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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 alternatives 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 Internet 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 Internet 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. Furthermore, the influence of 

the period of Internet usage on whether Internet users search Online for product 

and service information prior to purchasing from non-Internet based sellers was 

explored. Finally, the study showed the influence of different demographic 

variables on the decision to purchase via the Internet 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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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 Internet shoppers increases and the percentage of 

non-shoppers decreases. It was also found that Internet 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-Internet based sellers. One of the 

main conclusions is that not all product and service categories will be sold 

equally successful via the Internet. 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 Internet shoppers. 

----..-~.-----------------------
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CHAPTER 1 


INTRODUCTION 


1.1 INTRODUCTION 

In the Marketing field of study, the consumer decision-making process has in the 

past been documented as comprising of a distinct series of steps. First, the 

consumer has to be aware that a need exists, followed by the search for 

alternatives to satisfy the identified need. Once alternatives have been identified, 

the consumer will compare the possible alternatives in terms of attributes or other 

values of importance. From the evaluated alternatives, the consumer will 

purchase a preferred product or service. The decision-making process is usually 

concluded by a post-purchase evaluation phase that will result in either 

satisfaction or dissatisfaction with the chosen alternative (Solomon, 1996: 268; 

Assael, 1995: 80; Engel, Blackwell & Miniard, 1995: 142-143; Peter & Olson, 

1990: 171; Runyon & Stewart, 1987: 26; and Engel & Blackwell, 1982: 23.) 

ConSidering the well-documented decision-making process, Richardson (2001: 

137) predicts that the Internet will have an enormous impact on how consumers 

make buying decisions. The time and cost of searching and evaluating 

alternatives and negotiating terms are being driven lower and lower. Through the 

Internet consumers find that they no longer have to accept fixed prices for 

products and services and through the click of a few buttons the lowest priced, 

highest quality product can be found. 

Before the Internet became a reality, consumers were often frustrated by having 

to make ill-informed decisions on products and services they wished to acquire. 

Sinha (2000: 44-45) supports this statement by stating that obtaining information 

was time consuming and required a great deal of effort from the consumer. 

Some information was available in the form of newspaper advertisements, flyers 
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and brochures, but this information could often not be used since it was outdated. 

An item on sale today may not be on sale tomorrow; the consumer may take the 

effort to visit a store without being aware that the store is out of stock or sales 

people may not be able to provide the consumer with correct information. It was 

therefore difficult for the consumer to compare a variety of products and to 

compare prices for different products, often with different attributes. 

Considering the above scenario, it is clear that the Internet has brought many 

advantages to the consumer, enabling knowledgeable consumers to make more 

informed decisions and purchases. According to Sinha (2000: 44), advantages 

to the consumer include the availability of free information, easily obtainable from 

the Internet. The search for information is reduced to a few effortless keystrokes, 

where collecting the same information traditionally would require considerably 

more time and energy. The Internet also offers a wealth of information on 

product features, quality of products and reliability of different suppliers. Prices 

for products are available from various outlets and can be compared in real time 

at various Online price comparison sites, by the click of a few buttons. 

Prospective buyers can even read about purchasing experiences of others who 

have already purchased the product 'from a specific outlet. Not only are the 

product choices discussed but often the retail outlet provides the consumer with 

peace of mind for an intended purchase. 

Sinha (2000: 44) continues by stating that the influence of the Internet, 

specifically the availability and ease of obtaining product information, features, 

quality and prices, is also assisting the Online consumer with traditional, "Offline" 

purchases. Consumers are more knowledgeable about products they wish to 

purchase and have a better understanding of how prices are determined by 

sellers. This information assists the consumer to apply more pressure to the 

traditional retailers to reduce prices and cut high profit margins. 
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The Internet represents some major threats to companies and pressure is placed 

on manufacturers and retailers as a result of the wealth of information available 

on virtually all products and services. According to Sinha (2000: 44-45), 

companies are not able to build brands for their products, which would have 

resulted in price premiums as well as high profit margins. The availability of 

manufacturing cost makes it more difficult for the retailer to impose high price 

premiums, and consumers are demanding lower profits generated by retailers 

due to their knowledge obtained from the Internet. 

Lohse & Spiller (1998: 82-85) add to the view expressed above by identifying a 

number of factors influencing Internet store traffic that affect the Online seller. 

The first noticeable factor is the merchandise selection available Online. Internet 

sellers often do not offer as wide a variety of merchandise as that offered by 

traditional sellers, which lead to disappointed consumers. In addition to the lack 

often experienced in terms of variety, consumers can also not interact with the 

product as with paper catalogues. Sellers therefore need to be pro-active by 

offering hyperlinks to more detailed information on products and product 

testimonials. 

Service is a second factor that should be considered by sellers on the Internet. 

Lohse & Spiller (1998: 82) suggest that the Internet has placed operational 

pressure on companies, where consumers demand continuous, useful 

communication, across geographic barriers (worldwide shipping, multilingual 

sites), 24 hours a day, 365 days a year. Service required by consumers includes 

sales information, support for merchandise selection as well as answers to 

frequently asked questions. Consumers also need information on the companies 

they are dealing with, their history, background, credit, return, and payment 

policies, equipping them with the knowledge on the credibility of the organisation 

they are dealing with and providing their credit cards details. The latter is 

especially important for new companies operating solely on the Internet. 
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Sellers of products and services on the Internet should also consider the 

importance of convenience to the consumer, including Online store layout and 

ease of use with regard to the site being visited. General help functions may 

assist the consumer to find a particular function or information when visiting a site 

for the first time. Convenience features may also assist with management of 

consumer expectations, for example including a status indicator, updating 

consumers on the status of a transaction or time remaining for down-loading of 

large files. 

The checkout process is also of importance since most checkout processes are 

relevant only to a specific site. If the checkout process is too long or confusing to 

the consumer, sales will be lost. Lohse & Spiller (1998: 84) continue by pointing 

out that in a real department store, it is easy to undo a purchase by simply telling 

the sales person that you have changed your mind and will only take part of your 

purchase. On the Internet executing this simple function is often difficult and may 

result in all products considered for purchase being discarded, forcing the 

consumer to start with his selection process all over. Information of importance 

to the consumer, for example items out of stock, delivery time and cost, may also 

be omitted when purchasing Online, resulting in unhappy consumers. 

The final factor to be considered is store navigation. Every seller's page has to 

have consistent navigational links to enable the consumer to move around in the 

site. This need is highlighted due to product searches executed on the Internet 

that will link the consumer directly to the end product page. If there are no 

navigation links on the end product page, the consumer may not be able to 

browse the rest of the Online store to find other products of interest. 

Lohse & Spiller (1998: 81) continue by expressing the opinion that understanding 

the consumer is of extreme importance to Online marketers, since the Internet 

offers a number of dimensions that need to be considered to evaluate the 

success of an Online operation. Internet sellers should not presume that 
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Chapter 1 

consumers do not want a specific product based only on the fact that a product is 

not selling. Attention should be given to the relationship between sales and the 

user interface since this may discourage consumers to purchase products 

Online. Links to related information, limited menus, poorly designed navigation 

and structured World Wide Websites as well as difficulty to obta.in or compare 

information on the same screen all have adverse effects on Internet shopping. 

From the above discussion, it is clear that marketers need to understand the 

consumer to be successful on the Internet. In order to gain knowledge about 

consumer behaviour, marketers should place specific emphasis on consumer 

decision-making and buying behaviour, since knowledge obtained about the way 

consumers choose products will ensure more foclJsed strategies to purchase a 

marketer's product as opposed to that of a competitor. Phau & Poon (2000: 102) 

support this view by stating that markets can be served more effectively and 

profitably if Internet marketers understand the underlying reasons for differences 

in consumer choices. 

From a South African perspective, considering the relative low level of 

penetration by Internet users, the economic dichotomy of the country and the low 

levels of Online purchases, it is especially important for both the local and 

international marketer to understand the dimensions of decision-making and 

buying behaviour of the South African Internet user. 

1.2 DEFINING THE AREA OF RESEARCH 

This study will focus on household Internet users in South Africa. Before setting 

the objectives for this study it is important to look at the broader context of the 

South African Internet user market. 
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1.2.1 A South African perspective of Internet access and usage 

Media Africa.com (2000: 13) provides a history of the South African Internet and 

indicates that the Internet was introduced to South Africa during the late 1980s 

through the efforts of researchers at various Universities in South Africa. The 

more technically inclined members of the public followed by accessing the 

Internet by means of electronic Bulletin Boards in the beginning of the 1990s. 

More than 150 Bulletin Board operators were operational by 1994, offering at 

least e-mail access in South Africa. The first commercial Internet Service 

Providers emerged late 1993, offering services to corporate clients followed by 

the first consumer Internet Service Providers in 1994. 

Aggressive marketing campaigns by several newcomers to the Internet Service 

Provider market resulted in the Internet reaching a critical mass of consumers in 

South Africa, marked by rapid growth during the period October 1997 to 

December 1998. Media Africa.com (2000: 6) continues by indicating that 

following the period of rapid growth, the growth in the South African Internet 

market slowed down significantly during 1999 with expectations that this trend 

would continue during 2000. 

It can therefore be concluded, according to Media Africa.com (2000: 13), that if 

1998 was considered the year of critical mass for the Internet in South Africa, 

1999 was the year of maturity, followed by a year of consolidation during 2000. 

This historic perspective as well as the somewhat pessimistic view of the future 

of Internet access in South Africa is justified by a number of inhibitors to Internet 

growth in the South African economy. According to BMI (2000b: 26) the three 

most prominent factors causing this are the current telecommunication 

monopoly, the population distribution and economic dichotomy. 

a} 	 Telecommunications monopoly: Due to the fact that South Africa has only 

one fixed line telecommunications network provider, namely Telkom, the 
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availability of alternatives is reduced and no pressure can be applied to 

Telkom to meet market expectations. Internet services provided are 

characterised by slow response times and substandard quality, causing 

frustration to Internet users. 

b) 	 Population distribution: The provision of telecommunications and 

Information Technology infrastructure is hampered by high costs due to the 

relatively large geographical size of South Africa with a relative small 

population concentrated in a few metropolitan areas. In addition to the factors 

influencing telecommunications and Information Technology, the distribution 

of products purchased Online is a/so hampered by the distances between the 

major metropolitan areas, often resulting in distribution not being 

economically feasible. 

It should however be noted that the high concentration of people in the major 

metropolitan areas such as Gauteng, Western Cape and KwaZulu-Natal 

could be a driver for localised service offerings, which could prove 

economically viable. 

c) 	 Economic Dichotomy: South Africa is characterised by elements of both 

first and third world economies and is often referred to as a "digital divided" 

country. On the one hand of the economy, South Africa has sophisticated 

information technology and financial infrastructures with an established 

middle class and on the other hand the country is characterised by large 

numbers of poor people living in areas with only the most rudimentary 

infrastructure. Very limited benefits are derived from the Internet and e

Commerce by this "third world" component and it will take decades to cross 

the bridge between the first and third world components and to substantially 

improve the ratio between the two worlds. It should be noted that although 

the third world component will benefit, they will not be the drivers of either the 

Internet or e-commerce. 
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Chapter 1 

In contrast with the limiting factors to Internet access, it should be stressed that 

the main driver in the South African Internet market currently is the fact that the 

number of users are growing. Of even greater importance from a marketing point 

of view, is that Internet users are also spending more time using the Internet. 

8MI (2000b: 25) remarks that as users get more exposure to the Internet they 

are gradually starting to do transactions via the Internet, thereby decreasing 

perceived risk concerns in terms of the security of Online transactions. 

In addition it should be stated that an optimistic view of the future of the Internet 

in South Africa, expressed by 8MI (1999: 3), is that it will ultimately become a 

reality for the majority of consumers. This will occur as education levels rise, as 

the younger generation becomes exposed to information technology in schools 

and as the Internet becomes more ubiquitous in public places as well as in the 

working environment. 

1.2.2 Structure of South African Internet users by access method 

The predominant Internet access methods available to South African users are 

via corporate networks (by means of leased lines), academic networks and dial

up access via modems and personal computers. Dial-up access includes users 

accessing the Internet from home, small-office-home-office (SOHO). businesses 

and Internet cafes. 

While this study will focus on the buying behaviour of household Internet users in 

South Africa, it is important to first consider the size of the overall Internet market 

and access methods in South Africa. The discussion in Section 1.2.2 is based 

on the findings of Media Africa.com (2000: 8-42), unless otherwise stated. 

----~----~-~~ 
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Internet and World Wide Web within the broader literature of electronic 

commerce and electronic business (or simply e-commerce and e-business). 

E-commerce and e-business are two concepts that are often used 

interchangeably in literature. According to Greenstein & Feinman (2000: 2) and 

Bothma (2000: 39) there is however a difference between the two terms, where 

e-commerce is generally considered to have a narrower focus than e-business. 

The term e-commerce is restricting as it does not fully encompass the true nature 

of many types of information exchanges, whereas e-business implies the 

integration of all activities Online and thereby automating all functions of the 

organisation as a whole. 

Watson, Berthon, Pitt & Zinkhan (2000: 1) refer to electronic commerce in the 

broad sense as the use of computer networks to improve organisational 

performance. 

A formal de'finition by Watson et al. (2000: 1) suggests that e-commerce 

involves the use of information technology to enhance communications and 

transactions with all of an organisation's stakeholders (including customers, 

suppliers, government regulators, financial institutions, managers, employees, 

and the public at large). Greenstein & Feinman (2000: 2) add to the above 

definition by including the selling and buying of products and services that require 

transport, either physically or digitally, from location to location. 

According to Bothma (2000: 38-39) e-commerce comprises of three broad 

categories or different types of business groupings on the Internet, namely 

Business-to-Consumer (B2C) e-commerce, Business-to-Business (B2B) e

commerce and Consumer-to-Consumer (C2C) e-commerce. 
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The first category according to Bothma (2000: 131), business-to-consumer e

commerce (and the focus area of this study), often referred to as e-tailing, refers 

to marketing and selling to individual consumers Online. 

The second category, business-to-business e-commerce refers to businesses 

conducting business transactions with other businesses Online. Included in B2B 

e-commerce are Online procurement, supply chain management, customer 

relationship management and fully integrated inter-company e-business systems. 

The last category, consumer-to-consumer e-commerce, refers to consumers 

conducting business or interacting with other consumers Online, usually 

facilitated by an independent third party. 

Two other classifications of e-commerce that should be mentioned, although not 

of the same magnitude as the preceding three categories, are government-to

business or administration-to-business, and government-to-consumer or 

administration-to-consumer e-commerce. 

The Internet (or simply the Net) is defined by Bothma (2000: 3) as a world-wide 

interconnected network of computer networks. Clark (in Richardson; 2001: 67) 

elaborates on the definition of the Internet by viewing the Net as a decentralised 

network of computers that communicate over a variety of phone and data lines 

provided by the government, phone companies and private organisations. 

Bothma (2000: 3-4) provides greater detail of the concept of the Internet by 

stating that the Net comprises of six components. These components, namely e

mail, Newsgroups, Telnet, File Transfer Protocol, Internet Relay Chat, and the 

World Wide Web are briefly described below. 
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The first component, e-mail, which is what the Internet is most commonly used 

for, is a form of digital message that can be sent between two or more computers 

via the Net. 

Newsgroups represent a collection of more than 30 000 discussion groups that 

function on an e-mail type bulletin board basis and cover a wide range of 

different topics. 

The third component, Tel net, refers to a way of connecting a computer through 

the Internet to a remote computer located elsewhere in the world in order to 

enable the connected computer to become a terminal of the remote computer. 

File Transfer Protocol (FTP) is a set of protocols determining how files are 

uploaded and downloaded between two computers connected across the 

Internet. 

The Internet Relay Chat (lRC) refers to an interactive, real-time, chat service 

where two or more individuals can communicate with each other using a text

based messaging service. 

The last component of the Net, and the focus area of this study, namely the 

World Wide Web (or simply the Web or the WWW) implies the way of organising 

and viewing the information on the Internet and it provides a user-friendly 

graphical environment to work in. More simplistically, Bothma (2000: 11) refers 

to the Web as a way of looking at and organising the information on the Internet. 

Clark (in Richardson; 2001: 67), supports the view expressed above by defining 

the Web as a multimedia (text, sound, and graphics) subset of the Internet as a 

whole. 
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For the purpose of this study, the term World Wide Web will imply the specific 

subset of the Internet accessed by Internet users for browsing purposes. 

Browsing, often referred to as "surfing", the World Wide Web occurs when 

Internet users search for information on virtually any topic imaginable by means 

of search engines (e.g. Yahoo or Excite) or following links from one site to 

another. Browsing also includes specific searches for sites known to users 

through advertising or word-of-mouth, e.g. ABSA.co.za, Inthebag.co.za and 

Amazon.com. 

The term Online will imply all actions executed on the Internet and include e-mail 

and browsing as well as electronic transactions such as placing of orders, paying 

for products and services purchased and corresponding with vendors 

electronically. 

1.3 	 OBJECTIVES OF THE STUDY 

The primary objective of this study is to determine the buying behaviour of South 

African Internet users by using the Internet as an information source and buying 

channel. 

The following are secondary objectives that will contribute towards achieving the 

primary objective: 

i) 	 determine the factors Internet shoppers and non-shoppers take into 

account when considering whether or not to purchase via the Internet; 

ii) 	 for non-Internet shoppers, determine whether or not they will purchase via 

the Internet in the future and which product and service categories they 

consider purchasing from; 
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iii) 	 for non-Internet shoppers not considering to purchase via the Internet in 

the future, determine whether or not they would consider purchasing via 

the Internet if more, well-known South African businesses offer products 

and services via the Internet; 

iv) 	 for current Internet shoppers, future Internet shoppers and non-Internet 

shoppers who do not consider to purchase via the Internet in the future, 

determine whether or not they use the Internet as information source to 

search for product and service information prior to purchase from non

Internet based sellers; 

v) 	 for current Internet shoppers, determine the relationship between the 

length of time being an Internet user and factors considered before 

purchasing Online; 

vi) 	 for current Internet shoppers, determine the product and service 

categories they currently purchase from and the product and service 

categories they consider to purchase from in the future via the Internet; 

vii) 	 determine the relationship between the demographic variables of Internet 

users and the decision whether or not to purchase via the Internet, as well 

as the product and service categories they currently purchase from and 

consider purchasing from in the future. 

1.4 	 CONTEXT OF THE STUDY 

As defined in the objectives set in Section 1.3, this study will focus on factors 

influencing the consumer decision-making process that leads to buying 

behaviour for household Internet users in South Africa. Due to the focus of the 

study, only the decision-making process and buying behaviour of South African 

Internet users will be researched to derive a better understanding of consumer 
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behaviour as well as the decision-making process of the South African Internet 

user. 

The decision was made to focus on household Internet users and to exclude 

corporate as well as business users and factors influencing their decision-making 

processes. The reasoning behind excluding these users is based on the fact that 

this study will attempt to provide insight into the buying behaviour of the 

consumer and to focus on the business to consumer and not the business to 

business Internet offerings. 

Important to note is that although the study focuses on the consumer, and by 

implication household Internet access, many academic and corporate users may 

access the Internet from these networks and purchase products and services in 

their capacity as an individual consumer. It is important to note, for the purpose 

of this study, that these users will be excluded from the study and that only 

Internet users who access the Internet from home will be considered. 

Respondents limiting their Internet usage to e-mail only will also be excluded 

from the study. 

This study places no limit on age, gender, income, language, education level, 

race or ethnic group. The only limit enforced by the study is that respondents 

participating in the study have to have Internet access, regardless of the length of 

time, and that users should engage in browsing activities. 

1.5 IMPORTANCE OF THE STUDY 

The study will examine existing theory on consumer decision-making and buying 

behaviour via another, non-traditional, medium (i.e. the Internet) and the 

importance thereof can be highlighted by the views expressed by three leading 

research companies in South Africa. 
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BMI (1999: 3) states that the Internet has become one of the key measurements 

of a country's progress towards "superhighway status" in the information age. 

This statement is supported by Media Africa.com (2000: 55) that expresses the 

opinion that in reality the Internet has become a crucial tool for remaining 

competitive in a global market. 

BMI (2000a: 7) points out that although the South African Internet market is 

relatively small, the business to consumer market is a viable and profitable 

segment. However, key to Online success is an understanding of consumers' 

Online behaviour, preferences and concerns. The proper profiling and 

monitoring of consumers is of critical importance to enable the marketer to 

convert "browsers" into "shoppers", and more importantly into regular shoppers. 

Webchek (1999:21) supports this view by stating that understanding customer 

needs and wants significantly enhances the chance for success in the Internet 

environment. If companies don't understand their customer needs and wants, it 

will be more difficult to know where to focus their energy, effort and capital. It is 

also likely that companies will have to make significant, often expensive, changes 

to Websites after launch, and that they will not be able to obtain the returns they 

expected. 

From the opinions expressed above, it is clear that understanding the South 

African Internet user decision-making process and buying behaviour is a critical 

factor for success in this market. 

The study will provide a theoretical basis for the consumer decision-making and 

buying processes together with the application of existing theory on the Internet 

user. Once the theoretical basis has been established, the study will aim to 

provide insight into the buying behaviour of South African Internet users through 

empirical research. The results from the study will contribute to the field of 

knowledge in a number of ways. 
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Firstly, the results will provide a better understanding of the application of 

traditional theory on consumer decision-making and buying behaviour with 

regards to Internet users. The differences and application of existing theory will 

be highlighted and conclusions will be made to the relevance of existing theory 

and models when applied to the Internet. 

Secondly, the findings of the study will provide insight into the decision-making 

and buying behaviour of the Internet user. The findings will offer perspectives of 

both Internet shoppers and non-shoppers and will offer an analysis of reasons 

why some Internet users shop Online while others don't engage in shopping 

activities. 

From the analysis, the study will offer the marketer with insights on how to 

approach the Internet user to prompt purchase behaviour. Deductions from the 

study will also empower marketers to understand why some Internet users do not 

engage in Online shopping activities and will assist them to draft Internet 

strategies that will convert surfers to shoppers. 

Finally, the study will also assist the traditional channel manager to gain insight 

into the decision-making and buying behaviour of Internet users and may assist 

with strategies to address current shortfalls of the Internet, that will result in 

Internet shoppers returning to traditional means of shopping. 

1.6 DEMARCATION OF THE STUDY 

By focusing on the usage and buying patterns of South African Internet and Web 

users, meaningful insights can be obtained that will assist with the execution of 

the empirical aspect of this study. This section will provide valuable input to this 

study by providing information on the South African Internet and Web user. 
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1.6.2.2 Online shopping 

According to Webchek (1999: 53), South African Internet users have identified a 

number of aspects regarding Online shopping that they consider important with 

regards to Internet shopping. In order of importance, the eight most important 

aspects of Online shopping considered are: 

• Security 

• Reliability 

• Convenience 

• The ease of finding the product Online 

• Speed of Internet access 

• Price of the item 

• Ability to make more informed purchase 

• No pressure from a sales person 

The reason for listing the factors considered to be important, is that users may be 

discouraged to purchase via the Internet if the seller does not consider these 

factors. 

BMI (2000a: 60-61) estimates that 33% of South African Internet users purchase 

products and services Online. This represents a growth of 120%, up from 15% in 

1999. The majority of Internet shoppers tend to purchase annually (37%) or at 

least monthly (47%). These shoppers are most probably new Internet users or 

first time buyers. Eleven percent can be regarded as weekly shoppers and five 

percent shop at least daily. 

-------~----~~-------
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telephone costs, speed of Internet services and not enough knowledge to make 

use of it. 

From the above discussions, it is clear that in order to be a successful seller of 

products and services on the Internet, marketers will have to understand 

consumer decision-making and buying behaviour. It is not only important to 

understand what factors influence consumers to buy, but also to understand what 

products they will not consider buying and the reasons why. With greater 

knowledge about consumers, sellers to South African Internet users will be able 

to draft more effective and profitable strategies to meet needs expressed by 

these users. 

1.7 OUTLINE OF THE STUDY 

This research study is divided into eight chapters. Chapter one provided an 

introduction to the study. The area of research has been defined as well as the 

necessity to execute the study flowing from identified problems, which act as 

motivation to execute the study. The objectives for the study were set and the 

demarcation of the study was presented. 

Chapters two, three and four present the theoretical base of the study. Chapter 

two focuses on the comprehensiveness of consumer behaviour by examining a 

number of consumer behaviour models. 

Chapter three provides a detailed discussion on the consumer decision-making 

process documented in marketing literature by focusing on the various stages of 

the process together with the influences that affect the different stages. 

The influence of the Internet on the consumer decision-making process is 

considered in Chapter four and a consumer decision-making model applied to 

the Internet is discussed. 

Page 34 

 
 
 



Chapter 1 

The problem statement for the study is highlighted in Chapter five and the 

hypotheses for the study are formulated. 

The research methodology that will be used in the study is outlined in Chapter 

six. The first part of this chapter provides a theoretical overview of the research 

methodology applied in the study. The second part provides inSight into the 

sample selection and statistical techniques to be used. 

Chapter seven is dedicated to analysing the results obtained from the empirical 

phase of the study. The statistical results are provided, interpreted and 

discussed and the main findings from the researCh-phase of the study are 

highlighted. The hypotheses formulated for the study (Chapter 5) will also be 

accepted or rejected in Chapter seven. 

The final chapter, Chapter eight, summarises the major findings from the study 

and draws a number of conclusions. The chapter ends by highlighting the 

limitations of the study and provides recommendations for future research. 

- ..~.~.----
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Chapter 2 

CHAPTER 2 


CONSUMER BEHAVIOUR THEORY 


2.1 INTRODUC1·ION 

Chapter 1 provided an overview of the area of research for this study, by 

identifying, among others, the objectives of the study together with the 

importance attributed to the study. 

This chapter will focus on the area of consumer behaviour by first considering a 

number of human behavioural models and the commonalities thereof with 

consumer behaviour, impacting the marketing field of study. Once the human 

behavioural models have been addressed, the chapter will focus on models of 

consumer behaviour. 

Section 2.2 of this chapter will provide an overview of consumer behaviour, 

followed by models of human behaviour in Section 2.3. Section 2.4 will represent 

the main discussion of Chapter 2 by focusing on the definition, purpose and 

value of models of consumer behaviour. The chapter will be concluded with a 

short summary in Section 2.5. 

It is important to note that this chapter will provide an overview of consumer 

behaviour theory and that an Internet perspective on consumer behaviour, and 

more specifically consumer decision-making, will be provided in Chapter 4. 

2.2 AN OVERVIEW OF CONSUMER BEHAVIOUR 

This section focuses on the consumer behaviour field of study and will explore 

the origin of a consumer focus in marketing. Since the term "consumer" will be 

used and quoted from all the sources consulted in this chapter, it is important to 
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first define the term "consumer". Walters (1974: 4) provides such a definition by 

stating that "A consumer is an individual who purchases, has the capacity to 

purchase, goods and services offered for sale by marketing institutions in order 

to satisfy personal or household needs, wants, or desires." 

As will be noted from the definition above, referral is made to an individual. 

Therefore, one should first focus on human behaviour, since consumer 

behaviour, according to Walters (1974: 6), represents a subset of human 

behaviour (discussed in Section 2.3). Human behaviour, therefore, " ... refers to 

the total process whereby the individual interacts with his environment" (Walters 

1974: 6). 

Human behaviour encompasses every thought, feeling or action by people. This 

implies that every thought, motive, sensation and decision that is made every 

day, is classified as human behaviour. Belch & Belch (1990: 91) provide a link 

between human behaviour and consumer behaviour, by stating that consumer 

behaviour has been defined as the study of human behaviour in a consumer role. 

Consumer behaviour, according to Walters (1974: 6), represents specific types of 

human actions, namely those concerned with the purchase of products and 

services from marketing organisations. 

Having defined human behaviour and accepted that consumer behaviour is 

founded in human behaviour, the focus in Section 2.2.1 will be on consumer 

behaviour. 

2.2.1 Defining consumer behaviour 

Walters (1974: 7) defines consumer behaviour as: " ... the process whereby 

individuals decide whether, what, when, where, how, and from whom to purchase 

goods and services." 
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Mowen (1993: 6) provides a different definition by explaining consumer 

behaviour as: "... the study of the buying units and the exchange processes 

involved in acquiring, consuming, and disposing of goods, services, experiences, 

and ideas". This definition focuses on buying units in an attempt to include not 

only the individual but also groups that purchase products or services. 

Schiffman & Kanuk (1997: 648) define consumer behaviour as: "The behavior 

that consumers display in searching for, purchasing, using, evaluating, and 

disposing of products, services, and ideas." Schiffman & Kanuk (1997: 6-7) 

elaborate on the definition by explaining that consumer behaviour is, therefore, 

the study of how individuals make decisions to spend their available resources 

(time, money, effort) on consumption-related items. It includes the study of what, 

why, when, where and how often they purchase and how they use the purchased 

product. In addition, it encompasses all the behaviours that consumers display in 

searching for, purchasing, using, evaluating and disposing of products and 

services that they expect will satiSfy their needs. 

According to Schiffman & Kanuk (1997: 6-7), two different types of consumers 

can be distinguished, namely personal and organisational consumers. Personal 

consumers purchase products and services for personal or household use or as 

a gift to someone else. Personal consumers, therefore, purchase for final 

consumption. Organisational consumers on the other hand purchase products 

and services to run an organisation, including profitable and non-profitable 

organisations, government organisations and institutions. 

This chapter and this study will focus on the individual, personal consumer, who 

purchases products or services for personal and family use. 

A final definition of consumer behaviour, by Engel, Blackwell & Miniard (1990: G

4), states that: "those actions directly involved in obtaining, consuming, and 

disposing of products and services, including the decision processes that 
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precede and follow these actions". More recent descriptions or definitions (which 

in essence do not differ from the above) can be found in Arnould, Price & 

Zinkhan (2002: 5) and Peter & Olson (2002: 6). 

The definitions provided above should provide sufficient clarity on the concept of 

consumer behaviour. Section 2.2.2 will provide greater clarity on the origin and 

importance of consumer behaviour, especially from a marketing point of view. 

2.2.2 The origin and importance of consumer behaviour 

According to Engel et al. (1990: 22) and Schiffman & Kanuk (1997: 8), consumer 

behaviour is regarded as a relatively new field of study with no historical body of 

research of its own. The concepts of the development, therefore, were heavily 

and sometimes indiscriminately borrowed from other scientific disciplines, such 

as psychology (the study of the individual), sociology (the study of groups), social 

psychology (the study of how individuals operate in groups), anthropology (the 

influence of society on the individual) and economics. 

From a marketing perspective, consumer behaviour most probably became an 

important field of study with the development of the so-called marketing concept. 

Assael (1995: 5) emphasises the influence of the marketing concept in marketing 

by stating that, according to the marketing concept, marketers first need to define 

bene"fits sought by consumers in the marketplace, followed by the drafting of 

marketing plans supporting the needs of consumers. 

The marketing concept was formulated during the 1950s and although it seems 

logical, marketers never considered the concept thereof earlier. Assael (1995: 8) 

provides two reasons why marketers did not use the concept earlier. The first is 

that marketing institutions were not sufficiently developed to accept the marketing 

concept prior to the 1950s. Advertising and distribution were geared for the 

mass production and mass marketing strategies of that time. The 
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implementation of the marketing concept requires diverse facilities for the 

promotion and distribution of products that will meet the needs of small, diverse 

market segments. The production and marketing focus before the 1950s was 

therefore concerned with economies of scale. 

The second reason for not pursuing the marketing concept prior to the 1950s can 

be attributed to the lack of a need to do so. The effects of the Depression 

resulted in very little spending power of consumers, attributing to the lack of 

interest in consumer behaviour. The Second World War, immediately after the 

Depression, contributed to the lack of interest in consumer behaviour since 

product scarcities were the order of the day. With the lack of competitive 

pressure, manufacturers could sell whatever products they manufactured. The 

marketing approach for this era, according to Schiffman & Kanuk (1997: 10), is 

called a production orientation, where consumers purchased what was available, 

rather than waiting for what they wanted. 

The production orientation was followed by a selling orientation, where marketers 

attempted to sell products that they unilaterally decided to produce. The 

assumption of this orientation, according to Schiffman & Kanuk (1997: 10), was 

that consumers were not willing to purchase products, unless they were actively 

and aggressively persuaded to do so. The selling orientation did not consider 

consumer satisfaction, leading consumers to communicate negatively regarding 

the product by means of word-of-mouth if they were not satisfied with it. 

In the early 1950s marketers realised that they could sell more products more 

easily by offering products to those consumers they assumed would purchase 

them. Through this approach, organisations considered consumer needs and 

wants, leading to the formulation of the marketing concept. 

As can be seen from a historical perspective, it is important for any organisation 

to acknowledge consumer needs as a key to success for both survival and profit 
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generation in a modern economy with multiple products per competitor and 

multiple competing distribution points. 

The importance of understanding consumer behaviour can most probably be 

summarised in a simple, yet powerful, statement by Assael (1995: 3): 

"Consumers determine the sales and profits of a firm by their purchasing 

decisions. As such, their motives and actions determine the economic viability of 

the firm". 

To be a successful seller of products and services (as can be concluded from the 

statement above), organisations need to understand consumer needs and 

behaviour and draft their marketing strategies to incorporate such behavioural 

needs of consumers. 

Section 2.2 provided an insight into the consumer behaviour field of study. 

Before addressing models of consumer behaviour in Section 2.4 (insight to the 

factors influencing consumers in the purchase process), models of human 

behaviour will be discussed in Section 2.3, providing greater clarity regarding the 

way in which human beings behave. 

2.3 MODELS OF HUMAN BEHAVIOUR 

According to Kotler (in Gould, 1979: 33), it is an extremely difficult task to 

uncover the reasons why people buy, as they are subject to many influences. 

One reason is that humans are greatly influenced by their psyche, which 

eventually leads to overt purchase responses. 

Runyon & Stewart (19B7: 694-695) explain the theory of human behaviour by 

stating that it represents the beliefs held regarding the nature of human beings as 

well as the causes of their behaviour. Human beings can therefore be viewed 

from many perspectives. If, for instance, human beings are viewed from an 
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economic perspective, marketers may attempt to influence them with economic 

incentives. If, however, viewed from a social theory perspective, marketers may 

attempt to influence people through appeals to group norms, references and 

values. 

According to Runyon & Stewart (1987: 695), in discussing models of human 

behaviour, it is important to note that the models proposed are viewed as being 

an incomplete description of human beings, where different models may be 

appropriate for different marketing situations. Despite the above view, models of 

human behaviour provide valuable input to consumer behaviour, since they 

attempt to provide insights into why human beings, and therefore consumers, 

rationalise purchase decisions. 

To provide a clearer understanding of human behaviour, four models will be 

discussed together with marketing applications based on the findings of Kotler (in 

Gould, 1979: 34-46). The models of human behaviour discussed below are the 

Marshallian economic model, the Pavlovian learning model, the Freudian 

psychoanalytical model and the Veblenian social-psychological model. In 

addition to these four models, the theory of Maslow's hierarchy of needs will be 

discussed to provide a perspective on the importance of understanding the 

influence of needs and motivation on consumer behaviour. 

2.3.1 The Marshallian economic model 

According to the Marshallian economic model, individual buyers will spend their 

income on goods that will offer the greatest satisfaction, depending on their taste 

and the relative prices of goods. 

The antecedents for the Marshallian theory can be traced back to both Adam 

Smith and Jeremy Bentham. In accordance with a doctrine of economic growth 

developed by Smith, man is said to be motivated in all his actions by self-interest. 
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Bentham, who viewed man as carefully calculating and weighing expected pains 

and pleasures of every contemplated action, refined this view. By the time 

Bentham's theory was applied to consumer behaviour late in the 19th century, the 

"marginal-utility" theory of value was formulated independently and almost 

simultaneously by Walras in Switzerland, Menger in Australia and Jevons and 

Marshall in England (Kotler, in Gould; 1979: 35). 

The theoretical work of Alfred Marshall, who was the consolidator of the classical 

and neo-classical tradition in economics aimed at realism, is founded in his 

method to examine the effect of change in a single variable, for example price, 

when all other variables were held constant, based on simplified assumptions. In 

the quest for greater realism, Marshall "reasoned out" consequences of the 

provisional assumptions and modified his assumptions in subsequent steps. 

Marshall's methods and assumptions have been refined to the Modern Utility 

Theory, where the economic man maximises his utility and does this by carefully 

calculating the ''felicific'' consequences of any purchase. Runyon & Stewart 

(1987: 695) add to the discussion by stating that Marshall used money as the 

common denominator of psychological needs, where the value of satisfying a 

specific need could be equated and compared with other needs in terms of cost. 

Marketing applications of the Marshallian model 

The value of the Marshallian model for the purposes of behavioural science can 

be viewed from a number of different viewpoints (Kotler, in Gould; 1979: 35-36). 

One point of view is that the model is tautological and therefore neither true nor 

false. The model is also not very informative because it simply portrays the buyer 

as acting in his best interest. 

A second view is that the model provides logical norms for buyers who want to 

be "rational", therefore it is a normative rather than a descriptive model of 
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behaviour. The consumer is not likely to employ an economic analysis for all 

purchases, but is rather selective in using an economic theory. A consumer may 

therefore not use the economic principles for choosing between two low-cost 

products but may apply an economic analysis when deciding to purchase a new 

house or car. 

A third view is that economic factors should be included in any comprehensive 

description of buying behaviour, since economic factors operate, to a greater or 

lesser extent, in all markets. 

The Marshallian model provides a number of useful behavioural hypotheses. 

The first hypothesis offered is that the lower the price of a product, the greater 

the sales will be for that product. A second hypothesis is that the lower the price 

of a substitute product is than that of a specific product, the greater the sales of 

the substitute product will be. 

Third, the sales of a product will be higher, provided it is not an inferior product, if 

the real income is higher. The last hypothesis states that greater volumes of 

sales will follow as promotional expenditure is increased. 

It should be noted that these hypotheses are intended to describe the average 

effect and do not attempt to class all individuals' actions as continuously 

calculating the economic impact during purchase decisions. 

As a final comment to the Marshallian model, it can be concluded that economic 

factors alone cannot explain all variations in the sales and buying process and 

also that the fundamentals of how brand and product preferences are formed are 

ignored in this theory. The model offers a useful frame of reference for analysing 

only a small portion of the consumer's psyche. 
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2.3.2 The Veblen ian social-psychological model 

The Veblen ian social-psychological model of human behaviour is based on the 

findings of Thorstein Veblen, who received his training as an orthodox economist 

and evolved as a social thinker through the influence of the science of social 

anthropology. 

According to this model, man is perceived to be a so-called "social animal", 

where man conforms to norms of its larger culture and to more specific standards 

of subcultures and face-to-face groups in which humans operate (Kotler, in 

Gould; 1979: 41). In essence this implies that human behaviour and needs are 

moulded by present group memberships. 

Based on the theory of the model, Veblen hypothesised that, for the so-called 

leisure class, a great portion of economic consumption is influenced and 

motivated by prestige seeking and not on needs or satisfaction. Veblen placed 

specific emphasis on emulative factors that would influence people when 

purchasing conspicuous products, for example cars and houses or even less 

expensive items, such as clothes. 

The model is criticised as it is perceived by more modern perspectives to be 

overstated. For example, not all people consider the leisure class to be a frame 

of reference and many people aspire to the social class immediately above their 

current social class. In addition to the above, more affluent people of the society 

would rather underspend than overspend on conspicuous items since they would 

rather "fit in" than "stand out". 

A final comment on the model is that although Veblen was not the first 

investigator to comment on the influence of social class on human behaviour, the 

incisive quality of his observations inspired further investigations. 
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Marketing applications of the Veblenian model 

The importance of the Veblen ian model, according to Kotler (in Gould, 1979: 

42), to the marketer is that, in order to determine the demand for products, the 

most important social influences impacting on such product demands should be 

determined. Important for the marketer to consider is the impact of different 

social influences, which include social class, subculture, reference groups and 

face-to-face groups. 

2.3.3 The Pavlovian learning model 

The well-known Pavlovian theory of learning has its origin in the experiments of 

the Russian psychologist, Pavlov, who conducted his experiments by ringing a 

bell each time before feeding a dog. Pavlov soon discovered that he could 

induce the dog to salivate by ringing the bell regardless of whether or not food 

was offered to the dog. From this experiment, Pavlov could conclude that 

learning occurred due to a process of association and that a large component of 

human behaviour was conditioned in this way. 

Experimental psychologists, focusing on rats and other animals and eventually 

human beings, continued Pavlov's mode of research. The objective of laboratory 

experiments was to explore phenomena such as learning, forgetting and the 

ability to discriminate. The result of the research led to a stimulus-response 

model of human behaviour, based on four central concepts, namely drive, cue, 

response and reinforcement. Before briefly discussing these concepts, it should 

be mentioned that O'Shaughnessy (1992: 116) explains that according to 

Pavlovian theory, also called classical conditioning, there has to be a connection 

between some stimulus and a true reflex reaction. 
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The four central concepts of the Pavlovian theory are briefly discussed below. 

a) 	 Drive: In the Pavlovian learning model, drive, also referred to as "needs" 

or "motives", implies strong stimuli internal to the individual, which activate 

action. Two types of drives are distinguished by psychologists, namely 

primary physiological and learned drives. Primary physiological drives 

refer to basic individual factors, such as hunger, thirst, pain, cold and sex. 

Learned drives, which are derived socially, include factors such as COM 

operation, fear and acquisitiveness. 

b) 	 Cue: According to the model, a drive is very general and a particular 

response is impelled only in relation to a particular configuration of cues. 

Cues are furthermore perceived as weaker stimuli in the individual and the 

environment and will determine where, when, and how a subject 

responds. As an example, an advertisement for coffee may act as a cue, 

which stimulates the thirst drive. The response will be influenced by this 

cue as well as other cues, for example time of day and availability of other 

thirst-quenchers. 

c) 	 Response: Response implies the reaction to the configuration of the 

cues. It should, however, be noted that the exact configuration of cues will 

not necessarily generate the same response. The same response 

depends on the degree to which the experience was rewarding. 

d) 	 Reinforcement: A rewarding experience will result in the reinforcement 

of a particular response. It is therefore implied that the tendency is formed 

where the same response will be repeated when the same configuration of 

cues appears. If, however, a learned response or habit is not reinforced, 

the habit may eventually be extinguished, since the strength of the habit 

decreases. 
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Important to note is that, in contrast to extinction, forgetting occurs when learned 

associations weaken due to non-use and not because of the lack of 

reinforcement. 

Marketing applications of the Pavlovian model 

The Pavlovian model makes no claim to provide a complete theory of consumer 

behaviour due to the omission of interpersonal influences, perception and the 

subconscious influences considered to be important phenomena. The model 

does, however, contribute to marketing by providing insights to the marketer 

concerning consumer behaviour and advertising strategy. 

An example of the usefulness of the model for the marketer would be the 

introduction of a new brand into a highly competitive market. The organisation 

may attempt to form new habits for its new brand by extinguishing existing brand 

habits. A challenge to the organisation will be to persuade consumers to try the 

new brand by deciding between using strong and weak cues. Although strong 

cues, for example samples of the product, may be the more expensive 

alternative, it often is the desired approach to target markets characterised by 

high brand loyalties. Also of importance, considering the reinforcing component 

of the model, is that sufficient quality should be built into the brand to create a 

positive experience. In addition to the above, it may be useful to determine the 

most effective cues in leading brands. 

The second area in which the Pavlovian model offers insight, according to Kotler 

(in Gould, 1979: 38), is in the form of guidance for advertising strategy. The 

model emphasises the repetition in advertising since a single exposure is very 

likely to be a weak cue, hardly able to sufficiently arouse the individual's 

consciousness to inspire the drive as discussed in the model. Repetition in 

advertising also has two desirable effects (Kotler, in Gould; 1979: 38). Repetition 

(or frequency of association, according to Belch & Belch, 2001: 125) firstly 
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combats forgetting and secondly provides reinforcement since the consumer 

becomes selectively exposed to advertisements of the product after purchase. 

As closure to the value of the model offered to marketing, guidance is provided to 

advertising copy, since in order to be effective, an advertisement should arouse 

strong drives in a person. Marketers should therefore identify the strongest 

product-related drives, for example hunger may be identified for candy bars and 

status for motor vehicles. 

2.3.4 The Freudian psychoanalytical model 

The well-known Freudian model of human behaviour, according to Kotler (in 

Gould, 1979: 39), is regarded to have a profound impact on 20th century thought, 

although it is labelled as being the latest in a series of philosophical "blows" to 

which man has been exposed in the past 500 years. Freud attacked the idea 

that man reigned over his own psyche, whereas preceding philosophical views 

by Copernicus and Darwin respectively destroyed the view that man was at the 

centre of the universe and opposed the idea that man was considered a special 

creation. 

Kotler (2000: 172) summarises the theory by stating that Freud assumed that 

the psychological forces shaping people's behaviour are largely unconscious, 

resulting in people not being able to fully understand their own motivations. 

Kotler (in Gould, 1979: 39) provides more detail on Freudian theory by explaining 

that, according to the theory, the child enters the world driven by instinctual 

needs that cannot be satisfied by itself. The child quickly and painfully realises 

its detachment from the world and at the same time its dependence on it. 

Through blatant means, including supplication and intimidation, the child 

attempts to use others to satisfy its needs. 
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Freudian theory further propagates that, as human beings grow, their psyche 

(called the id) remains the source for strong urges and drives. Solomon (1996: 

134) adds by stating that the id is oriented toward immediate gratification, 

forming the "partly animal" portion of the brain. A second part, called the ego, 

develops into a conscious planning core where outlets for drives are uncovered, 

responsible (according to Solomon, 1996: 134) for mediating between the id and 

the superego. The superego, the final concept of the model, is responsible for 

the channelling of instinctive drives into socially acceptable outlets in order to 

avoid the pain associated with guilt and shame, referred to by Solomon (1996: 

134) as the individual's conscience. 

The urges that human beings feel, especially sexual urges, cause shame and 

guilt and are therefore repressed from the conscious. A person therefore 

develops defence mechanisms, for example rationalisation and sublimation, 

resulting in either the denial of such urges or the transformation thereof into 

acceptable social expressions. According to Freud, these urges are never 

eliminated or under perfect control and sometimes emerge, vigilantly, as slips-of

the-tongue, in dreams, in neurotic and obsessive behaviour or eventually in 

mental breakdowns where the ego is not capable to maintain the balance 

between the oppressive power of the superego and the impulsive power of the id. 

A possible impact of the model, in practical terms, is that since the individual is 

not able to understand its own behaviour, it is even more difficult for the casual 

observer to understand such behaviour. For example, if a person is asked why a 

certain expensive vehicle is bought, the reply may be that the deciding factors 

were speed, comfort and appearance. At a deeper level, the reasons may 

include to impress others or to be young again. At an even deeper level, the 

motive for the purchase may be attributed to an attempt to achieve substitute 

gratification for unfulfilled sexual urges. 
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The Freudian model has been refined a number of times. Changes include the 

three parts of the psyche, where it is regarded as theoretical concepts rather than 

actual entities as well as the extension of the behavioural perspective to 

incorporate cultural and biological mechanisms. 

Kotler (in Gould, 1979: 40) continues by stating that instead of focusing on sexual 

urges in psychic development, like Freud who focused on oral, anal and genital 

stages together with possible fixations and traumas, other philosophers refined 

the theories of Freud. For example, Adler focused on the desire for power and 

the manifestation thereof in superiority and inferiority complexes; Horney 

emphasised cultural mechanisms and Fromm and Erickson stressed existential 

crises in personal development. 

In conclusion, it should be noted that the philosophical divergencies, as 

mentioned above, greatly enriched and extended the interpretative value of the 

Freudian model to a wide range of behavioural phenomena. 

Marketing applications of the Freudian model 

Kotler (in Gould, 1979: 40) suggests that the most important marketing 

implication of the Freudian model that marketers should note, is that consumers 

are motivated by both symbolic and economic-functional product concerns. For 

example, the change of a bar of soap from a square to a round shape has 

probably more a sexual than functional connotation. A more practical example 

may show that an advertisement for a cake mix, depicting little effort and labour 

involved, may alienate housewives since the easy life may cause a sense of 

guilt. 

The importance of the model can also be viewed from a research perspective. 

While direct observation and interviewing can be used to obtain more superficial 

characteristics, for example age, gender and family income, these methods of 
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research cannot be used for establishing the mental state, which is believed to 

be deeply "buried" within an individual. 

A final benefit to marketing researchers is that motivational research can offer 

beneficial insights and inspiration in terms of advertising and packaging. Belch & 

Belch (2001: 112) support this view by stating that insights gained from 

motivational research can often be used as a basis for advertising messages 

aimed at deeply rooted feelings, hopes, aspirations and fears of consumers. 

Such emotional appeals are often more effective than rationally based appeals. 

2.3.5 Maslow's hierarchy of needs 

Maslow's well-known hierarchy of needs, although not classified as a model of 

human behaviour, provides valued input to the theory of consumer behaviour, 

since it provides theory on the motivation of human beings based on a hierarchy 

of human needs. The importance of motivation and needs within the study of 

consumer behaviour will be noticed when the models of consumer behaviour are 

discussed later in this chapter. Important to note, as will be seen in Chapter 3, is 

that the theory of the consumer decision-making process commences with the 

identification or recognition of a need, therefore underlying the importance of 

considering the hierarchy of needs theory by Maslow. 

According to Schiffman & Kanuk (1997: 95-96), Maslow's theory postulates five 

basic levels of human needs, ranging from lower-level (biogenic) needs to more 

important, higher-level (psychogenic) needs. Consumers, therefore, seek to first 

satisfy lower-level needs before attending to higher-level needs. 

Only once a lower-level need is satisfied, will a new (higher-level) need emerge, 

motivating the consumer to fulfil such a need. The process continues, leading 

the consumer to aspire to the fulfilment of higher-level needs, each time higher 

than the need before. Loudon & Della Bitta (1993: 334) support this view by 
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Each level, as portrayed in Figure 2.1, will be briefly discussed to differentiate 

between the levels. Physiological needs represent the most basic needs that 

are required to sustain life and include food, clothing and shelter. Safety and 

security needs concern more than physical safety and include order, certainty 

and control over the environment and own life. The third level, social needs 

(referred to as affiliation needs by Churchill & Peter, 1998: 143), refers to needs 

such as friendship, love, affection, belonging and acceptance. 

Egoistic needs (called esteem needs by Belch & Belch, 2001: 110 and Churchill 

& Peter, 1998: 143) comprise inwardly-directed needs (for example concerned 

with the individual's need for success, independence, self-acceptance and 

personal satisfaction with something well done) and outwardly-directed needs 

(including, for example, the need for reputation, status and prestige). The final 

and highest level of needs is that of self-actualisation, implying the desire to 

fulfil one's potential, becoming everything an individual is capable of becoming. 

Worth mentioning is that Maslow believed that most people do not satisfy their 

egoistic needs sufficiently, thereby keeping them from ever moving to the final, 

self-fulfilment needs. 

Comments on Maslow's hierarchy of needs 

According to Schiffman & Kanuk (1997: 100) the major problem of Maslow's 

theory is that it cannot be tested empirically, implying that there is no means of 

measuring precisely how satisfied one need must be before a next, higher need 

becomes operative. 

Solomon (1994: 94) continues by stating that the influence thereof on marketing 

is somewhat Simplistic since, according to the theory, consumers first need to 

satisfy basic needs before progressing to higher-level needs, where one product 

can satisfy a number of different needs. In addition to the above, Solomon 

(1994: 94) and Schiffman & Kanuk (1997: 100) argue that the theory may be 
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culture-bound, perhaps restricting it to Western culture, or even only certain 

Western cultures, with other cultures possibly questioning the order of levels 

specified by the model. For example, Eastern cultures may regard the welfare of 

a group to be more valued than needs of an individual. 

Despite the criticism on the Maslow theory, Schiffman & Kanuk (1997: 100) 

believe that it is useful in marketing strategy, since it provides an understanding 

of consumer motivations, primarily because consumer goods often serve to 

satisfy each of the need levels. In addition to the above, the hierarchy offers a 

comprehensive framework for marketers when developing advertising appeals 

for their products. The theory is adaptable in two ways, firstly enabling marketers 

to focus advertising appea.ls on a need level that is likely to be shared by a large 

segment of the intended audience and secondly, providing input to product 

positioning and repositioning. 

Solomon (1994: 94) indicates the relevance of the hierarchy of needs by stating 

that, rather than viewing consumer needs as a progression to higher-level needs, 

marketers should acknowledge that consumers have need priorities at different 

times. This view is supported by Walters (1974: 108) who states that the 

importance of needs to marketers is founded in the fact tha.t motives for 

purchasing are established by needs. 

Section 2.3 provided an overview of models of human behaviour. The following 

section focuses on models of consumer behaviour and will show how the 

shortcomings of the models of human behaviour led to the formulation of models 

of consumer behaviour. Chapter 3 will narrow the theoretical focus of the study 

by being devoted to the consumer decision-making process. Chapter 4 will 

provide an even greater focus (as far as the theoretical overview is concerned) 

by providing insights on how the Internet can possibly influence the consumer 

decision-making process. 
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2.4 MODELS OF CONSUMER BEHAVIOUR 

The discussion on models of human behaviour in Section 2.3 showed attempts to 

explain human behaviour as well as its influence on consumer behaviour. These 

models had a very narrow approach in terms of their explanations of human 

behaviour and the impact thereof on consumer behaviour. It only focused on one 

subset of possible influences on behaviour, for example the Marshallian model, 

focusing only on the influence of financial resources on behaviour. 

The shortcomings of models of human behaviour led to more complex models of 

consumer behaviour appearing in the early 1960s. According to Runyon & 

Stewart (1987: 698), models of consumer behaviour, in contrast to models of 

human behaviour, attempted to describe and systemise the entire purchasing 

process, thereby providing a guide for further study and research on the subject 

of consumer behaviour. 

Section 2.4 will focus on the definition of models of consumer behaviour, the 

purpose and advantages thereof and finally, discuss a number of models of 

consumer behaviour together with the importance thereof in understanding 

consumer behaviour. 

2.4.1 Defining models of consumer behaviour 

Before providing a definition of models of consumer behaviour, it may be useful 

to first define the term "model". Schiffman & Kanuk (1997: 652) provide such a 

definition, namely: "A simplified representation of reality designed to show the 

relationships between the various elements of a system or process under 

investigation." 

Engel & Blackwell (1982: 677) add to the above by explaining that a model is a 

replica of the phenomena it is intended to designate, meaning that it specifies the 
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elements portrayed within the model and represents the nature of relationships 

among these elements. 

A model can therefore be viewed as a testable "map of reality" and its utility lies 

in the extent to which successful predictions and description of behaviour, 

together with underlying influences, are made possible. 

A 'final definition, specifying models of consumer behaviour, is offered by Assael 

(1995: G-8): "Sequence of factors that lead to purchase behavior and 

hypothesizes the relationship of these factors to behavior and to each other." 

The definitions above should prove sufficient in an attempt to clarify the meaning 

of models, and more specifically, models of consumer behaviour. Section 2.4.2 

will provide greater clarity on the purpose and advantages of models of 

consumer behaviour. 

2.4.2 Purpose and advantages of models of consumer behaviour 

According to Engel & Blackwell (1982: 678), the purpose of a model, namely to 

guide researchers, cannot be overemphasised. A model provides the researcher 

with a range of appropriate variables, thereby preventing a problem often 

experienced, namely a narrow perspective when looking at problems. 

Lilien & Kotler (1983: 205) point out that comprehensive models of consumer 

behaviour pose both advantages and disadvantages. The advantage of these 

models is that they describe complex decision-making processes, while the 

disadvantage can be attributed to its estimation, measurement and policy 

analysis. 

Runyon & Stewart (1987: 698) criticise comprehensive models by stating that 

models are primitive and ineffective in predicting behaviour. In addition, models 
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often consist of little more than elaborated flowcharts, designed to reflect the 

various factors influencing consumer behaviour. These so-called flowcharts do 

not adequately evaluate the relative importance of the variables involved in the 

models and borrow heavily, and sometimes indiscriminately, from behavioural 

sciences for their theoretical base. 

As a final criticism, Runyon & Stewart (1987: 698) state that contemporary 

models of consumer behaviour are inadequate for marketing needs. Although 

this expressed opinion may cause confusion regarding the relevance of 

consumer behaviour models, it is important to view a different perspective on the 

relevance of models. Engel & Blackwell (1982: 678) provide clarity regarding the 

relevance of models by stating that decision process models encompassing 

many variables cannot explain the details of consumer behaviour in every 

specific situation. Engel & Blackwell (1982: 678) therefore suggest that a 

workable model should delineate the variables associated with the consumer 

decision process, the general relations that exist among variables, and the 

general principles that express the model's ingreSSion in particular purchase 

situations. 

The purpose and advantages offered by models of consumer behaviour are 

listed below: 

a) 	 Explanations are provided for behaviour: Engel et al. (1990: 475) list 

probably the most obvious advantage - that it is possible to visually grasp 

what happens as variables and circumstances change; 

b) 	 Explanatory variables are specified: According to Engel & Blackwell 

(1982: 677) every person has a model of consumer behaviour in mind, 

whether implicit or explicit. This implies that each person has a concept of 

factors that shape motivation and behaviour. Without a held concept, 

explanation and prediction will be impossible. The distinction is made with 
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respect to the comprehensiveness of competing models and the accuracy 

with which predictions can be made; 

c) Systematic thinking is encouraged: Runyon & Stewart (1987: 698) 

suggest that forcing theorists to define the relevant elements in 

behavioural theory, will result in systematic thinking. Lilien & Kotler 

(1983:204) support this view by adding that all major variables that models 

comprise, are identified and measured; 

d} Fundamental relationships between variables and the exact 

sequence of cause and effect of variables are specified: This view by 

Lilien & Kotler (1983: 204) is supported by Runyon & Stewart (1987: 698), 

adding that by showing explicit relationships between variables, a tentative 

view of behavioural phenomena is offered; 

e} Research findings can be integrated into a meaningful whole: Engel 

& Blackwell (1982: 677) pOint out that most analysts of consumer 

behaviour are familiar with behavioural sciences. A well-formulated model 

assists analysts to differentiate between relevant and irrelevant literature 

that is often a highly frustrating experience to examine; 

f} Evaluations are provided for performance of the system: Part of the 

requirements for a good model, according to Engel & Blackwell (1982: 

678) is that they describe the functional relationships between variables, 

resulting in the ability of the model to make behavioural predictions with 

some degree of accuracy; 

g) Avenues for fruitful research are revealed: Engel & Blackwell (1982: 

678) point out that carefully designed models are often the source of 

researchable hypotheses, since gaps in existing knowledge are easily 

exposed. The nature of the researchable hypotheses identified is usually 
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determined by the variables themselves and linkages between them. 

Engel et al. (1990: 475) add to the above by stating that the gaps 

identified could possibly even establish research priorities; 

h) 	 A foundation is provided for management information systems: 

Essential insights for marketing strategy, according to Engel et al. (1990: 

475), are provided through the proper use of a model that discloses 

information required to understand consumer decision processes; and 

i) 	 The final advantage, offered by Runyon & Stewart (1987: 698) and 

supported by Lilien & Kotler (1983: 204), is that models sometimes 

permit sensitivity analyses and simulations of behaviour so that the 

impact of changes in variables can be explored and the implications of the 

model observed under different sets of assumptions. 

2.4.3 	 Some models of consumer behaviour 

The objectives of discussing various models of consumer behaviour are to 

attempt to indicate the evolution in thought patterns of different authors on the 

subject of consumer behaviour over the past years as well as to show the 

relevance and importance of models of consumer behaviour in the study of 

consumer behaviour. 

In an effort to achieve the objectives stated above, a number of models of 

consumer behaviour will be discussed. Important to note is that the models 

discussed will include historic versions by the same authors, often attached in 

appendices, thereby attempting to show the change in thought patterns of 

authors as more research on the subject is conducted. The second, even more 

important, objective will be to indicate the relevance and importance of these 

models on the subject of consumer behaviour. This will be achieved by briefly 

discussing historic models on the subject of models of consumer behaviour, as 
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well as a detailed discussion on a more recent model, namely that of Engel, 

Blackwell and Miniard. The detailed discussion of the Engel, Blackwell & Miniard 

(EBM) model will show the difficulty of understanding consumer behaviour due to 

the many variables influencing the consumer decision process. Only by 

understanding the influences on consumer decision-making, will the marketer be 

able to draft effective strategies aimed at meeting consumer needs. Although the 

researcher considered a number of more recent models of consumer behaviour, 

it was decided to focus on the EBM model (1995 version), since the discussion in 

Chapter 3 will be based on this mode\. 

The discussion below will focus on four historic models of consumer behaviour, 

namely Bettman's information processing model, the Nicosia model, the Howard

Sheth model and the Howard mode\. As stated above, the Engel, Blackwell, and 

Miniard will be discussed in greater detail in an attempt to indicate the factors 

influencing consumer behaviour. 

2.4.3.1 The BeUman information processing model 

The Bettman information processing model, according to Runyon & Stewart 

(1987: 708), attempts to model a speci'fic field of consumer behaviour, namely 

information processing. Lilien & Kotler (1983: 206) add that the model provides 

an analytical 'framework for understanding consumer behaviour in an 

environment where choice is made by selecting between a set of alternatives. 

The model focuses on the information processing perspective by viewing the 

type of information used by consumers, how the information is evaluated and 

finally, how decisions are made. The Bettman information processing model is 

shown in Figure 2.2. 
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function of prior experience and information obtained by the consumer. 

Attention, the second component, comprises voluntary attention (implying the 

consumer's allocation of the information-processing effort) and involuntary 

attention. 

The third component, information acquisition and evaluation, stipulates that 

attention is influenced by the goals pursued and therefore activates the search 

for information. The evaluation component of the model determines when 

sufficient information is obtained for the purpose of decision-making. The next 

component of the model, the decision process, is continuously active in the 

model by focusing on the comparison of possible alternatives. 

The final element of the basic hierarchy, namely consumption and learning, 

focuses on the purchase and consumption of the product and offer a new source 

of information to the consumer. The final stage in the basic hierarchy will, 

therefore, affect the structure of future choices. 

b) The intermediate process 

The intermediate processes, also referred to as modulating processes, focus on 

four elements, namely perceptual encoding, processing capacity, memory and 

external search and finally, scanner and interrupt mechanisms. 

The first component of the intermediate process, "perceptual encoding", 

comprises the interpretation process of an individual once being exposed to a 

stimulus. Bettman argues that this process is influenced by memory, implying 

the way things were, and by the stimulus itself, implying the way things are. 

The implications of proceSSing capacity, the second component, are that capacity 

has to be allocated to a decision task since the complete information-processing 

process is limited by capacity. Capacity is furthermore positively related to effort 
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and motivation. Runyon & Stewart (1987: 708) continue by pOinting out a 

relation between processing capacity and education, intelligence and previous 

experience. 

According to the memory and external search components, information may be 

obtained, in a choice situation, through internal search of the memory and 

external search, where attention and perceptual decoding is focused on stimuli 

outside the consumer's memory. Runyon & Stewart (1987: 710) continue by 

listing advertisements, other people and other sources external to the consumer 

as external sources. The cost of information search versus the benefits of the 

information, together with the availability of information, time pressure and the 

difficulty of the choice task, will determine the level of information search. 

The final component, scanner and interrupt mechanisms, indicates that 

consumers are interruptible and not single-minded when pursuing a goal. The 

scanner monitors the environment in an effort to note conditions that may warrant 

changes in current actions or beliefs. By reaching a theoretical scanner 

threshold, an interrupt mechanism is triggered, resulting in the generation of new 

responses. It is therefore suggested in the model that scanner and interrupt 

mechanisms affect virtually the entire decision-making process. 

Considering the Bettman information processing model, Lilien & Kotler (1983: 

208) suggest that the model represents an attempt to develop a complete theory 

on the consumer choice process. Knowledge obtained from the model, 

beneficial for the development, presentation and timing of marketing 

communications, includes insight into the information consumers desire, how 

information is obtained and the probable processing of such information. 

In addition to the above, the model offers a broad view of purchase decisions, 

including choices among product classes as well as competing alternatives within 

a specific product class. The theory of the model is therefore perceived to 
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position decision rules or choice heuristics within the broader concept of decision 

making. 

The main limiting factors to the model, according to Lilien & Kotler (1983: 208), 

are that the model is not directly operational and does not provide quantitative 

support for marketing decisions. Runyon & Stewart (1987: 710) add to the above 

by stating that, while the schematic model suggests complex relationships 

involving interactions and feedback, these are not specified in the model and 

have not been empirically tested. 

Despite the limitations, the model provides insight in terms of the structure of the 

process and guidance on the kind of issues that can be expected to affect and 

influence consumer choices. Runyon & Stewart (1987: 710) add that the model 

has proven useful to managers concerned with effective communication with 

consumers and also as a guide for further research on consumer information 

processing. 

2.4.3.2 The Nicosia model 

According to Runyon & Stewart (1987: 699), the Nicosia model provides a 

sophisticated attempt to show the interrelationship between attributes of the 

consumer, the consumer decision-making process, the marketing communication 

of an organisation and feedback of the response of the consumer to the 

organisation. 

Schiffman & Kanuk (1987: 653) provide a simplistic explanation of the model by 

stating that it is interactive in design, where the organisation attempts to influence 

consumers through marketing actions and the consumers in return influence the 

organisation through their purchase actions (or lack of action if products are not 

purchased). 
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Runyon & Stewart (1987: 701) continues by stating that if the reaction or attitude 

resulting from field one is favourable, the consumer will search for the product 

and evaluate it in terms of other alternatives. Schiffman & Kanuk (1987: 654) 

add that the output of the second field is motivation to purchase the 

organisation's brand. The evaluation could, however, also lead to rejection of the 

brand although the model illustrates a positive response. The positive evaluation 

leads to purchase of the product, the third field of the model. 

According to Schiffman & Kanuk (1987: 654), the final field of the Nicosia model, 

field four, consists of two types of feedback from the purchase experience. The 

first type of feedback relates to the organisation where sales data will be 

obtained and the second to the consumer in the form of experience, leaving the 

consumer either satisfied or dissatisfied. The experience obtained by the 

consumer relating to the product will affect the predisposition and attitudes with 

regard to future messages from the organisation. 

Limitations of the Nicosia model according to Runyon & Stewart (1987: 701), are 

the questionable assumptions that the consumer has no prior knowledge or 

experience of the product, as well as inadequate understanding of subfield two, 

the influences and interrelationships among the consumer attributes. A final 

limiting factor is that, for repetitive decisions (considered a significant part of 

consumer purchases), the operation of the model is ambiguous. 

Engel, Blackwell & Kollat (1978: 548) criticise the Nicosia model by claiming that 

the model never received the necessary elaboration and empirical support nor 

has it been revised to reflect changes. 

In conclusion to the Nicosia model, Runyon & Stewart (1987: 701) express the 

opinion that despite the limitations of the model, it attempts to explicitly 

incorporate the marketing actions of the organisation within a model of consumer 

behaviour. 
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2.4.3.3 The Howard-Sheth model 

The Howard-Sheth model of buying behaviour, according to Foxall (1990: 10), 

presents a sophisticated integration of the psychological and various social and 

marketing influences on consumer choice, into a coherent sequence of 

information processing. Runyon & Stewart (1987: 704) and Foxall (1990: 10) 

add respectively that the model attempts to explain rational brand choice 

behaviour within the constraints of incomplete information and limited individual 

capacities, and also that it provides an empirically testable description of 

behaviour in terms of cognitive functioning together with its outcomes. 

Schiffman & Kanuk (1987: 654) explain the Howard-Sheth model (depicted in 

Figure 2.4) a model that explicitly distinguishes between three different stages or 

levels of decision-making, also referred to as levels of learning. namely 

extensive, limited and routinised problem-solving. 

Extensive problem-solving implies that the consumer has very little or no 

knowledge and beliefs about brands. The consumer actively seeks information 

on a number of alternatives at this point due to the lack of a brand preference. 

Foxall (1990: 12) adds that in order to reduce brand ambiguity, the consumer is 

involved in a decision process and undertakes prolonged deliberation 

contemplating which brand to purchase or whether to buy at all. 

Limited problem-solving occurs when the consumer cannot fully assess the 

brand differences to arrive at a preference, since knowledge and beliefs about 

the brands are only partially established. According to Foxall (1990: 12). other 

factors to be considered in limited problem-solving are that consumers have 

formed choice criteria, know a few brands well and favour them equally because 

they have already tried several brands at this stage. 
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price, service, distinctiveness and availability, while symbolic stimuli are 

portrayed by the mass media and sales people and influence the consumer 

indirectly. The third type of stimuli is provided by the social environment of the 

consumer and includes social class, family and reference groups. The three 

types of stimuli provide input to the consumer regarding the product class or 

specific brands. 

The second variable, perceptual and learning constructs, forms the central 

component of the Howard-Sheth model. At this stage of the model, 

psychological variables are assumed to operate when the consumer is 

contemplating a decision. Although forming the so-called heart of the model, 

these constructs are treated as abstractions that are not defined operationally or 

directly measured. 

The perceptual constructs are concerned with how the consumer receives and 

processes information obtained from input stimuli and'other parts of the model, 

i.e. the function of information processing. For example, if the consumer is 

unclear regarding information and its meaning received from the environment, 

stimulus ambiguity occurs, while distortion of information received by the 

consumer, to match established needs or experiences, results in perceptual bias. 

Learning constructs, the second component of this variable, includes the 

consumer's goals, preferences, criteria for evaluating alternatives, information 

regarding products in the evoked set and buying intentions. The proposed 

interaction between the perceptual and learning variables together with variables 

in other segments of the Howard-Sheth model ensures its distinct character. 

Runyon & Stewart (1987: 704) provide additional information on the second 

variable, combining perceptual and learning constructs into a single term, called 

hypothetical constructs. These constructs are responsible for processing and 
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interpreting input stimuli and are characterised by the fact that changes in them 

can only be inferred from output variables, since they are not observable. 

The third variable in the model, outputs, represents the possible response to 

stimuli by the consumer and includes five variables, namely attention, brand 

comprehension, attitude, intention and purchase. 

The final variable, exogenous variables, is not depicted in the model, since it is 

not perceived to be directly part of the decision-making process. The reason for 

mentioning this variable is that it should impact on the segmentation efforts of the 

marketer, since the consumer is influenced by external variables. Exogenous 

variables considered relevant in terms of impacting on consumer behaviour 

include time pressure, consumer personality traits, financial status and 

importance of the purchase. 

The value of the Howard-Sheth model, according to Runyon & Stewart (1987: 

706), is that the model attempts to identify and organise major variables that may 

influence consumer behaviour. The model is also perceived to be dynamic in 

nature, since it reflects the complexity of consumer behaviour in an attempt to 

understand it. The consumer is portrayed to form generalisations as a guide to 

decision-making through an active information search from the environment by 

employing past experiences. 

Criticism towards the model, highlighted by Runyon & Stewart (1987: 706), is that 

the hypothetical constructs portrayed in the model are not operationally defined 

in unambiguous terms and the specific interrelationships are therefore somewhat 

speculative. 

2.4.3.4 The Howard model 

The Howard model has been revised a number of times from the early 1970s to 

the current version published in 1994. It should be noted that the original model 
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by Howard (1974 version), according to Engel et al. (1978: 553), was based on 

revisions from the Howard-Sheth model. The model indicates the revisions that 

reflect insights gained from testing the Howard-Sheth model, as well as 

contributions of other authors who often approached consumer behaviour from 

different theoretical perspectives. 

The 1974 version of the Howard model specifies 12 primary functional 

relationships (attached as Appendix 1) in such a way that it can be tested 

empirically. The testable equations of the Howard model ensure that the model 

can be evaluated in two different, yet related, ways. The model can first be 

evaluated metatheoretically, implying evaluation in terms of the internal structure 

of the theory itself. Secondly, it can be measured empirically in terms of its utility 

in describing real life behaviour. 

According to Engel et al. (1978: 553), the 1974 version of the Howard model was 

revised by other authors, based on what was learned from the model. The 

revision was initiated due to some of the variables sited being difficult to define 

operationally, while other variables were difficult to measure, as well as the fact 

that the model presented a substantial measurement of error, resulting in a high 

level of noise. The result of the revision of the 1974 model by Howard was the 

1977 model, showing a scant relationship to the 1969 Howard-Sheth model. The 

1977 version is characterised by an increase in the predictability of the variables 

portrayed in the model, although noise of the data was still noted. 

The 1974 and revised 1977 versions of the Howard model are shown in 

Appendix 2, together with the functional relationships applicable to both versions 

in Appendix 1. As will be noted in the testable equations shown in Appendix 1, 

the 1974 model lists 12 functional relationships, whereas the 1977 version lists 

only 11 relationships. The difference in the thought pattern of the two versions of 

the model is clearly visible in Appendix 2, where the models are depicted in 

figures. 
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to as limited problem-solving, and finally at the maturity stage, the decision state 

is referred to as routine problem-solving. 

According to the model, extended decision-making implies that the consumer has 

not formed a concept of either the product class or the product category. Limited 

decision-making implies that the consumer has a concept of the product category 

but has not formed a concept of new brands falling into a familiar product 

category. 

Once the consumer has formed a concept of both the product category and all 

the product brands within the category, routine problem-solving applies. 

As discussed above, it is clear that basic to all three decision categories is the 

concept of product category, defined as a group of brands viewed by consumers 

as close substitutes for each other. In view of the product category, Howard 

dismisses the utility of the product life cycle for brands. The movement from 

extensive problem-solving to routine problem-solving, therefore, is a movement 

towards a state of total understanding of a brand, although not implying that the 

consumer becomes an expert on brands. The consumer does, however, know 

the physical characteristics of the brand, leading to brand recognition, and feels 

corl'fident to judge the quality of a brand. In addition to the above, the consumer 

knows the strengths of a brand based on the benefits thereof, as manifested in 

an attitude towards a brand. This so-called understanding of brands by 

consumers, referred to by Howard as the ABC of marketing (comprising brand 

recognition, attitude and confidence), constitutes brand image. 

As could be seen from Figure 2.5, the Howard model portrays the consumer 

decision process, comprising six interrelated concepts, namely Information (F), 

Brand recognition (B), Attitude (A), Confidence (C), Intention (I) and Purchase 

(P). The six interrelated concepts will be briefly discussed to provide greater 

clarity on the Howard model. 
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Information (F) refers to the precept that is caused by stimuli, for example 

advertisements, where the precept is what the consumer perceives when 

exposed to stimuli. The precept is measured by recall, implying that information 

comprises of all that is recalled by the stimulus. 

Brand recognition (B) involves categorisation, resulting in the consumer needing 

information on both the functioning of the product and the form. Brand 

recognition is viewed as being causally linked to both Attitude (A) and 

Confidence (C). 

Attitude (A) towards a brand refers to the measure of the extent to which 

consumers expect the brand to meet certain expectations. The measure of 

attitude is argued to be multidimensional, where each benefit is measured in 

terms of its importance to the consumer and the multiplication of each weighting 

by the corresponding envisaged performance of the brand, resulting in the overall 

sum being the measure of attitude. Attitude is viewed as being causally linked to 

Intention (I). 

Confidence (C) refers to the degree of certainty experienced by consumers 

regarding the correctness of their judgements about a brand and its benefits. 

Confidence is suggested to be causally linked to Intention (I), especially when 

Attitude (A) is high. 

Intention (I) to purchase represents the mental stage reflecting the consumer's 

intention to purchase a specified quantity of a particular brand within a specified 

period. Intention (I) is viewed as a predictor of Purchase (P). 

Purchase (P), the final interrelated concept of the Howard model, occurs once 

the consumer either has bought the brand or when the consumer has financially 

committed to purchasing the brand. 
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As indicated in Figure 2.5, Intention (I) is influenced by Pr and PL, defined by 

Howard (1994: 139) as Price (Pr) and Availability (PL). Price and availability, 

directly influencing Intention (I), represent the regular price of the brand and the 

Place (PL) where the brand can be purchased. Although price and availability 

are considered important influencing factors of the purchase process, these 

variables change often and Information (F) can therefore bypass the thinking 

process by directly influencing Intention (I). As depicted in Figure 2.5, Intention 

(I) is not only influenced by Price (Pr) and Place or availability (PL). but also by 

motives. Howard (1994: 159) indicates that motives represent the motives 

operating in each specific situation. 

Drawing a conclusion from the Howard model. it should be noted that the 

variables impacting on consumer behaviour changes for each of the three 

different stages of decision-making. The discussion above provided a general 

overview of all the variables that could impact on the model, implying that some 

variables would be omitted, not changed, in the different stages of consumer 

decision-making. 

2.4.3.5 The Engel, Blackwell, Miniard model 

The Engel, Blackwell. Miniard model has its origin in decades of work on the 

subject of consumer behaviour by Engel, Kollat, Blackwell, and Miniard. These 

authors were responsible for the evolution of the model from 1968 to its present 

form, namely the eighth edition of their book on the subject of consumer 

behaviour. 

Important to note, as stated by Engel, Blackwell & Miniard (1986: 27), is that the 

name of the model is compiled from the names of the authors, and it can 

therefore be concluded that the Engel, Blackwell, Miniard model is based on the 

same model as that of Engel & Blackwell, and Engel, Kollat & Blackwell. 
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Although the eighth revision of the Engel, Blackwell, Miniard model will be 

discussed in this section, it is important to briefly mention the evolution of the 

model since 1978, from the third revision by Engel et al. (1978: 554-562), to the 

eighth revision by Engel, Blackwell, and Miniard. 

