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Synopsis

SYNOPSIS

The consumer decision-making process is well documented in marketing theory,
where it provides a framework for marketers to understand how consumers
evaluate and select among different altemnatives to ultimately purchase a specific
product or service. Specific influences on the process have also been
documented to sensitise marketers to consider individual differences and
environmental influences that could impact on the decision-making process.

In South Africa, however, documented scientific research regarding consumer
behaviour and decision-making when considering buying via the Intemet is
limited. Marketers who either sell their products or services via the Internet or
provide Online product and service related information should be conversant with
the various behavioural concepts and theories that form the basis for consumer
behaviour and decision-making.

The primary objective of this study was to determine the buying behaviour of
South African Internet users by using the Internet as an information source and
buying channel.

Differences between Intemet shoppers and non-shoppers, when viewing the
factors they consider when deciding to purchase via the Net, were also
established. The issue whether the period of Internet usage influenced the
decision to buy via the Net was also addressed. Furthemmore, the influence of
the period of Intemet usage on whether Intemet users search Online for product
and service information prior to purchasing from non-Intemet based sellers was
explored. Finally, the study showed the influence of different demographic
variables on the decision to purchase via the Intemet and considered the
influence of demographic variables on product and services categories
respondents purchased from and consider purchasing from in the future.
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Synopsis

The data for the research was gathered through a structured, self-administered
questionnaire that was completed by 1 005 respondents who logged onto a
Website specially created for the purpose of the research project.

Results from the research indicated that as the period of Internet usage
increases, the percentage of Intemet shoppers increases and the percentage of
non-shoppers decreases. It was also found that Intemet shoppers and non-
shoppers consider different factors when deciding to purchase Online. Another
main finding from the study was that the majority of Internet shoppers and non-
shoppers search for (or consider searching for) product and service information
on the Internet prior to purchasing from non-Intemet based sellers. One of the
main conclusions is that not all product and service categories will be sold
equally successful via the Intemet. It could also be concluded that gender,
household language, gross monthly household income, highest qualification and
population group influence whether or not respondents have purchased via the
Net before.

The applicability of traditional consumer decision-making models was subjected
and compared to the findings of this study and the conclusion is that the Internet
environment indicates differences, which must be considered in predicting future
consumer buying behaviour.

Recommendations for future research include: the influence of brands on
whether shoppers purchase Online; what the magnitude of the monetary value
spent on products and services are in South Africa; and the development and
testing of a consumer buying model for Intemet shoppers.
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