SOCIETY FOR SCIENCE AND EDUCATION
UNITED KINGDOM

TNC TRANSACTIONS ON
VOLUME 6, No. 5
NETWORKS AND COMMUNICATIONS ISSN: 2054 -7420

Consumer Perceptions towards Online Retailing in Botswana: A
Case Study of the University of Botswana

Mashoko T. Dzimiri, Katlego A. Thamage, Mogotsinyana Mapharing, Elang Basuhi, Ishmael Radikoko
University of Botswana, Department of Accounting and Finance
mashokodzimiri@gmail.com; thamagekatlego@gmail.com; mogotsinyana.mapharing@mopipi.ub.bw
basuhie@ub.ac.bw; radikokoi@ub.ac.bw

ABSTRACT

The study was premised on assessing the existing customer perceptions towards online retailing in
Botswana. In particular, the study used University of Botswana staff and students as a case study. Data
for this study was collected through questionnaires given to students and staff of the University of
Botswana. Descriptive statistics and Independent t-tests were used to analyse the results. The results from
this study indicate that consumers in the University of Botswana utilise traditional shopping more than
online shopping. Though accessible by people of all income, online shopping is perceived to be risky and
needs a skillful internet user. Delivery concerns, technology specific innovativeness and financial risk were
found to negatively influence online shopping behavior. On the other hand, subjective norms, good return
policy and convenience were found to positively influence online shopping behavior. The findings from
this study provide a first glance at existing customer perceptions in Botswana which should encourage
further and more extensive research to yield more generalizable results that reflect consumer
perceptions. Local retailers or businesses will find these results useful as these will help them narrow their
focus on how to sway consumers to use their online shops.
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1 Introduction

The internet has without doubt been considered one of the 50 Greatest breakthroughs since the invention
of the Wheel [1]. In that light, the internet has changed several aspects of human life particularly how we
interact, learn and govern ourselves and especially how business is conducted[2]. A great example of such
technological change in business conduct is the emergence of online retailing which started off as a mere
alternative method of selling products. Consequently, it has grown phenomenally over the years from a
feasible sales channel to a lucrative retail sector that is redefining the retail landscape. For example,
through online retailing, traditional retail businesses have managed to tap into other markets beyond
geographical limitations, reduce overhead costs, generate more revenues, increase market share and
increase online presence [3] . Additionally, customers benefit more from the improved customer service
delivered through online retailing.

The prominence of online retailing is especially evident in more developed countries particularly China
and the United States. In 2014, the two countries jointly controlled 55% of global internet retail sales,
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which in total were expected to top an astounding estimate of $22 trillion with the figure being expected
to grow in the following years[4]. Examples of such online retail businesses pioneering this exemplary
performance included brick and mortar companies which adopted online retailing such as Wal-Mart
stores Inc. (USA) and Tmall (China); as well as self-operating website businesses such as Amazon (USA)
and Alibaba (China), all of which earned billions in remarkable sales and revenue performance through
online retailing [5, 6]. Further to that, [7] posits that online retailing shops have substantially benefitted
from this sales alternative, such that companies such as Amazon.com have achieved superior performance
making it the 8% largest retailer in the world.

In the African context, the ever increasing development in internet connectivity infrastructure and online
usage has increased phenomenally in developing countries, particularly those in the African continent.
The number of internet users in Africa was estimated to be close to 453 million, conveying an astounding
growth rate of 9,942% from 2000 to 2017 as at 31 December 2017 [8]. Such increase in internet usage has
led to the recent adoption and emergence of internet retailing albeit its infancy stage. Despite such, online
retailing has been adopted by a majority of African countries such as Egypt, Nigeria, South Africa, Angola,
and Kenya which stand as Africa’s leaders in online retail, with a combined total online retail sales of close
to $4 billion [9] .

Early adopters of the online retailing concept include a majority of the top 10 retailers in Africa which
happen to be notable brick and mortar companies such as Shoprite Holdings Ltd, Woolworths Holdings
Ltd, and Pick n Pay Stores Ltd. The three retailers performed exceptionally well in sales and revenue in
2013. Another interesting fact is these all originate from South Africa[9]. Notable online retail website
companies such as Jumia, Kaymu and Konga have also seen prosperity in online retailing growing beyond
their country of origin (Nigeria) and expanding across the African continent[9]. Similarly, internet usage in
Botswana has significantly increased over the years due to much improvement in internet connectivity by
government and internet providing companies. This is conveyed by 36.7% of the population using the
internet[10]. By extension, the researchers intend to explore online retail usage perceptions in Botswana
context. We extend on the conceptual model used by [11] in assessing factors affecting Indian consumers’
online buying behavior by incorporating other perceptual dimensions such as demographics.

1.1 Problem Statement

Recently, companies in Botswana have started to adopt online retailing which includes Sefalana Holdings,
which is the first brick and mortar retail group to launch an online shopping site in Botswana. Online
shopping companies such as shop360 and Skymartbw (Pty) Ltd have also established themselves in an
effort to pioneer and benefit from the prospect of online retailing in Botswana. However, despite such
emergence of such promising online retailers, online usage statistics indicate that out of the entire
internet user population in 2014, only 7.4% used the internet to purchase goods and services[10]. As a
result, the key question is what are the factors influencing or deterring consumers to utilise online retailing
stores in Botswana?

1.2 Research Objectives

The overall objective of this paper is to explore consumer perceptions on online retailing in Botswana. In
particular, this study aims to:

1. Identify and assess the existing customer perceptions towards online retailing
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1.3 Significance of the Study

The study is focused on the consumer perceptions towards online retailing among University of Botswana
students and employees. As already outlined, online retailing is still at its infancy stage in Botswana.
Nevertheless, Botswana retail businesses could greatly benefit from such a lucrative online presence.
Therefore it is imperative that online retail businesses understand their target market in order to succeed
in online retailing. Thus, this study aims to provide valuable insight into the perceptions that customers
hold towards online retailing. Businesses can then use such valuable knowledge to better market
themselves to their target market and increase their customer base, revenues and profitability. More
importantly, the Botswana economy could greatly benefit from the success of these online businesses as
this will provide needed tax revenue and thus contribute towards the GDP, promote diversity, and
increase export presence in the global market.

