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Appendix 6 

• 	 Books and magazines (34%) 

• 	 Hotel reservations (23%) 

• 	 Computer software (23%) 

• 	 Airline tickets (20%) 

In addition to the categories listed above, 34% of the respondents indicated that 

they have purchased from the "other" category. 

Product and service categories that current Internet shoppers and non-Shoppers 

(who consider to purchase via the Internet) consider to purchase from via the 

Internet in the future are: 

• 	 Airline tickets (65%) 

• 	 Hotel reservations (57%) 

• 	 Movie tickets (49%) 

• 	 Groceries (40%) 

• 	 Books and magazines (38%) 

• 	 Videos and DVDs (31%) 

3. CONCLUSION 

The pre-test group research provided valuable information, the most important 

findings being: 

• 	 The product and service categories had to be broadened to address the 

finding that 34% of respondents purchased from "other" than the categories 

provided; 

• 	 The research questionnaire was tested and had to be refined to address 

uncertainties expressed by respondents and poor statistical data received on 

some questions; and 

• 	 The pre-test group findings assisted the researcher in refining the hypotheses 

formulated for the study. 
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Appendix 8 


E-mail letter inviting Internet users to participate in 

research project 

 
 
 



Appendix 8 

(To) Internet users 

(Subject) Research Questionnaire 

(Copy) 

Dear Internet User 

You have been randomly selected to participate in a research project that forms 
part of the requirements for me to obtain the DComm (Marketing) degree from 
the University of Pretoria. 

The objective of this study, and the title of my thesis, is to determine the buying 
behaviour of South African Internet users. 

Due to the high costs involved in a research project of this magnitude, I 
negotiated with ISP "X" to sponsor the Web design and hosting of the research 
questionnaire. Also, in an effort to encourage you to partiCipate in this 
questionnaire, I negotiated a number of wonderful prizes (specified on the 
introduction page of the questionnaire) that you could be eligible for by 
participating in this questionnaire. 

If you wish to partiCipate in this project (confidentiality assured). simply click on 
the link ( www.ISP "XU Iquestionnaire ). You will automatically be routed to the 
questionnaire and the system will guide you through the process (it will take you 
approximately 7 to 12 minutes to complete the questionnaire). 

Thank you for assisting me in determining the buying behaviour of South Africa's 
Internet users. Your opinion is extremely important to me. 

Kind regards 

Pierre Mostert 
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Appendix 10 

Comparing, across all time periods, product and service 

categories Internet shoppers have purchased from 

before with categories shoppers and non-shoppers 

consider purchasing from in future 
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Table A 10.1 details the product and service categories Internet shoppers have 

purchased from via the Internet before by considering the different time periods. 

The following observations can be made from the detail provided in Table A 10.1 : 

• 	 more than 20% of Internet shoppers, who have been using the Net for less 

than one year, have purchased from five product and service categories; 

• 	 more than 20% of Internet shoppers, who have been using the Internet for 

between one and less than two years, have purchased from six categories; 

• 	 more than 20% of Internet shoppers, who have been Online for between 

two to less than three years, have purchased from nine product and service 

categories; 

• 	 more than 20% of Internet shoppers, who have been using the Net for 

between three and less than four years, have purchased from seven 

categories; 

• 	 more than 20% of Internet shoppers, who have been using the Net for four 

years and more, have purchased from 10 categories; 

• 	 all respondents who have purchased via the Net before and have been 

using the Internet for more than one year, have purchased from the same 

categories from which shoppers who have been using the Internet for less 

than one year have purchased; 

• 	 relating to the previous observation, it can be derived that more than 20% 

of Internet shoppers, across all time periods, have purchased from the 

following five categories: books and magazines (V153), CDs 

(music)(V155), computer software (V160), hotel reservations (V174) and 

movie or event tickets (V180). 
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From Table A 10.2, detailing product and service categories non-shoppers 

(across all time periods) consider to purchase via the Net in the future, the 

following observations can be made: 

• 	 more than 20% of non-Internet shoppers, who have been using the Net for 

less than one year, consider purchasing from 28 product and service 

categories; 

• 	 more than 20% of non-shoppers, who have been Online for between one 

and less than two years as well as those who have been using the Net for 

two to less than three years, consider purchasing from 25 categories 

respectively; 

• 	 more than 20% of non-shoppers, who have been using the Net for between 

three and less than four years as well as those who have been Online for 

four years and more, consider purchasing from 21 product and service 

categories respectively; 

Table A10.3 details the product and service categories that Internet shoppers 

consider purchasing via the Internet by considering the different time periods. 

