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ABSTRACT  

             
 
Consumers find themselves in a digitally sophisticated world in which electronic resources such 

as the internet simplify lives by providing them with instant information, which in return enables 

them to make informed decisions. The internet offers a wide range of information, products and 

services with 24-hour availability. Having the internet available on a variety of devices such as 

smartphones, tablets and computers, gives consumers access to the advantages it has to offer 

almost anywhere in the world. In recent years, shopping on the internet, known as e-tailing, has 

empowered consumers to make purchasing decisions in an online environment at almost any 

given location and time. Furthermore, the internet offers consumers similar products to those in 

traditional brick-and-mortar operations. Internationally, buying online is a fast-growing 

phenomenon, but there are still consumers in South Africa, and more specifically, in North West 

Province (NWP), who are reluctant to accept this form of purchasing. This study aims to describe 

the risks consumers in the province, and more specifically, in Potchefstroom, perceive in relation 

to e-tailing that make them hesitant to embrace the process of making purchasing decisions in an 

online environment. Consumers’ coping strategies in dealing with these perceived risks will also 

be explored and described.  

A qualitative descriptive method was followed, with both purposive and snowball sampling, and  

clear inclusion criteria to recruit participants who were willing to share their e-tailing experiences. 

Five focus groups were conducted, with an average of seven participants per session. The 

information obtained was transcribed and data analysed, revealing four main themes, each 

comprising a range of categories, codes and sub-codes. The results indicated a variety of reasons 

why participants preferred making purchasing decisions online. However, reasons why 

consumers might not use e-tailing also emerged. Prominent perceived risks in the process were 

identified, as well as the different ways in which participants coped with them. 

In conclusion, the results of this study confirmed various reasons why consumers hesitated to 

use e-tailing, and indicated coping strategies to deal with these identified risks. Consumers make 

use of e-tailing because of the various advantages it offers. This is a form of purchasing that is 

still emerging in a developing country such as South Africa, and as more consumers become 

aware of its advantages and are able to make informed decisions, their preference for e-tailing 

will continue to grow. 
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OPSOMMING  

______________________________________________________________________ 
 
Verbruikers bevind hulself in 'n digitaal gesofistikeerde wêreld waar elektroniese bronne, soos die 

internet, hul lewens vereenvoudig deur onmiddellike inligting aan hulle te gee, waar verbruikers 

in ruil daarvoor 'n ingeligte besluit kan neem. Die internet bied 'n wye verskeidenheid inligting, 

produkte en dienste met 24 uur-beskikbaarheid. Deur toegang tot die internet te hê op 'n 

verskeidenheid toestelle soos slimfone, tablette en rekenaars, gee verbruikers toegang tot die 

voordele wat dit byna oral in die wêreld kan bied. In die afgelope jaar het de inkopies op die 

internet, bekend as e-kleinhandel, verbruikers bemagtig om aankope in 'n aanlyn-omgewing op 

byna enige gegewe plek en tyd te neem. Verder bied die internet verbruikers soortgelyke produkte 

aan as in tradisionele baksteen-en-mortier kleinhandelaar. Internasionaal is aanlynaankope 'n 

vinnig groeiende verskynsel, maar daar is steeds verbruikers in Suid-Afrika, en meer spesifiek in 

die Noordwes Provinsie (NWP), wat huiwerig is om hierdie vorm van aankope te aanvaar. Hierdie 

studie het ten doel om die risiko's wat verbruikers in die provinsie, en meer spesifiek in 

Potchefstroom, waarneem, met betrekking tot e-kleinhandel wat hulle huiwering maak om die 

proses van aankoopbesluite in 'n aanlynomgewing te aanvaar. Verbruikers se strategieë vir die 

hantering van hierdie waargenome risiko's sal ook ondersoek en beskryf word. 

'n Kwalitatiewe beskrywende metode is gevolg, met doelgerigte en sneeubalsteekproewe, en 

duidelike insluitingskriteria om deelnemers te werf wat bereid was om hul e-kleinhandel ervarings 

te deel. Vyf fokusgroepe is gehou, met ‘n gemiddeld van sewe deelnemers per sessie. Die 

inligting wat verkry is, is getranskribeer en data geanaliseer, met vier hooftemas wat elk 'n 

verskeidenheid kategorieë, kodes en subkodes bevat. Die resultate dui op verskillende redes 

waarom deelnemers verkies om aanlyn besluite oor aankope te neem. Die redes waarom 

verbruikers nie e-kleinhandel gebruik nie, kom egter ook na vore. Prominente waargenome 

risiko's tydens die proses is geïdentifiseer, asook die verskillende maniere waarop die 

deelnemers dit hanteer het. 

Ter afsluiting het die resultate van hierdie studie verskillende redes bevestig waarom verbruikers 

huiwer om e-kleinhandel te gebruik, en die hanteringstrategieë aangedui het om hierdie 

geïdentifiseerde risiko's te hanteer. Verbruikers maak gebruik van e-kleinhandel vanweë die 

verskillende voordele wat dit bied. Dit is 'n vorm van aankope wat nog steeds opduik in 'n 

ontwikkelende land soos Suid-Afrika, en namate meer verbruikers bewus word van die voordele 

daarvan en in staat is om ingeligte besluite te neem, sal hul voorkeur vir e-kleinhandel steeds 

groei. 
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CHAPTER 1 – ORIENTATION OF THE STUDY 

This chapter serves as orientation for the study, with background and motivation 
providing insight into the research. 

             

1.1 Introduction 

In recent years, consumers’ quest for sophisticated new technological ways to obtain information 

that will simplify their lives enabled retailers to conduct business more successfully in an online 

environment (Dai et al., 2018:342; Matemba & Li, 2018:55; Weber & Badenhorst-Weiss, 

2018:85). Consumers turn to the internet as an alternative purchasing method for convenience, 

easy price comparison and its time-saving aspect of not having to visit a physical brick-and-mortar 

outlet (Chang & Wang, 2010:334; Chen et al., 2017:143; Li et al., 2018:100; Lim & Ayyagari, 

2018:360). Consumers have been spending more time on the internet (Beuckels & Hudders, 

2018:135), which has resulted in consumers world-wide accepting the process of making 

purchasing decisions in an online environment (Hung & Cant, 2017:2). However, South African 

consumers are to a certain extent still reluctant to participate and adopt the process of making 

purchasing decisions online, although this could simplify their lives (Matemba & Li, 2018:56; 

Rudansky-Kloppers, 2014:1189; Weber & Badenhorst-Weiss, 2018:85).  