According to Engel et al. (1978: 555), the Engel, Kollat, Blackwell model (referred 

to as the EKB model) was a revision of a previous version of the model and had 

several distinct purposes, namely: 

a) 	 the interrelationship between stages in the decision-process and the 

endogenous and exogenous variables which are highlighted; 

b) 	 to clarify the relationship between attitudes and behaviour as well as the 

introduction of beliefs and intentions as explicit variables and the 

introduction of normative compliance; and 

c) 	 to define variables with greater precision and specify functional relationship 

for the purpose of empirical testing. 

Engel & Blackwell (1982: 686) revised the 1978 version of the EKB model and 

listed the same reasons for the revision as stated above. Interesting to note is 

that both revisions listed 16 equations and variable definitions in an effort to 

compare the EKB model to that of the Howard-Sheth and the Howard models. 

The 1978 version of the EKB model, by Engel et al. (1978: 557-558), compares 

the EKB model to the 1974 version of the Howard model, whereas the 1982 

version, by Engel & Blackwell (1982: 686-689), compares the EKB model to the 

1977 version of the Howard model. The definitions and equations of the 1978 

and 1982 versions of the EKB model are attached as Appendix 3, where the 

changes in the model can be viewed. In addition to the equations, the two 
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revisions of the EKB model presented as figures, clearly indicating the changes 

in the model, are illustrated in Appendix 4. 

As indicated earlier, the EKB model was revisited and together with a new 

author, Miniard, the model became known as the Engel, Blackwell, & Miniard 

model (referred to as the EBM model). Two earlier revisions of the model, the 

1986 and the 1990 revisions by Engel et al. (1986: 26-42 & 1990: 25-53), are 

indicated graphically in Appendix 4, and show the transformation of the model 

from 1978, the EKB model, to the 1990 version of the EBM model. 

The EBM model discussed below is based on the findings of Engel et al. (1995: 

147-154). Comparisons between the EKB and different versions of the EBM 

model will be shown in tabular form at the end of the discussion on the EBM 

model. It should be noted that the three authors published a 2001 version 

(Blackwell, Miniard & Engel), a ninth edition on consumer behaviour. Since the 

1995 and 2001 versions are essentially the same model and theory, the 

researcher will discuss the 1995 version. Any differences between the two 

versions (mostly terminology) will be highlighted in Chapter 3, where the focus of 

the chapter is on the consumer decision-making process (based on theoretical 

background provided by the three authors). 

The complete EBM model (1995 verSion) will be discussed in the remaining part 

of this chapter, focusing on the variables influencing consumer decision-making 

and the way in which they interact. The complete EBM model is shown in Figure 

2.6, where a solid arrow indicates a direct relationship and a broken arrow, an 

indirect or feedback relationship between variables. 
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It should be noted that the EBM model identifies three broad decision processes 

based on the extent of active reasoning underlying consumer behaviour, namely 

extended, limited and midrange problem-solving. These decision processes will 

be discussed in greater detail in Chapter 3 (as stated before, Chapter 3 will be 

based on the theory on the consumer decision-making process offered by Engel 

et aI., 1995) and will, therefore, not be covered in more detail in this chapter. 

According to the EBM model, the consumer decision-making process is 

influenced and shaped by a number of factors and determinants, categorised in 

three broad categories, namely individual differences, environmental influences 

and psychological processes. The three categories will be discussed below, 

based on the discussion provided by Engel et al. (1995: 147-154), together with 

the components associated with each category, in an attempt to explain the 

consumer behaviour and decision processes suggested by the EBM model. 

Before discussing the EBM model, it should be noted that an alternative view of 

models of consumer behaviour can be viewed in Appendix 5, where the Assael 

model of consumer behaviour is discussed. 

A) Individual differences 

The EBM model suggests that consumer behaviour is influenced by five major 

categories of individual differences. These individual differences are consumer 

resources; knowledge; attitudes; motivation; personality, values and lifestyle. 

i) Consumer resources 

Each decision situation is characterised by the involvement of three different 

consumer resources. First, the consumer uses time, which is valued since time 

is often more important to consumers than money due to the increasing lack of 

time in a modern society. The second resource is money or economic resource, 

and the third is information reception and processing capabilities. The 
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consumer's perception regarding the availability of these resources may affect 

the willingness to spend time and money on products, which causes the 

consumer to carefully allocate these resources due to the limited availability 

thereof. 

ii) Knowledge 

Knowledge, defined as the information stored in memory, encompasses a wide 

variety of information, including the availability and characteristics of products 

and services. Information contained in memory regarding products include 

awareness of the product category and brands within the product category, 

attributes and beliefs of both the product category and specific brands, and the 

availability of products in terms of the distribution channels and competitors 

selling products within these channels. In addition to the above, knowledge 

regarding products also includes when to purchase, since the consumer may be 

aware of specials at certain times during the year and may therefore delay the 

purchase decision. A final component of knowledge is the information contained 

in memory regarding the uses and requirements to use a product. Consumers 

may, therefore, be aware of the uses of products, although they are not able to 

actually operate them. 

iii) Attitudes 

An attitude can be defined as an overall evaluation of alternatives, ranging from 

positive to negative. Attitudes are considered important in viewing consumer 

behaviour, since behaviour is strongly influenced by attitudes towards a given 

product or brand. In addition to the above, attitudes influence future choice and 

are difficult to change, even though being a common marketing tool. 
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iv) Motives 

Needs and motives, where need is a central variable in motivation, influence all 

phases of the decision process. Activated needs, defined as a perceived 

difference between an ideal and the present state that is sufficient to activate 

behaviour, lead to energised behaviour or drive that is channelled towards 

certain goals that have been learned as incentives. In addition to the above, it 

should be noted that needs fall within two categories, namely the utilitarian or 

functional category which has practical benefits, and the hedonic or subjective 

category with emotional benefits. 

v) Personality 

Personality, values and lifestyle encompass what is known as psychological 

research, where the emphasis is placed on individual traits, values, beliefs and 

preferred behaviour patterns that combine to characterise market segments. 

Personality, defined as consistent responses to environmental stimuli, provides 

for orderly and coherently related experiences and behaviour. Personality is also 

the component that makes one individual unique from all others and provides 

consistency of responses. 

vi) Values 

Values represent an individual's beliefs about life and accepted behaviour, 

therefore expressing both the goals that motivate people and appropriate ways to 

achieve those goals. Values are classified as either being social, implying 

shared beliefs that characterise a group of people and thereby defining behaviour 

for the group that will be acceptable as "normal", or personal, responsible for 

defining "normal" behaviour for an individual. 
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vii) Lifestyle 

Lifestyle, reflecting an individual's activities, interests and opinions, represents 

certain patterns in which people live and spend their time and money. Lifestyle 

can, therefore, be viewed as the result of all the economic, cultural and social life 

forces that contribute to an individual's human qualities. 

B) Environmental influences 

Environmental influences impacting on consumer behaviour include culture, 

social class, personal influences, family and the situation. 

i) Culture 

Culture, from a consumer behaviour perspective, implies the values, ideas, 

artefacts and other meaningful symbols assisting individuals to communicate, 

interpret and evaluate as members of society. 

According to the EBM model, the importance of culture 'from a consumer 

behaviour perspective is that it provides people with a sense of identity and 

understanding of acceptable behaviour within society. In addition to the above, 

culture influences attitudes and behaviour, including the sense of self and space, 

communication and language, time and time consciousness, values and norms, 

food and feeding habits, relationships with family, organisations and government, 

dress and appearance, beliefs and attitudes, mental processing and learning, as 

well as work habits and practices. 

ii) Social class 

The second environmental influence, "social class", can be defined as divisions 

within society where individuals share similar values, interests and behaviours. 
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Social classes are differentiated by socio-economic status differences, often 

leading to consumer behaviour differences, for example the make of a vehicle or 

the favourite style of dress. 

The impact of social class on consumer behaviour can often be observed when 

viewing consumer time spent, products purchased, where, and how they 

purchase products, especially since brands of products and services are 

associated with specific social classes. 

iii) Personal influences 

Consumers are often influenced by people they associate with, where they 

conform to the norms and expectations of others or simply value their opinions in 

the buying process. This influence can either be the observation of others or 

alternatively the active seeking of advice, where the person providing the advice 

becomes an influential or opinion leader. 

iv) Family 

The family is often the primary decision-making unit with different roles and 

functions, often resulting in simultaneous co-operation and conflict. Two 

behavioural roles of the family can be distinguished, namely instrumental or 

functional roles, involving financial, performance and other ''functional'' attributes, 

such as conditions of purchase and expressive roles, involving the support of 

other family members in the decision-making process by expressing the family's 

emotional needs and upholding of family norms. 

At least five definable roles, assumed by the husband, wife, children, or other 

members of the household, can be distinguished in family consumption 

decisions. These roles are the initiator or gatekeeper, initiating family thinking 

about purchasing products and gathering information. There is the influencer, 
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the individual determining the criteria to be used by the family when purchasing 

products as well as identifying products that would most likely meet the criteria. 

Then there is the decider, the person with the financial authority, determining 

how the money of the family should be used and on which products or brands. 

The buyer is the person responsible for visiting the store, purchasing the 

products and bringing it home. Finally, there are the users, the individuals in the 

family using or consuming the product. 

v) Situation 

The final environmental influence impacting on consumer behaviour according to 

the EBM model is that of the situation, since behaviour changes as the situation 

changes. The importance of considering the situation is due to changes 

impacting on consumers sometimes being unpredictable and erratic, for example 

retrenchments from work resulting in the postponement of purchases. 

Situational factors can be divided into three categories, namely communication, 

purchase and the usage situation. Communications situations influencing 

consumers are, for instance, affected by marketing messages, where, for 

example, the impact of a television advertisement is in part determined by the 

programme during which it is broadcast. 

The purchase situation includes elements of the information environment, for 

instance the availability thereof externally or internally in memory, the volume of 

information, determined by the number of choice alternatives as well as the 

number of attributes per alternative. Other aspects from the information 

environment influencing the purchase situation are the format, implying the 

manner in which it is organised, and form of information. In addition to 

information influences, the retail environment or store atmospherics also 

influence the purchase situation. Factors comprising the retail environment 
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include music, layout, point of purchase material, colours and crowding caused 

by the density of shoppers in a store. 

The final situational influence, "product consumption", plays an important part in 

consumer behaviour, since consumers may alter their purchase patterns due to 

usage situations. An example of the consumption situation is where it is 

acceptable to drink a certain brand of wine at home, yet when with friends it may 

be unacceptable. 

C) Psychological processes 

The psychological processes in the EBM model comprise the decision-process 

behaviour of consumers which, together with the environmental influences and 

individual differences, form an elaborated consumer behaviour and decision 

model. 

Although Chapter 3 will focus in detail on the consumer decision-making process, 

it is important to consider the decision process documented by the EBM model, 

since the discussion on this element of the model not only completes the model 

but also provides insight into the influence of processing ability and the 

complexity thereof on consumers. The decision-making process in the EBM 

model comprises the following components: need recognition, search for 

information, information processing, pre-purchase alternative evaluation, 

purchase, consumption and post-purchase alternative evaluation as well as 

divestment. 

i) Need recognition 

The first stage of the decision-making process is that of need recognition, where 

the consumer senses a difference between what is perceived as an ideal state of 

affairs compared to the actual state at any given time. Need recognition is 
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therefore a state of desire, initiating a decision process that occurs throughout 

the interaction of individual differences and environmental influences. 

ii) Search for alternatives 

The second stage of the decision process is that of internal search into memory 

to determine whether or not enough is known about alternatives to make a 

decision without additional information searches. If there is not sufficient 

information contained in memory, consumers will engage in external search. 

Individual differences and environmental influences, influence external search. 

For example, some consumers are cautious and unwilling to purchase products 

without searching for extensive and detailed information, whereas others may 

purchase products without comparing alternatives. 

External sources used when searching for information are categorised as either 

being marketer dominated or other. Marketer dominated sources imply any 

activities by suppliers of products for the purpose of offering information or 

persuasion, including for example point of sale material and advertising. The 

"other" external source of information in the EBM model includes for instance 

word-of-mouth from others, product rating and consumer reports. 

iii) Information processing 

The information processing process commences when the consumer is exposed 

to an external search. In the information processing process, five distinctive 

steps can be identified, namely exposure, attention, comprehension, acceptance 

and retention. 

Exposure forms the first step of information processing since communication 

first needs to reach consumers, resulting in the activation of one or more senses 

and therefore the start of preliminary processing. Once exposed to information, 
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consumers need to allocate information processing capacity to the incoming 

information, or alternatively decide not to allocate processing capacity. 

Attention to information will most likely occur if the incoming message and the 

contents thereof are considered relevant. At this stage of the process, 

consumers may ignore marketing dominated messages, thereby exercising their 

capabilities of selective attention. 

During the third step of the information processing process, comprehension, the 

message to which attention was attracted, is further analysed against categories 

of meaning stored in memory. At this pOint, the marketer wishes for accurate 

comprehension of the message. 

The goal of the marketer's message is to modify or change beliefs and attitudes 

held by consumers. At this stage of the information processing process, 

acceptance of an incoming message can be assumed if it has not been 

screened out as being unacceptable. Of importance to note with acceptance is 

that there will be, at least to some degree, changes in consumer beliefs and 

attitudes if the message was accepted. 

The final step in the process is that of retention, where the marketer will aim to 

not only achieve acceptance for its information but also the storing thereof in 

memory for future use. 

It should be noted in conclusion to the information processing process that 

attention to stimuli will be attracted and held only if the information is relevant to 

the needs and motives of the consumer. Due to the massive volume of 

competing messages to which consumers are exposed, only a small subset will 

be processed as a result of the selective information processing capabilities of 

consumers. 
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iv) Pre-purchase alternative evaluation 

At the pre-purchase evaluation phase of the EBM model, the consumer will 

examine products in terms of their attributes as compared to personal standards 

and specifications, defined as evaluation criteria. 

The evaluation criteria, expressed in the form of preferred attributes, present the 

desired outcomes from the purchase and consumption of products. Evaluation 

criteria, intluenced by individual and environmental influences, can therefore be 

perceived as becoming a product-specific manifestation of the consumer's 

needs, values and lifestyle. 

v) Purchase 

The purchase process occurs in either a retail-type environment or through in

house shopping, and often requires the assistance of a highly skilled 

salesperson, although this does not necessarily imply that the decision and 

evaluation process is executed at the point of purchase. 

vi) Consumption and post-consumption alternative evaluation 

The consumption of products has traditionally not been the concern of marketers, 

since the primary objective used to be to sell the product. This view has changed 

since marketers need to remain competitive by ensuring consumer satisfaction 

with the purchase and the consumption of products in an effort to retain 

consumers. Marketers can, therefore, learn a great deal from consumers by 

examining how products are consumed, noting preferences and suggestions on 

how to improve on products, and 'finally to probe into reasons why products are 

returned. 
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Dissatisfaction with the purchase and consumption of a product occurs when the 

consumer perceives the chosen alternative to be failing against the desired 

outcome. The consumer may also experience, doubt with the purchase even 

before consumption, simply because of the presence of alternatives that also 

cater for the desirable features. This phenomenon is known as post-decision 

regret and may inspire the consumer to engage in further information search. 

The importance of satisfaction and dissatisfaction with the purchase and 

consumption of a product is illustrated in Figure 2.6, where satisfaction provides 

feedback to pre-purchase alternative evaluation, assisting the consumer with 

future alternative evaluation and choice, and dissatisfaction which leads to 

external search for information. 

vii) Divestment 

The final stage of the decision process model is divestment, where the consumer 

faces the options of disposal, recycling or re-marketing. 

D) Comparison of EBM and EKB models 

As indicated at the beginning of the discussion on the EBM model, a comparison 

between the different versions of the EBM model and the EKB model will show 

the manner in which the model has evolved over more than two decades. 

Important to note is that the EBM was revised twice between the 1986 and 1995 

versions. The reason for comparing only the 1986 and 1995 versions is because 

the changes identified are substantial, showing clearly the change in the model 

over the period of almost ten years. Table 2.2 below provides a comparison 

between the EKB model (1982 version) and the EBM model (1986 and 1995 

versions). 
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Differences noted between the 1986 version of the EBM model and the 1995 

version, include the variables influencing the decision process being reduced 

from three in the 1986 version (individual characteristics, social influences, and 

situational influences) to two in the 1995 version (environmental influences 

including the situation, previously shown separately -, and individual differences). 

Secondly, in the decision process component in the 1995 version, pre-purchase 

alternative evaluation directly leads to purchase and purchase leads to 

consumption (replacing outcomes, the result in the 1986 version). Keeping the 

focus on the decision process, consumption feeds into three areas, namely 

dissatisfaction, satisfaction and divestment (not present in the 1986 version). 

Interesting to note is that in the 1995 version of the EBM model, as with the EKB 

model, dissatisfaction (although referred to in the EKB model as dissonance) 

only feeds back to external search and not, as with the 1986 version, to beliefs or 

evaluation criteria. 

2.5 SUMMARY 

Chapter 2 provided a discussion on consumer behaviour by focusing on the 

origin of consumer behaviour from both human behaviour and human 

behavioural models, as well as the development of the marketing concept. The 

impact of the marketing concept, formulated in the 1950s, was discussed 

together with the practical implication thereof for not only the study of consumer 

behaviour but also for the marketing field of study. 

Chapter 2 also considered a number of models of human behaviour. These 

models offered only a partial explanation of the way in which human beings and 

consumers behave since they focused on only a small number of possible 

influences that could possibly affect behaviour. 
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The final part of the chapter focused on models of consumer behaviour and 

showed how the theory has evolved over the years. The dynamic changes in 

these models could clearly be highlighted, especially when considering current 

models, that have been revised a number of times over a period of more than 20 

years. 

All the models of consumer behaviour attempted to explain all possible variables 

and influences on consumer behaviour. Earlier attempts considered the 

possibility to explain models of consumer behaviour by means of testable 

equations, often comparing a model to that of a different author. 

The final model on consumer behaviour, the Engel, Blackwell & Miniard model, 

provided a comprehensive discussion on the possible inHuences on consumer 

behaviour, and more specifically the impact of influences on the different stages 

of the decision-making process. The model provided the latest thoughts on the 

subject of consumer behaviour and will, therefore, be used as the basis for the 

discussion on the consumer decision process, the topic of Chapter 3. 

Chapter 3 will focus on the consumer decision-making process, namely the 

different stages thereof, the factors influencing each stage of the process and 

finally how the Internet influences both the decision-making process and the 

factors influencing it. 
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CHAPTER 3 

THE CONSUMER DECISION-MAKING PROCESS 

3.1 INTRODUCTION 

Consumer behaviour from a marketing perspective was discussed in Chapter 2. 

Different models of human behaviour were briefly discussed, explaining the 

relevance thereof in consumer behavioural studies. The predominant objective 

of Chapter 2 was to form an understanding of consumer behaviour by discussing 

a number of different models of consumer behaviour, detailing different theories 

011 how consumer purchase decisions are formed and influenced by external and 

internal factors. 

Chapter 3 will provide clarity on the consumer decision-making process. The 

discussion commences by distinguishing different types of decision-making 

processes that consumers can follow. This will be followed by a detailed 

discussion on the different stages of the decision-making process together with 

the environmental influences and individual differences influencing the decision

making process. 

The stages of the consumer decision-making process that will be discussed, 

based on the model of consumer behaviour proposed by Engel , Blackwell & 

Miniard (EBM){1995 version), are need recognition, search, pre-purchase 

alternative evaluation and purchase and its outcomes. Three outcomes of 

purchase will be discussed, namely consumption, post-purchase alternative 

evaluation and divestment. 

The consumer information-processing process, that considers how external 

stimuli are processed, retained in and recalled from consumer memory, is 
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regarded an important component of the consumer decision-making process and 

will be discussed in Section 3.4 as part of the search-stage. 

Finally, Chapter 3 will be concluded by a summary of the main findings on the 

discussion of the consumer decision-making process together with conclusions 

that can be derived from the process. 

Important to note is that Chapter 3 will focus on theoretical findings on the 

consumer decision-making process. The influence of the Internet on the 

consumer decision-making process, with specific reference to the influence on 

different stages of the process, will be discussed in Chapter 4. 

3.2 TYPES OF DECISION-MAKING PROCESSES 

The discussion on models of consumer behaviour in Chapter 2, with specific 

reference to the EBM model (Section 2.4.3.5), identified a number of different 

decision-making processes that consumers could follow when purchasing a 

product or service. The Assael model (Appendix 5) identified four different 

decision-making processes, namely complex decision-making, brand loyalty, 

limited decision-making and inertia, whereas the EBM model identified extended 

problem-solving, limited problem-solving and midrange problem-solving. In 

addition to the three decision-making processes listed in the EBM model, Engel 

et a!. (1995: 155) provide an additional decision-making process, applicable to 

repeat purchases, namely habitual decision-making. 

Section 3.2.1 will clarify the different types of decision-making processes by 

discussing them as a continuum ranging from high to low involvement. It should 

be noted that although Engel et al. (1995: 155) refer to problem-solving, the 

researcher decided to refer to decision-making, as used by other authors 

(including Assael, 1995: 19). 
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Figure 3.1 depicts the different consumer decision-making processes for initial 

and repeat purchases. Engel et al. (1995: 158) identify two special decision

making processes that do not fit neatly into the decision continuum, namely 

impulse buying and variety seeking. These two special categories of decision

making will be discussed in Section 3.2.1.3, following the discussion on initial and 

repeat purchases in Sections 3.2.1.1 and 3.2.1.2 respectively. 

3.2.1.1 Initial purchases 

Engel et al. (1995: 155) identify three different decision-making processes with 

initial purchases, namely extended, midrange and limited decision-making. With 

initial purchases, consumers often establish enduring buying patterns through 

extended decision-making. Limited decision-making leads to inertia-based habits 

where it is easier to purchase the same product than to change to a different 

brand. The differences between the processes will become clearer from the 

discussion below, focusing on extended, midrange and limited decision-making. 

According to Hawkins et al. (2001: 507), Kotler & Armstrong (2001: 191) and 

Laroche, Saad, Cleveland & Browne (2000: 500 - 522), extended decision· 

making refers to a very high level of purchase involvement. A characteristic of 

extended decision-making is an extensive internal and external search for 

information, followed by a complex evaluation process where multiple 

alternatives are evaluated. The purchase of a product is likely to be followed by 

post-purchase doubts and the consumer will, therefore, engage in a thorough 

evaluation of the purchased product. 

Schiffman & Kanuk (1997: 558) add to the above by stating that extended 

(extensive) decision-making occurs when consumers have no established criteria 

for evaluating either the product category or specific product brands within the 

product category. Consumers, therefore, need a great deal of information 

regarding different products and information that will assist them in establishing a 
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set of criteria for evaluation purposes. Engel et al. (1995: 155) continue by 

stating that extended decision-making occurs when the decision-making process 

followed by the consumer is especially detailed and rigorous. Consumers use an 

extended decision-making process when purchasing motor vehicles, expensive 

items and products and services for which the cost and perceived risk is high for 

making an incorrect purchase decision. Solomon (1996: 271) adds by explaining 

that extended decision-making is characterised by high risk and involvement by 

the consumer, resulting in extensive search for information from multiple sources 

prior to store visits. 

Hawkins et al. (2001: 507) note that extended decision-making may also occur 

without measuring and evaluating attributes, where the criteria being evaluated 

by consumers are emotions, for example the decision whether or not to embark 

on a boat cruise for a vacation. 

Engel et al. (1995: 156) suggest that all stages of the decision-making process 

are involved with extended decision-making, although not necessarily in any 

precise order. In addition to the extensive search for information and evaluation 

of multiple alternatives, consumers may seek additional information regarding 

where and how to purchase a product. 

Engel et al. (1995: 156) summarise extended decision-making by stating that: " 

thought and evaluation precede the act of purchase and use because of the 

importance of making the right choice". 

According to Engel et al. (1995: 156), midrange decision-making falls 

somewhere between extended and limited decision-making. Limited information 

is therefore required and can be easily found. Since a number of alternatives are 

available, the consumer has to evaluate and choose one option. The process 

usually requires limited time and deliberation and an alternative can be chosen 

relatively easily. An example of midrange decision-making is deciding which 
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movie to see, with a number of alternatives available. The information is easily 

obtainable in newspapers and the evaluation of the options is usually done 

quickly, often influenced by the opinion of a friend or an article by a critic. 

According to Engel et al. (1995: 156), the final decision-making process on the 

continuum applicable to initial purchases is limited decision-making. This 

process of decision-making is characterised by little information search and 

evaluation before purchase and the consumer not having the time, resources or 

motivation to engage in extended decision-making. The consumer will, therefore, 

simplify the process by reducing the number and variety of information sources 

and alternatives as well as the evaluation criteria. Schiffman & Kanuk (1997: 

559) add to the above by stating that for limited decision-making, consumers 

already have established criteria for evaluating both the product category and 

individual brands within the category. 

Consumers will often apply a decision rule when engaging in limited decision

making, for example to purchase a brand that is recognised or alternatively to 

simply purchase the cheapest option available. The consumer may also decide 

to purchase a new brand (a ''why not try it" response), resulting in brand 

switching. 

Engel et al. (1995: 156) conclude the discussion on initial purchases by stating 

that for limited decision-making: "... need recognition leads to buying action; 

extensive search and evaluation are avoided because the purchase does not 

assume great importance". A competitive product, regardless how small the 

difference, can therefore gain temporary advantage when the consumer identifies 

the product at the point of purchase and decides to change brands as a result of 

a ''why not try it" response. 
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3.2.1.2 Repeat purchases 

Repeated purchases imply purchase decisions made over a period of time and 

comprise repeated and habitual decision-making. 

According to Engel et al. (1995: 158), repeated decision-making occurs when 

the consumer continuously needs to make a decision regarding repeated 

purchases, often as a result of dissatisfaction with a previously purchased 

alternative. In addition to the above, repeated decision-making occurs when, for 

example, the retail outlet usually supported by the consumer is out of stock, or 

when the situation changes in some other way. The consumer now has to weigh 

the consequences of investing effort and time in finding another acceptable 

alternative. 

The second decision-making process associated with repeat purchases is 

habitual decision-making, taking many forms depending on the initial decision

making process followed by the consumer (Engel et aI., 1995: 158). Habitual 

decision-making comprises brand or company loyalty and inertia. 

It should be noted that habitual decision-making is a process more likely to be 

followed by consumers for repeat purchases than repeated decision-making, 

since consumers will engage in repeat purchases on a basis of habits or routines 

that are formed in an effort to cope more effectively with the pressures of life. 

Engel et al. (1995: 158) explain brand or company loyalty by stating that if a 

consumer has been purchasing the same product or service over a period of time 

due to satisfaction with the purchase and service received, the consumer will 

reward the organisation selling the product or rendering the service by means of 

continued support over a period of time. Belch & Belch (2001: 121) support this 

view by stating that brand loyalty refers to the preference for a particular brand 

that results in its repeated purchase. An example of brand or company loyalty is 
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where a motor vehicle owner is satisfied with the maintenance service received 

from a dealer and will, therefore, reward the dealer through continued support. 

Brand loyalty, the objective of any marketer, can be extremely difficult to change. 

Hawkins, Best & Coney (1995: 425) add to the above by stating that competitors 

to brands that consumers purchase out of habit, based on brand loyalty will battle 

to convince these consumers to change brands to that of the competitor. 

The second decision-making process for repeat purchases listed by Engel et al. 

(1995: 158) is characterised by limited brand loyalty for the product category. If 

any brand loyalty does exist, it usually is for a number of different brands that are 

all considered about equal, for example potato crisps, where a salt and vinegar 

flavour is preferred regardless of the brand. 

Purchasing habits are therefore based on inertia and are considered unstable. 

With this decision-making process there is no incentive to switch brands although 

it may occur readily when prices are lowered or another brand is offering 

something new. 

3.2.1.3 SpeCial categories of buying behaviour 

As mentioned earlier, two special categories of buying behaviour are identified by 

Engel et al. (1995: 158), namely impulse buying and variety seeking. 

Engel et al. (1995: G-7) define impulse buying as: "a spur-of-the-moment 

purchase triggered by product display or point-of-sale promotion". Mowen (1993: 

381) adds to the definition by highlighting a specific characteristic of impulse 

buying, namely the urge to buy something immediately. The main characteristics 

of impulsive buying, according to Engel et al. (1995: 159), are: 
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• 	 a sudden and spontaneous desire to act accompanied by urgency; 

• 	 a state of psychological disequilibria in which a person can feel temporarily 

out of control; 

• 	 the onset of conflict and struggle that is resolved by an immediate action; 

• 	 minimal objective evaluation - where emotional considerations are dominant; and 

• 	 a lack of regard for consequences. 

As will be noted from the characteristics of impulsive buying above, there is a 

presence of urgency and a high sense of emotional involvement as well as an 

absence of careful reasoning when compared with extended decision-making. 

Mowen (1993: 381) adds to the above by stating that impulsive purchases are 

prone to occur with diminished regard for the consequences of such purchases. 

The second special condition of buying behaviour, variety seeking, implies that 

although the consumer expresses satisfaction with a current brand selection, 

brand switching may occur due to a motive of variety seeking (Kotler & 

Armstrong, 2001: 193; Engel et aI., 1995: 160 and Mowen, 1993: 381). Variety 

seeking occurs especially for products in product categories with many similar 

alternatives and high purchase frequencies where the consumer may express a 

feeling of "tired of the same old thing". 

It is clear from the discussion above that there are multiple decision-making 

processes leading the consumer to a specific purchase decision, depending on a 

number of factors influencing the different processes. The factors influencing the 

extent of decision-making are briefly discussed below. 
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3.2.2 Factors influencing the extent of decision-making 

The extent of decision-making is determined by three factors, namely the degree 

to which the consumer is involved in the purchase, the differentiation of 

alternatives and time available for deliberation (Engel et at., 1995: 161). 

The degree of personal involvement is considered the most important factor 

influencing the type of decision-making process. The consumer will act with 

deliberation to maximise the benefits and minimise the risk of a purchase and the 

use thereof, depending on the extent of involvement. 

Involvement is furthermore a function of the person, object and situation. The 

starting point for involvement is always the person with underlying motives, 

values and needs, activated by an object that is being perceived as important in 

satisfying needs, goals and values. Examples of the object include a product, 

service and promotional message. 

The significance of the object in satisfying a need is determined by the situation 

that differs from time to time, resulting in consideration for all three factors 

(person, object and situation) when reflecting on involvement. Peter & Olson 

(1994: 172) add that the degree of decision-making from extensive to routine 

purchasing behaviour depends to a great extent on the knowledge of the 

consumer regarding the need identified and the level of involvement with the 

identi'fied need. 

Assael (1995: 72) notes that consumers are most likely to be involved with a 

product and therefore a purchase decision if one or more of the following applies 

(the presence of these conditions will most probably lead to extended decision

making): 

• the product purchase is important to the consumer, 
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• the product is of interest to the consumer; 

• the purchase entails significant risks; 

• the product has some form of emotional appeal; and 

• the product can be identified with the norms of a group. 

The extent to which alternatives are perceived to be different, forms the 

second factor determining the extent of decision-making. Extended decision

making is therefore the most probable decision-making process when 

alternatives are perceived as being Significantly differentiated and limited and 

midrange decision-making when alternatives are considered to be similar. 

The final factor influencing the extent of decision-making is time availability. 

The more time the consumer has available to make a purchase decision, the 

greater the chance is of extended decision-making. For example, a consumer 

deciding to purchase a new television to replace an existing older model may 

engage in extended decision-making, while for the same example the consumer 

may engage in midrange or limited decision-making when the current television 

breaks the day before a major soccer or rugby game. 

As was noted in Section 3.2, consumers can follow different consumer decision

making processes when purchasing a product or service. The remaining 

sections of this chapter will provide a discussion on all the stages of the 

consumer decision-making process together with the factors influencing each 

stage in the process. 

As mentioned before, the decision-making process proposed by Engel et a!. 

(1995) will be used as the basis for the discussion. The decision-making model 
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Before discussing the four identified stages (although purchase and its outcomes 

are combined, this combination includes four stages, namely purchase, 

consumption, post-purchase altemative evaluation and divestment), it should be 

noted that Engel, Blackwell & Miniard changed the 2001 version to explicitly 

mention the seven individual stages in the decision-making process. Although 

the stages have not changed, the 2001 version (Blackwell, Miniard & Engel, 

2001: 70-83) uses somewhat different terrninology for some stages (for example 

post-consumption evaluation instead of post-purchase evaluation) and, instead of 

combining the last four stages under purchase and its outcomes, explicitly 

mention the seven stages, namely need recognition, search, pre-purchase 

evaluation of alternatives, purchase, consumption, post-consumption evaluation 

and divestment. It is important to note that, although identified separately in the 

2001 version, the 1995 version comprises of the same stages that are grouped 

together (under purchase and its outcomes). 

3.3. NEED RECOGNITION 

The importance of the need recognition stage within consumer decision-making 

is highlighted by Hawkins et al. (2001: 508), by explaining that without the 

recognition of a need, there will be no need to make a decision. Engel et al. 

(1995: 176) provide a formal definition of need recognition by describing it as: 

" ... the perception of a difference between the desired state of affairs and the 

actual situation suffiCient to arouse and activate the decision process". 

As noticed in the definition, need recognition, also referred to as problem 

recognition, occurs when consumers perceive a difference between their current 

state of affairs and some desired or ideal state (Kotler & Armstrong, 2001: 194; 

Schiffman & Kanuk, 1997: 567; Solomon, 1996: 271; Engel et at, 1995: 176; 

Hawkins et aI., 1995: 427; Peter & Olson, 1994:159). 

Need recognition therefore depends on the discrepancy between the consumer's 

current situation and the situation in which the consumer wants to be. A need is 
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According to Engel et al. (1995: 176) two factors influence the desire of 

consumers to activate action once a need has been identified, namely the need 

has to be sufficiently important to the consumer and the solution has to be within 

the consumer's means. For example, if the solution to the need is above the 

consumer's economic means, action is most probably unlikely. Hawkins et al. 

(2001: 510) add to the above by stating that the magnitude of the difference 

between the actual and desired states will also influence the consumer's 

willingness to respond to the need. For example, a consumer may desire to own 

a motor vehicle using less than 10 litres of fuel per 100 kilometres, while still 

meeting certain power and aesthetic requirements. The consumer may not be 

willing to proceed to the next stage of the decision-making process if the current 

motor vehicle uses 10.5 litres per 100 kilometres, even though a discrepancy 

exists. 

Two different types of need recognition styles can be identified among 

consumers (Schiffman & Kanuk, 1997: 567), namely actual state or desired state 

types. Actual state types refer to need identification as a result of current 

unsatisfactory product performance, for example a wrist-watch failing to keep 

accurate time. Desired state types refer to problem and need recognition for 

something new that may trigger the decision-making process. Hawkins et al. 

(2001: 511) add to the above by stating that needs can either be active or 

inactive, where active needs imply that consumers are aware of the need or will 

become aware thereof in the normal course of events. Inactive needs simply 

represent needs the consumer is not yet aware of. 

According to Schiffman & Kanuk (1997: 567) need recognition can also be 

viewed as either simple or complex. Needs occurring frequently and that can be 

dealt with almost immediately are termed simple need recognition, for example a 

consumer feeling hungry and purchasing crisps at a cafe. Where a need 

develops over a period of time as the actual state and desired state move apart, 

complex need recognition applies. For example, a wrist-watch failing to keep the 
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the marketing efforts of organisations. Figure 2.6 in Chapter 2 (detailing the EBM 

model of consumer behaviour) showed the influence of marketing stimuli on 

memory, once processed. The memory component as influence to need 

recognition will be discussed under the second stage of the consumer decision

making process, search, when the information-processing process is discussed 

(Section 3.4.2). This discussion will indicate how marketing stimuli influence 

consumer behaviour, how they are processed, retained and recalled from 

memory. The two influences on need recognition will be discussed in Sections 

3.3.1 and 3.3.2. 

3.3.1 Environmental influences 

The relevance of environmental influences in consumer decision-making, 

according to Engel et al. (1995: 607), is that consumers are shaped by the 

environments they operate and live in. In addition to the environment shaping 

consumers, consumers change the environment through their behaviour. 

The main environmental influences shaping the consumer decision-making 

process are culture, social class, personal influences, family and the situation. 

3.3.1.1 Culture 

According to Engel et al. (1995: 615), culture has a profound impact on why 

consumers buy, since it affects the individual decision-making process, 

communication within a society and the specific products consumers purchase. 

More specifically, culture influences certain attitudes and behaviours, for example 

food and feeding habits, sense of self and space, dress and appearance, time 

and time consciousness, mental processes and relationships. From a need 

recognition perspective, culture influences product meanings through advertising 

and other marketing-dominated mediums, as well as other ways not influenced 

by marketing, yet important to the consumer. 
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Crotts & Erdmann (2000: 410 - 419) add to the above by stating that a 

consumer's culture can, for example, influence feedback to marketers regarding 

satisfaction and dissatisfaction. Consumers from cultures where masculine 

(competitive) values prevail will, for example, evoke behaviours that are assertive 

and judgmental and have less concern for the feelings for others. On the other 

hand, consumers from cultures where there is a tendency for more tenderness 

and sympathy towards others and where assertiveness is not a desirable 

characteristic, could be overtly moderate as far as providing criticism is 

concerned. It is therefore important for marketers to understand that culture 

does not only have an influence on consumer decision-making but also has an 

impact on the feedback they get. 

Schiffman & Kanuk (1997: 406) and Solomon (1996: 539) continue with the 

discussion on culture by stating that culture may be perceived as the personality 

of a society, making it difficult to set the boundaries thereof. This view is 

supported by Peter & Olson (1994: 332) who define culture broadly as: " ... the 

meaning that are shared by (most) people in a social group". Hofstede (2001: 9) 

provides a different view of culture by defining it as: .. the collective 

programming of the mind that distinguishes the members of one group or 

category of people from another". 

Schiffman & Kanuk (1997: 406) provide a more applicable definition, considering 

the influence of culture specifically on consumer behaviour, namely: "", the sum 

total of learned beliefs, values, and customs that serve to direct the consumer 

behaviour of members of a particular society". 

Schiffman & Kanuk (1997: 406) expand on the definition by explaining that 

beliefs and values are considered accumulated feelings and priorities of 

consumers regarding possessions and "things". Consumer's mental and verbal 

statements reflecting their knowledge and assessment of something (for example 

a person, brand or store) form their beliefs. Values are also seen as beliefs but 
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differ in a number of ways. They are relatively few, are difficult to change, are 

not tied to specific situations and objects, offer a guide for appropriate behaviour 

in accordance with the culture and are widely accepted by the members of 

society. 

Solomon (1996: 541) and Hawkins et al. (1995: 36) clarify values by stating that 

they are imparted to the members of the culture, forming a widely held belief of 

what is desirable and preferable. Engel et al. (1995: 612) and Hawkins et al. 

(2001: 42) add to the above by stating that norms are derived from cultural 

values, forming the beliefs held by a group concerning behaviour rules for 

individual members. Norms, therefore, represent the rules that prohibit or specify 

certain behaviour in specific Situations, forming the boundaries set by culture on 

behaviour. 

Hawkins et al. (2001: 42) explain that norms are considered important in culture, 

since the violation thereof may result in sanctions or penalties that can vary from 

mild social disapproval to banishment from the group. 

Customs, as highlighted in the definition provided by Schiffman & Kanuk (1997: 

406), refer to overt modes of behaviour that constitute acceptable or approved 

behaviour within a specific situation. Customs, therefore, form usual and 

acceptable ways of behaving, whereas beliefs and values provide guidelines for 

behaviour. It should also be noted that different cultures can be distinguished 

through their language, symbols, myths and rituals. 

According to Schiffman & Kanuk (1997: 410). language and symbols are 

important for any culture, since they enable the members of a society to 

communicate with each other through a common language. A common 

language results in shared meaning that enables true communication within a 

society. Symbols, comprising verbal and non-verbal symbols, always represent 

something else, for example the word "razor" will undoubtedly provide an image 
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in relation to the frame of reference of the reader. Verbal symbols, for example, 

include an announcement on television or a print advertisement in a magazine, 

whereas non-verbal symbols include, for example, figures, shapes, trademarks 

and product design. Schiffman & Kanuk (1997: 411) add to the above by stating 

that symbols can assist consumers in the decision-making process through 

product offerings and marketing appeals. For example, the price of a product or 

even the store where it is sold, could be a symbol of the quality a consumer can 

expect when purchasing a product. 

Solomon (1996: 543) explains that every society possesses a set of myths that 

defines that culture. A myth refers to stories that contain symbolic elements 

expressing the shared emotions and ideals of culture. Four functions of myths 

within cultures can be distinguished, namely they assist with the explanation of 

the origins of existence (metaphysical), they emphasise that all components of 

the universe are a part of a single picture (cosmological), they maintain social 

order by authorising a social code to be followed by the members of a culture 

(sociological) and they provide models for personal conduct (psychological). 

Schiffman & Kanuk (1997: 411) add by stating that rituals can be defined as: " 

a type of symbolic activity consisting of a series of steps (multiple behaviours) 

occurring in a fixed sequence and repeated over time". More practically, rituals 

extend over a person's life cycle from birth to death and for example include 

christening of babies, graduations and weddings. Rituals are, therefore, rather 

formal and can be very public, elaborate or religious. Rituals can also be less 

formal, for instance painting eggs for Easter, decorating a tree for Christmas or 

drinking Jack Daniel's only when a favourite rugby or football team is playing. 

Rituals can, from a consumer decision-making perspective, lead to need 

recognition, for example purchasing a wedding ring, a suit for a graduation 

ceremony or a gift for a friend's wedding. 
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informal and technical learning. Formal learning implies that adults or older 

siblings teach young family members "how to behave". Informal learning refers 

to learning through imitating the behaviour of selected others, including family 

members and television heroes. The final method of learning, technical learning, 

refers to the educational environment, where teachers instruct children what 

should be done, how it should be done and why it should be done. 

Schiffman & Kanuk (1997: 412 - 414) add to the characteristics of a culture by 

stating that a particular value, practice or belief has to be shared by a significant 

portion of society. The critical component enabling people to share values, 

customs and experiences is a common language. As discussed above, referring 

to cultures being learned, the family and other institutions within society (for 

example educational institutions and houses of worship) share held beliefs, 

values and customs with the young. 

Schiffman & Kanuk (1997: 414) explain the final characteristic of cultures 

discussed in this section, namely that cultures are dynamic, by stating that 

cultures need to continually evolve to function in the best interests of a society. 

Examples of influences changing cultures include new technology, a shift in 

population, wars and adoption of customs from other cultures. Assael (1995: 

456) adds to the above by stating that although cultures change as society 

changes, it is also permanent since parents continue to share values with their 

children. 

It is clear from the discussion above that culture plays an important part in the 

purchasing behaviour and decision-making activities of consumers. The 

discussion showed many examples of how cultural phenomena and influences 

can lead to consumer need recognition. One aspect that has not been discussed 

is the influence of subcultures as possible influence to both consumer decision

making and need recognition. The influence of subculture and cross-culture will 

be discussed in more detail below. 
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A) Subculture and cross-culture 

According to Assael (1995: 484), differences in values among groups in the 

same country refer to subculture and can be defined as: ".. broad groups of 

consumers who have similar values that distinguish them from society as a 

whole". 

Peter & Olson (1994: 360) provide a different perspective by defining subculture 

as: " ... a distinctive group of people in a society who share cultural meaning". 

Schiffman & Kanuk (1997: 440) provide clarity on subculture by stating that 

members of a subculture possess customs, values and beliefs that distinguish 

them from other members of the same society, while still adhering to the cultural 

values, beliefs and behavioural patterns of the larger society. 

In contrast to subculture, cross-culture refers to differences in values, beliefs 

and behaviour across countries. Schiffman & Kanuk (1997: 474) explain the 

relevance of viewing cross-cultural influences on consumer behaviour by stating 

that an analysis of the culture of other nations will provide clarity on the 

psychological, cultural and social characteristics of foreign consumers. An 

understanding of commonalities between cultures of different nations (and the 

differences thereof) will provide marketers with valuable information to sell 

products to consumers of other countries. 

A number of subculture characteristics influencing consumer behaviour can be 

identified. According to Assael (1995: 500), these characteristics are: 

• 	 subcultural distinctiveness, implying that the more a subculture attempts to 

maintain a separate identity, the greater the potential influence thereof will be; 

• 	 subcultural homogeneity, suggesting that a subculture with homogeneous 

values is more likely to influence its members; and 
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• 	 subcultural exclusion, referring to exclusion sought from society or being 

excluded by society, for example the Amish community in the United States. 

It can be concluded from the discussion above that subcultures are present in 

society and that they represent groups of people with similar beliefs, values and 

behaviour, while still adhering to the customs and values set by the broader 

culture. Subcultures can, therefore, be identified in the broader society and 

culture by considering different categories of subculture that define such groups. 

Schiffman & Kanuk (1997: 447 - 464), Assael (1995: 501 - 502) and Peter & 

Olson (1994: 363 -372) identify a number of subcultural categories based on 

geographic location, race or ethnic group, age, sex or gender, non-traditional 

subculture and religion. 

Subcultures identified by their geographic location often have a sense of 

regional identification. An example from a South African perspective would be 

when referring to a person living in Cape Town as a Capetonian. Such a label 

ascribed to people assist with developing a mental picture together with 

supporting stereotypes of such a person. Considering the same example, when 

referring to a Capetonian the image of a laid-back, less stressed person comes 

to mind, especially when comparing it to the image of a Johannesburger. From a 

consumer behavioural point of view, these differences in subcultures based on 

geographical location can influence purchase behaviour and need recognition. 

For example, when considering the area and surrounding recreational 

possibilities, purchase patterns for boats and hiking equipment will be totally 

different for people living in Bloemfontein (very little opportunities for boats and 

hiking equipment), Nelspruit (great opportunities for hiking equipment and 

relatively small opportunity for boats) and Cape Town (excellent opportunity for 

boats and hiking equipment). 
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In South Africa race and ethnic group subcultures can be clearly identified, 

especially when considering the 11 official languages recognised in the country 

(the 11 languages exclude many other languages, for example Indian, Japanese 

and other European languages - e.g. Greek, representing other possible 

subcultures). Need recognition may, therefore, be influenced by different 

subcultural influences, for example a young working Zulu may recognise the 

need to purchase clothes for the family (considered appropriate cultural 

behaviour where the family members provide for each other's needs) whereas a 

young working White person may purchase clothes for personal use only 

(considering only personal gratification). 

Different age subgroups of the total population of a country can form subgroups, 

since different purchase behaviour can often be distinguished between age 

groups as the demand for products and services shift during a person's life. For 

example ages 13 to 19 (recognising the need for a bicycle or motor cycle), ages 

20 to 30 (relatively inexpensive small motor vehicle with low running costs), ages 

30 to 40 (need recognised for a larger, family motor vehicle), ages 40 to 50 (more 

expensive, lUxury vehicle) and ages 50 and above (recognise the need for a 

reliable motor vehicle that will last for many years). This over-simplified example 

shows that subcultures, based on age, can be identified that will influence 

consumer behaviour in terms of decision-making and purchase behaviour. 

Reference to consumer age groups, when discussing the influence of the Internet 

on the consumer decision-making process, will be made in Section 4.2 in Chapter 4. 

Peter & Olson (1994: 371) are of the opinion that sex and gender differences 

comprise more than physical characteristics of men and women. Differences in 

behaviour can often be noticed, significantly enough to distinguish male and 

female subcultures, which would suggest that gender differences could impact on 

need recognition and decision-making processes. For example, as a general 

rule, women appear to be more generous and nurturing and less dominant than 

men. From a marketing perspective these differences should be considered. 
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way in which they spend their time. Solomon (1996: 432) expands on this view 

by stating that social class does not only influence how much money is spent 

with a particular purchase but also how the money is spent. Assael (1995: 358) 

adds by stating that the social class influences consumers indirectly and is likely 

to indicate common values and matching purchasing patterns. 

A formal definition will provide greater clarity of what is implied when referring to 

social class. Schiffman & Kanuk (1997: 376) define social class as: " ... the 

division of members of a society into a hierarchy of distinct status classes, so that 

members of each class have relatively the same status and members of all other 

classes have either more or less status". Considering the definition, Assael 

(1995: 357) provides particular clarity on the hierarchy within social classes by 

defining it as: " ... the ranking of people in a society into a hierarchy of upper, 

middle, and lower level classes based on their power and prestige". As can be 

seen from the definitions above, social classes are grouped in a hierarchy 

ranging from high to low. Important to note is that different levels can be 

identified within the social class hierarchy (for example the upper-upper, upper

middle, middle, working, lower, lower-lower, etc.) 

Engel et a\. (1995: 681) add to the above by explaining that status groups also 

identify social class. Status groups, as an integral part of social class, reflects a 

community's expectations for styles of living for each class as well as the positive 

or negative social appraisal of honour granted to each class. Schiffman & Kanuk 

(1997: 376) support this view by stating that status is frequently used in social 

class research to identify the relevant members of each social class in terms of 

specific status factors. These factors or variables determining a consumer's 

position in the social class hierarchy include, amongst others, income, 

occupation, education, possessions and personal performance. 

Income, together with occupation and education, are frequently used to identify 

and distinguish between different social classes. Hawkins et al. (1995: 130) 
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explain that income is viewed from a purchasing power and status perspective 

and can be measured in a number of ways, including individual or family income, 

before or after tax deductions and salary or total income. Solomon (1996: 438) 

adds by stating that the identification of income within a social class is very 

important to marketers, since it identifies the groups with the greatest purchasing 

power. Although income is often perceived as the single most important factor in 

identifying social classes, Engel et al. (1995: 683) caution that marketers should 

not consider to equate social class with income. As an example, although a 

senior personnel officer may earn a higher income than a professor of history, 

the professor would most probably be ascribed to a higher social class. 

Schiffman & Kanuk (1997: 381), Engel et al. (1995: 683) and Hawkins et al. 

(1995: 130) suggest that occupation is the single most widely used factor in 

marketing to identify social class. The importance of occupation as an indicator 

of social class becomes clear when considering how often the question, "what do 

you do for a living?", is asked when people meet for the first time. The response 

to this question serves as a guide to infer about the life-style and, therefore, the 

social class of a person. Engel et al. (1995: 683) add that the work people 

perform greatly influences their life-styles and is the single most important basis 

for according honour, prestige and respect. From a marketing perspective, 

occupation often serves as a tool to define a market for products, for example 

Waterman pens for professionals or vacation resorts for executives and 

professionals. 

Education is a third indicator of social class, often an indicator of income and 

occupation. Schiffman & Kanuk (1997: 383-384) explain the relevance of 

examining education by stating that, generally speaking, the more educated a 

person is, the higher the probability will be that that person receives a higher 

income and has a high occupational status. Hawkins et aJ. (1995: 129) adds by 

stating that education influences an individual's values, tastes and the manner in 

which information is processed. Education does, however, not provide a 
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complete understanding of buying patterns of consumers. For example, a 

graduate in political science may earn a total salary package of R 180 000 per 

annum whereas a marketing graduate, studying for the same length of time and 

with equal year's experience, could earn R 300 000. Although the level of 

education is the same (both obtaining a three-year degree), the buying power 

and patterns, status and social classes of the two graduates would most probably 

be different. 

Schiffman & Kanuk (1997: 385) expressed the opinion that possessions have 

been used by sociologists as an index of social class. Engel et al. (1995: 685) 

support this view by stating that social class can be derived by not only looking at 

the number of possessions but also the nature thereof. For example, the area in 

which an individual's house is situated (an upper residential area, for instance a 

golf estate, versus a block of flats) can give an indication of the social class. In 

addition to the house itself, the presence of a number of furniture items and 

accessories in an individual's house could provide an indication of the social 

class the person belongs to, e.g. wall-to-wall carpets versus Oriental rugs or Defy 

appliances versus AEG and Siemens appliances. From a consumer purchasing 

and need recognition point of view, consumers may often aspire to a higher 

social class by purchasing items perceived to be directed at the more affluent 

members of society. For example, a consumer in a lower social class will 

purchase clothes at boutiques and spend as much money as possible on a more 

expensive motor vehicle to create an image of higher status. 

A final factor, but by no means the final determinant, that may indicate social 

class is personal performance. Engel et al. (1995: 683) explain that the 

personal performance of an individual, when compared to others in the same 

occupation, may indicate the social class of a person. Examples of personal 

performance are where a certain medical professor is making the most progress 

in finding a cure for cancer or AIDS, or a stock-market broker achieving the best 

returns on investments for a considerable time period. In addition to status 
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obtained through occupation, a person may be perceived as being in a higher 

class through involvement with others in society. For example, a person from a 

low social class may be perceived to be of a higher status because of continued 

support to other less fortunate members of the same society or creating 

community programmes to uplift the society the person lives in. 

It is clear from the discussion that many factors can influence and indicate the 

social class to which an individual belongs. From a consumer decision-making 

and specifically need recognition perspective, it is clear that social class influence 

can directly influence the recognition of needs and purchase behaviour. For 

example, an administrative clerk deciding to improve standard of living may 

recognise the need to obtain a degree in management sciences, resulting in a 

change in purchasing behaviour (purchasing the Financial Mail instead of the 

You magazine and purchasing a computer instead of replacing the television set 

for a newer model). Another example could be a person aspiring to become a 

professor of marketing who may recognise the need to add a study to the house 

instead of extending the kitchen. 

The examples above indicated aspirations of people to belong to higher social 

class. The opposite also applies. A financial broker, for example, loosing all of 

the family's wealth through incorrect market forecasts, may have to sell the 

house in the golf estate and the family's BMW 330i and Mitsubishi Pajero, 

recognising the need for a smaller house in an average residential area and a 

Volkswagen Golf as the only family vehicle. 

It is clear from the example that consumer need recognition is influenced by 

social class. Marketers should therefore consider social class when drafting 

marketing strategies. 
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3.3.1.3 Personal influences 

As can be seen from Figure 3.4, personal influences form the third environmental 

influence. Personal influences from others, directly or indirectly, are one of the 

best forms of persuasion on consumer decision~making and purchasing 

behaviour (Engel et aI., 1995: 716). The reason for the strong influence is based 

on the input from people with whom one can identify and relate to, resulting in a 

high credibility ascribed to people that consumers receive input from. 

Engel et al. (1995: 716) explain that personal influences present two main forms, 

namely reference groups and word-of~mouth communication. 

A) Reference groups 

Reference groups serve as a frame of reference for individuals in their purchase 

and consumption decisions and should therefore be considered as important 

input to the consumer decision-making process. 

Schiffman & Kanuk (1997: 323) define reference groups as: " ... any person or 

group that serves as a point of comparison (or reference) for an individual in 

forming either general or specific values, attitudes, or behaviour". Reference 

groups are, furthermore, not limited by group size or membership nor does it 

require that consumers should identify with a tangible group (for example owners 

of small businesses or golf professionals). 

Peter & Olson (1994: 384) note an interesting characteristic of reference groups 

by stating that an individual's reference group may be from the same or another 

culture, subculture or social class. Reference groups are therefore not bound by 

an individual's normal association groups, for example an Indian lady working 

with Whites and Blacks may perceive these working colleagues as her reference 

group. 
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Assael (1995: 528) clarify the involvement of a person in reference groups by 

distinguishing between membership and aspiration groups. Membership 

groups imply that the individual forms part of the group, for example the family or 

a science club. A person who would like to be part of a group, therefore not 

currently a member of the group, forms part of an aspiration group, for example 

a league rugby or soccer player that would like to be part of the National team. 

Assael (1995: 528) continues by stating that a reference group can also be 

viewed negatively. An individual belonging to a group may reject the values and 

behaviour of the group and its members, termed a disclaimant group for the 

individual. Secondly, an individual may regard membership to a specific group 

as something to be avoided, called a dissociative group. Peter & Olson (1994: 

385) agree with this view by stating that dissociative reference groups embody 

undesirable meanings and will act as a negative reference group that an 

individual would avoid dealing with. 

Furthermore, primary and secondary reference groups, according to Engel et al. 

(1995: 717 - 718), as well as formal and informal groups can be distinguished. 

Primary groups, for example the family, refer to small groups that permit and 

facilitate unrestricted face-to-face interaction. A characteristic of primary groups 

is cohesiveness and motivated participation, resulting in similar beliefs and 

behaviour by the members of the group. Secondary groups, for example 

professional associations, are characterised by less comprehensive and more 

sporadic face-to-face interaction between members, therefore exerting less 

influences to shape thought and behaviour. Schiffman & Kanuk (1997: 320) 

explain that primary groups can be distinguished from secondary groups by 

considering both the perceived importance of the group to the individual and the 

frequency with which the individual interacts with the group. 

Schiffman & Kanuk (1997: 320 - 321) and Engel et al. (1995: 718) explain that 

formal reference groups are characterised by a defined and known 
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membership list, a defined structure with specific roles and authority levels and 

specific goals. The influence of formal reference groups on individual behaviour 

depends on the motivation and willingness of the individual to accept and comply 

with the group's standards. Examples of formal groups include churches and 

community service organisations. 

Informal reference groups, characterised as being less formal and likely to be 

based on friendship, can have a strong impact on behaviour if individuals within 

the group are motivated by social acceptance. The influence is further 

strengthened by a high degree of intimate and face-to-face interaction between 

members. 

Schiffman & Kanuk (1997: 324) identify another possible reference group, 

indirect reference groups, by explaining them as groups with whom an 

individual does not have direct face-to-face contact, for example sport heroes, 

television personalities, politicians and movie stars. 

As will be noted from the discussion on different reference groups, individual 

behaviour and decision-making can be influenced by these groups. According to 

Engel et al. (1995: 719) three forms of reference group influences on consumer 

choice can be identified, namely normative compliance, value-expressive 

influences and informational influences. 

Normative compliance refers to the influence exerted by groups on individual 

behaviour through pressure for conformity and compliance. Schiffman & Kanuk 

(1997: 323) add by explaining that through normative compliance, general and 

broadly defined values and behaviour are transferred to members of the 

reference group. An example of normative compliance is the influence of the 

family on the behaviour of a child. Peter & Olson (1994: 384) add to the above, 

referring to utilitarian influences, by stating that changes in individual behaviour 

can occur when the reference group is perceived to be in charge of reward and 

punishment. Individuals will, therefore, comply with the guidelines and desires of 

Page 128 

 
 
 



Chapter 3 

a reference group if they believe the group can control rewards and punishment, 

when behaviour is visible to the group and when they are motivated to receive 

rewards or avoid punishment. 

Engel et at. (1995: 724) explain that value-expressive influences imply the 

need of an individual for psychological association with a group by accepting the 

norms, values and behaviour of the group, although there may not be any 

motivation to become a member of the group. The reasons for this can be 

attributed to the desire to be associated with people who are admired and 

respected and also to enhance image in the eyes of others. 

The final influence on consumer choice exerted by reference groups is 

information influence. Peter & Olson (1994: 385) state that informational 

influences imply that reference groups transmit information to members about 

other people or aspects of the environment, including products, services and 

retail outlets. Information can be shared directly through words or demonstration, 

for example showing how a specific coffee percolator works. 

It should be noted, in conclusion to the discussion on reference groups, that 

three factors determine the extent to which reference groups influence consumer 

behaviour. Schiffman & Kanuk (1997: 327) and Assael (1995: 527) list these 

influences as information and experience (the individual's attitude towards the 

group), credibility, attractiveness and power of the reference group (nature of the 

group) and conspicuousness of the product (nature of the product). An individual 

with firsthand experience with products and services or who can easily obtain 

information on it, is less likely to be influenced by the advice of others. On the 

other hand, a person without the necessary experience or finding it difficult to 

obtain relevant information will more likely consult others for advice. 

A reference group characterised by its credibility, attractiveness and power 

can directly influence individual member attitudes and behaviour, since 
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individuals are more likely to be persuaded by sources with high credibility. The 

degree to which a product is visually or verbally conspicuous will determine the 

potential influence of a reference group. A visually conspicuous product refers to 

items that will be noticed by others, for example lUxury and novelty products, and 

verbally conspicuous products are those that are highly interesting or easily 

described. Products that are more conspicuous will most probably be status 

revealing (for example clothing and furniture) and will, therefore, be purchased by 

considering opinions of others (often for the sake of noting the reactions of 

others) when seeking an opinion. Less conspicuous products tend to be 

privately consumed, for example canned fruit, and consumers are therefore less 

likely to consult a reference group. 

8) Word-of-mouth influences 

Word-of-mouth is the second personal influence on consumer decision-making 

and behaviour. The relevance of discussing word-of-mouth is clear when 

considering how often consumers turn to the opinions of others, especially family 

and friends, regarding products and services. Word-of-mouth influences in the 

Web-environment will also be seen from the discussion Section 4.3.1 in Chapter 4. 

Assael (1995: 634) adds to the above by stating that friends and relatives are 

more likely to influence consumer choice than any other source, since 

consumers regard family and friends as more credible and trustworthy than 

commercial sources. In addition, reference groups and family can reduce the 

risks associated with purchase decisions by providing the consumer with 

information regarding the product, its performance, financial information and 

guides for socially acceptable product purchases. 

When considering word-of-mouth influences, the transmitter of information is 

termed the influential or opinion leader. Engel et al. (1995: 726) express the 

opinion that the term opinion leader should be avoided, since with word-of-mouth 

communication there is no hierarchical pattern of a leader and a follower. 
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Despite this caution, the term "opinion leader" will be regarded as implying the 

same meaning as "influential" since other authors (for example Hawkins et aI., 

2001: 240; Schiffman & Kanuk, 1997: 500; Solomon, 1996: 358; and Assael, 

1995: 634 & 652 - 659) refer to the term "opinion leader", The term "opinion 

leader" will, therefore, be used in this study when discussing word-of-mouth 

influences, since the majority of references quoted refer to the term "opinion 

leader". 

Engel et aJ. (1995: 726) explain that consumers will accept and respond to word

of-mouth communication when one or more of the situations and conditions listed 

below are present: 

• 	 the consumer is unable to make an adequately informed decision, since 

sufficient information is not available; 

• 	 it is difficult to evaluate a product because of its complexity; 

• 	 the person lacks the ability to evaluate a product or service, regardless of the 

manner in which the information is disseminated and presented; 

• 	 the credibility of other sources is perceived to be low; 

• 	 an opinion leader is more easily accessible than other sources of information, 

thereby saving effort and time; 

• 	 there is a strong social bond between the transmitter and receiver; and 

• 	 a high need for social approval is present. 

Schiffman & Kanuk (1997: 500) add to the above by characterising word-of

mouth as interpersonal and informal, occurring between two or more people, 

where none of them represents a commercial selling source that would gain by 

selling something. 
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Word-ot-mouth can be described as a communication tlow between opinion 

leaders and followers in either a trickle-down, two-step flow or multistage 

process. 

The trickle-down process, according to Engel et al. (1995: 726), is considered 

the oldest theory of personal influence and implies that lower classes imitate the 

behaviour of higher classes. Influence is, therefore, transmitted vertically through 

social classes, for example fashion and style. This process of information flow is 

rarely seen in economically developed countries, since the influence of the mass 

media and copying of fashion through mass merchandise place these kinds of 

items within the reach of the masses in a relatively short period of time. Trickle

down influences are far more likely to occur between peers in modern society, 

referred to as homophilous influences (referring to information transmission 

between those who are similar in age, education, social class and other 

demographic characteristics). 

According to the two-step flow process, information and new ideas flow through 

mass media to opinion leaders, who pass the information to others and who in 

turn are more passive in information seeking through word-ot-mouth (Assael, 

1995: 636 and Engel et aI., 1995: 727). Assael (1995: 636) adds by stating that 

the opinion leaders can be viewed as the intermediaries between the information 

source and other consumers, while the followers (those receiving the information 

from the opinion leaders) are viewed as passive recipients of information. 

In contrast to the views ot the two-step tlow process, multistage interaction, 

referred to by Assael (1995: 637) as multistep flow of communication, suggests 

that both the opinion leader and the follower are exposed to mass media. 

Through the information obtained from mass media, the seeker of information 

can approach someone else, rather than the opinion leader approaching the 

follower in an attempt to share information. Engel et al. (1995) add that the 

opinion leader rarely acts as mediator for the flow of information from mass 
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media as with the two-step approach. Assael (1995: 637 - 638) supports this 

point of view by stating that, although the two-step flow is important in 

understanding the process of personal influence, it is not accurate in presenting 

the flow of information and influence for a number of reasons. 

Firstly, followers are not passive, since they may initiate requests for information 

and obtain the opinions of others. Secondly, opinion leaders are influenced by 

followers, with word-of-mouth influences being a two-directional flow between the 

transmitter and receiver. Finally, opinion leaders are not the only receivers of 

information, since followers are also influenced by advertising. In addition, 

opinion leaders may not control the flow of information, since others (called 

"gatekeepers") may perform the function of introducing ideas and information to 

'the group without influencing the group. 

Schiffman & Kanuk (1997: 518) and Assael (1995: 638 - 639) conclude that the 

recognition in the multistage model, where opinion leaders and followers receive 

and transmit information, leads to four possibilities, namely a socially integrated 

consumer (both an opinion leader and an information seeker); a socially 

independent consumer (more an opinion leader than an information seeker); a 

socially dependent consumer (less of an opinion leader and more of an 

information seeker) and a SOCially isolated consumer (considered neither an 

opinion leader nor an information seeker). 

From the discussion on word-of-mouth influences above, the importance of the 

opinion leader frequently emerges as the individual most likely to influence 

others. The function and influence of the opinion leader will briefly be discussed 

below. 

Solomon (1996: 358) explains the opinion leader as a person who is able to 

frequently influence the attitudes and behaviour of others. Assael (1995: 652) 

continues by stating that opinion leaders tend to be product-specific, implying 
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that an opinion leader for one category is unlikely to be inHuential across 

unrelated categories with the exception of closely-related categories. For 

example, an opinion leader with regard to ovens may carry the influence over to 

microwave ovens and loose-standing stoves. 

Assael (1995: 652) notes that although past research studies show that general 

opinion leaders do not exist, three categories of consumers suggest generalised 

influence across product categories, namely influencials, market mavens and 

surrogate consumers. 

Influencials refer to individuals that are active in public and community affairs. 

Assael (1995: 653) suggests that influencials tend to be of higher social class 

and are well educated. The influence of influencials tends to be important for 

products and services that depend on word-of-mouth recommendations. 

Assael (1995: 654) notes that market mavens tend to be closer to general 

gatekeepers than opinion leaders. Market mavens tend to hold information on 

many kinds of products, outlets to purchase and other information of markets. 

Solomon (1996: 361) supports the above by stating that market mavens tend to 

have a solid overall knowledge of how and where to purchase products. 

Schiffman & Kanuk (1997: 513) add an additional characteristic of market 

mavens by stating that they are keen shoppers and they enjoy sharing their 

purchasing experiences with others. They are, therefore, likely to influence and 

inform others by responding to requests from consumers regarding market 

information. 

Surrogate consumers assist other consumers by guiding and directing them 

with marketplace activities, for example tax consultants and financial advisers. 

Solomon (1996: 361) clarifies the above by stating that surrogate consumers are 

hired to provide input to purchase decisions. According to Assael (1995: 654) 

surrogate consumers, although not perceived as general opinion leaders, play an 
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important role, since they often assume the decision role for consumers 

(therefore considered opinion leaders in their surrogate role). 

In conclusion to the discussion on opinion leaders and their influence on 

consumer decisionMmaking and purchase decision, it should be noted how these 

individuals can be identified. Engel et al. (1995: 727 - 728) list basic ways to 

identify opinion leaders through research, namely sociometric, key informant and 

self-designation. Schiffman & Kanuk (1997: 503 - 509) add, in addition to the 

three mentioned, the objective method. 

The sociometric method refers to people being asked to identify other people 

they consult for advice or information when making a decision. When 

knowledgeable people are consulted to identify the opinion leaders within the 

society, the key informant method applies. By using a third method, self

designation, researchers can determine opinion leaders, since people are asked 

to what extent they have been consulted for advice. Finally, the objective 

method implies that when new products or new product information is placed 

with selected individuals, the resulting "web" of interpersonal communication 

concerning the relevant product or information is tracked. 

3.3.1.4 Family 

It could be seen from Figure 3.4 earlier in the chapter that the family forms the 

fourth external influence on need recognition. Engel et al. (1995: 742) 

commence the discussion on the family by explaining that the importance of 

studying the influence of the family or household unit, from a consumer decision

making perspective, can be attributed to two reasons. Firstly, many products are 

purchased by a family unit, for example both spouses (possibly including 

children) deciding on a new motor vehicle or house. Secondly, other members of 

the family may influence purchasing decisions of individuals within the family, for 

example the person buying food from a supermarket may be influenced to 
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purchase what is preferred by other family members. Martinez & Polo (1999: 

461 - 481) add to the above by stating that the family is considered an important 

decision·making unit due to the large quantity of products and services that form 

part of a family's everyday life. Marketers should therefore understand family 

decision·making in order to implement marketing strategies. 

It is important to 'first clarify and explain the difference between the family and a 

household before considering different roles in family purchases and the 

influence of the family on individual decision·making. 

Schiffman & Kanuk (1997: 346) define the family as: " ... two or more persons 

related by blood, or adoption, who reside together". Hawkins et al. (1995: 188) 

add to the definition by distinguishing between the nuclear and extended family. 

The nuclear family consists of two adults of the opposite sex living together in a 

SOCially acceptable sexual relationship with their own or adopted children. Engel 

et al. (1995: 742 - 743) narrow down this view by stating that the nuclear family 

members comprise a father, mother and children. The extended family 

comprises the nuclear family living together with other relatives, for example 

grand parents, uncles, aunts and cousins. Schiffman & Kanuk (1997: 347) add a 

third possible family group, namely married couples, comprising a husband and 

wife. As a household unit, married couples represent a married couple who has 

not yet started with a family or older couples who have already raised their 

children. Schiffman & Kanuk (1997: 347) add to the above by stating that the 

high rate of divorce, separation and out·of·wedlock births has increased the 

number of single· parent households, consisting of one parent and at least one 

child. 

From the definition and explanation above it can be derived that the family 

comprises members that are related to each other by blood or marriage. Engel 

et al. (1995: 743) distinguish between the two possible ways in which family 

members are related by terming the family in which a baby is born (related by 
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blood) as the family of orientation, whereas the family established by marriage is 

called the family of procreation. 

From a marketing perspective it is also important to consider the household and 

the influence thereof, since many people live together and although they are not 

married, still function as though they were. Engel et al. (1995: 743) refer to the 

household as people, related or unrelated, who occupy a housing unit. 

Schiffman & Kanuk (1995: 346) add to the above by stating that households may 

include individuals who are not related by blood, marriage or adoption and 

include unmarried couples, friends, room-mates or boarders. 

The influence of the family on individual members can be better understood by 

focusing on the sociological dimensions of families. According to Engel et at 

(1995: 744), three variables can be identified that can explain how families 

function, namely cohesion, adaptability and communication. 

The emotional bonding between family members is called cohesion. It reflects 

the sense of connectedness to or separateness from other members of the 

family. Adaptability refers to the ability of the family to change its structure, 

roles and rules in response to situational changes and developmental stress. 

The degree of adaptability re'flects the manner in which a family can meet 

challenges presented by changing needs. Communication portrays a 

facilitating dimension and is critical to movement on the other two dimensions. 

Positive communication skills, for example supportive comments and empathy, 

enable family members to share their changing needs as they relate to cohesion 

and adaptability, whereas negative communication skills (for example double 

messages and criticism) restrict the ability to share feelings and needs. 

Schiffman & Kanuk (1997: 347) support the above by adding four functions 

performed by the family relevant to consumer behaviour, namely economic well

being, emotional support, suitable family life-style and socialisation of family 

members. 
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Five different roles can be identified within the family when purchasing products 

or services (Engel et aI., 1995: 744 - 745). Before looking at the individual roles 

identified, it is important to note that two different kinds of role behaviour of the 

family can be identified, namely instrumental and expressive role behaviours. 

Instrumental roles, also termed functional or economic roles, involve 

performance, financial and functional attributes (for example the condition of 

purchase), whereas expressive roles imply the support of other family members 

in the decision-making process by expressing family norms and needs. 

As noted above, five individual roles can be identified in family purchases, 

namely the initiator or gatekeeper, influencer, decider, purchaser (or buyer) and 

user. Important to note is that although these different roles are distinguished, 

they can be performed by any member of the family (husband, wife or children) 

and can be different for every decision. Ward & Sturrock (1998: 327 - 336) add 

to the above by stating that the nature of the purchase can possibly affect the 

roles and approaches adopted by partners within a household. The five 

identified roles are briefly discussed below. 

The initiator or gatekeeper is the person in the family who thinks about 

purchasing new products and also gathers information to aid the decision 

process. The opinion of the influencer is sought with respect to the criteria that 

should be used for evaluation and also which products would most probably fit 

the criteria. The decider is responsible for the financial matters of the family and 

decides how and on which products or brands the family's money will be spent. 

The purchaser (buyer) is the person responsible for visiting the store, calling 

suppliers and physically purchasing the product and taking it home. Finally, the 

user is the person or people who consume the product. 

It is clear from the discussion above that marketers need to influence all the 

different role players in the family decision-making process, since different roles 

and influences can be portrayed by any member of the family at a given time. 
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Schiffman & Kanuk (1997: 346) support this statement by viewing the family 

composition and structure as always being in transition. Needs can, therefore, 

be recognised by any member of the family, who will influence the decision

making process directly or indirectly. 

3.3.1.5 Situational influences 

Situational influences, as could be seen from Figure 3.4, form the final 

environmental influence affecting need recognition and the decision-making 

process and refer to influences that are specific to a time and place and are 

independent of the consumer and object characteristics (Engel et aI., 1995: 794). 

Three situational influences can be grouped into broad categories, namely 

communication, purchase and usage situations. 

A) Communication situation 

The communication situation refers to the setting to which the consumer is 

exposed, either personal or non-personal communication. Engel et al. (1995: 

794) explain personal communication as conversations consumers may have 

with others, including other consumers and sales people. Non-personal 

communication refers to a broad spectrum of stimuli, including advertising and 

consumer-oriented programmes and publications. 

In the context of television advertising, for example, many situational influences 

can affect the effectiveness thereof. Firstly, the presence of other 

advertisements during message exposure may result in the advertisement 

receiving little or no attention. Important to note is that consumers often use 

commercial breaks to interact with others in their immediate surroundings or use 

the time to quickly get something to eat or drink or go to the toilet. Secondly, the 

pOSition of the advertisement during the commercial break can also affect the 

effectiveness, for example the first ad shown when the commercial break 
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commences may be more effective than ads shown later during the break. 

Thirdly, the number of ads shown can also have an impact on the effectiveness, 

since advertising clutter occurs when flighting more, shorter, advertisements. 

Situational influences can also be observed in the programme in which an ad is 

shown. Consumers may be so involved in the program that they become 

oblivious to anything that is shown during the commercial break, for example 

watching a rugby test between South Africa and New Zealand. Programmes can 

also influence consumer's feelings and therefore affect their response to an ad 

shown during the programme. If the viewers are watching a sad programme, 

their moods may change and therefore affect the effectiveness of an ad. 

Similarly in print advertising, the credibility and content of the magazine or 

newspaper may influence the advertising effectiveness. For example, 

advertisements for an outdoor watch placed in National Geographic may prove 

more effective due to the credibility of the source, than if it were placed in the 

You magazine or Bona. 

From the discussion above can be concluded that the influence of the 

communication situation on need recognition and the decision-making process is 

influenced by a number of different situations. Consumers may, therefore, 

recognise needs while being exposed to advertisements if the surroundings 

(implying other advertisements, the medium and the programme) are favourable 

to the consumer. 

The effect of advertising, and more specifically marketer-dominated stimuli, will 

be discussed later in this chapter when discussing search (Section 3.4). 
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B) Purchase situation 

The manner in which the purchase situation can influence need recognition and 

decision-making will be briefly discussed below. A more in-depth discussion on 

the actual purchase situation, together with the factors influencing it, will follow in 

Section 3.6 (purchase). Engel et al. (1995: 798) note that the information 

environment and the retail environment influence the purchase situation. 

The information environment refers to all the product-related information 

available to the consumer and is characterised by the availability of information 

(externally from the environment or internally contained in memory), information 

load (the amount of information available), information format (the manner in 

which the information is presented) and the form of the information (presented 

numerically or semantically). 

The retail environment can in'fluence consumer decision-making through the 

efforts of marketers, since it is in the control of the marketer and happens at the 

right place, inside the store. Marketers can, therefore, attempt through their 

retail environments to influence consumer choice and need recognition. 

Marketers can attempt to influence consumer choice in the retail environment 

through the use of music, store-layout, colours, point-of-sale material and sales 

people. Consumers may recognise a need as they visit a store through the 

efforts ot point-ot-sale material. For example, a consumer may note point-of-sale 

material for a new razor and recognise the need for razor-blades. 

C) Usage Situation 

The usage situation reters to the setting in which consumption ot the product 

occurs. The purchase and usage situation can often be combined, for example 

eating in a restaurant or watching a movie in a theatre. 

Page 141 

 
 
 



3 

Need recognition is often inspired by the usage situation. For example, while 

eating a curry dish in a restaurant, a consumer may recognise a need for a cold 

beverage. 

Product usage and the factors influencing it will be discussed in Section 3.6.1 

(consumption) of this chapter. 

3.3.2 Individual differences 

Section 3.3.1 considered environmental influences affecting consumer decision

making and specifically need recognition. The objective of this sUb-section 

(individual differences) is to indicate the most important personal influences on 

consumer behaviour and consumer decision-making. 

The importance of considering individual differences from a consumer behaviour 

perspective is that no two individuals are created the same and will therefore be 

influenced in the same way. By discussing a number of differences, an 

understanding will be formed regarding the type of influences that will impact on 

the consumer choice process. 

As could be seen from Figure 3.4, individual differences comprises consumer 

resources, motivation and involvement, knowledge, attitudes and personality, 

values and life-style. 