This study is divided into five sections. Section 1 is the Introduction and section 2 covers Literature review.
Methodology is covered in section 3 and section 4 covers the Analysis of data, findings and discussions.
Meanwhile, conclusions and recommendations are covered in section 5.

2 Literature Review

2.1 Theoretical Review

The Theory of Planned Behaviour (TPB) has been used in prior studies to assess consumer perceptions
and online retailing (Azjen, 1985, 1991; Azjen & Fishbein, 1980), as cited in [11]. However, conceptual
model proposed to assess perceptions of consumers towards online retailing in Botswana is the modified
Theory of Planned Behavior (TPB). This conceptual framework was particularly used by [11] in their study
assessing factors affecting Indian consumers’ online buying behavior. The theory is appropriate for this
study as it explains behaviors over which individuals have incomplete voluntary control. In other words,
the theory predicts deliberate behavior due to the fact that behavior can be deliberate and planned [12]
The conceptual model is presented in Figure 1.

Perceived Risks

Financial Risk
Product Risk

Service and
Infrastructure

Delivery Concerns
Return Policy

Technology H4
Specific
Innovativeness

Online Shopping
Behaviour
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Behavioural H7 \ )
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Source: Sinha & Kim, 2012

Figure 1: Conceptual model of factors influencing Botswana shoppers’ online shopping behavior
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This modified Theory of Planned Behavior assumes that online shopping behavior is influenced by several
factors, the four most common being attitude, subjective norm, perceived behavioral control and
technology specific innovativeness as discussed below:

Attitude: [11]), note that a consumer attitude towards performing a behavior has been proven as a strong
predictor of behavior. The researchers further state that the attitude can be considered in several contexts
which include customers’ acceptance of the internet as a shopping channel, customer attitudes in
preference of a specific internet retailer as well as attitude towards online shopping as a whole. In
addition, [11]) indicates that consumer attitude is further influenced by other factors such as (1) perceived
risks and (2) service and infrastructure.

A perceived risk refers to the nature and amount of risk perceived by a consumer in contemplating a
particular purchase decision. Basically, this refers to all the risks the consumer considers in making the
decision to purchase online. Key risks in the online retailing context include:

Financial risk: Risk involved in engaging in a financial transaction through the internet such as risk
of being hacked, or being a victim of fraud etc.

Product risk: Risk involved in receiving the undesired product different from the one displayed on
the online retailing stores.

Convenience risk: Referred to as the discontent arising from shopping via online retailing stores.

Service and infrastructural variables on the other hand includes all variables related to service and
infrastructural deficiencies in the country that affect consumers’ attitude towards online retailing.

Subjective norm: Subjective norms reflect a consumer’s perceptions influenced significantly by others
such as friends, family, authority figures and media [11].

Perceived behavioral control: Another influential factor in online consumer behavior, the perceived
behavioral control accounts for consumers’ perceptions in their ability to perform a given behavior [11].
Subsequently, this sheds light on the possible internal and external constraints which a consumer faces
and which in turn affect their behavior towards online retailing.

Technology specific innovativeness: According to [11], this refers to the degree to which an individual is
relatively earlier in adopting an innovation than other members of their system. Basically, this conveys
the extent to which an individual goes outside their usual shopping routine and rather actively pursues
engaging in new technological innovations.

Essentially, the modified theory of Planned Behavior though used in a different but similar research is a
feasible conceptual framework for this study which is aimed at evaluating the customer perceptions
towards online retailing in Botswana. According to [13], perception is the first impression that an
individual draws and on the basis of it selects and interprets information to form a meaningful picture of
the world. Subsequently, as observed by the framework, perceptions play important role in influencing
the attitudes as well as other factors crucial to motivating online consumer behavior as well as online
shopping rate [14, 15].

2.2 Empirical review

This sub-section explores previous empirical studies carried out on the perceptions of consumers on
online retailing in other countries, and in particular, focusing on the factors identified in the conceptual
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framework(attitude, subjective norms, perceived behavioral control, technology specific innovativeness)

and any other factors identified in relevant literature.
2.2.1 Attitude

Attitude towards a behavior refers to the degree to which a person has a favorable or unfavorable
evaluation of the behavior in question[16]. In the context of online shopping, [17]consider attitudes to
be the consumers’ positive or negative feelings related to accomplishing the purchasing behavior on the
internet. A study by [18] highlights that an individual’s shopping choice is influenced by four key factors
which they identify to be motivation, perception, learning and beliefs, and attitudes. Attitude thus serves
as a bridge between consumers’ background characteristics and the consumption that satisfies their
needs[19]. [11] in their modified version of the Theory of Planned behavior, convey that attitude can be
influenced by the following key perception factors, in particular, (1)perceived risk and (2) Service and
Infrastructure variables:

Perceived risk: [20] defines risk as the measure of probability and the weight of undesired
consequences.[21] defines risk as the effect of uncertainty on objectives. [22] identifed perceived risk to
be the degree to which a person expresses uncertainty about a service or good and particularly the
consequence. In the context of online retailing, [11] consider perceived risk as the risk or uncertainty
inherent in a decision to purchase from online retailers. Perceived risk is considered to directly affect
online consumer behavior and their intention to purchase [23-26]. Thus, in doing so, the researchers
convey that there is a negative relationship or correlation between consumer perceived risk and consumer
intention to purchase online. This indicates that when consumer perceived risk is high, the consumer
intention to purchase online is low [23]. As noted in [27],” risk is a word that has various meanings to
various people”. Therefore, due to the differing viewpoints of perceived risk, there is need to
contextualize the risk to reflect the key factors being assessed. Possibly in view of this and to best aid the
purpose of their study, [11] broke down perceived risk into 3 key subdimensions which are (1)finacial risk,
(2) product risk and (3) convenience risk as reviewed below:

Financial Risk: defined as the likelihood of suffering a monetary loss from a purchase [28, 29]. [30] note
that there are different reasons why online shoppers may suffer financial loss such as price and security.