1.1.1 Background 

The internet may be defined as a multimedia platform on which interaction can take place without 

being limited to a specific geographical location (Leiner et al., 2017:2). Shopping online, also 

known as e-commerce, is the process by which the sale of products and services takes place in 

an online environment (Rudansky-Kloppers, 2014:1187) and in which the website serves as the 

first point of contact for the consumer (Weber & Badenhorst-Weiss, 2018:885). Shopping online 

enables consumers to access an immense amount of information, with 24-hour availability (Hung 

& Cant, 2017:1; Javadi et al., 2012:81). The internet enables brick-and-mortar retailers to open 

their stores online, so that consumers can make purchasing decisions without having to travel in 

person to the store or be constrained by store opening times (Mpinganjira, 2016:447). 

Consequently, the sale of retail-related products on an on-line platform may be described as 

electronic retailing, hereafter referred to as e-tailing. Although technology, such as online 

shopping, simplifies consumers’ lives (Matemba & Li, 2018:55), it is still not fully understood how 

consumers make online decisions or what factors influence their behaviour (Lee & Barnes, 

2016:33; Mpinganjira, 2016:447).  
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Globally, shopping online is a rapidly-growing industry, with the number of new online stores and 

consumers who prefer online purchases rather than traditional brick-and-mortar purchases 

constantly increasing (Soundarapandiyan & Ganesh, 2018:31). Last recorded, at the end of June 

2019, Asia, with an estimated 49.8%, was one of the countries with the most significant numbers 

of internet users worldwide, whereas Africa, in total, accounted for only 11.9% (Internet World 

Stats, 2019). Globally, the number of consumers buying products or consumer goods online grew 

by 3.1%, with an estimated 2.8 billion consumers now buying online (Kemp, 2019). As seen in 

Figure 1-1, e-tailing sales revenue accounted for an estimated 1.786 trillion US dollars globally 

for the year 2018, with a 14% increase on the previous year, thus indicating that online shopping 

is a continuously growing industry. Globally, 17% of e-tailing purchases are fashion and beauty 

product-related, with food and personal care, furniture and appliances as well as toys and hobbies 

accounting for 15% of purchases made (We Are Social, 2019).  

 

   

Figure 1-1: A global overview of consumers’ online purchasing behaviour, valued in US 

dollars (Kemp, 2019). 

Towards the end of 2019, the South African population will reach an estimated 58 million 

consumers, of whom 31 million will have access to the internet (Internet World Stats, 2019). Of 

all South African consumers who use the internet, 65% access it daily (Statista, 2018a), while 

only 15.2% of these consumers use the online environment for making purchases (World Wide 

Worx, 2017). Although the internet and online purchasing are not considered a new concept, 

(Mahlaka, 2014; Costa et al., 2016:215), it seems as if South African consumers are still, to a 

certain extent, cautious about using an online platform to decide what to buy.  
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1.2 Internet and e-tailing 

The internet, and more specifically, e-tailing, offers consumers access to an extended assortment 

of products and services, as well as enabling them to search for information and compare prices 

of these products and services (Bernstein et al., 2008:671; Bhatnagar & Syam, 2014:1293; Pi & 

Sangruang, 2011:275-276). Consumers’ well-being is affected by whether their purchasing 

experience was positive or negative, therefore understanding consumer behaviour in an online 

environment can be considered essential (Pappas, 2016:95). Consumers’ well-being can be 

defined as experiencing positive outcomes with regard to their society, meaning that they 

experience their lives to be lived in a positive manner (Centres of Disease Control, 2018). As soon 

as consumers feel pressured to make decisions online, the amount of information they are able 

to process, decreases (Godinho et al., 2016:251). This adds to the pressure consumers face 

when first deciding which shopping channel to use, for example online or brick-and-mortar 

operations (Pauwels & Neslin, 2015:182). Consumers are considered as being competent to 

make their own decisions that will satisfy their needs if they are provided with sufficient information 

(De Vries et al., 2016:4), although South African consumers are still hesitant about making 

decisions online (Matemba & Li, 2018:56).  

1.2.1 E-tailing in a South African context 

Africa, and more particularly South Africa, presents unique aspects in terms of financial pressure, 

such as employment uncertainties and increased household spending (Bizcommunity, 2018). In 

comparison with other countries (Rudansky-Kloppers, 2014:1187) this may result in South African 

consumers’ being slow to adopt e-tailing (Weber & Badenhorst-Weiss, 2018:85). In an attempt to 

improve the e-tailing environment, Proudly South African (PSA) has launched an e-tail site in 

partnership with Republic of South Africa (RSA) Made and the Department of Trade and Industry 

(dti) where products made exclusively in South Africa are sold online (Breitenbach, 2018a). With 

this, online partners such as Zando, Takealot and Superbalist have joined retailers to widen their 

consumer market and sell products from traditional retailers, for example, Queenspark and Legit, 

on an online platform (Van Eeden, 2018). These actions are indicative of a fast-growing 

phenomenon in emerging markets, such as South Africa (Lee & Barnes, 2016:49; Rudansky-

Kloppers, 2014:1196; Mpinganjira, 2016:454; Weber & Badenhorst-Weiss, 2018:85).  

In South Africa, internet consumers may be differentiated into those who want cheaper internet 

rates and those who want faster internet speeds (De Matos Silva, 2018). These requirements, 

and the website platform itself, can serve as a barrier to participating in e-tailing (Weber & 

Badenhorst-Weiss, 2018:85). For consumers, the ability to make well-informed decisions has 

changed over the past decades. They are often overwhelmed by all the information available, 
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which transforms a simple task of making a decision into a demanding one (Godinho et al., 

2016:251). As a result, the acceptance and success of technological services, such as e-tailing, 

depends on its acceptance or rejection by consumers (Matemba & Li, 2018:56). Therefore the 

behavioural aspects of consumption, focusing on perceived risks and coping strategies of South 

African consumers with regard to the e-tailing process, need to be described.  

1.3 Consumer behaviour 

Consumer behaviour focuses on how consumers make decisions for allocating their available 

resources (Schiffman & Kanuk, 2010:23). Hence consumer behaviour is an ongoing process that 

involves actions taken by consumers in the process of acquiring, using and disposing of products 

and services (Schiffman & Wisenblit, 2015:30). Consumer behaviour also includes how 

consumers allocate their time during the consumption process. Time is regarded as a scarce 

resource (Hoyer & Maclnnis, 2010:3) as well as an external influence in the consumer decision-

making process (CDMP). Given that consumption is part of all consumers’ daily lives, there is 

increasing awareness of consumer behaviour (Solomon et al., 2010:6).  