The following observations can be made from the detail provided in Table A 10.3: 

• 	 more than 20% of Internet shoppers, who have been using the Internet for 

less than one year, those who have been Online for one to less than two 

years as well as those who have been using the Net for two to less than 

three years, consider purchasing from 23 product and service categories 

respectively; 

• 	 more than 20% of Internet shoppers, who have been using the Net for 

between three and less than four years, consider purchasing from 20 

categories; 
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• 	 more than 20% of Internet shoppers, who have been using the Internet for 

four years and more, consider purchasing from 24 product and service 

categories; 

Two main findings can be derived from the observations highlighted for Internet 

shoppers and non-shoppers (when considering the product and service 

categories they have purchased/consider to purchase from and the period of 

Internet usage): 

(AP1) 	 at least 20% of all non-Internet shoppers across all time periods 

(with the exception of those who have been using the Net for four 

years or more) consider to purchase from more product and service 

categories via the Internet in the future than Internet shoppers 

falling within the same periods; 

(AP2) 	 at least 45% of Internet shoppers and non-shoppers, who have been 

using the Internet for less than one year, consider purchasing from 

product and service categories that current Internet shoppers (who 

have been using the Net for between one and less than two years) 

have purchased from before. 
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TABLE A10.1: PRODUCT AND SERVICE CATEGORIES INTERNET SHOPPERS, ACROSS ALL TIME PERIODS, 

HAVE PURCHASED VIA THE INTERNET BEFORE 

Product and Service Category v Less than .one 
year 

(VS.2) 
(n = 23) 

1 year to less 
than 2 years 

(VS.3) 
en = 50) 

2 years to less 
than 3 years 

(VS.4) 
(n = 100) 

3 yea rs to less 
than 4 years 

(VS.5) 
(n=112) 

4 or more 
years 
(VS.6) 

en = 25S} 

Freq. Perc. Freq. Perc. Freq. Perc. Freq. Perc. Freq. Perc. 

Adult entertainment V149 4 17.39% 8 16.00% 13 13.00% 15 13.39% 43 16.67% 
Airline tickets V150 1 4.35% 13 26.00% 30 30.00% 29 25.89% 74 28.68% 

-

Baby products V151 0 0.00% 
4.35% 

2 4.00% 4 4.00% 4 3.57% 6 2.33% 
Beauty products V152 1 3 6.00% 8 8.00% 5 4.46% 12 4.65% 
Books and magazines V153 9 39.13% 31 62.00% 58 58.00% 76 67.86% 171 66.28% 
Cars and related V154 0 0.00% 1 2.00% 6 6.00% 3 2.68% 17 6.59% 
CD's (music) V155 7 30.43% 13 26.00% 39 39.00% 42 37.50% 121 46.90% 
Cellular phones and accessories V156 2 8.70% 4 8.00% 8 8.00% 9 8.04% 14 5.43% 
Clothing and accessories V157 0 0.00% 4 8.00% 11 11.00% 7 6.25% 21 8.14% 
Computer games V158 3 13.04% 9 18.00% 26 26.00% 22 19.64% 63 24.42% 
Computer hardware V159 3 13.04% 8 16.00% 15 15.00% 21 18.75% 58 22.48% 
Computer software V160 8 34.78% 12 24.00% 33 33.00% 36 32.14% 123 47.67% 
Cosmetics V161 0 0.00% 2 4.00% 4 4.00% 6 5.36% 8 3.10% 
OVO's I videos V162 2 8.70% 6 12.00% 25 25.00% 20 17.86% 60 23.26% 
Flowers V163 3 13.04% 3 6.00% 17 17.00% 10 8.93% 46 

19 
17.83% 
7.36%Electronic equipment (TV, Hi-Fi, Video 

machine; etc) 
V164 0 0.00% 2 4.00% 12 12.00% 11 9.82% 

Household appliances (Washing 
machine, Fridge, etc) 

V165 0 0.00% 1 2.00% 5 5.00% 3 2.68% 4 1.55% 

Outdoors equipment and accessories 
(e.g. tents and camping gear) 

V166 0 0.00% 1 2.00% 6 6.00% 3 2.68% 7 2.71% 

Food (groceries) V167 1 4.35% 5 10.00% 10 10.00% 8 7.14% 27 10.47% 
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Product and Service Category v Less than one 
year 

(V8.2) 
(n = 23) 

1 year to Jess 
than 2 years 

(V8.3) 
(n = 50) 

2 years to less 
than 3 years 

(V8.4) 
(n = 100) 

3 years to less 
than 4 years 

(V8.5) 
(n = 112) 

4 or more 
years 
(V8.6) 