Price can be defined as the consumer’s perceptual representation or subjective perception of the
objective price of the product[31]. The promise of greater savings is one of the major motives drawing
consumers to shop online[32]. According to [33] price is a critical factor in customers using online
shopping. Online shoppers find it difficult to determine whether the price offered by online retailing sites
is indeed the lowest at that point in time [30]. [34] further add that the perception of such financial risk
explains why online shoppers abandon carts. Additional costs associated with shopping online such as
shipping and delivery costs had been also identifed to deter consumers from shopping online[35].

On the other hand, [36] highlights that security is another critical factor for any success to occur in online
retailing. The statement was further cemented by [37][37][37]who state that without proper security,
online shoppers would lack significant confidence in using online shopping which would ultimately affect
these online retailing stores. [30] highlights that the main security concern and cause of financial loss
highlighted was credit card fraud. [38] shares this view as they highlight that the primary reason indicated

by most shoppers who preferred not to shop online was due to the fear of revealing personal credit card
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information to retailers over the internet. The view is further emphasized by [39], whose findings indicate
that close to 70% of the US internet shopping population limit their online purchases because of concerns
related to the privacy and safety of their personal information. Despite privacy concerns being frequently
cited for not purchasing online, it did not have any significant influence on purchasing behaviors
suggesting that privacy concerns may not deter shopping among current online shoppers[40] .

Further, findings from previous research indicate that perceived financial risk is the most consistent
predictor of internet patronage behavior [40].[40] further indicate that perceived financial risk was a
significant predictor for searching with intent to buy, amount spent on the Web and frequency of
purchasing online. Thus, this further conveys that financial risk is likely to deter Internet shoppers from
initiating the Internet shopping process or cause them to be more selective regarding which online
retailing sites they patronize as well as further reducing the amount they could have spent had they not
been concerned with this financial risk [40] .

Product Risk also known or considered as performance risk, is defined as the probability of the item failing
to meet the performance requirements originally intended[41]. [30]indicates that product risk has been
reported as the most frequently cited reason for not shopping online. Furthermore, product risk has been
identifed to have significant impact on the frequency of purchasing online[40].[40] note that product
performance risk was frequently cited as the reason for not purchasing online, however the impact of that
risk was limited to only the frequency of purchasing online. The researchers further indicate that the
limited effect of product risk on shopping behaviors suggests that concerns regarding product
performance may be less of a deterrent to internet patronage behavior among current Internet shoppers
than previously thought [40].

Convenience risk: A distinct characteristic of online shopping is its convenience and it has been found to
be the major motive for consumers to shop online [42, 43].[23] defines convenience risk as the risk
associated with how the consumer perceives the delay in delivery time, the quality delivered, the after
sale services and the relationship with the online vendors. However, out of the noted key points, the risk
is mostly focused on the quality provided through the online service [23]. Convenience risk was noted to
be a significant predictor of the frequency of searching with intent to buy and frequency of purchasing
online but not the amount spent on the web [40]. This suggests some Internet shoppers may hesitate to
shop online due to concerns about inconvenience or delays in receiving merchandise [40].

Service and infrastructure variables: This refers to the additional challenges facing e-commerce diffusion
particularly in developing countries such as internet connectivity [11]. According to [11], developing
countries such as India face challenges such as lack of telecomunications infrastructure throughout the
country which ultimately affects use and support of online retailing stores. Further, there are Delivery
Concerns which encompasses all the concerns associated with delivery of the product ordered, such as
shipping fees, delayed delivery and/or not receiving a product ordered [11]. The researchers further
highlight that in India this has proven to be a significant concern as postal couriers are unreliable and
relatively risky forcing online shoppers to choose the government postal courier which is more reliable.
However, this result in increased costs as it is more expensive. In addition to that, there are issues with
Return Policy. [36] in their study note that online retailers should have refund policies to convince online
consumers that they easily return products and get refunds if they are dissatisfied or exchange products
for free within a reasonable timeframe. However, the ease of return policies is frequently cited as a
concern to online shoppers[44].
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2.2.2 Subjective norms

[23] note that consumer buying decisions are highly affected by the opinions and decisions of others. As
was further cited by [45], word-of-mouth marketing is a fundamental part of the marketing process as
consumers greatly rely on advice of other people when they make potential purchase decisions.

2.2.3 Perceived behavioral control

This refers to the additional construct added to extend the Theory of Reasoned Action (TRA) into the
Theory of Planned Behavior as a determinant of behavioral intention and behavior [11]. Perceived
behavioral control refers to individuals’ perceptions of their ability to perform a given behavior[46]. Such
perceptions can influence the behavior directly or indirectly through behavioral intentions[47]. [48] note
that consumer willingness and preference for adopting online shopping was positively related to income,
household size and innovativeness. This correlates with the view by [11] that perceived behavioral control
reflects perceptions of internal constraints (self-efficacy) as well as external constraints on behavior like
availability of resources. In addition, the researchers indicate that unless control over a behavior exists,
intentions will not be a sufficient as the predictor of the behavior[47].[49] highlights that Perceived
Behavioral Control directly affects online shopping behavior.

2.2.4 Technology specific innovativeness (TSI)

[48] posits that consumer willingness to and preference for adopting online shopping was positively
related to innovativeness amongst other factors. [11] further highlights that Technology specific
innovativeness conveys the extent to which an individual goes outside their usual shopping routine and
rather actively pursues engaging in new technological innovations. However in order to use online
shopping, individuals require necessary computer skills and thus those uncomfortable with the use of a
computer will likely find shopping at a traditional store easier and faster than through online retailing
sites[50].

2.2.5 Other perceptual dimensions Satisfaction:

[51] found consumer satisfaction as essential in order to gain better financial performance of services in
a company which is considered the second most important thing to such companies, next to gaining profit.

