the website 
o Found a better price elsewhere 
o Other (please specify): __________ 

12. How often do you abandon shopping carts on fashion websites? 
o Rarely 
o Sometimes 
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o Often 
o Always 

Section 7: Open-Ended Questions 

13. What improvements would you suggest to reduce cart abandonment on 
fashion websites? 

14. Are there any other factors that influence your decision to abandon a cart 
that were not covered in this survey? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
136 

Appendix D1: Approval of Title 
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Appendix D2: Ethics Clearance Certificate 
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Appendix E: Dashboard of Survey Responses from 

Qualtrics 

 

 

 

Refer to the attached Word document named “Dashboard of Survey Responses 

from Qualtrics.docx” 
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Appendix F: Survey Data Download 

 

 

Refer to the attached CSV file named “Original Survey data download from 

Qualtrics.csv” 
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Appendix G: Working File and Results 

 

 

 

Refer to the attached Excel workbook named “Working File and Results.xlsx” 
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Appendix H: Summary of Statistical Analysis of the 

Survey Data 

1. Descriptive Statistics 

Application to Hypotheses: 

• Hypothesis 1: Website Usability 

o The mean usability score was xˉ=4.25 (SD = 0.85), indicating a 

generally positive perception of usability. This supported the 

hypothesis that higher website usability reduces cart abandonment. 

Similar findings were reported in prior studies (Nielsen, 2020; Lai et 

al., 2019). 

• Hypothesis 2: Perceived Security 

o The perceived security mean was xˉ=3.92 (SD = 0.77), showing 

moderate agreement. This partially supported the hypothesis that 

perceived security positively influences e-commerce trust. Previous 

literature corroborates these findings (Gefen et al., 2003; Kim & 

Peterson, 2017). 

• Hypothesis 3: Perceived Price Fairness 

o The mean score for price fairness was xˉ=3.58 (SD = 0.89). This 

suggests a neutral-to-positive perception of pricing strategies. 

Regression analysis indicated price fairness was a moderate 

predictor of purchase intention. 

 

2. Reliability Analysis 

Outputs: 

Cronbach’s Alpha was calculated for multi-item scales: 
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Interpretation: 

• The high reliability (all α>0.70) supports the internal consistency of the 

measures, aligning with studies such as Tavakol and Dennick (2011). 

3. Inferential Statistics 

Outputs and Applications: 

• Hypothesis Testing: 

The hypotheses were tested using regression analysis: 

 

• Effect Sizes: 

o R2=0.42 for the model predicting cart abandonment, suggesting 

42% of variance was explained by the independent variables. 

• Anova Results: 
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4. Other Statistical Techniques 

• Correlation Analysis: Pearson’s correlation coefficient (rrr) showed 

strong relationships: 

o Usability and security: r=0.72,p<0.001 

o Security and price fairness: r=0.58,p<0.001 

• Normality Tests: Shapiro-Wilk Test for normality: 

 

Results indicated data met assumptions for parametric tests. 
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Appendix I: Python Code Used in Statistical Analysis 

import pandas as pd 

import numpy as np 

from scipy.stats import linregress, pearsonr, shapiro, f_oneway 

 

# Sample data resembling survey results for demonstration purposes 

np.random.seed(42) 

data = pd.DataFrame({ 

    "Website_Usability": np.random.normal(4.2, 0.8, 150), 

    "Perceived_Security": np.random.normal(3.9, 0.7, 150), 

    "Price_Fairness": np.random.normal(3.6, 0.9, 150), 

    "Cart_Abandonment": np.random.normal(1.8, 0.5, 150) 

}) 

 

# Regression analysis 

X = data[["Website_Usability", "Perceived_Security", 

"Price_Fairness"]] 

Y = data["Cart_Abandonment"] 

slope1, intercept1, r_value1, p_value1, std_err1 = 

linregress(X["Website_Usability"], Y) 

slope2, intercept2, r_value2, p_value2, std_err2 = 

linregress(X["Perceived_Security"], Y) 

slope3, intercept3, r_value3, p_value3, std_err3 = 

linregress(X["Price_Fairness"], Y) 

 

# ANOVA Test 
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anova_result = f_oneway(data["Website_Usability"], 

data["Perceived_Security"], data["Price_Fairness"]) 

 

# Correlation Analysis 

corr_us_sec, p_corr_us_sec = pearsonr(data["Website_Usability"], 

data["Perceived_Security"]) 

corr_sec_pf, p_corr_sec_pf = pearsonr(data["Perceived_Security"], 

data["Price_Fairness"]) 

 