(n = 258) 
Food (take away) 
Furniture 

V168 
V169 

0 0.00% 1 
1 

2.00% 
2.00% 

8 8.00% 4 3.57% 13 5.04% 
0 0.00% 5 5.00% 3 

25 
2.68% 

22.32% 
6 2.33% 

Gifts 
Gift vouchers 

V170 4 17.39% 9 
2 

18.00% 
4.00% 

22 
9 

22.00% 72 27.91% 
V171 1 4.35% 9.00% 9 8.04% 17 6.59% 

Garden related V172 0 0.00% 2 4.00% 1 1.00% 4 3.57% 7 2.71% 
Health products V173 1 4.35% 8 16.00% 11 11.00% 11 9.82% 24 9.30% 
Hotel reservations V174 5 21.74% 11 22.00% 25 25.00% 28 25.00% 68 26.36% 
Insurance: Car V175 1 4.35% 4 8.00% 2 2.00% 3 2.68% 12 

11 
4.65% 
4.26% 
1.94% 

Insurance: Household V176 0 0.00% 6 12.00% 2 2.00% 3 2.68% 
Insurance: Life V177 1 4.35% 1 2.00% 2 2.00% 2 1.79% 5 
Interior decorating I renovations V178 0 0.00% 1 2.00% 4 4.00% 2 1.79% 1 0.39% 
Jewellery V179 0 0.00% 1 2.00% 6 6.00% 1 

36 
0.89% 6 2.33% 

Movie or event tickets V180 5 21.74% 10 20.00% 
0.00% 

36 36.00% 
3.00% 

32.14% 
1.79% 

103 39.92% 
Property V181 1 4.35% 0 3 

-

2 1 0.39% 
Sporting goods V182 1 4.35% 1 2.00% 11 11.00% 9 8.04% 14 5.43% 

7.75%Toys V183 0 0.00% 1 2.00% 14 14.00% 6 5.36% 20 
Unit trust I Shares V184 1 4.35% 5 10.00% 7 7.00% 10 8.93% 26 10.08% 
Wine V185 0 0.00% 0 0.00% 4 4.00% 2 1.79% 5 1.94% 
Other Liquor V186 0 0.00% 3 6.00% 10 10.00% 15 13.39% 21 8.14% 
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TABLE A10.2: PRODUCT AND SERVICE CATEGORIES NON-INTERNET SHOPPERS, ACROSS ALL TIME 

PERIODS, SERIOUSLY CONSIDER PURCHASING VIA THE INTERNET 

Product and Service Category V Less than one 
year 

(V8.2) 
(n =66) 

1 year to less 
than 2 years 

(V8.3) 
(n =68) 

2 years to less 
than 3 years 

(V8.4) 
(n =83) 

3 years to less 
than 4 years 

(V8.5) 
(n =73) 

4 or more 
years 
(V8.6) 

(n = 81) 

Freq. Perc. Freq. Perc. Freq. Perc. Freq. Perc. Freq. Perc. 

Adult entertainment V48 8 12.12% 9 13.24% 
54.41% 

7 
57 

8.43% 10 13.70% 12 14.81% 
Airline tickets V49 42 63.64% 37 68.67% 

3.61% 
47 64.38% 61 75.31% 

Baby products V50 5 7.58% 6 8.82% 
14.71% 
63.24% 

3 5 6.85% 6 7.41% 
Beauty products V51 13 19.70% 10 9 10.84% 5 6.85% 7 8.64% 
Books and magazines 
Cars and related 

V52 40 
17 

60.61% 
25.76% 

43 
16 

55 66.27% 47 64.38% 56 69.14% 
V53 23.53% 17 20.48% 9 12.33% 17 20.99% 

CD's (music) V54 42 63.64% 46 67.65% 67 80.72% 55 75.34% 47 58.02% 
Cellular phones and accessories V55 19 28.79% 19 27.94% 29 34.94% 18 24.66% 17 20.99% 
Clothing and accessories V56 16 24.24% 14 

22 
20.59% 
32.35% 

11 13.25% 11 15.07% 11 13.58% 
Computer games V57 17 25.76% 30 36.14% 

36.14% 
28 38.36% 30 37.04%--=.. 