Demographics:

[52] established that motivational factors as well as age and gender impacted the likelihood of online
purchasing.

Gender is an important factor in explaining several differences in consumers’ shopping behaviors and
perception of goods[53]. [52] highlight that older males were found to have the highest online purchasing
behavior. This might be explained further by [40] who found that women perceived more financial risks
associated with online shopping than men. Women also portrayed more privacy concerns and perceived
risks, all which may be viewed as reasons explaining the unfavorable attitude by women towards online
shopping [54, 55]. However, [56] concluded that gender had no significant influence on shopping
behavior.

In terms of age, [52] highlights that older internet users were more likely to buy online as compared to

younger users. This might be better explained by [57] who notes that internet shoppers tend to be older
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and have high levels of income. This is so because younger users often do not have credit cards and thus
are unable to purchase online[58]. Further, older generations were found to comparatively be more likely
to purchase because they spend less time by searching for fewer products [59]. However, [59] further
highlighted that younger internet users spend more time searching for many products as much as they
purchased almost the same quantity of products as older generations. Meanwhile, [40] note that age was
found to be a predictor of amount spent online, however did not predict other shopping behaviors.

Experience is viewed as a complex and developing structure as there are no two exactly similar
experiences, but there are various experiences perceived differently[60]. Experience in this case refers to
undergoing or encountering online shopping. Intention to shop online is related to past purchasing
experience and directly influences internet shopping behavior[50]. Such past online shopping experiences
have been identified to have significant influence on purchasing intention [61, 62]. However, [63]
conducted a study in Indonesia, the direct effect of experience on purchasing intention was found to be
insignificant. However, [40] note that despite the potential impact of such demographical characteristics,
they are found to have little consistent impact on online shopping behaviors.

Based on the reviewed literature, the following seven hypotheses were formulated;

H1la: There is a negative relationship between financial risk and attitude towards online retailing

H1lb: There is a negative relationship between product risk and attitude towards online retailing

Hlc: There is a negative relationship between convenience risk and attitude towards online retailing
H2: The fear of product delivery will negatively affect attitudes towards online shopping

H3: A good return policy will positively affect attitudes towards online shopping

H4: There is a positive relationship between technology specific innovativeness (TSI) and online retailing

H5: There is a positive relationship between subjective norms (opinion and decision of significant others
such as relatives, friends, peers) and online retailing

H6: There is direct relationship between attitude and online retailing
H7a: Older generations are perceived to use more online retailing than younger ones

H7b: Males are perceived to use more online retailing than female counterparts

3 Methodology
The study adopted a positivism philosophy as credible data could only be derived through quantitative
analysis of phenomena observed [64]. Due to the positivist nature of the research, a deductive approach
was adopted. This approach represents the most common view of the relationship between theory and
research and results received from this approach are developed through logical reasoning [65]. A survey
was conducted using a questionnaire to collect data on consumer perceptions towards online retailing.

The target population for the study was the University of Botswana community. Thus a sample was taken
comprising of university students and staff, academic and non-academic staff (administration staff).
Justification for University of Botswana community was that:

i Internet Access: The University of Botswana provided year-round unlimited internet and
Wi-Fi connectivity to staff and students at the campus.
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ii.  Computer literate: The University of Botswana staff is highly qualified and proficient in

the use of computers. Students during the first academic year must take an Information
and Communication Technology course that provide sufficient basic understanding of
how to use the computer and internet.

iii. Financial Resources: The salaries and wages for employees are credited into their bank
accounts thus meaning that such employees all had either a debit or credit card. Students
on the other hand, had debit cards made possible by the government sponsorship
agreement which resulted in debit cards being issued to students in order to access their
monthly allowance stipend.

Based on the gender proportions of the internet users population in Botswana which stood at 240 871
males and 252 913 females as at 31 December 2014 [8], a quota and convenient sampling technique was
applied to determine the study sample. Using 0.01% proportion from each quota of the population the
sample size of the study was determined. Effectively, meaning that 24 males and 26 females were selected
to make up the study sample.

The time horizon for the study was a cross sectional one, as such this study was conducted once off and
represented the consumer perceptions towards online retailing prevalent during the period April-May
2017.

The study used primary data that was collected using a questionnaire that had two sections, the first
section being for the background information of respondents and second section having questions of their
perceptions towards online retailing. They were closed ended questions based on Likert scale and
respondents were asked to state their opinion or preference for in response to the particular question on
a scale given.

IBM SPSS Statistics 24 software was used to analyse the data from the questionnaire through descriptive
statistics, frequency tabulations, independent t-tests and as well as cross-tabulations.

4 Empirical Findings and Discussion

Background information of the respondents is shown on Table 1. A total of forty eight (48) questionnaires
were returned by the respondents which was 96% response rate. In terms of respondents occupation 24
(50%) were students whilst the other 24 (50%) were university employees and in terms of their gender 25
(52.1%) were male and 23 (47.9%) were female. 52.08% of respondents fell within the 21-25 age range
followed by the 32 and above age group that had 39.58% of respondents whilst 26-32 years and, 20 and
under years both had 4.17% of respondents. The majority of the respondents, 52.08% earned a monthly
income in the range P1, 000 — P10, 000 followed by 41.67% of respondents that earned more than P10,
000 per month. Only 6.25% of the respondents earned a monthly income less than P1, 000.
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Table 1 Background Information of Respondents

Number Percentage
Gender
Male 25 52.10
Female 23 47.90
Total 48 100.00
Age
20 and under 2 4.17
21-25 25 52.08
26-32 2 4.17
32 and above 19 39.58
Total 48 100.00
Occupation
Student 24 50.00
Employed 24 50.00
Total 48 100.00
Monthly income
Less than P1000 3 6.25
P1000-P10000 25 52.08
More than P10000 20 41.67
Total 48 100.00

Perceptions of respondents regarding online retailing

The perceptions of respondents regarding online retailing are depicted in Table 2. In particular,
respondents were asked to state their degree of agreement of the identified statements regarding their
perceptions. Out of the twenty six opinions evaluated from the respondents only two had means below
the expected mean of 3 and these were “online shopping is for individuals with high income” and “online
shopping is as secure as traditional shopping” with means of 2.75 and 2.88 respectively.