One of the more substantial influences on consumer behaviour is the digital evolution (Solomon 

et al., 2010:15), which includes e-tailing as an external influence. This may be ascribed to 

consumers’ use of the online environment to make purchases and provide marketers with 

information about their preferences, thus creating a value exchange system (Schiffman & 

Wisenblit, 2015:36). According to the consumer decision-making model (CDMM) of Schiffman 

and Kanuk (2014:413), as seen in Figure 1-2, consumers’ decisions are based on three 

interlocking stages, namely the input stage, process stage and output stage, which will serve as 

a basis for this study.  
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Figure 1-2: Consumer decision-making model (CDMM) of Schiffman and Kanuk (2014:413).  

1.3.1 Input stage of consumer decision-making 

The input stage may be defined as the stage at which consumers’ need recognition towards 

products or services is influenced by two sources, the marketing efforts of the company and the 

external socio-cultural environment (Shrosbree, 2014:16). Marketing efforts include the product 

itself, its promotion, and where it is sold (Schiffman & Kanuk, 2010:37), which in this case is in an 

online environment. The external sociocultural environment that influences consumers’ 

purchases include the opinion of family and friends, even neighbours, as well as non-commercial 

and informal sources of information (Shrosbree, 2014:16). Ultimately, consumers’ buying 
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behaviour and the consumption of the products or services are affected by the external influences 

identified during the input stage of the CDMM (Schiffman & Wisenblit, 2015:368).  

1.3.1.1 External influences during the input stage 

The constant growth in technology makes it increasingly convenient for consumers to resort to 

online websites for making purchasing decisions (Lee & Barnes, 2016:34). The e-tailing  website 

serves as the primary contact point for consumers, and must therefore be designed in such a way 

that consumers still have a pleasant experience when buying (Weber & Badenhorst-Weiss, 

2018:85). Some of the other factors that influence consumers in a positive manner towards e-

tailing include convenience, time saved, non-restrictive trading hours and being able to easily  

compare product prices and information between retailers and products (Chang & Wang, 

2010:334; Chen et al., 2017:143; Hoyer et al., 2013:465; Javadi et al., 2012:83; Li et al., 2018:100; 

Lim & Ayyagari, 2018:360). If consumers experience the website and shopping experience as 

pleasant it could result in consumer satisfaction (Rudansky-Kloppers, 2014:1190), so that they 

would most likely choose e-tailing again in the future. For this to happen, consumers should have 

a positive experience during the process stage of the DMM.  

1.3.2 Process stage of consumer decision-making 

The process stage will be the main focus of this study as this is when consumers make their 

decisions (Schiffman & Kanuk, 2010:37). During this stage, consumers’ psychological field is 

influenced by the external influences of the input stage (discussed in section 1.3.1) of their 

decision-making, affecting their need recognition, pre-purchase search and evaluation of 

alternatives (Shrosbree, 2014:16). The internet enables consumers to access a large variety of 

information (Hung & Cant, 2017:1), thus influencing consumers’ pre-purchase search and 

evaluation of alternatives. Although e-tailing offers a variety of positive outcomes for consumers 

(Weber & Badenhorst-Weiss, 2018:86), there are factors that influence their perception of the e-

tailing process and create barriers for making decisions (Mpinganjira, 2016:450). Perception 

makes up part of the consumers’ psychological field and will be focused on in this study.  

1.3.2.1 Internal influences during the process stage – perception and perceived risks 

E-tailing enables consumers to shop with a large variety of information available to them (Hung 

& Cant, 2017:1). Perception may be described as the manner in which consumers perceive the 

world because their responses are based on a reaction to a stimulus (Crous, 2014:132; Schiffman 

& Kanuk, 2010:175), in this instance the internet and websites of e-tailing companies. Consumers 

use these stimuli to which they are exposed to interpret the information on the e-tailing 

platform/website as a meaningful picture by using their senses (Crous, 2014:132). As an e-tailing 
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company is the only point of contact, it can be perceived as being a risk (Weber & Badenhorst-

Weiss, 2018:85) as consumers are unable to use their sense of touch to evaluate products 

(Schiffman & Kanuk, 2010:175). During this stage of not being able to physically evaluate 

products, consumers are prone to experience perceived risks.  

Perceived risks, therefore, include consumers’ anticipating feelings that the decisions made, 

might possibly include negative outcomes (Solomon et al., 2010:328). The level of risk 

experienced varies on both the product and purchase environment (Schiffman & Kanuk, 

2010:202). Since e-tailing is considered to be an uncertain process, consumers experience 

perceived risks (Dai et al., 2014:13). Traditional brick-and-mortar shopping locations invest large 

amounts of money to ensure consumers perceive the location as pleasant and to satisfy 

consumers’ needs during in-store purchases (Weber & Badenhorst-Weiss, 2018:87). However, 

these efforts often lack in the websites of e-tailers, resulting in consumers to develop perceived 

risks towards online purchases (Weber & Badenhorst-Weiss, 2018:87). When these perceived 

risks experienced by consumers are too high, they will ultimately rather resort to making 

purchases in well-known traditional brick-and-mortar environments (Javadi et al., 2012:83). 

Consequently, it seems important to explore the different types of perceived risks experienced 

during online purchases. 

1.3.2.2 Types of perceived risks 

As South Africa is a country with unique characteristics in relation to other countries worldwide 

(1.2), research conducted regarding e-tailing might differ from other countries (Rudansky-

Kloppers, 2014:1187). The risks South African consumers perceive might therefore differ from 

the perceived risks of consumers in other countries. In order to conduct research regarding 

perceived risks and coping strategies toward e-tailing by South African consumers, and more 

specifically consumers residing in Potchefstroom in North West Province, an in-depth literature 

overview will be provided in Chapter 2.  

There are various types of perceived risks that apply to the e-tailing environment, namely 

functional risks, and financial, social, time, physical, psychological and effort risks (Crous, 

2014:155; Dai et al., 2014:15; Forsythe et al., 2006:57; Hawkins & Mothersbaugh, 2010:600; 

Javadi et al., 2012:83; Lee & Barnes, 2016:45; Lim, 2003:219; Schiffman & Kanuk, 2010:202). 

First, the functional risks consumers experience include whether the product ordered in the e-

tailing environment will perform as expected, which is difficult to assess as consumers are not 

able to physically examine a product featured online (Dai et al., 2014:15; Lim, 2003:219; 

Schiffman & Kanuk, 2010:202). This might explain why they easily abandon e-tailing purchases. 