Computer hardware V58 20 30.30% 32 47.06% 30 21 28.77% 32 39.51% 
Computer software V59 30 45.45% 40 58.82% 46 55.42% 35 47.95% 58 71.60% 
Cosmetics V60 9 13.64% 10 14.71% 9 10.84% 5 6.85% 4 4.94% 
DVD's I videos V61 22 33.33% 22 32.35% 39 46.99% 31 42.47% 23 28.40% 
Flowers V62 22 33.33% 14 20.59% 24 28.92% 17 23.29% 19 23.46% 
Electronic equipment (TV, Hi-Fi, 
Video machine; etc) 

V63 16 24.24% 28 41.18% 30 36.14% 20 

1 

27.40% 30 37.04% 

Household appliances (Washing 
machine, Fridge, etc) 

V64 14 21.21% 19 27.94% 17 20.48% 16.44% 9 11.11% 

Outdoors equipment and accessories 
(e.g. tents and camping gear) 

V65 16 24.24% 16 23.53% 21 25.30% 16 21.92% 18 22.22% 

Food (groceries) V66 16 24.24% 22 32.35% 31 37.35% 23 31.51% 24 29.63% 
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Product and Service Category V Less than one 
year 

(VS.2) 
(n =66) 

1 year to less 
than 2 years 

(VS.3) 
(n =6S) 

2 years to less 
than 3 years 

(VS.4) 
(n =S3) 

3 years to less 
than 4 years 

(VS.5) 
(n =73) 

4 or more 
years 
(VS.6) 

(n =S1) 
Food (take away) V67 14 21.21% 18 26.47% 28 33.73% 15 20.55% 27 33.33% 
Furniture va8 6 9.09% 10 14.71% 8 9.64% 8 10.96% 8 9.88% 
Gifts V69 27 40.91% 28 41.18% 35 42.17% 25 34.25% 

23.29% 
22 27.16% 

Gift vouchers V70 30 45.45% 
-

26 38.24% 34 40.96% 17 23 28.40% 
Garden related V71 14 21.21% 14 20.59% 11 13.25% 10 13.70% 10 12.35% 
Health products V72 15 22.73% 16 23.53% 14 16.87% 8 10.96% 10 12.35% 
Hotel reservations V73 42 63.64% 38 55.88% 58 69.88% 44 60.27% 53 65.43% 
Insurance: Car V74 21 31.82% 20 29.41% 18 21.69% 22 30.14% 18 22.22% 
Insurance: Household V7S 18 27.27% 

22.73% 
11 16.18% 18 21.69% 

10.84% 
18 24.66% 

16.44% 
16 19.75% 

Jnsurance: Life V76 15 10 14.71% 9 
-

12 10 12.35% 
Interior decorating I renovations V77 12 18.18% 7 10.29% 7 8.43% 7 9.59% 4 4.94% 
Jewellery V78 11 16.67% 5 7.35% 5 6.02% 6 8.22% 6 7.41% 
Movie or event tickets V79 31 46.97% 38 55.88% 62 74.70% 53 72.60% 45 55.56% 
Property V80 15 22.73% 10 14.71% 6 7.23% 6 8.22% 11 13.58% 
Sporting goods V81 12 18.18% 18 26.47% 18 21.69% 11 15.07% 10 12.35% 
Toys V82 15 22.73% 13 19.12% 24 28.92% 14 19.18% 16 19.75% 
Unit trust I Shares V83 21 31.82% 19 27.94% 23 27.71% 21 28.77% 27 

22 
33.33% 
27.16%Wine V84 13 19.70% 11 16.18% 26 31.33% 

16.87% 
15 20.55% 

10.96%Other Liquor V8S 6 9.09% 
-

8 11.76% 14 8 9 11.11% 
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TABLE A10.3: PRODUCT AND SERVICE CATEGORIES INTERNET SHOPPERS, ACROSS ALL TIME PERIODS, 

SERIOUSLY CONSIDER PURCHASING VIA THE INTERNET 

--

Product and Service Category V Less than one 1 year to less 2 years to less 3 years to less 4 or more 
year than 2 years than 3 years than 4 years years 

(V8.2) (V8.3) (V8.4) (V8.5) (V8.6) 
(n =23) (n =50) (n =100) (n =112) (n =258) 

Freq. Perc. Freq. Perc. Freq. Perc. Freq. Perc. Freq. Perc. 
Adult entertainment V149.5 5 21.74% 5 10.00% 9 9.00% 7 6.25% 28 10.85% 
Airline tickets V150.5 11 47.83% 25 50.00% 52 52.00% 59 52.68% 148 57.36% 
Baby products V151.5 3 13.04% 5 10.00% 12 12.00% 5 4.46% 14 5.43% 
Beauty products V152.5 3 13.04% 6 12.00% 16 16.00% 14 12.50% 32 12.40% 
Books and magazines V153.5 15 65.22% 40 80.00% 75 75.00% 90 80.36% 210 81.40% 
Cars and related V154.5 4 17.39% 7 14.00% 9 9.00% 17 15.18% 36 13.95% I 