The overall mean of the respondents’ perceptions was 3.63 and greater than the expected mean of 3.
Notably, “Purchasing through online only, on condition of good return policy” had the highest mean of
4.29 followed by “It is a great advantage to shop anytime of the day” with a mean of 4.17. The other
perceptions with means above 4 were “There is a broad selection of goods on the internet”, “Local
retailers should offer online shopping as an alternative” and “Trust online shops that have received
positive reviews from the authority”.

In order to generalize the perception of respondents, the twenty six perceptions were sub-divided into
eight groups being convenience, product risk, financial risk, product delivery, technology specific
innovativeness, return policy, social influence and overall view (attitude) towards online shopping. Social
influence had the highest average mean of 3.97 in which respondents were agreeing that they trusted
online shops with positive reviews from authorities, friends and family.

The three perceptions that were grouped together to represent “Financial risk” had an average mean of
3.54 above the expected average mean of 3. The respondents were not in agreement that online shopping
was secure as compared traditional shopping with a mean of 2.88. They preferred to pay cash on delivery
as compared to using credit/debit cards when purchasing online purchases with a mean of 3.98. The
respondents hesitated to disclose details of their debit/credit cards when making online purchases as
confirmed by the mean of 3.75. This shows that the respondents were afraid of the financial risk they
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could face when purchasing online. Therefore hypothesis Hia: is accepted which states that “There is a

negative relationship between financial risk and attitude towards online retailing”.

Respondents’ perception towards product risk was determined by enquiring on the selection of goods on
the internet, accuracy of products description and whether sufficient information was available to make
a purchase decision. The average mean of product risk was 3.47 entailing that respondents agreed there
was a broad selection of products with accurate descriptions and sufficient information to make a buy
decision on the websites. Hypothesis Hiy: is rejected which states that, “There is a negative relationship
between product risk and attitude towards online retailing”.

Table 2: Perceptions of respondents regarding online retailing

Strongly Sirongly
disogree  Disogree Indifferant Agree Agree Mean Sid. Dew

Convenience

i] Bhopping anline saves fime - &.3% 250% 35.4% 33.3% 358 0.522
il It iz o great odvantoge to thop any fime of the doyy - - 12.8% 45 B® 3E4% 417 0.724
fiil] Onfne shopping reduces averall costs oz compared fo frodiional shopping - 147% 37.5% IR 18.8% 348 0.75%
Averoge mean 387

Product Risk

i| There iz g broad selection of goods on the intermet - 4.3% 12.8% 41.7% 35.7% 408 0.548
ii] The description of products on internet are accurate 1% 18.8% 50.0% 208% B3% 315 0.57%
fii] Axvailable product information is sufficient to maks a purchase 5.3% 18.8% 35.4% 29 2% 10.4% 317 1.045
Averoge mean 347

Financial Risk

il Online shopping is as secure as tradificnaol shopping 12.5% 35.4% 18.8% 18.8% 14.6% 233 1.282
fi] Hesitote fo disclose credit/debit card detals during online shopping £3% 12.5% 14.6% 33.3% 33.3% 375 1.229
fii] Prefer cash on delivery than payment using credit/debit cord 21% 16.7% 14.6% 14.6% 521% 358 1.245
Averoge mean 354

Products delivery

i] Purchaze online only if there is provision for horme delivery 21% 14.6% 229% 35.4% 25.0% 367 1.078
ii] Prefer fo collect the product myssif 5.3% 14.6% 25.0% 37.6% 14.6% 342 1.108
fii] Long firne reguired for the delivery of products 40% 16.7% 270% 35.4% 15.7% 344 .07
i) Courier companies are reliable £.3% 12.5% AL 45 8% B3R 338 1.024
Averoge mean 348

Technology specific innovativeness

7| Lock of expedence inintemet use 2% 16.7% 31.3% 27 3% 20.8% 3.50 1.072
fi] Oriine shopping complex compaored fo froditional shepping - 16.7% 31.3% 35.4% 14.7% 3.52 Q747
iii] $=veral resources required for online shopping - 20.8% 250% 37.6% 14.6% 348 0.787
Averoge mean 3.50

Return policy

i] Furchass through cnline only, on condition of good retun policy - - 16.7% I7.5®m 4EERm 457 0.743
| Existing online retailers have favorable retum policy - 16.7% 52 1% 18.8% 12.5% 37 0.393
Averoge mean 378
Social influence
i] Trust cnline shops that have received posifive reviews from the authority - &.3% 16.7% A5 8% 31.3% 402 0.843
fi] Teust online sheps that have received posifive review from family & fiends - 4 5% 31.3% 33.3% 31.3% 352 0.295
Avergge mean 387
Orverall view towards online shopping

i} Online shopping is for individuals with high income 14.6% 31.3% 31.3% 10.4% 12.5% 275 1212
ii] Onfine shopping needs o skifful intfernet user 4.0% 12.5% 16.7% 50.0% 14.7% 343 1.044
i) Dinfne shopping i risky - 10.4% 16.7% 37 5% 35.4% 358 0578
iv) Prefer traditional shopping as compared fo online shopping - 10.4% 29.2% 41.7% 18.2% 347 0.%03
i Cnline shopping will eventually superede fraditional shopping - 20.8% 29 2% A17% B.3% 338 0714
i} Local retailers should offer online shopping os an altermafive - 4 7% 229% I7.5% 35.4% 404 0.874
Averoge mean 358

COwerall average mean 343
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The perceptions of respondents regarding convenience brought up as result of online purchasing was
determined based on three opinions, “Shopping online saves time”, “It is a great advantage to shop
anytime of the day” and “Online shopping reduces overall costs as compared to traditional shopping” with
means of 3.96, 4.17 and 4.48 respectively. The average mean of convenience was 3.87 implying that online
shopping enabled the respondents to shop anytime of the day, spent less time shopping and reduced
overall cost of shopping. Hypothesis Hlc: is rejected which states that “There is a negative relationship
between convenience risk and attitude towards online retailing”. Respondents were of the opinion that
online shopping will make shopping less time consuming and convenient (shop anytime of the day).