3.3.2.1 Consumer resources 

Consumers are concerned about their time and money, both resources that have 

to be considered in any purchase decision. According to Engel et al. (1995: 295) 

three categories of consumer resources can be identified, namely economic, 

temporal and cognitive resources. 
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A) Economic resources 

Money most probably represents the most important variable, influencing 

whether or not people buy and what they buy. The amount of money available to 

consumers (including credit facilities) will determine which needs can be satisfied 

and to what extent. 

For example, the spending patterns of a person earning R 80 000 per annum 

versus one who earns R 350 000 will be totally different. The person with a 

higher income will most probably be able to spend more money on education, 

security, lUxury items and entertainment. Continuing with the example, the two 

individuals may both recognise the need to purchase a Hi-Fi and washing 

machine. The influence of more available financial resources to the one 

consumer will lead to the purchase of an AEG or Siemens washing machine and 

a Yamaha component Hi-Fi, whereas the consumer with less money available 

will purchase a Mercury washing machine and an all-in-one Aiwa Hi-Fi. 

From the example above can be clearly noted that economic resources (financial 

means) of the consumer play an extremely important role in decision-making. 

Once a need has been identified, the consumer first has to determine whether 

money or credit is available to purchase a product that will satisfy the need. Of 

equal importance to the consumer is to determine how much money can be 

spent, since that will determine what quality and brand will be purchased. 

From a marketing pOint of view, conSidering consumer behaviour, it is important 

to understand what comprises an individual's economic resources and how it is 

measured. Engel et at. (1995: 295) note that a criteria for measuring economic 

resources is that it should define a variable with the same meaning for everyone 

that will permit comparison over time and market segments. Three economic 

resources can be identified, namely income, wealth and credit. 
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Schiffman & Kanuk (1997: 55) explain the importance of considering income as 

influence in consumer decision-making by stating that income indicates the ability 

(or inability) to pay for products and services. According to Engel et al. (1995: 

296), income refers to money earned from salaries and wages, interest earned 

on investments and welfare payments. Important to note is that income refers to 

money available and not future available income, for example pension, unless 

pension payments are a source of income or the only income. 

From a consumer behaviour perspective it is important to consider (although the 

focus is on individual behaviour) the income of the family or household, since 

economic resources are often shared. For example, the income of one spouse 

may only be R 80 000. An immediate reaction is that such an individual will not 

be in a position to purchase lUxury items, such as a BMW Z3. The other spouse, 

however, may earn R 500 000, resulting in the spouse with less income being 

able to purchase the BMW Z3 if income is shared in the family. 

Engel et al. (1995: 311) explain that wealth, measured by net worth or assets, 

correlates with income. Wealthy individuals and families may recognise different 

needs (for example services, travel and investments) than people that are not 

considered wealthy. Schiffman & Kanuk (1997: 384) support this view by stating 

that the way in which consumers spend their money is often influenced by their 

values. 

Credit, the final economic resource category, extends the income resource for at 

least a short period of time. Engel et at. (1995: 312) list an important aspect of 

credit by stating that the use of credit actually reduces the ability to purchase 

products and services in the long run, since the cost of credit in the form of 

interest has to be subtracted from the consumer's income. Credit, however, 

forms an important influence in decision-making because it enables consumers 

to satisfy recognised needs without having the necessary funds readily available 

to pay for such purchases. Schiffman & Kanuk (1997: 399) support this view by 
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stating that consumers with less income will probably use their credit facilities 

(credit cards) with a "buy now and pay later" attitude, spending money on items 

they may not have purchased otherwise, while consumers with higher incomes 

may use their credit facilities as a convenient substitute for cash. 

B) Temporal resources 

Engel et al. (1995: 313) explain that consumer resources comprise two budget 

constraints, namely money and time. Unlike money that has theoretically no 

limits, time has an ultimate constraint. Considering the time constraints, 

consumers increasingly view their time as important as money due to the 

increasing lack thereof. Solomon (1996: 309) agrees with the above by stating 

the well-known phrase: "Time is money". 

Engel et al. (1995: 313) continue by stating that consumer time can be divided 

into three different components, namely income-producing time, committed 

(obligated and non-obligated) time and uncommitted (planned and unplanned) 

time. Only uncommitted time, whether planned or unplanned, is considered to be 

leisure time. 

The influence of time on consumer behaviour can be viewed from two 

perspectives. Firstly, consumers may alter purchase patterns to accommodate 

the decrease in available time. For example, a young professional may 

recognise the need to purchase more fast foods and pre-prepared meals from 

Woolworths rather than spending time preparing food after a busy day at work. 

As another example, consumers with less time available may recognise the need 

to spend more money on better-quality vacations rather than on luxury item 

goods. Secondly, since the consumer decision-making process may require a 

substantial amount of time, the consumer may not be willing to spend available 

time searching for alternatives, comparing prices and considering different retail 

outlets. The consumer may, on the other hand, enjoy shopping and spend more 
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time looking for alternatives and visiting many stores before choosing what and 

where to buy. Solomon (1995: 309) adds to the above by stating that more 

careful information search and deliberation occurs when consumers have more 

time available. 

C) Cognitive resources 

The last category of consumer resources, according to Engel et al. (1995: 322), 

is cognitive resources, referring to information processing. A formal definition of 

cognitive resources by Engel et al. (1995: 323) provides a better understanding 

of the concept: ".. . the mental capacity available for undertaking various 

information-processing activities". 

In addition to money and time of consumers, marketers compete for information 

processing by attempting to get the attention of consumers. This statement is 

true, considering that the capacity of consumers to process information is limited. 

As mentioned above, marketers need to get consumers to pay attention to their 

messages and efforts. Although attention will be discussed in greater detail in 

Section 3.4 (when search is discussed), it should be mentioned under this 

section that attention comprises two dimensions, namely direction and intensity. 

Direction implies the focus of attention, whereas intensity refers to the amount of 

capacity focused in a specific direction. 

It can be concluded from the discussion above that marketers need to be aware 

of the limited cognitive capacity of consumers when attending to a specific 

message or concept. From a decision-making perspective, consumers may not 

recognise a need when giving attention to a particular message because of their 

limited processing capacity. 
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3.3.2.2 Motivation and involvement 

Engel et al. (1995: 404) explain that motivation occurs when an individual's 

system is activated or aroused with behaviour directed towards a desired goal. 

Engel et al. (1995: 404) continue by stating that motivation starts with need 

activation. As discussed with need recognition before, a need is activated when 

there is a discrepancy between the consumer's current state and some desired 

or preferred state. As the discrepancy increases, the outcome is activation of a 

condition of arousal referred to as drive. The urgency to respond increases as 

the drive gets stronger. Overt time, certain behaviour patterns prove more 

effective than others to satisfy needs, becoming wants. 

Solomon (1996: 126) clarifies motivation by explaining it as a process that 

causes people to behave the way they do. The motivation process therefore 

commences when a need is aroused that the consumer would like to satisfy. 

According to the motivation process, there is a state of tension that drives the 

consumer to attempt to eliminate the need once a need has been activated. The 

desired end state represents the goals of the consumer. 

From the discussion a number of concepts, such as tension, drive and need 

emerged that should be briefly described to form a better understanding of the 

relevance thereof in the motivation process. The working of these concepts in 

the motivation process can most probably best be shown graphically (see Figure 

3.5). 
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together with the special goals are selected on the basis of cognition (their 

thinking process) and previous learning. 

Two terms used in the discussion above, needs and goals, need to be discussed 

briefly to provide a beUer understanding of their role in motivation. 

According to Schiffman & Kanuk (1997: 84) every individual has needs, 

comprising either innate or acquired needs. Innate needs refer to physiological 

or biogenic needs and include the need for air, food, water, shelter and sex. 

Since these needs are considered essential to sustain biological life, the biogenic 

needs are considered primary needs or motives. Acquired needs are learned in 

response to the individual's culture and environment, for example the need for 

power, prestige and self-esteem. 

Acquired needs are, therefore, generally psychological or psychogenic and are 

considered secondary needs or motives, resulting from the individual's subjective 

psychological state and from relationships with others. For example, an 

executive being transferred needs accommodation (a need for shelter - a primary 

need). The residence selected may, however, fulfil secondary needs when a 

residence is selected in a golf estate (need for prestige) with a large 

entertainment area (to fulfil social needs). 

Schiffman & Kanuk (1997: 84) describe goals as the sought-after results of 

motivated behaviour. It is therefore important to note that all behaviour is goal

orientated. Two different kinds of goals are identified, namely generic and 

product-specific goals. Generic goals refer to the general categories of goals 

that consumers select to satisfy needs and product-specific goals imply specific 

labelled or branded products that can fulfil needs. 

Schiffman & Kanuk (1997: 85) continue by stating that for any need there are a 

number of different appropriate goals. The goals selected by consumers, 
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therefore, depend on their personal experience, cultural norms and values as 

well as the goals' accessibility in their physical and social environments. 

From the discussion above can be concluded that needs and goals are 

interdependent where neither exists without the other. Consumers may, 

however, not always be as aware of their needs as of their goals. For example, a 

person may not recognise the need for achievement but will still strive to become 

the best divorce lawyer in town. 

It should be noted that consumers are usually more aware of physical needs than 

psychological needs (Schiffman & Kanuk, 1997: 85). People know when they 

are thirsty or hungry and will take action to satisfy these needs. The same 

people may not be aware of their needs for power, self-esteem and status and 

will, therefore, subconsciously engage in behaviour that will satisfy these 

psychological needs. 

Schiffman & Kanuk (1997: 86) continue by stating that motivation can be positive 

or negative in direction. Positive motivation refers to a driving force towards an 

object or condition, for example a person motivated to visit a certain restaurant to 

satiSfy hunger needs. Positive drives are often referred to as needs, wants and 

desires. Negative motivation, often viewed as fears and aversions, implies a 

driving force away from an object or condition, for example a person impelled to 

stay away from motorcycle transportation to fulfil a safety need. 

In addition to the above, Schiffman & Kanuk (1997: 86) distinguish between 

rational and emotional motives. Rational motives imply that consumers will elect 

goals based on totally objective criteria (for example, size, price, weight and litres 

per kilometre), whereas emotional motives suggest that consumers will select 

goals based on personal or subjective criteria (for example, fear, pride, affection 

and status). 
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Schiffman & Kanuk (1997: 87) provide clarity on the dynamic nature of motivation 

by stating that it is always changing as a result of changes in response to the 

individual's physical condition, environment, interactions with others and 

experiences. The constant changes in needs and goals can be attributed to a 

number of reasons. Firstly, needs are never completely or permanently satis'fjed. 

For example, hunger needs have to be satisfied or being a director in a company 

may only be temporarily satisfying a need for power, since a more senior position 

(with greater power) may be aspired to. 

Secondly, as needs are met, new higher-ordered needs become apparent. For 

example, when the need for a house is met by purchasing a residential unit in a 

security complex, another need may emerge to gain acceptance from the new 

neighbours or gain recognition by serving on the Board of Trustees of the 

complex. The hierarchy of needs was discussed in greater detail in Chapter 2 

(Section 2.3.5) when the theory of Maslow's hierarchy of needs was discussed 

as an influence to human behaviour. 

Thirdly, success and failure influence goals. As consumers successfully achieve 

their goals, new and higher goals are set in an attempt to raise levels of 

aspiration. The successful achievement of goals, therefore, inspires consumers 

and gives them confidence in their ability to achieve higher goals. Finally, if the 

consumer is not able to achieve a specific goal or type of goal that will satisfy a 

need, behaviour may be altered in an attempt to achieve a substitute goal. A 

substitute goal, although not as satisfactory as the primary goal, may prove 

sufficient to prevent uncomfortable tension to the consumer. 

Engel et al. (1995: 405) note in conclusion to motivation that utilitarian needs 

lead to consideration of objective, functional product attributes or benefits, 

whereas hedonic needs encompass subjective responses, pleasures, day 

dreams and aesthetic considerations. 
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3.3.2.3 Knowledge 

An understanding of consumer knowledge is important from a consumer 

decision-making point of view, since the consumer's knowledge determines what 

products are bought, how much will be spend on the purchase and where and 

when it will be purchased. 

It is important to define knowledge and distinguish between knowledge and 

consumer knowledge before discussing the content thereof. Engel et al. (1995: 

337) define knowledge as: ..... the information stored within memory", whereas 

consumer knowledge, derived from knowledge, can be defined as: ..the subset of 

total information relevant to consumers functioning in the marketplace ... " (Engel 

et al. 1995: 337). Assael (1995: 310) adds to the above by stating that 

knowledge as a function organises and classifies information, therefore 

facilitating the consumer information-processing task. 

It can therefore be derived from the definitions above that, from a consumer 

behaviour point of view, knowledge can be applied to specific purchase 

decisions. 

Engel et al. (1995: 338) suggest that there are two basic types of knowledge, 

namely declarative and procedural knowledge. Declarative knowledge refers to 

known subjective facts, for example, eggs, water and flour are ingredients for 

making a cake. Peter & Olson (1994: 71) add to the above by stating that 

general knowledge (declarative knowledge) is concerned with consumer's 

interpretations of the enVironment, for example knowledge regarding a product 

category (compact discs and fast-food hamburger franchises), particular 

behaviour (ordering at restaurants and shopping in malls), other people (a friend 

or a sales person) or oneself (shy and honest). 
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Two categories of declarative knowledge are distinguished, namely episodic and 

semantic knowledge. Episodic knowledge refers to information that is bound by 

the passage of time, whereas semantic knowledge refers to generalised 

knowledge that provides meaning to a person's wond and would be used, as an 

example, to describe a video machine. 

The understanding of how subjective facts can be used is called procedural 

knowledge, for example knowing how eggs, water and flour are combined in 

making a cake. Peter & Olson (2002: 56) clarify procedural knowledge by 

describing it as knowledge about how to do things. Important to note is that facts 

are seen as being subjective, since the knowledge held by consumers need not 

correspond to objective reality. For example, a consumer may consider price as 

an indicator for quality although it may not necessarily be related. 

Consumer knowledge can typically be viewed from three perspectives when 

considering consumer behaviour and decision-making, namely product, purchase 

and usage knowledge. 

According to Engel et al. (1995: 338), product knowledge includes a variety of 

different types of information, including awareness of the product category and 

brands within the category, product terminology, product attributes as well as 

features and beliefs regarding the product category and specific brands. Peter & 

Olson (1995: 82) add by noting four different levels of product knowledge, 

namely product class, product form, brands and models. 

In addition to the above, knowledge regarding price plays an important role in 

product knowledge, since marketers may be forced to reduce prices for their 

service offerings if consumers are price conscious and knowledgeable about 

prices charged in the market for competitive products. If consumers, however, 

are uninformed about relative price differences, marketers may exploit the 

ignorance by charging more for their products. 
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Purchase knowledge includes infonnation consumers have that is necessary to 

obtain products and includes knowledge of where and when to purchase. A 

major issue that needs to be addressed during decision-making is where to 

purchase products. Knowledge regarding where products can be purchased 

directly impacts on the decision-making process. A consumer typically has to 

choose between different stores that will sell the selected brand. 

For example, a consumer who has decided to purchase Revlon lipstick has to 

decide at which of the following competing stores the lipstick has to be 

purchased: Edgars or Red Square, Truworths, Clicks or Link Pharmacy. Once a 

store has been selected, the consumer needs to decide at which branch of the 

selected retail outlet should the lipstick be purchased. For example, the Edgars 

store in the local shopping mall may have a greater variety and friendlier shop 

assistants than the Edgars store in the centre of town. In addition to the store 

selection, purchase knowledge also includes infonnation regarding where in the 

specific store the selected product can be found. 

The decision when to purchase fonns part of purchase knowledge, since 

consumers may decide to prolong a purchase decision based on the expectation 

of a future sale of the chosen product. The decision when to purchase may also 

be a factor when new products are launched since some consumers may not 

purchase new products until the prices thereof have dropped. For example, a 

consumer may decide to purchase a DVD player but decides to wait until more 

competitors enter the market, most likely resulting in price reductions. 

The final perspective on consumer knowledge is that of usage knowledge, 

involving infonnation regarding how to use a product and what is required to 

actually use the product. For example, a consumer may know what a welding 

machine is used for but lacks the knowledge to actually operate it. The 

importance of considering consumer knowledge regarding the usage of a product 

is two-fold. Firstly, consumers will be less likely to purchase a product that they 
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don't' know how to use or what to use it for and secondly, consumers may not be 

aware of different ways and situations in which a product can be used. 

From the discussion above it can be derived that knowledge held by consumers 

could influence need recognition and the decision-making process. For example, 

a consumer may recognise the need for Q-20 when noting an advertisement that 

shows other uses for the product (including removing grease and tar from a 

motorcycle or removing stickers from glassware), although the consumer knew 

that Q-20 can be used to lubricate locks and moving parts of machinery but was 

unaware of the other uses of the product. During the decision-making process, 

the consumer (who knows about all the uses of Q-20) may decide to purchase 

this product (because of knowledge of the usage situations) although only a 

lubricant for locks is required. 

3.3.2.4 Attitudes 

Attitudes perform an important role in consumer behaviour and decision-making, 

since they represent consumer likes and dislikes (Engel et aI., 1995: 362). 

Attitudes are therefore dominant when selecting a brand and store when 

purchasing products, since consumers will select what is perceived as the most 

favourable alternatives. 

Hawkins et at (2001: 394) define attitudes as: " ... an enduring organization of 

motivational, emotional, perceptual, and cognitive processes with respect to 

some aspect of our environment". Schiffman & Kanuk (1997: 235 - 236) provide 

a definition more applicable to consumer behaviour by defining attitudes as: " ... 

a learned predisposition to behave in a consistently favourable or unfavourable 

way with respect to a given object". 

Assael (1995: 266) adds to the definition above by providing greater clarity on the 

influence of attitudes on consumer behaviour: "Attitudes towards brands are 
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model (Schiffman & Kanuk, 1997: 239), will be briefly discussed below to form a 

better understanding of their influence on consumer behaviour and the way they 

influence consumer-decision making. 

Hawkins et al. (2001: 395) explain that the cognitive component consists of 

consumer beliefs about an object. Schiffman & Kanuk (1997: 236) clarify the 

term "object" by stating that it should be interpreted broadly to include specific 

consumption and marketing-related concepts, for example product, product 

category, brand, possessions, product use, advertisements, people, price and 

retailer. 

Consumers, therefore, have a number of beliefs regarding attitude objects. A 

consumer may have the following beliefs of a BMW 3301 for example. It has a 

powerful engine, it is competitively priced to similar products, it is relatively heavy 

on fuel and is manufactured by a world-class company. 

Schiffman & Kanuk (1997: 240) explain the affective component as comprising 

emotions and feelings of consumers regarding a particular product or brand. 

Assael (1995: 268) adds that the affective component can be viewed as one

dimensional (as opposed to beliefs being multi-dimensional), where consumer 

evaluations of a brand can be measured by rating a brand as either "good" or 

"bad" or "most preferred" to "least preferred". For example, a consumer who 

states, "I like Coke", is expressing the result of an emotional or affective 

evaluation of the product. 

Hawkins et al. (2001: 398) note that since products are evaluated in the context 

of a specific situation, the affective reaction to a product (as well as the beliefs 

about a product) may change as the situation changes. For example, a 

consumer may believe that Coke has caffeine and that caffeine keeps one 

awake. Such beliefs may have a positive affective response when the consumer 

needs to stay awake while working on night duty. They may also have a 
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negative response when the consumer would like something to drink at night that 

won't result in staying awake. 

Assael (1995: 268) continues by explaining that the conative component 

represents the consumers' tendency to act towards an object, generally 

measured in terms of intention to purchase. Hawkins et al. (2001: 399) explain 

the conative (behavioural) component by stating that a series of decisions to 

purchase, or not to purchase, a particular brand or to recommend that brand or 

other brands to others (for example family, friends and colleagues) would reflect 

the behavioural component of attitudes. From a marketing research pOint of 

view, the intention of consumers to purchase can, for example, be derived from 

some of the following statements portraying intentions: "I probably will purchase 

one", "I am uncertain whether I will buy one" and "I definitely will not buy one". 

Intention to purchase can also be established by posing a question to which 

consumers could respond. For example: "How likely are you to purchase a new 

cellular phone during the next month?" with consumers responding to one of the 

following measurements: "very likely", "likely", "unlikely" or "very unlikely". 

It is important to understand the way in which attitudes are formed (referred to as 

attitude formation). Schiffman & Kanuk (1997: 258) explain that attitude 

formation, from having no attitude towards an object (for example a notebook 

computer) to having some form of attitude towards an object (for example a 

notebook is useful when travelling), is a result of learning. Schiffman & Kanuk 

(1997: 258 - 259) note three possible learning theories relating to attitude 

formation, namely classical conditioning, instrumental conditioning and cognitive 

learning theory. 

Classical conditioning: Consumers often purchase new products that are 

associated with a brand name that is perceived to be favourable based on 

repeated satisfaction with other products produced by the same manufacturer. 

The brand name, therefore, represents the unconditioned stimulus that results in 
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a favourable attitude (the unconditioned response) due to repetitive purchases 

and a positive reinforcement from purchasing the brand. Marketers often attempt 

to create a stimulus generalisation from the brand name to the new product, 

resulting in the consumer purchasing the new product based on a positive 

attitude towards the brand. 

The same principle is also followed by marketers whose products are endorsed 

by celebrities, where they attempt to create a positive attitude for the product 

based on the existing positive attitude towards the celebrity. For example, young 

tennis players may have a positive attitude towards Andre Agassi. Marketers 

may attempt to create the same positive attitude for a new tennis racquet by 

letting Andre Agassi endorse it. 

Instrumental conditioning: Attitudes sometimes follow only after purchase and 

consumption. For example, a consumer may purchase a product without having 

a prior attitude towards it (for example the only brand of toothpaste sold at a 

holiday resort). Consumers also purchase new products from product categories 

in which they have little involvement, for example a consumer starting a new 

hobby building and painting model aircraft may purchase a brand of paints 

without having an attitude towards the brand. If the consumer is satisfied with 

the performance of the purchased brand, a favourable attitude is likely to be 

developed for it. 

Cognitive learning theory: Consumers are likely to form attitudes (positive or 

negative) when solving a problem or satisfying a need on the basis of information 

exposure and their own knowledge and beliefs. For example, a consumer 

experiencing hay fever may learn that Bioforce AG sells a product that reduces 

the symptoms (without the accustomed drowsiness and side-effects of similar 

remedies). thereby creating a positive attitude towards Bioforce Echinaforce, 

especially if the consumer had a positive experience with other products sold by 

Bioforce AG. 
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In closure to the discussion on attitudes it should be mentioned that the formation 

of consumer attitudes is strongly influenced by personal experiences, influences 

of family and friends and direct marketing as well as mass media (Schiffman & 

Kanuk, 1997: 260). Consumer attitudes towards products and services are 

primarily formed by their direct experience in using and evaluating them. 

Marketers who recognise the importance of consumer experience in forming 

attitudes may offer consumers discount coupons and free samples to encourage 

the usage of products. Satisfaction with the usage of the product could possibly 

result in a positive attitude towards the product and repurchase thereof. 

Family and friends could directly influence attitude formation, since many 

values and beliefs are learned from friends and family. For example, a child that 

is "rewarded" with sweets for good behaviour often retains a taste for (and 

positive attitude towards) sweets as an adult. Direct marketing efforts can 

favourably influence consumer attitudes through promoting products and 

services to niche markets by addressing very specific needs and concerns. 

Through market segmentation, marketers can identify groups of individuals with 

similar profiles and offer them highly personalised product offerings, possibly 

resulting in a favourable attitude towards the brand or marketer. Finally, 

consumer attitudes can be influenced by the mass media through exposure to 

information regarding new products, ideas, options and advertisements. 

From the discussion above can be concluded that consumer attitudes are 

affected by a number of influences. Need recognition and decision-making can, 

therefore, be directly influenced by a consumer's attitude towards a product, 

service, brand, advertisement, seller or friends and family. For example, a 

consumer who receives personalised information through a direct mail campaign, 

may form a positive attitude towards the advertised brand, recognising it as 

fulfilling an unfulfilled need and purchase the advertised product. 

Page 160 

 
 
 



Chapter 3 

3.3.2.5 Personality, values and life-style 

As could be seen in Figure 3.4, personality, values and life-style form the final 

component of individual differences. Values represent the beliefs of consumers, 

personality the way consumers normally behave and life-style consumers' 

situation in life. These three individual differences will be discussed briefly 

below. 

A) Personality 

Engel et al. (1995: 433) define personality, from a consumer study point of view, 

as: " ... consistent responses to environmental stimuli". Schiffman & Kanuk 

(1997: 114) provide a more comprehensive definition of personality by defining it 

as: " ... those inner psychological characteristics that both determine and reflect 

how a person responds to his or her environment". Engel et al. (1995: 433) 

continue by explaining that an individual's personality provides for orderly and 

coherently related experiences and behaviour. Personality, therefore, can be 

viewed as the particular pattern of organisation that makes individuals unique. 

Schiffman & Kanuk (1997: 114) explain that in the study of personality, three 

distinct properties are of importance, namely that personality reflects individual 

differences, is constant and enduring and can change. 

Individual differences indicate that consumer personalities differ, since inner 

characteristics that constitute an individual's personality are a unique 

combination of factors. No two individuals are therefore exactly alike. Many 

individuals do, however, appear to be similar in terms of a single personality 

characteristic, for example consumers may be described as either "high" or "Iow" 

in sociability. 
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Noting that consumer personalities are consistent and enduring suggests that it 

is unreasonable for marketers to attempt to change consumer personalities to 

conform to certain products. At best marketers should learn which personality 

characteristics influence specific consumer responses and attempt to appeal to 

those traits. 

Although consumer personality tends to be consistent and enduring, it may 

change under certain circumstances. For example, an individual's personality 

may be changed by major life events, for instance the birth of a child, the death 

of a loved one or a divorce. Important to note is that the change in personality is 

not purely based on an abrupt change in the consumer's life but is also part of a 

gradual maturing process. 

Engel et al. (1995: 434) note that three major theories or approaches to the study 

of personality have been used in consumer research, namely psychoanalytic, 

socio-psychological and trait-factor. Assael (1995: 379 - 382) adds an additional 

personality theory, namely the self-concept theory. 

The psychoanalytic theory was discussed in greater detail in Section 2.3.4 of 

Chapter 2 where the Freudian psychoanalytical model was discussed. Briefly, 

the psychoanalytical theory suggests that the human personality system 

consists of three components, namely the id, ego and superego. The id 

represents the source of psychic energy and is concerned with immediate 

gratification of biological and instinctual needs. The superego acts as the ethical 

constraint on behaviour by representing societal or personal norms. The ego is 

responsible for mediating the hedonic needs of the id and the moralistic 

prohibitions of the superego. Assael (1995: 375) adds to the above by explaining 

that psychoanalytic theory stresses the unconscious nature of personality as a 

result from childhood conflicts. 
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The socio-psychological theory was discussed in Chapter 2 under the 

Veblenian social-psychological model (Section 2.3.2). Brie'fly, the theory 

recognises the interdependence of the individual and society. The individual 

attempts to meet the needs of society, whereas society helps the individual to 

achieve its goals. According to Engel et al. (1995: 434), the theory is not 

exclusively sociological or psychological but rather a combination of both. The 

socio-psychological personality theory differs from the psychoanalytic theory in 

two ways. Firstly, the most important determinants in shaping personality are 

social variables rather than biological instincts. Secondly, behavioural motivation 

is directed to meet these different needs. 

The trait-factor theory provides a quantitative approach to personality, 

suggesting that an individual's personality is composed of definite 

predispositional attributes called traits. Schiffman & Kanuk (1997: 125 -126) and 

Engel et al. (1995: 436) define a trait as: ..... any distinguishable, relatively 

enduring way in which one individual differs from another". Examples of 

personality traits include a relaxed style, sociability and amount of internal 

control. 

Three factors delineate the trait-factor theory (Engel et aI., 1995: 436). Firstly, it 

assumes that traits are common to many individuals and vary in absolute 

amounts between different individuals. Secondly, traits are relatively stable and 

exert fairly universal effects on behaviour despite of the environmental situation. 

Finally, it is assumed that traits can be implied from measuring behavioural 

indicators. 

By focusing on trait-factor theory, marketers attempt to find a relationship 

between a set of personality variables and assorted consumer behaviour, such 

as product choice, purchase, fear and social influence, attitude change and risk 

taking. 
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Assael (1995: 379) explains that the self-concept (or self-image) theory 

suggests that individuals have a concept of themselves of who they think they 

are (called the actual self) and a concept of who they think they would like to be 

(the ideal self). The self-concept theory is, therefore, related to psychoanalytic 

theory, since the actual self is similar to the ego and the ideal self is similar to the 

superego. In addition to the actual and ideal self, the self-concept theory 

identifies an extended self. The three different concepts of self will briefly be 

discussed below. 

The concept of the actual self implies that consumer purchases are influenced 

by the image they have of themselves. Consumers, therefore, attain self

consistency by purchasing products that are perceived similar to the self

concept. It is therefore suggested that there is congruence between brand image 

and self-image. 

The ideal self relates to the individual's self-esteem, implying that the greater the 

difference is between the actual self and the ideal self, the lower the self-esteem 

of the individual will be. Consumer purchase behaviour could therefore be 

influenced by selecting products that will enhance self-esteem, for example a 

consumer wishing to portray a better image could purchase more formal jackets 

instead of windbreakers and cardigans or decide to change to a different after

shave. 

The extended self incorporates some of the more important possessions of 

individuals in their self-concept, since what consumers own reflects their 

personalities. Assael (1995: 381) explains the correlation between personality 

and the extended self by simply stating that consumers are what they wear and 

use. 

Schiffman & Kanuk (1997: 137) add two other types of self-concept, namely the 

social self-image (considering how individuals feel others view them) and the 

Page 164 

 
 
 



Chapter 3 

ideal social self-image (representing how individuals would like others to see 

them). 

In conclusion to consumer personality, Engel et al. (1995: 440) note that the 

relevance of forming an understanding of consumer personality is based on the 

assistance it provides to explain how different consumers behave in the decision

making process. 

Assael (1995: 375) supports this view by stating that marketers can often base 

positioning strategies on different consumer personalities. For example, 

consumers that diet in an effort to conform to group norms, whereas others may 

diet because of internalised rather than group norms. Hawkins et al. (2001: 375) 

conclude that consumers will, based on their personality, purchase products that 

portray a specific "product personality". Consumers may, therefore, choose 

between different types of perfume that support personality traits, such as 

conservative, extravagant, sensuality or playful. The personality of brands is 

often portrayed in different advertisements of marketers, attempting to make 

consumers identify with the product personality. 

B) Personal values 

Values, according to Engel et al. (1995: 442), represent consumer beliefs about 

life and acceptable behaviour and provide another explanation of why consumers 

vary in their decision-making. Values also express the goals that motivate 

consumers and appropriate ways to achieve those goals. 

Important to note is that values can either be regarded as being personal or 

social. Social values were discussed in Section 3.3.1.1, where values were 

viewed from a cultural point of view. Engel et al. (1995: 443) continue by stating 

that social values differ from personal values in the sense that they define 

"normal" behaviour for a society or a group, whereas personal values define 
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"normal" behaviour for an individual. It should be noted that social values have a 

strong influence on personal values. As explained above, values describe goals 

and ways to achieve them, many of which are derived from the society in which 

the individual is born and lives in. 

Engel et al. (1995: 444) explain that although individuals are exposed to social 

values of many different groups to which they belong (for example the nation, 

family and religion), they pick and choose from social values to develop their own 

values. Consumers' personal values are, therefore, ultimately not indicated by 

statements but by their own decisions. 

C) Life-style 

Assael (1995: 384) explains that life-style reflects a mode of living that is 

identified by how people spend their time (their activities), what they consider in 

their environment (their interests) and what they think of themselves and the 

world around them (their opinions). Engel et al. (1995: 449) support this view by 

defining life-style as: ". .. patterns in which people live and spend time and 

money". According to Arnould et al. (2002: 273), lifestyle suggests: "... a 

patterned way of life into which consumers fit various products, activities, and 

resources". 

Assael (1995: 384) expresses the opinion that life-style variables are also known 

as psychographic characteristics, since attitudes, interests and opinions are 

considered psychologically oriented variables that can be quantified. Table 3.1 

indicates a number of activities, interests and opinions that define life-style. 

Page 166 

 
 
 



 
 
 



consumers, is characterised by severely restricted discretionary income, 

therefore motivated to purchase what is needed rather than by choice. 

VALS 2 was developed since the categories suggested by VALS 1 were 

considered to be too general. According to Schiffman & Kanuk (1995: 70), 

Solomon (1996: 589) and Assael (1995: 402), VALS 2 identified eight groups that 

are split into two dimensions. 

The vertical dimension represents consumers' resources (money, education, 

self-confidence and energy). The horizontal dimension identifies the three 

different ways consumers see the world, namely principle-oriented consumers 

(guided by their views of how the world is or should be), status-oriented 

consumers (consider the opinions of others) and action-oriented consumers 

(showing a desire for activity, variety and risk-taking). 

According to Assael (1995: 403), marketers have used VALS to develop market 

segmentation, media and advertising strategies. If demographics prove 

insufficient to derive market segments, marketers may decide to use VALS 

categorisation for market segmentation purposes. By viewing consumer life

styles, marketers can ''fine-tune'' marketing segmentation and marketing 

campaigns, since many products, although showing consumer commonalties as 

far as demographics are concerned (for example income), can be better 

positioned in accordance with consumer life-styles. For example, a marketer for 

expensive outdoor watches may find it far more useful to consider consumer life

styles and the categorisation proposed by VALS for segmentation purposes 

rather than only using demographics. 

The VALS typology can also be used for media selection, since consumer life

styles often dictate the media that they are exposed to. For example, the 

achievers and fulfilleds seldom watch television, and when they do they will 

watch news programmes. Marketers can therefore decide to either advertise 
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during news programmes (depending on the available budget) or alternatively 

select other media, for example print advertising. 

Marketers can also attempt to get consumers to identify with a portrayed life-style 

in advertising, hoping to influence purchase decisions based on association with 

a life-style. For example, the cigarette industry often attempts to associate its 

products with life-style. Virtually all cigarette marketers advertising their brands 

in South Africa attempt to identify a specific life-style with their brand, for example 

Camel portraying an outdoor, adventurous life-style. 

The first stage of the consumer decision-making process (need recognition) was 

discussed in great detail in Section 3.3. The discussion also showed how 

environmental influences and individual difference influence not only the need 

recognition process but the entire consumer decision-making process. Section 

3.4 will focus on the second stage of the process, namely search. 

3.4 SEARCH 

In the consumer decision-making process need recognition is followed by search, 

comprising acquisition of information and information processing. 

Figure 3.7 provides a graphical presentation of the search process together with 

an indication of the sections in which the individual components of the search 

process will be discussed under Section 3.4 of this chapter. 

As can be seen from Figure 3.7, based on the model of consumer behaviour 

proposed by Engel, Blackwell & Miniard (see Section 2.4.3.5 in Chapter 2), the 

search process is influenced by environmental influences and individual 

differences. These influences were covered in detail when the need recognition 

process was discussed. It can, therefore, be accepted that all these influences 

affect the search process in one way or another. A number of examples will be 
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which in tum has an influence on the marketing messages exposed to. For 

example, a person of a higher social class could possibly read National 

Geographic and Getaway Magazine and watch Carte Blanche, while someone 

from a lower class and status could read You Magazine and Personality and 

watch "The Bold and the Beautiful". 

The family also influences information exposure through, for example, 

programmes watched on television. For example, on a Thursday night the family 

could watch "Seventh Heaven" in the 19h30 to 20h30 timeslot, whereas a single 

person could watch "The single guy" during the same timeslot. Situational 

influences, for instance time pressure, can directly influence the search process. 

If a consumer's fridge breaks while stocked with perishables, the consumer 

would most probably within a short period of time have to search for information 

to replace the fridge. If, however, the consumer received a substantial bonus 

from an employer, the consumer may engage in an extensive search for 

information to replace a current television set. 

Individual differences can also influence the search process. For example, 

consumer resources can dictate that a consumer with more money (financial 

resource) could possibly purchase more expensive magazines than consumers 

with less money (National Geographic, Getaway, Longevity, Food and Home and 

House & Leisure versus only You Magazine and Personality) and watch Satellite 

Television in addition to National television. Consumer knowledge can have an 

important influence on the search process. If the consumer possesses 

substantial knowledge regarding a specific product category (for example 

pistols), the need for information search could be limited since information 

contained in memory may prove sufficient to proceed with the decision-making 

process. 

Consumer attitudes could also influence the need for information search. For 

example, a consumer who dreads shopping would possibly also attempt to 
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minimise search for information. In addition to the above, if the consumer was 

satisfied with a previous purchase choice, the need for information search may 

be abolished, since the consumer will opt to purchase the same brand. 

The examples indicate, in support of the model of consumer behaviour proposed 

by Engel, Blackwell & Miniard (1995), that all the listed environmental influences 

and individual differences (proposed in the model) can and do influence 

consumer search. The discussion below will, therefore, concentrate on the 

actual search process together with the components influencing the process. 

Figure 3.7 indicates that the search process comprises two components, namely 

acquiring information (input) and information processing. These two components 

to the search process will be discussed in greater detail in Sections 3.4.1 and 

3.4.2. 

3.4.1 Acquiring information 

Engel et al. (1995: 182) define search as: "... the motivated activation of 

knowledge stored in memory or acquisition of information from the environment". 

From the definition can be seen that information can be obtained either from 

memory or the environment. Belch and Belch (2001: 113) and Engel et al. 

(1995: 182) support this view by stating that search can either be internal or 

external in nature. Internal search refers to the retrieval of information from 

memory, whereas external search implies collecting information from the 

marketplace. 

Schiffman & Kanuk (1997: 568 - 569) note an important consideration when 

viewing information acquisition by explaining that consumer decisions are often 

based on a combination of past experiences (contained in memory - internal 

search) and external search. 
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Consumers often remember a solution when fulfilling a past need and will 

therefore not consider obtaining external information in an attempt to satisfy a 

new recognised need. Schiffman & Kanuk (1997: 568) support this view by 

stating that past experiences may provide the consumer with adequate 

information to make the present choice. For example, a consumer who identifies 

the need to service a motor vehicle may recall the satisfactory service received 

from the previous service and therefore decide to use the same service outlet. 

The usage of internal information depends on the quality of existing information. 

Consumers purchasing a product for the first time are very unlikely to possess 

the necessary knowledge contained in memory to be able to make a decision. 

Experienced consumers may also consider existing information contained in 

memory as being insufficient when, for example, considerable time has elapsed 

since the last purchase and a number of attributes associated with the product 

could have changed (price, new features, additional sales channels or new 

brands entering the market). Most probably of greater importance when 

considering the quality of internal information stored in memory is that consumers 

may forget important information from past experiences. 

A final comment to the use of information contained in memory, is that the use 

thereof is heavily dependent on the degree of satisfaction with prior purchases. 

As indicated in Figure 3.8, if the consumer is satisfied with the result, internal 

search may prove sufficient for decision-making purposes, whereas 

dissatisfaction probably will lead to external search. 

3.4.1.2 External search 

Consumers may opt to search for information from the environment if internal 

search proves inadequate for decision-making purposes (Schiffman & Kanuk, 

1997: 568). Assael (1995: 91) notes an important consideration when studying 
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• 	 the consumer has insufficient information regarding the brands being 

considered; 

• 	 the consumer receives information from family and friends that is 

contradictory to own past experiences and current available information; and 

• 	 consumers may want to confirm expectations regarding a product's 

pertormance when they are close to deciding on a particular brand. 

Before continuing with the discussion, it should be noted that Section 4.3.1 in 

Chapter 4 is dedicated to the influence of the Internet on the search stage of the 

consumer decision-making process. Specific reference will be made to search 

tools offered by the Internet and search strategies that Internet users can follow 

when searching for Online information. 

Continuing the discussion on external search, Engel et at (1995: 183) distinguish 

between two types of external search, namely pre-purchase search and ongoing 

search. Pre-purchase search suggests external search driven by an upcoming 

purchase decision. Solomon (1996: 273) adds by defining pre-purchase search 

as the search for specific information from the marketplace once a need has 

been recognised. Ongoing search refers to acquiring information on a relatively 

regular basis without the necessity to make an immediate purchase decision. 

For example, a consumer subscribing to Car magazine will engage in continuous 

and ongoing search and may use the same magazine during pre-purchase 

search when considering to purchase a new motor vehicle. 

Engel et al. (1995: 183) express the opinion that the primary reason for 

consumers engaging in pre-purchase search is based on the desire to make a 

better consumption choice. The consumer may be motivated to search for 

information on an ongoing basiS to develop a knowledge base that could be used 
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for future decision-making. Ongoing search could also occur simply because the 

consumer enjoys it. For example, the Car magazine reader may enjoy reading 

about new motor vehicles and the testing thereof for personal gratification. Also, 

consumers may enjoy browsing through a shopping centre although there is not 

an immediate need to purchase something. 

It should be mentioned in conclusion that ongoing search can affect the need for 

pre-purchase search. As consumers continue searching for information, the 

need to carry out pre-purchase search may be considered unnecessary, since 

sufficient information is contained in memory to continue with the decision

making process. 

Engel et al. (1995: 184) note that external search can be categorised along three 

dimensions, namely degree, direction and sequence. These three categories will 

be briefly discussed below. 

A) Degree of search 

The degree of search represents the total amount of search and is reflected by 

the number of brands, attributes, stores and information sources considered 

together with the time taken to perform the search. 

Assael (1995: 230) suggests that consumers search for little information, except 

for expensive products. Engel et al. (1995: 185) support this view but add that 

consumers often perform limited external search even when considering 

expensive items, such as furniture, appliances and personal computers. This 

has led to the question whether or not a decision-making process actually exists. 

Engel et al. (1995: 185) caution against this view by stating that this approach 

fails to consider internal search. Consumers could therefore rely solely on 

internal search, supporting the understanding that a decision-making process 

does exist. 
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The degree of search is furthermore directly related to the type of decision

making process. A consumer engaged in an extended decision-making process 

will, therefore, acquire a substantial amount of information, consider several 

brands, visit a number of stores and consult friends. In the other extreme, 

habitual decision-making, the consumer will minimise the search by considering 

only one product and brand and will possibly ignore other sources of information. 

It should also be noted that the amount of search for a product engaged in, will 

differ from one consumer to another. 

B) Direction of search 

The direction of search refers to the specific content of search, placing emphasis 

on the specific brands and stores involved during search rather than simply the 

number. 

The direction of search is as important as the degree (if not more important), 

since knowing which brands consumers consider will aid the marketer in 

understanding consumer views of an organisation's competitive set. According 

to Engel et al. (1995: 188), an understanding of the attributes considered by 

consumers during search could, therefore, be emphasised in the organisation's 

promotional material. Puth, Mostert & Ewing (1999: 46) add to the above by 

stating that marketers should not only refer to important attributes in their 

promotional material, but also mention differentiating attributes, since attributes 

that are explicitly mentioned in advertisements are perceived to be of greater 

importance to the consumer. Puth et al. (1999: 46) continue by stating that 

marketers stand to fail in the intended message if attributes are not explicitly 

mentioned in their advertising. 
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information and sales people. Advertisements and in-store information can be 

classified as impersonal marketer-dominated sources (Laroche et at, 2000: 500 

- 522; Engel et aI., 1995: 189 & Assael, 1995: 229). 

As consumers recognise needs, they become more receptive to advertisements 

and consult them for information purposes, although these advertisements, when 

needs are not recognised, would normally have been ignored. 

Many purchase decisions are made in the store at the point-of-purchase. In

store information can therefore have a strong influence on consumer decision

making. Also included in in-store information are package labels. For example, 

consumers may consider a number of brands on the shelf, referring to the 

nutritional information printed on the packaging. 

Engel et al. (1995: 189) and Assael (1995: 229) consider the third source of 

marketer-dominated information, sales people, to be personal (as opposed to 

impersonal advertisements and in-store information). Laroche et al. (2000: 500

522) explain that sales people represent an important personal source of in-store 

information. The influence of sales people is especially important when there is a 

need for point-of-sale negotiation and information exchange between the buyer 

and seller. For example, a pharmacist is considered an important source of 

information regarding nutrition and health-related matters. 

(n) Other (non-commercial) 

As suggested in Table 3.2, two other (non-commercial) sources of information 

can be identified, namely general-purpose media (impersonal) and social others 

(personal). It should be noted that in the 2001 version of the model, the 

terminology "other (non-commercial) sources" (appearing in the 1995 version) is 

changed to nonmarketer-dominated (Blackwell et aI., 2001: 74). 
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General purpose media refers to information published in the general media 

that is not funded by marketers, for example editorials in magazines and 

newspapers. Other general purpose media include consumer reports and 

speciality magazines, for example Car magazine conducting tests and reporting 

on new vehicles, often comparing different makes and models, without the 

manufacturers or marketers of these vehicles approving the copy published in 

Car. Solomon (1996: 275) clarifies the lack of involvement of marketers in 

consumer reports by stating that these reports represent unbiased information by 

third parties. Hawkins et al. (2001: 534) agree with this description by labelling 

these sources as independent sources. 

Social others include family and friends as sources of information. These 

influences were discussed in great detail in Section 3.3.1 (environmental 

influences). It should, however, be mentioned that most probably the most 

important sources of information (in terms of the possible influence thereof) 

consulted by consumers are friends and family. The sharing of information 

between consumers and their friends and family occurs in the form of word-of

mouth communication, discussed in more detail in Section 3.3.1.3 (personal 

influences). 

Solomon (1996: 275) mentions another possible source of external information 

by explaining that consumers can observe others in an effort to fill gaps in 

knowledge about a product category or brand. 

C) Sequence of Search 

The sequence of search, the final search dimenSion, pertains to the order in 

which search activities occur. Of particular importance is the order in which 

product attribute information is acquired. Engel et al. (1995: 191) explain that 

when consumers are exposed to a set of brands described along several 

attributes, they may follow a brand search sequence (also referred to as 
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processing by brand). This approach implies that the consumer will examine 

each brand along the various attributes before searching for the next brand. 

Another possible option is an attribute search sequence (also called processing 

by attribute), implying that brand information is collected on an attribute-by

attribute basis. Assael (1995: 248) adds by stating that attribute-specific 

processing is more likely when the consumer is involved with the brand and 

knowledgeable about the product category. An example of processing by 

attribute, is a consumer who may first examine each brand's price, followed by 

exploring each brand's warranty. 

In conclusion it should be mentioned that several factors encourage consumers 

to obtain more information. These factors, according to Assael (1995: 228 

229), are: 

• 	 high consumer involvement, where more information is acquired as 

consumers tend to get more involved in the process; 

• 	 the presence of high perceived risk with the intended purchase; 

• 	 the consumer who has little or no product knowledge or whose past 

experiences are negative; 

• 	 less time pressure on the consumer to make a decision; 

• 	 the intended purchase is characterised by a high price; and 

• 	 substantial differences between different brands 

As noted above, a number of factors can have an influence on whether a 

consumer will engage in external information search. One particular factor, 

perceived risk, needs to be discussed in more detail since it can influence the 
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As shown in Table 3.3, consumers can perceive a number of risks when 

purchasing products or services. Schiffman & Kanuk (1997: 185) state that 

consumers formulate their own strategies to reduce perceived risk. One strategy 

to reduce risk (enabling the consumer to grow and act in confidence). is through 

information search. This search will include both marketer-dominated (for 

example advertisements and sales people) and non-marketer-dominant sources 

(for example word-of-mouth communication with friends and family). 

The manner in which information in the form of stimuli is processed is discussed 

below. 

3.4.2 Information processing 

The second component of the search process is that of information processing, 

applicable to information obtained from external search. The information 

processing process forms an important function in the consumer decision-making 

process with many authors (Assael, 1995: 225 - 264; Engel et al., 1995: 471 

512, Peter & Olson, 1994: 157) providing elaborate discussions on the topic. 

Assael (1995: 235) summarises the importance of the process, from a marketer's 

perspective, by stating that it determines which information is remembered by 

consumers, which information is used in the evaluation process and how it is 

used. 

As depicted in Figure 3.7 at the beginning of the discussion on "search", the 

information processing process comprises five stages, namely exposure, 

attention, comprehension, acceptance and retention. 

Figure 3.7 also shows that memory fulfils an important function in the information 

processing process, where memory influences attention, comprehension and 

acceptance. The conclusion to the information processing process, retention, 

feeds back into memory. Another key input to the process is stimuli. both 
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marketer-dominated and "other". The relevance of stimuli and memory in the 

information processing process could possibly be best described by means of a 

definition of the information processing process. 

Engel et al. (1995: 472) summarise the information processing process by 

defining it as: " ... the process by which a stimulus is received, interpreted, stored 

in memory, and later retrieved". From the definition can be concluded that 

external input is processed and stored in memory, following the information 

processing process. 

The different stages of the information processing process are discussed below 

to form an understanding of the different stages in the process and the 

combination thereof, enabling the consumer to retain the message in memory. 

Of importance to note is that a pre-requisite for the information processing 

process to commence, is that a stimulus has to be present and available. In 

addition, a stimulus has to pass through each of the stages of the process before 

it can reach the memory. 

3.4.2.1 Exposure 

The first stage of the information processing process is represented by exposure, 

occurring when patterns of energy, in the form of stimuli input, reach one or more 

of the five senses (Engel et al.; 1995: 473). Hawkins et al. (2001: 285) support 

this view by defining exposure as: ".. when a stimulus comes within range of our 

sensory receptor nerves". 

Engel et al. (1995: 474) continue the discussion on exposure by providing a 

rather technical explanation of how it functions by stating that given exposure to 

a stimulus of sufficient strength, the consumer's sensory receptors are activated 

and encoded information is transmitted to the brain along nerve fibres. This 
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activation, called a sensation, is affected by three thresholds, namely the lower, 

terminal and difference threshold. 

The lower threshold, also called the absolute threshold, represents the 

minimum amount of stimulus energy necessary for sensation to occur. The 

terminal threshold refers to the point at which an increase in the intensity of a 

stimulus has no effect on sensation. The difference threshold represents the 

smallest change in the intensity of a stimulus that will be noticed by the 

consumer. 

The importance of mentioning the three different thresholds is embedded in the 

fact that exposure and therefore the information processing process cannot 

commence if consumers are not able to notice stimuli. 

In conclusion: The consumer can influence stimuli exposure through active self

nature. Hawkins et al. (2001: 286) explain this capability of the consumer by 

referring to "zipping" and "zapping". "Zipping" occurs when consumers fast

forward through commercials on a pre-recorded television programme. 

"Zapping" refers to the switching between different television channels when 

commercials appear. 

3.4.2.2 Attention 

From the discussion on exposure can be deducted that, due to the limitations of 

the cognitive resources of individuals, not all the stimuli that activate the 

consumer's sensory receptors will receive additional processing. According to 

Engel et al. (1995: 476). the cognitive system can, therefore, rather be viewed as 

constantly monitoring sensory inputs and selects some of them for further 

processing. This screening, at a pre-conscious level, is called pre-attentive 

processing. Only once stimuli have passed through the screening process do 
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they enter the second stage of the information-processing process, namely 

attention. 

Engel et al. (1995: 476) defines the attention stage as: " ... the allocation of 

processing capacity to a stimulus". Hawkins et al. (2001: 287) provide a more 

detailed explanation of how attention occurs by defining it as: ".. when the 

stimulus activates one or more sensory receptor nerves and the resulting 

sensations go to the brain for processing". 

Engel et al. (1995: 476) explain the importance of attention by stating that one of 

the greatest challenges to marketers is to get consumers to pay attention to what 

the marketer has to say and sell. This is no easy task, considering the hundreds 

(if not thousands) of marketing messages consumers are exposed to every day. 

Schiffman & Kanuk (1997: 209) expand on this statement by explaining that 

consumers are bombarded with stimuli from the environment. 

Consider for a moment all the advertisements that a consumer could be exposed 

to in one single day: radio advertisements and prizes sponsored by marketers 

over the radio (to which the consumer listens from the time the radio alarm 

wakes the consumer in the morning and travelling in the motor vehicle to the 

office); newspaper advertisements (many consumers may read - or only page 

through - more than one newspaper a day, for example The Star and Business 

Day); more radio advertisements on the way home; product information in the 

supermarket; reading or paging through magazines (reading the Car magazine 

and Financial Times when relaxing at home); and finally television 

advertisements (shown continuously between all programmes, news broadcasts 

and sports events). The example above does not even include non-marketer

dominated information the consumer is exposed to in the normal run of life where 

views and opinions of friends, family and colleagues are shared on a continuous 

basis. 
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Schiffman & Kanuk (1997: 210) and Assael (1995: 231) agree with the statement 

in the form of the example above by stating that too much information may result 

in an information overload, defined as a confusion in the decision task that 

results in an ineffective decision. Schiffman & Kanuk (1997: 209) elaborate on 

this view by suggesting that consumers will, subconsciously, block out a great 

deal of information that they think they do not "need" or cannot use. 

From the elaborate example above can be concluded that consumers will , due 

to the limitation of cognitive and processing capacity, selectively pay attention to 

messages by marketers. Engel et al. (1995: 476 - 477) identify two major 

categories of factors inUuencing consumers' selective attention, namely personal 

and situational determinants. 

Personal determinants (also called individual determinants) refer to 

characteristics of the individual that influence attention, including needs or 

motivation, attitudes, adaptation level and attention span. Consumer needs 

have a strong influence on stimuli that will receive attention, for example hungry 

consumers will be far more receptive to food stimuli than when they are not 

hungry. The consumer is therefore more motivated to attend to messages 

(stimuli) that address needs already identified. Hawkins et al. (2001: 291) add 

consumer interests to needs by stating that they reHect the overall life-style of 

consumers and a result of long-term goals and plans. 

Engel et al. (1995: 477) suggest that consumers are more likely to be receptive 

to stimuli that maintain or enhance held attitudes and beliefs, therefore avoiding 

information that challenge them. For example, an anti-smoker will be more 

receptive to a message stipulating the rights of non-smokers than a smoker 

would be. 

An adoption level implies the tendency of consumers to become so accustomed 

to stimuli that they are no longer noticed. For example, a person moving to the 
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centre of Johannesburg from a small Karoo town will initially find the noise levels 

very disturbing but will eventually get used to the noise to the extent that it is no 

longer noticed. The same phenomenon applies to marketing stimuli, for example 

Vodacom advertising virtually at all sports events broadcasted on a Saturday 

afternoon. A person may become so used to the same sponsor that eventually it 

is not noticed. Marketers, therefore, need to carefully draft strategies for repeat 

advertisements. 

The span of attention suggests that the amount of time that can be focused on 

a single stimulus or thought is very limited. Hawkins et al. (2001: 291) add to the 

discussion by noting that individuals differ in their ability to pay attention to 

information. When consumers focus for too long on a specific stimulus, they tend 

to be distracted and their minds begin to ''wander''. Engel et al. (1995: 480) 

suggest that a possible solution to this problem would be the use of shorter 

commercials. However, too many short commercials can again influence the 

level of adoption. 

Situational determinants, reflecting characteristics of the stimulus itself, form 

the second set of factors influencing attention. These factors can be controlled 

by marketers and are often used to gain consumer attention. Situational 

determinants include a variety of factors, including size, colour, contrast, position, 

intensity, movement, isolation, novelty, attractive spokesperson and 

directionality. Only four of these factors (size, colour, contrast and isolation) will 

be briefly discussed to indicate that stimulus determinants can influence 

attention. 

The size of the stimulus can attract attention, for example a large advertisement 

in a newspaper or magazine. The amount or size of shelf space allocated to a 

product could also attract attention. For example, Oros orange squash is 

displayed over two display units (from top to bottom) in Pick & Pay, whereas 

competing orange squashes are only displayed on one shelf of one unit. 
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Consumers considering to purchase orange squash when visiting Pick & Pay 

may be overwhelmed by the display of Oros and ignore other, potentially better, 

alternatives. 

The use of colour could also have an influence on attracting attention. Hawkins 

et al. (2001: 288) argue that bright coloured packaging is more likely to attract 

attention than dull packaging. People also pay more attention to stimuli that 

contrast to their background. For example, a commercial that is louder than the 

programme during which it is shown, could possibly attract attention. Finally, 

attention can also be attracted through isolation, referring to a single stimulus 

(or a few stimuli) in a relatively barren perceptual field. In following this method 

of attracting attention a substantial portion of the advertisement remains "unused" 

in an attempt to draw attention to the single stimulus (or a few stimuli). 

It can be concluded that stimulus determinants can have an influence on 

attracting attention. 

3.4.2.3 Comprehension 

The stimulus is interpreted in the third stage of the information processing 

process, comprehension, where meaning is attached to the stimulus. According 

to Engel et al. (1995: 487), the meaning ascribed to a stimulus will depend on 

how it is categorised and elaborated in terms of existing knowledge. 

The process of classifying a stimulus by using concepts stored in memory is 

called stimulus categorisation, whereas elaboration refers to the amount of 

integration between existing knowledge stored in memory and the new 

information. In addition to the above, consumers organise incoming stimuli into a 

meaningful whole. 
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As with attention, comprehension is influenced by personal and stimulus factors. 

The personal factors influencing comprehension include motivation, knowledge 

and expectations. 

Motivation can influence the elaboration that occurs during comprehension, 

since more elaborate processing should occur if the stimulus is perceived to be 

personally relevant (seen as useful for satisfying a recognised need). Engel et 

aJ. (1995: 492) suggest that if consumers are motivated while processing an 

advertisement, they will engage in more thinking about the advertised product. 

The categorisation of an advertisement depends heavily on knowledge 

contained in memory. For example, a novice will see a pistol whereas an expert 

will identify a Glock 23, .40 calibre. Knowledge also increases the ability of the 

consumer to understand the advertisement and recognise faulty logic and 

conclusions. Knowledge, therefore, reduces the likelihood that consumers will 

make an incorrect interpretation during message processing. 

Comprehension also depends on prior conceptions or expectations of what 

consumers are likely to see. For example, if consumers were asked to rate a 

specific cigarette that was not labelled, it may have received a total different 

rating than it would have received if it had been labelled. 

Different stimulus determinants could also influence comprehension. For 

example: the size of a stimulus (a smaller pistol may be perceived as lacking 

penetrating power), colour (Aquafresh toothpaste adding a new plaque-fighting 

ingredient, shown visually to consumers by adding a blue stripe) and packaging 

(fresh fish displayed on crushed ice simply looks fresher than if it were pre

wrapped in plastic). 

Misperception or misinterpretation of stimuli occurs during the comprehension 

stage of the information processing process. Engel et al. (1995: 496) explain that 
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this occurs when consumers attach different meanings to stimuli than those 

intended by marketers, resulting in the conclusion that accurate comprehension 

of even a simple message cannot be assumed. Miscomprehension can occur 

when consumers allocate inadequate attention to the stimulus during the 

processing thereof, or when the stimulus itself is ambiguous, for example claims 

that a retail store offers "lowest prices guaranteed", could be interpreted as lower 

than the competitors, lower than usual or lower due to a sale. According to Puth, 

Mostert & Ewing (1997: 14), consumers may be ''forced'' to consider previous 

held beliefs and perceptions if specific guidelines or attributes are not provided 

by marketers in advertisements. This could possibly lead to miscomprehension 

of the meaning of the message intended by the marketer. 

3.4.2.4 Acceptance 

The fourth stage of the information processing process is acceptance, focusing 

on the persuasive effect of a stimulus (Engel et aI., 1995: 497). The 

persuasiveness of a stimulus may influence consumer knowledge, attitudes and 

behaviour. 

It is important to note that even if an advertisement received attention and was 

correctly comprehended, it does not necessarily mean that persuasion occurred, 

since comprehension is not the same as message acceptance. A consumer may 

understand the advertisement but may not agree with its claims. Acceptance, 

therefore, depends on the thoughts (referred to as cognitive responses) of 

consumers during the comprehension stage. 

A consumer conSidering to purchase a product may engage in considerable 

thinking about the claims of an advertisement. Engel et al. (1995: 497) state that 

the nature of such cognitive responses will determine the acceptance of the 

claims. Two responses are identified, namely support arguments, representing 
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favourable thoughts to the claims and counter arguments, implying thoughts 

opposing the message claims. 

Acceptance is, therefore, enhanced when support arguments increase and 

reduced by counter argumentation. 

Acceptance of an advertisement's persuasiveness could also depend on how it 

makes the consumer feel. This represents affective responses, defined by Engel 

et al. (1995: 498) as the emotions and feelings elected by a stimulus. Affective 

responses can take many forms, classified in three main categories, namely 

upbeat, negative and warm. Upbeat and warm feelings will, generally, enhance 

acceptance of a message, whereas negative feelings will reduce acceptance. 

3.4.2.5 Retention 

Retention forms the final stage of the information processing process, involving 

the transfer of stimulus interpretation and persuasion into long-term memory. 

Memory consists of different storage systems. Engel et al. (1995) distinguish 

between three different storage systems in memory, namely sensory memory, 

short-term memory and long-term memory. 

Information receives an initial analysis in the sensory memory based on 

physical properties, for example loudness and pitch. Auditory processing at this 

stage of memory is called echoic and visual processing is referred to as iconic. 

Schiffman & Kanuk (1997: 209) explain the working of the sensory memory by 

stating that sensory input lasts for only a second or two in the mind's sensory 

store. If a stimulus is not processed immediately, it will be lost through the 

functioning of the sensory memory. 

The short-term memory component is accessed when a stimulus passes 

through sensory processing. Short-term memory operates by combining sensory 
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input with concepts of long-term memory to enable categorisation and 

interpretation of stimuli. Schiffman & Kanuk (1997: 209) explains short-term 

memory as the working memory, where information is processed and held for a 

brief period. 

Assael (1995: 239) adds to the discussion by explaining that short-term memory 

acts as a filter to either store the information in long-term memory or discard it as 

it is perceived to be unimportant or undesirable. The decision to retain or discard 

information is made by relating it to information already stored in long-term 

memory. Engel et al. (1995: 502) add two limiting characteristics of memory, 

namely that it can hold only a limited amount of information and that the time that 

information can be kept active without any effort, is limited. 

The final memory storage system, long-term memory, is viewed as an unlimited 

and permanent "storehouse" that contains all the knowledge contained by 

individuals. Assael (1995: 239) distinguishes two different forms of long-term 

memory, namely episodic memory (concerned with images that reflect past 

events) and semantic memory (represented by words and sentences that reflect 

concepts and facts that are remembered). Hawkins et al. (2001: 342) refer to 

semantic memory as schemantic memory and explain it as the stored 

representation of consumers' generalised knowledge of the world they live in. 

Assael (1995: 242) maintains that once information has been filtered through the 

short-term and long-term memory, it is available for retrieval. When information 

is retrieved from long-term memory, it is briefly stored in short-term memory for 

the purpose of brand evaluation. 

The objective of marketers, therefore, is for their advertisements to be accepted 

and retained in long-term memory for future reference purposes. 
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3.5 PRE-PURCHASE ALTERNATIVE EVALUATION 

Pre-purchase alternative evaluation, re-worded as pre-purchase evaluation of 

alternatives in the 2001 version of the EMB model (Blackwell et aI., 2001: 76), 

forms the third stage of the consumer decision-making process and is influenced, 

as with need recognition and search, by environmental influences and individual 

differences. 

It should be noted that Section 4.3.1.2 in Chapter 4 will provide insights on how 

the Internet can assist the consumer with pre-purchase alternative evaluation. 

Solomon (1996: 279) draws attention to the importance of pre-purchase 

alternative evaluation by stating that much of the effort associated with the 

decision-making process occurs at this stage, where the consumer has to 

choose from available alternatives. 

Assael (1995: 92) explains that, as a result of information processing, consumers 

will associate brands that they are aware of with their expected benefits based on 

past and current information. Adding to this view, Engel et al. (1995: 206) define 

pre-purchase alternative evaluation as: ", .. the process by which a choice 

alternative is evaluated and selected to meet consumer needs", 

The alternative evaluation process within the broader model of consumer 

behaviour proposed by Engel, Blackwell & Miniard (1995) is illustrated in Figure 

3.10. 
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3.5.1 Evaluation criteria 

According to Schiffman & Kanuk (1997: 571 - 573) consumers evaluate brands 

in terms of important product attributes. Hawkins et al. (1995: 468) support this 

view by defining evaluation criteria as: " ... the various features a consumer looks 

for in response to a particular type of problem". Engel et a/. (1995: 208) provide 

clarity on the function of evaluation criteria by defining it as: " ... nothing more 

than the particular dimensions or attributes that are used in judging the choice 

alternatives" . 

As suggested by the definitions above, there are many different forms of 

evaluation criteria. Engel et al. (1995: 208) support this statement with the 

following example: when purchasing a motor vehicle, the consumer may 

consider factors such as safety, brand name, price, reliability, warranty, country 

where it was manufactured and fuel consumption. The consumer may, however, 

also consider evaluation criteria more hedonic in nature, including the feeling of 

owning the motor vehicle (status and prestige) and driving it (for example 

excitement and exhilaration). 

As can be derived from the example above, the possible evaluation criteria 

consumers could use in decision-making seem endless. Therefore, only three 

possible evaluation criteria (price, brand name and country of origin) will be 

discussed in an attempt to show the importance of evaluation criteria in the 

alternative evaluation process. 

One of the most important evaluation criteria is price, often influencing the 

product choice. Engel et a\. (1995: 208) note that there is a considerable 

difference regarding the importance of price across consumers and products. 

Factors that could influence consumers not to purchase the lowest price or the 

best price-to-quality products include brand name and convenience. For 

example, a consumer purchasing milk, Cigarettes and Coke from an Engen Quick 
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Shop may (knowingly) pay considerably more for the products than at Pick & 

Pay. The reason for still purchasing at the Quick Shop may be based on 

convenience, since Pick & Pay is another two kilometres away and there is 

hardly ever sufficient parking available. 

Brand name often forms the most important evaluation criteria, since it serves as 

a surrogate indicator of product quality. Consumers may, therefore, be prepared 

to pay a premium for a specific brand due to the perceived high quality of the 

product. For example, a consumer may purchase Disprin for a mild headache 

because of the well-known name despite regulations that all over-the-counter 

aspirin products should conform to certain specifications. The brand name could 

also be of importance to the consumer when it is seen as a status symbol and 

the consumer is motivated by such considerations. A consumer may, therefore, 

attach the same (if not greater) value to a brand name as to other product 

features. For example, a teenager may consider the Nike brand name as being 

more important than the actual comfort of the running shoe. 

The country of origin often forms an important evaluation criteria to 

consumers. This view is expanded on by Knight & Calantone (2000: 127 - 145) 

stating that, when known to consumers, country of origin influences the 

evaluation of products, since the country of origin's image reflects the 

consumer's general perception about the quality of products made in a particular 

country and the nature of the people in that country. Piron (2000: 308 - 321) 

adds that imagery of country of origin comprises the picture, reputation and 

stereotype that consumers attach to products of a specific country. 

Piron (2000: 308 - 321) continues by stating that consumers may be influenced 

by a halo effect, where a country's name triggers feelings that may be transferred 

to a product. 
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For example, products manufactured in Germany are often considered to be of 

better quality because of precise quality specifications and workmanship. This is 

eminent when considering some of the world-class (and well-known) brands 

emerging from Germany, for example BMW, Mercedes Benz, AEG and Siemens. 

In practical terms, a consumer may decide to purchase a product from a more 

reputable country when all other evaluation criteria are considered equal. For 

example, a dinner service manufactured in the United Kingdom may be 

perceived as better quality than a product boasting: "Made in Taiwan". 

As illustrated in the examples above, it can impose formidable barriers for 

marketers attempting to enter a market or position its products in an existing 

market (Knight & Calantone, 2000: 127 - 145) if the stereotype attributed to a 

country is negative. 

An important concept to consider when discussing evaluation criteria is that of 

salience, reflecting the assumption that evaluation criteria differ in their influence 

on consumer product selection. Engel et al. (1995: 211) show the relevance of 

salience by explaining that it refers to the potential influence that each criterion 

may exert during the comparison process. Whether this potential influence 

materialises depends on how consumers perceive the altematives to perform 

along an evaluation criterion. For example, all modem airlines comply with the 

highest safety standards and although safety is probably the most important 

evaluation criteria to the consumer when undertaking a flight, safety will not form 

a deciding factor when selecting an airline. Similarly, although price may be an 

important consideration, the impact thereof as an evaluation criteria will 

essentially fall away if all the airlines charge the same price. 

According to Engel et al. (1995: 212) and Solomon (1996: 284), the salient 

attributes that actually influence the evaluation process are known as 

determinant attributes. 
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The evaluation criteria used by consumers during decision-making depend on a 

number of factors, including situational influences, similarity of the choice 

alternatives, motivation, involvement and knowledge. These factors, as 

determinants of evaluation criteria, will be discussed briefly below. 

Situational factors often influence the salience of evaluation criteria. For 

example, a consumer may purchase a prestigious brand of liquor when 

entertaining friends or colleagues but will use a less prestigious brand for 

personal consumption. 

The similarity of choice alternatives directly influence the evaluation criteria 

used by th,e consumer. If, for example, the consumer receives a substantial 

bonus at work, the consumer needs to decide on diverse alternatives, such as 

purchasing a new wardrobe, going on an overseas vacation or buying unit trust 

investments. Greater similarity will exist, however, when choosing a brand within 

a product category. 

The consumer may also have to use abstract evaluation criteria when 

considering non-comparable alternatives. Schiffman & Kanuk (1997: 580) 

support this view by explaining that, for products with great dissimilarity, 

consumers will abstract the products to a level that comparisons are possible. 

Engel et al. (1995: 213) explain how this is done practically by means of the 

following example, where a consumer has to decide between a refrigerator, 

expensive outfit or new television. These alternatives share a few concrete 

attributes along which a direct comparison can be made. The consumer will, 

therefore, use abstract dimensions as evaluation criteria, for example necessity, 

status and entertainment. Although a new television will offer the consumer 

entertainment and a new outfit support the consumer's (perceived) status, the 

refrigerator may be selected, based on necessity. 
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If the choice alternatives are closely related and no differentiating factor can be 

distinguished (for example gardening services), the consumer will heavily rely on 

price as evaluation criteria. 

Motivation, specifically whether the consumer is driven by utilitarian or hedonic 

conSiderations, could influence evaluation criteria. Engel et al. (1995: 213) 

illustrate this importance by means of an example, where utilitarian motivations 

during the purchase of running shoes could lead to examining the price and 

construction, whereas hedonic motives would lead to the feelings associated with 

product ownership (for instance the purchase of Nike to project a desirable 

image). 

As consumers become more involved with a purchase decision, the evaluation 

criteria are likely to increase. Involvement could also possibly influence the 

relative salience of evaluation criteria. For example, a consumer who is more 

involved in the purchase decision may consider service attributes of a service 

organisation, whereas a less involved consumer would consider only the size 

and reputation of the organisation. 

The final determinant of evaluation criteria is knowledge. Consumers who are 

well-informed will have information stored in memory about the useful 

dimensions for comparing alternatives. Engel et al. (1995: 215) expand this view 

stating that an advertisement that suggests evaluation criteria that consumers 

should consider are likely to be more effective for first-time buyers. A study by 

Mostert (1996: 152) supports this view by concluding that explicitly mentioned 

attributes in advertisements were perceived to be of greater importance to 

consumers when comparing the ratings the attributes received when all possible 

attributes for the product category were rated. 
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Schiffman & Kanuk (1997: 570) provide clarity on the evoked set by defining it 

as: " ... the specific brands a consumer considers in making a purchase within a 

particular product category". According to Engel et at (1995: 215) and LeBlanc 

& Turley (1994: 10 - 17), the evoked set will contain only a subset of the total 

number of alternatives (considered to be acceptable alternatives) available to the 

consumer. Some consumers may have a large evoked set, whereas others have 

a relatively small set. Consumers who are loyal towards a specific brand will only 

have one brand in their evoked set for a specific product category. 

Schiffman & Kanuk (1997: 570) and Hawkins et al. (1995: 446) explain that the 

inept set refers to all the brands the consumer excludes from purchase thought 

because they are considered to be unacceptable. These brands could, for 

example, be seen as inferior. The inert set represents the brands to which the 

consumer is indifferent towards due to being perceived as offering little value. 

It can be derived from Figure 3.12 that it is essential that a product forms part of 

a consumer's evoked set for it to be considered at all during the alternative 

evaluation process (Schiffman & Kanuk, 1997: 571 & Engel et al., 1995: 216). 

Schiffman & Kanuk (1997: 571) explain that in the selection of choice 

alternatives, as depicted in Figure 3.12, five prominent positions in the model do 

not result in an alternative being considered for purchase. Firstly, brands may be 

unknown to the consumer, for example, due to the consumer's selective 

exposure to advertising media. Secondly, as suggested by the inept set, brands 

may be considered unacceptable based on poor quality or product attributes. 

Thirdly, brands may be perceived as being indifferent because they are being 

perceived as not offering any special benefits to the consumer (the inert set). 

Fourth, brands may be overlooked because they have not been positioned 

correctly and are therefore not targeting the consumer market where a selection 

has to be made in the product category wherein the brand is competing. Finally, 
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brands will not be selected if they are unable to satisfy perceived needs to the 

same extent as the chosen alternative. 

Engel et al. (1995: 217) and Solomon (1996: 280) add to the discussion by 

stating that the evoked set comprises a retrieval set (a recollection of alternatives 

from memory) and prominent products from the environment. Engel et al. (1995: 

218) continue by stating that if the consumer does not have sufficient knowledge 

(stored information in memory) in the retrieval set, the evoked set will be 

developed in a number of ways, for example talking to others, search for 

information or considering all the brands in the product category. A consumer 

may therefore select a brand in the retail store by scanning the brands on the 

shelf, choosing a recognised brand rather than relying on recall. It should be 

mentioned in conclusion to this section that a consumer's evoked set can 

comprise retail outlets in addition to brands (LeBlanc & Turley, 1994: 10- 17). 

3.5.3 Assessing t~e choice altematives 

The third component of the altemative evaluation process is assessing the 

choice altematives, thereby judging the performance of the chosen altematives 

along salient evaluative criteria. Engel et al. (1995: 219) explain that consumers 

often have judgements or beliefs regarding the performance of the selected 

altematives being considered. Consumers lacking such stored knowledge will, 

however, need to rely on extemal information to form beliefs about the 

performance of these alternatives by using either cut-ofts or signals. 

A cut..off simply represents a requirement (or restriction) for acceptable attribute 

values. An example of a cut-off is price, where consumers will have a fairly 

defined range of prices that they will be willing to pay. A price falling outside this 

range will be deemed unacceptable, for example a consumer intending to 

purchase a water-feature will expect to pay between R 700 and R 950. If, 

however, the price of one of the altematives being considered is R 1 500, the 
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consumer will view this price as being unacceptable, thereby not considering the 

alternative as a viable purchase option. Other examples of cut-offs for evaluation 

criteria include refusing to consider any fruit juice that does not contain at least 

80% pure juice, insisting that a health treat contain less than a certain amount of 

calories or reject considering any generic cola brands. Consumer cut-offs will 

therefore have a very important influence on the final choice of the consumer. 

Judgements about alternatives can also depend on certain signals or cues. 

Examples of signals include brand name and warranties relating to product 

quality. For example, a consumer deciding between two types of wall-to-wall 

carpeting may be unable to infer the quality of the carpets. The warranty offered 

by the manufacturers could therefore act as a signal of the quality, resulting in 

the consumer purchasing the carpet offering the most comprehensive warranty. 

Another example of a signal used to judge alternatives is price, where consumers 

will often use price as an indicator of quality. 

3.5.4 Selecting a decision rule 

The decision rule forms the final element of the alternative evaluation process. 

Engel et al. (1995: 222) define decision rules as: ".. represent the strategies 

consumers use to make a selection from the choice alternatives". Schiffman & 

Kanuk (1997: 576) support this view and states that consumers use decision 

rules to reduce the burden of making complex decisions by providing guidelines 

that make the process easier. 

Decision rules applied by consumers vary from very simplistic procedures, 

requiring little time and effort, to very elaborate procedures involving considerably 

more time and processing effort by the consumer. Engel et al. (1995: 222) 

explain that when choice is habituated, a simple decision rule will be applied, for 

example purchasing the same brand as before. Simplistic decision rules could 
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also be used by consumers when the choice is not habituated, for example 

"purchase the cheapest brand" or "buy the brand preferred by the family". 

Engel et al. (1995: 222) explain that consumers will often follow a decision rule 

that offers a satisfactory (as opposed to an optimal) choice while minimising their 

time and effort. Consumers may, however, also use more elaborate decision 

rules that require a greater processing effort as they become motivated during 

the decision-making process. 

Schiffman & Kanuk (1997: 576) and Engel et al. (1995: 222) broadly divide 

decision rules into two categories, namely compensatory and non-compensatory 

decision rules. Assael (1995: 93) notes that compensatory decision rules imply 

that consumers will evaluate each brand across all evaluation criteria, whereas 

non-compensatory decision rules ascribe that brands are evaluated on one 

criterion at a time. Non-compensatory and compensatory decision rules together 

with the different types thereof are discussed below. 

3.5.4.1 Non-compensatory decision rules 

According to non-compensatory decision rules, a product's weakness on one 

attribute cannot be offset by strong performance on another attribute, for 

example, consumers desiring healthier snacks (for instance biscuits). Although 

many brands offer healthy ingredients, they taste awful. Such products may 

score high marks on health considerations but this strength cannot overcome the 

weakness in taste. 

The simplistic decision rules mentioned before (e.g. "buy the cheapest") support 

a further potential for decision-making to follow a non-compensatory strategy. 