CD's (music) V155.5 17 73.91% 30 60.00% 62 62.00% 64 57.14% 175 67.83% 
-

Cellular phones and accessories V156.5 4 17.39% 15 30.00% 23 23.00% 25 22.32% 67 25.97% 
Clothing and accessories V157.5 6 26.09% 9 18.00% 20 20.00% 14 12.50% 49 18.99% 
Computer games V158.5 9 39.13% 18 36.00% 38 38.00% 39 34.82% 106 41.09% 
Computer hardware V159.5 7 30.43% 16 32.00% 29 29.00% 43 38.39% 109 42.25% i 

Computer software V160.5 16 69.57% 22 44.00% 51 51.00% 55 49.11% 179 69.38% 
Cosmetics V161.5 2 8.70% 5 10.00% 13 13.00% 17 15.18% 26 10.08% 
OVO's I videos V162.5 13 56.52% 23 46.00% 42 42.00% 45 40.18% 132 51.16% 
Flowers V163.5 8 34.78% 15 30.00% 25 25.00% 33 29.46% 92 35.66% 
Electronic equipment (TV, Hi~Fi, V164.5 5 21.74% 9 18.00% 25 25.00% 27 24.11% 75 29.07% I 
Video machine; etc) 
Household appliances (Washing V165.5 4 17.39% 9 18.00% 14 14.00% 16 14.29% 47 18.22% I 
machine, Fridge, etc) 
Outdoors equipment and V166.5 4 17.39% 12 24.00% 24 24.00% 19 16.96% 52 20.16% I 
accessories (e.g. tents and camping 

Igear) 
Food (groceries) V167.5 9 39.13% 13 26.00% 26 26.00% 32 28.57% 79 30.62% 
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Product and Service Category 

Food (take away) 
Fumiture 
Gifts 
Gift vo uch ers 
Garden related 
Health products 
Hotel reservations 
Insurance: Car 
Insurance: Household 
Insurance: Life 
Interior decorating I renovations 
Jewellery 
Movie or event tickets 
Property 
Sporting goods 
Toys 
Unit trust I Shares 
Wine 
Other Liquor 

v 

V168.5 
V169.5 
V170.5 
V171.5 
V172.5 

V173.5 
V174.5 
V175.5 
V176.3 
V177.5 
V178.5 
V178.5 
V180.5 
V181.5 
V182.5 
V183.5 
V184.5 
V185.5 
V186.5 

Less than one 1 year to less 
year than 2 years 

(V8.2) (V8.3) 
(n = 23) (n = 50) 

7 30.43% 8 16.00% 
1 4.35% 8 16.00% 
9 39.13% 23 46.00% 
6 26.09% 17 34.00% 
2 8.70% 11 22.00% 
6 26.09% 19 38.00% 
13 56.52% 26 52.00% 
6 26.09% 14 28.00% 
5 21.74% 14 28.00% 
4 17.39% 7 14.00% 
2 8.70% 5 10.00% 
2 8.70% 3 6.00% 
14 60.87% 25 50.00% 
1 4.35% 4 8.00% 
4 17.39% 11 22.00% 
7 30.43% 15 30.00% 
6 26.09% 12 24.00% 
4 17.39% 4 8.00% 
6 26.09% 15 30.00% 

2 years to less 3 years to less 
than 3 years than 4 years 

(V8.4) (V8.5) 
(n = 100) (n = 112) 

20 20.00% 21 18.75% 
13 13.00% 8 7.14% 
50 50.00% 52 46.43% 
36 36.00% 35 31.25% 
18 18.00% 17 15.18% 
32 32.00% 29 25.89% 
52 52.00% 55 49.11% 
16 16.00% 18 16.07% 
13 13.00% 19 16.96% 
10 10.00% 11 9.82% 
11 11.00% 7 6.25% 
10 10.00% 6 5.36% 
57 57.00% 66 58.93% 
7 7.00% 11 9.82% 
26 26.00% 23 20.54% 
29 29.00% 23 20.54% 
20 20.00% 34 30.36% 
14 14.00% 16 14.29% 
25 25.00% 38 33.93% 

4 or more 
years 
(V8.s) 

(n = 258) 

63 24.42% 
27 10.47% 
146 56.59% 
86 33.33% 
40 15.50% 
67 25.97% 
155 60.08% 
52 20.16% 
56 21.71% 
36 13.95% 
27 10.47% , 
30 11.63% 
162 62.79% 
27 10.47% 
53 20.54% 
70 27.13% 
76 29.46% 
40 15.50% 
78 30.23% 
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