Second, financial risks include consumers’ perceived risks whether the product is purchased at 
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the best possible price and the possibility of credit card fraud and compromised private 

information related to their banking details (Forsythe et al., 2006: 57; Javadi et al., 2012:83; Lim, 

2003:219). With the lack of social interaction online, consumers can perceive as a risk whether 

their online purchasing decisions will be acceptable to their family and friends (Crous, 2014:155; 

Hawkins & Mothersbaugh, 2010:600; Lee & Barnes, 2016:45) which identifies social risks as  

the third perceived risk. Although the e-tailing process is associated with saving time by not having 

to go to traditional brick-and-mortar operations (Hung & Cant, 2017:2), consumers still experience 

time risks, the fourth identified risk. Time risks include factors such as the time spent by 

consumers searching for products that will meet their needs (Crous, 2014:155; Schiffman & 

Kanuk, 2010:202; Schiffman & Wisenblit, 2015:144) instead of physically visiting brick-and-mortar 

sites. Fifth is the possibility of perceiving physical risks such as the product being out of date or 

having reached the expiry date on delivery (Hoyer et al., 2013:59; Zheng et al., 2012:257). Sixth 

is psychological risks, which can be described as consumers’ experiencing a perceived risk 

when making a poor decision that might negatively affect their mental well-being (Schiffman & 

Kanuk, 2010:202; Zheng et al., 2012:257). The psychological risks can be linked to the social 

risks as both these perceived risks involve how consumers feel about what their peers might think 

of them when purchasing online (Schiffman & Kanuk, 2010:202). The seventh, and last discussed 

of perceived risks is effort risks. This applies when consumers perceive the risks of not being 

able to benefit as expected from the products or services ordered online (Hawkins & 

Mothersbaugh, 2010:600). When consumers experience some of these risks, they may resort to 

coping strategies or risk-reducing strategies in order to mitigate the initially perceived risks.  

1.3.2.3 Coping strategies used during online purchasing 

Consumers are more likely to perceive risks when making decisions in an e-tailing environment 

(Weber & Badenhorst-Weiss, 2018:85) consequently resulting in their resorting to various coping 

strategies. This enables consumers to act with more confidence when making decisions online 

as their coping strategies provide them with certainty and the ability to make decisions with more 

confidence (Chu & Li, 2008:216; Greatorex & Mitchell, 1994:669; Schiffman & Kanuk, 2010:203). 

Although there is a variety of coping strategies, consumers in the e-tailing environment commonly 

search for additional information from their peers, read online reviews and learn from their past 

experiences (Zheng et al., 2012:259). Limited research has been conducted in a South African e-

tailing environment to explore consumers’ coping strategies towards perceived risks. Accordingly, 

exploring consumers’ coping strategies might enable consumers to improve their e-tailing 

experience.  
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1.3.3 Output stage of consumer decision-making 

The last stage of the CDMM is the output stage. Here consumers either make a purchase or 

abandon their decision to buy online (Shrosbree, 2014:17). Consumers’ decisions may be 

considered positive if they approve of the product they receive and would probably make use of 

the e-tailing site again in the future. In other words, consumers’ adoption of the process by which 

they make their decisions will be repeated if the outcomes are favourable. Consequently, 

consumers’ adoption of technology affects their decision-making as well as their intention to 

possibly make use of e-tailing. 

1.4 Theoretical perspective supporting consumers’ perceived risks and coping 

strategies 

E-tailing is affected by various external and internal influences (as discussed in 1.3.1 and 1.3.2) 

that could result in multiple risks consumers might experience with this type of purchasing method, 

as well as the coping strategies employed to overcome the risks associated with e-tailing. 

Consequently, how consumers cope with the process of e-tailing affects whether or not they will 

accept or reject this form of making purchases. Accordingly, the process of buying online, as well 

as internal and external influences and the output part of decision-making, govern  whether 

consumers accept or reject e-tailing. Therefore, this study, based on the review of the literature 

(Chapter 2), will present a theoretical framework that will be presented based on the CDMM of 

Schiffman and Kanuk (2014:413), the technology acceptance model (TAM) (Davis, 1989:320) 

since the internet is a technology applied to decision making, and the adoption process (Rogers, 

1983:144) in order to describe consumers’ perceived risks and coping strategies in the e-tailing 

process. The adapted model is applied in this study explicitly  to shed light on consumers’ e-tailing 

behaviour.  

1.5 Concept clarification 

Following are concepts that are clearly defined and used throughout the study. 

1.5.1 Consumer behaviour 

The totality of consumers’ behaviour displayed through their decisions to do with searching for, 

acquiring, consuming, evaluating and disposing of ideas, services and goods that will satisfy their 

needs or desires over a time period (Hoyer, 2008:G2; Schiffman & Kanuk, 2010:565; Schiffman 

& Wisenblit, 2015:456; Solomon et al., 2010:644).  
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1.5.2 Consumer decision-making 

The manner in which consumers make purchasing decisions based both on their cognitive 

(motivation, perception, learning, personality and attitudes) and emotional influences (such as 

friends, family, role models, advertisers) that influence whether they purchase a product or not 

(Schiffman & Kanuk, 2010:565).  

1.5.3 Online shopping 

Products and services that are purchased over the internet (Rudansky-Kloppers, 2014:1187). 

These products and/or services can often be bought any time of the day considered convenient 

to the consumer (Hung & Cant, 2017:1). Therefore, online shopping consists out of anything that 

can be bought online, including cars, plane tickets and booking holiday destinations, while e-

tailing consists of purchasing products that are available only in retail outlets such as electronics, 

clothes and games 

1.5.4 E-tailing 

An online store that enables consumers to search for and purchase products or services, choose 

an appropriate delivery method, which requires their address, the date of delivery and the method 

of payment (Sunitha & Gnanadhas; 2014). Products as well as services are communicated to 

consumers in an online environment using text, multimedia files and photographic illustrations. 

To confirm an order, consumers receive an electronic confirmation message (Rudansky-

Kloppers, 2014:1188). Consequently, the website of an e-tailing store serves as the first point of 

communication between the consumer and the company itself (Weber & Badenhorst-Weiss, 

2018:85).  

1.5.5 Brick-and-mortar operations 

Store-based retailing in physically located operations that stock merchandise that will attract 

consumers to purchase the available products in order to satisfy their needs (Diamond & Pintel, 

2014:8; Kincade & Gibson, 2010:191).  

1.5.6 Internet 

The internet can be described as a network that connects various computer systems globally and 

at high speed. To be able to connect to the internet, it is necessary have access to an internet 

service provider (ISP) which will act as the middleman (Techterms, 2018).  
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1.5.7 Coping strategies 

Coping refers to the manner in which consumers are able to deal with a variety of external or 

internal demands that exceed the resources available to them (Lazarus & Folkman, 1984:141). 

Coping thus involves strategies to deal with uncertainties when the available information is 

inadequate (Cox, 1967:21). 