For example, if the consumer's decision rule is "buy the cheapest", a brand that 

is more expensive will not be chosen no matter how well it performs on other 
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According to Assael (1995: 249) and Engel et al. (1995: 223), this is followed by 

comparing brands on the most important attribute. The brand perceived as 

superior on this attribute will be selected. If two or more brands are considered 

to be equal on the attribute, they will be compared on the second most important 

attribute. This process is continued until one brand is perceived to be superior to 

the other remaining brands. 

By using the lexicographic decision rule, consumers will require processing by 

attribute. From the example provided in Table 3.4, Brand A will be selected 

based on an "excellent" rating on importance ranking 1 (Brands Band D will 

continue to the next importance ranking, whereas Brand C will be discarded 

based on a ''very good" rating) and the best rating when compared to the 

remaining brands on importance ranking 2 (''very good" versus "good" for Brand 

B and ''fair'' for Brand D). Note that although Brand C had a higher rating than 

the other brands on importance ranking 2, it was excluded, based on importance 

ranking 1. If, however, price (importance ranking 2) were considered the most 

important attribute, then Brand C would have been chosen. 

B) Elimination by aspects decision rule 

The elimination by aspects rule closely resembles the lexicographic rule, where 

brands are evaluated on the most important attribute (Sheth et aI., 1999: 540). 

The difference is that the consumer imposes cut-offs, for example the brand has 

to be nutritious or below R 20. As with the lexicographic rule, the brand that 

meets the cut-off on the most important attribute will be chosen. If two or more 

brands meet the cut-off, the next most important attribute is selected and the 

process is repeated until only one brand meets the set criteria. 
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Engel et al. (1995: 224) note that it is important to consider that if none of the 

alternatives are acceptable, the consumer has to revise the cut-offs, use a 

different decision rule or postpone choice. 

According to Solomon (1996: 286), by using the elimination by aspects decision 

rule, processing by attribute will be required as with the lexicographic decision 

rule. Considering the example in Table 3.4, if the consumer set the minimum 

acceptable values for taste and price as "excellent" and "very good" respectively, 

Brand A would once again be chosen. If, however, the cut-off for taste was 

lowered to ''very good" and the cut-off for price was raised to "excellent", Brand C 

would be the selected choice. 

C) Conjunctive decision rule 

Cut-offs are prominent with the conjunctive decision rule, where the consumer 

will establish cut-offs for each salient attribute. With this rule, in contrast to the 

two rules discussed before, each brand will be compared individually against the 

set cut-offs, thereby resulting in processing by brand (Sheth et aI., 1999: 538; 

Solomon, 1996: 280 and Engel et aI., 1995: 224). 

According to the conjunctive decision rule a brand will be chosen if it meets the 

cut-offs for all the attributes. If the brand fails on any of the cut-offs, it will be 

rejected. If none of the brands meet the required cut-offs, the consumer has to 

postpone choice, select a different decision rule or lower the set cut-offs. 

D) Disjunctive Decision Rule 

According to Schiffman & Kanuk (1997: 577) and Mowen (1993: 431), the 

disjunctive decision rule is a "mirror image" of the conjunctive rule, where the 

consumer will set a minimal acceptable level as cut-off point for each attribute 

(which may be higher than that for the conjunctive rule). If a brand meets or 
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exceeds any of the established cut-off points for anyone attribute, it will be 

accepted. 

If a number of alternatives meet or exceed the cut-off point, the consumer will 

either apply a different decision rule or accept the first satisfactory brand as the 

final choice. 

Considering the example in Table 3.4, if a consumer requires that a brand at 

least had to receive a rating of "good" on all the attributes, Brand B will be 

selected. Brand A will be rejected because of a ''fair'' rating for convenience, 

Brand C for a "poor" rating on nutrition and Brand D for a ''fair'' rating on price. 

3.5.4.2 Compensatory decision rules 

It will be noticed from the decision rules discussed above, when applied to the 

example in Table 3.4, that Brand D was never selected although it had an 

"excellent" rating on three of the four salient attributes (including the most 

important attribute). The reason why Brand D was never selected is based on a 

"fair" rating for price, showing the primary characteristic of non-compensatory 

decision rules, where an unacceptable rating on one attribute cannot be offset 

against an otherwise excellent performance. 

In contrast to non-compensatory decision rules, compensatory decision rules 

permit that the perceived weakness of one attribute may be offset (or 

compensated for) by the strength of another attribute (Engel et aI., 1995: 224). 

Two different types of compensatory rules are distinguished, namely the simple 

additive and the weighted additive rules. 

The simple additive decision rule implies that the consumer will simply count 

the number of times each alternative is judged favourably in terms of salient 
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evaluative criteria. The attribute with the most positive attributes will be chosen. 

By using the weighted additive decision rule, consumers will engage in a more 

refined judgement about the performance of attributes rather than simply 

deciding whether it is favourable or unfavourable. The relative salience of 

relevant evaluation criteria will, therefore, also be incorporated into the decision 

rule. Engel et al. (1995: 225) also state that the weighted additive decision rule is 

equivalent to multi-attribute attitude models, for example the Fishbein model. 

Peter & Olson (1994: 164 - 165) are of the opinion that this form of compensatory 

rule is considered a multi-attribute model, since a negative consequence can be 

compensated by a positive consequence. The Fishbein model can briefly be 

explained by first representing it symbolically (Sheth et aI., 1999: 409 and Engel et 

aI., 1995: 269): 

n 
Ao= 	 L biei 

i = 1 

Where: 

Ao = attitude towards the object, 

bi = the strength of the belief that the object has attribute i, 

ej = the evaluation of attribute i, and 

n = the number of salient attributes 

The Fishbein model proposes that attitude towards a product is based on the 

summed beliefs about the product's attributes weighted by the evaluation of 

these attributes. 

The discussion on decision rules is concluded by Engel et al. (1995: 269) stating 

that it should be noted that consumers could involve the sequential use of at 

least two different decision rules, called a phased decision strategy. Mowen 

(1993: 435) supports this view by explaining that the consumer can either 
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sequentially use two non-compensatory decision rules or alternatively use a non

compensatory rule, followed by a compensatory rule. Engel et al. (1995: 225) 

explain that this would occur as a means of coping with many different choice 

alternatives. Phased decision strategies, therefore, typically consist of a two

phased process, where the consumer will at the initial stage use one type of rule 

as a screening device to narrow the choice set to a more manageable number. 

A final choice is then made by applying a second decision rule to the remaining 

choice alternatives. 

According to Engel et al. (1995: 225), consumers can also retrieve a decision 

rule from memory as experience accumulates in making choices. If consumers 

lack such experience, they can construct their own decision rule at the time of 

choice by using ''fragments'' of rules available in memory that can accommodate 

the decision situation, called constructive decision rules. 

A special type of decision rule identHied by Engel et al. (1995: 225) is affect 

referral According to this rule, consumers have previously formed attitudes 

towards each choice alternative, therefore retrieving these attitudes from memory 

rather than judging alternatives on various evaluative criteria. The alternative 

having the most favourable attitude will be chosen, implying that attitude serves 

as the only evaluative criteria used to determine the choice alternative. 

Schiffman & Kanuk (1997: 579) view this decision rule as most probably the most 

simplistic of all decision rules. 

3.6 PURCHASE AND ITS OUTCOMES 

Purchase forms the fourth stage of the decision-making process. This section 

will cover purchase together with the outcomes thereof (stages five, six and 

seven of the decision-making process). Figure 3.13 depicts purchase and its 

outcomes (consumption, post-purchase evaluation and divestment). 
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dominant. Likewise, changes in circumstances (for instance a shortage of 

financial resources) can lead to the postponement of a purchase decision. 

Timing of a purchase is also a consideration, for instance, the purchase of a 

heater will most probably accompany the arrival of winter or milk will only be 

purchased once current stock is depleted. Purchase intentions are often left 

open-ended, thereby necessitating further information search on which 

alternative to select. In addition to the above, the consumer has to decide where 

to purchase, selecting from a number of different outlets available, for example a 

retail store, wholesaler, manufacturer or in-house shopping. Assael (1995: 95) 

explain that the store selection in itself may require a decision-making process. 

Finally, the consumer has to decide how to pay for the intended purchase. 

Engel et al. (1995: 238 - 239) continue by explaining that three categories of 

consumer purchase intentions, following pre-purchase alternative evaluation, can 

be distinguished, namely fully planned, partially planned and unplanned 

purchases. 

Fully planned purchase intentions imply that the consumer knows exactly what 

to purchase and is willing to shop until it is found. Fully planned purchase 

intentions are often the outcome of high involvement and extended decision

making, where the consumer chose the product and brand in advance. Lower 

involvement purchases can also be fully planned, where the consumer decided 

on the product and brand and will therefore simply scan the shelves for the 

chosen product when visiting the store. 

With partially planned intentions to purchase, consumers select the specific 

product to be purchased but the specific brand will only be selected at the point 

of sale. The consumer could, therefore, apply a simple decision rule by selecting 

the cheapest brand or a familiar brand. For example, a consumer who has 

recognised the need for aspirin may, once confronted in-store by a shelf 
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displaying multiple product options, purchase Disprin based purely on 

recognition. 

Unplanned purchases represent impulse purchases where product displays in 

mass merchandising stores act as a surrogate shopping list. As discussed 

earlier, this does not imply that the decision-making process does not exist, since 

the in-store display trigger need recognition, leading to purchase. 

In addition to the above, Schiffman & Kanuk (1995: 581) distinguish three 

different types of purchases, namely trial purchases, repeat purchases and long

term commitment purchases. A trial purchase constitutes the purchase of 

quantities smaller than usual, normally by first time buyers. A trial can therefore 

be seen as the exploratory phase of purchase behaviour where the consumer will 

attempt to evaluate the product by using it. For example, a consumer would try 

new toothpaste by purchasing a 35 ml tube instead of 75 ml (the usual size 

purchased). Consumers can also be encouraged by marketers to try new 

products by offering free samples, discount coupons and reduced prices. 

If the trial product is perceived to be more satisfactory or better than other 

brands, the consumer is likely to repeat the purchase. Repeat purchases are 

closely related to brand loyalty and consumers will, unlike with trial purchases, 

purchase larger quantities based on satisfaction with the use thereof. 

Considering the toothpaste example, the consumer will purchase a 75 ml tube 

instead of 35 ml as was done with the trial purchase. 

Trial purchases are, however, not always feasible and consumers have to move 

directly from evaluation to a long-term commitment through purchase, for 

example when purchasing a refrigerator, hi-fi or hairdryer. 
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Before addressing the actual shopping environment, the different types of 

shoppers need to be identified. Solomon (1996: 315) identifies five different 

shopping types, namely: 

• 	 the economic consumer (a rational, goal-oriented shopper wishing to 

maximise value for money); 

• 	 the personalised consumer (a person with strong attachments to the store 

personnel- shop where the person is known by name); 

• 	 the ethical consumer (a shopper that will support locally-owned stores rather 

than large supermarket chains); 

• 	 the apathetic consumer (one who does not enjoy shopping but sees it as a 

necessary chore); and 

• 	 the recreational shopper (a person who loves shopping and views it as fun 

and a social activity). 

The purchase environment fulfils an important role in the purchase process, 

since many factors influence where consumers will purchase their selected 

products. Factors influencing the retail outlet selection include the store image, 

retail advertising and outlet location and size. 

The outlet's image comprises a number of different dimensions and components. 

The importance of listing the dimensions influencing store image in Table 3.6 

below is that all of these factors may have an influence on whether or not a 

consumer will purchase at a specific store, Le. consumers will purchase products 

from outlets based on the image of these outlets. 

These image-determining dimensions are listed in Table 3.5, indicating both the 

dimension and its components. 
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considerations are equal. Similarly, unless fast service or convenience is 

required, consumers will probably select larger sized stores than smaller stores. 

Worth mentioning is that other internal factors of the store could determine the 

store selection. These factors include the store atmospherics, point-of-sale 

material, displays and sales people. Hawkins et al. (1995: 503) clarify store 

atmospherics by stating that it comprises, amongst other attributes, lighting, 

presentation of merchandise, layout, fixtures, colours, sounds, odours, 

appearance and behaviour of sales people and even the number, characteristics 

and behaviour of other consumers. 

To conclude the discussion on purchase, it is important to include the physical 

act of purchasing in addition to factors consumers consider when purchasing 

products and services. Hawkins et al. (1995: 506) explain that once the brand 

and store has been selected, the consumer has to conclude the transaction, 

which is called the "purchasing" of the product. Dunne & Lusche (1999: 98) 

explain that the consumer can negotiate with the seller, apply for credit if 

necessary and determine the terms of payment (cash, credit offered by the seller 

or credit card) during the transaction process. 

According to Hawkins et al. (1995: 506), credit is not only a means of purchase 

but also a product itself. A consumer intending to purchase an expensive item 

could, therefore, recognise a need for credit. Since many different forms of credit 

are available, the consumer may repeat the decision-making process for this 

identified need. 

Dunne & Lusch (1999: 98) note that unexpected factors can intervene during the 

transaction phase that could influence the decision whether or not to proceed 

with the intended purchase. For example, the consumer can become aware of 

unanticipated costs, such as taxes and delivery costs. 
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3.6.1 Consumption 

Consumption normally follows the act of purchase, where the consumer needs to 

decide how to consume the purchased product. It should be mentioned that 

authors such as Belch & Belch (2001: 107); Hawkins et al. (1995: 628); and 

Assael (1995: 81), unlike Engel et al. (1995: 263), do not include consumption as 

a specific stage in their discussions on the decision-making process. 

Engel et al. (1995: 263), however, continue with the discussion of their process 

by stating that the consumer has several consumption options, including usage 

at the earliest convenience, short-term storage in anticipation of later use, long

term storage with no anticipated or specific use in mind or aborting the 

consumption process. As an example of the last option, the consumer may have 

been retrenched at work, the family could pos~ibly disagree on the purchase 

choice or new information could suggest that the choice is inappropriate. In any 

of the above cases, the consumer would attempt to return the purchased product 

for either a refund or exchange it for a different alternative. 

One well-known result from purchase is cognitive dissonance (post-purchase or 

buyers regret), where consumers have doubts whether they made the right 

choice or not. Cognitive dissonance can also lead to the consumption process 

being aborted. Hawkins et al. (1995: 514) explain that cognitive dissonance 

occurs when the consumer has to make a relatively permanent commitment to a 

chosen alternative, while other alternatives with attractive features are not 

chosen. Engel et al. (1995: 264) note four circumstances that can activate 

cognitive dissonance. Firstly, a certain threshold or dissonance-motivated 

tension is surpassed. Secondly, the action is irrevocable. Thirdly, there may be 

other, unchosen alternatives, with qualitatively dissimilar but desirable attributes. 

Finally, the choice was made by free will, implying that the consumer was not 

constrained by social or parental pressure. 
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According to Engel et al. (1995: 264), consumers experiencing cognitive 

dissonance have one of two options to reduce the dissonance. They can either 

confirm the choice or conclude that an unwise decision has been made. 

Confirmation of the correct choice can be achieved through search of supporting 

information. Schiffman & Kanuk (1997: 582) add two additional strategies that 

consumers can follow to reduce the dissonance, namely persuading friends or 

neighbours to purchase the same brand or turning to other satisfied owners for 

reassurance. Assael (1995: 96) lists a final method of choice confirmation, 

namely that consumers can lower their expectations for the performance of the 

product, for example finding the product acceptable although a few problems 

were experienced. 

3.6.2 Post-purchase alternative evaluation 

Engel et al. (1995: 273) are of the opinion that the consumer decision-making 

process does not cease once the product has been purchased and consumed. 

Schiffman & Kanuk (1997: 582) support this view by explaining that consumers 

will, when performing a post-purchase evaluation, judge their experience from 

purchasing and consuming the product against their expectations. 

It is important to note that, for many products, there are two different dimensions 

for product performance, namely instrumental and symbolic or expressive 

performance. Hawkins et al. (1995: 522) explain that instrumental performance 

relates to the physical functioning of the product. In contrast, symbolic 

performance refers to the aesthetic or image-enhancement performance. 

Consumers will, therefore, evaluate the chosen product on these dimensions 

against their expectations. 

According to Engel et al. (1995: 273), post-purchase alternative evaluation takes 

one of two forms - consumer satisfaction or dissatisfaction. 
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Engel et al. (1995: 275) broaden this view with the so-called expectancy 

disconfirmation model, suggesting that satisfaction or dissatisfaction is the 

outcome of a comparison between pre-purchase product expectations and actual 

outcomes. Consumers, therefore, purchase a product with certain expectations 

of how it will actually perform once it is used. Three categories of expectations 

are distinguished, namely equitable performance (a normative judgment 

reflecting the performance the consumer should receive given the cost and 

efforts devoted to purchase and use), ideal performance (representing the 

optimum or hoped-for "ideal" performance level), and expected performance 

(what the performance probably will be). The expected performance is used 

most often by consumers in arriving at satisfaction or dissatisfaction, since that is 

the logical outcome of the pre-purchase alternative evaluation process. 

Schiffman & Kanuk (1997: 582) and Engel et al. (1995: 275) note that consumer 

satisfaction or dissatisfaction judgements take one of three different forms, 

namely positive disconfirmation (performance is better than expected), simple 

confirmation (performance equals expectations) and negative disconfirmation 

(performance is worse than expected). Schiffman & Kanuk (1997: 582) explain 

that simple confirmation, where actual performance matches expectations, will 

lead to neutral feelings. 

Before discussing satisfaction and dissatisfaction, it is important to note the view 

of Simintiras, Diamantopoulos & Ferriday (1997: 857 - 872) and Assael (1995: 

95) on the importance of post-purchase evaluations. The likelihood of a brand 

being repurchased at this stage depends on the decision-making process. As 

will be seen below, dissatisfaction will lead to a negative consumer response, 

directly influencing any loyalty for the product and future potential repurchase 

thereof. 
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3.6.2.1 Satisfaction 

Engel et at (1995: 273) are of the opinion that consumers hold certain 

expectations about what a product or service will do when it is purchased, with 

satisfaction being the hoped-for outcome. 

Engel et at (1995: 273) continue by defining satisfaction as: " a post-

consumption evaluation that a chosen alternative at least meets or exceeds 

expectations". In short, satisfaction implies that the product has performed at 

least as well as the consumer has hoped for. 

Considering the three different forms of consumer satisfaction or dissatisfaction 

judgements listed above, it can be concluded that positive disconfirmation will 

lead to a satisfaction response. 

Assael (1995: 95) indicates that an important outcome of consumer satisfaction 

is that it reinforces the purchase decision. Satisfaction also reinforces a positive 

attitude towards the brand, resulting in a greater likelihood that the consumer will 

repurchase the same brand. 

3.6.2.2 Dissatisfaction 

Engel et al. (1995: G-5) explain dissatisfaction by defining it as: ''the outcome of 

purchase when the consumer perceives the choice as falling short of 

expectations" . 

Considering the three different forms of consumer satisfaction or dissatisfaction 

judgements listed above, it can be concluded that negative disconfirmation will 

lead to a dissatisfied response. Engel et al. (1995: 275) state that the negative 

disconfirmation represents the worst possible outcome from purchasing and 

consuming a product. 
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According to Hawkins et al. (1995: 523), consumers that are dissatisfied with 

their purchased product have to decide whether to take some sort of action or 

not. 

By taking some action, consumers can respond to dissatisfaction in a number of 

ways. Singh (in Engel et aI., 1995: 276) lists three different categories of 

complaints, namely voice responses (the consumer seeks redress from the 

seller), private responses (negative word-of-mouth communications) and third

party responses (the consumer takes legal action). Hawkins et al. (1995: 523) 

add two more possible responses, namely complaining to private or government 

agencies (for example Isabel Jones' Fair Deal) or simply no longer buying the 

product. 

Hawkins et al. (1995: 523) note that an important consideration with 

dissatisfaction responses is that even if the consumer does not take any external 

action, a less favourable attitude towards the store or product will be formed. 

3.6.3 Divestment 

Divestment forms the last outcome of purchase and the final stage to the 

consumer decision-making process. Hawkins et al. (1995: 517) explain that 

divestment or disposition of a product or the packaging or container thereof could 

occur before, during or after product use. 

According to Engel et al. (1995: 282), three methods of product divestment are 

distinguished, namely outright disposal, recycling and re-marketing. Hawkins et 

al. (1995: 517) add that consumers often do not have to consider divestment of a 

product, since it is completely consumed, for example, eating in a restaurant or 

simply eating an ice cream with its cone. 
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All products have to be disposed of even if the disposal thereof follows years 

after the use thereof. Examples of immediate disposal of products include empty 

ballpoint pens, torn and washed-out jeans and a used toothbrush. Disposal of 

products characterised by being used for many years before actual disposal, 

include a television set that cannot be fixed after years of service, books and 

motor vehicles. Peter & Olson (1994: 325) add by stating that consumers can 

also dispose of products by giving them away to others or donating items to 

charity. 

Products are often recycled when they reach the end of their life-cycle. 

Products or product packaging that are often recycled commonly contain some or 

all of the following: metal, aluminium, glass, paper and plastics. Peter & Olson 

(1994: 325) explain that consumers could decide to recycle a product once it has 

been used, although it could simply be disposed of as garbage, based on 

concerns for the environment. 

Consumers also have the option to resell products once they have been used. 

For example: selling a power drill, exercise equipment or a used motor vehicle by 

advertising them in the Junk Mail, under classifieds in newspapers or on 

billboards at community centres or churches or selling them at flea markets. 

It can be derived from the brief discussion on divestment, that consumers can 

choose from a number of options to divest products once they have been used. 

Products, therefore, often have extended life-cycles through re-use by 

consumers once they have been disposed of in some way or another by the 

original consumer. 
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3.7 SUMMARY 

Chapter 3 focused on the consumer decision-making process. The chapter 

commenced with a discussion on different types of consumer decision-making 

processes, varying on a continuum from extended decision-making to habitual 

deciSion-making. Three factors determining the extent of decision-making were 

identified, namely the degree of involvement of the consumer in the purchase, 

differentiation of alternatives and time available for deliberation. 

This was followed by a detailed discussion on the different stages of the 

decision-making process, namely need recognition, search, pre-purchase 

alternative evaluation and purchase and its outcomes (including consumption, 

post-purchase alternative evaluation and divestment). 

Chapter 3 also considered the influence of individual differences and 

environmental influences on the consumer decision-making process. 

Environmental influences considered the manner in which the components 

thereof, namely culture, social class, personal influences, family and situational 

influences, influence consumer decision-making. Individual differences, 

comprising consumer resources, motivation and involvement, knowledge, 

attitude and personality, values and life-style, together with their influence on the 

decision-making process were also considered as possible influences on the 

decision-making process .. 

Chapter 4 will focus on the influence of the Internet on consumer decision

making by conSidering how the Internet can assist the consumer at different 

stages of the decision-making process. 
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CHAPTER 4 

rHE INFLUENCE OF THE INTERNET ON CONSUMER 

DECISION-MAKING 

4.1 	 INTRODUCTION 

The consumer decision-making process was discussed in detail in Chapter 3, 

showing how environmental influences and individual differences influence 

various stages of the process. The different stages of the process were 

discussed together with important considerations during each stage. 

Chapter 4 will focus on the Internet as an additional information and purchase 

channel to consumers. Particular emphasis will be placed on information search 

on the Internet as well as the manner in which the Internet can assist the 

consumer in the alternative evaluation stage of the decision-making process. 

Chapter 4 will be structured by using a suggested Web-based decision-making 

process as a framework for discussion. 

4.2 	 CONSUMER DECISION~MAKING AND THE NATURE OF THE 

INTERNET 

Consumer behaviour theory and more specifically consumer decision-making 

theory focuses on more ''traditional'', non-Internet-based, consumer decision

making. The need is, therefore, highlighted for marketers to understand 

consumer behaviour and consumer decision-making in an Internet environment 

to be successful in this ever-growing and popular medium. Sultan & Henrichs 

(2000: 386 - 402) support the view that as more advanced technologies enter 

Page 227 

 
 
 



4 

the household domain, it becomes increasingly important to understand 

consumer response to these new technologies. 

Before considering the Internet and its possible influence on consumer decision

making, it is important to highlight some shared characteristics and differences 

between the Internet and the traditional market place. 

Phau & Poon (2000: 102 - 113) express the opinion that the Internet, as a 

marketing channel, has unique but also shared characteristics of other marketing 

channels. As an example, the Internet has the ability to store a large volume of 

information, located at different virtual locations that provides information to the 

consumer on demand. The Internet also has the advantage of a physical 

distribution medium for certain goods, for example computer software, with 

relatively low entry and establishment costs to the seller. Jones & Vijayasarathy 

(1998: 322 - 330) support this view by stating that by offering these kinds of 

products, sellers can offer instant gratification to consumers through accelerated 

distribution via the Internet. 

Gronroos, Heinonen, Isoniemi & Lindholm (2000: 243 - 252) note a number of 

differences between the traditional and the virtual (Internet-based) market place. 

In the virtual market place (market space), the nature of a transaction centres 

around information regarding goods and services as opposed to the actual goods 

and services in the traditional market place. The content of a transaction is also 

electronic, on-screen interactions instead of face-to-face interactions. The final 

difference is that the infrastructure enabling a transaction in the virtual market 

place consists of computers and communication lines, whereas physical stores 

and service organisations characterise the traditional market place. Hanson 

(2000: 94) adds to the above by stating that interactions on the Internet are 

important considerations, since they create consumer value and set the stage for 

relationship building. 
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The Internet can most probably be viewed as an additional sales channel and 

information search medium (and information source) that consumers can 

consider when purchasing products and services. Rowley (2000a: 20 - 35) 

supports this statement by expressing the opinion that e-retailing will establish 

itself as an alternative channel alongside traditional shopping. 

Therefore, from a consumer purchasing point of view consumers need to choose 

between different outlets to purchase a product or service from. Phau & Poon 

(2000: 102 - 113) explain that a number of factors influence the choice between 

a retail store and in-home shopping methods, such as mail order, telephone 

order and the Internet. These influences include socio-economic and 

demographic factors, product type and distribution methods, perceived purchase 

risk, personal characteristics and traits as well as shopping or delivery time. 

Other possible factors influencing the channel selection include confrontation and 

contact control, manufacturer or brand reputation, type and source of the offer 

and price and refund or exchange policies. Phau & Poon (2000: 102 - 113) 

suggest that when in-house shopping is extended to Internet shopping malls, the 

listed factors will become more apparent. 

As indicated above, the Internet may highlight factors influencing and affecting 

consumer decision-making. Chapter 3 indicated that various stages of the 

consumer decision-making process are influenced by environmental influences 

and individual differences. Research regarding Internet users emphasises and 

highlights these influences and supports the view that such influences need t10 

be considered to be able to understand consumer differences before attempting 

to draft strategies to sell products and services to consumers through the 

Internet. 

Research findings regarding Internet users highlight some of the individual 

differences and environmental influences, showing the importance of 

Page 229 

 
 
 



Chapter 4 

understanding not only the ''traditional'' consumer, but also the Internet 

consumer. Examples of the influence of age, gender, education, consumer 

experiences and word-of-mouth are discussed below. 

Trocchia & Janda (2000: 605 - 616) mention a valid limiting factor associated 

with age, namely that older individuals often suffer from physical disabilities. 

This limiting factor does not however, necessarily deter Internet usage by older 

individuals, since the Internet provides access to activities that were once 

thought formidable for those individuals who suffer from impaired mobility. Older 

individuals could therefore possibly represent an opportunity to Internet 

marketers due to their higher levels of free time and discretionary income when 

compared to younger individuals. 

Gender differences also need to be considered. Teo (2001: 125 - 137) notes 

that, in the context of the Internet, users are predominantly males and men take 

faster to the Internet than women. A research study conducted by Teo (2001: 

125 - 137) found that males are more likely to engage in downloading and 

purchasing on the Internet than females. Younger Internet users also tend to 

engage in messaging and downloading activities to a greater extent than older 

users. 

In addition to age and gender, Hanson (2000: 117) provides a valuable 

perspective on education by stating that, after income, it forms the most 

important demographic variable determining Internet usage, since education 

enables users to operate and appreciate computers and the I nternel. Research 

findings by Teo (2001: 125 - 137) suggest that education level seems to have 

very little effect on messaging, downloading and purchasing activities on the 

Internet, probably because the Internet has diffused widely to various sectors of 

society. 
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Gronroos et al. (2000: 243 - 252) continue by stating that the quality of 

consumers' experiences from interacting with the Web is also important, since 

the Internet provides a new forum for word-of-mouth communication where 

consumers can seek advice and discuss purchase suggestions with other 

Internet users. 

It should, however, be mentioned that far more of the fundamentals of marketing 

carry over to the Internet than need to be changed, since consumers relate to 

virtual information with many of the same traits and tendencies as they do to the 

physical world (Hanson; 2000: 104). 

It is therefore important to consider that although the Internet could possibly 

highlight some individual differences and environmental influences, these factors 

(discussed in Chapter 3) would all appear to be valid to a lesser or greater extent 

to decision-making when purchasing via the Internet. 

From the seller's point of view the Internet offers distinct advantages with regard 

to advertising. Prabhaker (2000: 158 - 171) suggests that the Internet, as an 

advertising medium, is able to provide truly relevant advertising to consumers. 

Gronroos et al. (2000: 243 - 252) support this view by explaining that the 

interactive nature of the Internet allows marketers to reach and interact with 

individual consumers, whereas traditional media are used in a mass-media 

environment. 

The interactivity of a Website also enables marketers to create and maintain one

on-one dialogues with current and potential customers. This one-on-one 

dialogue is illustrated in Figure 4.1, showing the difference between traditional 

advertising and Internet interaction enabled through interaction on a Website. 
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In addition to the above, Chapter 1 also listed a number of barriers in a South 

African context that will keep consumers from using the Intemet and therefore 

becoming Internet consumers. These factors are the telecommunication 

monopoly, population distribution and the economic dichotomy (refer to Section 

1.2.1 for a detailed discussion on these influences). 

As noted above, the usefulness of the Internet is an important consideration to 

consumers when deciding to adopt the Internet. One possible way of 

determining its usefulness is to view the benefits that it offers to the consumer. 

For example, Prabhaker (2000: 158 - 171) expresses the opinion that the 

shrinking cost of information processing together with the global reach of the 

Internet guarantees higher quality and lower prices over time. Aldridge, Forcht & 

Pierson (1997: 161 - 169) support this view by stating that, for more conventional 

products, price will be important on the Internet since information on prices is so 

readily available. 

Consumers can also benefit from a much wider selection of products to choose 

from since they are not bound to a certain selection of merchandise options as is 

the case with traditional channels. McQuitty & Peterson (2000: 233 - 248) 

support this view by explaining that Online shoppers can seek virtually any 

product at any time and from any location. Consumers who desire extraordinary 

value can find the best deals by knowing which Websites offer a given product 

and at what price. This is very similar to traditional shopping but the Internet 

provides consumers with an extraordinary search power, where a large number 

of Websites can be visited in a number of minutes, which is virtually impossible 

for traditional shoppers. 

To illustrate: A consumer wants to select specific products and services together 

with the preferred outlets to purchase these from, draw statements and transfer 

money from one bank account to another and purchase a modem and personal 

computer software, groceries and books. 
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In the traditional market place, it will take this consumer the best part of a day to 

perform all these activities, requiring considerable effort to drive to all the outlets, 

find parking and incur costs in terms of petrol and parking (in addition to the time

cost element). The consumer can also experience frustration when outlets are 

out-of-stock, forcing him/her to find an alternative outlet. Even more important 

all these activities can only be performed during business hours. 

The consumer opting to use the Internet to perform these activities would most 

probably require only minutes to complete all the purchase activities. The 

consumer can log into a bank account (e.g. Absa.co.za or Standardbank.co.za) 

to draw statements and transfer funds (cheaper than it would have been in a 

physical bank), purchase a modem and software (download the software, 

therefore immediately available), order groceries (e.g. Inthebag.co.za or 

Picknpay.co.za) and purchase books (e.g. locally from KalaharLnet or 

internationally from Amazon.com). Of particular importance is that all these 

activities can be performed 24 hours a day, 365 days a year, thereby not 

restricting the consumer to business hours. 

Although the Internet provides certain benefits to consumers, for example saving 

time and possibly lower prices and lower search costs, it increases the 

complexity of the decision process by adding another option to consider in 

addition to retail stores, mail order and telephone order (Strader & Shaw, 1999: 

82 -92). 

Phau & Poon (2000: 102 - 113) are of the opinion that one of the limitations of 

the Internet is that it can realistically reproduce only two of a person's five 

senses, namely sight and sound. This limitation will, therefore, restrict the type of 

products that can be sold on the Internet. Despite this limitation, the capability 

offered may be sufficient for consumers to sample or experience certain 

categories of products, for example computer software and music. 
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In addition to the above, the illustration earlier indicates benefits to the consumer 

in terms of time saving and reduced costs in acquiring the products and services 

(for example time, petrol and parking costs). A negative aspect associated with 

Internet buying can also be derived from the example, namely that certain 

products can be purchased (or ordered), but not immediately received. For 

example, in the illustration the consumer purchased groceries and books. These 

products, although purchased, will not reach the consumer immediately. 

From the discussion above can be concluded that although the Internet holds a 

number of benefits to the consumer it has certain limitations. The limitations, if 

not addressed, can directly influence whether or not consumers will use the 

Internet as an alternative shopping channel. It is therefore extremely important to 

understand the consumer decision-making process when considering the impact 

of the Internet as both an information source (aiding the consumer in the search 

process) and purchase channel. 

4.3 	 THE CONSUMER DECISION-MAKING PROCESS IN THE INTERNET 

CONTEXT 

The discussion on the consumer decision-making process detailed in Chapter 3 

identified a number of distinct stages that are followed from need recognition to 

divestment. Chapter 3 also suggested that many of the stages of the decision

making process are often combined, especially when considering different types 

of decision-making processes. 

This section will investigate certain stages of the consumer decision-making 

process in the Internet context, considering the manner in which the Internet can 

influence the traditional decision-making process. It must be noted that the 

Internet in this context implies specifically the World Wide Web (WWW), also 

called the Web. The discussion that follows will be structured on a suggested 

Web-based consumer decision-making model proposed by Windham & Orton 
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sense that consumers are generally the same with the same amount of money 

available for purchases. In the Web context, in contrast to the traditional model, 

the decision-making process becomes more compressed because of the readily 

available information. The stages of the traditional decision-making model are, 

therefore, compressed into fewer phases as different stages blend together. 

As can be seen from Figure 4.2, Windham & Orton (2000: 82) identify three 

phases for Web-based consumer decision-making processes, namely 

Confidence Building, Skirmish and War. During the Confidence Building phase 

the consumer will become aware and learn about alternatives and become sure 

of what action should follow. The Skirmish phase suggests that consumers will 

purchase for the first time, whereas the War phase implies that consumers will 

engage in repeat purchases. 

The proposed model suggests some goals to be achieved by Internet merchants. 

During the first phase of the process, the merchant attempts to raise awareness, 

build credibility and create trust. During the Skirmish phase, the goals merchants 

would like to achieve are consumer acquisition, clOSing the deal, deliver value 

and ensure satisfaction. Finally, during the War phase, the merchant wishes to 

retain consumers, identify and consistently deliver value and remain competitive. 

The three phases of the Web-based consumer decision-making process will be 

discussed in greater detail below. It should be noted that the terminology used to 

describe the three identified phases are, arguably, more applicable to the seller 

than the consumer. Windham & Orton (2000: 81 - 101) refer, however, to a 

Web-based consumer decision-making process rather than the seller's view of 

the three phases in which consumer decision-making falls. 

Important to note is that, when discussing possible influences of the Internet on 

consumer decision-making, other authors (for example Blackwell et al. 2001: 

147-148; Kolesar & Galbraith, 2000: 424 - 438 and Rowley, 2000a: 20 - 35) 
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between theory on the traditional decision-making process and the decision

making model applicable to the Internet. These authors, therefore, view the 

identified stages of the decision-making process as the same for both traditional 

and Internet consumers, highlighting either the differences or the manner in 

which the Internet simplifies or complicates the specific stages of the decision

making process. 

The provided classification of the Web-based model will therefore be used as a 

framework to discuss elements identified in the traditional consumer decision

making model, applied to the Internet consumer. The framework used will, if 

nothing else, provide clarity on how the decision-making process can be 

influenced from a Web perspective. 

4.3.1 The Confidence Building phase 

The Confidence Building phase of the decision-making process proposed by 

Windham & Orton (2000: 90) comprises need recognition, search and the 

selection of choice alternatives. According to Rowley (2000a: 20 - 35), 

consumers may identify an understanding of a need and redefine the need as 

more information is obtained through search. From a Web perspective, 

consumers first have to "find" the seller of the products they have identified a 

need for. 

As seen from the traditional decision-making model, need recognition is 

influenced, among others, by advertisements and articles and word-of-mouth 

communication with friends and relatives. These influences are also of 

importance in identifying the seller's site on the Web, together with other 

considerations only applicable to the Web, for example search engines and links. 
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A unique aspect of this phase of the Web-based decision-making process is that 

all of the above can occur very quickly. This is clear, especially when compared 

to traditional methods of finding a seller, visiting the store to establish the 

credibility thereof and obtaining views regarding the seller from other consumers. 

Personal references from friends and family are also simplified since links can be 

e-mailed to consumers or 'friends can send messages from the actual site, a 

feature offered by many sites during the purchase process. 

While in the Confidence Building phase, consumers will evaluate different sites 

by comparing different products, prices and special offers. By ensuring that 

complete information is provided on different products together with compelling 

offers, marketers can convince consumers to purchase their product offering. 

The evaluation process is simplified on the Web through reviews of not only the 

site but also products offered. Consumers can, therefore, be assisted in the 

evaluation process by searching for reviews or discussing the alternatives with 

others in "chat rooms" and discussion groups. 

In conclusion: marketers wishing to establish such confidence in consumers 

have to make a considerable investment in marketing strategies and promotions 

to not only make the consumer aware of the sales offerings and the site where it 

can be found, but also to get consumers to visit the site and actively interact with 

it. 

Before conSidering the second phase (Skirmish), a more in-depth discussion on 

the search component is essential to understand the impact of information 

search on the Internet, especially when considering information search with 

"traditional", non-Internet-based purchases. In addition to search, the 

possibilities of alternative evaluation by means of the Internet will be discussed to 

show how the Internet can assist the consumer during this stage of the decision

making process. 
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4.3.1.1 The search stage of the consumer decision-making process 

Before discussing the search stage in a Web-context, it should be mentioned that 

five different categories of Web visitors can be identified. The importance of 

noting these categories is that it will assist in forming an understanding of how 

different Internet users use the Internet to search for information. 

Rowley (2000a: 20 - 35) and Breitenbach & Van Doren (1998: 558 - 575) 

identify five categories of Web visitors, namely direct information seekers, 

undirected information seekers (browsers), bargain hunters (browsers of a type), 

entertainment seekers and directed buyers (directed search with buying 

intentions). Direct information seekers desire services that include the availability 

of timely and relevant information on specific topics or events. Undirected 

information seekers like to browse, looking for anything of interest or something 

unexpected, while bargain hunters look for give-aways, such as samples or 

prizes. 

Breitenbach & Van Doren (1998: 558 - 575) continue by explaining that 

entertainment seekers, as the name suggests, are looking for entertainment. 

This group of Web visitors like the ability to interact with a Website and features 

that interest them, including the availability of animation, sound clips, Online 

puzzles and games. The main objective of the final category, directed buyers, is 

to buy while they are Online and they may be looking for a specific item or gift 

idea. 

One of the main competitive challenges of shopping on the Internet, according to 

Rowley (2000a: 20 - 35), is the functionality it offers in terms of information 

search, where product information can be collected and different products can be 

compared (from different sellers), possibly across national and currency 

boundaries. Rowley (2000a: 20 - 35) continues by stating that the Internet 

lowers the cost of search for alternative and substitute products in almost a 
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commodity-like bargaining atmosphere, resulting in greater price competition for 

relatively generic products. 

Hanson (2000: 104) points out that despite this functionality, it can be very 

difficult to find information on the Internet. This statement is supported by 

Rowley (2000a: 20 - 35), noting that there are many instances where the first 

search through the use of a search term does not lead to a satisfactory outcome. 

The search could either deliver no results or alternatively a large number of sites 

may be retrieved. Although all the sources of the search may be listed in order of 

algorithm (supposed to cause the most relevant sources to be listed at the top of 

the search result), it may be difficult to locate the desired source amongst the 

listed retrieved sources. The outcome of such a search process will require the 

searcher to develop a search strategy, where a number of alternative search 

terms and a combination thereof will be used in an attempt to provide a 

satisfactory search outcome. 

Before discussing different search strategies that can be followed by Internet 

users, it is important to note the different search tools that can support the 

Internet user with information search. 

A) Search tools 

Watson et al. (2000: 127) note that since the search for information is not 

without sacrifice in terms of money and time, a number of search tools emerging 

on the Internet greatly facilitate searching. These tools range from a Simple 

search facilitation to the actual negotiation of deals on behalf of the consumer. 

The benefits to the consumer using the available search tools on the Internet are 

that consumer costs of finding potential suppliers are reduced and the consumer 

can make product and price comparisons by using some of the tools. 

Rowley (2000a: 20 - 35) explains that consumers therefore have to decide which 

search tool to use, since this choice will determine search outcomes in ways that 
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relevant information that is required. Search bots will be discussed in more detail 

when discussing the manner in which the Internet can support the consumer in 

the alternative evaluation process (Section 4.3.1.2). 

B) Search strategies 

Rowley (2000a: 20 - 35) expresses the opinion that a spectrum of search 

strategies can be followed by Internet users, ranging from a search strategy 

designed to locate specific information (referred to as direct or purposeful 

searching) to an almost aimless or general browsing of the Web for "something 

interesting". Many searches can be positioned somewhere between these two 

extremes, since consumers not only refine the search strategy but also the 

information requirements as the search proceeds. The search could, therefore, 

commence with browsing and develop into a focused intended outcome. 

Rowley (2000a: 20 - 35) pOints out that browsing is performed when the user 

has a less precise view of information that might be available and is not sure 

whether or not requirements will be met or how they will be met. In addition, 

browsing can either be general or purposive. General browsing may be used as 

an opportunity to refine the user's perceptions of their requirements or where the 

Internet user is simply keeping up to date with the latest developments in a 

specific field or product range. Purposive browsing occurs when the Internet 

user has fairly specific requirements. 

Rowley (2000a: 20 - 35) lists three situations in which browsing is generally 

preferred to direct searching: 

• 	 the search objective cannot be clearly defined, often because the searcher 

has a lack of sufficient information to define it precisely; 
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• 	 the cognitive burden, including what the user needs to know about how to 

search, is less than it may be for directed searching; and 

• 	 the system interface encourages browsing through the types of search 

facilities that it offers. 

Rowley (2000a: 20 - 35) identifies four more specific search strategies, 

appropriate to different kinds of searches, Internet users can follow to search for 

information, namely briefsearch, building blocks, successive fractions and citation 

pearl-growing. 

Briefsearch refers to a quick search, usually using a phrase to retrieve a few 

information sources only. This type of search may either provide sufficient 

information or can be collected through this process to be used as the basis for a 

subsequent search. Briefsearch, therefore, will not locate all the possible 

information sources. 

Building blocks extend the original query by using the concepts obtained from 

the results to search for more information by using alternative terms that can be 

used to describe the concept or product. This can be done either systematically 

or only in respect to some concept or term. Building blocks is a more thorough 

search strategy but may prove to be very time consuming. 

Successive fractions, the third search strategy, is used to reduce a large set of 

retrieved sources or sites by selecting from the set through additional searches, 

which narrows the search set down, therefore being more selective. If this 

search strategy is successful, there will be a greater number of relevant sites in 

the final set. 

According to the citation pearl-growing search strategy. only one or a few 

sources or sites will be used to identify suitable search terms, followed by a 
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search using the identified terms. This method of search should, therefore, lead 

to other usable sites. 

From the discussion above can be concluded that Internet users can adopt a 

number of search strategies that will assist with the search process. By using 

such search strategies, Internet users can search for more relevant information in 

a shorter time period, thereby reducing the cost element associated with the time 

used to search for information. 

4.3.1.2 The Internet as support to the alternative evaluation process 

The Internet can also assist the consumer in the alternative evaluation stage of 

the consumer decision-making process. This function is greatly simplified 

through shopping bots. 

Rowley (2000b: 203 - 214) explains that shopping bots (short for robot) 

represent a specialised search bot designed to locate and compare products. 

Shopping bots use the Internet user's query, visit Internet shops (sites) which 

may have the required product, retrieves the information and present it in a 

consolidated and compact format that allows comparison shopping at a glance. 

Rowley (2000b: 203 - 214) continues by stating that most shopping bots claim to 

eliminate the searching necessary to identify the right product at the best price. If 

the consumer is interested to purchase a product listed in the search result, the 

consumer can either click on the site name (providing additional information on 

the products available from the site) or click on "Buy", which will produce an order 

form. From here, the consumer can proceed to purchase. 

From the discussion it can be derived that the Internet can shorten the consumer 

decision-making process by almost integrating various stages of the process. In 

stead of, after alternative evaluation, having to still visit a store or stores to 
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bot as primary search tool, the consumer can rapidly move from search for 
, 

information to evaluation of alternatives identified through the search, enabling 

the Internet consumer to purchase the selected alternative. 

In conclusion to the usage and value of shopping bots in assisting consumers 

with the alternative evaluation process, Rowley (2000b: 203 - 214) states that 

although this search tool could possibly still produce hundreds of sources found 

in a search attempt, Internet shoppers will find shopping bots attractive if they 

prove to support them with Online purchasing. 

4.3.2 The Skirmish phase 

The Skirmish phase represents a combination of the result of the alternative 

evaluation process (deriving a chosen alternative) and the act of purchase. 

According to Windham & Orton (2000: 93), the term "Skirmish" was selected 

because in business-to-consumer e-business, convincing the consumer to 

purchase for the first time is only a preliminary competitive conflict. The real 

battle for retaining the consumer is during the 'War" phase (discussed in Section 

4.3.3). 

Sellers who have won the trust of consumers during the Confidence Building 

phase will be able to compete more effectively during the Skirmish phase. The 

Confidence Building phase is of such importance to the seller, that if this 

objective was not achieved, the seller is very unlikely to even be granted the 

opportunity to be a contender during Skirmish. 

Windham & Orton (2000: 93) point out that there is little distinction between 

choosing and buying on the Web, since it is so easy for the consumer to 

purchase Online by the click of a few buttons once the choice alternatives have 

been narrowed-down and a selection has been made. The Confidence Building 

and Skirmish phases are often also combined on the Web, since there are 
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advantages of motivating consumers to purchase through incentive-offering 

strategies is a possible "spill-over" effect {consumers could purchase additional 

products} and retention of consumers for future purchases. For example, free 

shipping (or reduced shipping costs or faster delivery at lower costs) of books 

offered by Amazon.com to South African consumers could possibly lead to more 

products being purchased from Amazon.com by South African consumers. 

Breitenbach & Van Doren (1998: 558 - 575) add another possible incentive that 

can motivate consumers to purchase from an Internet seller, namely samples, 

provided that the product offering allows for sampling. For example, Internet 

sellers can offer free downloads of their software programmes, allowing the 

consumer to first try the product before purchasing it. 

From the discussion it can be seen that purchase fulfils an important function in 

the Skirmish phase. Purchasing via the Internet will therefore be discussed in 

greater detail to form an understanding of the purchase stage of the consumer 

decision-making process when considering the Internet as a sales channel. The 

discussion will also consider possible concerns and costs that consumers can 

expect to encounter with Internet purchases as well as products that are most 

probably more suited to be sold over the Internet. 

4.3.2.1 Purchasing on the Internet 

Phau & Poon (2000: 102 - 113) express the opinion that Online purchasing can 

be viewed as a five-component process, namely promotions, one-to-one contact, 

clOSing, transaction and fulfilment. A brief discussion on the five components will 

provide an overview of how consumers and marketers can expect an Internet 

purchasing transaction to occur. 

The first component, promotions, suggests that users have to be made aware of 

and learn about products offered by sellers through advertising. One-to-one 
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contact implies that the Internet allows for asynchronous contact with consumers 

through methods, such as e-mail and discussion groups, used to build a 

relationship with consumers. The third component, closing, refers to agreeing 

on a price and concluding the deal, possibly via a collection of e-mails. There is, 

therefore, an electronic record of the sale and the agreed deal. Transaction, the 

fourth component, refers to the payment method for products and services 

purchased. The final component, fulfilment, includes both the delivery and 

shipping of the purchased products as well as the effective electronic order 

processing. 

Phau & Poon (2000: 102 - 113) also suggest three types of channels when 

purchasing via the Net, namely distribution, transaction and communication 

channels. Distribution channels function as facilitator of the physical exchange 

of products and services. Transaction channels assume the role of generating 

sales activities between buyers and sellers. Finally, communication channels 

are responsible for the exchange of information between buyers and sellers. 

It therefore seems, according to Phau & Poon (2000: 102 - 113), that by 

combining the two suggested processes of Internet purchasing, the Internet 

appears to be a flexible, interactive and efficient medium through which 

economic parties can communicate. 

When considering purchasing via the Internet, consumers must be aware of a 

number of cost elements that have to be considered in determining the value to 

them when purchasing via the Web. It is therefore important to consider the 

costs that consumers will incur with Internet purchases, since these costs could 

have an influence on whether or not Online purchases are made. 

Strader & Shaw (1999: 82 - 92) identify a number of potential relevant costs to 

the consumer when shopping on the Internet. These costs together with a 

description thereof are shown in Table 4.3. 
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Gronroos et al. (2000: 243 - 252) are of the opinion that information gathered 

about consumers should be used in a manner that will provide tangible benefits 

to consumers, for example personal news, advice and personal offerings tailored 

to their preferences. Small companies on the Web can, therefore, compete with 

large multinationals. Prabhaker (2000: 158 - 171) adds by stating that it is 

unrealistic to expect profit-driven businesses not to infringe on consumer privacy 

in an environment that makes it increasingly profitable together with technology 

that makes it easier than ever to collect and share personal information. This 

leads Strader & Shaw (1999: 82 - 92) to identify another risk element applicable 

to the Internet, namely privacy risk, referred to as the degree to which consumers 

envisage a loss of privacy owing to information collected by sellers as they shop. 

This perceived privacy risk has important implications for the Internet seller. 

Prabhaker (2000: 158 - 171) identifies three specific implications regarding 

privacy and its impact the sales of products and services. Firstly, there is a 

opportunity cost of lost sales as Online consumers, whose privacy concerns have 

not been addressed, will tend to delay or even abandon further Online 

purchases. Secondly, there is a shift from Online purchasing channels to Offline 

business channels, since some concerned consumers will rather revert back to 

traditional ways of purchasing, even if it means at a higher purchase price, given 

their privacy concerns regarding the Internet. Finally, privacy concerns represent 

an intangible cost component to consumers who purchase over the Internet. 

Consumers who, therefore, make use of the Internet for purchases do so by 

paying the full price, both the tangible product cost and the intangible privacy 

cost. 

Chapter 4 has thus far shown how the Internet can influence the consumer 

decision-making process. It is therefore important to also briefly discuss different 

methods of purchasing together with payment options. 
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Using a shopping bot as purchase medium was discussed earlier, indicating how 

consumers can within a single Web session search for information, evaluate 

different alternatives and purchase the selected product from the shopping bot 

site or the actual seller's Website. 

In addition to shopping bots, consumers can purchase from any Website offering 

products and services for sale through their site, for example from 

Inthebag.co.za, KalaharLnet, Picknpay.co.za or Amazon.com. 

In addition to purchasing from sellers' Websites, consumers can also visit Web 

auction sites, where the consumer can enter an offer to purchase products on 

auction (often new products). 

According to McQuitty & Peterson (2000: 233 - 248), a number of auction 

Websites have emerged that will sell virtually any product to consumers, for 

example eBay.com. Examples of South African Websites offering auctions to the 

consumer include Mwebauctions.co.za and Bidorbuy.co.za. 

It is also important to consider the payment methods consumers can use to pay 

for products purchased on the Web. 

Bickerton, Bickerton & Pardesi (2000: 149) list three payment options consumers 

can use to pay for products purchased Online, namely credit cards, electronic 

cash and electronic cheques. These three payment options will be briefly 

discussed below. 

Bickerton et al. (2000: 254) note that credit cards have become the dominant 

payment mechanism for Internet purchases. Spar & Bussgang (1996: 129) 

explain the ease of using credit cards on the Internet by stating that consumers 

can purchase products in a different currency and let the banks intermediate the 

financial transaction. A South African consumer can therefore purchase a 
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special edition book from National Geographic, pay $ 75 and leave the 

transaction details to ABSA bank to conclude. The consumer will notice on the 

following statement received from ABSA that R 825 has been paid to National 

Geographic. 

It should, however, be noted that by offering credit card payments only, Internet 

sellers could possibly exclude potential consumers, for example those who do 

not use credit cards and those who do not qualify for credit cards (for example 

children). Credit cards are also inefficient for low-cost purchases, for example 

purchasing a book at KalaharLnet for R 15. 

These limitations together with security concerns have led to the creation of an 

Internet currency or electronic cash (e-cash), for example eBucks. Electronic 

cash is especially useful for low-value purchases. Spar & Bussgang (1996: 129) 

add that consumers using e-cash can purchase products quickly and most 

probably more important, anonymously on the Internet. 

The final payment method for Internet purchases identified by Bickerton et al. 

(2000: 255) is electronic cheques, mostly used for business-to-business Internet 

transactions. Electronic cheques use a digital certificate system that secures the 

transfer of payment data between buyers, sellers and banks. 

In addition to the discussion above it should be mentioned that many ''traditional'' 

retailers are exploiting the Internet as an alternative information and sales 

channel. The subsection below will consider "traditional" retailers offering Online 

purchasing. 

A) Brick and click retailers 

As stated earlier, the Internet provides consumers with an additional information 

source and sales channel. Since the Internet has grown and showed 
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advantages for both sellers and consumers, a number of traditional "Offline" 

retailers have decided to offer their products and services to their customers via 

the Internet as an additional sales and information channel. 

Nunes, Wilson & Kambil (2000: 20) explain that it is easy to see why traditional 

sellers are moving to the Internet to offer more ways to buy from them. They 

recognise that the same buyer may prefer different transaction mechanisms 

under different circumstances. For example, a consumer may not care about 

flight ticket prices when travelling for business, but may seriously consider lower 

prices when planning a family vacation. Nunes et al. (2000: 20) explain that by 

offering multiple transaction approaches, sellers could possibly win a larger share 

of existing consumers' business and also gain new types of purchasers. 

Gulati & Garino (2000: 113) continue by stating that an established traditional 

retailer benefits from offering the Web as additional sales channel, since it offers 

the seller instant credibility on the Web (provided that the brand is recognised 

and respected). The seller's current customers will therefore provide nearly 

immediate traffic and revenue and new customers will know that the site is 

legitimate and fewer buyers will fear credit card fraud. Ghosh (1998: 126) warns, 

however, that established businesses that have built brands and physical 

distribution relationships over a considerable period of time, risk all that they 

have created when they pursue Internet selling. 

Adding to the above should be mentioned that traditional sellers offering the 

Internet as an alternative sales channel will most probably be forced to offer the 

same prices as in the physical store so as not to confuse their current customers 

or leave them distrustful (Gulati & Garino, 2000: 113). 

The extent of offering Online purchases by traditional sellers would, therefore, 

most probably depend on the strengths of existing distribution and information 

systems and their transferability to the Internet (Gulati & Garino, 2000: 113). 
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From a South African perspective, a number of traditional retailers have opted to 

offer their customers an Online purchasing channel. 

For example, Woolworths offers a Website (Woolworths.co.za) providing 

information on, amongst others, its products and the location of their outlets 

together with each store's business hours. This Website therefore offers 

customers an additional information source where consumers can view what 

products and services are available and at what prices. Loyal Woolworths 

customers can therefore select products and then simply visit the store to 

purchase the selected items. Woolworths also offers a link to their Online 

purchasing site (Inthebag.co.za) where food and other popular grocery brands 

can be purchased. Once again, Woolworths customers can shop for their 

products and purchase them Online. Products purchased will be delivered 

according to the customer's instruction within one to a maximum of seven days. 

Currently, Woolworths only delivers in Johannesburg and Cape Town and does 

not offer same-day delivery. 

Another example of a South African retailer offering Internet purchases and 

physical delivery is Pick & Pay. Unlike Woolworths, Pick & Pay announces on its 

Website that it offers delivery for Online purchases to more areas throughout 

South Africa (Western Cape, Gauteng, Durban, Bloemfontein and Eastern 

Cape). Also, if an Online customer purchases products before ten o'clock in the 

morning, the customer will receive the purchased products the same day, up to 

nine o'clock at night. 

From the discussion above it can be concluded that more traditional sellers are 

offering Online purchasing to its current and potential new customers. Ghosh 

(1998: 129) explains that the decision to offer consumers an Internet sales 

channel could possibly be based on a driving force exerted by competitors or 

through consumer demand. It is therefore also important for traditional sellers to 

understand their customers' needs to ensure that they offer alternative sales 
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channels, for example the Internet, when customers demand an alternative 

channel. 

It is also important to consider what types of products are more suitable than 

others to be sold via the Internet, implying that marketers should consider what 

types of products consumers will consider purchasing via the Internet. The 

section below will provide a discussion on the products and services that lend 

themselves more to the Internet than others. 

B) Products purchased via the Internet 

Bickerton et al. (2000: 149) note that not all products and services are equally 

suited to be sold via the Internet. Greenbury in Maruca (1999: 160) supports this 

view by stating that people will increasingly want to shop on the Internet for at 

least a certain range of products because of convenience. 

According to Phau & Poon (2000: 102 - 113), the suitability of the Internet for 

marketing to consumers depends to a large extent on the characteristics of the 

products and services being marketed. It is, therefore, important to consider 

product and service characteristics when evaluating the impact of the Internet as 

a sales channel. A classification system, where products and services are 

categorised according to three dimensions, can be used to determine the product 

and service characteristics when evaluating the Internet as a sales channel. The 

three dimensions according to which products and services have to be 

measured, are cost and 'frequency of purchase, value proposition and degree of 

differentiation. 

Considering the first dimension, products vary from low-cost, frequently 

purchased items (for example consumable products, such as milk and bread) to 

high-cost, infrequent purchased goods (for example durable goods, such as 

television sets). Phau & Poon (2000: 102 - 113) suggest that, as a general rule, 
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when purchase fulfilment requires physical delivery, the more frequent the 

purchase and the lower the cost of an item (for example bread and milk), the less 

likely the chances are for a ''fit'' between a product and the Internet-based sales 

thereof. 

Products and services also vary along their value proposition, referring to the 

extent to which a product or service is either tangible and physical or intangible 

and service-related. Phau & Poon (2000: 102 - 113) suggest that the more 

intangible the value proposition is and the greater the frequency of purchase or 

use of a product or service is, the greater the advantage of the Internet becomes 

as a transaction and distribution medium. 

The final dimension, degree of differentiation, reflects the degree to which a 

product or service is differentiable. More specific, it reflects the extent to which a 

seller is able to create a slJstainable competitive advantage through product and 

service differentiation. The inability of sellers to show significant differentiation 

often leads to extreme price competition between competitors, whereas the 

successful differentiation allows for the Internet to serve as an effective 

segmentation mechanism for guiding buyers to their ideal product or service. 

Table 4.4 reflects the three dimensions together with examples of products and 

services associated with each dimension. 
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consumer may, however, inspect products in a traditional retail outlet and then 

revert to an Internet-based channel to purchase it. 

Phau & Poon (2000: 102 - 113) conclude the findings of their empirical research 

study by stating that product and service type classification will significantly 

influence the consumer choice between a retail store and an Internet shopping 

mall. In addition, the findings by Phau & Poon (2000: 102 - 113) suggest that 

the products and services that have a low outlay, are frequently purchased, have 

intangible value propositions and are relatively high on differentiation are more 

likely to be purchased via the Internet. Bickerton et al. (2000: 149) support these 

findings by stating that amongst others, fragile and perishable goods, goods that 

require physical inspection and more expensive goods are less suited to be sold 

over the Internet. 

4.3.3 War 

According to Windham & Orton (2000: 97), retaining consumers on the Web is as 

difficult, if not more difficult, than acquiring them. The greatest challenge to the 

marketer will be to retain customers who are motivated to primarily use the Web 

for conven ience and time-saving purposes. An even greater challenge to 

marketers will be to retain customers who are motivated by lower prices and 

better deals. 

Windham & Orton (2000: 97) continue by stating that marketers formed a 

misconception about Web consumers through attempts to acquire them by 

means of free offers. The view was that offering good Web experiences and 

competitive prices would retain consumers. Consumers have, however, formed 

expectations from their previous shopping experiences and demand free 

shipping, discounts and other incentives to re-purchase. If the seller fails to meet 

these expectations, consumers will simply find other sellers who will meet their 

expectations. 
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Consumer expectations for repeat purchases include, for example, free shipping, 

discounts, better product selection and prices, improved site performance and 

capacity, increased security and privacy, improved site navigation and availability 

of stock. The result of these consumer expectations is that sellers will have to 

meet these consumer expectations, not only to acquire customers, but also to 

maintain customer loyalty in an effort to retain them. 

Windham & Orton (2000: 99) are of the opinion that a key to success in Web 

marketing is to understand the target market and what it purchases Online. This 

information should be used to formulate strategies that will appeal to the 

identified motivation of consumers to purchase Online. For example, if a 

consumer is motivated by special deals, offering deals every time the consumer 

visits the Website will reinforce the perception that the site constantly offers the 

best deals, thereby enforcing the primary motivation of the consumer. The 

Online marketer can also create functionality and special offers that make the 

experience easier and faster, thereby appealing to the convenience shopper. An 

example of a site offering a feature aimed at improving convenience is 

Amazon.com's 1-Click Ordering. 

The challenge to marketers is therefore to identify the consumer types that they 

can best serve and to develop marketing programmes, features and offers that 

will constantly achieve consumer attention. 

The most important in winning the War on the Web, according to Windham & 

Orton (2000: 100), is to track competitors' innovations aimed at retaining 

consumers. In addition, marketers should assume that long-term consumer 

loyalty does not exist, therefore neceSSitating strategies of earning consumer 

loyalty and rewarding such loyalty with every visit and during every transaction. 

Considering the Web-based consumer decision-making model, Windham & 

Orton (2000: 101) state that it is proving more expensive, at least for the 

foreseeable future, to build consumer confidence and achieve consumer 
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retention with an Online brand than to do so through more traditional methods. 

The profit margins achieved through Online selling may prove insufficient when 

considering the challenges of building consumer confidence, acquiring and 

retaining consumers. Consumers, therefore, have to be "bought", but these 

expectations of consumers cannot be sustained. The Online marketer wishing to 

retain Online consumers will therefore have to find non-price-related incentives to 

stimulate repeat purchases. 

In concluding the discussion on the influence of the Internet on the consumer 

decision-making process, Teo (2001: 125 - 137) states that the perceived 

usefulness of the Internet fulfils a more important role when compared to the 

ease of use and perceived enjoyment thereof. This finding has important 

implications to the marketer pursuing sales from the Internet. Teo (2001: 125 

137) lists two possible explanations why marketers should regard usefulness of 

the Internet so important, namely that Internet users will be unlikely to use the 

Internet once the novelty has worn off and they derive no usefulness from using 

it. A second explanation is that intrinsic motivation tends to be associated with 

enquiry type usage activities while extrinsic motivation tends to be associated 

with both enquiry and purchasing type usage activities, thereby implying that the 

varying importance of intrinsic motivation variables may be related to the nature 

of usage activities. 

4.4 COMPARISON OF CONSUMER DECISION-MAKING MODELS 

It was noted in Section 4.3 that the Web-based consumer decision-making 

model, arguably, is more applicable to the Internet seller than to the consumer 

using the Internet. It was also noted that despite this observation, Windham & 

Orton (2000: 81-101) refer to a Web-based consumer decision-making process. 

It is possible to draw a comparison between the "traditional" and Web-based 

decision-making process by considering the discussion on the consumer 

decision making process (the EBM decision-making process discussed in 
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advantages} provided earlier in the study (Section 2.4.1 and 2.4.2 in Chapter 2) 

regarding models: 

• 	 a model can be viewed as a testable "map of reality" and its utility lies in the 

extent to which successful predictions and description of behaviour, 

together with underlying influences, are made possible; 

• 	 explanations are provided for behaviour; and 

• 	 fundamental relationships between variables and the exact sequence of 

cause and effect of variables are specified 

It can be derived that, following the discussion above, the Web-based model can 

not be regarded as a true model of consumer decision-making, especially when 

considering that the model has not been tested empirically. 

One of the objectives of this study is to determine actions and buying behaviour 

of the respondents. When the implications and recommendations from the 

results are discussed in Chapter 8, this aspect will be revisited by providing a 

recommendation for future research. 

4.5 SUMMARY 

Chapter 4 provided an insight on the ways in which the Internet influences the 

consumer decision-making process. The chapter was structured by using a 

proposed model of decision-making applied to the Web as a framework for the 

discussion. 

More specifically, Chapter 4 considered the manner in which information search 

is influenced when viewed from an Internet perspective and highlighted how the 

alternative evaluation process can be simplified by using the Internet. The 
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discussion also considered purchasing via the Internet and the products most 

suitable for selling through the Net. Comparing the "traditional" consumer 

decision-making model to the Internet-based model concluded the chapter. 

Chapter 5 will be devoted to the study's problem statement and the hypotheses 

for the study will be formulated, with consideration to the theoretical foundation in 

the preceding chapters and with specific reference to Chapter 4. 
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CHAPTER 5 


PROBLEM STATEMENT, RESEARCH OBJECTIVES AND 

HYPOTHESES 

5.1 INTRODUCTION 

Chapters 2 and 3 provided a theoretical foundation for the study where the areas 

of consumer behaviour and consumer decision-making were examined. The 

objective of Chapter 4 was to integrate the consumer decision-making process 

with the Internet as a buying and communications medium, focusing on how the 

Internet can possibly influence the decision-making process. 

Chapter 5 will focus on the problem statement of the study and hypotheses for 

the study will be formulated. The chapter will be concluded by indicating how the 

formulated hypotheses relate to the objectives set for the study. 

5.2 PROBLEM STATEMENT 

According to Burns & Bush (1998: 62), defining the problem is the single most 

important step in the marketing research process. Forrest (1999: 3) and Burns & 

Bush (1998: 83) agree and add that a precise problem definition is critical in 

setting the direction for all subsequent phases in the research process and 

assists in ensuring that the research yields pertinent information. 

The problem statement and definition of the research problem is therefore critical 

to meeting the objectives set for a research study. The problem statement for 

the study can be derived from considering the theoretical foundation captured in 

the preceding chapters. 
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Chapter 3 provided an in-depth discussion on the consumer decision-making 

process. The discussion highlighted the complexity of the process by providing a 

detailed discussion on each of the stages of the process together with the 

various sUb-components associated with each stage. From the discussion in 

Chapter 3 it could be concluded that for marketers to draft effective marketing 

strategies, it is important to understand the complicated consumer decision

making process that could possibly be influenced at various stages of the 

process. 

Chapter 4 contained a discussion on the possible influence of the Internet on the 

consumer decision-making process. Only one Internet-based consumer decision

making model was found in literature and the researcher's reservations towards the 

foundations and theoretical base of the proposed Internet-based model were noted. 

From the discussion in Chapter 4 it could be seen that marketing literature lacks 

both theoretical literature and proven and tested models of the consumer 

decision-making process applicable to the Internet. 

The relatively little literature available regarding the Internet and the consumer 

deCision-making process is also true for consumer behaviour. The following 

statement by Tan (1999: 165) supports this view: ".. , more research is needed 

not only to examine the Internet's role and effectiveness as a new marketing 

medium, but also to study consumer behaviour arising as a result of the change 

from in-store to virtual shopping." 

The relative lack of literature is even greater from a South African I nternet user 

perspective, since very little literature could be found on consumer behaviour and 

the decision-making process of South African Internet users. The only 

information available from a South African perspective on Internet users' buying 

behaviour, documented in reports from research organisations, identify products 

purchased and focus on general spending trends of South African Internet users 
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with some reference to possible reasons why these Internet users do not 

purchase via the Internet. 

Listing some views expressed by South African research organisations regarding 

consumer behaviour (including consumer decision-making) and the Internet 

highlights the problem statement for the study: 

• 	 Key to Online success is an understanding of consumers' Online behaviour, 

preferences and concerns (8MI, 2000a: 7); 

• 	 Proper profiling and monitoring of consumers are of critical importance to 

enable the marketer to convert "browsers" into "shoppers" and more 

importantly into regular shoppers (8MI, 2000a: 7); 

• 	 Understanding consumer needs and wants significantly enhances the chance 

for success in the Internet environment (Webchek, 1999: 21); and 

• 	 If marketers don't understand the needs of their customers, it will be difficult 

to know where to focus their energy, effort and capital. It could also lead to 

organisations having to make significant (often expensive) changes to 

Websites after the launch thereof (Webchek, 1999: 21). 

The views expressed above indicate that marketers need to understand the 

buying behaviour of South African Internet users to be successful in this new 

marketing and communication medium. It is, therefore, extremely important to 

conduct research among Internet users in South Africa to contribute to the body 

of knowledge that is needed to sensitise marketers to understand the dynamics 

involved when pursuing the Internet as a marketing channel. 

5.3 RESEARCH HYPOTHESES 

Tichenor (in Stempel III & Westley, 1981: 24), defines a hypothesis as: ..... a 

statement of relations, based on the best that can be derived from more general 
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assumptions and prior evidence". Stated more simply, hypotheses are 

statements describing the speculated relationships among two or more variables 

(Burns & Bush, 1998: 112). 

According to Cooper & Schindler (1998: 45), the most important function of a 

hypothesis is that it guides the direction of the study, since a frequent problem in 

research is the proliferation of interesting information. Cooper & Schindler (1998: 

45) caution that unless the researcher avoids the urge to include other elements, 

a research study can be diluted by trivial concerns that do not answer the basic 

questions posed. 

Cooper & Schindler (1998: 45) add the following functions of a hypothesis: 

• 	 it is used to limit that which shall or shall not be studied; 

• 	 it identifies facts that are relevant and those that are not; 

• 	 by identifying the relevant facts, it suggests which form of research deSign is 

likely to be the most appropriate; and 

• 	 it provides a framework for organising the conclusions that result. 

In conclusion it should be noted that one of the objectives of research should 

always be to choose among different possible hypotheses, since if all hypotheses 

considered for a specific study were known to be true in advance, there would be 

little reason to conduct the research (Aaker & Day: 1990:37). 

5.3.1 Hypotheses formulated for the study 

Keeping in mind the discussion and guidelines regarding hypotheses provided 

above, the researcher formulated 11 hypotheses from the theoretical foundation 

of the study. The hypotheses were evaluated and refined after insight was 

gained from a pre-test group (main findings attached in Appendix 6), which was 
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held as part of the research process (discussed in Chapter 6). The 11 

hypotheses formulated for the study are discussed below. 

a) Hypotheses 1, 2, 3 and 4 

Research conducted by Webchek (1999: 24) found that the length of time being 

an Internet user was one of the major variables influencing whether or not 

Internet users have purchased via the Internet before. In another research study 

conducted among South African Internet users, BMI (2000a: 74) found that 46% 

of current non-Internet shoppers had no intention to purchase via the Internet in 

the future, with an additional 22% indicating that they will only purchase within 

two years. 

A possible reason why Internet users don't purchase {or do purchase} via the 

Internet, is based on factors which influence the decision whether or not to 

purchase. Security is a major reason listed why Internet users don't purchase via 

the Web (BMI, 2000a: 75 and Webchek, 1999: 53). Another factor (which could 

possibly be grouped under security reasons) is privacy risk, whereby consumers 

envisage a loss of privacy owing to information collected by sellers as they shop 

(Strader & Shaw, 1999: 82 - 92). Kolesar & Galbraith (2000: 424 - 438) and 

Prabhaker (2000: 158 - 171) add to the above by stating that an increasing 

number of Online consumers decide not to purchase via the Internet when they 

are required to divulge personal and credit card information. 

Based on their research findings, Furnell & Karweni (1999: 380) caution that 

although non-Internet shoppers exhibited a greater level of concern regarding 

Internet security than Online shoppers, security concerns are not the only factor 

that should be considered as a possible reason why non-Internet shoppers do 

not shop Online. Other factors that can possibly inUuence the decision whether 

or not to purchase via the Internet are: reliability, convenience, price of products 

or services and ease of finding products on the Web (Webchek, 1999: 53). 
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Considering the discussion, together with the findings from the pre-test group 

and the theoretical overview provided in the study, the researcher formulated the 

following hypotheses: 

H1 	 The decision to purchase via the Internet is significantly influenced by 

factors consumers consider prior to purchase. 

H2 	 The factors Internet shoppers consider prior to purchasing via the Internet 

are significantly influenced by the period of Internet usage. 

H3 	 The period of Internet usage significantly influenced the decision to have 

purchased via the Internet. 

H4 	 The period of Internet usage significantly influences the decision of non

shoppers to purchase via the Internet in the future. 

b) 	 Hypotheses 5 and 6 

The Internet, as an information source, offers consumers a low-cost search tool 

that can be used to search for alternative and substitute products, resulting in 

greater price competition among sellers of products and services (Rowley, 

2000a: 20 - 35). 

Traditional, non-Internet sellers of products and services also benefit from 

creating a Web-presence, since more traditional sellers of products and services 

are moving to the Internet to offer more ways to purchase from them. The 

advantages of doing so include an additional sales channel to consumers and 

instant credibility to the seller (Nunes et a\. 2000: 20 and Gulati & Garino, 2000: 

113). 
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From a Web-context there seems to be very little distinction between choosing 

and purchasing via the Internet once a consumer has decided what to purchase, 

since it is so easy for the consumer to purchase Online with the click of a few 

buttons (Windham & Orton, 2000: 95). 

Based on the discussion and findings from the pre-test group and the theoretical 

foundation of the study, the researcher formulated the following hypotheses: 

Hs 	 The period of Internet usage significantly influences the decision to search 

for product or service information on the Net prior to purchasing from non

Internet based sellers. 

Hs 	 There is a significant difference between Internet shoppers and non

shoppers in their decision to search for product and service information on 

the Internet prior to Offline purchases. 

c) 	 Hypotheses 7 and 8 

Research by Phau & Poon (2000: 102 - 113) indicated that consumers, more 

specifically consumers in the Asia and Pacific Region, are not ready to purchase 

expensive goods via the Internet. 

Bickerton et al. (2000: 149) and Greenbury in Maruca (1999: 160) add to the 

above by stating that not all products and services are equally suited to be sold 

via the Internet and that consumers will increasingly want to shop for at least a 

certain range of products and services on the Internet. 

Research among South African Internet users also revealed some product and 

services categories that they have purchased before and also found some 

categories that many Internet shoppers would never consider purchasing from 

(Webchek, 1999: 39 - 41 and 8MI, 2000a: 65 - 66), 
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Based on the discussion above and with specific influence from the pre-test 

group findings, the researcher formulated the following hypotheses: 

H7 	 The period of Internet usage significantly influenced the product and 

service categories Internet shoppers have purchased via the Internet. 

He 	 The period of Internet usage significantly influences the product and 

service categories Internet shoppers and non-shoppers consider 

purchasing via the Internet in the future. 

d) 	 Hypotheses 9, 10 and 11 

The consumer decision-making process and models of consumer behaviour 

were discussed in detail in Chapters 2 and 3 of the study. The discussion 

showed how the decision-making process can be influenced, at various stages, 

by environmental influences and individual differences (for example, need 

recognition in Section 3.3 in Chapter 3). 

Influences on the consumer decision-making process include, for example, the 

consumer's language, geographic location, race and ethnic group, age, gender 

and income. 

Research studies regarding Internet users also found differences when 

demographic variables (which could influence the consumer decision-making 

process) were studied, for example differences between men and women and 

the influence of level of education (Teo, 2001: 125 - 137) and income (Webchek, 

1999: 24). 

The researcher formulated the following hypotheses after considering the 

theoretical foundation of the study and findings from the pre-test group: 
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CHAPTERS 

RESEARCH METHODOLOGY 

6.1 INTRODUCTION 

Research hypotheses for the study were formulated and discussed in Chapter 5. 

This chapter will provide a theoretical perspective on the research process as 

well as show how the theory will be applied practically in order to conduct the 

research component of the study. 

Detail will be provided on the data collection methods, sampling process and 

questionnaire design. The chapter will be concluded with a discussion regarding 

the statistical procedures and techniques that will be adopted for the study. 

6.2 INFORMATION SOURCES 

A distinction is made between two sources of data, namely primary and 

secondary data (Sudman & Blair, 1998: 74). Secondary data refers to 

information that has already been collected for some other purpose, while 

primary data refers to information that has been gathered to address the 

research objectives at hand (Burns & Bush, 1998: 66). 

Sources of secondary information include libraries, Internet searches, trade 

associations and Online services, while primary information is gathered by 

means of observation, survey interviews, group discussions or experiments 

(Sudman & Blair, 1998: 74). 

Both primary and secondary data sources will be used for the study. Secondary 

sources were used to form the theoretical foundation of the study and will also be 
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used to define and structure the methods as well as process that should be 

followed to conduct primary research. The remainder of this chapter will focus on 

the primary research-phase of the study. 

6.3. DATA COLLECTION METHODS 

It should be noted, before discussing various data collection methods, that the 

means of data collection during the research process can be classified into three 

broad categories: quantitative, qualitative and pluralistic (Burns & Bush, 1998: 

209). 