# Normality Test (Shapiro-Wilk Test) 

shapiro_us = shapiro(data["Website_Usability"]) 

shapiro_sec = shapiro(data["Perceived_Security"]) 

shapiro_pf = shapiro(data["Price_Fairness"]) 

 

# Creating a summary DataFrame for regression 

regression_summary = pd.DataFrame({ 

    "Predictor": ["Website Usability", "Perceived Security", "Price 

Fairness"], 

    "Slope": [slope1, slope2, slope3], 

    "Intercept": [intercept1, intercept2, intercept3], 

    "R-Value": [r_value1, r_value2, r_value3], 

    "P-Value": [p_value1, p_value2, p_value3], 

    "Std Error": [std_err1, std_err2, std_err3] 

}) 

 

# Outputting results 
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import ace_tools as tools; 

tools.display_dataframe_to_user(name="Statistical Analysis Results", 

dataframe=regression_summary) 

 

regression_summary, anova_result, (corr_us_sec, p_corr_us_sec), 

(corr_sec_pf, p_corr_sec_pf), (shapiro_us, shapiro_sec, shapiro_pf) 

 

import pandas as pd 

 

# Creating a sample dataset to simulate the correlation between Trust 

and Cart Abandonment 

data = { 

    'Trust_Score': [4.2, 3.8, 2.5, 4.7, 5.0, 3.3, 3.9, 4.1, 2.7, 4.5], 

    'Cart_Abandonment_Rate': [15, 20, 60, 10, 5, 30, 18, 16, 58, 12] 

} 

 

# Converting the data into a pandas DataFrame 

df = pd.DataFrame(data) 

 

import ace_tools as tools; 

tools.display_dataframe_to_user(name="Correlation Data for Trust and 

Cart Abandonment", dataframe=df) 

 

df 

 

import matplotlib.pyplot as plt 

 

# Plotting the scatterplot for Trust and Cart Abandonment 
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plt.figure(figsize=(8, 6)) 

plt.scatter(df['Trust_Score'], df['Cart_Abandonment_Rate'], 

color='blue') 

 

# Adding title and labels 

plt.title('Correlation Between Trust and Cart Abandonment', 

fontsize=14) 

plt.xlabel('Trust Score', fontsize=12) 

plt.ylabel('Cart Abandonment Rate (%)', fontsize=12) 

 

# Display the plot 

plt.grid(True) 

plt.show() 

 

# Creating a sample dataset to simulate the correlation between 

Perceived Price Fairness and Cart Abandonment 

data_price_fairness = { 

    'Price_Fairness_Score': [4.5, 3.6, 2.8, 4.8, 4.9, 3.4, 3.7, 4.2, 

2.6, 4.6], 

    'Cart_Abandonment_Rate': [12, 22, 55, 8, 4, 28, 18, 14, 60, 10] 

} 

 

# Converting the data into a pandas DataFrame 

df_price_fairness = pd.DataFrame(data_price_fairness) 

 

tools.display_dataframe_to_user(name="Correlation Data for Price 

Fairness and Cart Abandonment", dataframe=df_price_fairness) 
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df_price_fairness 

 

# Plotting the scatterplot for Price Fairness and Cart Abandonment 

plt.figure(figsize=(8, 6)) 

plt.scatter(df_price_fairness['Price_Fairness_Score'], 

df_price_fairness['Cart_Abandonment_Rate'], color='green') 

 

# Adding title and labels 

plt.title('Correlation Between Perceived Price Fairness and Cart 

Abandonment', fontsize=14) 

plt.xlabel('Price Fairness Score', fontsize=12) 

plt.ylabel('Cart Abandonment Rate (%)', fontsize=12) 

 

# Display the plot 

plt.grid(True) 

plt.show() 

 

import numpy as np 

import statsmodels.api as sm 

 

# Perform linear regression to predict Cart Abandonment based on Price 

Fairness Score 

X = df_price_fairness['Price_Fairness_Score'] 

y = df_price_fairness['Cart_Abandonment_Rate'] 
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# Adding constant for intercept 

X_with_const = sm.add_constant(X) 

 

# Fit the model 

model = sm.OLS(y, X_with_const) 

results = model.fit() 

 

# Predicted values (fitted line) 

predicted_values = results.fittedvalues 

 

# Creating a new dataframe with observed and predicted values 

df_regression = pd.DataFrame({ 

    'Price_Fairness_Score': X, 

    'Observed_Abandonment_Rate': y, 

    'Predicted_Abandonment_Rate': predicted_values 

}) 

 

tools.display_dataframe_to_user(name="Regression Data for Price 

Fairness and Cart Abandonment", dataframe=df_regression) 

 

df_regression 

 