1.6 Problem statement 

Globally, increasing numbers of consumers are accessing the internet regularly and consequently 

e-tailing has become an important part of their daily lives. E-tailing offers consumers more 

convenience than brick-and-mortar operations, such as time saving, comparing product prices 

easily, 24-hour, seven-days-a-week shopping availability, not having to queue, a wide variety of 

merchandise and fuel saving. However, many consumers still resort to brick-and-mortar 

operations despite these advantages. The reluctance to use the internet could be the 

consequence of consumers’ perceived risks’ influencing them negatively towards e-tailing. 

Furthermore, e-tailing provides a platform that offers rapid  electronic access to a wide variety of 

retail-related products, but some consumers still perceive greater risks associated with e-tailing 

purchasing than with brick-and-mortar shopping. Consumers’ purchasing behaviour will vary 

depending on the product category, website, hence consumers are not only focusing on the 

merchandise of e-tailing but also on the process.  

Therefore, there will not only be focused on one category, but retail projects in general. Previous 

research has been conducted in an international context, and South African research on this topic 

looking at both perceived risks and coping strategies used in an e-tailing context has been limited. 

Research into perceived risks and trust in the e-tailing environment is mostly internationally 

focused. Limited research has been done on how consumers’ perceived risks can be manged by 

using coping strategies and how this affects consumers’ online purchasing decision-making, 

which will, in turn, affect consumers’ purchasing behaviour. Research indicates that a significant 

number of consumers using e-tailing still indentify risks that prevent them from making use of e-

tailing in the future, unless they  resort to coping strategies to help them overcome these risks.  

With e-tailing as an emerging form of purchasing in South Africa, it is essential to explore and 

describe specifically South African consumers’ perceived risks, what coping strategies they make 

use of to overcome these identified risks and how these influence their e-tailing purchasing. This 

will give insight into consumers’ decision-making and behaviour in a South African online 

environment. It is especially important to explore an area like North West Province (NWP), and 

more specifically the hesitant approach of consumers in Potchefstroom towards making 
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purchases in an e-tailing environment. Although Potchefstroom can be considered an urban area 

of NWP, the variety of stores is limited compared with greater urban areas such as those in the 

Gauteng Province (GP). To add, onsumers residing in the Potchefstroom area are still hesitant to 

fully adopt the concept of e-tailing, as perceived risks arose whilst making use of e-tailing.  

The persistent reluctance of consumers to make use of e-tailing can be an indicator of the 

perceived risks they experience. This serves as additional motivation for the researcher to explore 

and describe perceived risks and consumers’ coping strategies with e-tailing.  

1.7 Research question 

Considering the problem statement, the following research question is stated: 

What do consumers in Potchefstroom, North West Province, perceive as risks in the e-tailing 

purchasing process and what strategies are applied to cope with these identified risks? 

1.8 Aim and objectives 

1.8.1 Aim 

The aim of this descriptive study will be to explore consumers’ perceived risks and coping 

strategies when engaging in e-tailing in the North West, and more specifically in Potchefstroom. 

1.8.2 Objectives 

Considering the purpose of this study, the following objectives are stated to answer the research 

question: 

1.8.2.1 Literature-related objectives 

The literature-related objective is to conduct a literature review regarding online shopping and, 

more specifically, e-tailing. Thus, this study aims to explore both international and national 

research regarding online shopping and consumers’ perceived risks and coping strategies within 

the online shopping (e-tailing) environment. 

1.8.2.2 Empirically-related objectives 

The following objectives are considered in exploring and describing consumers’ 

• experience regarding e-tailing;  

• perceived risks when engaging in the e-tailing process; and 

• coping strategies consumers make use of in order to handle perceived risks.  
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1.8.2.3 Implication-related objectives 

The following objectives related to the implications of the study will be taken into account in 

making  preliminary recommendations for future studies and potentially for the development of an  

informative programme:  

• consumers with regard to their perceived risks with the e-tailing process in a South African 

context;  

• different coping strategies consumers can apply in an e-tailing environment; and 

• making recommendations for future studies. 

1.9 Contribution of the study 

This research will show how consumers perceive risks with e-tailing and how they coped with 

these identified risks. It will raise awareness of what consumers should be cautious about when 

making online purchases using this increasingly popular purchasing method. The study will 

stimulate research outputs as well as academic publications and this will be a financial benefit to 

the NWU. While there will be no direct benefits to the participants, they will learn from each other 

during the focus groups about e-tailing and thus benefited indirectly. The researcher will also 

compile and e-mail an info-graphic to participants on how to handle risks in the e-tailing 

environment after the thesis has been accepted. This will provide a brief explanation of what 

consumers perceive as potential risks in an e-tailing environment and how they can handle and 

cope with it. Accordingly, the participants in this study will also be able to inform others about the 

best possible way to use e-tailing in Potchefstroom, which offers limited local shopping options. 

Indirect benefits include new knowledge in Consumer Sciences and potential research 

publication(s). Given limited research in a South African context on e-tailing and consumers’ 

perceived risks and coping strategies, information obtained by qualitative data used in the study 

will provide useful insight into the subject. New knowledge obtained from this study in Consumer 

Sciences will add to the understanding of how consumers cope with e-tailing risks, and as a result, 

new risks as well as  coping strategies could emerge. Retailers could benefit by knowing how 

consumers perceive the e-tailing experience, what risks they experience, and the coping 

mechanisms they apply to address these. This will enable them to improve e-tailing for 

consumers.  
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1.10  Structure of the dissertation. 

The dissertation will further be organised as follows: 

 

Chapter 1: Orientation of the study 

In this chapter, the reader is oriented to the researched theme, namely consumers’ perceived 

risks experienced during the e-tailing process and the coping strategies they resort to. 

Introductory literature gives the reader insight into the subject. The problem statement is 

presented, followed by the aims and objectives, which serve as key drivers for the study. The 

authors’ contribution to the study is also presented.  

Chapter 2: Literature review 

This chapter provides detailed insight into consumers’ decision-making and behaviour during the 

e-tailing process as described in the literature. It includes consumers’ consumption behaviour, 

traditional ways of doing shopping and modern consumer lifestyles, which ultimately affect ways 

of making purchases. Thereafter, consumers’ internet and online behaviour, including their 

decision to make use of either brick-and-mortar operations or e-tailing, will be looked at. The 

CDMM and the theoretical perspective that support this study will conclude the chapter.  

Chapter 3: Research methodology 

In this chapter, the research design, research approach and study population are discussed. A 

qualitative, descriptive approach was followed in order to describe the research phenomenon. 

Sampling and data gathering are discussed with the data analysis. Trustworthiness and ethical 

considerations applied throughout the study will conclude the chapter.  

Chapter 4: Results and discussion 

Here results from the qualitative research are discussed. The data are quantified where possible 

according to participants’ demographic information.  