Quantitative research can be defined as research involving the use of 

structured questions with predetermined response options, with a large number 

of respondents involved. In contrast, qualitative research involves collecting of 

data and the analysis and interpretation thereof through observing what people 

do or say. 

Pluralistic research can be defined as a combination of qualitative and 

quantitative research methods in an attempt to gain the advantages of the two 

methods. With pluralistic research, a researcher typically will begin with 

exploratory qualitative techniques (for example focus groups). The qualitative 

phase of the research project will then serve as a foundation for the quantitative 

phase of the project, since it provides first-hand knowledge of the research 

problem to the researcher. 

For this study, the pluralistic approach will be followed by first using 

qualitative research techniques, followed by quantitative techniques. 

Primary research data can be gathered in a number of ways, including 

observation, surveys, depth interviews, panels of research participants (focus 

groups), experiments and test markets (Sudman & Blair, 1998: 90). These 
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methods will not be discussed in any detail, with the exception of focus groups 

(pre-test group) and surveys, since the primary research data for the study will be 

collected using these methods. 

6.3.1 Pre-testing 

As a qualitative research technique, it was decided to use a pre-test group, 

where the results would be used as input to the quantitative-phase of the 

research project. 

It was decided to use a pre-test group to identify characteristics and underlying 

issues with regards to South African Internet users' Online behaviour. It was 

envisaged that by dOing so higher quality input to the remainder of the research 

process would be ensured. 

A single pre-test group session was held with 94 South African Internet users. 

The Internet users gathered at a movie theatre and were requested to complete 

the first draft of the proposed research questionnaire (compiled from viewing 

research reports and findings from South African research organisations as well 

as insights gained through the literature review) that would be used during the 

quantitative-component of the study. It should be mentioned that the 

respondents gathered at the movie theatre to participate in another research 

project (also Internet-related), where after they participated in the pre-test group 

session. Respondents were, following the pre-test session, treated to a free 

movie sponsored by ISP "X" (who conducted the first study). 

The following objectives were set as required outputs from the pre-test session: 

• 	 to test the questionnaire to be used during the quantitative phase of the 

study (surveys); 
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• 	 to ensure that all the product categories that respondents could have 

purchased or intend purchasing via the Internet in the future were covered 

in the questionnaire; and 

• 	 to refine the hypotheses set for the study. 

The objectives set for the pre-test session were achieved when the results from 

the study were scrutinised. The major findings (and corrective actions taken as a 

result of the pre-test group) that were used to improve the quality of the 

remainder of the research project were: 

• 	 34% of respondents who have purchased via the Internet previously 

indicated (when requested to select from which product or service 

categories they have purchased before) that they have purchased "other" 

products or services (other than the listed categories). This led to more 

research reports searched for to identify other possible product and 

services categories Internet users purchase from via the Internet. The 

researcher also "surfed" the Net and more specifically Web-sites of South 

African Internet sellers of products and services to identify more categories; 

• 	 based on the search, the listed product and service categories that will be 

used in the final questionnaire were increased to 38 (as opposed to the 21 

categories used in the pre-test group); 

• 	 due to the importance of banking services, it was decided to list banking 

services as a separate category (in addition to the 38 listed categories); 

• 	 questions that could have been misunderstood or misinterpreted were 

refined and rephrased to provide commonly understood questions in the 

final questionnaire; and 
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administered surveys by using the Internet. The decision was further supported 

by considering the following statement by Forrest (1999: 10), explaining why the 

Internet is regarded as a powerful research tool: "., the advantages of the 

Internet as a survey medium when compared to existing methods are many, 

especially in terms of cost, speed of distribution and the ability of researchers to 

gain access to real-time information". 

Forrest (1999: 139) does, however, also list a major concern that should be kept 

in mind when considering to use Internet surveys, namely that the Internet 

population is not representative of the general population. Although this concern 

is noted, it will be ignored since the population (discussed when the sampling 

process is described) used in the study is Internet users and not the South 

African population as a whole. 

Two self-administered survey options were viewed as most probably the best 

methods that could be used to conduct the research project by using the Internet, 

namely: distribution of questionnaires through e-mail for completion by the 

respondent and returned to the researcher bye-mail and Internet-based research 

conducted on a live Web-site. 

After considering the two options, it was decided to use the live Web-based 

option for the following reasons: Firstly, the respondents will be familiar with the 

Web-environment since they will all be registered Internet users and the research 

project is specifically to determine buying behaviour of Internet users (to a great 

extent implying Internet-based purchases). Secondly, the researcher had a 

concern that respondents may have been reluctant to open an attachment to an 

e-mail from a person or organisation they did not know. 

The e-mail with attachment option also may have proved too cumbersome for 

respondents since they would have had to save the questionnaire once 

completed to their computer's hard drive before returning it. If the completed 
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questionnaire was not saved, "empty" questionnaires would have been received 

from respondents. 

Based on this reasoning, it was decided to use the live Web-based self

administered survey option (attached in Appendix 9). 

6.4 SAMPLING 

A sample represents a limited number taken from a large group for testing and 

analysis and is based on the assumption that the sample can be treated as 

representative of the group (Crouch & Housden, 1996: 115). In basic terms, 

some elements in a population provide useful information of the entire population 

(Emory & Cooper, 1991: 242). 

Before providing more detail on the terms associated with sampling (which 

should be discussed to provide clarity on the sampling process), it is important to 

firstly explain why samples are used in research and secondly to provide 

characteristics of "good" samples. 

Two general reasons for the use of sampling can be distinguished, namely 

practical considerations such as cost and the size of the population and 

secondly, ability to analyse the data (Burns & Bush, 1998: 361 - 362). Cooper & 

Schindler (2001: 163) broaden this view by identifying four reasons for sampling, 

namely lower cost, greater speed of data collection, greater accuracy of results 

and availability of population elements. 

The relation between cost and speed of data collection is supported by Crouch 

& Housden (1996: 116), indicating that the smaller the number of people from 

which data has to be collected, the cheaper and quicker it will be. 
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Greater accuracy of results is often assured, since fewer field-workers, who 

have to be trained and supervised, are needed. Sampling also allows for more 

thorough investigation of missing, wrong or suspicious information (Cooper & 

Schindler, 2001: 164 and Boyd et aI., 1989: 358). 

Finally, the availability of population elements is often a reason for sampling. 

This reason is typically listed when, for example, the breaking strength of 

materials has to be tested. The only way of ensuring that not all material is 

destroyed in testing, is by using a sample of the materials. This reason will also 

be prominent when the population is infinite (Cooper & Schindler, 2001: 164). 

ConSidering the reasons stated above to explain why sampling is done, the 

question may arise as to what can be considered to be a good sample. Lohr 

(1999: 3) proposes that a perfect sample would be: " ... a scaled-down version of 

the population, mirroring every characteristic of the whole population". Lohr 

(1999: 3) continues by stating that a perfect sample does, however, not exist for 

complicated populations and even if it did exist, there is no way of knowing that it 

is a perfect sample without measuring the whole population. 

A good sample can therefore be regarded as one that reproduces the 

characteristics of interest in the population as closely as possible. It will be 

representative in the sense that each sample unit will represent the 

characteristics of a known number of units in the population (Lohr, 1999: 3). 

Before continuing the discussion on sampling, the terminology associated with 

sampling will first be clarified. The following terms will be discussed: target 

population, sampled population, observation unit, sample unit, sample frame and 

the sample frame error. 

The target population (also referred to as the population) is the collection of 

elements or objects (possessing the sought information) that the researcher 
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intends to study and about which inferences are to be drawn (Malhotra, 1996: 

360). Siegel (1994: 252) defines the population perhaps a bit more simply: "The 

population is the collection of units (people, objects, or whatever) that you are 

interested in knowing about". The sampled population represents the actual 

population from which the sample has been taken (Keller & Warrack, 2000: 153 

and Lohr, 1999: 3) 

The observation unit represents an object on which a measurement is taken 

and forms the basic unit of observation (also referred to as an element)( Lohr, 

1999: 3). In simple terms, the element is the object from which or about which 

information is desired (Malhotra, 1996: 361). 

A sample unit represents the unit (or a unit containing the element) that is 

actually sampled or is available for selection at some stage of the sampling 

process (Lohr, 1999: 3 and Malhotra, 1996: 361). 

Finally, the sample frame refers to a list of all sample units in the population 

(Lohr, 1999: 3 and Burns & Bush, 1998: 360). For example, when conducting a 

telephone survey, the sampling frame could include all the telephone numbers in 

a particular city. It should be noted that a sample frame could contain a sample 

frame error, defined as the degree to which the sample frame fails to account for 

all of the population (Burns & Bush, 1998: 361). 

As mentioned above, errors do occur with sampling. Two other errors associated 

with sampling that should briefly be discussed are sampling and non-sampling 

errors. A sampling error refers to any error in a survey that occurs because a 

sample is used. A sampling error is caused by two factors, namely the method of 

sample selection and the size of the sample (Burns & Bush, 1998: 360). 

A non-sampling error is regarded as being more serious than a sampling error 

(Keller & Warrack, 2000: 160), since a larger sample will not diminish the size of 
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the error or even the possibility of it occurring. Thompson (1997: 7) adds to this 

view by stating that the extent of sampling errors is much easier to estimate than 

the extent of non-sampling errors. 

Non-sampling errors occur due to mistakes made in the acquisition of the data or 

through the improper selection of sample observations. Three types of non

sampling errors can be distinguished, namely errors in data acquisition (types of 

errors arising from the recording of incorrect responses), non-response errors or 

bias (occurs when responses are not obtained from some members of the 

sample) and selection bias (when the sampling plan is such that some members 

of the target population cannot possibly be selected for inclusion in the 

sample)(Keller & Warrack, 2000: 160). 

The discussion above should provide sufficient information to form a general 

view of what sampling is and the terminology associated with sampling. The 

remainder of the section will provide details on the sampling process followed for 

the study. The discussion will be structured according to a sampling design 

process suggested by Malhotra (1996: 360). The process comprises 5 steps, 

namely: 

Step 1: Define the population (Section 6.4.1) 

Step 2: Determine the sampling frame (Section 6.4.2) 

Step 3: Select the sampling techniques (methods)(Section 6.4.3) 

Step 4: Determine the sample size (Section 6.4.3) 

Step 5: Execute the sampling process (selection of the sample units}(Section 

6.4.4) 

Steps 3 and 4 will be combined for the purpose of the discussion. 
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6.4.1 Define the population 

From the discussion in Section 1.2 (in Chapter 1) it could be seen that the 

population for this study was defined as all Internet users in South Africa 

accessing the Internet from home. 

Table 1.4 (in Chapter 1) provided details regarding the number of South African 

Internet users by access method. From Table 1.4 it could be seen that the 

Internet users who access the Internet via dial-up modem amount to 782 000 

(end of 2000). 

For the purpose of this study, only the South African Internet users 

accessing the Net from home (782 000 users at the end of 2000) will be 

included to represent the population for the study. It is implied that users 

from all of the geographic regions (provinces) will be included in the 

sample. 

Since this study will focus on consumers, it was decided to only focus on users 

accessing the Net from home (based on the assumption that consumers would 

access the Net from home, rather that from academic institutions or corporate 

networks). 

6.4.2 Determine the sampling frame 

South African Internet users accessing the Internet by means of dial-up modems 

gain access to the Internet through Internet Service Providers (lSPs) to which 

they subscribe. A number of different ISPs offer dial-up access in South Africa, 

including ABSA Internet, M-Web, Telkom Internet (incorporating Intekom) and 

World-Online. Detailed information regarding the number of subscribers to each 

Internet Service Provider could not be obtained. A possible reason for the lack 
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of this information can be attributed to the competitive nature thereof to Internet 

Service Providers. 

The researcher negotiated with a leading South African ISP to use their Internet 

user-database to conduct the study. For confidentiality reasons (as 

requested by the ISP), the ISP will remain anonymous and will be referred 

to in the study as ISP "X". Important to note is that ISP "X" provides two 

different dial-up access services, each trading under separate names. For the 

purpose of the study, the first service (and users/database thereof) will be 

referred to as ISP "X" (a) and the second (and users/database thereof) as ISP 

"X" (b). The sampling frame for the study is, therefore, all Internet users 

who subscribe to ISP "X". 

6.4.3 Selecting the sampling method and size of the sample 

Sampling methods can be broadly classified as non-probability and probability. 

Non-probability sampling relies on the personal judgement of the researcher 

rather than on chance to select elements, whereas with probability sampling 

methods the sample units are selected by chance (each element of the 

population has a fixed probabilistic chance of being selected for the sample 

(Cooper & Schindler, 1998: 218 and Malhotra, 1996: 365). 

A number of different probability and non-probability sampling methods are 

distinguished. Although some authors differ as far as the actual terminology 

used for the various methods, there is general consensus regarding the major 

methods (Cooper & Schindler, 2001: 189 & 190; Lohr, 1999: 24; Burns & Bush, 

1998: 363 & 376 and Sudman & Blair, 1998: 349 - 349). The most commonly 

used non-probability sampling methods are: convenience sampling, judgement 

sampling, referral sampling and quota sampling. The predominant probability 

sampling methods are: simple random sampling, systematic sampling, cluster 

sampling and stratified sampling. 

Page 291 

 
 
 



 
 
 



Chapter 6 

it was noted that the frame for this study is specifically Internet users). Couper 

(2000: 485) explains that invitations are sent bye-mail to participate and access 

is controlled to prevent multiple completions by the same respondents (Section 

6.7 details the interview procedure, commencing with an e-mail message sent to 

Internet users comprising the frame). A main concern when using this survey 

method is a non-response error. A non-response error arises through the fact 

that not all people included in the sample are willing or able to complete the 

survey (Couper, 2000: 473) and is, therefore, a function of the rate of non

response and the difference between respondents and non-respondents. 

After careful consideration of the different probability sampling methods shown in 

Table 6.3 and paying attention to the advantages and disadvantages of each 

method (with specific consideration of the objectives and hypotheses formulated 

for the study). it was decided to use the stratified method of sampling. The 

reason why the objectives and hypotheses set for the study played such an 

important role in deciding which sampling method to use can be justified - the 

length of time being an Internet user is of critical importance to the success of the 

study since most of the hypotheses centre around identifying possible 

relationships with the period being an Internet user. 

In an attempt to ensure that this critical element to the study is met, different 

periods of Internet usage for Internet users will first have to be identified (creating 

various strata - refer to Table 6.4). Once the periods have been identified, it will 

be possible to use simple random sampling to complete the sampling process. It 

can be derived from the discussion that the stratified method of sampling is best 

suited to meet the requirements to conduct the study. 

Since ISP "X" provided the information of all their Internet users, it was decided 

to use 20 000 Internet users in the sample. 
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6.4.4 Selection of the sample units 

The selection of the sample units was conducted with a specific requirement in 

mind, namely that provision had to be made for the period of Internet usage. 

With this requirement in mind, the sample was drawn from the ISP "X" database 

as follows: 

Step 1: Setting the parameters 

A) The following dates were specified as the periods wherein an I nternet user 

had to have joined ISP "X" (a): 

a) between 1 January 1997 and 31 December 1999; and 

b) between 1 January 2001 and 25 November 2001 - the date on 

which the database was drawn. [It should be noted that in an 

attempt to ensure an even distribution, across all time periods, it 

was decided not to consider users who joined ISP "X" (a) in 2000 

since ISP "X" (b) only became operational in 2000. Selecting more 

users from ISP "X" (a) who joined during 2000 could possibly skew 

the anticipated responses across the period of Internet usage when 

both user groups are considered.] 

B) 	 The following dates were specified as the periods wherein an Internet user 

had to have joined ISP "X" (b) as their ISP: 

a) 	 between 1 January 2000 and 31 December 2000 [it should be 

noted that ISP "X" (b) was only launched in 2000 and, therefore, 

had no users prior to 1 January 2000]; and 

b) 	 between 1 January 2001 and 25 November 2001 (date on which 

the database was drawn) 

Step 2: Simple random sampling 

Simple random sampling was used to draw 7 000 subscribers for each period 

specified above. The sample units were randomly selected, following a ratio 

between the number of Internet users in each time period and the total number 
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that the properties of objects are being measured. Objects include, for example, 

consumers, advertisements and books, whereas properties are the specific 

characteristics or features of an object that can be used to distinguish between 

objects. 

Of importance when studying measurement and scaling, is to understand scale 

characteristics since the characteristics possessed by a scale determine the level 

of measurement thereof (Burns & Bush, 1998: 292). Cooper & Schindler (2001: 

204 - 205) and Burns & Bush (1998: 291) identify four scale characteristics, 

namely description (Cooper & Schindler, 2001: 204 refer to classification), order, 

distance and origin. These four characteristics will briefly be discussed below. 

Description refers to the use of a label or unique descriptor to stand for each 

designation in the scale, for example ''yes'' and "no" or "agree" and "disagree". 

Burns & Bush (1998: 291) note that all scales include description in the form of 

characteristic labels that identify what is being measured. 

The relative sizes of descriptors are referred to as order. Key to the explanation 

is the term "relativ€!' and includes descriptors such as "greater than", "less than" 

or "equal to". For example, a consumer's least-preferred brand is "less than" the 

most-preferred brand. Not all scales possess order characteristics, as opposed 

to description. For example, is a "buyer" greater than a "non-buyer"? One 

cannot establish a relative size distinction. 

The third characteristic, distance, is when the absolute difference between 

descriptors is known (and may be expressed in units). Order is also given to a 

scale if distance exists. For example, a consumer purchasing three bottles of 

beer purchases two bottles more than the consumer only purchasing one bottle. 

Order can be identified since it is clear that the three-bottle-buyer purchases 

"more than" the one-bottle-buyer and distance can be determined between the 

two buyers (two bottles). 
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The final characteristic is origin, implying that the scale has a unique beginning 

or true zero point. A zero is therefore the origin, for example, for the number of 

bottles of beer consumed. Not all scales used in research are characterised by 

origin, for example "do you agree or disagree with the following statement". The 

researcher can therefore not say, for that specific scale, that the respondent to 

the question has a true zero level of agreement. 

The discussion above should provide sufficient information to form an 

understanding of the importance of measurement and characteristics of scales in 

the research process. The characteristics of scales will be considered when 

deciding which scales to use when designing the questionnaire. The four levels 

of measurement (measurement scale types) are discussed below. 

6.5.1 Measurement scale types 

The four measurement scale types that will now be briefly discussed are nominal 

scales, ordinal scales, interval scales and ratio scales. Showing the 

characteristics of measurement that each type of scale possesses will conclude 

the section. 

Nominal measurement scales are used when objects are assigned to mutually 

exclusive, labelled categories, with no necessary relationship between the 

categories (Aaker & Day, 1990: 273). Nominal scales therefore only use labels 

and contain only the characteristic of description, for example race, gender and 

answers that involve "yes/no" or "agree/disagree" options. 

Ordinal measurement scales are obtained by ranking objects in order with 

regard to some common variable (Aaker & Day, 1990: 273). Burns & Bush 

(1998: 293) add that ordinal scales indicate only relative size differences among 

objects. This type of scale has description and order characteristics but does not 

show how far apart the descriptors are since it does not show distance or origin. 
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6.6.2 Web-site design 

The Web-site was specifically designed with a number of " rules" for successful 

execution of the study in mind and to be compatible with both Microsoft Internet 

Explorer and Netscape Navigator Internet Browsers. These "rules" will briefly be 

discussed to create an understanding for the rationale for doing so. 

The first requirement when designing the questionnaire was that "Internet 

speed" or "download speed" while on the Web-site should be a priority. The 

reason for focusing on the speed element is that respondents might have been 

discouraged to complete the questionnaire, or abandon the questionnaire after 

starting, if the interaction time with the Web-site took too long. The end-result 

from this requirement was that the background design had to be kept simple with 

no elements (for instance graphics or pictures) that would require additional 

downloading time. 

A second requirement was that the responses to questions should be directly 

captured in a database once the questionnaire had been completed in full. 

There were two reasons for this requirement. Firstly, by writing responses to the 

database only once the entire questionnaire had been completed, would ensure 

completeness of all responses. There WOUld, therefore, not be half-completed 

questionnaires (and database entries). The second reason is linked to the first, 

namely that the respondent would not be able to complete a questionnaire partly 

on a number of occasions (Web-sessions), possibly leading to duplications for 

the same respondent. 

The second requirement led to subsequent requirements that the Web-site had 

to meet. Firstly, to ensure that a respondent who had to complete a 

questionnaire through a number of Web-linked sessions, the Web-server 

generated a unique reference number each time an Internet user visited the 

Web-site. The respondent could at any point, while completing the 
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questionnaire, decide to save the responses to questions already provided and 

leave the Web-site or terminate the Internet session. The reference number 

could then be used when the responded re-connected to the Web-site to 

continue with the questionnaire at the pOint at which the previous session was 

terminated. 

Two important considerations for this requirement should be mentioned. Firstly, 

the reference number "protected" the database in the sense that data would only 

be captured once the entire questionnaire had been completed. Secondly, the 

reference tool also acted as encouragement to the respondent to complete the 

questionnaire, since the respondent could simply continue with the questionnaire 

instead of starting again from the beginning. It is important to note why a 

respondent would possibly not complete the questionnaire in one session. One 

possible reason is that the respondent's connection to the Web could have been 

terminated (e.g. a poor connection, a power failure, visitors arriving or call-waiting 

on their telephone line - which would most probably terminate the connection). 

The second requirement also led to the issue of database integrity due to 

capturing only taking place once the questionnaire had been completed. In 

short, capturing in this manner was made possible by writing responses to 

temporary files on the Internet server with a command that once the final 

question had been completed, the system would write the files associated with 

the respondent's responses to the database. The problem that had to be 

addressed, was that respondents could move back to questions (pages on the 

Web-Site) and complete other options not selected before, resulting in a corrupt 

database entry. For example, a respondent could select "have not purchased 

before" and be automatically routed to Section B of the questionnaire. 

After completing the section, the respondent could move back to the main 

"routing question" ("have not purchased before") and select a different option, i.e. 

"have purchased before". The Web-site would automatically route the 
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respondent to Section C to be completed. Since the data, at this point of the 

process, is captured in a temporary file, a final entry in the database once the 

questionnaire had been completed would have shown that the respondent 

indicated a "has purchased before" as well as a "has not purchased before" 

response. This imposed a serious threat to the integrity of the data and the 

decision was made to de-activate the "back" ("previous") option on the entire 

Web-site. 

A third requirement, aimed at ensuring complete database entries, was to ensure 

a question (and all sub-sections thereof) was completed before the system would 

allow the respondent to proceed to the next question. The requirement was met 

by blocking each entry-field for each possible response for each question (with 

the exception of question 19) and writing a programming rule that each question 

and sUb-section had to contain an answer before the respondent would be routed 

to the next question. If an answer was missing. the system would notify the 

respondent by means of a pop-up screen that an answer or sub-section thereof 

had to be completed. 

As mentioned above, question 19 was the exception to the rule. The reasoning 

for excluding this question was that respondents (only applicable to current 

Internet shoppers) had to indicate whether or not they have purchased from a 

category before and from which categories they considered purchasing from in 

the future. If the rule above was used for this question, respondents would have 

had to indicate that they purchased from all categories, which would make the 

findings from this question totally invalid. 

Question 19 did however contain a set of rules applicable to this question only. It 

was considered important, for the purpose of the study, to determine whether or 

not current Internet shoppers who have purchased from a specific category 

before would purchase from the same category again. Respondents, therefore, 

had to indicate for each category from which they have purchased before, 
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whether or not they would purchase from the same category again, will not 

purchase from it again, or were uncertain whether or not they will purchase from 

it again. If the future consideration to the selected category was not indicated, 

the system would notify the respondent by means of a pop-up instruction to 

complete the specific omitted category. The system would route the respondent 

to the next question only once the rule/requirement was adhered to. 

Once the final question had been answered, the Web-server automatically wrote 

a respondent's response to the questionnaire directly to the database. 

6.7 INTERVIEW PROCEDURE 

As indicated earlier, the sample population was reached by means of an e-mail 

that was distributed from a server hosted by ISP "X". The e-mail invited ISP "X" 

(a) and ISP "X" (b) Internet users to participate in the research project and 

mentioned that, by completing the questionnaire in full, they could be eligible to 

win a prize. The e-mail letter (attached in Appendix 8) contained an automatic 

link that, if clicked on, would route the respondent directly to the Web-site (due to 

confidentiality reasons, the Web-site address can not be divulged) where the 

questionnaire was hosted (on the ISP "X" Internet Server). 

Once logged onto the Web-site, the respondent was greeted with an introductory 

message that provided more information than was contained in the e-mail 

message. The central message that a potential respondent should understand 

from reading the introductory page was that participation to the research project 

was totally voluntary and that confidentiality was assured. The need for the 

selected Internet users to understand the conditions of participating in the 

research project was a critical condition set by the ISP "X" database owner (to 

ensure that the rights and privacy of the Internet subscriber is protected). 
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The introductory page also indicated which prizes could be won by participating 

in the research project. It was envisaged that by offering potential respondents 

the opportunity to be rewarded for participating, a greater percentage of the 

users would participate. The prizes, all of which were sponsored by ISP "X", that 

participants to the study could win in a lucky draw were: 10 golf shirts and caps; 

10 LCD telephones and 4 DIVA internal ISDN modems. The prizes were to be 

delivered to the physical addresses of the winners. 

Respondents had a choice after reading the introductory page of the 

questionnaire whether or not they wanted to participate in the research project. If 

they chose to continue (by clicking on the continue button), they would be routed 

to Section A of the questionnaire. If they were not interested and clicked on the 

exit button, they would be routed to the ISP ")(" Internet Web-site. 

Once respondents started completing the questionnaire, they would 

automatically be routed through the Web-site according to their answers to the 

questions. Appendix 7 shows how the automatic branching navigated 

respondents through the Web-site. 

6.8 CODING, EDITING AND TRANSFERRING OF DATA 

Coding involves the process whereby numbers or symbols are assigned to 

answers for analysis purposes (Cooper & Schindler, 2001: 424; Burns & Bush, 

1998: 453 and Sudman & Blair, 1998: 415). Two categories of coding are 

distinguished (Cooper & Schindler, 2001: 424), namely alphanumeric coding 

(when letters are used in combination with numbers and symbols for coding) and 

numeric coding (exclusive use of numbers). Numeric coding was used for the 

study. 

The questionnaire used in the study did not contain any open-ended questions. 

Pre-coding of the questionnaire was therefore done when the questionnaire was 
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developed, ensuring that the answers provided by respondents to questions were 

directly captured in a coded format onto a database. 

The purpose of editing is to detect errors and omissions and to correct them if 

possible (Cooper & Schindler, 2001: 423). The data will be checked to identify 

any possible errors and it will, if possible, be corrected. Any errors detected and 

corrections done will be reported. 

After discussions with the Statistics Department at the University of Pretoria (who 

will analyse the data), it was found that the manner in which the data was 

recorded could not be used as input to the SAS computer statistical package. 

The data was captured in the database, residing on the Web-server, in a "string 

format", i.e. q1_3,q2_3,q3_1 ,q4_3,q5_ 4 etc. For the database to be imported to 

the SAS computer program, the required format should have been as follows: 

I~1 I ~2 I ~31 ~41 ~5 I :!~: I 

where only the actual coded value is reported in the relevant question column. 

Two options could be followed to overcome this obstacle. Firstly, a manual 

process could have been followed where the "string format" data could be 

captured manually in a Microsoft Excel Workbook. Secondly, a computer 

programmer could be approached to write a computer software programme that 

would automatically re-write the "string format" database into a new Microsoft 

Excel Workbook database. From both a time and cost perspective, as well as an 

accuracy perspective (possible errors due to manual intervention), a computer 

software programme was written especially to meet the requirements for further 

analysis of the data. 

The final data file (approximately 5 Meg.) was transferred (through e-mail) from 

the researcher to the Statistics Department at the University of Pretoria. 
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6.9 	 STATISTICAL PROCEDURES AND TECHNIQUES ADOPTED FOR THE 

STUDY 

This section will provide details regarding the manner in which missing 

responses will be dealt with. A detailed discussion will be provided regarding the 

descriptive statistics that will be reported as well as the statistical techniques that 

will be utilised. The SAS computer statistical software package will be used for 

data processing. 

6.9.1 	 Missing responses 

There are many ways of dealing with missing responses/data. Sudman & Blair 

(1998: 455 - 456) suggest two ways: Firstly, if the volume of missing data is 

small enough, it is very unlikely to affect the conclusions from an analysis. The 

best way of handling small volumes of missing data is, therefore, to exclude it 

from the analysis. Secondly, if the volume of missing data is large enough to 

affect the conclusions, the best way of dealing with it is to include it in the results. 

This can be accommodated in two ways. Firstly, the missing data can be 

retained as a separate category and should be reported in the results. Secondly, 

values can be estimated for the missing data by using values from the reported 

responses. 

As discussed in Section 6.6.2, the questionnaire had been designed and posted 

on the Web in such a way that it was very unlikely that any missing responses 

would be received. The predicted lack of missing responses can be attributed to 

the rules written for the Web-site, whereby a response had to be registered for 

each question before a respondent could continue to the next question and 

because the data was only captured once the entire questionnaire had been 

completed. 
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Based on the reason stated above, all data records that contain missing values 

to any question of the questionnaire will be excluded. The treatment of missing 

response will only be adhered to if there is a small number of data records 

containing missing responses. 

6.9.2 Descriptive statistics 

Descriptive statistics involves arranging, summarising and presenting a set of 

data in such a way that the meaningful essentials of the data can be extracted 

and easily interpreted (Keller & Warrack, 2000: 18). A descriptive analysis is 

typically used early in the analysis process and becomes the foundation for 

subsequent analysis (Burns & Bush, 1998: 456). Two types of measures are 

distinguished, namely that of central tendency and measures of dispersion 

(Sudman & Blair, 1998: 456). 

The two groups will briefly be defined, since some of the measures will be used 

when reporting the findings of the study in Chapter 7. 

(a) Measures of central tendency 

The objective of using measures of central tendency is to report a single piece of 

information that describes the most typical response to a question (Burns & 

Busch, 1998: 459 and Sudman & Blair, 1998: 456). Three principal measures of 

central tendency (also called measures of location - Cooper & Schindler, 2001: 

442 and Keller & Warrack, 2000: 90) will be discussed, namely the mean, mode 

and median. 

Page 315 

 
 
 



6 ·h~.~+..... 

(i) The mean 

The mean represents the arithmetic average and is the most common method for 

finding a typical value for a set of numbers (Cooper & Schindler, 2001: 442; 

Burns & Bush, 1998: 461 and Siegel, 1994: 71). The mean represents the sum 

of the observed values divided by the number of observations. The mean is the 

measure of central tendency most frequently used for interval-ratio data (Cooper 

& Schindler, 2001: 442). 

(ii) -rhe mode 

The mode is the value that is observed more 'frequently than any other value 

(Sudman & Blair, 1998: 456). 

(iii) The median 

The median (or halfway point) of a set of observations represents the value that 

falls in the middle when the observations are arranged in order of magnitude 

(Keller & Warrack, 2000: 90 and Siegel, 1997: 65). This value has an equal 

number of observations above and below it (Sudman & Blair, 1998: 456). 

(b) Measures of dispersion 

Measures of dispersion (also called measures of spread or variability) describe 

how scores cluster or scatter in a distribution (Cooper & Schindler, 2001: 443), 

or more simplisticly explained, they depict the ''typical'' difference between values 

in a set of values (Burns & Bush, 1998: 462). Only three measures of dispersion 

will be discussed, namely the variance, standard deviation and the range. 
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(i) The variance 

The variance represents the average squared distance between the values of 

individual observations on some variable and the mean of that variable (Sudman 

& Blair, 1998: 459). 

(ii) The standard deviation 

The standard deviation indicates how far away the average is from the data 

values (Cooper & Schindler, 2001: 443 and Siegel, 1997: 106). 

(iii) The range 

The range represents the difference (distance) between the largest (maximum) 

and smallest (minimum) score (value) in the distribution (set of values) (Cooper & 

Schindler, 2001: 443 and Burns & Bush, 1998: 463). 

6.9.3 Statistical techniques applicable to the study 

To achieve the objectives set for the study and to test the hypotheses stated in 

Chapter 5, a number of statistical techniques will be used. This section will be 

devoted to only those relevant statistical techniques that will be applied. 

A) Factor analysis 

Factor analysis is a procedure that groups variables together in an attempt to 

discover if an underlying combination of the original variables (called a factor) 

can summarise the original set (Cooper & Schindler, 2001: 575 and Sudman & 

Blair, 1998: 547). The objective is therefore to reduce many variables that 

belong together and have overlapping measurement characteristics, to a 

manageable number (Cooper & Schindler, 2001: 591). 
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Two approaches to factor analysis can be used, namely principal factor analysis 

and common factor analysis. Principal factor analysis transforms a set of 

variables into a new set of composite variables or principal components that are 

not correlated with each other (Cooper & Schindler, 2001: 591), aiming to 

develop factors that explain the maximum amount out of the total variance in the 

variables being analysed (Sudman & Blair, 1998: 551). The objective when 

using common factor analysis is to explain the maximum amount out of the 

variance shared in common by the variables in the analysis. Principal factor 

analysis, the most frequently used approach (Cooper & Schindler, 2001: 592), 

will be used in the study. 

Two key descriptive results obtained from factor analysis need clarification, 

namely factor loadings and eigenvalues (Sudman & Blair, 1998: 548). 

Factor loadings represent the correlations between a factor and the individual 

variables being analysed (Aaker & Day, 1990: 547). Each factor will have 

loadings for all the variables being analysed. Variables with loadings with 

absolute values larger than 0.50 are said to "load highly" on a factor and are 

considered to be members of a group of variables identified by the factor. 

The eigenvalue for a factor equals the sum of the squared loadings for all 

variables on that factor. The first factor has the largest eigenvalue since it is 

chosen so as to maximise the sum of squared correlations without any 

constraints. The second factor has the second highest eigenvalue and so on. 

The eigenvalues supply a measure of the percentage of variance in the 

contributing variables that is explained by the factor, while the sum of the 

eigenvalues represents the total amount of variance to be explained in the 

analysis. 
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All factors with eigenvalues values larger than 1.0 will be retained, since an 

eigenvalue of 1.0 is regarded as the amount of variance attributable to a single 

variable, whereas factors with eigenvalues of less than 1.0 are viewed as 

"explaining" less than one variable's worth of variance (Sudman & Blair, 1998: 

549). Factors with eigenvalues less than 1.0 will therefore be dropped from 

further consideration since they will be regarded as non-sjgnificant. 

Factor analysis is often characterised by rotation, used when unrotated factors 

are not enlightened. Researchers hope to find, when rotation is used, some 

pattern in which factors are more heavily loaded on some variables (Cooper & 

Schindler, 2001: 593). Rotation is performed when a rotation scheme (for 

example Varimax) literally rotates the factors so that they become closer to some 

variables and further away from others (Sudman & Blair, 1998: 555). 

Two methods of rotation are distinguished as orthogonal and oblique rotation. 

When using orthogonal rotation, repositioning of factors is subject to a 

constraint that they remain orthogonal (at right angles) to each other, implying 

that the factors have to remain uncorrelated. Oblique rotation, as opposed to 

orthogonal rotation, is not constrained to remain at the right angles, meaning that 

factors can become correlated. 

Varimax as a rotation scheme (orthogonal rotation) is used by the researcher 

since it searches for a set of factor loadings so that each factor has some 

loadings close to zero and some loadings close to -1 or +1. The reason for 

using Varimax is that, due to its application, it makes interpretation easier when 

the variable-factor correlations are close to +1 or -1, indicating a clear 

association between the variable and the factor (Aaker & Day, 1990: 550). 
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C) The chi-square test 

Diamantopoulos & Schlegelmilch (2000: 175) explain that the chi-square test 

should be used when two groups are compared on a variable which is measured 

on a nominal scale. Cooper & Schindler (2001: 499) add by stating that the chi

square (X2) test is used to test for significant differences between observed 

distribution of data among categories and the expected distribution based on the 

null hypothesis. Burns & Bush (1998: 543) provide a more detailed explanation 

by stating that chi-square analysis examines the frequencies for two nominal

scaled variables in a cross-tabulation table to determine whether the variables 

have a non-monotonic relationship. 

The chi-square procedure always starts with the formulation of a statistical null 

hypothesis that the two variables under investigation are not associated (Burns & 

Bush, 1998: 543). Stated Simplistically: Chi-square analysis always begins with 

the assumption that no association exists between the two nominal-scaled 

variables being analysed. 

Of importance to note is that chi-square tests apply to the overall relationship 

between the variables and not for individual differences (Sudman & Blair, 1998: 

479). Using the example in Figure 6.1, a chi-square value calculated would be 

applicable to the relationship between the two variables (marital status and car 

ownership) and not for individual categories, for example married car owners. 

Burns &Bush (1998: 548) provide a cautionary statement when using Chi-square 

values: "... Chi-square value says nothing by itself - you must consider the 

number of degrees of 'freedom in the cross-tabulation table because more 

degrees of freedom are indicative of higher critical chi-square table values for the 

same level of significance". Burns & Bush (1998: 548) continue by explaining 

why this statement is made: ''The logic of this situation stems from the number of 

cells. With more cells, there is more opportunity for departure from the expected 

Page 323 

 
 
 



Chapter 6 

values". (The degree of freedom (DF) is calculated as (R-1)(C-1), where R is 

the number of rows and C is the number of columns - Sudman & Blair, 1998: 

479). 

The discussion above is of extreme importance, since the computer programme 

used when the chi-square values are calculated will also provide the probability 

of the null hypothesis by taking the number of degrees of freedom into account. 

The probability percentage will be key to either accepting or rejecting the 

hypotheses set for the study. 

The discussion on the chi-square test can be closed by stating that a chi-square 

analysis yields the probability that the researcher will find evidence in support of 

the null hypotheses if the study is repeated numerous times with independent 

samples (Burns & Bush, 1998: 548). For example, if a probability of 0.02 is 

found for the null hypothesis, the researcher would be able to conclude that 

evidence to support the null hypothesis will be found only two percent of the time. 

This implies that there is a significant association between the variables, 

resulting in the researcher being able to reject the null hypothesis (keep in mind 

that the null hypothesis states that there is not an association between 

variables). 

6.10 SLIMMARY 

Chapter 6 provided a theoretical perspective on research methodology. The 

researcher indicated how the theory will be applied to conduct the primary 

research component of the study. The chapter indicated how the sampling 

process was followed, provided a discussion on the questionnaire that will be 

used and indicated how the Web-site was deSigned to accommodate the survey 

process that will be followed together with the methods on how the data will be 

collected. Providing a discussion on descriptive statistics and statistical 
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techniques that will be used to interpret the data that will be obtained from 

respondents concluded the chapter. 

The results obtained from the primary research component of the study and the 

interpretation thereof will be discussed in Chapter 7. 
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CHAPTER 7 

RESEARCH RESULTS AND INTERPRETATION 

7.1 IN-rRODUCTION 

Chapter 6 encompassed a detailed discussion on research methodology 

applicable to the empirical research phase of the study. Chapter 7 will document 

the research results and the key findings based on the interpretation of these 

results. 

The chapter will commence by providing details of the realisation rate, where 

after the results obtained will be discussed on a question-by-question basis that 

is based on the research questionnaire (Appendix 9). Questions will be grouped 

together in order to establish a more meaningful discussion. 

The discussion of each question will include descriptive statistics, where after 

statistical techniques will be applied (where necessary) to draw inferences from 

the data. 

Chapter 7 will be concluded by a discussion on the acceptance or rejection of the 

hypotheses formulated for the study (as defined in Chapter 5), based on the main 

findings drawn from the research results. 

7.2 REALISATION RATE 

The sampling process was detailed in Chapter 6. A total of 20 000 Internet users 

formed the sample frame, comprising four different strata. Strata one and two 

each comprised 5 000 ISP "X" (b) Internet users. Stratum one contained ISP "X" 

(b) Internet users who joined ISP "X" between 1 January 2000 and 31 December 

2000, stratum two contained 5 000 users who joined between 1 January 2001 

and 25 November 2001. 
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Both strata three and four each comprised 5 000 ISP "X" (a) Internet users. 

Stratum three contained users who joined ISP "X" between 1 January 1997 and 

31 December 1999, while stratum four was comprised of users who joined ISP 

"X" between 1 January 2001 and 25 November 2001. 

Twenty thousand e-mail messages to invite Internet users to participate in the 

study were distributed to ISP "X" (a) and ISP "X" (b) Internet users on 26 

November 2001. Confirmation was received (from the ISP "X" server) that 

19 996 e-mail messages had been delivered to ISP "X" (a) and ISP "X" (b) 

Internet users. The realisation rate from the sample frame, indicating the 

response rate at nine o'clock in the morning on each business day (lSP "X" 

personnel who assisted the researcher did not work over weekends) for the 

duration of the research project, is shown in Table 7.1. 

TABLE 7.1: REALISATION RATE OF RESPONDENTS 

Date Day Number of 
responses 

Cumulative 
responses 

Cumulative 
response rate 

27 November 2001 Tuesday 554 554 2.77% 
28 November 2001 Wednesday 220 774 3.87% 
29 November 2001 Thursday 71 845 4.23% 
30 November 2001 Friday 58 903 4.52% 
3 December 2001 Monday 82 985 4.93% 
4 December 2001 Tuesday 21 1 006 5.03% 
5 December 2001 Wednesday 11 1 017 5.09% 

It can be noted from Table 7.1 that the research was conducted over a ten day 

period (26 November 2001 - 5 December 2001). The reason why the responses 

were only accepted over a ten day period was based on the realised response 

rate. The responses received steeply declined from the third day of the empirical 

research period. An assumption was therefore made that if an Internet user had 

not reacted to an e-mail within ten days, the probability was very low that a 

meaningful number would respond after ten days. 
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The cumulative realised response rate is therefore 5.09%. It can be speculated 

that three possible reasons attributed to the relative low response rate. The first 

may be that respondents were reluctant to participate in the study due to the 

personal nature thereof (Spam e-mails often received by Internet users lead 

them to believe that their privacy is being invaded, possibly supporting this 

statement). A second possibility is that the main South African holiday season 

begins early December. Consequently, respondents could have been on leave 

and unable to receive e-mails. They may also have been extremely busy during 

this time of year and therefore unwilling to take time to complete the 

questionnaire. Lastly, respondents had to incur a cost (cost associated with time 

spent Online while completing the questionnaire) if they decided to participate in 

the research project. 

Table 7.2 provides an overview of the most important demographic information of 

respondents who partiCipated in the study. It is important to note that the 

percentage of respondents indicated in Table 7.2 refers to the percentage of 

respondents of the specified demographic variable. 

TABLE 7.2: 	 DEMOGRAPHIC VARIABLES OF RESPONDENTS WHO 

PARTICIPATED IN THE STUDY 

Demographic Variable Percentage of 
respondents 

Gender: Male 69.95% 
Female 30.05% 

Age group: Under 35 years 35.32% 
36-50 years 40.20% 
> 51 years and not specified 24.48% 

Household language: Afrikaans 38.90% 
English 56.22% 
Other languages 4.88% 

Gross monthly household 
Income group: 

Less than R 9 999 30.05% 
R 10000-R 19999 31.24% 
R 20 000 and more 30.05% 
Not specified 8.66% 
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Demographic Variable Percentage of 
respondents 

Highest qualification: School only 30.85% 
Diploma 25.17% 
Degree 43.98% 

Geographic location: Smaller towns and cities 20.40% 
Metropolitan cities 79.60% 

Population group: Whites 89.75% 
Other population groups 10.25% 

Marital status: Single 19.60% 
Living together 4.18% 
Married 68.46% 
Other marital status 7.76% 

Active Internet users per 
Household: 

1 34.13% 
2 42.99% 
3 14.53% 
4 6.07% 
More than 4 2.28% 

People per household: 1 8.76% 
2 27.65% 
3 20.30% 
4 26.37% 
More than 4 16.92% 

n = 1 005 

To possibly determine if the findings from this study are representative of the 

total population, the demographic information from another primary research 

study (conducted among Internet users) will be considered. Webchek (1999: 3

9) reported the following demographic information: 

• Gender: 

o Male: 60% 

o Female: 40% 

• Age group 

o Under 34 years: 70% 

o 35-49 years: 18% 

o > 50 years: 12% 
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• Household language 

o Afrikaans: 16% 

o English: 77% 

o Other languages: 7% 

• Household income 

o Less than R 9 999: 28% 

o R 10 000 to R 19999: 38% 

o R 20 000 and more: 21% 

o Refusal/don't know: 13% 

• Highest qualification 

o School only: 33% (including "some university") 

o University completed: 34% 

o Other post-school qualification: 32% 

• Population group 

o White: 85% 

o Other population groups: 15% 

• People per household 

o 1: 9% 

o 2: 16% 

o 3: 22% 

o 4: 31% 

o more than 4: 21 % 

From the demographic information reported in the Webchek study, it can be seen 

that gender, income group, highest qualification, population group and people per 

household correspond to the demographic information reported in this study. It 

could also be seen that language group, although showing a greater difference 

between the two studies, also reports the same trend, where English speaking 

respondents were the greater majority, followed by Afrikaans speaking 

respondents. Respondents speaking other languages represented the minority 

in both studies, were this study reported 4.88% and Webchek 7%. 
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The major difference between the two studies, in terms of demographic 

information, pertains to age groups. It is surmised that the difference is due to 

the methodology followed by Webchek, where respondents were randomly 

recruited via a telephone directory. Basic assumptions were that respondents 

had a personal computer at home, had access to the Web and accessed the 

Web at least one per month. 

Considering the positive relationship between the demographic information, it 

can be concluded that the findings for this study is representative of the South 

African Internet popul,ation who access the Internet from home. 

As stated in Chapter 6, it had to be determined if any of the responses for this 

study were incomplete. After analysing the responses received, it was found that 

12 responses were not fully completed, where parts of either Section A or 

Section D of the questionnaire were missing. 

The researcher approached ISP "X" to discuss the missing data from the 12 

responses. No apparent reason could be found for the missing data and it was 

therefore decided, in accordance with the guidance provided in Chapter 6, to 

discard these 12 responses from further analysis. The research findings will 

therefore be based on 1 005 responses and an effective response rate of 5.03%. 

7.3 EMPIRICAL RESEARCH RESULTS 

The results from the research study will be discussed in this section, focusing on 

descriptive statistics (either graphically or in tabular form) and statistical tests 

performed to determine possible relationships between the various variables. 

Cross-tabulation analyses included in the chapter will only depict frequency data 

(Chapter 6 provided a detailed discussion on the manner in which cross

tabulation analyses are interpreted). Frequency data will be reported together 

with standard deviation values and mean scores, if applicable. The variable 
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numbers (V) ascribed to questions in the questionnaire will be shown and new 

variable numbers (where applicable), re-coded as VV, will be shown together 

with the rationale for deriving new variable numbers. 

It is important to note that it was decided to • for significance testing 

regard an exceedence probability of less than five percent (shown as <0.05) 

as significant. All exceedence probability values of less than five percent 

(i.e. 0.0000 to 0.0499) will therefore be accepted as indicative of a 

relationship between variables. Values equal to or greater than five percent 

(~ 0.05) will be interpreted as being indicative of no relationship between 

variables. 

The discussion will be structured according to the structure of the questionnaire 

(unless otherwise stated), namely Section A (Section 7.3.1), Sections Band C, 

grouped together for discussion purposes, (Section 7.3.2) and Section D (Section 

7.3.3). Section 7.3 will be concluded by reporting on the findings from a logit 

analysis performed for the study. 

7.3.1 Results from Section A of the questionnaire 

Information obtained from Section A of the questionnaire will be used to 

categorise respondents. The categorised information will be used to draw 

comparisons between the different groups of respondents. For example, this 

information will be used to determine if (a) the period of Internet usage or (b) 

whether or not respondents have purchased Online before, significantly influence 

factors which respondents consider prior to purchasing via the Internet. 

(a) Questions 1 and 2 

01: From where do you gain aCcess to the Internet? . 

02: From where do you most frequently access the Internet? 
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Respondents were asked to indicate all the locations at which they access the 

Internet (01) as well as from where they most frequently access the Internet 

(02). The results of these questions are shown in Table 7.3. 

TABLE 7.3: PLACES OF INTERNET ACCESS 

Place of Places of Internet access Most frequent access 
access V Frequency Percentage V Frequency Percentage 
Home V2 917 91.24% V7.1 730 72.64% 
Work V3 491 48.86% V7.2 268 26.66% 
Internet Cafe V4 17 1.69% V7.3 0 0.00% 
Academic 
Institution 

V5 35 3.48% V7.4 5 0.50% 

Other V6 11 1.09% V7.5 2 0.20% 
n = 1 005 

As indicated in Table 7.3, the majority of respondents, when considering all the 

places from where they have access to the Internet, access the Internet from 

home (91.24%) and work (48.86%). Very few respondents indicated that they 

access the Internet from Internet Cafes (1.69%), academic institutions (3.48%) 

and from "other" places (1.09%). The majority of Internet users (99.30%) 

predominantly access the Internet from home (72.64%) and/or work (26.66%). 

(A1) The main finding from question 1 is that 91.24% of respondents who 

participated in the study access the Internet at home and 48.86% at 

work. 

(A2) A main finding derived from question 2 is that 72.64% of respondents 

who participated in the study most frequently access the Internet 

from home and 26.66% most frequently from work. 

(b) Question 3 

03: For how long have you been an Internet user? (considering all the Internet 

Service Providers·you have subscribed to) 

As stated in Chapters 5 and 6, the period of I nternet usage is of extreme 

importance to the study in order to determine whether or not the length of 
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(A4) A main 'finding from Figure 7.1 is that 54.03% of respondents who 

participated in the study have purchased products or services via the 

Internet before, while 45.97% have not purchased Online before. 

Further analysis between the period of Internet usage and whether or not 

respondents have purchased via the Internet before is now possible, since the 

period of Internet usage and the number of Internet shoppers and non-Internet 

shoppers have been reported. 

A cross-tabulation between va (period of Internet usage) and V21 (V21.1 - have 

purchased via the Internet before; V21.2 - have not purchased Online before) 

was performed to determine whether or not a relationship exists between the two 

variables. 

Table 7.5 portrays the results from the cross-tabulation and chi-square analYSiS, 

performed to determine whether or not a relationship exists between the period 

of Internet usage and the decision to purchase via the Internet. 

As discussed in Chapter 6, the chi-square analysis provides the frequency (the 

actual recorded frequency) together with the expected frequency for each cell. 

The analysis also provides the chi-square value for the cell together with a 

number of percentage indicators. 
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The cross-tabulation analysis also indicates the degrees of freedom (OF), chi

square value (calculated for the table and not for a specific cell) and computed 

probability value. 

It can, from the explanation, be derived that the data portrayed in the cross

tabulation table can be calculated by using the frequency (actual number of 

respondents) data. 

Due to the considerable amount of information contained in the cross-tabulation 

table, it was decided to show in further discussions only the "frequency" and 

''total'' figures, since the remainder of the data can be calculated by using this 

information. 

(AS) 	 A main finding that can be derived from Table 7.5 is that as the 

period of Internet usage increases, the percentage of Internet 

shoppers increases (percentage shoppers, per time period, over the 

five specified periods: 20.35%; 37.59%; 48.78%; 56.57% and 72.47%) 

and the percentage of non-Internet shoppers decreases (percentage 

non-shoppers, per time period, over the five periods: 79.65%; 

62.65%; 51.22%; 43.43% and 27.53%). 

Although clear differences can be noted when comparing whether or not 

respondents have purchased via the Internet before when considering the 

different time periods, it is important to determine whether or not the differences 

can be supported statistically. 

The chi-square test was used for significance testing and yielded a value of 

117.60 with an exceedence probability of <0.0001. When applying the decision

rule that an exceedence probability value of <0.05 is an indication of significance, 

it can be concluded that the two variables portrayed in Table 7.5 (V8 and V21) 

are related. 
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Two more main findings can be derived from Table 7.5 and the discussion 

above, namely that: 

(A6) 	 Seventy-two percent (258/356) of respondents who have been using 

the Internet for four years and more have purchased via the Internet 

before, while only 20.35% (23/113) who have been using the Internet 

for less than one year had purchased Online before; and 

(A7) 	 The period of Internet usage significantly influences whether or not 

respondents have purchased products or services via the Internet. 

(d) 	 Questions 13 and 14 

013: Do you consider purchasing productsand/orservices via the Internet in the 

future? 

014: Would you consider to purchase via the Internet if more, non-Internet 

based, South African businesses also offer products and services on the 

Internet? (e.g. Game Stores, OUTsurance, Musica) 

Although questions 13 and 14 formed part of Section B of the questionnaire, the 

results of these questions will be discussed together with the results from Section 

A for the purposes of classifying respondents according to their consideration to 

purchase via the Internet in the future. 

Respondents who indicated that they had not purchased via the Internet before 

(011 - V21.2) were requested to indicate whether or not they considered 

purchasing via the Internet in the future (013). The results of question 13 are 

portrayed in Table 7.6. 
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TABLE 7.6: NON-INTERNET SHOPPERS: CONSIDERATION TO PURCHASE VIA 
THE INTERNET IN THE FUTURE 

Consider purchasing via the 
Internet in the future 

V Frequency Percentage 

Yes V46.1 297 64.29% 
No V46.2 165 35.71% 
Total 462 100% 

(AS) 	 The main finding derived from question 13 is that the majority of 

respondents (64.29%) who have not purchased via the Internet 

before, consider purchasing via the Net in the future. 

Further analysis of the findings will show whether or not there is a relationship 

between the length of time that one is an Internet user and the decision to 

purchase via the Internet in the future. The analysis, portraying findings from a 

cross~tabulation analysis, is shown in Table 7.7. 

TABLE 7.7: 	 RELATIONSHIP BETWEEN NON-INTERNET SHOPPERS 
CONSIDERING TO PURCHASE VIA THE INTERNET AND 
PERIOD OF INTERNET USAGE 

Period of Internet usage Consider purchasing 
via the Internet 

TotalV Yes 
V46.1 

No 
V46.2 

Less than 1 year V8.2 50 40 90 
1 year to less than 2 years V8.3 54 29 83 
2 years to less than 3 years V8.4 67 39 106 
3 years to Jess than 4 years V8.5 58 28 86 
4 years or more V8.6 68 29 97 
Total Frequency 297 165 462 

Percentage 64.29% 35.71% 100% 

Table 7.7 demonstrates that the majority of respondents, across all time periods, 

consider purchasing via the Internet in the future. When comparing the ratio 

between respondents who consider purchasing versus those who don't, with 

specific reference to the period of Internet usage, it can be derived that 

respondents using the Internet for less than one year [55.56% (50/90)] are least 
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inclined to shop on the Internet and those who have been Online for four years 

and more [70.10% (68/97)] are most inclined to shop on the Net in the future. 

As opposed to the findings from the cross-tabulation that compared current 

shoppers to non-shoppers, the cross-tabulation portrayed in Table 7.7 shows no 

linear increase or decrease in either the respondents who consider purchasing or 

those who do not consider purchasing via the Internet in the future when taking 

the specified time periods into consideration. It is therefore important to consider 

the results from a chi-square test to determine whether or not a significant 

difference exists between the two variables. 

The chi-square test performed for Table 7.7 (V8 by V46) resulted in a value of 

5.04 and an exceedence probability of 0.2832. 

It can therefore be concluded that there is no relationship between the period of 

Internet usage (V8) and the intention to purchase via the Internet in the future 

(V46). This conclusion can be drawn on the basis of conSidering the decision

rule whereby a probability value of <0.05 is an indication of significance. 

Three main findings can be drawn form this discussion, namely that: 

(A9) 	 Respondents who have not purchased via the Internet before and 

have been using the Internet for less than one year (55.56%) are 

least likely to purchase Online and those who have been Online for 

four years and more (70.10%) are most likely to purchase via the 

Net in the future; 

(A10) 	 The period of Internet usage does not significantly influence non

Internet shoppers' decision to purchase products and services via 

the Internet in the future; and 

(A11) 	 Eighty-four percent (840 respondents I 1 005 participants in the 

study) of respondents indicated that either they have purchased via 
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the Internet before (543 respondents)(54.03%) or consider 

purchasing via the Internet in the future (297 respondents)(29.55%). 

Those respondents who, after reading question 13, did not consider purchasing 

via the Internet in the future (Q13 - V46.2) were requested to indicate whether or 

not they would consider purchasing via the Internet in the future if more South 

African businesses offered products and services on the Net. Question 14 of the 

questionnaire was posed to respondents (who have not purchased via the 

Internet before - V21.2 - and those who are not considering to purchase in the 

future - V46.2) to determine whether or not they would consider purchasing via 

the Internet if more South African businesses offered products and services on 

the Net (V47). Table 7.8 portrays the findings of question 14, where respondents 

were requested to indicate their willingness to consider purchasing from South 

African businesses on the Net. 

TABLE 7.8: 	 NON-INTERNET SHOPPERS: CONSIDERATION TO PURCHASE VIA 
THE INTERNET IN THE FUTURE IF MORE SOUTH AFRICAN 
BUSINESSES SELL ON THE NET 

Consider purchasing via the 
Internet in the future from 
South African businesses 

V Frequency Percentage 

Yes V47.1 74 44.85% 
No V47.2 91 55.15% 
Total 165 100% 

(A12) 	 A main finding from question 14 (in Table 7.8) is that 44.85% of 

respondents who recorded that they will not purchase in the future, 

would consider purchasing via the Internet if more, non-Internet 

based, South African businesses offer products and services via 

the Net. 

Table 7.9 depicts the findings from a cross-tabulation analysis executed to 

determine whether or not a relationship exists between the period of Internet 

usage and the decision to purchase via the Internet if more South African 

businesses offered products and services via the Net. 
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TABLE 7.9: 	 RELATIONSHIP BETWEEN PERIOD OF INTERNET USAGE AND NON

INTERNET SHOPPERS CONSIDERING TO PURCHASE VIA THE INTERNET 

IF MORE SOUTH AFRICAN BUSINESSES SELL ON THE NET 

Period of Internet Usage Consider purchasing Online if 
more South African businesses 

sell via the Net 
Total 

V 
Yes 

V47.1 
No 

V47.2 
Less than 1 year 8.2 16 24 40 
1 year to less than 2 years 8.3 14 15 29 
2 years to less than 3 years 8.4 16 23 39 
3years to less than 4 years 8.5 15 13 28 
4 years or more 8.6 13 16 29 
Total Frequency 74 91 165 

Percentage 44.85% 55.15% 100% 

From the cross-tabulation analysis it can be observed that a greater percentage 

of respondents across all time periods (with the exception of respondents who 

have been Online for three years to less than four years) indicated that they 

would not consider purchasing via the Internet in the future, irrespective whether 

more South African businesses offered products and services on the Net. 

The chi-square test for significance was performed for Table 7.9 to determine if a 

relationship exists between the period of Internet usage (V8) and the decision to 

purchase via the Net if more South African businesses offered products and 

services Online (V47). The test produced a value of 1.64 and an exceedence 

probability of 0.8026. Applying the decision rule that a probability figure of <0.05 

would be accepted, it can be derived that there is not a relationship between V8 

(period of Internet usage) and V47 (considering to purchase, should more South 

African businesses offer products and services via the Internet). 

Two main findings can be derived from the discussion, namely that: 

(A13) 	 The period of Internet usage does not significantly influence the 

decision to purchase via the Internet if more non-Internet based 

South African businesses offered products and services via the 

Internet. 
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(A14) 	 Almost ninety-one percent (914 respondents 11 005 participants) of 

all respondents indicated that they have purchased via the Internet 

before or that they consider doing so in the future [543 have 

purchased - V21.1 and 371 consider purchasing in the future while 

74 would purchase if more South African businesses offer products 

and services Online - V 47.1, and 297 consider purchasing in the 

future irrespective whether more South African businesses sell 

Online - V46.1]. 

(e) Questions 4, Sa and Sb 

04: How many Internet Service Providers have you subscribed to in the past? 

QSa: For how long are you subscribed to your current Internet Service Provider? 

Q5b: Do you subscribe to more than one Internet Service Provider? 

The findings from questions 4, Sa and 5b are shown in Table 7.10 to Table 7.12. 

TABLE 7.10: 	 NUMBER OF INTERNET SERVICE PROVIDERS 

SUBSCRIBED TO IN THE PAST (Q4) 

Number of ISPs 
subscribed to 

V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

11SP V9.2 499 49.65% 499 49.65% 
21SPs V9.3 327 32.54% 826 82.19% 
31SPs V9.4 126 12.54% 952 94.73% 
41SPs V9.5 32 3.18% 984 97.91% 
5 or more ISPs V9.6 21 2.09% 1 005 100% 

(A1S) 	 A main finding derived from Table 7.10 is that 49.65% of 

respondents have subscribed to only one Internet Service Provider 

(ISP)(V9.2), while 2.09% of respondents have subscribed to five or 

more ISPs (V9.6). 
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TABLE 7.11: PERIOD SUBSCRIBED TO CURRENT ISP (aS) 

Period subscribed to ISP V Freq. Percentage Cumulative 
frequency 

Cumulative 
percentage 

Less than 1 year V10.2 320 31.84% 320 31.84% 
1 year to less than 2 years V10.3 227 22.59% 547 54.43% 
2 years to less than 3 years V10.4 211 21.00% 758 75.42% 
3 years to less than 4 years V10.5 143 14.23% 901 89.65% 
4 years or more V10.6 104 10.35% 1005 100% 

(A16) 	 A main finding illustrated in Table 7.11 is that 75.42% of 

respondents have been subscribed to their current ISP for less than 

three years. 

TABLE 7.12: 	 MULTIPLE SUBSCRIP1'ONS TO INTERNET SERVICE 

PROVIDERS (05a) 

Subscribe to more 
than one ISP 

V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

Yes V11.1 141 14.03% 141 14.03% 
No V11.2 864 85.97% 1005 100% 

(A17) 	 The main finding from Table 7.12 is that 85.97% of respondents 

currently subscribe to only one ISP (V11.2). 

(f) Question 6 

Respondents were requested to indicate the extent to which they agreed or 

disagreed (where a rating of "1" represented ''totally agree" and a rating of "7" 

represented "totally disagree") with statements concerning views regarding the 

Internet. The responses, expressed as mean scores, are indicated in Table 7.13. 

Table 7.13 also shows the probability values that realised from a two-sample t

test that was performed to determine if there is a significant difference between 

Internet shoppers and non-shoppers with regard to their views of the Internet. 

Page 345 

 
 
 



TABLE 713' VIEWS REGARDING THE INTERNET . . 
Statement V Mean Standard 

deviation 
Probability 

value 
I view the Internet as a general information 
source 

V12 1.89 1.21 0.0401 

I view the Internet as a specific source of 
product and service related information 

V13 2.56 1.51 0.0158 

I view the Internet as a communication tool V14 1.76 1.16 0.1971 
I view the Internet as a buying channel V15 4.52 1.83 0.4067 
I view the Internet as an entertainment 
medium 

V16 3.94 1.93 0.3117 

n = 1 005 

It should be noted that, according to Diamantopoulos & Schlegelmilc (2000: 184), 

the two-sample t-test is used to compare means of two groups (in this case 

Internet shoppers and non-shoppers). Dillon, Madden & Firtle (1987: 469) add 

that the t-test is the most commonly used approach to test whether the observed 

means from two independent samples differ enough to conclude that the 

populations are statistically different. 

Four main findings can be derived from Table 7.13, namely that: 

(A18) 	 Viewing the Internet as a communication tool (V14) was the view 

most agreed with as shown by a mean value of 1.76. Respondents 

least agreed with the view that the Internet can be regarded as a 

buying channel (V15 - mean score of 4.52); 

(A19) 	 The standard deviation for the statement that the Internet can be 

viewed as a communication tool (V14) was the lowest (1.16) for all 

the statements, leading to the conclusion that respondents were 

most homogeneous on the view that the Internet can be viewed as a 

communication medium. Viewing the Internet as an entertainment 

medium (V16) had the highest standard deviation (1.93), indicating 

that responses to the view that the Internet can be seen as an 

entertainment medium were most heterogeneous; 
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(A20) 	 From the probability values (considering the decision-rule that a 

value of <0.05 will be regarded as significant) it can be derived that 

Internet shoppers differ significantly from non-shoppers when 

viewing the Net as a general information source (V12)(probability 

value of 0.0401) and as specific source of product and service 

related information (V13)(probability value of 0.0158); and 

(A21) 	 There is not a significant difference between Internet shoppers and 

non-shoppers with regard to viewing the Internet as a 

communication tool (V14)(probability value of 0.1971), as a buying 

channel (V15)(probability value of 0.4067) and as an entertainment 

medium (V16)(probability value of 0.3117). 

(g) Questions 7, 8, 9 and 10 

07. 	 Do you use Internet banking? 

08. Are you considering using Internet banking facilities in the future? 

09. 	 For how long have you been using Internet banking? 

010. 	 How frequently do you/do you think you will use Internet banking? 

Questions 7 to 10 of the questionnaire were aimed at determining respondents' 

Internet banking activities. The findings from these questions can be viewed in 

Tables 7.14 to 7.17. 

TABLE 7.14: USAGE OF INTERNET BANKING SERVICES (Q7) 

Status of Internet banking usage V Frequency Percentage 
Currently use Internet banking services V17.1 664 66.07% 
Don't use Internet banking service V17.2 341 33.93% 
Total 1 005 100% 

(A22) 	 The main finding deduced from question 7 (V17) is that 66.07% of 

respondents who participated in the study use Internet banking 

services (V17.1). 
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TABLE 7.15: POTENTIAL FUTURE INTERNET BANKING USERS (QS) 

Status of Internet banking usage V Frequency Percentage 
Consider using Internet banking V18.1 223 65.40% 
Don't consider using Internet banking V18.2 118 34.60% 
Total 341 100% 

(A23) 	 The main finding from Table 7.15 is that 65.40% of respondents who 

do not use Internet banking services, are considering making use 

thereof in the future. 

TABLE 7.16: 	 PERIOD USING INTERNET BANKING SERVICES (Q9) 
Period V Freq. Percentage Cumulative 

frequency 
Cumulative 
percentage 

Less than 1 year V19.2 204 30.72% 204 30.72% 
1 year to less than 2 years V19.3 193 29.07% 397 59.79% 
2 years to less than 3 years V19.4 141 21.23% 538 81.02% 
3 years to less than 4 years V19.5 61 9.19% 599 90.21% 
4 years or more V19.6 65 9.79% 664 100% 

Two main findings can be derived from Table 7.16 namely, that: 

(A24) 	 Thirty-one percent of respondents who have been using Internet 

banking services, have been using it for less than one year; 

(A2S) 	 Eighty-one percent of respondents have been using Internet 

banking services for less than three years. 

The findings of question 10, shown in Table 7.17, represent a combination of 

results from current Internet banking users as well as respondents who are 

considering using Internet banking services in the future. 

TABLE 7.17: 	 FREQUENCY OF USE/CONSIDER TO USE INTERNET 
BANKING SERVICES (Q10) 

Period V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

Daily V20.1 213 23.99% 213 23.99% 
Weekly V20.2 445 50.11% 658 74.10% 
Monthly V20.3 225 25.34% 883 99.44% 
Annually V20.4 5 0.56% 888 100% 
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(A26) 	 A main finding derived from Table 7.17 is that 23.99% of 

respondents use or consider using Internet banking services daily 

(V20.1), 50.11% weekly (V20.2), 25.34% monthly (V20.3) and 0.56% 

annually (V20.4). 

Although Internet banking services are not portrayed in either the objectives or 

hypotheses of this study. it represents a main product and service category (and 

Internet activity - 66.07% of respondents participating in the study use Internet 

banking services and an additional 65.40% of current non-Internet banking users 

consider doing so in the future) and warrants further analysis. 

It will therefore be determined whether or not there are relationships between 

Internet banking services and other variables used in the study. Firstly a cross

tabulation analysis will be conducted to determine whether or not a relationship 

exists between Internet banking services and whether or not respondents have 

purchased via the Net. Secondly, a cross-tabulation analysis will be used to 

determine whether or not there is a relationship between the length of time using 

Online banking services and whether or not respondents purchase Online. 

TABLE 7.18: 	 RELATIONSHIP BETWEEN INTERNET BANKING USERS 

AND INTERNET SHOPPERS 

Use Internet Banking 
Services 

Purchase via the 
Internet 

TotalV Yes 
V21.1 

No 
V21.2 

Yes V17.1 418 246 664 
No V17.2 125 216 341 
Total Frequency 543 462 1 005 

Percentage 54.03% 45.97% 100% 

It can be derived from Table 7.18 that the cell containing the most respondents 

[41.59% (418/1 005)] represents those who use Internet banking services and 

have also purchased products or services via the Internet before. It can also be 

derived that 21.49% (216/1 005) of respondents neither use Internet banking 
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services nor do they shop Online. The remainder of the respondents [36.92% 

(371/1 005)] either use Internet banking services but don't purchase Online 

[24.48% (246/1 005)] or don't use Online banking but purchase via the Internet 

[12.44% (125/1 005)]. 

The chi-square test for significance was performed for Table 7.18 {V17 by V21} 

and yielded a value of 62.72, resulting in an exceedence probability of <0.0001. 

It can be concluded that there is a relationship between Internet banking services 

and the decision to purchase via the Internet. 

Four main findings can be derived from the discuSSion, namely that: 

(A27) 	 The majority of respondents (41.59%) who use Internet banking 

services also shop Online (418/1005); 

(A28) 	 More than 24% (246/1005) of respondents use Internet banking 

services but don't purchase Online and 12.44% (125/1005) shop on 

the Net but don't use Internet banking; 

(A29) 	 More than 21 % (216/1005) of respondents neither use Internet 

banking services nor do they shop Online; and 

(A30) 	 The use of Internet banking services significantly influences 

whether or not respondents have purchased products or services 

via the Internet before. 

The findings 'from a cross-tabulation analysis, shown in Table 7.19, will be used 

to determine whether there is a relationship between the period using Internet 

banking services and whether or not respondents have purchased via the 

Internet before. 
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TABLE 7.19: RELATIONSHIP BETWEEN THE DECISION TO PURCHASE VIA THE 
INTERNET AND PERIOD USING INTERNET BANKING SERVICES 

Period using Internet 
banking services 

Purchase via the 
Internet 

TotalV Yes 
V21.1 

No 
V21.2 

Less than 1 year V19.2 87 117 204 
1 year to less than 2 years V19.3 126 67 193 
2 years to less than 3 years V19.4 105 36 141 
3 years to less than 4 years V19.5 48 13 61 
4 years or more V19.6 52 13 65 
Total Frequency 418 246 664 

Percentage 62.95% 37.05% 100% 

A deduction from Table 7.19 is that the greatest percentage of respondents who 

have been using Internet banking services, and do not purchase via the Internet 

[17.62% (117/664)], have been using Internet banking services for less than one 

year (V19.2). 

For all other time periods, there are more respondents who use Internet banking 

services that have also purchased Online than there are non-shoppers. The ratio 

between Internet shoppers and non-shoppers, when considering the period using 

Internet banking services, are (percentage of shoppers indicated first): one year 

to less than two years [65.28% (126/193) vs. 34.72% (67/193)]; two years to less 

than three years [74.47% (105/141) as opposed to 24.53% (36/141)]; three years 

to less than four years [78.69% (48/61) vs. 21.31% (13/61)] and four years and 

more [80% (52/65) compared to 20% (13/65)]. 

It is clear that as the period of time that respondents have used Internet banking 

services increases, the percentage of respondents who have purchased via the 

Net becomes greater. Although there seems to be a relationship between the 

two variables, it is important to test if such a relationship is statistically signi'ficant. 

The chi-square test for significance was performed, rendering a value of 59.97 

and a resulting exceedence probability of <0.0001. It can be derived, based on 
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the decision-rule, that a relationship exists between the period using Internet 

banking services and whether or not respondents have purchased Online. 

Three main findings can be derived from the discussion, namely that: 

(A31) 	 As the period of using Internet banking services increases, the 

percentage of respondents who use Online banking services and 

purchase via the Net increases; 

(A32) 	 Eighty percent (52/65) of respondents who have been using Online 

banking services for four years and more, have also purchased via 

the Internet before; and 

(A33) 	 The period of time using Internet banking services significantly 

influences whether or not respondents have purchased products 

and services via the Internet before. 

7.3.2 Results from Sections Band C of the questionnaire 

Section B of the questionnaire was directed at respondents who had not 

purchased products or services via the Internet before, while Section C had to be 

completed by respondents who had previously purchased Online. 

Since many of the findings from non-shoppers will be compared (and statistically 

tested) with data of Internet shoppers, the discussion in this section will cover 

frequency data and resulting statistical tests based on findings from questions 

pertaining to Sections Band C of the questionnaire. 

(a) Questions 12 and 18 

Q12 and Q18: Please indicate how important the factors listed below are to you 

when deciding whether or not to purchase via the Internet? 

Question 12 was applicable to non-Internet shoppers only. By listing 24 

statements that respondents had to rate on the importance thereof when 
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deciding to purchase via the Net, it was attempted to determine whether there 

were any underlying factors that respondents, who do not purchase Online, 

consider when deciding whether to purchase on the Internet. 

The same question and statements were listed in question 18 for Internet 

shoppers. By using factor analyses, it was attempted to determine if there are 

differences between Internet shoppers and non-shoppers regarding the factors 

they consider when deciding whether or not to purchase via the Internet. 

The factor analyses will be discussed once the realised mean values for each of 

the 24 statements, for both Internet shoppers and non-shoppers, are determined 

and discussed. 

Table 7.20 provides the mean values and standard deviations recorded for 

questions 12 and 18. It should be noted that a rating of "1" was regarded as 

"extremely important" and a rating of "7" as "not important at all". In addition, 

Table 7.20 provides the probability values derived from applying t-tests to 

determine if significant differences exist between Internet shoppers and non

shoppers when considering the importance of the 24 statements, reflecting 

Internet users' considerations prior to purchasing Online. 

The four statements that were rated as most important (based on the lowest 

mean scores) by non-Internet shoppers when deciding whether or not to 

purchase Online are: implications of providing credit card details (V24)(mean 

score of 1.38); how secure Internet payment methods are (V45)(mean score of 

1.44); credibility of the seller(V25)(mean score of 1.55) and after-sales service 

(V37)(mean score of 1.65). The four least important considerations by non

shoppers were: don't have a credit card (V44)(mean score of 4.33); safety of 

shopping from home (V40)(mean score of 3.50); ease of purchasing via the 

Internet (V43)(mean score of 3.10) and convenience of purchasing from home 

(V42)(mean score of 3.09). 
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TABLE 7.20: MEAN SCORES FOR STATEMENTS CONSIDERED WHEN 
DECIDING WHETHER OR NOT TO PURCHASE ONLINE 

Statement Non-Internet shoppers 
(n = 462) 

Internet shoppers 
(n = 543)· 

Probability 
value 

V Mean Standard 
deviation 

V Mean Standard 
deviation 

The possible invasion of my privacy V22 1.75 1.43 V125 2.01 1.55 0.0067 
Providing my personal information to 
others 

V23 1.66 1.31 V126 1.92 1.49 0.0037 

Implications of providing my credit card 
details 

V24 1.38 1.15 V127 1.54 1.19 0.0265 

Credibility of the seller V25 1.55 1.07 V128 1.51 1.01 0.5647 
Concerned that goods purchased via 
the Internet will not be received 

V26 2.02 1.34 V129 2.48 1.48 0.0000 

Goods may be damaged while shipped 
(in transit) or when delivered 

V27 2.43 1.61 V130 2.99 1.63 0.0000 

The price of products or services 
offered via the Internet 

V28 2.69 1.64 V131 2.55 1.53 0.1513 

Brand name of products or services 
offered via the Internet 

V29 2.82 1.72 V132 2.86 1.58 0.7494 

Additional cost associated with 
purchasing via the Internet (e.g.) 
delivery/shipping costs; insurance 
costs, import taxes, etc 

V30 2.26 1.54 V133 2.53 1.61 0.0065 

The availability of prices on Internet 
sites 

V31 2.27 1.52 V134 1.63 1.05 0.0000 

Guarantees offered by Internet sellers V32 1.71 1.05 V135 1.78 1.12 0.2887 
Exchange/returns policies offered by 
Internet sellers 

V33 1.80 1.28 V136 1.81 1.18 0.8966 

Ability to understand how to use the 
Internet/purchase via the Internet 

V34 2.45 1.84 V137 2.50 1.70 0.6248 

Importance of "touching and feeling" 
products prior to purchase 

V35 2.59 1.76 V138 3.69 1.64 0.0000 

The range of products/services offered 
from individual sellers on the Internet 

V36 2.69 1.68 V139 2.72 1.46 0.7730 

After sales service V37 1.65 1.20 V140 1.94 1.35 0.0003 
Personallindividual attention V38 2.60 1.76 V141 3.12 1.75 0.0000 
The time between purchasing and 
receivinQ Qoods 

V39 2.24 1.46 V142 2.20 1.31 0.6099 

Safety of purchasing from home (Le. 
don't have to visit shopping malls and 
possibly be a victim of crime) 

V40 3.50 2.08 V143 3.55 2.06 0.6765 

Knowledge of the seller V41 2.18 1.47 V144 2.42 1.46 0.0107 
Convenience of purchasing from home V42 3.09 1.91 V145 2.36 1.53 0.0000 
Ease of purchasing via the Internet V43 3.10 1.90 V146 2.22 1.40 0.0000 
Don't have a credit card V44 4.33 2.53 V147 4.88 2.33 0.0003 
How secure Internet payment 
methods are 

V45 1.44 1.10 V148 1.58 1.21 0.0659 

The four most important considerations by Internet shoppers when deciding to 

purchase via the Internet are: credibility of the seller (V128}(mean score of 1.51); 

implications of providing credit card details (V127)(mean score of 1.54); how 
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secure Internet payment methods are (V148)(mean score of 1.58) and availability 

of prices on Internet sites (V134)(mean score of 1.63). The three most important 

considerations of non-shoppers are shared with shoppers namely: implications of 

providing credit card details; credibility of the seller; and how secure Internet 

payment methods are - with only the fourth being different. 