The four opinions considered regarding product delivery had an average mean of 3.48. The respondents
expressed their feelings on the following issues “Purchase online only, if there is provision for home
delivery (mean=3.67)",” Prefer to collect the product myself (mean=3.42)", “Long time is required for the
delivery of products (mean=3.44)" and “Courier companies are reliable (mean=3.38)". The respondents
were concerned about the delivery of the products they purchase online. Hypothesis H2: is accepted,
“The fear of product delivery will negatively affect attitudes towards online shopping”.

Respondents expressed their opinions regarding online shopping return policy based on two factors
“Purchase through online only, on condition of good return policy (mean=4.29)” and “Existing online
retailers have favourable return policy (mean=3.27)". The average mean for return policy was 3.78 and
this highlight the fact that respondents will shop online on condition of good return policy. Therefore
Hypothesis H3: is accepted, “A good return policy will positively affect attitudes towards online shopping”.

The view of respondents on Technology specific innovativeness was determined based on three issues,
“Lack of internet use experience (mean=3.50), “Online shopping complex as compared to traditional
shopping (mean=3.52)"” and “Several resources required for online shopping (mean=3.48)". The average
mean of technology specific innovativeness was 3.50 implying that the respondents were in agreement it
was complicated to purchase online, internet experience was a necessity and there was need of several
resources for online shopping. Hypothesis H4: is rejected, “There is a negative relationship between
technology specific innovativeness (TSI) and online retailing”.

Social influence effect on purchasing online was determined based on two issues, “Trust online shops that
have received positive reviews from the authority (mean=4.02)" and “Trust online shops that have
received positive review from family and friends (mean=3.92)”. 3.97 was the average mean of Social
influence implying that respondents were influenced positively by good reviews from authorities, friends
and family regarding online shops. Hypothesis H5: is accepted, “There is a positive relationship between
subjective norms (opinion and decision of significant others such as relatives, friends, peers) and online
retailing”.

Perceptions regarding the overall view of respondents towards online shopping individually had a mean
above the expected mean of 3.00 except for “Online shopping is for individuals with high income” that
had a mean of 2.75. The respondents believed that anyone can make use of online shopping and an
individual’s social standing in the society was not a deterrent. The majority of the respondents were of
the view that online shopping was risky (mean = 3.98), however, it was supposed to be offered as shopping
alternative to customers (mean = 4.04) and required experienced internet users (mean = 3.63).
Nonetheless, the respondents preferred to use traditional shopping as compared online shopping
(mean=3.69) although they were of the opinion that at some point online shopping will supersede
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traditional shopping (mean = 3.38). The overall view of respondents represented their attitude toward

online shopping and based on the average mean of 3.58, respondents were of the opinion that although
online retailing may seem risky and not preferred method of shopping at the moment gradually everyone
will have to make use of it. Therefore Hypothesis H6: is accepted, “There is direct relationship between
attitude and online retailing”.

Comparison of students and employees perceptions toward online shopping

Table 3 shows a comparison of students and employees perceptions toward online shopping. Students
had an average mean of 3.65 as compared to employees’ average mean of 3.58 implying that students
were more influenced by the perceptions considered in making a decision to purchase online. When an
independent t-test was conducted for the means of the twenty six opinions considered for the students
and employees, only one opinion “Local retailers should offer online shopping as an alternative” had
statistically significant results with a t= 2.429, p < 0.05.

There was a significant difference in terms of opinion on whether local retailers should offer online
shopping as an alternative. The students were of the opinion that online retailing should be offered as an
alternative with a higher mean of 4.33 as compared to the mean of 3.75 for employees.

“Social influences” had the highest mean of 4.15 for students followed by “Return policy” with mean of
3.86. The other perceptions of students that had average means above 3.5 were Convenience
(mean=3.73), Overall view towards online shopping (mean=3.72), Financial risk (mean=3.57) and
Technology specific innovativeness (mean=3.503). Products delivery and products risk had average
means of 3.49 and 3.36 respectively above the expected average mean of 3.

For employees “Convenience” had the highest mean of 4 followed by “Social influence” with average
mean of 3.80. The other perceptions that had higher average means for employees were Return policy
(mean=3.71), Products risk (mean=3.58), Financial risk (mean=3.50) and Technology specific
innovativeness (mean=3.50). Products delivery and Overall view (attitude) toward online shopping had
average means of 3.46 and 3.43 respectively above the expected average mean of 3.
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Table 3: Comparison of students and employees perceptions towards online shopping