Chapter 5: Concluding discussion  

The final chapter of this study provides an overview and conclusion following the findings. The  

limitations and recommendations are presented. 
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1.11  Authors’ contribution 

Table 1-1: Summary of the authors’ contribution to the study 

Name Contribution 

Miss C C Brits Author. Assisted in the generation of the research phenomenon. 

Responsible for literature review, organising data gathering and 

transcribing and interpreting data analysis. Also for the research and 

writing of the full dissertation.  

Dr N le Roux Supervisor of the study. Assisted in the generation of the research 

phenomenon. Supported the author by supervising and making 

recommendations throughout the study. Also acted as a co-coder 

during data analysis. 

Dr H van Staden Co-supervisor of the study. Assisted in the generation of the 

research phenomenon. Supported the author with literature and 

recommendations throughout the research, especially with the 

research methodology.  

Mrs H Dreyer Co-supervisor of the study. Supported the author with 

recommendations and supervision throughout the research study, 

with a special focus on consumer behaviour. Acted as co-coder 

during the analysis of the data.  
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1.13 Summary 

Chapter 1 set out to orientate the reader by providing background information about the 

research subject. A brief discussion of relevant literature provided a broad background to the 

research, including the theoretical perspective used to guide the study throughout. This was 

followed by concept clarification and the problem statement specific to this research. The 

research question was formulated, followed by the aim and objectives of the study. The 

contribution of the study, the structure of the dissertation and the contribution of authors 

concluded Chapter 1. The following chapter will present a literature review of consumers, e-

tailing and consumers’ decision-making in e-tailing.  
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CHAPTER 2 – LITERATURE REVIEW 

In this chapter, the literature relevant to the research phenomenon is explored. 
             

2.1 Introduction 

Consumers are faced with making decisions daily (Laitala & Klepp 2013:50). To make informed 

decisions, they compare products by using product-related information (Rousseau, 2007:260; 

Schiffman & Kanuk, 2010:26). The internet offers consumers access to a wide variety of 

information and products with great accessibility and convenience without restriction of time and 

space (Chang & Wang, 2010:334). Globally, a wide variety of aspects such as online shopping, 

communication and information search are connected by the internet and consumers are able to 

obtain almost any product or service with the click of a button (Business Dictionary, 2016; Cant 

et al., 2006:290). As a result, consumers often use the internet for making online purchases 

because of the many and varied advantages it offers. 

Internet or online shopping is not a new concept; it has been available for over 21 years (Mahlaka, 

2014; Thomas, 2015). However, the internet is a constantly changing environment (Costa et al., 

2016:215) and consumers are increasingly becoming aware of the importance of and their 

dependence on it. Internet usage increased exceptionally over the past decades, turning the world 

into a global village (Ashraf et al., 2014:68). The internet, as a multimedia environment and an 

interactive medium of information exchange, is also known as a point-and-click environment 

where a huge variety of products is offered with 24-hour availability (Javadi et al., 2012:81). 

Conducting business on the internet is commonly referred to as electronic commerce or e-

commerce (Cant et al., 2006:292), and is the fastest medium for spreading information 

simultaneously to consumers worldwide (Pi & Sangruang, 2011:276). E-commerce creates an 

online environment in which consumers can make purchases, and they tend to expect the same 

or higher level of service and quality as from brick-and-mortar operations (Chang & Wang, 

2010:350).  

Brick-and-mortar businesses are store-based retailers or physically located operations, where 

merchandise is stored and sold to consumers (Diamond & Pintel, 2014:8; Kincade & Gibson, 

2010:191). About 50 years ago, consumers were limited to purchasing only from brick-and-mortar 

sites, but this quickly expanded into buying through catalogues, by mail and ultimately through e-

commerce as well (Diamond & Pintel, 2014:8). Consequently brick-and-mortar retailers who 

decided to make use of internet-based retailing as well are known as brick-and-click stores or 

click-and-mortar stores (Kincade & Gibson, 2010:191), thus enabling consumers to make use of 
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the internet as a purchasing channel. Hence, the sale of retail-related products in online retail 

environments may be described as electronic retail, hereafter referred to as e-tailing. 

Online consumer behaviour is complicated, due to various factors affecting this socio-

technological environment (Javadi et al., 2012:81). Younger consumers are more familiar or 

conversant with using the internet, and it is of great importance to them, while consumers who 

are older are more likely to experience perceived risks and have difficulty navigating the internet 

(Hernandez et al., 2011:117). Due to the evolution and complexities of e-tailing there is a need 

for new knowledge of consumers’ internet behaviour in order to understand their needs and 

address their perceived risks (Pappas, 2016:92). In order to arrive at a comprehensive 

understanding of consumers’ decision-making and behaviour regarding a phenomenon such as 

e-tailing, the consumer decision-making model (CDMM), technology acceptance model (TAM) 

and adoption process (discussed in section 2.5.2) were combined to form a clear theoretical 

framework. 

2.2 Consumers and consumption 

Consumers’ behaviour is seen as a social and psychological process when searching for, using 

and disposing of products or services (Bagozzi et al., 2002:1), although consumers are in fact 

making purchasing decisions based on sets of needs (Pooler, 2003:1). The concept of consumer 

consumption and consumerism was evident as early as the 1960s, when a wave of economic 

consumerism emerged (Bloom & Greyser, 1981:131). Today, the consumer is overwhelmed by 

the consumption process, and the consumer culture of acquiring and using material goods 

(Nagpaul & Pang, 2017:11) is known as consumerism. The consumption process may be 

explained as a process consisting of various stages, all contributing to the final decision 

(Schiffman & Kanuk, 2010:565). The first stage involves consumers’ different consumption styles, 

followed by the process whereby consumers obtain, use and dispose of the goods that were 

acquired. The last stage has to do with consumers’ behaviour and feelings towards the product 

or service, based on their personal experience. Therefore, considering the above-mentioned 

stages in the process of consumption, choosing goods or services may be viewed as a demanding 

task by consumers (Godinho et al., 2016:251).  

Consumers display two different types of behaviour (Hoyer & Maclnnis, 2010:335). Conspicuous 

consumption behaviour refers to consumers who purchase items to convey a message of elitism 

or status (Hoyer & Maclnnis, 2010:335; Pooler, 2003:1). This type of consumption behaviour is 

seen especially when women attempt to intimidate other women by buying luxury items or by 

seeking to express their need for uniqueness through material possessions (Durante & 

Griskevicius, 2016:28). Compensatory consumption refers to the behaviour of consumers to 
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purchase products or items to deal with the frustrations or the difficulties in life or to make them 

feel good (Hoyer & Maclnnis, 2010:336; Pooler, 2003:1). Constraints caused by consumption can 

impact consumers negatively and cause a great deal of stress in  terms of physical and mental 

well-being (Solomon et al., 2010:489). Nevertheless, modern consumers continue to make 

purchases even though there is not always a real need for the products (Pooler, 2003:1).   