The four least important considerations by Internet shoppers were: don't have a 

credit card (V147)(mean score of 4.88); importance of ''touching and feeling" 

products prior to purchase (V138)(mean score of 3.69); safety of purchasing from 

home (V143)(mean score of 3.55) and personal/individual attention (V141)(mean 

score of 3.12). Both Internet shoppers and non-shoppers agreed on two of the 

four least important considerations, namely don't have a credit card and safety of 

shopping from home. 

From the standard deviation values listed in Table 7.20, it can be seen that non

shoppers were most homogeneous (based on a standard deviation of 1.05) with 

V32 (guarantees offered by Internet sellers). Non-shoppers were most 

heterogeneous (standard deviation of 2.53) with V44 (don't have a credit card), 

followed by V40 (safety of purchasing from home) with a standard deviation of 

2.08. Internet shoppers were most homogeneous regarding V128 (credibility of 

the seller) with a standard deviation of 1.01. Internet shoppers were, as with 

non-shoppers, most heterogeneous with the statement: "don't have a credit card" 

(V147) with a standard deviation of 2.33 and V143 (safety of purchasing from 

home) with a standard deviation of 2.06. 

From Table 7.20 it can also be seen that, with the exception of six listed 

statements, non-Internet shoppers rated most of the statements as being of 

greater importance to them than respondents who have purchased via the Net 

before. The six exceptions are: credibility of the seller (V25); the price of 

products or services offered on the Net (V28); the availability of prices on Internet 

sites (V31); the time between purchasing and receiving goods (V39); 
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convenience of purchasing 'from home (V42) and ease of purchasing via the 

Internet (V43). 

Table 7.20 also reveals two differences between shoppers and non-shoppers 

regarding the importance of the listed statements. The first difference is that 

respondents who have purchased Online before, consider the ease of 

purchasing via the Internet far more important than non-shoppers 

(V146N43)(mean value of 2.22 compared to 3.10). The second difference is that 

Internet shoppers rate ''touching and feeling" products prior to purchase far less 

important than non-shoppers (V138N3S)(mean value of 3.69 compared to 2.S9). 

Although there seems to be differences between Internet shoppers and non

shoppers when considering whether or not to purchase via the Internet, it is 

important to consider the probability values (shown in Table 7.20) to determine 

whether or not the differences are statistically significant. 

Considering the decision rule, whereby probability values < O.OS will be regarded 

as significant, it can be concluded from Table 7.20 that, with the exception of 

nine statements, there is a significant difference between Internet shoppers and 

non-shoppers when considering the importance of the 24 listed statements that 

these users consider when deciding to purchase via the Net. 

The nine exceptions are: credibility of the seller (V2SN128); the price of products 

or services offered via the Internet (V28N131); brand name of products or 

services offered via the Internet (V29N132); guarantees offered by Internet 

sellers (V32JV13S); exchange/return policies offered by Internet sellers 

(V33N136); ability to understand how to use the Internet/purchase via the 

Internet (V34N137); the range of products/services offered from individual sellers 

on the Internet (V36/V139); the time between purchasing and receiving goods 

(V39/V142) and safety of purchasing from home (Le. don't have to visit shopping 

malls and possibly be a victim of crime)(V40/V143). 
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Although the findings above highlight significant differences between Internet 

shoppers and non-shoppers for specific statements, it is important to consider 

the t-test results when all the statements are considered. The exceedence 

probability value from the t-test, when considering all 24 statements, is 0.0000. 

(BC1) 	 The main finding from the test for significance is that there is a 

significant difference between the statements Internet shoppers and 

non-shoppers consider when deciding whether or not to purchase 

products and services via the Internet. 

ConSidering the significant difference, the remainder of Section 7.3.2 (a) will be 

devoted to factor analyses performed to determine the underlying factors Internet 

shoppers and non-shoppers ,as well as the factors Internet shoppers across all 

time periods, consider when deciding whether or not to purchase via the Internet. 

Principal factor analysis was used to conduct the analyses and the Varimax 

method of rotation was applied. As stated in Chapter 6, only factors with 

eigenvalues greater than one were extracted. The labelling of factors identified 

through factor analysis requires a judgement on the part of the researcher, 

therefore introducing a measure of subjectivity to the interpretation of any factor 

analysis. It is therefore important to decide which factor loadings are to be 

considered and which not, when conducting the analysis. 

Chapter 6 indicated that factor loadings greater than 0.35 can be considered 

when conducting a factor analysis. In an attempt to reduce the subjectivity 

associated with factor analysis, it was decided that only factor loadings equal to 

or greater than 0.50 will be considered to determine the underlying factors. 

When discussing the results from the factor analyses, the computed Cronbach's 

alpha values will be reported. Cronbach's alpha (or coefficient alpha) represents 

a measure of internal consistency reliability (Malhotra, 1996: 305) and its value 

varies between 0 and equal to 1, with higher numbers indicating greater reliability 

(8agozzi, 1994: 18). For exploratory research a Cronbach's alpha greater than 
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0.60 is desired, although values greater than 0.70 is preferred (Bagozzi, 1994: 

18). It should also be noted that a Cronbach's alpha value of 0.60 or less 

generally indicates unsatisfactory internal consistency reliability (Malhotra, 1996: 

305). Based on the theoretical perspective, in this study a Cronbach's alpha 

greater than 0.70 will be considered as an indication of internal consistency 

reli ability. 

Since Section B of the questionnaire was directed at non-Internet shoppers, it 

was decided that factors identified for non-Internet shoppers will be labelled "B". 

The factors identified for Internet shoppers will be labelled "C" (Section C of the 

questionnaire was applicable to respondents who have purchased Online 

before). 

It should be noted that it was decided to categorise the 24 listed statements used 

to conduct the factor analyses with the stages of the consumer decision-making 

process. By doing so, it will be determined if the factors (or at least statements) 

can be linked to some of the decision-making stages. Each table pertaining to 

factor analyses will indicate (in a column labelled as Dec. stage) the stage of the 

decision-making process that can be associated with each statement. Although 

being subjective, it was decided to categorise the 24 statements with the stages 

of the decision-making process discussed in Chapter 3. The legend ascribed to 

the decision-making stages, identified for the 24 statements, are: search (S); 

pre-purchase alternative evaluation (PP); purchase (P) and post-purchase 

evaluation (PE). It will be noted that need recognition is not covered by the 24 

statements and will therefore be excluded from the legend. 

(i) Factor analysis results for non~lnternet shoppers 

Table 7.21 depicts the rotated factor matrix for the 24 statements that non

Internet shoppers consider when deciding whether or not to purchase via the 

Internet. 
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TABLE 7.21: ROTATED FACTOR MATRIX FOR NON-INTERNET SHOPPERS 


Statement Dec. 
stage 

V Factor 
81 82 83 

The possible invasion of my privacy S&P V22 0.14 0.01 0.67 
Providing my personal information to others S&P V23 0.13 -0.03 0.76 
Implications of providing my credit card 
details 

P V24 0.08 0.07 0.70 

Credibility of the seller PP V25 0.34 0.09 0.38 
Concerned that goods purchased via the 
Internet will not be received 

P V26 0.51 0.07 0.25 

Goods may be damaged while shipped (in 
transit) or when delivered 

P V27 0.62 0.13 0.15 

The price of products or services offered via 
the Internet 

PP V28 0.59 0.18 0.04 

Brand name of products or services offered 
via the Internet 

S&PP V29 0;62 0.19 0.10 

Additional cost associated with purchasing 
via the Internet (e.g.) delivery/shipping 
costs; insurance costs, import taxes, etc 

PP 
V30 0.64 0.15 0.02 

The availability of prices on Internet sites PP V31 0.61 0.20 0.08 
Guarantees offered by Internet sellers PP&PE V32 0;65 0.14 0.17 
Exchange/return policies offered by Internet 
sellers 

PP&PE V33 0.66 0.13 0.19 

Ability to understand how to use the 
Internet/purchase via the Internet 

S V34 0.46 0.18 0.12 

Importance of ''touching and feeling" 
products prior to purchase 

PP V35 0.34 -0.04 0.23 

The range of products/services offered from 
individual sellers on the Internet 

PP V36 0.49 0.35 0.10 

After sales service PP&PE V37 0.52 0.21 0.23 
Personal/individual attention PP&PE V38 0.37 0.26 0.25 
The time between purchasing and receiving 
Qoods 

PP&PE V39 0.54 0.30 0.21 

Safety of purchasing from home (Le. don't 
have to visit shopping malls and possibly be 
a victim of crime) 

PP&P V40 0.26 0.67 0.06 

Knowledge of the seller S&PP V41 0.39 0.31 0.20 
Convenience of purchasinQ from home PP&P V42 0.11 0.95 0.03 
Ease of purchasing via the Internet PP&P V43 0.20 0.86 0.04 
Don't have a credit card PP V44 0.18 0.32 0.21 
How secure Internet payment methods are P V45 0.16 0.14 0.48 
Eigenvalues 6.81 1.88 1.27 
Percentage of variance 55.47% 15.82% 10.54% 
Cumulative percentage 55.47% 71.29% 81.83% 

n =462 (Legend: S =Search; PP = Pre-purchase alternative evaluation; P = Purchase; and 

PE = Post-purchase alternative evaluation) 
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Cronbach's alpha computed for the instrument items of the factor analysis is 

0.896, indicating a relatively high internal consistency reliability. 

Three factors (labelled 81 to 83), applicable to respondents who have not 

purchased Online before, were identified in Table 7.21. Factor 81 comprised 

nine, 82 and 83 three variables respectively. The realised eigenvalues for 

factors 81, 82 and 83 were 6.81; 1.88; and 1.27 respectively. 

The percentage of variance explained by each factor is shown as 55.47% for 

factor 81; 15.82% for factor 82 and 10.54% for factor 83. Of particular 

importance is that the cumulative percentage (providing a summary measure that 

shows how much of the total variance is explained in the relationships between 

the 24 variables) explained by the three factors amounts to 81.83%, which is 

considered acceptable for the purpose of factor analysis. 

Factor identification 

As mentioned above, three factors were identified in Table 7.21 for non-Internet 

shoppers. The three factors will be analysed and discussed in more detail below. 

Factor 81 

. dth fll . blFactor 81 comprise e 0 oWing mne varia es: 
Statement Dec. 

stage 
V Loading 

Exchange/return policies offered by Internet sellers PP&PE V33 0.66 
Guarantees offered by Internet sellers PP&PE V32 0.65 
Additional cost associated with purchasing via the Internet (e.g.) 
delivery/shipping costs; insurance costs, import taxes, etc 

PP V30 0.64 

Brand name of products or services offered via the Internet S&PP V29 0.62 
Goods may be damaged while shipped (in transit) or when 
delivered 

P V27 0.62 

The availability of prices on Internet sites PP V31 0.61 
The price of products or services offered via the Internet PP V28 0.59 
The time between purchasing and receiving goods PP&PE V39 0.54 
After sales service PP&PE V37 0.52 
Concerned that goods purchased via the Internet will not be 
received 

P V26 0.51 

(Legend: S = Search; PP Pre-purchase alternative evaluation; P Purchase; and PE = Post
purchase alternative evaluation) 
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It seems as though a number of variables listed for factor B1 can be grouped 

together. Firstly, exchange/return policies (V33), guarantees offered (V32) and 

after sales service (V37) are indicative, as highlighted by the decision-making 

stages, of pre-purchase evaluations of after-sales support offered by Internet 

sellers. 

Secondly, the time between purchasing and receiving goods (V39), the fact that 

goods may be damaged while shipped (in transit) or when delivered (V27) and 

concerns that goods purchased via the Internet will not be received (V26) can be 

grouped under concerns regarding the delivery of purchased goods. 

Thirdly, the price of products or services offered (V28), additional cost associated 

with purchasing via the Net (V30) and the availability of prices on Internet sites 

(V31) can be grouped under pre-purchase evaluation of costs associated with 

Internet purchases. 

It is therefore suggested that factor B1 comprises three underlying concepts, 

namely pre-purchase evaluation of after-sales support offered by Internet sellers 

(V32, V33 and V37), concerns regarding the delivery of purchased goods (V39 

and V27) and pre-purchase evaluation of costs associated with Internet 

purchases (V28, V29, V30 and V31). The brand name of products and services 

(V29) most probably represents the search for and evaluation of brands offered 

Online. 

It is the convention to label factors with a collective word/so In this study the 

results indicate that aspects loading as factors are ostensibly diverse. It has 

therefore been decided to use a descriptor instead of a label containing aU the 

aspects. This will prevent "losing" important aspects under an "umbrella" label. 

The descriptor will include the pre-dominant stage in the consumer decision

making process as well as the relevant aspects in the loading. 
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Descriptor: Factor 81 

Considering the underlying concepts, factor 81 (and relevant statements) is 

predominantly in the pre-purchase evaluation stage of the consumer 

decision-making process and consists of the following aspects: brands 

and after-sales support offered by Internet sellers, concerns regarding the 

delivery of purchases and costs associated with Internet purchases. 

Factor 82 

Factor B2 cont'alned three vana. bles, namely: 
Statement Dec. 

stage 
V Loading 

Convenience of purchasing from home PP&P V42 0.95 
Ease of purchasing via the Internet PP&P V43 0.86 
Safety of purchasing from home (Le. don't have to 
visit shopping malls and possibly be a victim of crime) 

PP&P V40 0.67 

(Legend: PP = Pre-purchase alternative evaluation; P = Purchase) 

As opposed to the nine variables identified for factor B 1, factor B2 comprises 

only three variables. Both variables V40 and V42 (safety of purchasing from 

home and convenience of purchasing from home) bring the home as central 

focus point while V43 focuses on the ease of purchasing via the Internet. 

Descriptor: Factor 82 

Considering the three identified variables (together with the decision-stages), 

factor 82 (and relevant statements) is predominantly in the pre-purchase 

evaluation and purchase stages of the decision-making process and 

consist of the following aspects: the safety, ease and convenience of 

purchasing from home. 

Factor 83 


The following variables constitute factor B3: 
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Statement Dec. 
stage 

V Loading 

Providing my personal information to others S&P V23 0.76 
Implications of providing my credit card details p V24 0.70 
The possible invasion of my privacy S&P V22 0.67 
(Legend: S Search; P = Purchase) 

As with factor 82, factor 83 identified three variables, namely V23, V24 and V22. 

The three variables clearly indicate concerns regarding divulging personal 

information and credit card details and invasion of privacy, possibly applicable 

with search and purchase activities in the indicated decision-stages. 

Descriptor: Factor B3 

Factor B3 (and relevant statements) is predominantly in the search and 

purchase stages of the decision-making process and consists of the 

following aspects: privacy and security concerns in the search and 

purchase decision-making stages. 

From the previous discussion Table 7.22 below summarises the factors identified 

for respondents who have not previously purchased via the Internet. 

TABLE 7.22: FACTORS APPLICABLE TO NON-INTERNET SHOPPERS 

Descriptor Percentage 
of variance 

Cumulative 
percentage 

Factor B1 is predominant of the pre-purchase evaluation 
stage of the consumer decision-making process and 
consists of the following aspects: brands and after-sales 
support offered by Internet sellers, concerns regarding the 
delivery of purchases and costs associated with Internet 
purchases 

55.47% 55.47% 

Factor B2 is predominant of the pre-purchase evaluation 
and purchase stages of the decision-making process and 
consist of the following aspects: the safety, ease and 
convenience of purchasing from home 

15.82% 71.29% 

Factor B3 is predominant of the search and purchase 
stages of the decision-making process and consist of the 
following aspects: privacy and security concerns in the 
search and purchase decision-making stages 

10.54% 81.83% 
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As can be seen from Table 7.22, the three factors identified for non-Internet 

shoppers when deciding whether or not to purchase via the Internet explained 

81.93% of the total variance for the 24 variables. 

(BC2) 	 The main finding derived from the factor analysis is that non

Internet shoppers consider three factors when deciding to purchase 

via the Internet, namely: factor B1 is predominantly in the pre

purchase evaluation stage of the consumer decision-making 

process and consists of the following aspects: brands and after

sales support offered by Internet sellers, concerns regarding the 

delivery of purchases and costs associated with Internet 

purchases; factor B2 is predominantly in the pre-purchase 

evaluation and purchase stages of the decision-making process 

and consists of the following aspects: safety, ease and convenience 

of purchasing from home; and factor B3 is predominantly in the 

search and purchase stages of the decision-making process and 

consists of the following aspects: privacy and security concerns in 

the search and purchase decision-making stages. 

(ii) Factor analysis results for Internet shoppers 

The rotated factor matrix for the 24 statements that Internet shoppers consider 

when deciding to purchase via the Internet is shown in Table 7.23. 

It can be seen from Table 7.23 that three factors were identified for Internet 

shoppers, labelled as factors C1, C2 and C3. Factor C1 comprises twelve, C2 

four and C3 two variables. The realised eigenvalues for each of the three factors 

are 6.54, 1.82 and 1.27 respectively. Factor C1 accounted for 52.95% of the 

total variance, 15.31 % at C2 and 10.82% at C3. The three factors cumulatively 

accounted for 79.08% of the total variance. 
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TABLE 7.23: ROTATED FACTOR MATRIX FOR INTERNET SHOPPERS 


Statement Dec. 
stage 

V Factor 
C1 C2 C3 

The possible invasion of my privacy S&P V125 0.19 0.76 0.03 
Providing my personal information to others S&P V126 0.07 0.84 0.08 
Implications of providing my credit card details P V127 0.09 0.78 0.03 
Credibility of the seller PP V128 0.42 0.31 0.10 
Concerned that goods purchased via the Internet 
will not be received 

P V129 0.47 0.32 -0.004 

Goods may be damaged while shipped (in transit) 
or when delivered 

P V130 0.57 0.31 0.03 

The price of products or services offered via the 
Internet 

PP V131 0.52 0.06 0.05 

Brand name of products or services offered via 
the Internet 

S&PP V132 0.55 0.07 0.13 

Additional cost associated with purchasing via the 
Internet (e.g.) delivery/shipping costs; insurance 
costs, import taxes, etc 

PP 
V133 

0.51 0.18 0.08 

The availability of prices on Internet sites PP V134 0.50 0.08 0.19 
Guarantees offered by Internet sellers PP&PE V135 0.63 0.21 0.19 
Exchange/return policies offered by Internet 
sellers 

PP&PE V136 0.62 0.17 0.18 

Ability to understand how to use the 
InterneVpurchase via the Internet 

S V137 0.58 0.22 0.06 

Importance of "touching and feeling" products 
prior to purchase 

PP V138 0.38 0.17 -0.14 

The range of products/services offered from 
individual sellers on the Internet 

PP V139 0.56 0.01 0.18 

After sales service PP&PE V140 0.59 0.19 0.13 
Personal/individual attention PP&PE V141 0.52 0.15 0.11 
The time between purchasing and receiving 
Qoods 

PP&PE V142 0.55 0.07 0.24 

Safety of purchasing from home (Le. don't have to 
visit shopping malls and possibly be a victim of 
crime) 

PP&P V143 
0.30 0.12 0.43 

KnowledQe of the seller S&PP V144 0.48 0.17 0.25 
Convenience of purchasing from home PP&P V145 0.13 0.04 0.90 
Ease of purchasing via the Internet PP&P V146 0.18 0.04 0.82 
Don't have a credit card PP V147 0.23 -0.02 0.05 
How secure Internet payment methods are P V148 0.29 0~53 0.11 
Eigenvaluf!s 6.54 1.82 1.27 
Percentage of variance 52.95% 15.31% 10.82% 
Cumulative perc(!ntage 52.95% 68.26% 79.08% 

n =543 (Legend: S = Search; PP Pre-purchase alternative evaluation; P = Purchase; and 

PE = Post-purchase alternative evaluation) 
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Cronbach's alpha computed for the instrument items of the factor analysis 

portrayed in Table 7.23 is 0.891, indicating a relatively high internal consistency 

reliability. 

Factor identification 

As mentioned above, three factors were identified for Internet shoppers. The 

three factors will be analysed and discussed in more detail below. 

Factor C1 

Twe ve vana bl 'd t at constitute fT d h actor C1 , namely: es were Ientile 
Statement Dec. 

stage 
V Loading 

Guarantees offered by Internet sellers PP&PE V135 0.63 
Exchange/return policies offered by Internet sellers PP&PE V136 0.62 
After sales service PP&PE V140 0.59 
Ability to understand how to use the Internet/purchase 
via the Internet 

S V137 0.58 

Goods may be damaged while shipped (in transit) or 
when delivered 

P V130 0.57 

The range of products/services offered from individual 
sellers on the Internet 

PP V139 0.56 

Brand name of products or services offered via the 
Internet 

s&PP V132 0.55 

The time between purchasing and receiving goods PP&PE V142 0.55 
The price of products or services offered via the 
Internet 

PP V131 0.52 

Personal/individual attention PP&PE V141 0.52 
Additional cost associated with purchasing via the 
Internet (e.g.) delivery/shipping costs; insurance costs, 
import taxes, etc 

PP V133 0.51 

The availability of prices on Internet sites PP V134 0.50 
(Legend: S =Search; PP =Pre-purchase alternative evaluation; P =Purchase; and PE = Post

purchase alternative evaluation) . 

A number of different concepts can be distinguished from the variables that 

comprise factor C1. The first identifiable concept may be considered to be 

service, comprising guarantees offered (V135), exchange/return policies (V136), 

personal/individual attention (V141) and after sales service (V140). A second 

identifiable concept is brands offered and cost associated with purchasing via the 
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Net, comprising the range of products offered via the Net (V139), brand name of 

products offered (V132), the availability of prices on Internet sites (V134), the 

prices of products and services offered via the Net (V131) as well as additional 

costs associated with Online purchases (V133). 

The delivery process forms the third concept, comprising the time between 

ordering and receiving goods (V142) and the possibility that goods may be 

damaged while shipped (V130). The final identified variable (ability to 

understand how to use the Internet/purchase via the Internet )(V137), seems to 

focus, considering all other variables identified for this factor, on the individual's 

ability to find important information (search) that is needed when deciding to 

purchase from a sellers' Website. 

Descriptor: Factor C1 

Considering the identified decision-making stages and the discussion above, 

factor C1 (and relevant statements) is predominantly in the pre-purchase 

and post-purchase evaluation stages of the decision-making process and 

consists of the following aspects: the ability to find and evaluate 

information on brands, product ranges, costs associated with Internet 

purchases and after-sales service offered by Internet sellers. 

Factor C2 

Factor C2 compnsed t he f01Iowing four variables: 
Statement Dec. 

stage 
V Loading 

Providing my personal information to others S&P V126 0.84 
Implications of providing my credit card details P V127 0.78 
The possible invasion of my privacy S&P V125 0.76 
How secure Internet payment methods are P V148 0.53 
(Legend: S = Search; P = Purchase) 

The central theme that emerges from the first three identified variables (V125, 

V126 and V127) identifying factor C2, is the security and privacy aspect 
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associated with Internet purchases. The fourth variable (how secure Internet 

payment methods are - V148), specifically highlights the security aspect 

associated with Internet payment methods. 

Descriptor: Factor C2 

Considering the four variables (together with the identified decision-stages), 

factor C2 (and relevant statements) is predominantly in the search and 

purchase stages of the decision-making process and consists of the 

following aspects: security and privacy concerns when searching and 

purchasing on the Internet. 

Factor C3 

Factor C3 comprised only two variables. namely: 

Statement Dec. 
stage 

V Loading 

Convenience of purchasing from home PP&P V145 0.90 
Ease of purchasing via the Internet PP&P V146 0.82 

(Legend: PP = Pre-purchase alternative evaluation; P = Purchase) 

The two identified variables lean heavily towards the convenience aspect of 

shopping via the Internet from home and also manifest the ease of shopping on 

the Net. 

Descriptor: Factor C3 

Considering the decision-stages and these two variables, factor C3 (and 

relevant statements) is predominantly in the pre-purchase evaluation and 

purchase stages of the decision-making process and consists of the 

following aspects: ease and convenience of purchasing from home. 
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Table 7.24 provides a summary of the three descriptors identified for Internet 

shoppers discussed in the previous paragraphs together with the percentage of 

variance explained by the factors. 

TABLE 7.24: FACTORS APPLICABLE TO INTERNET SHOPPERS 

Descriptor Percentage 
of variance 

Cumulative 
percentage 

Factor C1 is predominantly in the pre-purchase and post-
purchase evaluation stages of the decision-making process 
and consists of the following aspects: the ability to find and 
evaluate information on brands, product ranges, costs 
associated with Internet purchases and after-sales service 
offered by Internet sellers 

52.95% 52.95% 

Factor C2 is predominantly in the search and purchase 
stages of the decision-making process and consists of the 
following aspects: security and privacy concerns when 
searching and purchasing on the Internet 

15.31% 68.26% 

Factor C3 is predominantly in the pre-purchase evaluation 
and purchase stages of the decision-making process and 
consists of the following aspects: ease and convenience of 
purchasing from home 

10.82% 79.08% 

As can be seen from Table 7.24, the three factors identified for Internet shoppers 

when deciding whether or not to purchase via the Internet explained 79.08% of 

the total variance of the 24 variables. 

(BC3) 	 The main finding derived from the factor analysis is that Internet 

shoppers consider three factors when deciding to purchase via 

the Internet, namely: factor C1 is predominantly in the pre

purchase and post-purchase evaluation stages of the decision

making process and consists of the following aspects: the ability 

to find and evaluate information on brands, product ranges, costs 

associated with Internet purchases and after-sales service offered 

by Internet sellers; factor C2 is predominantly in the search and 

purchase stages of the decision-making process and consists of 

the following aspects: security and privacy concerns when 

searching and purchasing on the Internet; and factor C3 is 
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predominantly in the pre-purchase evaluation and purchase 

stages of the decision-making process and consists of the 

following aspects: ease and convenience of purchasing from 

home. 

The findings from the factor analyses, applicable to Internet shoppers and non

shoppers, need to be compared to determine if there is a difference, regarding 

factors considered when deciding to shop Online, between the two groups. This 

can be done by comparing the factors (and descriptors) identified for the two 

groups. 

Non-Internet shoppers 
(from Table 7.22) 

• 	 Factor 81 is predominantly in the pre
purchase evaluation stage and 
consists of the following aspects: 
brands and after-sales support offered 
by Internet sellers, concerns regarding 
the delivery of purchases and costs 
associated with Internet purchases 

• 	 Factor 82 is predominantly in the pre
purchase evaluation and purchase 
stages and consists of the following 
aspects: the safety, ease and 
convenience of purchasing from home 

• 	 Factor 83 is predominantly in the 
search and purchase stages and 
consists of the following aspects: 
privacy and security concerns in the 
search and purchase decision-making 
stages 

Internet shoppers 
(from Table 7.24) 

• 	 Factor C1 (and relevant statements) is 
predominantly in the pre-purchase and 
post-purchase evaluation stages and 
consists of the following aspects: the ability 
to find and evaluate information on brands, 
product ranges, costs associated with 
Internet purchases and after-sales service 
offered by Internet sellers 

• 	 Factor C2 (and relevant statements) is 
predominantly in the search and purchase 
stages and consists of the following 
aspects: security and privacy concerns 
when searching and purchasing on the 
Internet; 

• 	 Factor C3 (and relevant statements) is 
predominantly in the pre-purchase 
evaluation and purchase stages and 
consists of the following aspects: ease and 
convenience of purchasing from home 

An observation from the comparison is that Internet shoppers and non-shoppers 

consider security and privacy concerns when searching and purchasing on the 

Internet as an important factor when deciding to purchase via the Internet. A 

second observation is that although a similarity is identified, Internet shoppers 
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rate security and privacy as the second most important factor, while non

shoppers identify it as the third most important concern. 

A third observation is that the third factor identified by Internet shoppers is the 

need recognition for the Internet by considering the ease and convenience of 

purchasing from home that it offers, while the second factor identified by non

shoppers is the need for the Internet as a safe and convenient purchasing 

medium from home. Although, at a first glance, it may appear as though these 

factors are identical, it can be surmised that they are not. The factor identified by 

Internet shoppers emphasises the need for ease and convenience as opposed to 

safety and convenience for non-shoppers. 

A final observation is that the most important factor (based on the percentage of 

variance explained by this factor), identified for Internet shoppers and non

shoppers is different. Non-shoppers regard pre-purchase evaluation of brands 

and after-sales support offered by Internet sellers, concerns regarding the 

delivery of purchases and costs associated with Internet purchases, as the main 

factor considered when deciding to purchase Online. Internet shoppers regard 

the pre- and post-purchase evaluation of information on brands, product ranges, 

costs associated with Internet purchases and after-sales service offered by 

Internet sellers as the primary factor. 

Based on the main finding earlier in the chapter that identified a significant 

difference between Internet shoppers and non-shoppers with regards to the 

importance ascribed to each statement (BC1) and the discussion above, the 

following main finding may be derived: 

(BC4) 	 There is an observable difference between the factors Internet 

shoppers and non-shoppers consider when deciding whether or not 

to purchase via the Internet. 
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For the purpose of the study, as defined by the formulated hypotheses, a number 

of factor analyses will be performed to determine if there are differences between 

the factors that Internet shoppers consider when a comparison is based on the 

period of Internet usage. 

It should be noted that the responses from Internet shoppers who have been 

using the Internet for less than one year and responses of shoppers using the 

Net for between one year to less than two years had to be combined. The 

reason for combining the responses is based on the fact that only 23 

respondents who have been using the Internet for less than one year, have 

purchased via the Net before and 50 who have been using the Net for one year 

to less than two years have purchased Online. 

A concern was that based on the number of respondents, the findings of the 

analysis would be questionable. When combining the two time periods, the 

analysis was conducted by using responses from 73 Internet shoppers, 

considered to be sufficient to extract meaningful results. The factor analysis will 

therefore consider Internet shoppers who have been using the Net for less than 

two years. 

(iii) 	 Factor analysis results for Internet shoppers who have been using 

the Internet for less than two years 

Table 7.25 shows the rotated factor matrix applicable to Internet shoppers using 

the Net for less than two years. 

Cronbach's alpha computed for the instrument items of the factor analysis is 

0.90, indicating a relatively high internal consistency reliability. 
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TABLE 7.25: ROTATED FACTOR MATRIX FOR INTERNET SHOPPERS 


USING THE NET FOR LESS THAN TWO YEARS 


Statement V 

p 

pp 

S&PP V132 0.46 0.46 0.18 

PP 
V133 0.36 0.35 0.38 

0.35 0.05 

PP V138 0.23 0.43 

PP V139 

n = 73 (Legend: S = Search; PP = Pre-purchase alternative evaluation; P = Purchase; and PE 

Post-purchase alternative evaluation) 

-0.05 

-0.09 

0.12 

0.02 

0.28 

-0.13 

0.20 
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Table 7.25 identified four factors (labelled 01 to 04) that Internet users who have 

been using the Internet for less than two years considered when deciding to 

purchase via the Net. Factors 01 and 02 each corn prise five, 03 four and 04 

two variables. The realised eigenvalues for the four factors are 6.98, 2.19, 1.79 

and 1.41 respectively. 

Factor 01 explained 47.23% of the total variance (14.63% for 02, 11.58% for 03 

and 8.78% for 04). Of importance is that the four factors cumulatively account 

for 82.22% of the total variance. 

Factor identification 

Factor D1 

The following variables constitute factor 01: 

Statement Dec. 
stage 

V Loading 

The availability of prices on Internet sites PP V134 0.73 
Credibility of the seller PP V128 0.69 
Guarantees offered by Internet sellers PP&PE V135 0.65 
Exchange/return pOlicies offered by Internet sellers PP&PE V136 0.62 
The price of products or services offered via the 
Internet 

PP V131 0.52 

(Legend: PP = Pre-purchase alternative evaluation; P = Purchase; PE = Post-purchase 

alternative evaluation) 

Factor 01 identified five variables, namely V134, V128, V135, V136 and V131. 

The variables highlight issues associated with sellers on the Net (speci'fically 

credibility and guarantees and exchange policies offered) as well as pricing 

related aspects. Guarantees and exchange policies could possibly also support 

the credibility of Internet sellers. 

Descriptor: Factor D1 

Considering the decision-stages and the identi'fied variables, factor D1 (and 

relevant statements) is predominantly in the pre- and post-purchase 

evaluation stages of the decision-making process and consists of the 
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following aspects: credibility of Internet sellers by considering their prices, 

guarantees and exchange policies offered. 

Factor 02 

Factor 02 comprised the following variables: 

Statement Dec. 
stage 

V Loading 

Personal/individual attention PP&PE V141 0.79 
After sales service PP&PE V140 0.70 
The time between purchasing and receiving goods PP&PE V142 0.68 
The range of products/services offered from individual 
sellers on the Internet 

PP V139 0.54 

Knowledge of the seller S&PP V144 0.51 
(Legend: S =Search; PP = Pre-purchase alternative evaluation; PE =Post-purchase alternative 

evaluation) 

As with factor 01, factor 02 identified five variables, namely V141, V140, V142, 

V139 and V144. Considering the variables and the decision stages, the following 

descriptor can be ascribed to factor 02: 

Descriptor: Factor 02 

Factor 02 (and relevant statements) is predominantly in the pre- and post 

purchase evaluation stages of the decision-process and consists of the 

following aspect: reputability of Internet sellers. 

Factor 03 

Factor 03 encompasses the following four variables: 

Statement Dec. 
stage 

V Loading 

Implications of providing my credit card details P V127 0.84 
Providing my personal information to others S&P V126 0.80 
The possible invasion of my privacy S&P V125 0.71 
Goods may be damaged while shipped (in transit) or when 
delivered 

P V130 0.52 

(Legend: S =Search; P =Purchase) 
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Considering the variables identified, it can be derived that factor D3 is 

predominantly in the search and purchase stages of the decision-making 

process and consists of the following aspects: concerns regarding 

security, privacy and delivery of purchased goods. 

Factor D4 

Three variables were identified for factor 04, namely: 

Statement Dec. 
stage 

V Loading 

Convenience of purchasing from home PP&P V145 0.85 
Ease of purchasing via the Internet PP&P V146 0.75 
Safety of purchasing from home (Le. don't have to visit 
shopping malls and possibly be a victim of crime) 

PP&P V143 0.55 

(Legend: PP = Pre-purchase alternative evaluation; P = Purchase) 

The variables lean heavily on the convenience aspect of shopping via the 

Internet from home and also acknowledge the ease of shopping on the Net. 

Descriptor: Factor D4 

Considering the decision-stages and these two variables, factor D4 (and 

relevant statements) is predominantly in the pre-purchase evaluation and 

purchase stages of the decision process and consists of the following 

aspects: safety and convenience of purchasing from home. 

Table 7.26 shows the four factors discussed for Internet shoppers using the 

Internet for less than two years. Table 7.26 also indicates that the four identified 

factors explained 82.22% of the total variance for the 24 variables. 
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TABLE 7.26: FACTORS APPLICABLE TO INTERNET SHOPPERS USING 
THE NET FOR LESS THAN TWO YEARS 

Descriptor Percentage 
of variance 

Cumulative 
. percentage 

Factor 01 is predominantly in the pre- and post-purchase 
evaluation stages of the decision-making process and consists of 
the following aspects: credibility of Internet sellers by 
considering their prices, guarantees and exchange policies 
offered 

47.23% 47.23% 

Factor 02 is predominantly in the pre- and post purchase 
evaluation stages of the decision-process and consists of the 
following aspect: reputability of Internet sellers 

14.63% 61.86% 

Factor 03 is predominantly in the search and purchase stages of 
the decision-making process and consists of the following 
aspects: concerns regarding security, privacy and delivery of 
purchased goods 

11.58% 73.44% 

Factor 04 is predominantly in the pre-purchase evaluation and 
purchase stages of the decision process and consists of the 
following aspects: safety and convenience of purchasing from 
home 

8.78% 82.22% 

(BC5) 	 A main finding from the factor analysis is that Internet shoppers 

who have been using the Internet for less than two years consider 

the following four factors when deciding to purchase via the Net: 

factor 01 is predominantly in the pre- and post-purchase 

evaluation stages of the decision-making process and consists of 

the following aspects: credibility of Internet sellers by considering 

their prices, guarantees and exchange policies offered; factor 02 

is predominantly in the pre- and post purchase evaluation stages 

of the decision-process and consists of the following aspect: 

reputability of Internet sellers; factor 03 is predominantly in the 

search and purchase stages of the decision-making process and 

consists of the following aspects: concerns regarding security, 

privacy and delivery of purchased goods; and factor 04 is 

predominantly in the pre-purchase evaluation and purchase 

stages of the decision process and consists of the following 

aspects: safety and convenience of purchasing from home. 

---------------------------_..._
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(iv) 	 Factor analysis results for Internet shoppers who have been using 
the Internet for two years to less than three years 

TABLE 7.27: 	 ROTATED FACTOR MATRIX FOR INTERNET SHOPPERS USING 
THE NET FOR TWO YEARS TO LESS THAN THREE YEARS 

Statement v 

Concerned that goods purchased via the Internet 
will not be received 
Goods may be damaged while shipped (in transit) p 0.35 0.25 
or when delivered 
The price of products or services offered via the pp 0.15 0.10 
Internet 
Brand name of products or services offered via S&PP 0.22 0.12 
the Internet 
Additional cost associated with purchasing via the 
Internet (e.g.) delivery/shipping costs; insurance 0.26 

im etc 

0.32 

pp V138 0.07 0.13 

PP V139 0.45 0.14 

0.16 

0.16 

0.11 

0.07 

0.20 

-0.03 

0.27 

n = 100 (Legend: S = Search; PP = Pre-purchase alternative evaluation; P = Purchase; and 

PE = Post-purchase alternative evaluation) 
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Table 7.27 portrays the rotated factor matrix for the 24 statements that Internet 

shoppers who have been using the Internet for two years to less than three years 

(n = 100) consider when purchasing via the Internet. Four factors are identified 

(labelled E1 to E4) for Internet shoppers who have been using the Net for two 

years to less than three years. Factor E1 comprises seven variables, E2 of 

three, E3 of four and E4 of three variables. The realised eigenvalues for each of 

the factors are 8.56, 1.87, 1.53 and 1.02 respectively. Cronbach's alpha 

computed for the instrument items of the factor analysis is 0.922, indicating 

internal consistency reliability. 

The percentage of variance accounted for by the factors are 56.27% for E 1 , 

12.22% for E2, 10.14% for E3 and 6.42% for E4. The four identified factors 

cumulatively account for 85.05% of the total variance. These four factors will be 

analysed and discussed in more detail below. 

Factor identification 

As mentioned, four factors were identified by Internet shoppers who had been 

using the Internet for two years to less than three years. Each factor will be 

analysed in the discussion below. 

Factor E1 


.
ac or E1 es, namely: F t comprise seven varia bl 

Statement Dec. 
stage 

V Loading 

The price of products or services offered via the Internet PP V131 0.63 
Personal/individual attention PP&PE V141 0.61 
Ability to understand how to use the InterneVpurchase via the 
Internet 

s V137 0.60 

Goods may be damaged while shipped (in transit) or when 
delivered 

P V130 0.58 

Brand name of products or services offered via the Internet s&PP V132 0.57 
Additional cost associated with purchasing via the Internet 
(e.g.) delivery/shipping costs; insurance costs, import taxes 

PP 
V133 0.56 

The time between purchasing and receiving goods PP&PE V142 0.50 
(Legend: S =Search; PP = Pre-purchase alternative evaluation; P =Purchase: and PE =Post

purchase alternative evaluation) 
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Considering the variables that constitute factor E1, three possible underlying 

concepts can be identified. The first incorporates variables V131, V132 and 

V133, focusing on pre-purchase evaluation of brand names, prices of products 

and services and additional cost associated with purchasing via the Internet. 

The second concept identified by factor E1 is the delivery of purchased items. 

This concept is derived by considering the chosen statements that highlight the 

possibility that goods may be damaged while shipped or delivered (V130) and 

the time between purchasing and receiving purchased goods (V142). The final 

variable associated with factor E 1, personal/individual attention (V141), can most 

probably be associated with the first concept, whereby shoppers would consider 

the individual attention offered by Internet sellers. 

Descriptor: Factor E1 

Factor E1 (and relevant statements) is predominantly in the pre-purchase 

evaluation stage of the decision-process and consists of the following 

aspects: brands, prices, individual attention offered by Internet sellers and 

delivery of purchased goods and additional costs associated with Internet 

purchases. 

Factor E2 

Factor E2 contained three variables, namely: 

Statement Dec. 
stage 

V Loading 

Guarantees offered by Internet sellers PP&PE V135 0.89 
Exchange/return policies offered by Internet 
sellers 

PP&PE V136 0.79 

The availability of prices on Internet sites PP V134 0.69 
(Legend: PP = Pre-purchase alternative evaluation; PE =Post-purchase alternative evaluation) 
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The central concept identified by the two variables (guarantees offered - V135 

and exchange or return policies - V136) as well as the third va.riable (V134 

availability of prices on Internet sites), is that Internet shoppers who have been 

using the Net for two years to less than three years evaluate Internet sellers on 

the guarantees and exchange policies offered together with their willingness to 

publish prices on their sites. 

Descriptor: Factor E2 

Considering the discussion regarding these three variables, it can be derived that 

factor E2 (and relevant statements) is predominantly in the pre- and post 

purchase evaluation stages of the decision-making process and consists 

of the following aspects: Internet sellers' prices, guarantees and exchange 

policies. 

Factor E3 

The following four variables constitute factor E3: 

Statement Dec. 
stage 

V Loading 

Implications of providing my credit card details p V127 0.92 
The possible invasion of my privacy S&P V125 0.79 
Providing my personal information to others S&P V126 0.70 
How secure Internet payment methods are P V148 0.61 
(Legend: S Search; P = Purchase) 

The central theme from the first three variables (V127, V125 and V126) 

identifying factor E3, is the security and privacy aspect associated with Internet 

purchases. The final variable (hOW secure Internet payment methods are 

V148) specifically highlights the security aspect associated with Internet payment 

methods. 
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Descriptor: Factor E3 

Factor E3 (and relevant statements) is predominantly in the search and 

purchase evaluation stages of the decision-process and consists of the 

following aspects: security and privacy concerns. 

Factor E4 

The three variables constituting factor E4 are listed below: 

Statement Dec. 
stage 

V Loading 

Convenience of purchasing from home PP&P V145 0.90 
Ease of purchasing via the Internet PP&P V146 0.81 
Safety of purchasing from home (Le. don't have to 
visit shopping malls and possibly be a victim of crimel 

PP&P V143 0.64 

(Legend: PP =Pre-purchase alternative evaluation; P =Purchase) 

The three variables jOintly focus on ease, safety and convenience of using the 

Internet from home. Factor E4 is as a convenient buying channel (from home) 

and an important aspect associated with the decision to purchase via the Net. 

Descriptor: Factor E4 

Factor E4 (and relevant statements) is predominantly in the pre-purchase 

evaluation and purchase stages of the decision-process and consists of 

the following aspects: safety and convenience of purchasing from home. 

Table 7.28 summarises the previously discussed factor identification process by 

providing the descriptor together with the percentage of variance explained by 

the factors identi"fied for Internet users who have been using the Internet for two 

to three years. 
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TABLE 7.28: FACTORS APPLICABLE TO INTERNET SHOPPERS USING 

THE NET FOR TWO YEARS TO LESS THAN THREE YEARS 

Descriptor Percentage 
of variance 

Cumulative 
percentage 

Factor E1 is predominantly in the pre-purchase evaluation 
stage of the decision-process and consists of the following 
aspects: brands, prices, individual attention offered by 
Internet sellers and delivery of purchased goods and 
additional costs associated with Internet purchases 

56.27% 56.27% 

Factor E2 is predominantly in the pre- and post purchase 
evaluation stages of the decision-making process and 
consists of the following aspects: Internet sellers' prices, 
guarantees and exchange policies 

12.22% 68.49% 

Factor E3 is predominantly in the search and purchase 
evaluation stages of the decision-process and consists of 
the following aspects: security and privacy concerns 

10.14% 78.63% 

Factor E4 is predominantly in the pre-purchase evaluation 
and purchase stages of the decision-process and consists 
of the following aspects: safety and convenience of 
purchasing from home 

6.42% 85.05% 

As can be seen from Table 7.28, the four factors identified for Internet shoppers 

who have been using the Net for two years to less than three years explained 

85.05% of the total variance of the 24 variables. 

(BCG) 	 A main finding from the factor analysis is that Internet shoppers 

who have been using the Internet for two to less than three years 

consider the following four factors when deciding to purchase via 

the Net: factor E1 is predominantly in the pre-purchase evaluation 

stage of the decision-process and consists of the following 

aspects: brands, prices, individual attention offered by Internet 

sellers and delivery of purchased goods and additional costs 

associated with Internet purchases; factor E2 is predominantly in 

the pre- and post purchase evaluation stages of the decision

making process and consists of the following aspects: Internet 

sellers' prices, guarantees and exchange policies; factor E3 is 

predominantly in the search and purchase evaluation stages of the 

decision-process and consists of the following aspect: security 
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and privacy concerns; and factor E4 is predominantly in the pre

purchase evaluation and purchase stages of the decision-process 

and consists of the following aspect: safety and convenience of 

purchasing from home. 

(v) 	 Factor analysis results for Internet shoppers who have been using 

the Internet for three to less than four years 

Table 7.29 shows the rotated factor matrix applicable to Internet shoppers using 

the Net for three to less than four years. 

Cronbach's alpha computed for the instrument items of the factor analysis is 

0.895, indicating internal consistency reliability. 

From Table 7.29 it emerges that four factors (shown as factors F1 to F4) have 

been identified by Internet shoppers who have been using the Internet for three 

to four years. Factor F 1 comprises six, F2 four, F3 two and F4 four variables 

respectively. The realised eigenvalues for each of the factors are 7.38, 2.06, 

1.19 and 1.08 respectively. 

The four identified factors cumulatively are responsible for 80.94% of the total 

variance, with factor F1 accounting for 51.92% of the variance, F2 a further 

14.08%, F3 an additional 7.79% and F4 the remaining 7.15% of the variance. 

Page 384 

 
 
 



7 


TABLE 7.29: ROTATED FACTOR MATRIX FOR INTERNET SHOPPERS USING 

THE NET FOR THREE YEARS TO LESS THAN FOUR YEARS 

Statement V 

p V130 0.21 0.26 -0.00 

pp V131 0.21 0.15 0.46 

products or services P V132 0.27 0.12 0.36 

PP 
V133 0.13 0.22 0.36 

0.12 0.07 

-0.12 -0.30 

0.01 0.40 

0.20 

0.17 

0.21 

n = 112 (Legend: S = Search; PP =Pre-purchase alternative evaluation; P = Purchase; and 

PE = Post-purchase alternative evaluation) 
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Factor identification 

Factor F1 

Factor F1 comprises six variables, namely: 

Statement Dec. 
stage 

V Loading 

Guarantees offered by Internet sellers PP&PE V135 0.71 
Exchange/returns policies offered by Internet 
sellers 

PP&PE V136 0.69 

After sales service PP&PE V140 0.66 
Personal/individual attention PP&PE V141 0.57 
Ability to understand how to use the 
InterneVpurchase via the Internet 

S V137 0.56 

The time between purchasing and receiving goods PP&PE V142 0.54 
(Legend: S =Search; PP =Pre-purchase alternative evaluation; PE = Post-purchase alternative 

evaluation) 

From the variables comprising factor F1 it can be seen that service and after 

sales service and support offered by Internet sellers are central to identifying the 

factor. Four of the variables (V135, V136, V140 and V141) indicate after sales 

service offered by Internet sellers, by focusing on guarantees and exchange 

policies offered together with the explicit mentioning of after sales service (V140). 

Service is also highlighted by considering the personal/individual attention 

identified by V141. 

Variable, V142, focuses on the time between purchasing and receiving goods. 

This variable could, arguably, be grouped with the preceding variables by 

considering that shoppers could view the delivery process (and the time 

associated with it) as part of the service offering offered by Internet sellers. 

Descriptor: Factor F1 

Considering the discussion, it can be derived that factor F1 (and relevant 

statements) is predominantly in the pre- and post-purchase evaluation 
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stages of the decision-process and consists of the following aspects: 

ability to find and evaluate information on after-sales support offered by 

Internet sellers. 

Factor F2 

The four variables that constitute factor F2 are: 

Statement Dec. 
stage 

V Loading 

Implications of providing my credit card details p V127 0.79 
Providing my personal information to others S&P V126 0.78 
The possible invasion of my privacy S&P V125 0.66 
How secure Internet payment methods are P V148 0.61 
(Legend: S =Search; P =Purchase) 

The central theme identified from the first three variables (V127, V125 and V126) 

comprising factor F2, is the security and privacy aspects associated with Internet 

purchases. The final variable (how secure Internet payment methods are 

V148) specifically highlights the security aspect associated with Internet payment 

methods. 

Descriptor: Factor F2 

Factor F2 (and relevant statements) is predominantly in the search and 

pu rchase stages of the decision-process and consists of the following 

aspects: security and privacy concerns. 

Factor F3 

Only two variables were highlighted for factor F3, namely: 

Statement Dec. 
stage 

V Loading 

Ease of purchasing via the Internet PP&P V146 0.82 
Convenience of purchasing from home PP&P V145 0.69 
(Legend: PP = Pre-purchase alternative evaluation; P = Purchase) 
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Considering the two variables, it can be derived that factor F3 (and relevant 

statements) is predominantly in the pre-purchase evaluation and purchase 

stages of the decision-making process and consists of the following 

aspects: ease and convenience of purchasing from home. 

Factor F4 

The final factor identified for Internet shoppers who have been using the Net for 

three years to less than four years, comprises four variables, namely: 

Statement Dec. 
stage 

V Loading 

Goods may be damaged while shipped (in transit) 
or when delivered 

p V130 0.80 

Additional cost associated with purchasing via the 
Internet (e.g.) delivery/shipping costs; insurance costs, 
import taxes, etc 

pp V133 0.56 

Concerned that goods purchased via the Internet 
will not be received 

P V129 0.51 

Brand name of products or services offered via the 
Internet 

S&PP V132 0.51 

(Legend: S Search; PP = Pre-purchase alternative evaluation; P = Purchase) 

Two of the variables listed for factor F4 focus on possible concerns regarding the 

delivery of products and services offered via the Internet (V130 and V129). 

Variable V133 also strongly emphasises the delivery process, by focusing on 

additional costs associated with Internet purchases (the cost elements listed 

delivery/shipping costs, insurance costs and import taxes - can all be directly 

associated with the delivery process). 

The final identified variable, V132, focuses on the brand name of products and 

services offered via the Internet. It does not seem as though this variable can be 

used to support the overriding concept identified by the other three variables 

when ascribing a descriptor to factor F4. 
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Descriptor: Factor F4 

Factor F4 (and relevant statements) is predominantly in the pre-purchase 

evaluation and purchase stages of the decision-process and consists of 

the following aspect: concerns regarding the actual delivery and delivery 

costs when purchasing known brands via the Internet. 

It can be seen from Table 7.30 that the four factors identified for Internet 

shoppers who have been using the Internet for three years to less than four 

years accounted for 80.94% of the total variance of the 24 variables. 

TABLE 7.30: 	 FACTORS APPLICABLE TO INTERNET SHOPPERS USING THE 
NET FOR THREE YEARS TO LESS THAN FOUR YEARS 

Descriptor Percentage 
of variance 

Cumulative 
percentage 

Factor F1 is predominantly in the pre- and post-purchase 
evaluation stages of the decision-process and consists of 
the following aspects: ability to find and evaluate 
information on after-sales support offered by Internet sellers 

51.92% 51.92% 

Factor F2 is predominantly in the search and purchase 
stages of the decision-process and consists of the following 
aspects: security and privacy concerns 

14.08% 66.00% 

Factor F3 is predominantly in the pre-purchase evaluation 
and purchase stages of the decision-making process and 
consists of the following aspects: ease and convenience of 
purchasing from home 

7.19% 73.79% 

Factor F4 is predominantly in the pre-purchase evaluation 
and purchase stages of the decision-process and consists 
of the following aspect: concerns regarding the actual 
delivery and delivery costs when purchasing known brands 
via the Internet 

7.15% 
80.94% 

(BC7) 	 The main finding from the factor analysis is that Internet shoppers, 

who have been using the Internet for three years to less than four 

years, consider the following four factors when deciding whether 

or not to purchase Online: factor F1 is predominantly in the pre

and post-purchase evaluation stages of the decision-process and 

consists of the following aspects: ability to find and evaluate 
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information on after-sales support offered by Internet sellers; 

factor F2 is predominantly in the search and purchase stages of 

the decision-process and consists of the following aspects: 

security and privacy concerns; factor F3 is predominantly in the 

pre-purchase evaluation and purchase stages of the decision

making process and consists of the following aspects: ease and 

convenience of purchasing from home; and factor F4 is 

predominantly in the pre-purchase evaluation and purchase 

stages of the decision-process and consists of the following 

aspect: concerns regarding the actual delivery and delivery costs 

when purchasing known brands via the Internet. 

(vi) 	 Factor analysis results for Internet shoppers who have been using 

the Internet for four years and more 

Table 7.31 shows the rotated factor matrix applicable to Internet shoppers using 

the Net for four years or more. 

Cronbach's alpha computed for the instrument items of the factor analysis is 

0.868, indicating a relatively high internal conSistency reliability. 

From Table 7.31 it can be seen that five factors (labelled G1 to G5) are identified, 

that Internet shoppers who have been using the Internet for four years or more, 

consider when deciding to purchase via the Internet. Factors G1 and G2 

comprise four variables each, G3 two, G4 three and G5 two variables 

respectively. The realised eigenvalues for each of the factors are 5.65, 2.20, 

1.38, 1.20 and 1.05 respectively. 
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TABLE 7.31: ROTATED FACTOR MATRIX FOR INTERNET SHOPPERS 

USING THE NET FOR FOUR YEARS OR MORE 


Statement V 

Concerned that goods purchased via the 
Internet will not be received 
Goods may be damaged while shipped 

or when delivered 
P V130 0.29 0.24 

The price of products or services offered 
via the Internet 

pp V131 0.05 0.03 -0.00 

Brand name of products or services 
offered via the Internet 

S&PP V132 0.13 0.00 

Additional cost associated with 
purchasing via the Internet (e.g.) 
delivery/shipping costs; insurance costs, 

etc 

PP 
V133 0.16 0.13 

V137 0.25 0.25 0.38 -0.01 

PP V138 0.01 0.18 0.48 0.20 -0.17 

PP V139 0.30 -0.10 0.37 0.29 0.07 

PP&P V143 -0.04 0.11 0.37 0.10 0.49 

n = 258 (Legend: S = Search; PP = Pre-purchase alternative evaluation; P 
PE = Post-purchase alternative evaluation) 
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The percentage of variance explained by the factors are as follows: 41.87% for 

G1, 16.50% for G2, 10.62% for G3, 9.04% for G4 and 8.13% for G5. The five 

factors cumulatively explain 86.16% of the total variance. 

Factor identification 

The five factors identified for Internet shoppers who have been using the Internet 

for four years or more will be discussed below. 

Factor G1 

F t compnses th e f0 \I oWing f . blac or G1 our vana es: 
Statement Dec. 

stage 
V Loading 

Guarantees offered by Internet sellers PP&PE V135 0.82 
Exchange/return policies offered by Internet sellers PP&PE V136 0.75 
The availability of prices on Internet sites PP V134 0.63 
After sales service PP&PE V140 0.51 
(Legend: PP = Pre-purchase alternative evaluation; PE = Post-purchase alternative evaluation) 

Three variables (V135, V136 and V140) focus on after sales service aspects that 

Internet users who have been using the Internet for four years and more consider 

to be important when deciding to purchase Online. The fourth variable (V134) 

focuses on the availability of pricing information on sellers' Websites. 

Descriptor: Factor G1 

ConSidering the discussion together with the decision-making stages, it can be 

derived that factor G1 (and relevant statements) is predominantly in the pre

and post-purchase evaluation stages of the decision-making process and 

consists of the following aspects: prices and after-sales service offered by 

Internet sellers. 

Factor G2 

Four variables are distinguished for factor G2, namely: 
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Statement Dec. 
stage 

V Loading 

Providing my personal information to others S&P V126 0.81 
Implications of providing my credit card details P V127 0.76 
The possible invasion of my privacy S&P V125 0.74 
How secure Internet payment methods are P V148 0.60 
(Legend: S = Search; P = Purchase) 

The central theme from the first three variables (V125, V126 and V127) 

identifying factor G2, is the security and privacy aspect associated with Internet 

purchases. The final variable (how secure Internet payment methods are 

V148) specifically highlights the security aspect associated with Internet payment 

methods. 

Descriptor: Factor G2 

Considering the four variables, it can be concluded that factor G2 (and relevant 

statements) is predominantly in the search and purchase stages of the 

decision-making process and consists of the following aspects: security 

and privacy concerns. 

Factor G3 

01nlytwo vana. bles are 'dI entlTIed f or factor G3 , namely: 
Statement Dec. 

stage 
V Loading 

Personal/individual attention PP&PE V141 0.70 
After sales service PP&PE V140 0.52 
(Legend: PP = Pre-purchase alternative evaluation; PE = Post-purchase alternative evaluation) 

The variables identified for factor G3 focus on service aspects. V141 highlights 

the need for individual attention, while V140 specifically consider after sales 

service. 

Due to the higher loading for V141, it was decided to focus on V141 when 

ascribing a descriptor to factor G3. Since V141 does not specifically mention 

service, while V140 does, it can be concluded that factor G3 (and relevant 
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statements) is predominantly in the pre- and post-purchase evaluation 

stages of the decision-process and consists of the following aspect: 

personal attention offered by Internet sellers. 

Factor G4 

The three variables that constitute factor G4 are: 
Statement Dec. 

stage 
V Loading 

The price of products or services offered via the 
Internet 

pp V131 0.78 

Brand name of products or services offered via the 
Internet 

S&PP V132 0.58 

Additional cost associated with purchasing via the 
Internet (e.g.) delivery/shipping costs; insurance costs, 
import taxes, etc 

PP V133 0.56 

(Legend: S = Search; PP = Pre-purchase alternative evaluation) 

Two variables (V131 and V133) identified for factor G4 highlight costs of 

purchases. The first variable, V131, focuses on the price of the actual product, 

while V133 considers the augmented cost to purchase a product via the Net (e.g. 

delivery costs, etc). 

Descriptor: Factor G4 

Factor G4 (and relevant statements) is predominantly in the pre-purchase 

evaluation stage of the decision-making process and consists of the 

following aspects: brands, prices and total cost associated with 

purchasing from Internet sellers. 

Factor G5 


. bl
Two vana es were 'dI tT d f f t G5en lie or ac or , namelY: 
Statement Dec. 

stage 
V Loading 

Convenience of purchasing from home PP&P V145 0.87 
Ease of purchasing via the Internet PP&P V146 0.83 
(Legend: PP =Pre-purchase alternative evaluation; P =Purchase) 
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The two identified variables place emphasis on the convenience aspect of 

shopping via the Internet from home and also acknowledge the ease of shopping 

on the Net. Considering the two variables, it can be seen that factor G5 (and 

relevant statements) is predominantly in the pre-purchase evaluation and 

purchase stages of the decision-making process and consists of the 

following aspects: ease and convenience of shopping from home. 

In Table 7.32 it can be seen that the five factors discussed, identified for Internet 

shoppers who have been using the Net for four years or more, explained 

86.165% of the total variance for the 24 variables. 

TABLE 7.32: 	 FACTORS APPLICABLE TO INTERNET SHOPPERS USING THE 
NET FOR FOUR YEARS OR MORE 

Descriptor Percentage 
of variance 

Cumulative 
percentage 

Factor G 1 is predominantly in the pre- and post-purchase 
evaluation stages of the decision-making process and 
consists of the following aspects: prices and after-sales 
service offered by Internet sellers 

41.87% 41.87% 

Factor G2 is predominantly in the search and purchase 
stages of the decision-making process and consists of the 
following aspects: security and privacy concerns 

16.50% 58.37% 

Factor G3 is predominantly in the pre- and post-purchase 
evaluation stages of the decision-process and consists of 
the following aspect: personal attention offered by Internet 
sellers 

10.62% 68.99% 

Factor G4 is predominantly in the pre-purchase evaluation 
stage of the decision-making process and consists of the 
following aspects: brands, prices and total cost associated 
with purchasing from Internet sellers 

9.04% 78.03% 

Factor G5 is predominantly in the pre-purchase evaluation 
and purchase stages of the decision-making process and 
consists of the following aspects: ease and convenience of 
shopping from home 

8.13% 86.16% 

(Se8) A main finding from the factor analysis is that Internet shoppers who 

have been using the Internet for four years or more consider five 

factors when deciding to purchase via the Net, namely: factor G1 is 

predominantly in the pre- and post-purchase evaluation stages of the 

decision-making process and consists of the following aspects: 
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prices and after-sales service offered by Internet sellers; factor G2 is 

predominantly in the search and purchase stages of the decision

making process and consists of the following aspects: security and 

privacy concerns; factor G3 is predominantly in the pre- and post

purchase evaluation stages of the decision-process and consists of 

the following aspect: personal attention offered by Internet sellers; 

factor G4 is predominantly in the pre-purchase evaluation stage of 

the decision-making process and consists of the following aspects: 

brands, prices and total cost associated with purchasing from 

Internet sellers; and factor G5 is predominantly in the pre-purchase 

evaluation and purchase stages of the decision-making process and 

consists of the following aspects: ease and convenience of 

shopping from home. 

The findings from the factor analyses, applicable to Internet shoppers across 

different periods of Internet access, need to be compared to determine if there is 

a difference, regarding factors considered prior to Online shopping, between the 

different groups of Internet shoppers. This will be done by considering the 

different decision-making stages ascribed to each identified factor. 

Period of Internet usage Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 

• 	 Less than 2 years PP&PE PP&PE S&P PP&P N/A 
(main finding Be5) (01) (02) (03) (04) 

• 	 2 years to less than 3 years PP PP&PE S&P PP&P N/A 
(main finding Be6) (E1 ) (E2) (E3) (E4) 

• 	 3 years to less than 4 years PP&PE S&P PP&P PP&P N/A 
(main finding Be?) (F1) (F2) (F3) (F4) 

• 	 4 years or more PP&PE S&P PP&PE PP PP&P 
(main finding BeB) (G1) (G2) (G3) (G4) (G5) 
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From the comparison, it can be seen that there are noticeable differences 

between Internet shoppers (across different time periods) when considering the 

predominant stages of the decision-making process associated with each 

identified factor. 

The following main finding can be derived from considering the comparison 

provided together with the factor analyses conducted for Internet shoppers by 

reflecting on the period of Internet usage: 

(Be9) 	 There is a difference between the factors considered by Internet 

shoppers prior to purchasing via the Internet when the period of 

Internet usage is considered and the associated stages of the 

decision-making process. 

(b) Questions 15 and 19 

015: From which of the following product and service categories will you seriously 

consider purchasing via the Internet in the future? [38 categories were listed] 

019: From which of the following product and services categories have you 

purchased before and do you seriously consider purchasing via the Internet in the 

future? [38 categories were listed] 

Question 15 was directed at respondents who had not purchased via the Net 

before, but indicated that they would either consider purchasing Online in the 

future, or would consider purchasing via the Net if more South African 

businesses offered products or services on the Internet. These respondents had 

to indicate from which product and service categories they would consider 

purchasing via the Internet in the future. 

Question 19 was directed at those respondents who had purchased Online 

before. These respondents had to indicate from which product or service 

categories they had previously purchased. 
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Table 7.33 lists the product and service categories non-Internet shoppers 

seriously consider purchasing from via the Internet in the future. 

TABLE 7.33: 	 PRODUCT AND SERVICE CATEGORIES NON-INTERNET 
SHOPPERS SERIOUSLY CONSIDER PURCHASING FROM 
VIA THE INTERNET 

Product and service categories V Frequency Percentage 
Adult entertainment V48 46 9.96% 
Airline tickets V49 244 52.81% 
Baby products V50 25 5.41% 
Beauty products V51 44 9.52% 
Books and magazines V52 241 52.16% 
Cars and related V53 76 16.45% 
CDs (music) V54 257 55.63% 
Cellular phones and accessories V55 102 22.08% 
Clothing and accessories V56 63 13.64% 
Computer games V57 127 27.49% 
Computer hardware V58 135 29.22% 
Computer software V59 209 45.24% 
Cosmetics V60 37 8.01% 
DVDs I videos V61 137 29.65% 
Flowers V62 96 20.78% 
Electronic equipment (TV, Hi-Fi, Video machine; etc) V63 124 26.84% 
Household appliances (Washing machine, Fridge, etc) V64 74 16.02% 
Outdoors equipment and accessories (e.g. tents and camping gear) V65 87 18.83% 
Food (groceries) V66 116 25.11% 
Food (take away) V67 102 22.08% 
Furniture V68 40 8.66% 
Gifts V69 137 29.65% 
Gift vouchers V70 130 28.14% 
Garden related V71 59 12.77% 
Health products V72 63 13.64% 
Hotel reservations V73 235 50.87% 
Insurance: Car V74 99 21.43% 
Insurance: Household V75 81 17.53% 
Insurance: Life V76 56 12.12% 
Interior decorating I renovations V77 37 8.01% 
Jewellery V78 33 7.14% 
Movie or event tickets V79 229 49.57% 
Property V80 48 10.39% 
SportinQ Qoods V81 69 14.94% 
Toys V82 82 17.75% 
Unit trust I Shares V83 111 24.03% 
Wine V84 87 18.83% 
Other Liquor V85 45 9.74% 

n =462 
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Table 7.33 indicates that the four product and service categories from which the 

majority (at least 50%) of non-Internet shoppers seriously consider purchasing 

via the Internet in the future are: 

Category 	 Percentage 

• 	 CDs (Music) (V54) 55.63% 

• 	 Airline tickets (V49) 52.81 % 

• 	 Books and magazines (V52) 52.16% 

• 	 Hotel reservations (V73) 50.87% 

In addition to the four categories from which the majority of non-Internet 

shoppers consider purchasing from in the future, between 25% and 49% of 

respondents indicated that they would consider the following categories: 

Category 	 Percentage 

• 	 Movie or event tickets (V79) 49.57% 

• 	 Computer software (V59) 45.24% 

• 	 DVDsNideos (V61) 29.65% 

• 	 Gifts (V69) 29.65% 

• 	 Computer hardware (V58) 29.22% 

• 	 Gift vouchers (V70) 28.14% 

• 	 Computer games (V57) 27.49% 

• 	 Electronic equipment (V63) 26.84% 

(TV, Hi-Fi, Video machine, etc) 

• 	 Food (groceries) (V66) 25.11% 

The product and service categories non-Internet shoppers least consider 

purchasing from via the Internet in the future are: 
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Category 	 Percentage 

• 	 Other liquor (V85) 9.74% 

• 	 Beauty products (V51) 9.52% 

• 	 Furniture (V68) 8.66% 

• 	 Cosmetics (V60) 8.01% 

• 	 Interior decorating! 

renovations (V77) 8.01% 

• 	 Jewellery (V78) 7.14% 

• 	 Baby products (V50) 5.41% 

The following two main findings can be derived from the categories selected by 

non-I nternet shoppers: 

(BC10) 	 There are five product and service categories most non-Internet 

shoppers seriously consider purchasing from via the Internet, 

namely: CD's (music)(55.63%)(V54), airline tickets (52.S1 %)(V49), 

books and magazines (52.16%)(V52), hotel reservations 

(50.S7%)(V73) and movie or event tickets (49.57%)(V79). 

(BC11) 	 There are five product and service categories non-Internet 

shoppers least consider purchasing from via the Internet, namely: 

baby products (5.41 %)(V50), jewellery (7.14 %)(V7S), cosmetics 

(S.01 %)(V60), interior decorating/renovations (S.01 %)(V77) and 

furniture (S.66%)(V6S). 

Internet shoppers also had to indicate from which product and service categories 

they would consider purchasing from in the future. 

The product and service categories from which current Internet shoppers have 

purchased before together with the product and service categories they consider 

purchasing from in the future are shown in Table 7.34. 
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TABLE 7.34: 	 PRODUCT AND SERVICE CATEGORIES INTERNET SHOPPERS 

HAVE PURCHASED FROM BEFORE AND CATEGORIES 

SERIOUSLY BEING CONSIDERED TO PURCHASE FROM IN THE 

FUTURE 

Product and service categories Have purchased from Consider to purchase from 
before in the future 

V Freq. Percentage V Freq. Percentage 
Adult entertainment V149 83 15.28% V149.5 54 9.94% 

Airline tickets V150 147 27.07% V150.5 295 54.33% 

Baby products V151 16 2.95% V151.5 39 7.18% 
Beaujy products V152 29 5.34% V152.5 71 13.08% 

Books and magazines V153 345 63.54% V153.5 430 79.19% 

Cars and related V154 27 4.97% V154.5 73 13.44% 
CDs (music) V155 222 40.88% V155.5 348 64.09% 
Cellular phones and accessories V156 37 6.81% V156.5 134 24.68% 
Clothing and accessories V157 43 7.92% V157.5 98 18.05% 
Computer games V158 123 22.65% V158.5 210 38.67% 
Computer hardware V159 105 19.34% V159.5 204 37.57% 
Computer software V160 212 39.04% V160.5 323 59.48% 

Cosmetics V161 20 3.68% V161.5 63 11.60% 
DVDs I videos V162 113 20.81% V162.5 255 46.96% 
Flowers V163 79 14.55% V163.5 173 31.86% 
Electronic equipment (TV, Hi-Fi, Video V164 44 8.10% V164.5 141 25.97% 
machine; etc) 
Household appliances (Washing machine, V165 13 2.39% V165.5 90 16.57% 
Fridge, etc) 
Outdoors equipment and accessories V166 17 3.13% V166.5 111 20.44% 
(e.g. tents and camping gear) 
Food (groceries) V167 51 9.39% V167.S 159 29.28% 
Food (take away) V168 26 4.79% V168.5 119 21.92% 
Furniture V169 15 2.76% V169.5 57 10.50% 
Gifts V170 132 24.31% V170.5 280 51.57"/" 
Gift vouchers V171 38 7.00% V171.5 180 33.15% 
Garden related V172 14 2.58% V172.5 88 16.21% 
Health products V173 55 10.13% V173.5 153 28.18% 
Hotel reservations V174 137 25.23% V174.5 301 55.43% 
Insurance: Car V 175 22 4.05% V175.5 106 19.52% 
Insurance: Household V176 22 4.05% V176.3 107 19.71% 
Insurance: Life V177 11 2.03% V177.5 68 12.52% 
Interior decorating I renovations V178 8 1.47% V178.5 52 9.58% 
Jewellery V179 14 2.58% V178.5 51 9.39% 
Movie or event tickets V180 190 34.99% V180.5 324 59.67% 
Property V181 7 1.29% V181.5 50 9.21% 
Sporting goods V182 36 6.63% V182.5 117 21.55% 
Toys V183 41 7.55% V183.5 144 26.52% 
Unit trust I Shares V184 49 9.02% V184.5 148 27.26% 
Wine V185 11 2.03% V185.5 78 14.36% 
Other liquor V186 49 9.02% V186.5 162 29.83% 

n =543 
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A first observation that can be made from Table 7.34 is that respondents have 

purchased from all 38 listed product and service categories. A second 

observation is that Internet shoppers seriously consider purchasing. to a greater 

or lesser extent, from all 38 categories in the future. 

As can be seen from Table 7.34, the product category from which most 

respondents (63.54%) have purchased before is books and magazines (V153). 

Other product and service categories from which at least 25% of respondents 

have purchased are: 

Category Percentage 

• CDs (music) (V155) 40.88% 

• Computer software (V160) 39.04% 

• Movie or event tickets (V180) 34.99% 

• Airline tickets (V150) 27.07% 

• Hotel reservations (V174) 25.23% 

From Table 7.34 it can be seen that less than 10% of respondents have 

purchased from 25 of the 38 listed product and service categories. 

Only the product and service categories from which less than five percent of 

respondents have purchased (11 categories) will be highlighted. 

Category Percentage 

• Cars and related (V154) 4.97% 

• Food (take away) (V168) 4.79% 

• Cosmetics (V161) 3.68% 
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Category 

• 	Outdoors equipment and 

accessories (e.g. tents and 

camping gear) (V166) 

• 	 Baby products (V151) 

• 	 Furniture (V169) 

• 	Garden related (V172) 

• 	 Household appliances 

(washing machine, 

fridge, etc.) (V165) 

• 	 Wine (V185) 

• 	 Interior decorating/ 

renovations (V178) 

• 	 Property (V181) 

Percentage 

3.13% 

2.95% 

2.76% 

2.58% 

2.39% 

2.03% 

1.47% 

1.29% 

Table 7.34 also indicates the product and service categories from which Internet 

shoppers consider purchasing in the future. 

Seven product and service categories were identified from which more than 50% 

of current Internet shoppers consider purchasing in the future. These categories 

are: 

Category 

• 	 Books and magazines (V1S3) 

• 	 CDs (music) (V155) 

• 	 Movie or event tickets (V180) 

• Computer software (V160) 

• 	 Hotel reservations (V174) 

• 	 Airline tickets (V150) 

• 	 Gifts (V170) 

Percentage 

79.19% 

64.09% 

59.67% 

59.48% 

55.43% 

54.33% 

51.57% 
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Product and service categories from which less than 10% of current Internet 

shoppers consider purchasing via the Internet in the future are: 

Category 

• 	 Adult entertainment (V149) 

• 	 Interior decorating! 

renovations (V178) 

• 	 Jewellery (V179) 

• 	 Property (V181) 

• 	 Baby products (V1S1) 

Percentage 

9.94% 

9.58% 

9.39% 

9.21% 

7.18% 

Four main findings can be drawn at this pOint of the discussion, namely that: 

(BC12) 	 The five product and service categories most Internet shoppers 

have purchased from before via the Internet, are: books and 

magazines (63.54%)(V153), CDs (music)(40.88%)(V155), computer 

software (39.04 %)(V160), movie or event tickets (34.99%)(V180) 

and airline tickets (27.07%)(V150); 

(BC13) 	 The five product and service categories Internet shoppers least 

purchased from via the Internet, are: property (1.29%)(V181), 

interior decorating/renovations (1.47%)(V178), wine (2.03%)(V185), 

household appliances (2.39%)(V165), and garden related 

(2.58%)(V172); 

(BC14) 	 The five product and service categories most current Internet 

shoppers consider purchasing from via the Internet in the future, 

are: books and magazines (79.19%)(V153), CDs (music) 

(64.09%)(V160), movie or event tickets (59.67%)(V180), computer 

Page 404 

 
 
 



7 

software (59.48%)(V160) and hotel reservations (55.43%)(V174); 

and 

(BC15) 	 The five product and service categories current Internet shoppers 

least consider purchasing from via the Internet in the future, are: 

baby products (7.18%)(V151), property (9.21 %)(V181), jewellery 

(9.39%)(V179), interior decorating/renovations (9.58%)(V178) and 

adult entertainment (9.94%)(V149). 

It was regarded important to determine, from the product and service categories 

Internet shoppers have purchased before, if they consider purchasing from the 

same categories via the Internet in the future. 

Table 7.35 provides a detailed break-down of the product and service categories 

from which current shoppers have purchased before and indicate their intention 

of purchasing from the same categories in the future. 