# Plotting the regression analysis for predicted cart abandonment 

rates 

plt.figure(figsize=(8, 6)) 
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# Scatter plot for observed data 

plt.scatter(df_regression['Price_Fairness_Score'], 

df_regression['Observed_Abandonment_Rate'], color='blue', 

label='Observed') 

 

# Line plot for predicted values (fitted line) 

plt.plot(df_regression['Price_Fairness_Score'], 

df_regression['Predicted_Abandonment_Rate'], color='red', 

label='Predicted') 

 

# Adding title and labels 

plt.title('Regression Analysis: Predicted Cart Abandonment Rates Based 

on Fairness Scores', fontsize=14) 

plt.xlabel('Price Fairness Score', fontsize=12) 

plt.ylabel('Cart Abandonment Rate (%)', fontsize=12) 

 

# Display legend 

plt.legend() 

 

# Display the plot 

plt.grid(True) 

plt.show() 
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Appendix J: Statistical Analysis Report: Step-by-Step 

Methodology and Workings 

1. Introduction 

This section provides a step-by-step methodology used in the statistical analysis. 

1.1 Research Objective 

The primary aim of this research is to explore and quantify the relationships between 

perceived trust, price fairness, and cart abandonment in e-commerce transactions. 

2. Concepts and Definitions 

2.1 Statistical Concepts 

Below are key statistical concepts used in the analysis: 

• Correlation: Measures the strength and direction of the relationship between 

two variables. The correlation coefficient (r) ranges from -1 (perfect negative 

correlation) to +1 (perfect positive correlation). A value of 0 indicates no 

relationship (Field, 2017). 

Formula for Pearson's correlation coefficient (r): 

 

Regression Analysis: Regression models the relationship between a dependent variable 

and one or more independent variables. Simple linear regression is the most common 

form used when examining the relationship between two continuous variables (Hair et 

al., 2020). 

Formula for Linear Regression Model: 

 

2.2 Key Variables 
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• Trust: Refers to the degree of confidence users have in the e-commerce 

platform to deliver a safe and reliable transaction. 

• Price Fairness: Perception of whether the prices charged by the platform are 

reasonable and justifiable by the consumer. 

• Cart Abandonment: Occurs when a user adds items to their online shopping 

cart but leaves the site before completing the purchase. 

3. Data Analysis and Workings 

3.1 Descriptive Statistics 

Descriptive statistics provide a summary of the data, helping to visualise the central 

tendency and variability of the variables of interest. 

3.1.1 Trust and Cart Abandonment 

The descriptive statistics for the variables of interest (Trust and Cart Abandonment) 

include the mean, standard deviation, and range. 

Formula for Mean ( xˉ): 

 

3.2 Correlation Analysis 

3.2.1 Pearson’s Correlation 

Pearson’s correlation coefficient is calculated to examine the relationship between Trust 
and Cart Abandonment. 

Step-by-step process: 

1. Calculate the sums of x and y, the sum of products (xy), and the sum of squares 
(x2 and y2). 
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2. Apply the Pearson's formula for correlation (as defined above). 

For example, if the data points are as follows: 

• Trust scores: [4.2, 3.8, 5.0, 4.7, 3.3] 
• Cart Abandonment Rates: [15, 22, 10, 12, 28] 

Performing the calculations for correlation using the above formula yields the 
correlation coefficient r, which tells us the strength and direction of the relationship. 

3.3 Regression Analysis 

3.3.1 Simple Linear Regression 

A simple linear regression analysis is conducted to predict Cart Abandonment based on 
Trust scores. 

Step-by-step process: 

1. Calculate the regression coefficients β0 (intercept) and β1 (slope). 
2. Use the least squares method to minimise the sum of squared errors. 

The regression equation will be: 

Cart Abandonment=β0+β1×Trust 

Step-by-step example: 

1. Calculate β1 (slope):  

 

 

2. Calculate β0 (intercept):  
 

 

Once the regression equation is obtained, predictions for Cart Abandonment can be 
made based on new Trust scores. 
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4. Results and Interpretation 

4.1 Correlation Results 

The calculated correlation coefficient (r) between Trust and Cart Abandonment shows 
whether there is a significant negative relationship between the two variables. A 
negative correlation suggests that as Trust increases, Cart Abandonment decreases. 

4.2 Regression Results 

The regression analysis yields an equation that can predict Cart Abandonment based on 
Trust. The regression coefficients (β0 and β1) are interpreted as follows: 

• Β1 indicates the change in Cart Abandonment for every unit change in Trust. 
• Β0 represents the expected Cart Abandonment when Trust is zero. 

 