Consumers’ purchasing decisions and behaviours are affected by being too busy to make 

purchases (Belezza et al., 2017:119). Worldwide, retailers are becoming more aware of 

consumers’ lack of time and want to accommodate them (Kotler, 2010:62). Consumers consider 

time to be a valuable resource (Schiffman & Wisenblit, 2015:304); nonetheless, it is consumers 

who spend long hours at work with a lack of leisure and shopping time who are considered to 

possess more desired capitalist characteristics (Belezza et al., 2017:119). A prominent limitation 

of traditional brick-and-mortar shopping channels is restricted retailing hours in some instances 

(Weber & Badenhorst-Weiss, 2018:86), making it more challenging for consumers with limited 

time to make a purchase. The online environment enables consumers to have a variety of 

information and products available at any given time of the day (Hung & Cant, 2017:1), yet  South 

African consumers tend to shy away from using the online environment for making purchasing 

decisions (Rudansky-Kloppers, 2014:96), which might result in reduced e-tailing consumption 

behaviour. 

2.2.1 The economic climate in South Africa – shedding light on consumption activities 

The level of South African consumption is currently low due to consumers’ fear of spending money 

as a result of rising unemployment and increased value-added tax (VAT) and water and electricity 

charges (Bizcommunity, 2018, iAfrica 2019). According to Isaac Matshego, an economist at 

Nedbank, consumers do not necessarily have any extra money to spend (White, 2017). Retail 

was one of the sectors that faced a decline shopping in April 2019 (Stats SA, 2019). In contrast, 

retail trade sales increased in June 2019 by 2.4%, mainly from clothing and footwear retail (Stats 

SA, 2019). The Foschini Group (TFG) and Mr Price Group are two of the retail clothing companies 

of the e-tailing companies who remained optimistic about consumers and their increasing 

consumption, although analysts were less enthusiastic (Goko, 2017; Wait, 2019). Nonetheless, 

despite South Africa’s poor economic climate, new retail projects are scheduled to continue to do 

well (Oxford Business Group, 2017). 

2.3 Traditional shopping 

Over the decades, retail shopping has undergone several changes (Niemeier et al., 2013:9), as 

illustrated in Figure 2-1. Shopping began with a mercantile era where consumers obtained 
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products through trading, whereafter the modern era emerged and includes the Industriall 

Revolution. The digital era followed where consumers’ purchasing behaviour is effective by 

technological advancements. Brick-and-mortar operations started as sites consumers could visit 

to satisfy their personal shopping needs (Diamond & Pintel, 2014:8). However, retail outlets have 

evolved to compete with one another to ensure a positive shopping experience for consumers, 

transforming shopping into a recreational and entertainment experience (Solomon et al., 2010:78; 

Weber & Badenhorst-Weiss, 2018:87).  

 
Figure 2-1:  A brief summary of the different eras in retail (Niemeier et al., 2013:9-10). 

 

Traditionally, consumers visit shopping malls to make purchases. A shopping mall or shopping 

centre can be described as a centrally owned and planned shopping district with complementary 

retail outlets and parking facilities (Dunne et al., 2014:266). Shopping malls offer consumers a 

combination of leisure activities with social and shopping experiences (Solomon et al., 2010:78). 

Traditional retail stores come in various types. A speciality store, such as Exclusive Books, is a 

retailer that carries only one category of goods, or products related to the specific category 

(Kincade & Gibson, 2010:193). A department store such as Edgars offers consumers a wide 

variety of products (Diamond & Pintel, 2014:11), while discount stores, such as PQ clothing, offer 

products at below-market prices (Kincade & Gibson, 2010:204). Supermarkets such as Pick ‘n 

Pay appeared in the 1950s, when smaller retailers were forced to merge into one store, a 

supermarket, where consumers’ needs regarding various product categories such as stationery, 

books, pharmaceuticals, food and cosmetics were met (Diamond & Pintel, 2014:10). Despite the 

variety of retail types available, consumers often feel in a modern society  that traditional shopping 

Mercantile era -
shopping was done 

through trading and the 
first banking system was 

invented.  

Modern era -
includes the time 
from the Industrial 
Revolution to the 

21st century, when  
mass production took 

place. 

Digital era -
the current era in 

which technology will 
ensure the new 

digital revolution. 
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does not offer them control over the shopping experience due to restricted opening hours and the 

logistics of having to physically visit the retail operation in expanding cities (Dunne et al., 2014:8; 

Li et al., 2018:100; Mpinganjira, 2016:447).   

Nowadays, some brick-and-mortar operations are concerned about the survival of physical stores 

(Frew, 2017:105). This may be due to young modern consumers’ shopping behaviour which has 

evolved. They may sometimes have lower attention spans, are now also more likely to search for 

products online before going to the physical store and they attach great value to peer 

recommendations (Kelleher, 2018). This in turn results in consumers’ visiting brick-and-mortar 

operations less frequently and might be one of the reasons why large numbers of brick-and-mortar 

operations closed between 2012 and 2017 in the United States as well as in China (Frew, 

2017:105; Liang, 2018:342). Additionally, the factors that contribute to brick-and-mortar stores 

closing include rent increases, expensive marketing by means of displays, advertising and 

promotion, as well as increasing volumes of inventory management (Frew, 2017:105; Liang, 

2018:342). Yet certain brick-and-mortar retailers value the physical store as a setting where 

connections can be made with consumers (Kelleher, 2018). However, traditional shopping outlets 

will have to change the way they offer services and goods to consumers due to the ever-changing 

consumer lifestyle and technology environment (Niemeier et al., 2013:145). An example of this 

may be seen in brick-and-mortar operations that use of a click-and-mortar approach in addition 

to the well-known traditional setting (Clodfelter, 2015:15). Moreover, the online environment offers 

consumers a shopping experience where purchases can be made at home and where they can 

compare prices and evaluate products with just the click of a button (Liang, 2018:344).  