The percentage figures for each of the three columns in Table 7.35 portray the 

percentage of respondents who have purchased from the specified category 

before (Le. n = the number of Internet shoppers who have purchased from each 

of the categories before - as depicted in Table 7.34). As an example, for adult 

entertainment, n = 83, whereas n = 147 for airline tickets and so forth. 
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TABLE 7.35: PRODUCT AND SERVICE CATEGORIES INTERNET 

SHOPPERS HAVE PURCHASED FROM BEFORE 

Product and service 
categories 

Have purchased from before, consider to purchase again 
Will purchase from 

again 
Will not purchase 

from again 
Uncertain whether or 
not to purchase from 

again 
V Freq. % V Freq. % V Freq. % 

Adult entertainment V149.2 37 44.58% V149.3 32 38.55% V149,4 14 16.87% 
Airline tickets V150.2 135 91.84% V150.3 6 4.08% V150.4 6 4.08% 
Baby products V151.2 10 62.50% V151.3 4 25.00% V151,4 2 12.50% 
Beauty products V152.2 23 79.31% V152.3 5 17.24% V152.4 1 3.45% 
Books and magazines V153.2 337 97.68% V153.3 2 0.58% V153.4 6 1.74% 
Cars and related V154.2 24 88.89% V154.3 2 7.41% V154.4 1 3.70% 
CDs (music) V155.2 211 95.05% V155.3 1 0.45% V155.4 10 4.50% 
Cellular phones and accessories V156.2 31 83.78% V156.3 3 8.11%. V156.4 3 8.11% 
Clothing and accessories V157.2 36 83.72% V157.3 3 6.98% V157,4 4 9.30% 
Computer games V158.2 114 92.68% V158.3 1 0.81% V158.4 8 6.50% 
Computer hardware V159.2 95 90.48% V159.3 7 6.67% V159.4 3 2.86% 
Computer software V160.2 198 93.40% V160.3 6 2.83% V160.4 8 3.77%, 
Cosmetics V161.2 17 85.00% V161.3 3 15.00% V161.4 0 0.00% 
DVDs I videos V162.2 109 96.46% V162.3 2 1.77% V162.4 2 1.77% 
Flowers V163.2 71 89.87% V163.3 5 6.33% V163.4 3 3.80% 
Electronic equipment (TV, Hi-Fi, 
Video machine; etc) 

V164.2 36 81.82% V164.3 5 11.38% V164.4 3 6.82% 

Household appliances (Washing 
machine, Fridge, etc) 

V165.2 9 69.23% V165.3 3 23.08% V165.4 1 7.69% 

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

V166.2 14 82.35% V166.3 2 11.76% V166.4 1 5.88% 

Food (groceries) V167.2 44 86.27% V167.3 5 9.80% V167.4 2 3.92% 
Food (take away) V168.2 23 88.46% V168.3 2 7.69% V168.4 1 3.85% 
Furniture V169.2 13 86.67% V169.3 1 6.67% V169.4 1 6.67% 
Gifts V170.2 123 93.18% V170.3 5 3.79% V170.4 4 3.03% 
Gift vouchers V171.2 36 94.74% V171.3 1 2.63% V171.4 1 2.63% 
Garden related V172.2 12 85.71% V172.3 1 7.14% V172.4 1 7.14% 

1.82% 
2.19% 

Health products V173.2 49 89.09% V173.3 5 9.09%, V173.4 1 
Hotel reservations V174.2 132 96.35% V174.3 2 1.46% V174.4 3 
Insurance: Car V175.2 18 81.82% V175.3 2 9.09% V175.4 2 9.09% 
Insurance: Household V176.2 20 90.91% V176.3 1 4.55% V176.4 1 4.55% 
Insurance: Life V177.2 7 63.64% V177.3 3 27.27% V177.4 1 9.09% 
Interior decorating I renovations V178.2 6 75.00% V178.3 2 25.00% V178.4 0 0.00% 
Jewellery V179.2 9 64.29% V178.3 4 28.57% V179.4 1 7.14% 
Movie or event tickets V180.2 183 96.32% V180.3 6 3.16% V180.4 1 0.53% 
Property V181.2 4 57.14% V181.3 3 42.86% V181.4 0 0.00% 
Sporting goods V182.2 29 87.88% V182.3 4 12.12% V182.4 3 9.09% 
Toys V183.2 36 87.80% V183.3 5 12.20% V183.4 0 0.00% 
Unit trust I Shares V184.2 46 93.88% V184.3 3 6.12% V184.4 0 0.00% 
Wine V185.2 9 81.82% V185.3 2 18.18% V185.4 0 0.00% 
Other Liquor V186.2 48 97.96% V186.3 1 2.04% V186.4 0 0.00% 
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Four main findings can be concluded from analysing the findings in Table 7.35, 

namely that: 

(BC16) 	 With the exception of one category (adult entertainment)(V149.2), 

more than 50% of respondents who have purchased from the 38 

listed product and service categories before, will purchase from 

these categories again in the future; 

(BC17) 	 The two product and service categories from which most 

respondents had purchased from before and would purchase 

from it again, are: other liquor (97.96%)(V186.2) and books and 

magazines (97.68%)(V153.2); 

(BC18) 	 The two categories from which most respondents, who had 

already purchased from them before, would not purchase in the 

future, are: property (42.86%)(V181.2) and adult entertainment 

(38.55%)(V149.2); 

(BC19) 	 Almost 17% of respondents who have previously purchased 

adult entertainment (V149.4) were uncertain as to whether or not 

they would purchase from this category again. 

In addition to the analyses above, it was decided to also consider, by viewing the 

different time periods, the product and service categories from which Internet 

shoppers have purchased and the categories shoppers and non-shoppers 

consider to purchase from in the future. This analysiS and findings are attached 

in Appendix 10. Two main findings can be concluded from Appendix 10, namely: 

(AP1) 	 At least 20% of all non-Internet shoppers (with the exception of 

those who have been using the Net for four years or more), across 

all time periods, consider to purchase from more product and 
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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. 

Section 7.3.1 (c) of this chapter showed that there is a definite relationship 

between the length of time being an Internet user and whether or not 

respondents have purchased via the Internet before. Although that finding was 

significant, it had to be established (considering the hypotheses formulated for 

the study) whether or not the period of Internet usage influences the product and 

service categories respondents have purchased from or consider purchasing 

from in the future. 

Since 38 product and service categories were listed in the questionnaire, it had to 

be reduced to a more manageable number. A first consideration was to group 

the listed categories according to some standard classification, for example 

convenience goods and services. After considering the list of 38 categories, it 

was decided that such a grouping of categories was not possible. 

For statistical testing purposes, it was decided to select 10 product and service 

categories. The categories were randomly chosen by considering the 

percentage of respondents who have purchased 'from the categories before (to 

ensure a non-biased distribution of categories). The following observations were 

made from the categories purchased before: less than 10% of respondents 

purchased from 25 categories; between 10% and 19.99% of respondents 

purchased from four categories and between 20% and 29.99% purchased from 
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five categories; between 30% and 49.99% of shoppers purchased from three 

categories and more than 50% purchased from one category. 

Considering these observations, 10 categories distributed across the 38 

categories were selected. The product categories chosen for further analyses, 

percentage of respondents who purchased from each category and the re-coded 

variable are shown in Table 7.36. 

TABLE 7.36: RE-CODING OF PRODUCT AND SERVICE CATEGORIES 

SELECTED FOR FURTHER ANALYSES 

Product or service category V Percentage of 
respondents 

Re-coded variable 
(ProductHP; 
ProductAP) 

CDs{music) V155 41% 1 
Hotel reservations V174 25% 2 
Computer hardware V159 19% 3 
Food (groceries) V167 9% 4 
Electronic equipment (TV, hi-fi, etc) V164 8% 5 

Gift vouchers V171 7% 6 
Food (take away) V168 5% 7 
Outdoors equipment and 
accessories 

V166 3% 8 

Household appliances V165 2% 9 
I nterior decorating/renovations V178 1% 10 

It can be noticed from the categories listed in Table 7.36 that the re-coded 

variable ascribed to each identified product or service category comprises one of 

two descriptions (ProductHP and ProductAP). The reason for using two different 

variables (all with the same value, e.g. 1; 2; 3; and so forth) is based on the 

analyses and comparisons that will be made later in this section and the chapter. 

The data contained in variable ProductHP comprises all responses from 

respondents who have purchased from the product or service categories 

selected for further analyses. The second variable, ProductAP, combines data 

from all respondents who participated in the study (irrespective whether or not 

Page 409 

 
 
 



7 

they have purchased via the Net before) who indicated that they would consider 

purchasing from the identified categories in the future. 

It should be noted that after inferences were drawn from cross-tabulation 

information received (with specific reference to product categories used for 

further analyses), it was found that the SAS computer software programme 

repeatedly issued warnings regarding the validity of the results (since many of 

the cells contained expected counts of less than five). As a result, the first two 

time periods were combined, where applicable to the analysis, in an attempt to 

address the concern. For the purposes of cross-tabulation analyses considering 

period of Internet usage and the selected product and service categories, the 

periods of Internet usage were re-coded as depicted in Table 7.37. 

TABLE 7.37 	 RE-CODED PERIOD OF INTERNET USAGE FOR FURTHER 
ANALYSES 

Current description V New description Re-coded 
variable 

Less than 1 year VB.2 Less than two years VVB.1 
1 year to less than 2 years VB.3 
2 years to less than 3 years VB.4 2 years to less than 3 years VVB.2 
3 years to less than 4 years VB.5 3 years to less than 4 years VVB.3 
4 years or more VB.S 4 years or more VVB.4 

The results from the first cross-tabulation analysis, considering the specific 

product and service categories that Internet shoppers have purchased from, are 

shown in Table 7.3B. 
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TABLE 7.38: RELATIONSHIP BETWEEN PERIOD OF INTERNET 
USAGE AND CATEGORIES PURCHASED FROM 

Period v ProductHP Total 

1 2 3 4 5 6 7 8 9 10 
Less than two 
years 

WS.1 7 10 10 5 1 3 1 1 0 1 39 

2 years to less 
than 3 years 

WS.2 14 12 7 4 5 5 7 4 3 4 65 

3 years to less 
than 4 years 

WS.3 17 13 14 6 5 8 4 1 3 2 73 

4 years or 
more 

WS.4 47 36 39 11 16 13 13 6 4 1 186 

Total Freq. 85 71 70 26 27 29 25 12 10 8 363 
Perc. 23.4% 19.6% 19.3% 7.1% 7.4% 8.0% 6.9% 3.3% 2.8% 2.2% 100% 

Table 7.38 supports the findings from Table 7.5 earlier in the chapter, by showing 

that most of the respondents, who have purchased from the ten listed categories 

before, have been using the Internet for four years and more. 

The chi-square test for significance, calculated for Table 7.38, yielded a value of 

25.20 and an exceedence probability of 0.5633 calculated. Although the SAS 

program showed a warning that 42% of the cells had expected frequencies of 

less than five, it can be concluded that the two variables in the cross-tabulation 

table are not related. 

(BC20) 	 A main finding that can be derived from the statistical test is that 

the period of Internet usage does not influence the product and 

service categories respondents have purchased from via the 

Internet. 

The cross-tabulation analysis was repeated to determine whether or not the 

period of Internet usage influences the product and service categories that 

respondents (both current shoppers and non-shoppers) consider to purchase 

from in the future. The results from this cross-tabulation are depicted in Table 

7.39. 
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TABLE 7.39: RELATIONSHIP BETWEEN PERIOD OF INTERNET USAGE AND 
CATEGORIES RESPONDENTS CONSIDER PURCHASING FROM 

Period v ProductAP Total 
1 2 3 4 5 6 7 8 9 10 

Less than 
two years 

VVS.1 15 17 15 10 9 30 19 21 31 26 193 

2 years to 
less than 3 
years 

VVS.2 10 17 5 6 12 21 24 27 22 18 162 

3 years to 
less than 4 
years 

VVS.3 11 23 15 8 11 18 23 14 19 14 156 

4 years or 
more 

VVS.4 22 38 32 20 20 28 49 26 35 31 301 

Total Freq. 58 95 67 44 52 97 115 88 107 89 812 
Perc. 7.1% 11.7% S.3% 5.4% 6.4% 12.0% 14.2% 10.8% 13.1% 11.0% 100% 

The chi-square test for significance, applicable to the cross-tabulation findings 

depicted in Table 7.39, produced a value of 32.35 and an exceedence probability 

of 0.2193. It can therefore be concluded that the period of Internet usage and 

ProductAP are not related. 

(BC21) A main finding is that the period of Internet usage does not 

significantly influence the product and service categories 

respondents consider purchasing from via the Internet in the 

future. 

(c) Questions 16 and 20 

016 and 020: Have you ever searched for or do you consider searching for 

product or service information on the Internet prior to purchasing from a non

Internet based seller? (e.g. A physical store or telephone shopping) 

Respondents who have not purchased via the Internet before were requested to 

indicate whether or not they search for or consider searching for product and 

service information on the Internet prior to purchasing from non-Internet-based 

sellers (question 16). Similarly, respondents who have purchased Online before 

had to complete question 20. 
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Table 7.40 shows which respondents search for or consider to search for product 

and service information on the Internet prior to purchasing from a non-Internet 

based seller. 

TABLE 7.40: 	 ONLINE INFORMATION SEARCH PRIOR TO PURCHASING 
OFFLINE 

Description Non-Internet Shoppers 
(N =462) 

Current Internet 
shol 'pers (N =543) 

V Freq. Perc. V Freq. Perc. 
Search for or consider searching 
for information on the Internet 
prior to purchasing from non-
Internet based sellers 

V86 322 69.70% V187 469 86.37% 

Don't search for or don't consider 
searching for information on the 
Internet prior to purchasing from 
non-Internet based sellers 

V86 140 30.30% V187 74 13.63% 

Two main findings can be derived from Table 7.40, namely that: 

(BC22) 	 Eighty-six percent of respondents who have purchased via the 

Internet, search for or consider searching for information on the 

Internet prior to purchasing from non-Internet based sellers. 

(BC23) 	 Almost 70% of respondents who have not purchased via the 

Internet before, search for or consider searching for information 

on the Internet prior to purchasing from non-Internet based 

sellers. 

Based on the findings above and taking into account the hypotheses formulated 

for the study, chi-square tests were conducted to determine if the period of 

Internet usage (and whether or not respondents have purchased Online before) 

is related to whether or not they search for (or consider searching for) Online 

information prior to Offline purchases. 

The first cross-tabulation analysis is depicted in Table 7.41 and considers the 

period of Internet usage and whether or not non-shoppers search for product and 
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service information on the Net prior to purchasing from non-Internet based 

sellers. 

TABLE 7.41: 	 RELATIONSHIP BETWEEN PERIOD OF INTERNET USAGE AND 
PRODUCT AND SERVICE INFORMATION SEARCHED FOR ONLINE 
PRIOR TO OFFLINE PURCHASES (NON-INTERNET SHOPPERS) 

Period of Internet usage V Search or consider 
searching for product 

and service 
information Online 

Total 

Yes 
V86.1 

No 
V86.2 

Less than 1 year V8.2 46 44 90 
1 year to less than 2 years V8.3 55 28 83 
2 years to less than 3 years V8.4 77 29 106 
3 years to less than 4years V8.5 63 23 86 
4 years or more V8.6 81 16 97 
Total Frequency 322 140 462 

Percentage 69.70% 30.30% 100% 

Two main findings can be derived from Table 7.41, namely that: 

(BC24) 	 A larger number of non-shoppers, across all time periods, either 

search for or consider searching for information on the Net prior 

to purchasing from non-Internet based sellers than non-shoppers 

who don't search for information Online. 

(BC25) 	 Eighty-three percent (81/97) of non-shoppers who have been 

using the Internet for four years and more (V8.6) search for 

information Online prior to Offline purchases. 

The chi-square test, performed for the cross-tabulation depicted in Table 7.41, 

yielded a value of 23.85 and an exceedence probability of <0.0001. Considering 

the probability value, it can be derived that the period of Internet usage and 

whether or not non-shoppers search for product and service information on the 

Internet prior to Offline purchases are related. 
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(BC26) 	 A main finding derived is that the period of Internet usage 

significantly influences whether or not non-Internet shoppers 

search for (or consider searching for) product and service 

information on the Internet prior to purchasing from non-Internet 

based sellers of products and services. 

The same cross-tabulation procedure was repeated for respondents who have 

shopped via the Internet before to determine whether or not the period of Internet 

usage influences Internet shoppers' search for product and service information 

Online prior to Offline purchases. The results from the applicable cross

tabulation analysis are shown in Table 7.42. 

TABLE 7.42: 	 RELATIONSHIP BETWEEN PERIOD OF INTERNET USAGE AND 

PRODUCT AND SERVICE INFORMATION SEARCHED FOR 

ONLINE PRIOR TO OFFLINE PURCHASES (INTERNET 

SHOPPERS) 

Period of Internet usage 

V 

Search or consider 
searching for product 

and service 
information Online 

Total 

Yes 
V187.1 

No 
V187.2 

Less than 1 year V8.2 16 7 23 
1 year to less than 2 years V8.3 42 8 50 
2 years to less than 3 years V8.4 83 17 100 
3 years to less than 4 years V8.5 94 18 112 
4 years or more V8.6 234 24 258 
Total Frequency 469 74 543 

Percentage 86.37% 13.63% 100% 

It can be seen from Table 7.42 that larger numbers of current Internet shoppers, 

across all time periods, either search for or consider searching for information on 

the Net prior to purchasing from non-Internet based sellers than current shoppers 

who don't search for Online information. 
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(BC27) 	 A main finding that can be derived from Table 7.42 is that 90.70% 

(234/258) of respondents who have purchased via the Internet 

and have been using the Internet for four years and more (V8.6), 

search for information Online prior to purchasing Offline. 

The chi-square test for significance performed for the cross-tabulation analysis 

depicted in Table 7.42 produced a value equal to 11.39 and a resulting 

exceedence probability of <0.0225. 

Based on the decision-rule that probability values <0.05 will be used as an 

indication for significance, it can be derived that the period of Internet usage and 

whether or not Internet shoppers search for or consider searching for information 

Online prior to Offline purchases are related. 

(BC28) 	 A main finding is that the period of Internet usage significantly 

influences whether or not current Internet shoppers have 

searched for or consider searching for product and service 

information on the Internet prior to purchasing from non-Internet 

based sellers of products and services. 

Based on the hypotheses formulated for the study, the possible influence of the 

decision to purchase via the Internet and whether respondents have searched for 

or consider searching for product and service information on the Internet (prior to 

purchasing Offline) had to be considered. 

The cross-tabulation analysis depicted in Table 7.43 is based on whether 

respondents have purchased via the Internet before and whether they use the 

Net to search for product and service information prior to purchasing from non

Internet based sellers. 
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TABLE 7.43: RELATIONSHIP BETWEEN SHOPPING ONLINE AND ONLINE 

INFORMATION SEARCH 

Have purchased via the 
Internet before 

V Search for or 
consider Online 

information search 
Yes 

Search1 
No 

Search2 
Total 

Yes V21.1 469 74 543 
No V21.2 322 140 462 
Total Frequency 791 214 1 005 

Percentage 78.71% 21.29% 100% 

It is important to note that, for comparison purposes, responses V86.1 (question 

16 - non-shoppers indicating that they have searched for or consider to search 

for Online information) and V187.1 (question 20 - current Online shoppers 

indicating that they have searched for or consider to search for Online 

information) had to be combined to form a new variable, namely Search 1 

(combining all respondents who have searched for or consider to search for 

information on the Net prior to purchasing Offline). 

Following the same logic, variable Search 2 was created, combining all 

respondents who have not searched for or do not consider searching for Online 

information prior to Offline purchases. 

(BC29) 	 A main finding that can be derived from Table 7.43 is that 78.71 % 

of respondents either search for or consider searching for 

product or service information on the Internet prior to purchasing 

from non-Internet based sellers. 

The chi-square statistical test for significance performed for the results depicted 

in Table 7.43 realised a value of 42.35 and an exceedence probability of 

<0.0001. 
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It can therefore be concluded that the two variables (representing whether or not 

respondents have purchased before and whether or not they have searched for 

or consider searching for Online information on products and services) are 

related. 

(BC30) 	 A main finding is that the decision to search for (or consider 

searching for) product and service information Online (prior to 

purchasing Offline) is significantly influenced by whether or not 

respondents have purchased via the Internet before. 

It was also decided to determine whether or not the decision to purchase via the 

Net in the future (current non-shoppers) significantly influences whether or not 

respondents search for or consider searching for product and service information 

Online prior to purchasing Offline. 

The results from the cross-tabulation analysis, conSidering non-shopper 

intentions to purchase Online in the future and whether or not product and 

service information is sought Online prior to Offline purchases, are portrayed in 

Table 7.44. 

TABLE 7.44: 	 RELATIONSHIP BETWEEN CONSIDERING TO SHOP ONLINE IN 
THE FUTURE AND ONLINE INFORMATION SEARCH 

Consider to 
purchase via the 
Internet in the 
future 

V 
Search for or consider 

Online information search 
TotalYes 

V86.1 
No 

V86.2 
Yes V46.1 233 64 297 
No V46.2 89 76 165 
Total Frequency 322 140 462 

Percentage 69.70% 30.30% 100% 

The chi-square test for significance applicable to Table 7.44 resulted in a value of 

29.48 and an exceedence probability of <0.0001, indicating that the two variables 

(V46 and V86) are related. 
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(BC31) 	 A main finding is that, for current non-Internet shoppers, the 

decision to purchase via the Internet in the future significantly 

influences whether or not respondents search for or consider 

searching for product and service related information on the 

Internet prior to purchasing from non-Internet based sellers. 

(b) Questions 17 and 21 

017·and 021: From Which of the following product and selVices categories have 

you searched for or do you consider searching for information on the Internet 

prior to purchasing from a non-Internet<based seller? (e.g. physical store or 

telephone shopping) [Respondents had to choose from a list of 38 categories] 

Respondents who had not purchased via the Internet before were requested to 

complete question 17 if they indicated (question 16 - V86.1) that they searched 

for or consider searching for product and service information on the Internet prior 

to purchasing from non-Internet based sellers. 

Following the same logic, current Internet shoppers who indicated that they 

search for or consider searching for product and selVice information via the 

Internet (question 20 - V187.1), were requested to complete question 21. 

The results from questions 17 and 21 are depicted in Table 7.45, indicating from 

which product or service categories respondents search for or consider 

searching for information on the Internet prior to purchasing from non-Internet 

based sellers. 
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TABLE 7.45: 	 INFORMATION ON PRODUCT AND SERVICE CATEGORIES 

SEARCHED FOR ON THE INTERNET PRIOR TO PURCHASING FROM 

NON·INTERNET BASED SELLERS 

Product or service categories Current Internet shoppers 
(n =469) 

Non-Internet shoppers 
(n =322) 

V Frt!CI. Percentage V Freq. Percentage 
Adult entertainment V188 58 10.68% V87 37 8.01% 

Airline tickets V189 270 49.72% V8S 156 33.77% 
Baby products Vl90 29 5.34% V89 12 2.60% 
Beauty products V191 44 8.10% V90 20 4.33% 
Books and magazines V192 301 55.43% V9l 135 29.22% 
Cars and related V193 194 35.73% V92 116 25.11% 
CD's (music) V194 285 52.49% V93 152 32.90% 
Cellular phones and accessories V195 172 31.68% V94 92 19.91% 
Clothing and accessories V196 53 9.76% V95 43 9.31% 
Computer games V197 201 37.02% V96 87 18.83% 
Computer hardware V198 261 48.07% V97 138 29.87% 
Computer software V199 301 55.43% V98 175 37.88% 
Cosmetics V200 40 7.73% V99 18 3.90% 
DVD's / videos V201 207 38.12% Vl00 80 17.32% 
Flowers V202 58 10.68% Vl0l 30 6.49% 
Electronic equipment (TV, Hi-Fi, Video 
machine; etc) 

V203 249 45.86% Vl02 131 28.35% 

Household appliances (Washing 
machine, Fridge, etc) 

V204 133 24.49% Vl03 63 13.64% 

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

V205 98 18.05% Vl04 61 13.20% 

Food (groceries) V206 63 11.60% Vl05 42 9.09% 
Food (take away) V207 42 7.73% Vl06 35 7.58% 
Furniture V208 66 12.15% Vl07 43 9.31% 
Gifts V209 122 22.47% Vl08 59 12.77% 
Gift vouchers V210 63 11.60% Vl09 37 8.01% 
Garden related V21l 57 10.50% Vll0 31 6.71% 
Health products V2l2 86 15.84% V111 42 9.09% 
Hotel reservations V213 214 39.41% V112 137 29.65% 
Insurance: Car V214 86 15.84% Vl13 77 16.67% 
Insurance: Household V215 66 12.15% V114 60 12.99% 
Insurance: Life V216 40 7.37% Vl15 44 9.52% 
Interior decorating I renovations V217 51 9.39% Vl16 35 7.58% 
Jewellery V218 33 6.08% Vl17 21 4.55% 
Movie or event tickets V219 227 41.80% V118 107 23.16% 
Property V220 112 20.63% Vl19 76 16.45% 
Sporting goods V221 90 16.57% V120 53 11.47% 
Toys V222 73 13.44% V121 40 8.66% 
Unit trust I Shares V223 110 20.26% V122 73 15.80% 
Wine V224 100 18.42% V123 43 9.31% 
Other Liquor V225 34 6.26 V124 21 4.55% 

As can be seen from Table 7.45, the 10 product and service categories from 

which most current shoppers search for or consider searching for Online 

information prior to Offline purchases are: 
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Category 

• Books and magazines (V192) 

• Computer software (V199) 

• CDs (music) (V194) 

• Airline tickets (V189) 

• Electronic equipment 

(e.g. TV, Hi-Fi, Video 


machine, etc.) (V203) 


• Movie or event tickets (V219) 

• Hotel reservations (V213) 

• DVDslVideos (V201) 

• Computer games (V197) 

• Cars and related (V193) 

Percentage 

55.43% 

55.43% 

52.49% 

49.72% 

45.86% 

41.80% 

39.41% 

38.12% 

37.02% 

35.73% 

In contrast to the 10 categories that more than 35% of current shoppers search 

from (or consider searching information from), only one category is searched for 

or considered by more than 35% of non-shoppers, namely computer software 

(V98) (37.88%). 

The other nine categories 

information are: 

Category 

• Airline tickets (V88) 

• CDs (music) (V93) 

• Computer hardware (V97) 

• Hotel reservations (V112) 

most non-shoppers searched from for Online 

Percentage 

33.77% 


32.90% 


29.87% 


29.65% 


• Books and magazines (V91) 29.22% 

• Electronic equipment (TV, Hi-

Fi, Video machines, etc) (V102) 28.35% 
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Category 	 Percentage 

• 	 Cars and related (V92) 25.11 % 

• 	 Movie or event tickets (V118) 23.16% 

• 	 Cellular phones and 

accessories (V94) 19.91% 

Three main findings can be drawn at this point of the discussion, namely that: 

(BC32) 	 a greater number of current Internet shoppers search for more 

product and service categories Online than non-shoppers (more 

than 25% of shoppers search from 12 product and service 

categories as opposed to 8 categories by non-shoppers); 

(BC33) 	 the five categories on which most searches are conducted for 

product and service information by Internet shoppers are: books 

and magazines (55.43%)(V192), computer software (55.43%)(V199), 

CDs (music)(52.49%)(V194), airline tickets (49.72%)(V189) and 

electronic equipment (45.86%)(V203); and 

(BC34) 	 the five categories most searched from for product and service 

information by non-Internet shoppers are: computer software 

(37.88%)(V98), airline tickets (33.77%)(V88), CDs (music)(32.90%) 

(V93), computer hardware (29.87%)(V97) and hotel reservations 

(29.65%)(V112). 

It can also be derived from Table 7.45 that Internet shoppers search from more 

or consider searching from more categories than non-shoppers. This becomes 

clear when considering that there are only nine categories from which less than 

10% of shoppers search for information as opposed to the 17 categories from 

which less than 10% of non-shoppers search. 
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There are also no categories from which less than five percent of shoppers 

search in comparison with the five categories from which less than five percent of 

non-shoppers search. 

The five categories from which current shoppers least search for (or consider 

searching for) information prior to purchasing Offline are: 

Category Percentage 

• Insurance: Life (V216) 7.37% 

• Cosmetics (V200) 7.37% 

• Other liquor (V225) 6.26% 

• Jewellery (V219) 6.08% 

• Baby products (V190) 5.34% 

The five categories from which non-shoppers least search from (or consider 

searching from) information prior to purchasing Offline are: 

Category Percentage 

• Other liquor (V124) 4.5% 

• Jewellery (V117) 4.5% 

• Beauty products (V90) 4.3% 

• Cosmetics (V99) 3.9% 

• Baby products (V89) 2.6% 

7.3.3 Results from Section D of the questionnaire 

The focus of Section 0 of the questionnaire was to categorise respondents who 

participated in the study according to demographic variables. In the following 

discussion attention will be given on descriptive statistics (either graphically or in 

tabular form) applicable to different demographic variables and show whether or 
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(01) 	 A main finding derived from Figure 7.2 is that 69.95% of the 

respondents who participated in the study were male (V226.2), while 

the remaining 30.05% were female (V226.3). 

Table 7.46 shows the results when gender was compared with whether or not 

respondents have purchased via the Net before. Gender has, for the cross

tabulation purposes, been re-coded as VV226.1 (male) and VV226.2 (female). 

TABLE 7.46: 	 RELATIONSHIP BElWEEN GENDER AND WHETHER OR NOT 

RESPONDENTS HAVE PURCHASED VIA THE INTERNET 

Purchased via the 
Internet V 

Gender 
TotalMale 

VV226.1 
Female 
VV226.2 

Yes V21.1 415 128 543 
No V21.2 288 174 462 
Total Frequency 703 302 1 005 

Percentage 69.95% 30.05% 100% 

(02) 	 A main finding that can be derived from analysing the results from 

Table 7.46, is that a greater percentage of male respondents 

(VV226.1)[59.03% (4151703)]) indicated that they have purchased 

products and services via the Internet as opposed to women 

(VV226.2)[42.38% (128/302)]. 

(03) 	 It should be explicitly stated that, although related to finding 02, 

57.62% (174/302) of female respondents have never purchased 

products or services via the Internet before. 

The chi-square statistic calculated for Table 7.46 was equal to 23.58 and resulted 

in an exceedence probability of <0.0001, indicating that gender (VV226) and 

whether or not respondents have purchased Online before (V21) are related. 
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(04) 	 Gender significantly influenced whether or not respondents have 

purchased products or services via the Internet. 

Considering the ten product and service categories, selected earlier in the study 

for further analyses, a cross-tabulation analysis was conducted to determine 

whether or not gender influenced the product and service categories respondents 

have purchased from. 

The findings from the cross-tabulation analysis are portrayed in Table 7.47, 

considering gender and ProductHP (categories respondents have already 

purchased from). 

TABLE 7.47: 	 RELATIONSHIP BETWEEN GENDER AND CATEGORIES 

PURCHASED FROM VIA THE INTERNET 

Gender v ProductHP Total 
1 2 3 4 5 6 7 8 9 10 

Male VV226.1 72 51 61 19 24 21 19 12 9 3 291 
Female VV226.2 13 20 9 7 3 8 6 0 1 5 72 

Total Freq. 85 71 70 26 27 29 25 12 10 8 363 
Perc. 23.4% 19.6% 19.3% 7.1% 7.4% 8.0% 6.9% 3.3% 2.8% 2.2% 100% 

The chi-square test performed to determine if gender influenced whether or not 

respondents purchased from the selected product and service categories 

produced a value of 22.57 and an exceedence probability of 0.0072. It can 

therefore be derived that the two variables are related. 

(05) 	 Respondents' gender significantly influenced the product and 

service categories they have purchased from via the Internet. 

The cross-tabulation analysis was repeated to determine if gender influences the 

product and service categories respondents consider purchasing from in the 

future. Table 7.48 portrays the analysis, depicting gender and ProductAP (all 
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respondents indicating that they consider purchasing from the selected 

categories in the future). 

TABLE 7.48: 	 RELATIONSHIP BETWEEN GENDER AND PRODUCT AND 

SERVICE CATEGORIES RESPONDENTS CONSIDER 

PURCHASING FROM 

Gender v ProductAP Total 
1 2 3 4 5 6 7 8 9 10 

Male W22S.1 40 65 59 30 47 59 83 73 84 47 587 
Female W22S.2 18 30 8 14 5 38 32 15 23 42 225 
Total Freq. 58 95 67 44 52 97 115 88 107 89 812 

Perc. 7.1% 11.7% 8.3% 5.4% 6.4% 12.0% 14.2% 10.8% 13.1% 11.0% 100% 

The chi-square test for significance was repeated for the variables portrayed in 

Table 7.48, yielding a value of 48.51 and an exceedence probability of <0.0001 

resulted. 

Considering the decision-rule that an exceedence probability of <0.05 would be 

considered as an indication of significance, it may be concluded that the two 

variables (VV226 and ProduckAP) are related. 

(D6) 	 The main finding is that gender significantly influences the product 

and service categories respondents consider purchasing from via 

the Internet in the future. 

(b) 	 Age group (Q23) 

Table 7.49 depicts the age groups of respondents who participated in the study. 
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TABLE 7.49: AGE GROUPS OF RESPONDENTS 


Age groups V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

Under 18 years V227.2 12 1.19% 12 1.19% 
19-24 years V227.3 70 6.97% 82 8.16% 
25-35 years V227.4 273 27.16% 355 35.32% 
36-50 years V227.S 404 40.20% 759 75.52% 
51-65 years V227.6 211 21.00% 970 96.52% 
Older than 65years V227.7 33 3.28% 1003 99.80% 
Not specified V227.8 2 0.20% 1005 100% 

Table 7.49 indicates that 8.16% of respondents are younger than 25 years 

(V227.2 and V227.3), 67.36% (677/1005) are between 25 and 50 years old 

(V227.4 and V227.5) and 24.28% (244/1005) are older than 50 years. Two 

respondents did not divulge their age group. 

It should be mentioned that it was decided to group some of the age groups 

together to form new groups in an effort to derive a more manageable number to 

be used for further analyses. The new age groups are shown in Table 7.50. 

TABLE 7.50: RE-CODING OF AGE GROUPS FOR FURTHER ANALYSES 

Current age groups V New age groups Ascribed 
variable 

Under 18 years V227.2 
< 35 years VV227.119-24 years V227.3 

25-35 years V227.4 
36-50 years V227.5 36-50 years VV227.2 
51-65 years V227.6 Older than 51 years 

and not specified VV227.3Older than 65 years V227.7 
Not specified V227.8 

The cross-tabulation comparing the various age groups to whether or not 

respondents have purchased via the Net before is shown in Table 7.51. 
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TABLE 7.51: 	 RELA-nONSHIP BETWEEN AGE GROUPS AND WHETHER 
OR NOT RESPONDENTS HAVE PURCHASED VIA THE 
INTERNET 

Purchase Age groups 
Totalvia the Net V < 35 years 

VV227.1 
36-50 
years 

VV227.2 

Older than 51 years 
and not specified 

W227.3 

Yes V21.1 196 218 129 543 
No V21.2 159 186 117 462 
Total Frequency 355 404 246 1005 

Percentage 35.32% 40.20% 24.48% 100% 

The results portrayed in Table 7.51 indicate that a greater percentage of 

respondents, when considering all specified age groups, have purchased Online 

than those who have not. 

Although this may lead one to assume that the two variables are related, the chi

square statistic for significance will show if there is, statistically, a relationship 

between the two variables. 

The chi-square test, applicable to the cross-tabulation depicted in Table 7.51, 

yielded a value of 0.45. The exceedence probability associated with the chi

square statistic is 0.798. 

Considering the probability value, it can be derived that there is not a relationship 

between respondents' age groups and the decision to have purchased via the 

Internet. 

(D7) 	 A main finding is that age group does not influence whether or not 

respondents have purchased products or services via the Internet. 

Based on this finding, further analyses will not be performed to determine if 

respondents' age groups influence the product and service categories they have 

purchased from or consider purchasing from via the Internet in the future. 

Page 429 

 
 
 



Chapter 7 

(c) 	 Household language (Q24) 

Respondents had to indicate their household language by choosing from 

eighteen different languages and an "other"-option. Results from ql.jestion 24 are 

shown in Table 7.52. 

TABLE 7.52: RESPONDENTS' HOUSEHOLD LANGUAGE 

Household language V Frequenc~ Percent 
Afrikaans V228.2 391 38.91% 
English V228.3 565 56.22% 
French V228.4 3 0.30% 
German V228.5 9 0.90% 
Greek V228.6 5 0.50% 
IsiNdebele V228.7 0 0.00% 
IsiXhosa V228.8 3 0.30% 
IsiZulu V228.9 5 0.50% 

..--~. 

Italian V228.10 2 0.20% 
Portuguese V228.11 0 0.00% 
SePedi V228.12 3 0.30% 
SeSotho V228.13 3 0.30% 
SeTswana V228.14 7 0.70% 
SiSwati V228.15 1 0.10% 
TshiVenda V228.16 0 0.00% 
XiTsonga V228.17 0 0.00% 
An Eastern language V228.18 0 0.00% 
An Asian language V228.19 0 0.00% 
Other V228.20 8 0.80% 
n = 1 005 

(08) 	 A main finding derived from Table 7.52 is that the majority of 

respondents indicated that English (V228.3)(56.22%) or Afrikaans 

(V228.2)(38.91 %) was their household language. Only 4.87% of 

respondents who participated in the study spoke languages other 

than English or Afrikaans. 

Considering the above, Figure 7.3 depicts the three main household language 

categories that will be considered for further analyses. 
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(09) 	 A main finding derived from Table 7.53 is that 51.41% (201/391) 

Afrikaans speaking and 57.88% (327/238) English speaking 

respondents have purchased via the Internet before. 

It can also be derived from Table 7.53 that 69.39% (34/49) of respondents with 

other household languages (including all other official South African languages) 

have never purchased via the Internet. 

The chi-square statistical test, when applied to Table 7.53, yielded a value of 

15.27 and an exceedence probability of 0.0005. It can therefore be derived that 

household language and whether or not respondents purchase products or 

services via the Internet are related. 

(010) 	 A main finding from the analysis is that household language 

significantly irlfluences whether or not respondents have purchased 

via the Internet before. 

A further analysis was repeated to determine if there is a relationship between 

household language and product and service categories respondents have 

purchased from via the Internet. The results from the cross-tabulation analysis is 

portrayed in Table 7.54 (showing differences between different household 

language groups and product and service categories respondents have 

purchased from). 

TABLE 7.54: 	 RELATIONSHIP BETWEEN HOUSEHOLD LANGUAGE AND 

PRODUCT AND SERVICE CATEGORIES PURCHASED FROM 

Language 
Groups 

v ProductHP Total 
1 2 3 4 5 6 7 8 9 10 

Afrikaans W228.1 35 31 30 7 8 10 5 5 1 2 134 
English W228.2 46 37 39 19 19 18 19 7 8 6 218 
Other W228.3 4 3 1 0 0 1 1 0 1 0 11 
Total Freq. 85 71 70 26 27 29 25 12 10 8 363 

Perc. 23.4% 19.6% 19.3% 7.1% 7.4% 8.0% 6.9% 3.3% 2.8% 2.2% 100% 
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From Table 7.54 it can be inferred that more respondents from English-speaking 

households have purchased from all ten product and service categories than any 

other language group. 

The chi-square test for significance was executed and yielded a value of 17.73 

and an exceedence probability of 0.4738. It can therefore be concluded that the 

two variables (VV228 and ProductHP) are not related. 

(D11) 	 A main finding is that respondents' household language did not 

significantly influence the product and service categories they have 

purchased from via the Internet. 

The cross-tabulation analysis was repeated to determine if household language 

can be regarded as an influence on the decision to purchase from the selected 

product and service categories in tile future. The results from the analysis, 

depicted in Table 7.55, portray data from VV228 (household language groups) 

and ProductAP (all respondents indicating that they consider purchasing from the 

selected product and service categories in the future). 

TABLE 7.55: 	 RELATIONSHIP BETWEEN HOUSEHOLD LANGUAGE AND 

PRODUCT AND SERVICE CATEGORIES RESPONDENTS 

CONSIDER PURCHASING FROM 

Language 
Groups 

v ProductAP Total 
1 2 3 4 5 6 7 8 9 10 

Afrikaans VV228.1 24 35 27 16 21 39 36 47 I 51 37 333 
English VV228.2 30 54 39 28 27 52 75 37 49 52 443 
Other VV228.3 4 6 I 1 0 4 6 4 4 7 0 36 
Total Freq. 58 95 67 44 52 97 115 88 107 89 812 

Perc. 7.1% 11.7% 8.3% 5.4% 6.4% 12.0% 14.2% 10.8% 13.1% 11.0% 100% 

The chi-square test for significance, performed for Table 7.55, realised a value of 

27.51 with an exceedence probability of 0.0699. It is important to note that, 

based on the decision-rule that an exceedence probability of <0.05 would be 
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regarded as an acceptable indicator for significance, it has to be concluded that 

the two variables are not related. 

(012) 	 A main finding is that respondents' household language does not 

significantly influence the product and service categories they 

consider purchasing from via the Internet in the future. 

(d) Gross monthly household income (Q2S) 

The gross monthly household income of respondents participating in the study is 

portrayed in Table 7.56. 

TABLE 7.56: RESPONDENTS' GROSS MONTHLY HOUSEHOLD INCOME 

Gross monthly 
income 

v Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

Less than R 5 000 V229.2 85 8.46% 85 8.46% 
R 5001 - R 9 999 V229.3 217 21.59% 302 30.05% 
R 10 000  R 14 999 V229.4 168 16.72% 470 46.77% 
R 15000 R 19999 V229.5 146 14.53% 616 61.29% 
R 20 000  R 24 999 V229.6 106 10.55% 722 71.84% 
R 25000 - R 29999 V229.7 63 6.27% 785 78.11% 
More than R 30 000 V229.B 133 13.23% 918 91.34% 
Not specified V229.9 87 8.66% 1 005 100% 

It can be seen from Table 7.52 that the income group R5 000 - R9 999 

(VV229.3) represents the income group with the most respondents (21.59%) who 

participated in the study. The lowest specified income group, representing less 

than R 5 000 per month (V229.2), contains the least number of respondents 

(S.46%), followed by respondents who would not divulge their income 

(8.66%){V229.9). 

Similar to the previous analyses of demographic variables, it was decided to 

combine some of the income groups to form more meaningful categories. The 

new ascribed variables are shown in Table 7.57. 
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Considering the probability value from the significance test, it can be derived that 

gross monthly household income and whether or not respondents have 

purchased Online before are related. 

(D13) 	 A main finding is that household income significantly influence 

whether or not respondents have purchased products or services 

via the Internet before. 

A cross-tabulation analysis was performed to determine whether or not 

respondents' income group exerted an influence on the product and service 

categories they have purchased from via the Internet. The analysis is shown in 

Table 7.59, indicating variables VV229 (gross monthly household income groups) 

and ProductHP (consisting of responses from Internet shoppers who have 

purchased from the selected product and service categories before). 

TABLE 7.59: 	 RELATIONSHIP BElWEEN GROSS MONTHLY HOUSEHOLD 
INCOME AND PRODUCT AND SERVICE CATEGORIES 
PURCHASED FROM VIA THE INTERNET 

Income 
Groups 

v ProductHP Total 
1 2 3 4 5 6 7 8 9 10 

< R 9 999 W229.1 19 8 19 3 6 7 4 2 3 3 74 
R 10000
R19999 

VV229.2 25 22 23 3 7 11 7 6 3 3 110 

R 20000 and 
more 

W229.3 34 35 22 16 10 I 11 11 4 3 1 147 

Not specified W229.4 7 6 6 4 4 0 3 0 1 1 32 

Total Freq. 85 71 70 26 27 29 25 12 10 8 363 
Perc. 23.4% 19.6% 19.3% 7.1% 7.4% 8.0% 6.9% 3.3% 2.8% 2.2% 100% 

The chi-square test for significance applicable to Table 7.59 yielded a value of 

27.70 and an exceedence probability of 0.4263 resulted, enabling one to 

conclude that the two variables (VV229 and ProductHP) are not related. 

(D14) 	 A main finding is that respondents' household income did not 

Significantly influence the product and service categories they have 

purchased from via the Internet. 
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The analysis was repeated to determine if respondents' gross monthly household 

income group influence product and service categories they consider purchasing 

from via the Internet in future. Results from the cross-tabulation analysis are 

shown in Table 7.60. 

TABLE 7.60: 	 RELATIONSHIP BETWEEN GROSS MONTHLY HOUSEHOLD 
INCOME AND PRODUCT AND SERVICE CATEGORIES 
RESPONDENTS CONSIDER PURCHASING FROM 

Income 
Groups 

v ProductAP Total 
1 2 3 4 5 6 7 8 9 10 

<: R 9 999 VV229.1 22 19 15 10 14 34 35 22 39 23 233 
R 10000
R 19 999 

VV229.2 14 29 29 14 15 28 30 35 24 35 253 

> R 20000 VV229.3 17 37 15 14 16 28 41 29 40 26 263 
Not 
specified 

VV229.4 5 10 8 6 7 7 9 2 4 5 63 

Total Freq. 58 95 67 44 52 97 115 88 107 89 812 
Perc. 7.1% 11.7% 8.3% 5.4% 6.4% 12.0% 14.2% 10.8% 13.1% 11.0% 100% 

A value of 27.70 resulted from the chi-square test performed for Table 7.60, 

together with an exceedence probability of 0.0477. It can therefore be concluded 

that, if the decision-rule is applied that an exceedence probability of <0.05 is 

regarded as significant, the two variables (VV229 and ProductAP) used in the 

analysis are related. 

(015) 	 A main finding is that respondents' gross monthly household 

income significantly influences the product and service categories 

they consider purchasing from via the Internet in the future. 

(e) Highest qualification (Q26) 

Table 7.61 provides a demarcation of respondents' highest qualifications. 
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TABLE 7.61: RESPONDENTS' HIGHEST QUALIFICATIONS 


Highest 
Qualification 

V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

Standard 8/Grade 10 V230.2 71 7.06% 71 7.06% 
MatriclGrade 12 V230.3 239 23.78% 310 30.85% 
Diploma from 
technical college 

V230.4 126 12.54% 436 43.38% 

Diploma from 
technikon 

V230.5 127 12.64% 563 56.02% 

Degree V230.6 208 20.70% 771 76.72% 
Post~graduate V230.7 234 23.28% 1 005 100% 

It can be seen from Table 7.61 that 23.28% of respondents indicated that they 

are post-graduates, 20.70% possesses a degree, 23.78% has finished Grade 12, 

12.64% acquired a diploma from a technicon, 12.54% obtained a diploma from a 

technical college and 7.06% completed Grade 10. 

The different groups associated with respondents' highest qualification were 

combined to form a more manageable set. The newly formed groups are 

labelled in Table 7.62. 

TABLE 7.62: 	 RE-CODING OF HIGHEST QUALIFICATION GROUPS FOR 

FURTHER ANALYSES 

Qualification groups V Newly formed 
qualification groups 

Ascribed 
variable 

Standard 8/Grade 10 V230.2 School Only VV230.1 
Matric/Grade 12 V230.3 
Diploma from technical college V230.4 Diploma VV230.2 
Diploma from technicon V230.5 
Degree V230.6 Degree VV230.3 
Post Degree V230.7 

Table 7.63 indicates the cross-tabulation results when the newly defined 

qualification groups were compared with whether or not respondents have 

purchased via the Net before. 
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TABLE 7.63: 	 RELATIONSHIP BETWEEN QUALIFICATIONS AND 

WHE'rHER OR NOT RESPONDENTS HAVE PURCHASED 

VIA THE INTERNET 

Purchase Highest qualification 
Totalvia the Net V School only 

VV230.1 
Diploma 
VV230.2 

Degree 
W230.3 

Yes V21.1 142 135 266 543 
No V21.2 168 118 176 462 
Total Frequency 310 253 442 1 005 

Percentage 30.85% 25.17% 43.98% 100% 

It can be seen from the results portrayed in Table 7.63 that a greater percentage 

of respondents with post-school qualifications shop on the Net than respondents 

who have no further qualifications [53.36% (135/253) of respondents with 

diplomas (VV230.2) and 60.18% (266/442) of respondents with degrees 

(VV230.3) purchase Online as opposed to 45.81% (1421310) of respondents with 

no tertiary education]. 

The chi-square value calculated for the cross-tabulation shown in Table 7.63 was 

equal to 15.22, resulting in an exceedence probability of 0.0005. If the decision

rule is applied that a probability value of <0.05 is regarded as being indicative of 

significance, it can be derived that respondent's qualifications (VV230) 

significantly influenced their decision to purchase Online (V21). 

(016) 	 A main finding is that whether or not respondents have purchased 

Online before, is significantly influenced by their qualifications. 

As with many other demographic variables, it was necessary to establish whether 

or not respondents' qualifications influenced the selected product and service 

categories they purchased from via the Internet. 

A cross-tabulation analysis was performed (shown in Table 7.64) to determine 

whether or not a relationship exists between respondents' qualifications (VV230) 
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and product and service categories they have purchased from via the Internet 

(ProductHP). 

TABLE 7.64: 	 RELATIONSHIP BETWEEN QUALIFICATIONS AND PRODUCT 

AND SERVICE CATEGORIES PURCHASED FROM 

Qualification 
Groups 

v ProductHP Total 
1 2 3 4 5 6 7 8 9 10 

School only W230.1 19 12 25 3 9 6 5 3 2 2 86 
Diploma W230.2 24 9 16 8 7 4 10 2 5 2 87 
Degree W230.3 42 50 29 15 11 19 10 7 3 4 190 
Total Freq. 85 71 70 26 27 29 25 12 10 8 363 

Perc. 23.4% 19.6% 19.3% 7.1% 7.4% 8.0% 6.9% 3.3% 2.8% 2.2% 100% 

Following the chi-square analysis performed to test for significance, it can be 

reported that a value of 30.50 was realised from the test with an exceedence 

probability of 0.0329. 

Keeping to the decision rule that an exceedence probability <0.05 is regarded as 

significant, it can be derived that the two variables (VV230 and ProductHP) are 

related. 

(017) 	 A main finding is that respondents' qualifications significantly 

influenced the product and service categories they have purchased 

from via the Internet before. 

The analysis was repeated to determine if qualifications exert an influence on 

product and service categories respondents consider purchasing from via the 

Internet in the future. The cross-tabulation analysis is shown in Table 7.65. 

Page 440 

 
 
 



7 

TABLE 7.65: RELATIONSHIP BETWEEN QUALIFICATIONS AND PRODUCT 

AND SERVICE CATEGORIES RESPONDENTS CONSIDER 

PURCHASING FROM 

Qualification v ProductAP Total 
group 1 2 3 4 5 6 7 8 9 10 
School only VV230.1 17 17 22 7 20 32 32 30 26 31 234 
Diploma VV230.2 13 16 19 12 14 15 35 21 35 19 199 
Degree VV230.3 28 62 26 25 18 50 48 37 46 39 379 
Total Freq. 58 95 67 44 52 97 115 88 107 89 812 

Perc. 7.1% 11.7% 8.3% 5.4% 6.4% 12.0% 14.2% 10.8% 13.1% 11.0% 100% 

The chi-square test for significance performed, for the cross-tabulation depicted 

in Table 7.65, realised a value of 35.64 and an exceedence probability of 0.0078. 

It can therefore be concluded that the two variables (VV230 and ProductAP) 

portrayed in the cross-tabulation analysis are related. 

(018) 	 A main finding is that respondents' qualifications significantly 

influence the product and service categories they consider 

purchasing from via the Internet in the future. 

(f) Geographic location (Q27) 

The cities or towns that respondents, who participated in the study, live in or are 

closest to them are shown in Table 7.66. 

TABLE 7.66 RESPONDENTS' GEOGRAPHIC LOCATION 

CityfTown V Frequency Percentaj)e 
Beaufort West V231.2 5 0.50% 
Belville V231.3 30 2.99% 
Bloemforntein V231.4 50 4.98% 
CapeTown V231.5 220 21.89% 
Colesberg V231.6 2 0.20% 
Durban V231.7 85 8.46% 
East London V231.8 20 1.99% 
Graaff Reinet V231.9 4 0.40% 
Johannesburg V231.10 220 21.89% 
Kimberley V231.11 14 1.39% 
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CityfTown V Frequency Percentage 
Mossel Bay V231.12 20 1.99% 
Nelspruit V231.13 13 1.29% 
Pietermaritzburg V231.14 38 3.78% 
Pietersburg V231.15 10 1.00% 
Port Elizabeth V231.16 94 9.35% 
Pretoria V231.17 111 11.04% 
Richards Bay V231.18 23 2.29% 
Rustenburg V231.19 15 1.49% 
Springbok V231.20 3 0.30% 
Tzaneen V231.21 5 0.50% 
Umtata V231.22 6 0.60% 
Upington V231.23 3 0.30% 
Witbank V231.24 14 1.39% 
Total 1 005 100% 

From Table 7.66 it can be seen that at least some respondents live in or live 

close to all 23 cities or towns listed in the questionnaire. The majority of 

respondents indicated that they live in or closest to Cape Town (V231.5) or 

Johannesburg (V231.10) (21.89% for each of the cities), Pretoria 

(V231.17)(11.04%), Port Elizabeth (V231.16)(9.35%) and Durban 

(V231.7)(8.46%). Other cities or towns represented by at least 30 respondents 

are Belville (V231.3)(2.99%), Bloemfontein (V231.4)(4.98%) and 

Pietermaritzburg (V231.14)(3.78%). 

To do further analyses, the 23 geographical locations had to be reduced to a 

manageable number. The following variable numbers were ascribed to variables 

previously used for different geographical locations: 

Variables V231.2; V231.3; V231.6; V231.9; V231.11 - V231.15; and V231.18

V231.24 were combined to form variable VV231.1, representing smaller towns 

and cities, whereas V231.4; V231.5; V231.7; V231.8; V231.10; V231.16 and 

V231.17 were combined to form VV231.2, representing metropolitan cities. 
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Table 7.67 depicts the cross-tabulation findings when V21 (considering whether 

or not respondents have purchased Online before) and VV231 (geographic 

location) were further analysed to determine whether or not geographic location 

significantly influence the decision to purchase on the Net. 

TABLE 7.67 	 RELATIONSHIP BETWEEN GEOGRAPHIC LOCATION AND 

WHETHER OR NOT RESPONDENTS HAVE PURCHASED ON 

THE INTERNET 

Purchase via the Geographic location 
TotalNet V Smaller towns 

and cities 
VV231.1 

Metropolitan 
cities 

VV231.2 
Yes V21.1 115 428 543 
No V21.2 90 372 462 
Total Frequency 205 800 1 005 

Percentage 20.40% 79.60% 100% 

(019) 	 A main finding that can be derived from the cross-tabulation 

analysis, is that the majority of respondents (79.60%) who 

participated in the study reside in or close to a metropolitan city 

(VV231.2). The remaining 20.40% of respondents either live in or 

close to a smaller city, large town or smaller town (VV231.1 ). 

The chi-square measure for significance applicable to the cross-tabulation table 

portrayed in Table 7.67 yielded a value of 0.44. The realised exceedence 

probability applicable to the analysis is 0.5055. Based on the statistical results, it 

can be derived that the two variables (V21 and VV231) are not related. 

(020) 	 A main finding is that geographic location does not significantly 

influence whether or not respondents have purchased Online 

before. 
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(g) Population group (Q28) 

The population groups of respondents participating in the study are shown in 

Table 7.68. 

TABLE 7.68: RESPONDENTS' POPULATION GROUPS 

Population group V Frequency Percentage 
Asian V232.1 16 1.59% 
Black V232.2 29 2.89% 
Coloured V232.3 24 2.39% 
Indian V232.4 21 2.09% 
White V232.5 902 89.75% 
Other V232.6 13 1.29% 
Total 1 005 100% 

(021) 	 A main finding from Table 7.68 is that 89.75% of respondents who 

participated in the study were White (V232.5), followed by 2.89% of 

respondents who indicated that they were Black (V232.2) and 2.39% 

Coloured (V232.3). 

The population groups were combined to form a manageable set. Two groups 

were formed, namely 'Whites" and "Other population groups". The 'Whites" 

group was re-coded as VV232.1 and the "Other population groups" were labelled 

VV232.2. 

Table 7.69 provides the findings from a cross-tabulation analysis, considering the 

newly formed population groups and whether or not respondents have purchased 

via the Internet before. 
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TABLE 7.69: 	 RELATIONSHIP BETWEEN POPULATION GROUP AND 
WHETHER OR NOT RESPONDENTS HAVE PURCHASED VIA 
THE INTERNET 

Purchase via Population group 
Totalthe Net V Whites 

VV232.1 
Other population 

groups 
VV232.2 

Yes V21.1 507 36 543 
No V21.2 395 67 462 
Total Frequency 902 103 1 005 

Percentage 89.75% 10.25% 100% 

Two main 'findings can be derived from scrutinising the results shown in Table 

7.69, namely that: 

(022) 	 Fifty-six percent (507/902) of white respondents (VV232.1) have 

purchased products and services via the Internet before, as 

opposed to 34.95% (36/103) of respondents from other population 

groups (VV232.2). 

(023) 	 Although related to the previously stated finding, 65.05% (67/103) of 

respondents from other population groups have never shopped 

Online before. 

The chi-square test for significance, calculated for Table 7.69, realised a value of 

16.82 and yielded an exceedence probability of <0.0001. Based on the decision 

rule regarding acceptance of significant values, it can be concluded that there is 

a relationship between population groups and the decision to purchase via the 

Net. 

(024) 	 A main finding derived from the discussion is that respondents' 

population group significantly influences the decision to purchase 

products and services via the Internet. 
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A cross-tabulation analysis was conducted to determine if respondents' 

population group could be regarded as an influence on the product and service 

categories they have purchased from via the Internet. The analysis, depicting 

respondents' population groups and the product categories they have purchased 

from before, is shown in Table 7.70. 

TABLE 7.70: 	 RELATIONSHIP BETWEEN POPULATION GROUP AND 
PRODUCT AND SERVICE CATEGORIES PURCHASED FROM 

Population 
group 

v ProductHP Total 

1 2 3 4 5 6 7 8 9 10 
Whites W232.1 76 69 64 26 24 24 22 12 10 7 334 
Other W232.2 9 2 6 0 3 5 3 0 0 1 29 
Total Freq. 85 71 70 26 27 29 25 12 10 8 363 

Perc. 23.4% 19.6% 19.3% 7.1% 7.4% 8.0% 6.9% 3.3% 2.8% 2.2% 100% 

Based on the results from the chi-square test for significance (yielding a value of 

12.07 and an exceedence probability of 0.2094). it can be concluded that the two 

variables (population group - VV232 - and product and service categories 

purchased from before - ProductHP) are not related. 

(025) 	 A main finding is that respondents' population group did not 

significantly influence the product and service categories they have 

purchased from via the Internet before. 

The cross-analysis was repeated (shown in Table 7.71) to determine if the 

respondents' population group exerted an influence on product and service 

categories they consider purchasing via the Internet in the future (ProductAP). 

TABLE 7.71: 	 RELATIONSHIP BETWEEN POPULATION GROUP AND 
PRODUCT AND SERVICE CATEGORIES RESPONDENTS 
CONSIDER PURCHASING FROM 

Population v ProductAP Total 
group 1 2 3 4 5 6 7 8 9 10 
Whites VV232.1 49 85 61 42 46 88 105 79 97 74 726 
Other W232.2 9 10 6 2 6 9 10 9 10 15 86 
Total Freq. 58 95 67 44 52 97 115 88 107 89 812 

Perc. 7.1% 11.7% 8.3% 5.4% 6.4% 12.0% 14.2% 10.8% 13.1% 11.0% 100% 
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The chi-square test for significance conducted for Table 7.71 yielded a value of 

7.91 and an exceedence probability of 0.5432. It can, therefore, be concluded 

that population group and product and service categories respondents consider 

to purchase from are not related. 

(026) 	 A main finding is that respondents' population group do not 

significantly influence product and service categories they 

consider purchasing via the Internet in the future. 

(h) Marital status (Q29) 

The marital status of respondents who participated in the study is captured in 

Table 7.72. 

TABLE 7.72: RESPONDENTS' MARITAL STATUS 

Population group V Frequency Percentage 
Single V233.2 197 19.60% 
Living together V233.3 42 4.18% 
Married V233.4 688 68.46% 
Separated V233.5 10 1.00% 
Divorced V233.6 53 5.27% 
Widowed V233.7 8 0.80% 
Other V233.8 7 0.70% 
Total 1 005 100% 

It can be seen from Table 7.72 that the majority of respondents (88.06%) are 

either married (V233.4)(68.46%) or single (V233.2)(19.60%). 

The remainder of respondents are divorced (V233.6)(5.27%), living together 

(V233.3)(4.18%), separated (V233.5)(1.00%) or widowed (V233.7)(0.80%). 

Seven respondents (0.70%) indicated that they could not be classified according 

to the categories provided and selected the "other" option (V233.8). 
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Since the number of categories for the cross-tabulation analysis had to be limited 

to be more manageable, the seven categories were reduced to four. The new 

categories together with the re-coded variables are shown in Table 7.73. 

TABLE 7.73: 	 RE-CODING OF MARITAL STATUS GROUPS FOR FURTHER 

ANALYSES 

Current marital status 
group 

V New marital status 
groups 

Ascribed 
variable 

Single V233.2 Single VV233.1 
Living together V233.3 Living together VV233.2 
Married V233.4 Married VV233.3 
Separated V233.5 

Other marital status VV233.4Divorced V233.6 
Widowed V233.7 
Other V233.8 

The final cross-tabulation analysis for the study was performed to determine 

whether demographic variables (specifically marital status at this point of the 

discussion) influences the decision to purchase Online, is shown in Table 7.74. 

TABLE 7.74: 	 RELATIONSHIP BETWEEN MARITAL STATUS AND 

WHETHER OR NOT RESPONDENTS HAVE PURCHASED 

VIA THE INTERNET 

Purchase Marital status group 
Totalvia the Net V Single 

VV233.1 
Living 

together 
VV233.2 

Married 
VV233.3 

Other marital 
status 

VV233.4 

Yes V21.1 106 28 371 38 543 
No V21.2 91 14 317 40 462 
Total Frequency 197 42 688 78 1 005 

Percentage 19.60% 4.18% 68.46% 7.76% 100% 

It can be deduced from Table 7.74 that, with the exception of the "other" marital 

status group, all marital status groups comprise of more respondents who have 

purchased Online before than those who have not. Although comprising the 

least number of respondents, respondents who are living together (VV233.2) 
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showed the largest percentage of respondents who have purchased [66.67% 

(28142)] when considering the ratio between Online shoppers and non-shoppers 

for each marital status group. 

The chi-square statistic for significance applied to Table 7.74 yielded a value 

equal to 3.59 and an exceedence probability of 0.3088. It can, therefore, be 

derived that there is not a relationship between marital status group and the 

decision to purchase Online. 

(027) 	 A main finding that can be derived is that marital status does not 

Significantly influence the decision to purchase products and 

services via the Internet. 

(i) Number of people actively using the Internet (Q30) 

Table 7.75 indicates the number of people, per respondent's household, who use 

the Internet more than once a week. 

TABLE 7.75: NUMBER OF ACTIVE INTERNET USERS PER HOUSEHOLD 

Number of 
people 

V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

1 V234.2 343 34.13% 343 34.13% 
2 V234.3 432 42.99% 775 77.11% 
3 V234.4 146 14.53% 921 91.64% 
4 V234.5 61 6.07% 982 97.71% 
5 V234.6 18 1.79% 1,000 99.50% 
6 V234.7 2 0.20% 1,002 99.70% 
7 V234.8 1 0.10% 1,003 99.80% 

More than 7 V234.9 2 0.20% 1 005 100% 

Two main findings can be derived from Table 7.75, namely that: 

(028) 	 Two members of the household (V234.3) use the Internet more 

than once a week in 42.99% of households; 
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(029) Almost 98% of respondents indicated that four or less members of 

their households use the Internet more than once a week. 

(j) Number of people per household (Q31) 


The results to the final question of the questionnaire are shown in Table 7.76. 


TABLE 7.76: NUMBER OF PEOPLE PER HOUSEHOLO 


Number of 
people 

V Frequency Percentage Cumulative 
frequency 

Cumulative 
percentage 

1 V235.2 88 8.76% 88 8.76% 
2 V235.3 278 27.66% 366 36.42% 
3 V235.4 204 20.30% 570 56.72% 
4 V235.5 265 26.37% 835 83.08% 
5 V235.6 120 11.94% 955 95.02% 
6 V235.7 39 3.88% 994 98.91% 
7 V235.8 6 0.60% 1,000 99.50% 

More than 7 V235.9 5 0.50% 1 005 100% 

(030) 	 A main finding from Table 7.76 is that 83.08% of respondents 

indicated that there are four or less people living in their 

households. 

Three main findings can be derived from considering the discussion regarding 

demographic variables, namely that: 

(031) 	 Gender (VV226), household language (VV228), gross monthly 

household income group (VV229), highest qualification (VV230) 

and population group (VV232) significantly influence whether or 

not respondents have purchased via the Internet before; 
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(032) 	 Gender (VV226) and qualification (VV230) significantly influence 

the product and service categories respondents have purchased 

from via the Internet; and 

(033) 	 Gender (VV226), gross monthly household income group (VV229) 

and highest qualification (VV230) significantly influence the 

product and service categories respondents consider purchasing 

from via the Internet in the future. 

7.3.4 Logit Analysis 

Based on the research results obtained from the study, it is possible to perform a 

logit analysis. 

In short, the log it model for categorical data, models the relationship between a 

binary response (dependent) variable and categorical explanatory (independent) 

variables. Hair, Anderson, Tatham & Black (1995: 130) explain that to 

understand the effects of the independent variables more fully, logit analysis 

does not predict just whether or not an event occurred, but instead predicts the 

probability of an event. Logit analysis, therefore, compares the probability of an 

event occurring with the probability of it not occurring (also expressed as an odds 

ratio)(Hair et al. 1995: 131). 

A logit analysis was performed to determine the intluence of various 

demographic variables (VV226 to VV233) on the decision to purchase products 

or services via the Internet (V21). 

It is important to note that the index value will be used for interpretation 

purposes. An index value of 1.000 is regarded as average and an index of 

>1.000 represents a higher probability (odds) of having purchased products or 
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services via the Internet before and an index <1.000 represents a lower 

probability of having purchased Online before. 

An index value for a demographic variable reflects the influence of that particular 

demographic variable on the probability of a respondent having purchased 

Online before. 

The results from the logit analysis are summarised in Table 7.77. 

TABLE 7.77: RESULTS FROM THE LOGIT ANALYSIS 

Demographic 
variable 

Independent 
variable 

Description Index value 

Gender: VV226.1 Male 1.393 
VV226.2 Female 0.718 

Age: VV227.1 <35 years 1.263 
VV227.2 36-50 years 0.938 
VV227.3 >51 years and not specified 0.844 

Household 
language: 

VV228.1 Afrikaans 1.005 
VV228.2 English 1.542 
VV228.3 Other languages 0.645 

Gross monthly 
household 
income: 

VV229.1 Less than R 9 999 0.594 
VV229.2 R 10 000 - R 19 999 1.066 
VV229.3 R 20 000 or more 1.541 
VV229.4 Not specified 1.024 

Highest 
qualification: 

VV230.1 School only 0.758 
VV230.2 Diploma 1.043 
VV230.3 Degree 1.264 

Geographic 
location: 

VV231.1 Smaller town and cities 1.135 
VV231.2 Large cities 0.881 

Population 
group: 

VV232.1 Whites 1.560 
VV232.2 Other population groups 0.625 

Marital status: VV233.1 Single 1.001 
VV233.2 Living together 1.263 
VV233.3 Married 0.836 
VV233.4 Other marital status 0.946 
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The findings from the logit analysis will be based on the following calculation and 

interpretation (gender as demographic variable will be used for illustration 

purposes): 

The probability (odds) of a male respondent having purchased via the Internet 

before can be calculated as 1.393:1.000 or (1.393 - 1.000) x 100 = 39.3%. It 

can therefore be derived that the probability of having purchased Online before is 

39.3% higher than normal for male respondents. Following the same logic, it can 

be derived that the probability of having purchased via the Internet is 28.2% 

lower than average for female respondents, calculated as (1.000 - 0.718) x 100. 

Considering the manner in which probability is determined, the following 

main findings can be made from the logit analysis in Table 7.77: 

(E1) 	 The probability of having purchased Online before are 39.3% higher 

than average for male respondents (VV226.1) and 28.2% lower than 

average for female respondents (VV226.2); 

(E2) 	 The probability of having purchased via the Net is 26.3% higher than 

average for respondents who are 35 years old or younger (VV227.1), 

6.2% lower than average for the age group 36-50 years (VV227.2) and 

15.6% lower than average for the age group older than 51 and those 

who did not specify their age (VV227.3); 

(E3) 	 The probability of having purchased via the Net is average (normal) 

for respondents from Afrikaans households (VV228.1), 54.2% higher 

than average for English speaking (VV228.2) and 35.5% lower than 

average for respondents speaking other household languages 

(VV228.3); 
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(E4) The probability of having purchased via the Internet is 40.6% lower 

than average for respondents with a gross monthly household 

income of less than R 9 999 (VV229.1); 6.6% higher than average for 

the income group R 10 000 - R 19 999 (VV229.2), 54,1% higher than 

average for the income group R 20 000 or more (VV229.3) and 2.41 % 

lower than average for the groups of respondents who did not 

divulge their income group (not specified)(VV229.4); 

(E5) The probability of having purchased Online before is 24.2% below 

average for respondents falling in the "school only" category 

(VV230.1), 4.3% higher than average for the diploma-group (VV230.2) 

and 26.4% higher than average for the degree-group (VV230.3); 

(E6) The probability of having purchased via the Net is 13.5% higher than 

average for respondents from smaller towns and cities (VV231.1) and 

11.9% lower than average for respondents living in or around large 

cities (VV231.2); 

(E7) The probability of having purchased via the Internet is 56% higher 

than average for Whites (VV232.1) and 37.5% lower than average for 

respondents from other population groups (VV232.2); and 

(E8) The probability of having purchased Online before is average 

(normal) for respondents who are single (VV233.1), 26.3% higher than 

average for respondents living together (VV233.2), 16.4% lower than 

average for respondents who are married (VV233.3) and 5.4% below 

average for respondents from the "other marital status"-group 

(VV233.4). 
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7.4 MAIN FINDINGS 

A number of main findings can be derived from the study. Although these 

findings were highlighted throughout the chapter, they will be consolidated in this 

section to form the main findings of the study. The findings listed below will be 

used as a basis to either accept or reject the hypotheses that were formulated in 

Chapter 5. 

(A1) 	 Ninety-one percent of respondents who participated in the study access 

the Internet at home and 48.86% at work (Section 7.3.1, p. 333). 

(A2) 	 Seventy-two percent of respondents who participated in the study most 

frequently access the Internet from home and 26.66% most frequently 

from work (Section 7.3.1, p. 333). 

(A3) 	 Fifty-five percent of respondents have been using the Internet for more 

than three years (Section 7.3.1, p. 334). 

(A4) 	 Fifty-four percent of respondents who participated in the study have 

purchased products or services via the Internet before, while 45.97% 

have not purchased Online before (Section 7.3.1, p. 335). 

(A5) 	 As the period of Internet usage increases, the percentage of Internet 

shoppers increases and the percentage of non-Internet shoppers 

decreases (Section 7.3.1, p. 338). 

(A7) 	 The period of Internet usage significantly influences whether or not 

respondents have purchased products or services via the Internet 

(Section 7.3.1, p. 339). 
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(A10) The period of Internet usage does not significantly influence non-Internet 

shoppers' decision to purchase products and services via the Internet in 

the future (Section 7.3.1, p. 341). 

(A13) The period of Internet usage does not significantly influence the decision 

to purchase via the Internet if more non-Internet based South African 

businesses offered products and services via the Internet (Section 7.3.1, 

p.343). 

(A6) Seventy-two percent of respondents who have been using the Internet 

for four years and more have purchased via the Internet before, while 

only 20.35% who have been using the Internet for less than one year had 

purchased Online before (Section 7.3.1, p. 339). 

(A8) The majority of respondents (64.29%) who have not purchased via the 

Internet before, consider purchasing via the Internet in the future (Section 

7.3.1, p. 340). 

(A9) Respondents who have not purchased via the Internet before and have 

been using the Internet for less than one year (55.56%) are least likely to 

purchase Online and those who have been Online for four years and 

more (70.10%) are most likely to purchase via the Net in the future 

(Section 7.3.1, p. 341). 

(A11) Eighty-three percent of respondents indicated that they have either 

purchased via the Internet before or consider purchasing via the Internet 

in future (Section 7.3.1, p. 341). 

(A12) Forty-four percent of respondents who showed that they will not 

purchase in the future, would consider purchasing via the Internet if more 

Page 456 

 
 
 



7 

non-Internet based South African businesses offer products and services 

via the Internet (Section 7.3.1, p. 342). 

(A 14) 	 Almost 91 % of all respondents indicated that they have either purchased 

via the Internet before or that they consider doing so in the future 

(including non-shoppers who will only purchase Online if more South 

African business offered products or services Online)(Section 7.3.1, p. 

344). 

(A 15) 	 Almost 50% of respondents have subscribed to only one Internet Service 

Provider while 2.09% of respondents have subscribed to five or more 

ISPs (Section 7.3.1, p. 344). 

(A16) 	 Seventy-five percent of respondents have been subscribed to their 

current ISP for less than three years (Section 7.3.1, p. 345). 

(A17) 	 Almost 86% of respondents who participated in the study currently 

subscribe to only one ISP (Section 7.3.1, p. 345). 

(A18) 	 Viewing the Internet as a communication tool was the view that 

respondents most agreed with while they least agreed with the view that 

the Internet can be regarded as a buying channel (Section 7.3.1, p. 346). 

(A 19) 	 Respondents were most homogeneous on the view that the Internet can 

be viewed as a communication medium while respondents were most 

heterogeneous with the view that the Internet can be seen as an 

entertainment medium (Section 7.3.1, p. 346). 

(A20) 	 Internet shoppers differ significantly from non-shoppers when viewing the 

Internet as a general information source and a specific source of product 

and service related information (Section 7.3.1, p. 347). 
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(A21) There is not a significant difference between Internet shoppers and non

shoppers with regard to viewing the Internet as a communication tool, as 

a buying channel and as an entertainment medium (Section 7.3.1, p. 

347). 

(A22) Sixty-six percent of respondents who participated 

Internet banking services (Section 7.3.1, p. 347). 

in the study use 

(A23) Sixty-five percent of respondents who do not use Internet banking 

services, are considering making use thereof in future (Section 7.3.1, p. 

348) 

(A24) Almost 31% of respondents who have been using Internet banking 

services, have been using it for less than one year (Section 7.3.1, p. 

348). 

(A25) Eighty-one percent of respondents have been using Internet banking 

services for less than three years (Section 7.3.1, p. 348). 

(A26) Twenty-four percent of respondents use or consider using Internet 

banking services daily, 50.11 % weekly, 25.34% monthly and 0.56% 

annually (Section 7.3.1, p.349). 

(A27) The majority of respondents (41.59%) who use Internet banking services 

also shop Online (Section 7.3.1, p. 350). 

(A28) Twenty-four percent of respondents use Internet banking services but 

don't purchase Online and 12.44% shop on the Net but don't use Internet 

banking(Section 7.3.1, p. 350). 

Page 458 

 
 
 



7 

(A29) 	 Twenty-one percent of respondents neither use Internet banking services 

nor do they shop Online (Section 7.3.1, p. 350). 

(A30) 	 The decision to use Internet banking services significantly influences 

whether or not respondents have purchased products or services via the 

Internet before (Section 7.3.1, p. 350). 

(A31) 	 As the period of using Internet banking services increases, the 

percentage of respondents who uses Online banking services and 

purchases via the Net increases (Section 7.3.1, p.352). 

(A32) 	 Eighty percent of respondents who have been using Online banking 

services for four years and more, have also purchased via the Internet 

before (Section 7.3.1, p. 352). 

(A33) 	 The period of time using Internet banking services significantly influences 

whether or not respondents have purchased products and services via 

the Internet before (Section 7.3.1, p. 352). 

(BC1) 	 There is a significant difference between the statements Internet 

shoppers and non-shoppers consider when deciding whether or not to 

purchase products and services via the Internet (Section 7.3.2, p. 357). 

(BC2) 	 Non-Internet shoppers consider three factors when deciding to purchase 

via the Internet, namely: factor B1 is predominantly in the pre-purchase 

evaluation stage of the consumer decision-making process and consists 

of the following aspects: brands and after-sales support offered by 

Internet sellers, concerns regarding the delivery of purchases and costs 

associated with Internet purchases; factor B2 is predominantly in the pre

purchase evaluation and purchase stages of the decision-making 

process and consists of the following aspects: the safety, ease and 

Page 459 

 
 
 



7 

convenience of purchasing from home; and factor 83 is predominantly in 

the search and purchase stages of the decision-making process and 

consists of the following aspects: privacy and security concerns in the 

search and purchase decision-making stages (Section 7.3.2, p. 364). 

(8C3) 	 Internet shoppers consider three factors when deciding to purchase via 

the Internet, namely: factor C1 is predominantly in the pre-purchase and 

post-purchase evaluation stages of the decision-making process and 

consists of the following aspects: the ability to find and evaluate 

information on brands, product ranges, costs associated with Internet 

purchases and after-sales service offered by Internet sellers; factor C2 is 

predominantly in the search and purchase stages of the decision-making 

process and consists of the following aspects: security and privacy 

concerns when searching and purchasing on the Internet; and factor C3 

is predominantly in the pre-purchase evaluation and purchase stages of 

the decision-making process and consists of the following aspects: ease 

and convenience of purchasing from home (Section 7.3.2, p. 369). 

(8C4) 	 There is an observable difference between the factors Internet shoppers 

and non-shoppers consider when deciding whether or not to purchase 

via the Internet (Section 7.3.2, p. 371). 

(8C5) 	 Internet shoppers who have been using the Internet for less than two 

years consider four factors when deciding to purchase via the Net, 

namely: factor 01 is predominantly in the pre- and post-purchase 

evaluation stages of the decision-making process and consists of the 

following aspects: credibility of Internet sellers by considering their 

prices, guarantees and exchange policies offered; factor 02 is 

predominantly in the pre- and post purchase evaluation stages of the 

decision-process and consists of the following aspect: reputability of 

Internet sellers; factor 03 is predominantly in the search and purchase 

Page 460 

 
 
 



7 

stages of the decision-making process and consists of the following 

aspects: concerns regarding security, privacy and delivery of purchased 

goods; and factor 04 is predominantly in the pre-purchase evaluation 

and purchase stages of the decision process and consists of the 

following aspect: safety and convenience of purchasing from home 

(Section 7.3.2, p. 377). 

(BC6) 	 Internet shoppers who have been using the Internet for two to less than 

three years consider four factors when deciding to purchase via the Net, 

namely: factor E1 is predominantly in the pre-purchase evaluation stage 

of the decision-process and consists of the following aspect: brands, 

prices, individual attention offered by Internet sellers and delivery of 

purchased goods and additional costs associated with Internet 

purchases; factor E2 is predominantly in the pre- and post purchase 

evaluation stages of the decision-making process and consists of the 

following aspects: Internet sellers' prices, guarantees and exchange 

policies; factor E3 is predominantly in the search and purchase 

evaluation stages of the decision-process and consists of the following 

aspect: security and privacy concerns; and factor E4 is predominantly in 

the pre-purchase evaluation and purchase stages of the decision

process and consists of the following aspect: safety and convenience of 

purchasing from home (Section 7.3.2, p. 383). 