Students Employees t-test for equality of means
Mean Std. Dev Mean Sid. Dev t Significance
Convenience
i] Fhopping online saves fime 383 o0&y 408 087 (0939 0.353
i] it = a great odvantaoge to shop any fime of the days 408 Es 485 0.7 (0794 0421
i Orfine shopping reducses overall costs as compared to freditional shopping 2% 1.04 247 052 (1.324) .18z
Averoge mean 373 4.00
Products Risk
i] There iz a broad selection of gocds on the intermet 404 098 413 074 (0.338) o7y
i| The descripfion of products on internst are accourate 300 o.5s 329 o.81 (1.127) 0.26&
i) Availzble product information is sufficient to make a purchase 304 1.08 333 105 (0.548) 0342
Averoge mean 336 3.58
Financial Risk
i] Online shopping is as secure as tradificnal shopping 2.63 1.7 3.3 134 (1.383) 0179
i] Hasitote fo disclose credit/debit card details during online shopping 3.83 1.20 367 1.7 D458 0.544
iii] Prefer cosh on delivery than poyment using credit/debit cord 425 1% 37 1.2 1.527 0.134
Averoge mean 357 3.50
Producis delivery
il Purchasze online only if there s provision for homne delivery 3.9z oes 342 1.2 1.634 0107
ii| Prefer to collzct the product myssif 317 113 3ET 1.08 (1.58%) 0.11%
iii] Leng fime reguired for the delivery of products 3.43 097 3325 1Lie 1.1%78 0237
i Courier companies ars refioble 325 1 3.50 092 [0.B43) 0.402
Averoge mean 3.4% 344
Technolegy specific innovativeness
1] Lock of infemet use experience 3AE0 1179 3540 0877 (0.257) a7
ii] Onfine shopping complex compars to tradifional shopping 3.430 1.013 3420 0.92% 0.742 0482
fii] Several resources required for online shopping 3420 1100 3540 0.884 (0.434) [UF.1.7.)
Averoge mean 3503 3.500
Return policy
i] Purchaze through online only, on condifion of good retumn policy 4.44 0.68 413 0.20 1.580 a1zl
| Existing online refailer have faverabls retum policy 328 0.7% k=) 100 (0.140) .374
Average mean 3.86 271
Social influence
il Trust online shops that have received posifive reviews from the authority 403 0.95 352 078 0.834 0.40%
ii] Trust cnline shops that have received posifive revizw from family & fiends 417 0.9& 387 078 1.9%5 0052
Average mean 415 2.80
Overall view towards online shopping
il Online shopping is for individuals with high income 279 1.10 271 133 0.236 0815
ii] Onfine shopping needs o skifful intemet user 353 1.05 342 102 1.358 0.16%
fii] Orfine shopping i risky 417 n.az 379 110 1.339 (SR =]
iw) Prefer tradifional shopping as compared to online shopping 383 0.9z 3.54 o8 1122 0263
) Criline shopping will eventually supersede fradificnal shopping 332 1.01 338 D8z Ju] 1.000
wi) Local retailers should offer online shopping as an alternative 433 078 375 0.80 2407 ooy
Averoge mean 372 3.43
Owverall average mean 345 3.58 0.245 0.384

The independent t-test results for the twenty six perceptions considered for the students and employees
were insignificant (p > 0.05) except for one perception “Local retailers should offer online shopping as an
alternative”. The average t-test score for all the perceptions was t =0.245, p > 0.05. This implies that there
was an insignificant difference amongst the means of the perceptions influencing students and employees
to purchase online. Therefore hypothesis H7a: is rejected which states that “Older generations (staff) are
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perceived to use more online retailing than younger ones (students)” because employees and students
opinions regarding the use of online purchasing were more or less the same.

Comparison of males and females perceptions toward online shopping

Table 4 shows a comparison of males and females perceptions toward online shopping. Males had an
average mean of 3.64 as compared to females’ average mean of 3.59 implying that males were more
influenced by the factors considered in making a decision to purchase online as compared to females.
When an independent t-test was conducted for the means of the twenty six opinions considered they all
had statistically insignificant results.

Convenience had an equal average mean of 3.87 for both groups implying that the perceptions of both
males and females were the same regarding the convenience of using online retailing. There were no
major differences in terms of average means for “Financial risk”, “Return policy” and “Product delivery”
implying that their perceptions towards the three factors were almost the same for both groups.

Reasonable differences were noticed for the average means of “Technology specific innovativeness”
males had an average mean of 3.31 whilst their female counterparts had 3.71 and “Social influences” in
which males had an average mean 4.14 and females an average mean of 3.79.

The independent t-test results for the twenty six perceptions considered for the males and females were
insignificant (p > 0.05). The average t-test score for all the perceptions was t =0.182, p > 0.05. This implies
that there was an insignificant difference amongst the means of the perceptions influencing males and
females to purchase online. Therefore hypothesis H7b: is rejected which states that “Males are perceived
to use more online retailing than female counterparts” because males and females perceptions towards
the use of online purchasing were almost the same.

Table 4: Comparison of males and females perceptions toward online shopping

Male Female t-test for equality of means
Mean Std. Dewv Mean Std. Dewv t Significance

‘Convenience
i| Shopping orline saves fime 384 o.Fary 4.0% 0.242 (0.524) 0.35%
i] iz o great odwantoge to shop any fime of the doys 418 0748 417 oriy (0.0s8) 0.748
iii] Orine shopping reducss overall costs as compared fo traditional shopping 3.40 1.00 335 058 08280 0.383
Awverage mean 287 287
Producis Risk
i] There is a brood selection of goods on the internet 4.12 o7e 404 073 0310 0758
ii] The description of products on internst are accurale 332 B0 278 0.78 1414 0164
fii] Availoble product information is sufficient to maks a purchasze 324 1.13 313 1.01 0.353 0724
Average mean 256 228
Financial Risk
i} Online shopping i= o= secure as traditicnal shopping 304 1.24 270 1.23 0.928 0.358
ii] Hesitofe fo dizclose credif/dekit card details during online shopping 378 1.7 374 1.32 0.058 0754
i) Prefer cosh on delivery than poyment using creditfdebit cord 378 1.33 422 1.13 (1.27%) 0207
Averoge mean 3.52 3.55
Products delivery
i} Purchase online only if there is provision for home delivery 3.52 112 3.83 1.03 (0.782) 0231
ii] Prafer to collzct the product myssif 3.58 087 326 1.22 0.933 0.355
iii] Long tirme reguired for the delivery of products .54 095 322 1.20 1.354 0.182
) Courer companies ars relioble 320 112 3.57 0.70 (1.242) 0227
Averoge mean 3.48 3.47
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Technology specific innovativeness