(BC7) 	 Internet shoppers, who have been using the Internet for three years to 

less than four years, consider four factors when deciding whether or not 

to purchase Online, namely: factor F1 is predominantly in the pre- and 

post-purchase evaluation stages of the decision-process and consists of 

the following aspects: ability to find and evaluate information on after

sales support offered by Internet sellers; factor F2 is predominantly in the 

search and purchase stages of the decision-process and consists of the 

following aspects: security and privacy concerns; factor F3 is 
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predominantly in the pre-purchase evaluation and purchase stages of the 

decision-making process and consists of the following aspects: ease 

and convenience of purchasing from home; and factor F4 is 

predominantly in the pre-purchase evaluation and purchase stages of the 

decision-process and consists of the following aspects: concerns 

regarding the actual delivery and delivery costs when purchasing known 

brands via the Internet (Section 7.3.2, p. 389). 

(BC8) 	 Internet shoppers who have been using the Internet for four years or 

more consider five factors when deciding to purchase via the Net, 

namely: factor G1 is predominantly in the pre- and post-purchase 

evaluation stages of the decision-making process and consists of the 

following aspects: prices and after-sales service offered by Internet 

sellers; factor G2 is predominantly in the search and purchase stages of 

the decision-making process and consists of the following aspects: 

security and privacy concerns; factor G3 is predominantly in the pre

and post-purchase evaluation stages of the decision-process and 

consists of the following aspect: personal attention offered by Internet 

sellers; factor G4 is predominantly in the pre-purchase evaluation stage 

of the decision-making process and consists of the following aspects: 

brands, prices and total cost associated with purchasing from Internet 

sellers; and factor G5 is predominantly in the pre-purchase evaluation 

and purchase stages of the decision-making process and consists of 

the following aspects: ease and convenience of shopping from home 

(Section 7.3.2, p. 395). 

(BC9) 	 There is a difference between the factors considered by Internet 

shoppers prior to purchasing via the Internet when the period of Internet 

usage is considered and the associated stages of the decision-making 

process (Section 7.3.2, p. 397). 
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(BC10) 	 The five product and service categories most non-Internet shoppers 

seriously consider purchasing from via the Internet are: CDs 

(music)(55.63%), airline tickets (52.81 %), books and magazines 

(52.16%), hotel reservations (50.87%) and movie or event tickets 

(49.57%)(Section 7.3.2, p. 400). 

(BC11) 	 The five product and service categories non-Internet shoppers least 

consider purchasing from via the Internet are: baby products (5.41%), 

jewellery (7.14%), cosmetics (8.01%), interior decorating/renovations 

(8.01%) and furniture (8.66%)(Section 7.3.2, p. 400). 

(BC12) 	 The five product and service categories most Internet shoppers have 

purchased from before via the Internet are: books and magazines 

(63.54%), CDs (music)(40.88%), computer software (39.04%), movie or 

event tickets (34.99%) and airline tickets (27.07%)(Section 7.3.2, p. 

404). 

(BC13) 	 The five product and service categories Internet shoppers least 

purchased from via the Internet are: property (1.29%), interior 

decorating/renovations (1.47%), wine (2.03%), household appliances 

(2.39%), and garden related (2.58%)(Section 7.3.2, p. 404) 

(BC14) 	 The five product and service categories most current Internet shoppers 

consider purchasing from via the Internet in the future are: books and 

magazines (79.19%), CDs (music) (64.09%), movie or event tickets 

(59.67%), computer software (59.48%) and hotel reservations 

(55.43%)(Section 7.3.2, p. 404). 

(BC15) 	 The five product and service categories current Internet shoppers least 

consider purchasing from via the Internet in the future are: baby 

products (7.18%), property (9.21 %), jewellery (9.39%), interior 
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decorating/renovations (9.58%) 

(9.94%)(Section 7.3.2, p.405). 

and adult entertainment 

(BC16) More than 50% of respondents who have purchased from the 38 listed 

product and service categories before, will again in "future purchase 

from the categories they have purchased from (with the exception of 

adult entertainment)(Section 7.3.2, p. 407). 

(BC17) The two product and service categories from which most respondents, 

who have purchased from a specific category before, will purchase from 

again, are: other liquor, with 97.96% of respondents who have 

purchased from the category will purchase from it again, and books 

and magazines, with 97.68% that will purchase from the category again 

(Section 7.3.2, p. 407). 

(BC18) The two categories from which most respondents, who have purchased 

from it before, will not purchase from again are: property, with 42.86% 

of respondents that will not purchase from the category again and adult 

entertainment, with 38.55% that will not repurchase (Section 7.3.2, p. 

407). 

(BC19) Respondents who have purchased adult entertainment (16.87%) before 

are most uncertain whether or not they will purchase from this category 

again (Section 7.3.2, p. 407). 

(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 (Appendix 10). 
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(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 !'Jet for between one and less than two years) have 

purchased from before (Appendix 10). 

(BC20) 	 The period of Internet usage does not influence product and service 

categories respondents have purchased from via the Internet (Section 

7.3.2, p. 411). 

(BC21) 	 The period of Internet usage does not significantly influence the product 

and service categories respondents consider to purchase from via the 

Internet in the future (Section 7.3.2, p. 412). 

(BC22) 	 More than 86% of respondents who have purchased via the Internet 

search for or consider searching for information on the Internet prior to 

purchasing from non-Internet based sellers (Section 7.3.2, p. 413). 

(BC23) 	 Almost 70% of respondents who have not purchased via the Internet 

before search for or consider searching for information on the Internet 

prior to purchasing from non-Internet based sellers (Section 7.3.2, p. 

413). 

(BC24) 	 Larger numbers of non-shoppers, across all time periods, either search 

for or consider searching for information on the Net prior to purchasing 

from non-Internet based sellers than non-shoppers who don't search for 

information Online (Section 7.3.2, p. 414). 

(BC25) 	 More than 83% of non-shoppers who have been using the Internet for 

four years and more search for information Online prior to Offline 

purchases (Section 7.3.2, p. 414). 
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(BC26) 	 The period of Internet usage significantly influences whether or not non

Internet shoppers search for (or consider searching for) product and 

service information on the Internet prior to purchasing from non-Internet 

based sellers of products and services (Section 7.3.2, p. 415). 

(BC27) 	 More than 90% of respondents who have purchased via the Internet 

and have been using the Internet for four years and more search for 

information Online prior to purchasing Oft'line (Section 7.3.2, p. 416). 

(BC28) 	 The period of Internet usage significantly influences whether or not 

current Internet shoppers have searched for or consider searching for 

product and service information on the Internet prior to purchasing from 

non-Internet based sellers of products and services (Section 7.3.2, p. 

416). 

(BC29) 	 More than 78% of respondents who participated in the study either 

search for or consider searching for product or service information on 

the Internet prior to purchasing from non-Internet based sellers (Section 

7.3.2, p. 417). 

(BC30) 	 The decision to search for (or consider searching for) product and 

service information Online (prior to purchasing Offline) is significantly 

influenced by whether or not respondents have purchased via the 

Internet before (Section 7.3.2, p. 418). 

(BC31) 	 The decision of non-Internet shoppers to purchase via the Internet in 

future Significantly influences whether or not respondents search for or 

consider searching for product and service related information on the 

Internet prior to purchasing from non-Internet based sellers (Section 

7.3.2, p. 419). 
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(BC32) 	 A greater number of current Internet shoppers search for more product 

and service categories Online than non-shoppers (more than 25% of 

shoppers search from 12 product and service categories as opposed to 

eight categories by non-shoppers)(Section 7.3.2, p. 422). 

(BC33) 	 The five categories on which most searches are conducted by Internet 

shoppers for product and service information are: books and magazines 

(55.43%), computer software (55.43%), COs (music)(52.49%), airline 

tickets (49.72%) and electronic equipment (45.86%)(Section 7.3.2, p. 

432)(Section 7.3.2, p. 422). 

(BC34) 	 The five categories most searched from for product and service 

information by non-Internet shoppers are: computer software (37.88%), 

airline tickets (33.77%), COs (music)(32.90%), computer hardware 

(29.87%) and hotel reservations (29.65%)(Section 7.3.2, p. 422) 

(01) 	 Almost 70% of the respondents who participated in the study were 

male, while the remaining 30.05% was female (Section 7.3.3, p. 425). 

(02) 	 A greater percentage of male respondents (59.03%) indicated that they 

have purchased products and services via the Internet before than 

women (42.38%)(Section 7.3.3, p. 425). 

(03) 	 Almost 58% of female respondents have never purchased products or 

services via the Internet before (Section 7.3.3, p. 425). 

(04) 	 Gender significantly influences whether or not respondents have 

purchased products or services via the Internet (Section 7.3.3, p. 426). 
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(05) 	 Gender significantly influenced the product and service categories 

Internet shoppers have purchased from via the Internet (Section 7.3.3, 

p.426). 

(06) 	 Gender significantly influences the product and service categories 

respondents consider to purchase from via the Internet in future 

(Section 7.3.3, p. 427). 

(07) 	 Age group does not influence whether or not respondents have 

purchased products or services via the Internet (Section 7.3.3, p. 429). 

(08) 	 The majority of respondents indicated that English (56.22%) or 

Afrikaans (38.91 %) was their household language. Only 4.87% of 

respondents speak languages other than English or Afrikaans at home 

(Section 7.3.3, p. 430). 

(09) 	 More than 51% of Afrikaans speaking and 57.88% of English speaking 

respondents have purchased via the Internet before (Section 7.3.3, p. 

432). 

(010) 	 Household language significantly influences whether or not respondents 

have purchased via the Internet before (Section 7.3.3, p. 432). 

(011) 	 Household language did not significantly influence the product and 

service categories they have purchased from via the Internet (Section 

7.3.3, p. 433). 

(012) 	 Household language does not significantly influence the product and 

service categories they consider purchasing from via the Internet in 

future (Section 7.3.3, p. 434). 
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(D13) Household income groups significantly influence whether or not they 

have purchased products or services via the Internet before (Section 

7.3.3, p. 436). 

(D14) Respondents' gross monthly household income did not significantly 

influence the product and service categories they have purchased from 

via the Internet (Section 7.3.3, p. 436). 

(D1S) Respondents' gross monthly household income significantly influences 

the product and service categories they consider purchasing from via 

the Internet in the future (Section 7.3.3, p. 437). 

(D16) Whether or not respondents have purchased Online before 

significantly influenced by their qualifications (Section 7.3.3, p. 439). 

is 

(D17) Respondents' qualifications significantly influenced the product and 

service categories they have purchased from via the Internet (Section 

7.3.3, p. 440). 

(D18) Respondents' qualifications significantly influence the product and 

service categories they consider purchasing from via the Internet in the 

future (Section 7.3.3, p. 441). 

(D19) The majority of respondents (79.60%) who participated in the study 

reside in or close to a metropolitan city. The remaining 20.40% of 

respondents either live in or close to a smaller city, large town or 

smaller town (Section 7.3.3, p. 443). 

(D20) Geographic location does not significantly influence whether or 

respondents have purchased Online before (Section 7.3.3, p. 443). 

not 
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(021) 	 Almost 90% of respondents who participated in the study were White, 

followed by 2.89% of respondents who indicated that they were Black, 

and 2.39% Coloured (Section 7.3.3, p. 444) 

(022) 	 More than 56% of White respondents have purchased products or 

services via the Internet before, as opposed to 34.95% of respondents 

from other population groups (Section 7.3.3, p. 445). 

(023) 	 Sixty-five percent of respondents from other (than Whites) population 

groups have never shopped Online before (Section 7.3.3, p. 445). 

(024) 	 Respondents' population group significantly influences the decision to 

purchase products and services via the Internet (Section 7.3.3, p. 445). 

(025) 	 Respondents' population group did not significantly influence the 

product and service categories they have purchased from via the 

Internet before (Section 7.3.3, p. 446). 

(026) 	 Respondents' population group does not significantly influence product 

and service categories they consider purchasing from via the Internet in 

future (Section 7.3.3, p. 447). 

(027) 	 Marital status does not significantly influence the decision to purchase 

products and services via the Internet (Section 7.3.3, p. 449). 

(028) 	 In almost 43% of households that respondents belong to, two members 

of the household use the Internet more than once a week (Section 

7.3.3, p. 450). 
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(029) Almost 98% of respondents indicated that four or less members of their 

households use the Internet more than once a week (Section 7.3.3, p. 

450). 

(030) Eighty-three percent of respondents indicated that there are four or less 

people living in their households (Section 7.3.3, p. 450). 

(031) Gender, household language, gross monthly household income group, 

highest qualification and population group significantly influence 

whether or not respondents have purchased via the Internet before 

(Section 7.3.3, p. 450). 

(032) Gender and qualification significantly influence the product and service 

categories respondents have purchased 'from via the Internet (Section 

7.3.3, p. 451). 

(033) Gender, gross monthly household income group and highest 

qualification significantly influence the product and service categories 

respondents consider purchasing from via the Internet in future 

(Section 7.3.3, p. 451). 

(E1) The probability of having purchased Online before is 39.3% higher than 

average for male respondents and 28.2% lower than average for female 

respondents (Section 7.3.4, p. 453). 

(E2) The probability of having purchased via the Net is 26.3% higher than 

average for respondents who are 35 years old or younger, 6.2% lower 

than average for the age group 36-50 years and 15.6% lower average 

for the age group older than 51 and those who did not specify their age 

(Section 7.3.4, p. 453). 
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(E3) The probability of having purchased via the Net is average (normal) for 

respondents from Afrikaans households, 54.2% higher than average for 

English speaking and 35.5% lower than average for respondents 

speaking other household languages (Section 7.3.4, p. 453). 

(E4) The probability of having purchased via the Internet is 40.6% lower than 

average for respondents with a gross monthly household income of less 

than R 9, 999; 6.6% higher than average for the income group R10,000 

- R19,999; for the income group earning more than R 20, 000 it is 

54.1 % higher than average; and it is 2.41 % lower than average for the 

groups of respondents who did not divulge their income group (not 

specified)(Section 7.3.4, p. 454). 

(E5) The probability of having purchased Online before is 24.2% below 

average for respondents falling in the "school only" category, 4.3% 

higher than average for the diploma-group and 26.4% higher than 

average for the degree-group (Section 7.3.4, p.454). 

(E6) The probability of having purchased via the Net is 13.5% higher than 

average for respondents from smaller towns and cities and 11.9% lower 

than average for respondents living in or around large cities (Section 

7.3.4, p. 454). 

(E7) The probability of having purchased via the Internet is 56% higher than 

average for Whites and 37.5% lower than average for respondents from 

other population groups (Section 7.3.4, p. 454). 

(E8) The probability of having purchased Online before is average (normal) 

for respondents who are single, 26.3% higher than average for 

respondents living together, 16.4% lower than average for respondents 
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who are married and 5.4% below average for respondents from the 

"other marital status"-group (Section 7.3.4, p. 454). 

7.5 	 ACCEPTANCE OR REJECTION OF HYPOTHESES 

FORMULATED FOR THE STUDY 

The hypotheses applicable to the study (formulated in Chapter 5) will again be 

listed in this section for convenience purposes and will, based on the main 

findings from the study, either be accepted or rejected. 

7.5.1 	 Hypothesis 1 

The decision to purchase via the Internet is significantly influenced by factors 

consumers consider prior to purchase 

The results from the empirical research, based on questions 11, 12 and 18, will 

be considered when accepting or rejecting Hypothesis 1. It could be concluded 

from question 11 that 54.03% of respondents have purchased via the Internet 

while 45.97% have not purchased Online before [(Main finding A4 (p. 335)]. 

Based on the findings from questions 12 and 18, a t-test was performed which 

established that there is a significant difference between Internet shoppers and 

non-shoppers with regard to the 24 listed statements (where respondents were 

requested to rate the importance thereof when deciding to purchase via the Net) 

[Main finding BC1 (p. 357)]. 

Following the t-test, a factor analysis was performed for question 12, indicating 

factors considered by non-shoppers when deciding whether or not to purchase 

via the Internet. The factor analysis was repeated for question 18 and identified 

factors considered by Internet shoppers prior to purchasing via the Internet. 
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Three different factors were identified for nOll-Internet shoppers [Main finding 

BC2 (p. 364)] as well as Internet shoppers [Main finding BC3 (p_ 369)]. It could 

also be seen from the factor analyses that, in addition to the identified 

predominant stages of the decision-making process ascribed to each factor, 

different aspects were associated with the factors identified for shoppers and 

non-shoppers [Main findings BC1 (p. 357) and BC4 (p. 371)]. 

Based on the main findings it can be concluded that Hypothesis 1 should be 

accepted. 

7.5.2 Hypothesis 2 

The factors Internet shoppers consider prior to purchasing via the Internet are 

significantly influenced by the period of Internet usage 

Research findings from question 18 of the questionnaire (applicable to Internet 

shoppers) address Hypothesis 2. 

Main finding BC5 (p. 377) listed four factors identified for Internet shoppers who 

have been using the Net for less than two years. Main finding BC6 (p. 383) 

identified four factors applicable to Internet shoppers who have been Online for 

two years to less than three years. Four factors were also identified for Internet 

shoppers using the Internet for three years to less than four years [Main finding 

BC7 (p. 389)] and five factors could be identified, portrayed in Main finding BC8 

(p. 395), for Internet users who have been Online for four years and more. 

Following an analysis from the main findings mentioned above, it can be 

concluded that the period of Internet usage influences the factors Internet 

shoppers consider prior to purchasing via the Internet [Main finding BC9 (p_ 

397)]. Main finding BC9 (p_ 397) was also based on a comparison between the 

stages of the decision-making process ascribed to the factors identified for 

Internet shoppers across all time periods. 
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Based on the research 'findings, it can be concluded that Hypothesis 2 should 

be accepted. 

7.5.3 Hypothesis 3 

The period of Internet usage significantly influenced the decision to have 

purchased via the Internet 

Hypothesis 3 is addressed by questions 3 and 11 of the questionnaire. 

From question 3 it could be derived that 11.24% of respondents who participated 

in the study have been using the Internet for less than one year, 13.23% for one 

year to less than two years, 20.40% for two years to less than three years, 

19.70% three years to less than four years and 35.42% have been Online for four 

years and more. The main 'finding from question 3 was that 55% of respondents 

have been using the Internet for three or more years [Main finding A3 (p. 334)]. 

From question 11 it could be deduced that 54.03% of respondents have 

purchased via the Internet before, while the remaining 45.97% of respondents 

have never purchased via the Internet before [Main finding A4 (p. 335)]. 

Main finding A5 (p. 338) stated that as the period of Internet usage increases, the 

percentage of Internet shoppers increases. When subjected to statistical testing, 

it was found that the period of Internet usage significantly in'fluences whether or 

not respondents have purchased products or services via the Internet [Main 

finding A7 (p. 339)]. 

Based on the main findings pertaining to previous Internet purchases, it can be 

derived that Hypothesis 3 should be accepted since the period of Internet 

usage influenced whether or not respondents have purchased via the 

Internet before. 
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7.5.4 Hypothesis 4 

The period of Internet usage significantly influences the decision of non-shoppers 

to purchase via the Internet in the future 

Hypothesis 4 is addressed by questions 3, 11, 13 and 14 of the questionnaire. 

From question 13 (directed at non-Internet shoppers) it could be concluded that 

64.29% of non-shoppers seriously consider purchasing via the Internet in the 

future [Main finding A8 (p. 340)]. From question 14 (directed at non-shoppers not 

considering to purchase via the Internet in the future) it could be concluded that 

44.58% of respondents would consider purchasing via the Internet if more South 

African businesses sold products and services via the Net [Main 'finding A 12 (p. 

342)]. 

Responses for both questions 13 and 14 were statistically tested to determine 

whether or not there is a relationship between the period of Internet usage and 

consideration to purchase via the Internet. It was concluded that the period of 

Internet usage does not significantly influence the decision of non-shoppers to 

purchase via the Internet in the future [Main finding A 10 (p. 341)], nor does it 

influence the decision to purchase via the Internet in the future if more South 

African businesses offered products and services via the Net [ Main finding A 13 

(p.343)]. 

Based on the main findings pertaining to the consideration to purchase via the 

Internet in the future, it can be derived that HypotheSis 4 should be rejected 

when considering the period of Internet usage and non-shopper's decision 

to purchase via the Internet in the future. 
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7.5.5 Hypothesis 5 

The period of Internet usage significantly influences the decision to search for 

product or service information on the Net prior to purchasing from non-Internet 

based sellers 

Questions 3, 16 and 20 addressed HypotheSiS 5. 

From the results applicable to question 16 it could be concluded that almost 70% 

of non-Internet shoppers search for or consider searching for product and service 

information on the Internet prior to purchasing from non-Internet based sellers 

[Main finding BC23 (p. 413)]. 

From the statistical tests performed to determine a possible influence due to the 

period of Internet usage and whether or not non-Internet shoppers search for 

information Online, it could be concluded that the period of Internet usage 

significantly influence whether or not non-Internet shoppers search for or 

consider searching for product and service information on the Internet prior to 

purchasing 'from non-Internet based sellers [Main finding BC26 (p. 415)]. 

It could also be concluded, from the results pertaining to question 20, that 

86.37% of Internet shoppers search for or consider searching for product and 

service information on the Internet prior to purchasing from non-Internet based 

sellers [Main 'finding BC22 (p. 413)]. 

Based on statistical tests, it was concluded that the period of Internet usage 

significantly influences whether Internet shoppers search for (or consider 

searching for) product and service information on the Internet prior to purchasing 

from non-Internet based sellers [Main finding BC28 (p. 416)]. 

ConSidering the main findings highlighted above, it can be concluded that 

Hypothesis 5 should be accepted. 
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7.5.6 Hypothesis 6 

There is a significant difference between Internet shoppers and non-shoppers in 

their decision to search for product and service information on the Internet prior 

to Offline purchases 

Hypothesis 6 can be supported by the results from questions 11, 16 and 20. 

As stated previously, question 11 distinguished between Internet shoppers and 

non-shoppers. Question 16 determined whether non-Internet shoppers search 

for or consider searching for Online product and service information, while 

question 20 determined if Internet shoppers search for or consider searching for 

product or service information. 

Results from significance tests showed that the decision to have purchased via 

the Internet significantly influences whether or not respondents search for or 

consider searching for product and service information on the Internet [Main 

finding BC30 (p. 418)]. The statistical tests also showed that the decision to 

purchase via the Internet in the future (for non-Internet shoppers) significantly 

influence whether or not non-Internet shoppers search for or consider searching 

for product and service information on the Internet prior to purchasing Offline 

[Main finding BC31 (p.419)]. 

It can therefore be concluded that Hypothesis 6 should be accepted. 

7.5.7 Hypothesis 7 

The period of Internet usage significantly influenced the product and service 

categories Internet shoppers have purchased via the Internet 

Results from questions 3 and 19 can be used to determine if Hypothesis 7 should 

be accepted or not. 
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Statistical tests for significance were performed to determine if the period of 

Internet usage exerted an influence on the product and service categories 

Internet shoppers have purchased from via the Internet. 

The statistical tests did not identify a relationship between the period of Internet 

usage and the product and service categories Internet shoppers have purchased 

from, enabling the researcher to conclude that the period of Internet usage does 

not significantly influence the product or service categories Internet shoppers 

have purchased from before [Main finding BC20 (p. 411 )]. 

It can therefore be concluded that Hypothesis 7 should be rejected. 

7.5.8 Hypothesis 8 

The period of Internet usage significantly influences the product and service 

categories Internet shoppers and non-shoppers consider purchasing via the 

Internet in the future 

Hypothesis 8 can be addressed by questions 3, 15 and 19. 

Question 3 considered the period of Internet usage, question 15 the product and 

service categories non-Internet shoppers consider to purchase from via the 

Internet in the future and question 19 the categories Internet shoppers consider 

purchasing from in the future. 

Based on a statistical test for significance, it was concluded that the period of 

Internet usage does not influence the product and service categories 

respondents (both Internet shoppers and non-shoppers considering to purchase 

via the Internet in the future) consider purchasing from via the Internet in the 

future [Main finding BC21 (p. 412)]. 

It can therefore be derived that Hypothesis 8 should be rejected. 
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7.5.9 Hypothesis 9 

Demographic variables of Internet users significantly influence whether Internet 

users have purchased products or services via the Internet 

Hypothesis 9 can be addressed by questions 11 and 22 to 29. 

From statistical tests for significance, the following could be concluded (with 

regards to demographic variables): 

• 	 Gender significantly influences whether or not respondents have purchased 

via the Internet before [Main finding D4 (p. 426)]; 

• 	 Age group does not significantly influence whether or not respondents have 

purchased via the Internet before [Main finding D7 (p. 429)]; 

• 	 Household language significantly influences whether or not respondents 

have purchased via the Internet before [Main finding D1 0 (p. 432)]; 

• 	 Gross monthly household income Significantly influences whether or not 

respondents have purchased via the Internet before [Main finding D13 (p. 

436)]; 

• 	 Highest qualification significantly influences whether or not respondents 

have purchased via the Internet before [Main finding D16 (p. 439)]; 

• 	 Geographic location does not significantly influence whether or not 

respondents have purchased via the Internet before [Main finding D20 (p. 

443)]; 

• 	 Population group significantly influences whether or not respondents have 

purchased via the Internet before [Main finding D24 (p. 445)]; 

• 	 Marital status does not significantly influence whether or not respondents 

have purchased via the Internet before [Main finding D27 (p. 449)]. 

Hypothesis 9 should be accepted for gender, household language, gross 

monthly household income, highest qualification and population group, 
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since these demographic variables significantly influence whether or not 

respondents have purchased via the Internet before [Main finding 031 (p. 450)]. 

Hypothesis 9 should be rejected for age group, geographic location and 

marital status, since these demographic variables did not significantly influence 

whether or not respondents have purchased Online before [Main findings 07 (p. 

429), 020 (p. 443) and 027 (p. 449)]. 

7.5.10 Hypothesis 10 

Demographic variables of Internet users significantly influence the product and 

service categories Internet users have purchased from via the Internet 

Questions 19 and 22 to 29 address Hypothesis 10. 

Following statistical tests for significance, the following were derived: 

• 	 Gender significantly influences the product and service categories Internet 

shoppers have purchased from before [Main finding 05 (p. 426)]; 

• 	 Household language does not significantly influence the product and 

service categories Internet shoppers have purchased from before [Main 

finding 011 (p. 433)]; 

• 	 Gross monthly household income does not significantly influence the 

product and service categories Internet shoppers have purchased from 

before [Main finding 014 (p. 436)]; 

• 	 Highest qualification significantly influences the product and service 

categories Internet shoppers have purchased from before [Main finding 017 

(p. 440)]; 

• 	 Population group does not significantly influence the product and service 

categories Internet shoppers have purchased from before [Main finding 025 

(p.446)]. 
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Considering the main findings listed above, Hypothesis 10 should be rejected 

for household language, income and population group, since these 

demographic variables did not influence the product and service categories they 

have purchased from before [Main findings D11 (p. 433), D14 (p. 436) and D25 

(p.446)]. 

Hypothesis 10 can be accepted for gender and qualification, since these 

demographic variables significantly influenced the product and service categories 

Internet shoppers have purchased from before [Main finding D32 (p. 451)]. 

7.5.11 Hypothesis 11 

Demographic variables of Internet users significantly influence the product and 

service categories Internet shoppers and non-shoppers consider purchasing via 

the Internet in the future 

Hypothesis 11 can be addressed by questions 15, 19 and 22 to 29. 

Following statistical tests for significance, the following could be concluded: 

• Gender significantly influences the product and service categories 

respondents consider purchasing via the Internet in the future [Main finding 

D6 (p. 427)]; 

• Household language does not significantly influence the product and 

service categories respondents consider purchasing from via the Internet in 

the future [Main finding D12 (p. 434)]; 

• Gross monthly household income significantly influences the product and 

service categories respondents consider purchasing from via the Internet in 

the future [Main finding D15 (p. 437)]; 

• Highest qualification significantly influences the product and service 

categories respondents consider purchasing from via the Internet in the 

future [Main finding D18 (p. 441 )]; 
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• 	 Population group does not significantly influence the product and service 

categories respondents consider purchasing from via the Internet in the 

future [Main finding 026 (p. 447}). 

Considering the main findings listed above, Hypothesis 11 should be accepted 

for gender, income and qualification, since these demographic variables 

significantly influence the product and service categories respondents consider 

purchasing via the Internet in the future [Main finding 033 (p. 451 )]. 

Hypothesis 11 should be rejected for language and population group, since 

these demographic variables do not significantly influence the product and 

service categories respondents consider purchasing via the Internet in the future 

[Main findings 012 (p. 434) and 026 (p. 447}]. 

7.6 SUMMARY 

Chapter 7 provided the research findings obtained from 1 005 Internet users who 

participated in the research project. 

Main findings were recorded throughout the discussion, forming the main findings 

from the empirical research-phase of the study. The main findings were then 

used to either accept or reject the hypotheses formulated for the study. 

Hypotheses 1, 2, 3, 5 and 6 were accepted based on the main findings obtained 

from the study. Hypotheses 4, 7 and 8 had to be rejected. Hypothesis 9 was 

accepted for certain demographic variables, namely gender, language, income, 

qualification and population group. Hypothesis 9 was, however, rejected for 

three demographic variables, namely age, geographic location and marital 

status. Hypothesis 10 was accepted for gender and qualification, but rejected for 

language, income and population group. As with Hypothesis 10, Hypothesis 11 
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was accepted for gender, qualification as well as income, but was rejected for 

language and population group. 

The final chapter, Chapter 8, will conclude the research study by providing 

recommendations based on the main findings recorded from the empirical 

research-phase of the study. 
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CHAPTERS 


CONCLUSIONS, IMPLICATIONS AND 


RECOMMENDATIONS FOR FUTURE RESEARCH 


8.1 	 INTRODUCTION 

The research results were presented and major findings reported in the previous 

chapter. This chapter will provide main conclusions and implications thereof, 

based on the main findings for the study. The questions of the questionnaire and 

main findings will be linked to the research objectives and the limitations of the 

study will be highlighted. Chapter 8 will be concluded by providing 

recommendations for future research. 

8.2 	 MAJOR FINDINGS, CONCLUSIONS AND IMPLICATIONS BASED ON 

THE MAIN FINDINGS 

The primary objective of the study, as documented in Chapter 1, was to 

determine the buying behaviour of South African Intemet users. Following the 

literature review and the results from the empirical research, a number of 

conclusions and implications based thereon can be drawn. This section will list 

the major findings from the study, draw a conclusion from each finding and 

provide the implication of the finding. 

(a) 	 Major finding 1 

The period of Internet usage influences whether or not Internet users 

purchase products or services via the Internet. 

It could be seen from Main finding AS (p. 338) in Chapter 7 that as the period 

of Internet usage increases, the percentage of Internet shoppers increases and 

the percentage of non-shoppers decreases. 
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In addition to the above, Main finding A6 (p. 339) in Chapter 7 showed that 

72% of respondents who have been using the Internet for more than four years 

have purchased via the Internet, while only 20% who have been using the 

Internet for less than one year had purchased Online before. 

Following the chi-square test for significance, it was concluded [as captured in 

Main finding A7 (p. 339) in Chapter 7] that the period of Internet usage 

significantly influences whether or not respondents have purchased products or 

services via the Internet. 

A main conclusion is that the period of Internet usage exerts a significant 

influence on the decision to purchase products and services via the Internet. 

The implication is that marketers should consider the period of Internet usage of 

South African Internet users when drafting marketing plans and Internet 

strategies that focus on selling products and services via the Internet. 

Recommendation: Since the period of Internet usage can be regarded as an 

important indicator of Online purchases, marketers need to focus their attention 

on Internet users who have been using the Net for at least a number of years. 

Marketers also need to consider methods to stimulate Internet service uptake, 

considering that success would probably only be achieved from a medium to long 

term investment. 

(b) Major finding 2 

The Internet holds great potential to be used as a sales channel. 

It could be observed from Main finding A4 (p. 334) in Chapter 7 that 54% of 

respondents have purchased Online before. 
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Main finding A8 (p. 340) in Chapter 7 showed that 64% of respondents, who 

have not purchased via the Net before, consider doing so in the future. 

It could also be seen from Main finding A12 (p. 342) in Chapter 7 that 44% of 

respondents who have not purchased Online before and who do not consider 

purchasing via the Net in the future, consider purchasing products or services via 

the Internet if more South African businesses offered products or services via the 

Net. 

The main conclusion that can be drawn is that the Internet holds, from a South 

African perspective, great potential to be used as a sales medium/channel. 

The implication is that marketers, and more specifically South African 

marketers, need to consider the possibility of using the Internet as a main or 

alternative sales channel when selling products or services to South African 

Internet users. 

Recommendation: Marketers need to determine whether or not there is a 

demand for their products or services to be sold via the Internet. Once a need is 

identified for their offering, marketers need to offer their products and/or services 

by using the Internet as a primary sales channel. If the seller is a current "brick

and-mortar" business, the possibility should be investigated to utilise the Internet 

as an alternative sales channel. Marketers from "brick-and-mortar" sellers need 

to, however, be cautious not to simply pursue the Internet as a "nice-to-have" or 

"add-on" sales channel, but should draft proper business and marketing plans to 

actively pursue the Internet as a separate prOfitable sales channel. 
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(c) Major finding 3 

The use of Internet banking services can be regarded as an important 

influence on whether or not Internet users purchase products or services 

via the Net. 

It could be derived from Main findings A22 (p. 347) and A23 (p. 348) in 

Chapter 7 that 66% of respondents use Internet banking services while a further 

65%, of those who do not currently use it, consider to do so in the future. 

It could also be seen that 42% of Internet banking users also purchase Online 

[Main finding A27 (p. 350) in Chapter 7]. Other findings were that the decision 

to use Internet banking services significantly influences whether or not 

respondents have purchased via the Internet before [Main finding A30 (p. 350) 

in Chapter 7] and as the period using Internet banking services increases, the 

percentage of respondents who have purchased via the Net increases [Main 

finding A31 (p. 352) in Chapter 7]. These findings are supported when 

considering that 80% of Internet banking users, who have been using these 

services for more than four years, have purchased via the Net before [Main 

finding A32 (p. 352) in Chapter 7]. 

A final finding, applicable to the use of Internet banking services, is that the 

period using Internet banking services significantly influences whether or not 

respondents have purchased via the Internet before [Main finding A33 (pa 352) 

in Chapter 7]. 

The main conclusions are that the use of Internet banking services as well as 

the period of Internet banking usage significantly influence whether or not 

respondents have purchased via the Internet before. 
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The implication is that marketers need to understand that Internet banking 

services are an important activity Internet users engage in and should attempt to 

find common grounds between Internet banking users and their potential 

customers when drafting Internet marketing and sales strategies. 

Recommendation: Considering the influence of using Internet banking services 

on Online purchases, marketers need to focus their efforts on Internet banking 

users. If at all possible, marketers should specifically target Internet banking 

users who have been using Online banking for four years or more. 

(d) Major finding 4 

Non-Internet and Internet shoppers consider different factors when 

deciding whether or not to purchase products or services via the Internet. 

It could be seen from Main finding BC2 (p. 364) in Chapter 7 that three factors 

(together with the predominant stages of the decision-making process with which 

the three factors were associated) were identified for non-Internet shoppers, 

namely: factor 81 is predorninantly in the pre-purchase evaluation stage of the 

consumer decision-making process and consists of the following aspects: 

brands and after-sales support offered by Internet sellers, concerns regarding the 

delivery of purchases and costs associated with Internet purchases; factor 82 is 

predominantly in the pre-purchase evaluation and purchase stages of the 

decision-making process and consists of the following aspects: the safety, ease 

and convenience of purchasing from home; and factor 83 is predominantly in the 

search and purchase stages of the decision-making process and consists of the 

following aspects: privacy and security concerns in the search and purchase 

decision-making stages. 

Internet shoppers also considered three factors (including the identified 

predominant stages of the decision-making process), namely: factor C1 is 
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predominantly in the pre-purchase and post-purchase evaluation stages of the 

decision-making process and consists of the following aspects: the ability to find 

and evaluate information on brands, product ranges, costs associated with 

Internet purchases and after-sales service offered by Internet sellers; factor C2 

is predominantly in the search and purchase stages of the decision-making 

process and consists of the following aspects: security and privacy concerns 

when searching and purchasing on the Internet; and factor C3 is predominantly 

in the pre-purchase evaluation and purchase stages of the decision-making 

process and consists of the following aspects: ease and convenience of 

purchasing from home [Main finding BC3 (p. 369) in Chapter 7]. 

After considering the different factors, with specific emphasis on the identified 

predominant stages of the decision-making process associated with each 

statement, it was concluded that there is an observable difference between the 

factors Internet shoppers and non-shoppers consider when deciding whether or 

not to purchase via the Net [Main finding BC4 (p. 371) in Chapter 7]. 

The main conclusion is that Internet shoppers and non-shoppers consider 

different factors when deciding whether or not to purchase Online. 

The implication is that marketers should know which factors Internet shoppers 

and non-shoppers consider when deciding whether or not to purchase via the 

Net. 

Recommendation: Marketers need to address non-shoppers' concerns 

(identified through the factor analysis) by focusing their marketing initiatives and 

promotions on addressing specific factors highlighted for non-shoppers. By 

being sensitive to the concerns of non-shoppers (with regards to purchasing 

Online) and addressing these concerns through Internet offerings and marketing 

campaigns, the marketer could possibly convert more non-shoppers to Internet 

shoppers and more importantly, regular Online shoppers. 
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(e) Major finding 5 

It is not very likely that all products and services can be offered by Internet 

sellers on the Net. 

It could be derived from Main findings BC10 (p. 400) to BC15 (p. 405) in 

Chapter 7 that Intemet shoppers have purchased from a number of product and 

service categories via the Net before and that both current shoppers and non

shoppers consider to purchase from various categories in the future. A great 

number of product and service categories were also identified from which smaller 

percentages of current shoppers and non-shoppers do not consider purchasing 

from via the Internet. 

The main conclusion is that not all product and service categories will be sold 

equally successful via the Internet. 

The implication is that marketers, who consider selling products or services via 

the Net, have to carefully consider whether or not their offering is suitable to be 

sold via the Net and whether or not South African Internet users will consider 

purchasing their offerings via the Internet. 

Recommendation: Marketers need to, prior to investing in the Internet as 

prirnary or secondary sales channel, determine whether or not there is a need for 

their product or service to be sold via the Internet. Marketers can also determine, 

through marketing researCh, specific products or services that Internet users 

would like to purchase via the Internet. Such a proactive strategy could prove to 

be effective in creating a (profitable) Internet-presence. 
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(f) Major finding 6 

The Internet offers Internet users a powerful information source that can be 

used to search for product and service information prior to purchasing 

from non·lnternet based sellers of products and services. 

Both Internet shoppers and non-shoppers search for or consider searching for 

product or service information on the Net prior to purchasing from non-Internet 

based sellers. Main finding BC22 (p. 413) in Chapter 7 showed that more than 

86% of Internet shoppers search for or consider searching for Online information 

prior to purchasing Offline. In addition, almost 70% of non-shoppers either 

search for or consider searching for Online information on products or services 

[Main finding BC23 (p. 413) in Chapter 7] prior to purchasing from non-Internet 

based sellers. 

It should, however, also be noted that respondents who participated in the study 

did not (or do not) consider searching equally from all product and service 

categories for information [Main findings BC32, BC33 and BC34 (p. 422) in 

Chapter 7]. 

The main conclusion is that Internet users (Internet shoppers and non

shoppers) use the Internet to search for product and service information Online 

prior to purchasing from non-Internet based sellers. 

The implication is that South African marketers need to understand the 

importance of providing Online product and service information (Internet users 

may, after searching Online, purchase at a "brick-and-mortar" seller). 

Recommendation: Marketers need to seriously consider providing Online 

information on the products or services they sell, even if they don't sell via the 

Internet. Marketers should, however, first determine whether or not Internet 
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users search for (and more importantly consider searching for) information on the 

products or services they offer. 

(g) Major finding 7 

It is important to gain insight on the demographic information of Internet 

users. 

It could first be seen from Main finding 031 (p. 450) in Chapter 7 that 

demographic variables such as gender, household language, gross monthly 

household income, highest qualification and population group influence whether 

or not respondents have purchased via the Internet before. 

Second, gender and qualification significantly influence the product and service 

categories respondents have purchased from before [Main finding 032 (p. 451) 

in Chapter 7]. 

It could, finally, also be seen that three demographic variables (gender, gross 

monthly household income and highest qualification) influence the product and 

service categories respondents considered to purchase from via the Internet in 

the future [Main finding 033 (p. 451) in Chapter 7]. 

The conclusion is that it is important to determine demographic information to 

gain insights about Internet users. 

The implication is that marketers need to, as with any marketing strategy, 

determine the demographic profile of their targeted Internet user market. Of 

equal importance, is that marketers not only need to determine the demographic 

profile of Internet users in general, but also determine (what and) if their target 

market will purchase the offering of the marketer via the Net. 
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Recommendation: Marketers need to determine, for the products or services 

they sell, who will be the most likely group/s of people (for example males vs. 

females, different age groups or income groups) that would purchase their 

product and service offering via the Net. Once a group (or groups) has been 

identified, marketers need to target the group through advertising mediums that 

would be appealing to the group. 

(h) Major finding 8 

It is important to determine the applicability of the "traditional" decision

making process when considering the Internet as information source and 

buying channel. 

From the discussion in chapter 4 it could be concluded that the Web-based 

consumer decision-making model does not present a representative model of 

consumer decision-making. The discussion in chapter 4 (section 4.4) also 

highlighted a number of differences between the traditional model and the 

proposed Web-based model. 

A number of differences were noted between Internet shoppers and non

shoppers during the empirical research phase of the study, with specific 

emphasis on the factors these users consider when purchasing via the Net. 

Certain descriptors were ascribed to factors by considering the specific stages of 

the consumer decision-making process [Main findings BC2 (p. 364) and BC3 

(p. 369) in chapter 7]. Table 8.1 provides a summary of the factors (together 

with descriptors) identified for Internet shoppers and non-shoppers. 
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unsatisfied need (for example, while searching for a fax machine, the 

consumer may identify the need - following searching the Web - for a printer 

that can also be used as a fax machine); 

• 	 Purchase can, arguably, also form part of stage 2 of the proposed Internet

based decision-making process, since the Internet user can purchase Online 

following information search and pre-purchase evaluation on the Web; 

• 	 In the Web-context, post-purchase evaluation can also, at least to some 

extent, form part of the purchase stage of the process. This could occur in 

one of two possible scenarios, namely: 

o 	 When downloading computer software or related products from 

the Web, the consumer could immediately evaluate the 

purchase and delivery process; 

o 	 Post-purchase evaluation (regarding the seller) can also occur 

directly after purchase when the Web-seller communicates 

details regarding, for example, delivery periods, warranties, 

discounts for future purchases and status of purchases to the 

buyer; 

• 	 Divestment has not been covered in the statements applicable to the factor 

analyses. It is, however, possible to argue that divestment can occur in the 

Web-domain where the consumer can, for example un-install software 

purchased via the Net or offer products used by the consumer for sale on the 

Net. 

The conclusion is that the traditional decision-making process could, possibly, 

not be used (in its current form) when considering the consumer decision-making 

process in an Internet environment. 
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The implication is that marketers have to understand that they need to proceed 

with caution when considering using the current consumer decision-making 

process models when drafting strategies aimed at Internet users. 

Recommendation: The consumer decision-making model has to be re

evaluated to detennine whether or not it is applicable in an Internet-context. 

8.3 	 LINKING OF QUESTIONS AND MAIN FINDINGS TO THE RESEARCH 

OBJECTIVES 

Following the results obtained from the empirical research phase of the study, it 

is possible to link the secondary objectives fonnulated for the study (listed in 

Chapter 1) and the questions portrayed in the questionnaire with the main 

findings (as listed in Chapter 7). It should be noted that the primary objective, 

namely to detennine the buying behaviour of South African Internet users by 

using the Internet as an infonnation source and buying channel, was reached by 

achieving the secondary objectives. 

TABLE 8.3: 	 LINKING OF SECONDARY RESEARCH OBJECTIVES, RESEARCH 
QUESTIONS AND MAIN FINDINGS 

(i) factors nternet shoppers an non-shoppers 
take into account when considering whether or not to purchase 11, 12 & 18 BC2 and 
via the Internet BC3 
(ii) For non-Internet shoppers, determine whether or not they 
will purchase via the Internet in the future and which product 13 & 15 A8; BC10 
and consider from and BC11 
(iii) For non-Internet shoppers not considering to purchase via 
the Internet in the future, determine whether or not they would 
conSidering purchasing via the Internet if more, well-known 14 A 12 
South African businesses offer products and services via the 
Internet 
(iv) For current Intemet shoppers, future Internet shoppers and 
non-Internet shoppers who do not consider to purchase via the 
Internet in the future, determine whether or not they use the 11,13,14, BC22 to 
Internet as information source to search for product and 16 &20 BC34 
service information prior to purchase from non-Internet based 
sellers 
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(v) For current Internet shoppers, determine the relationship 
between the length of time being an Internet user and fadors 
considered before Online 
(vi) For current Internet shoppers, determine the produd and 
service categories they currently purchase from and the 
product and service categories they consider to purchase from 
in the future via the Internet 
(vii) Determine the relationship between the demographic 
variables of Internet users and the decision whether or not to 
purchase via the Internet, as well as the produd and service 
categories they currently purchase from and consider to 

rchase from in the future 

3 & 18 

11 & 19 

11 &22 - 31 

BCSto 
BC9 

BC12 to 
BC1S 

D1 to D33 
and 

E1 to E8 

8.4 LIMITATIONS 

Specific limitations following the literature review and the empirical phase of the 

study should be noted. 

8.4.1 Limitations based on the literature review 

A number of limitations, based on the literature review of the study, can be listed, 

namely: 

• 	 Although abundant information could be found in the literature regarding the 

consumer decision-making process as well as literature regarding the 

Internet, there is limited literature available on the consumer decision

making process applicable to the Internet; 

• 	 The literature regarding the decision-making process applied to the Intemet 

has not been scientifically tested and the validity thereof is questionable (as 

stated in Chapter 4 of the study); 
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• 	 Although some research reports from business organisations were found 

(and referred to in the study) on the buying patterns of South African 

Internet users, no literature could be found that expliCitly focuses on the 

South African Internet user; 

• 	 There is limited literature available on the consumer decision-making 

process of South African consumers; 

• 	 In support of the above, literature could not be found on the decision

making process of South African Internet users. 

8.4.2 Limitations of the empirical research phase of the study 

A number of limitations should be highlighted, following the empirical research 

phase of the study and the reporting of the results, namely: 

• 	 Due to the nature of this study, the non-response error could not be 

determined; 

• 	 The study was limited to only include South African Internet users who 

subscribed to either ISP "X" (a) or ISP "X" (b), thereby excluding South 

African Internet users who subscribe to other Internet Service Providers; 

• 	 The distinction between Internet shoppers and non-shoppers was based on 

whether or not respondents have purchased via the Internet before, 

regardless of whether they only purchased once via the Net or are regular 

shoppers and regardless of the monetary value of their Internet purchases; 

• 	 A distinction was not made between purchases made from South African 

Internet sellers versus International sellers, nor was a comparison made 

between the value of local versus International Internet spend; 
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• 	 The consideration to purchase via the Internet in the future (for both current 

shoppers and non-shoppers) were not quantified in terms of monetary 

value respondents consider to spend via the Internet in the future, nor was 

a distinction made between the consideration to purchase from local versus 

international Internet sellers; 

• 	 In support of the above, a time frame for the consideration to purchase via 

the Internet in the future was not determined. 

8.5 RECOMMENDATIONS FOR FUTURE RESEARCH 

A number of recommendations for future research can be made following the 

main and major findings, conclusions, implications and limitations from the study. 

The recommendations are: 

• 	 A Similar study can be conducted with Internet users who subscribe to other 

Information Service Providers to determine if there are similarities with the 

main findings from this study; 

• 	 A study can be dedicated to Internet banking services and the impact of this 

important Internet activity on buying behaviour of Internet users; 

• 	 It can also be considered to conduct a similar study, focusing on determining 

if there are differences between Internet users who purchase from South 

African sellers offering products and services on the Net versus Internet users 

who purchase from international sellers; 

• 	 A study can be dedicated to product and service information searched for 

Online by South African Internet users prior to purchasing Offline; 
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• 	 It could also prove useful to determine what the impact would be (in terms of 

more users purchasing Online, current users purchasing more frequently and 

average spend on Internet purchases) on Internet users (both shoppers and 

non-shoppers) if more South African businesses offer products and services 

via the Net; 

• 	 A study can be conducted to determine what would persuade Internet users 

to purchase from South African Internet sellers; and 

• 	 A study can be commissioned to profile the demographics of Internet users 

(distinguishing between shoppers, non-shoppers and users who search for 

Online product and service information) by also considering the influence of 

technology (and more specifically the adoption of technology) on length of 

time being an Internet user and Internet activities engaged in. 

• 	 It could also prove valuable, from a branding perspective, to conduct a study 

dedicated to the influence of brands on whether or not shoppers purchase 

Online and also to determine consumer expectations when purchasing well

known brands (and lesser or unknown brands), with specific consideration to 

pricing and distribution issues. 

• 	 As indicated in Chapter 4 and Major finding 8, it is important (from a 

marketing theory perspective) to test the validity of the consumer decision

making process documented in literature when considering the Internet as an 

information source and buying channel. It should be determined (and 

empirically tested) if current marketing theory on the decision-making process 

is applicable to consumers using the Internet, especially when considering the 

different stages identified for the decision-making process. 
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8.6 SUMMARY 

The primary objective of the study was to determine the buying behaviour of 

South African Internet users. 

Based on the conclusions, implications and recommendations derived from the 

study, discussed in Chapter 8, it can be accepted that both the primary and 

secondary objectives formulated for the study were achieved. 

It can therefore be concluded that the results from this study contribute to the 

body of knowledge on marketing theory, consumer decision-making theory (with 

specific emphasis on the influence of the Internet on decision-making theory) and 

knowledge of South African Internet users. 
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Appendix 1 

FORMAL STATEMENT OF THE 1974 VERSION OF THE HOWARD MODEL 


1. Px = f(lx) 

2. Ix = f(FC
x, Ax, Cx, C

u, 8c ,80s 
, r P, FS) 

3. Ax = f(BC
x, 8x, F

C
x, C

u, 8 c, 8 0S 
, pT) 

4. Cx =f(B\ 8x, FCx, pT) 

5. B\ = f(FCx, Cu, 8c , 80s 
, f, pT) 

6. 8x = f(Px) 

7. FC
x = f(FEx, A"x, pBx) 

8. FEx = f(Osx, ~, MH) 

9. AOxOSx 	 = f(Mi , IP , PT, r P) 

10. Mi = f(8\, Cx, F
C x, FS

) 

11.8\ = f(FEx) 

12. CC 	 = f(F\, Mi , MC) 

where symbols are defined as follows, with all terms referring to brand x (the 

underlined variables are defined as being exogenous or factors which exist 

independently and whose changes are not explained in the model). 

Px = 	purchase of brand (the overt act of buying) 

Ix = 	intention to purchase the brand (a verbally stated expectation, made 

in cognizance of possible extenuating factors, that brand x will be 

purchased the next time this action is necessary) 

F\ = 	facts coded regarding brand (recalled information that brand x exists, 

that it has certain specific charaderistics, both favorable and 

unfavorable) 

Ax = attitude toward the brand (a verbal evaluation of the potential of 

brand x to satisfy motives) 
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Cx = confidence in brand evaluation (confidence in ability to evaluate 

brand x) 

CU = culture 

5c = social class 

50S = social and organizational setting (comparative or normative reference 

groups) 

r P = time pressure (the inverse of the amount of time the buyer has 

available both for purchase and consumption as well as information 

seeking) 

FS = financial status (quantity of funds available or expected to be 

available to spend on goods and services during some specified time 

period) 

BC 
x = brand comprehension (buyer understanding of brand features) 

5x = satisfaction with brand (satisfaction received from brand use) 

pT = personality traits (enduring dispositions or qualities accounting for 

relative consistency in emotional, temperamental, and social 

behavior, which explain differences among buyers) 

IP = importance of purchase (a measure of the relative intensity of 

motives governing buyer activities relating to the given product class 

relative to others) 

FEx = facts exposed regarding the brand (information about the brand to 

which the buyer was exposed) 

An 
x = attention to brand information (buyer receptivity to information, 

regulating the quantity of information that reaches the nervous 

system) 

pBx = perceptual bias of brand information (the tendency to distort 

information during its processing) 

OSx = overt search of brand information (effort expended by the buyer to 

obtain brand information) 

FAx = facts available regarding the brand (information available from the 

environment) 
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MH == media habits toward vehicles containing brand information 

Ma == motive arousal (the arousing or energizing aspect of motives - the 

intensity of motives satisfied by the product class of w~lich x is a 

member) 

SAx == stimulus ambiguity (perceived uncertainty and lack of meaningful 

information received from the environment) 

CC == choice criteria (an ordered set of motives relevant to the product 

class) 

MC == direct motives (motives directly related to choice criteria) 

Source: Engel, Blackwell & Kollat (1978: 549-550) 

FORMAL STATEMENT OF THE 1977 VERSION OF THE HOWARD MODEL 

Although the equations from the 1977 Howard model is not clearly indicated, 

Engel & Blackwell (1982: 683-685) deducted the equations shown below from 

the model and state that, although not explicitly tested by Howard, these 

equations could be tested through various forms of modeling. 

1. Py == f(ly) 

2. Iy == f(Cy, Ay, Ik) 

3. Ay == f(lk) 

4. Cy == f(LTM, Ik) 

Ik5. == f(LTM) 

6. Sy == f(Py) 

7. F/ == f(OSy) 

8. Any, Osy == f(AM) 

9. AM == f(M, lAy) 
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10. PC = f(Py} 

11. M = f(LTM) 


where symbols are defined as follows, with all terms referring to brand y: 


Pv = (purchase the point at which the consumer has paid for a product or 

made a financial commitment to do so) 

Iy = intention (a cognitive state reflecting the consumer's plan to buy a 

specified number of units of a particular product or brand in a 

specified time period) 

Ay = attitude (a cognitive state reflecting on a number of dimensions the 

extent to which the buyer expects the brand or product to yield 

satisfaction if purchased) 

Cy = confidence (the degree of certainty that a consumer subjectively 

experiences with respect to satisfaction expected if a brand is 

purchased) 

Ik = identification (a cognitive state of the consumer reflecting the extent 

to which the consumer has sufficient knowledge to exhibit well-

defined criteria for recognizing, not evaluating, a particular brand) 

Sy = satisfaction (the consumer's mental state of being adequately or 

inadequately rewarded for sacrifice in product purchase) 

FEy = information exposed (external information with which the consumer's 

sense organs have come into contact) 

Any = attention (the active selection of and emphasis on a particular 

component of a complex experience) 

Ony = overt search (movement of the body to bring sense organs into 

contact with some aspect of the environment) 

Am = arousal (the consumer's readiness to respond, manifesting an 

internal state of tenSion) 

PC = product class(the subjective meaning of a class of similar brands} 

M = motive (a long-term disposition of the buyer to act) 
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L TM = long-term memory (permanent storage of events) 

1\ =ambiguity of information (lack of clarity with which the content and 

form dimensions of environmental events are communicated) 

Source: Engel & Blackwell (1982: 683-685) 
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Appendix 3 

FORMAL STATEMENT OF THE ENGEL, KOLLAT, BLACKWELL MODEL 

(1978 VERSION) 

1. Cx == f(lx, UC} 

2. Ix == f(Ax• NCx, AC} 

3. Ax f(Bx}== 

4. NCx = f(1:, ~} 

5. Bx = f(IEx,EC} 

6. lEx = f(MRx} 

7. MRx = f{Atx. AM} 

B. EC f(lEx, Mo} == 

9. Mo f(!:)== 

10. Atx f(Ex• AM, PR} == 

PC
11. Ex f(Sx , Stx, MU)== 

12. S PC = f(Bx, Ax)x 

13. PR = f(Mo, lEx} 

14. Sx f(Cx, Ox)== 

15. Ox = f(Cx, Bx) 

PoC 
16. S x = f(Ox) 

where the sumbold are defined as follows, all terms referring to brand x 

(underlined variables are defined as being exogenous): 

Cx =choice (selection and purchase of an alternative) 

Ix = intention (the subjective probability that a specified alternative will be 

chosen) 
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UC = unanticipated circumstances (and unexpected change in status of 

income levels, available alternatives, time pressure, social and 

organizational settings, and other environmental influences at the 

time of choice) 

Ax = attitude toward the brand (a learned predisposition to respond 

consistently in a favorable or unfavorable manner with respect to a 

given alternative) 

NCx = normative compliance (the outcome of the existence of perceived 

social influence on the choice of alternative plus a motivation to 

comply with that influence) 

AC = anticipated circumstances (the expected status of income levels, 

available alternatives, time pressure, social and organizational 

setting, and other environmental influences at the time of choice) 

Bx = belief regarding the brand (stored information, which links a given 

alternative to specified evaluation criteria) 

b = personality and lifestyle (the pattern of enduring traits, activities, 

interests, and the opinions that determine general behavior and 

thereby make an individual distinctive in comparison with others) 

.llix =social influence (the outcome of any interacting aggregation of people 

exerting an influence of an individual's selection and choice of a 

given alternative) 

lEx = information and experience (the general information content of long 

term memory with respect to product class and a given alternative) 

EC = evaluative criteria (desired outcomes from choice or use of an 

alternative expressed in the form of the attributes or specifications 

used to compare various alternatives) 

MRx = message reception (accurate comprehension of the meaning of 

incoming informational stimuli with respect to a given alternative and 

the storage of that input in long term memory) 
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Atx = attention (the active processing of exposed information stimuli with 

respect to a given alternative such that a conscious impression is 

made) 

AM = active memory (a process whereby incoming information and that 

stored in long term memory are brought together and the new input 

is categorized and interpreted) 

Mo = motive (an enduring predisposition to strive to attain specified goals, 

containing both an arousing and a directing dimension) 

Ex = exposure (physical proximity to stimulus inputs with respect to a given 

alternative such that the individual has direct opportunity for one or 

more senses to be activated) 

SPxc = pre-choice search (motivated exposure to inform with regards to a 

given alternative) 

PR = problem recognition (a perceived difference between the ideal state 

of affairs and the actual situation sufficient to arouse and activate the 

decision process) 

STx = stimuli (information available with respect to a given alternative) 

MU = media usage (the individual's habits and preferences with respect to 

media usage) 

Sx = satisfaction (an evaluation that the chosen alternative is consistent 

with prior beliefs with respect to that alternative) 

Dx = dissonance (post-choice doubt motivated by awareness that one 

alternative was chosen and the existence of beliefs that un-chosen 

alternatives also have desirable attributes) 

SPxoc = post-choice search (a search for information following purchase to 

confirm the wisdom of the choice) 

Source: Engel, Blackwell & Kollat (1978: 557-558) 
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FORMAL STATEMENT OF THE ENGEL, KOLLAT, BLACKWELL MODEL 

(1982 VERSION) 

1. Cx = f(lx, UC) 

2. Ix = f(Ax, NCx) 

3. Ax = f(Bx) 

4. NCx = f(b, ~) 

5. Bx = f(LTM, EC, Sx) 

6. EC = f(LTM, Mo) 

7. Mo = f(b) 

8. Ex f(SPxc, Stx• MU) = 
9. Atx = f(Ex, L TM, PR) 

10. Cox = f(Atx, LTM) 

11. VAx = f(CO
x1 LTM) 

12. Rx = f(YAx) 

13. S ~c = f(PR, Bx) 

14. PR = f(LTM, Mo) 

15. Dx.Sx= f(Cx) 

PoC 
16. S x = f(Dx) 

where the terms are defined as follows, all terms referring to brand x (underlined 

variables are defined as being exogenous): 

Cx = choice (selection and purchase of an alternative) 

Ix = intention (the subjective probability that a specified alternative will be 

chosen) 

Page 4 

 
 
 



Appendix 3 

UC = unanticipated circumstances (and unexpected change in status of 

income levels, available alternatives, time pressure, social and 

organizational settings, and other environmental influences at the 

time of choice) 

Ax = attitude toward the act of purchasing the brand (a learned 

predisposition to respond consistently in a favorable or unfavorable 

manner with respect to purchase and use of a given alternative) 

NCx = normative compliance (the outcome of the existence of perceived 

social influence on the choice of alternative plus a motivation to 

comply with that influence) 

Bx = belief regarding the brand (stored information, which links a given 

alternative to specified evaluation criteria) 

L = personality and life style (the pattern of enduring traits, activities, 

interests, and the opinions that determine general behavior and 

thereby make an individual distinctive in comparison with others) 

IDx = social influence (the outcome of any interacting aggregation of people 

exerting an influence of an individual's selection and choice of a 

given alternative) 

EC = evaluative criteria (desired outcomes from choice or use of an 

alternative expressed in the form of the attributes or specifications 

used to compare various alternatives) 

LTM = long term memory (information and experience stored in memory 

with respect to the product class and a given alternative) 

Rx = retention (storage of a stimulus input in long term memory) 

VAx = yielding/acceptance (acceptance of a stimulus into long term memory, 

often accompanied by a change in beliefs, attitudes, or intentions) 

Cox = comprehension (the outcome of information processing whereby the 

stimulus as admitted into memory conveys the same information as 

the stimulus itself viewed externally and objectively) 
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Atx = attention (the active processing of exposed information stimuli with 

respect to a given alternative such that a conscious impression is 

made) 

Mo = motive (an enduring predisposition to strive to attain specified goals, 

containing both an arousing and a directing dimension) 

Ex =exposure (physical proximity to stimulus inputs with respect to a given 

alternative such that the individual has direct opportunity for one or 

more senses to be activated) 

SPxc = pre-choice search (motivated exposure to inform with regard to a 

given alternative) 

PR = problem recognition (a perceived difference between the ideal state 

of affairs and the actual situation sufficient to arouse and activate the 

decision process) 

ST x = stimuli (information available with respect to a given alternative) 

MU = media usage (the individual's habits and preferences with respect to 

media usage) 

Sx = satisfaction (an evaluation that the chosen alternative is consistent 

with prior beliefs with respect to that alternative) 

Dx = dissonance (post-choice doubt motivated by awareness that one 

alternative was chosen and the existence of beliefs that unchosen 

alternatives also have desirable attributes) 

stoC = post-choice search (a search for information following purchase to 

confirm the wisdom of the choice) 

Source: Engel, Blackwell &Kollat (1982: 686-688) 
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According to the Assael model, consumer choice is determined by two broad 

influences, namely the individual consumer and the environment. The 

individual consumer is influenced by needs, perceptions of brand attributes and 

attitude towards alternatives. In addition to the above, the consumer is also 

influenced by personality characteristics, lifestyle and demographics. 

The environment, the second influencing factor, and more specific the 

consumer's purchasing environment, is represented by culture, social class and 

face-to-face groups (including friends, family and reference groups). Culture 

refers to the norms of society and influences of ethnic and regional subcultures, 

whereas social class implies the broad socio-economic group to which a 

consumer belongs. 

It should be noted that Assael (1995: 17) includes marketing organisations as 

part of the consumer's environment, since product offerings that can satiSfy 

consumer needs are provided by these organisations. 

Communication from the enVironment, primarily from marketing organisations or 

face-to-face groups, to the consumer is necessary to influence consumer choice. 

Communication from marketing organisations includes stimuli conveyed by sales 

people, advertising and product offerings that are perceived and evaluated by 

consumers in the decision-making process. 

Information regarding consumer needs, perceptions of brand attributes and 

attitudes toward alternative brands, are provided to marketing organisations 

through marketing research. The marketing organisation uses the information 

obtained from the market to develop and communicate marketing strategies to 

the consumer. 

Post-purchase evaluation, represented as feedback to the individual consumer, 

occurs once a decision has been made. During this evaluation, the consumer 
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may alter future pattems of obtaining information - the method of evaluating 

brands and selection of a brand due to experience gained through the purchase 

process. The consumption experience of a product will also directly influence 

whether or not the same brand will be purchased by the consumer. 

Assael (1995: 18) continues by stating that feedback is provided to the 

environment, where the consumer will share purchase and consumption 

experiences with friends and family. Marketers also seek information from 

consumers in the form of market share and sales data. The information obtained 

by the marketer does not, however, provide information as to why consumers 

purchased a product or brand, nor does it provide insights as to what the 

strengths and weaknesses of the marketer's brand are in comparison to 

competitive alternatives. 

It is therefore important to conduct market research to determine consumer 

reactions to the marketer's brand and ascertain future purchase intent. The 

information obtained from consumers through research will assist marketers to 

redefine marketing strategies to better meet consumer needs. 

The components of the consumer behaviour model by Assael (1995: 17-25), as 

briefly described above, will be discussed in greater detail below. The model will 

be briefly discussed, as indicated by Assael (1995: 17-25), since chapter 3 will 

focus on the central concept of decision-making, where the theory on the 

decision-making component within the broader model of consumer behaviour will 

be discussed. 

By focusing on the individual components of the model in detail, consumer 

behaviour applications to marketing strategy will be highlighted. The 

components that will be discussed below are consumer decision-making, the 

individual consumer, environmental influences and communication. 
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A) Consumer decision-making 

It is important to understand the process consumers follow to derive at 

purchasing decisions to develop strategic applications. It can therefore be 

argued that decision-making is not a single (Le. always the same) process. For 

example, the process to purchase toothpaste will be different to that of 

purchasing a motor vehicle. 

Consumer decision-making can, according to Assael (199S: 19), be viewed from 

two dimensions, the first being the extent of decision-making and the second the 

degree of involvement in the purchase decision. The first dimension, the extent 

of decision-making, represents a continuum from decision to habit. Consumers 

can therefore base decisions on a cognitive process of search for information 

and evaluation of alternatives, to little or no decision-making where the consumer 

is satisfied with a particular brand and purchases the brand consistently. 

The second dimension, namely degree of involvement, depicts a continuum from 

high to low involvement purchases. High involvement purchases are perceived 

to be important to the consumer and are closely related to the consumer's self

image and ego. High involvement purchases involve risk to the consumer, 

including financial (expensive products), social (importance to the peer group) 

and psychological (incorrect decisions may cause concern and anxiety) risks, 

and the consumer may therefore be obliged to spend time and energy to 

consider alternatives. Since financial, social and psychological risks are not that 

high with low involvement purchases, it will not be worth the effort to search for 

and consider alternatives at this level of purchases. Low involvement purchase 

decisions, therefore, usually entail a limited process of decision-making. 

Figure AS.2 depicts a typology of consumer decision-making based on the extent 

thereof and the degree of involvement in the purchase. 
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With brand loyalty, products purchased are considered important to the 

consumer. Consumers establish a brand loyalty based on satisfaction with past 

purchase experiences, resulting in limited or non-existent information search and 

brand evaluation due to the purchase of the same brand. An example of brand 

loyalty to a consumer may be Kellogg's Hi-Fibre Bran, considered important to a 

consumer because of the high nutritional value. 

The third process, limited decision-making (upper right-hand comer of figure 

A5.2), is characterised by little or no involvement from the consumer. Although 

not involved, the consumer makes a decision to purchase a product because of 

little past experience with the product. An example to illustrate limited decision

making, is where the consumer will purchase a new range of microwave snacks 

and, not involved or aware of the product category, will examine the package in 

the store and purchase the product on a trial basis for comparison with regular 

snacks. As can be derived from the example, the consumer, in comparison to 

purchases that involve complex decision-making, uses little information search 

and evaluation of alternative brands. 

It should be noted that consumers, in low involvement decisions, are more prone 

to switch brands due to boredom or in search of variety, occurring when risks are 

perceived to be low and the consumer is less committed to a specific brand. 

With variety seeking, the brand decision is not pre-planned due to the lack of 

importance and the decision to purchase a brand will probably be made within 

the store. Examples of variety seeking purchases are a new brand of cookies or 

breakfast cereal, since the consumer has little to lose. 

The final choice process, inertia, is plotted in figure A5.2 (lower right-hand box) 

as low involvement with the product and no decision-making. Inertia implies that 

the consumer purchases the same brand, not due to brand loyalty but because 

the time and trouble required to search for alternatives are not worth the effort. 

Examples of inertia are purchases of paper towels and canned vegetables. 
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In conclusion to the decision-making process component of the model, it should 

be noted that the four types of consumer purchase processes are consumer

specific and not product-specific. The degree of involvement and decision

making depends more on consumer attitudes towards products than on the 

actual product attributes. It should therefore be noted that one consumer may 

purchase a specific cereal brand for nutritional value whereas another consumer 

may regard all cereals as being similar, therefore switching brands to seek 

variety. 

B) The individual consumer 

Central to understanding consumer behaviour, is the manner in which the 

consumer influences the decision process. Influences on consumer choice, as 

depicted in the Assael model, are stimuli, the consumer, and consumer 

response. Figure A5.3 depicts the consumer's role in the decision-making 

process. 

a) Stimuli 

Stimuli, the first influence on consumer choice, represents information perceived 

by consumers. As depicted in figure A5.3, information processing occurs when 

stimuli, represented by information from advertisements, friends or personal 

product experiences, are organised and interpreted by consumers. 
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an overall basis from excellent to poor. Brand attitudes are important to 

marketers since they influence consumer behaviour, enable marketers to define 

attitudinal segments for the purpose of focused strategies for these segments 

and assist them with strategy evaluation. 

Attitudes comprise three components, namely beliefs, the cognitive component of 

attitudes (implying the characteristics that consumers ascribe to a brand), brand 

evaluations, the affective or feeling component (representing the consumer's 

overall evaluation of the brand), and intention to purchase, the conative or action 

component (the tendency of the consumer to act towards an object, generally 

measured in terms of an intention to purchase). Benefits, the final thought 

variable, identify the key product attributes and are used by marketers to 

influence consumers by means of benefit segmentation strategies. 

The second component representing the consumer as portrayed in figure A5.3, 

consumer characteristics, is used to describe consumers and comprises 

demographics, lifestyle and personality characteristics. Information regarding 

these characteristics may assist the marketer to influence consumer behaviour, 

should a correlation be found between these characteristics and behaviour. 

Demographics, the first consumer characteristic according to Assael (1995: 331), 

are objective descriptions of individual consumers and households and include 

characteristics such as age, income, employment status and family size. 

Demographics will, therefore, influence whether consumers can purchase 

(relating to income) and whether they want to purchase (based on characteristics 

such as age and household composition). 

Personality is defined by Assael (1995: 375) as consistent and enduring patterns 

of behaviour developed since childhood, whereas lifestyle refers to the mode of 

living, identified by activities consumers engage in, their interests and their 

opinions of themselves and others around them. Examples of activities include 

work, hobbies, vacation, sports and shopping, while interests include fashion, 
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food, media and recreation. Finally, opinions include politics, economics, 

education and culture. Personality and lifestyle characteristics provide a richer 

set of descriptors of consumer characteristics in understanding consumer 

behaviour than demographics would provide alone. 

c) Consumer response 

The final influence on consumer choice, consumer response, represents the end 

result of the consumer decision process. Consumer response most frequently 

refers to brand choice. Other possibilities as far as consumer response is 

concerned, include the chosen product class, choice of a store, choice of a 

specific communication medium and choice of a cause. Examples of the 

possible responses above are the purchase of fruit juice (product class), 

purchasing a fridge from an appliance store (store choice), purchasing a 

magazine or listening to a sales person to obtain information (communication 

medium) and contributing to an orphanage (chosen cause). 

C) Environmental influences 

Consumer influences were discussed in the previous section and considered the 

consumer characteristics and state of mind. Consumers are, however, also 

influenced by the environment in terms of culture, face-to-face groups and 

situational determinants. Figure A5.4 indicates the environmental influences in 

the Assael model. 
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cultural values are four characteristics. The first characteristic is that cultural 

values are learned, called enculturation if learned from childhood within one's 

culture and acculturation if learned from a different culture. Secondly, cultural 

values are guides to behaviour and direct an individual's behaviour through 

cultural norms, implying established standards of behaviour regarding, for 

example, eating habits and means of ensuring safety. The third characteristic is 

that cultural values are permanent and dynamic. The final characteristic is that 

cultural values are widely held. Cultures, therefore, have certain widely held and 

commonly accepted values that differentiate one culture from another. 

Subculture and cross-cultural influences, the remaining components of 

culture, according to Assael (1995: 483), offer variations to cultural influences in 

a particular country. Subcultures refer to groups distinguishable from the culture 

as a whole due to specific norms and values. Subcultures, therefore, represent 

differences in values among groups within the same country, whereas cross

cultural influences refer to differences in values across countries. 

A number of factors affects the influence of a subculture on consumer behaviour, 

namely the distinctiveness, homogeneity and exclusion of the subculture. 

Subcultural distinctiveness implies that the potential influence on consumer 

behaviour increases as the subculture seeks to maintain its own identity. 

Furthermore, a subculture with homogeneous values is likely to influence its 

members. The final influence, subcultural exclusion, occurs when a subculture 

either seeks exclusion from SOCiety or has been excluded from society (for 

example, the Amish communities in the United States). Exclusion tends to 

influence and strengthen subcultures, due to the maintenance of subcultural 

values and norms, by means of isolation from society 
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b) Face-to-face groups 

The second environmental influence impacting on the consumer is face-to-face 

groups, comprising reference groups and the family. Reference groups play an 

important role in influencing consumer behaviour, since they serve as a point of 

reference for the individual in the formation of beliefs, attitudes and behaviour 

(Assael, 1995: 528). Two different sets of reference groups can be 

distinguished, namely membership groups (for example the family) or aspiration 

groups (for example an upcoming golf player wishing to be associated with the 

professional players). It should also be mentioned that reference groups can 

also be viewed negatively, for example an individual may belong to a reference 

group and then rejects its values, resulting in the group being a disclaimant group 

for the individual. An individual may also decide to avoid membership to a group, 

called a dissociative group. 

Reference groups to which consumers can belong serve a number of important 


functions. These groups assign roles as well as status positions to individuals 


within a group, provide norms of conduct and a method of socialisation for 


consumers. Consumers are also influenced by powers exerted by the groups 


they belong to. Firstly, consumers are influenced by expert powers of the group, 


implying expert information provided by the group, with the influence depending 


on the credibility of the source of the information. Secondly, the group exerts 


referent or comparative influences, which are influenced by the degree of 


. similarity between the influencer and the consumer. The influence of the final 


power exerted, reward or normative influences, depends on the level of reward or 


punishment delivered by the group. 

The second face-to-face group influence is the family, including households, 

where households refer to individuals living singly or together with others in a 

residential unit, while a family comprises two or more people living together who 

are related by blood or marriage (Assael, 1995: 558). The family, including 
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households, is considered the most important reference group. Three 

distinguishable factors can be identified with family decision-making. The first is 

that decisions are made jointly, especially if the perceived risk is high (there is 

minimal time pressure) and the purchase decision is considered important to the 

family. 

The second identifiable factor is that members have prescribed roles in the 

decision process. The roles that individuals can portray in the family decision 

process are that of information gatherer, influencer, decision maker, the 

purchaser and finally the consumer. Finally, joint decision-making regularly 

results in conflict as far as purchase objectives are concerned. To resolve the 

conflict in these deCisions, families develop strategies aimed at reducing the 

conflict through means such as persuasion, bargaining and problem-solving. 

Specific family roles may also influence the decision process, for instance 

husband-wife and parent-child influences. Husband-wife influences, dominating 

the family decision process, comprise four decision processes, namely husband

dominant, wife-dominant, autonomous (where the husband and wife are equally 

empowered to make an individual deCision) and joint decision-making. 

Parent-child influences are important to consider, since children perform an 

important role in the decision process, even more so in single-parent households. 

Parents attempt to teach children how to become effective consumers and also 

influence their brand preferences. 

c) Situational determinants 

The final environmental influence in the Assael model is situational determinants, 

considering the situation in which consumers purchase and use brands. 

Situational influences, according to Assael (1995: 600), are temporary conditions 

in the environment occurring at a specific time and place, independent of the 
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products or consumers. An example of situational determinants is shopping for a 

gift. 

Three different types of situations can be identified that may influence consumer 

decision-making and brand choice, namely the consumption situation, the 

purchase situation and the communications situation. 

The consumption situation refers to the situation in which consumers use the 

product, while the purchase situation refers to the specific conditions under which 

a decision is made, for example a purchase for personal use or a gift, as well as 

conditions in the store at the time of purchase. The final situation type, the 

communication Situation, refers to the conditions in which exposure to advertising 

occurs, for example a radio commercial heard while alone in the car or at home, 

or while watching television with friends. 

D) Communications 

The final component of the Assael model is that of communications from the 

environment, providing information to influence consumers. As can be seen in 

figure A5.5, communications can either be from groups or from marketing 

organisations. Group communications comprises word-of mouth (communication 

within groups) and the diffusion process (across groups). 
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The second category of group communications is that of the diffusion process, 

referring to communications across groups through the diffusion of information 

and influence over a wider segment of society. Diffusion can be defined as the 

process by which the adoption of innovation, implying technological advances 

that create new products or the symbolic representations that change the 

meaning of products, is spread over time to members of a target market through 

communications. 

The importance of diffusion to the marketer is that it provides insights into the 

process of consumers accepting new products, especially considering the close 

link between the success of the introduction of a new product and the profit of an 

organisation. 

b) Marketing communications 

The second component of communications in the Assael model is that of 

marketing communications, for example informing consumers of new products 

and features, prices and the availability of brands. 

It is important to increase the credibility of the marketers messages, since 

consumers are more likely to accept messages from credible sources (including 

friends, family and impartial sources, such as consumer reports) than commercial 

sources. 
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• 	 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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(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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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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