i} Lack of infemet use experience 332 1.145 370 0.974 1.219) 0.22%
i] Onfine shapping complex compars to tradifional shapging 332 103 374 0244 [1.520) 0135
i) S=veral resources required for online shopping 328 1.021 370 0.526 [1.472) 0148
Averoge mean k]| |
Return policy
i| Furchase fhrough enline only on condifien of good refurmn policy 428 0.74 430 077 ©.112) 0s11
ii| Existing anline retoilers hove favorabls returm policy 340 1.00 313 078 1.044 030
Averoge mean .84 372
Social influence
i} Trust online shops that have received posifive reviews from the authority 416 0.80 3.87 0.2 1170 0.248
ii] Teust online shops that have recsived pasifive review from farily & friends 412 a7a 370 057 1.672 a1
Averoge mean 4.14 379
Overall view towards online shopping
i} Online shepping is for individuals with high income 2.00 123 248 1.16 1.511 0.132
ii] Onfine shopping needs o skifful internet user 376 97 348 1.12 0733 0354
i) Orine shopping is fisky 388 1.05 409 0.50 k] 0.470
i) Prefer traditional shopping as compared fo online shopping 38D 091 3.57 0.50 0,878 0374
v] Crline shopping will eventualy supersede fradifional shopping 3.52 0.87 322 0.95 1 0.256
vi) Local retailers should offer orline shopping as an alternative 400 0.9é 409 079 [0.341) 0735
Averoge mean 364 249
Ovenall averoge mean 364 359 0.8z 0.398
Table 5: Summary of accepted/rejected hypothesis.
Hypothesis Statement Result
Ho1a: There is a negative relationship between financial risk and attitude Accepted
towards online retailing
Ho1e: There is a negative relationship between product risk and attitude Rejectad
towards online retailing
Houc There is a negative relationship between convenience risk and attitude Rejectad
towards online retailing
Hoz: The fear of product delivery will negatively affect attitudes towards Accepted
online shopping
Hos: A good return policy will positively affect attitudes towards online Accepted
shopping
Hoa: There is a positive relationship between technaology specific Rejected
innovativeness (T51) and online retailing
Hos: There is a positive relationship between subjective norms [opinion and Accepted
decision of significant others such as relatives, friends, peers) and online
retailing
Hos: There is direct relationship between attitude and online retailing Accepted
Hoza: Older generations (staff) are perceived to use more online retailing than Rejected
younger ones (students)
Hom: Males are perceived to use more online retailing than female Rejected

counterparts
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5 Conclusion and Recommendations

The paper set out to establish the factors influencing or deterring consumers to purchase from online
retailing stores in Botswana. Specific focus was on identifying and assessing the existing customer
perceptions towards online retailing among University of Botswana students and employees. We adopted
the modified Theory of Planned Behavior (TPB) particularly used by [11] as our conceptual framework.
The model assumes that online shopping behavior is influenced by several factors, the four most common
being attitude, subjective norm, perceived behavioral control and technology specific innovativeness.

The expectation was that the way consumers perceived financial risk in terms of online shopping has a
direct impact on the decision to partake in online retailing. The results of this study are in line with
literature [23] that found that the higher the percieved financial risks the more unlikely it is for consumers
to take part in online retailing. When consumers choose to buy products online there is an expectation
that the product displayed and received match the given description. Researchers have differents opinions
regarding the impact of product risk on consumers decisions to carry out online retailing. However results
of this study indicate that users are not deterred by perceived product risk. One of the reasons consumers
choose online retailing over traditional methods is the convenience offered by these platforms. On the
other hand, some Internet shoppers may hesitate to shop online due to concerns about inconvenience or
delays in receiving merchandise [40]. In this particular study the results indicate that consumers believe
online retailing is more favourable because of its potential to being more convenient this is in line with
the findings of [42, 43].

In developing countries such as Botswana, internet accessibility is not fully established and is often
expensive. These concerns as similar to those of consumers in India ultimately affect use and support of
online retailing stores. Furthermore, there is the aspect of delivery which encompasses all the concerns
associated with delivery of the product ordered, such as shipping fees, delayed delivery and/or not
receiving a product ordered [11]. It is no wonder the results of this study indicate that product delivery
plays a major role in their decision to shop online. Consumer’s attitude towards online retailing is also
influenced by retailers having a good return policy in place to easily allow consumers to return goods if
dissatisfied. Not everyone is comfortable or conversant with online retailing hence the results of this study
support the view that those uncomfortable with the use of a computer will likely find shopping at a
traditional store easier and faster than through online retailing sites[50]. The results also confirm the fact
that many consumers rely on reviews or recommendations from other customers which is in line with the
findings of [23], in their study they noted that consumer buying decisions are highly affected by the
opinions and decisions of others.

In the context of online shopping, [17] consider attitudes to be the consumers’ positive or negative
feelings related to accomplishing the purchasing behavior on the internet. The respondents of this study
do not have a negative attitude towards online shopping despite the fact many currently use the
traditional method of shopping in physical stores. Instead consumers have an appreciation that online
retailing will eventually be the preferred method of shopping. There is a difference in opinion among
researchers regarding demographic factors such as age and gender on online retailing. Findings by [59]
found that older generation were more likely to participate in online retailing while [40] note that age was
found to be a predictor of amount spent online; this is not in line with the findings of this study that age
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plays an insignificant role in consumers choice in participating in online retailing. In another study by [56],
concluded that gender had no significant influence on shopping behavior which is in line with the findings
of this study that found that gender plays an insignifant role on online retailing.

As part of recommendations we suggest that local retailers provide online retailing as an alternative
method of shopping, as there is still opportunity for growth in the Botswana market based on the results
of this study. Future research can be carried out beyond the University of Botswana community to assess
consumer perceptions towards online retailing at a national level.

Local retailers should aim to fully integrate both the physical and virtual stores in order to give consumers
a seamless experience. This includes offering a wide variety of products, providing online and after sales
support. Delivery costs and the time period between placing an order and receiving the goods is also an
essential component of online retailing that often deters consumers from completing an online purchase
[38]. In addition retailers should ensure that they provide a secure platform in order to build trust between
themselves and consumers by protecting customer details such as personal credentials and credit card
details; this way reducing the perceived risk associated with online retailing.
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