2.4 Modern consumer lifestyle 

The modern consumer may be seen as increasingly diverse, under financial pressure, needing to 

be in control and having access to shopping at any given time of day (Bolen, 2019; Desjardins, 

2019). Consumer lifestyle may be defined as patterns of consumer behaviour (Hoyer & Maclnnis; 

2010:401), thus referring to the manner in which consumers live, including aspects such as 

values, habits and friendships (Park et al., 2013:468). Consumers’ lifestyle behaviour is based on 

the psychologist Abraham Maslow’s hierarchy of needs (Schiffman & Wisenblit, 2015:90) that 

consist of five levels (refer to Figure 2-2), following on one another and ranked in order of 

importance (Schiffman & Wisenblit, 2015:90). From the bottom (as seen in Figure 2-2) these are: 

physiological needs, which may be described as the most basic human needs (McLeod, 2016; 

Schiffman & Kanuk, 2010:116) such as food and basic housing. After the consumers’ 

physiological needs are satisfied, they attend to their safety and security needs, which include 

physical safety, stability, routine and familiarity (Schiffman & Wisenblit, 2015:91), such as a safe 

and secure home and business environment. Next, social needs are a priority for consumers, 
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such as experiencing affection, belonging and acceptance by socially significant others 

(Schiffman & Kanuk, 2010:118). This can often be achieved by purchasing socially accepted 

products and from socially accepted retailers. When social needs have been satisfied, ego needs 

are next. They involve inwardly directed ego needs, which reflect on the consumer’s need for 

success and independence, as well as outwardly directed ego needs, which include status, 

recognition from other consumers and prestige (Schiffman & Wisenblit, 2015:91). Last is the 

consumer’s need for self-actualisation, which refers to the consumer’s trying to reach their full 

potential (Schiffman & Wisenblit, 2015:91). However, Maslow was of the opinion that an estimated 

one in a hundred will achieve self-actualisation, due to society rewarding consumers mostly on 

ego needs (McLeod, 2016).   

 
Figure 2-2: Maslow’s hierarchy of needs (McLeod, 2016; Schiffman & Kanuk, 2010:116;        

Schiffman & Wisenblit, 2015:91).  

 

Consumers aim to reach self-actualisation and hope to do so through materialism (Nagpaul & 

Pang, 2017:11), which can be defined as the consumer’s pursuit of happiness or status through 

buying wealth or by material possession, and the value consumers attach to these materialistic 

goods (Christie et al., 2016:35; Pandelaere, 2016:33). In today’s modern society, consumers are 

dominated by a materialistic lifestyle, mostly because it is associated with social status and 

personal accomplishment (Manchiraju & Damhorst, 2016:1, Nagpaul & Pang, 2017:11). 

Consumers believe that spending money will increase ego needs and self-actualisation, when it 

actually subconsciously decreases consumers’ level of happiness in the long run (DeVoe & 
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House, 2016:466; Mogilner & Norton, 2016:12) and their well-being (Nagpaul & Pang, 2017:11). 

Today, billions of consumers are spending time online in search of goods, making the internet 

part of their daily lives (Jablonska, 2017:111; Stephen, 2016:17). Unfortunately, consumers in 

South Africa, an emerging economy, behave ignorantly with regard to the consequences of their 

materialistically driven purchasing behaviour and its effect on their well-being (Christie et al., 

2016:35-36). Although some consumers are in a position to make purchasing decisions more 

accessibly and rapidly, they might purchase only what is necessary in order to have more time to 

engage in activities that might improve their well-being, such as spending time with their family 

and friends.  

Consumers today spend more time at work, which in return reduces their time to make purchases 

(Belezza et al., 2017:119). In the process of searching for information and being able to choose 

among the different products and ultimately making decisions, consumers experience limited time 

pressure (TP) (Godinho et al., 2016:251; Gross, 1994:120). When they are confronted with a time 

period in which they have to make decisions, the amount of information they are able to process 

decreases (Godinho et al., 2016:251). In some cases, when the available time is reduced, some 

consumers might increase their productivity (Gross, 1994:120). Consequently, as consumers’ 

decision-making depends on time, time can be considered as a valuable resource, with noticeable 

effects on consumers’ behaviour (Godinho et al., 2016:251; Mogilner & Norton, 2016:12; Nagpaul 

& Pang, 2017:11). As a result, consumers with limited time tend to search for exclusive products, 

and may strive to improve their own status or feelings (Belezza et al., 2017:121). 

More sophisticated technologies, such as being able to make purchase decisions online, simplify 

consumers’ lives (Matemba & Li, 2018:55) and save them time. In the American social culture, 

time is considered a valuable resource, not to be wasted (Schiffman & Wisenblit, 2015:304), thus 

motivating American consumers to resort to time-saving shopping channels. On the other hand, 

South African consumers are still reluctant to make use of technologies such as online shopping, 

even though it can save them time (Matemba & Li, 2018:56). By making use of online shopping, 

consumers can save time by not having to physically go to brick-and-mortar stores (Rudansky-

Kloppers, 2014:1189). Consumers can also save time by searching online for products, thus 

avoiding the disappointment of using time to go to the shops only to find that the desired stock is 

not available (Lee & Barnes, 2016:46). This, in return, influences purchasing time spent, which 

refers to the moment consumers become aware of the product up until the purchase decision is 
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made (Schiffman & Kanuk, 2010:457). And since we live in a digital era that influences our 

lifestyles, consumers may need to adapt in order to survive in the age of consumerism. 

2.5 Internet and online consumer behaviour 

As early as the 1990s, experts were of opinion that the internet would transform the world (Curran, 

2012:3). The internet has been available for public use since August, 1991 (Bryant, 2011). For 

consumers, the internet has revolutionised how and where they are able to source goods (Hoyer 

& McInnis, 2013:8). The primary goal of the internet is to serve as a platform that offers information 

services and entertainment to the world at large, including consumers, and enable them to 

communicate (Dutta & Das, 2017:36). The internet, as a new, dynamic medium, is addressable, 

interactive, customised and response-measurable (Human, 2014:243; Schiffman & Kanuk, 

2010:295; Schiffman & Wisenblit, 2015:202). This enables consumers to receive customised 

information and to interact with the retailers who are sending the message, and in turn retailers 

are able to track consumers’ response to the message (Human, 2014:243). The internet 

encompasses three dimensions (Cummins et al., 2014:170): first, as a medium for communication 

that enables consumers to respond to the communication; second, as a complex multichannel 

environment; and third, as a visual stimulus for consumers who use it, with its colourful and 

distinctive websites.  

The internet enables retailers to send personalised messages to consumers based on their 

behaviour and decisions made online (Human, 2014:244). Consumers are influenced by the 

online environment because it offers convenience with online purchases, with limited location or 

time restrictions (Solomon et al., 2010:25). The online environment conveniently offers a broad 

selection of merchandise (Dunne et al., 2014:157). This in turn boosts consumers’ competence 

in online processing, the manner in which they actively process and evaluate the merchandise 

presented online (Hoyer et al., 2013:192). Being able to make purchasing decisions is seen as a 

crucial part of some consumers’ lives (Solomon et al., 2010:72),  and with the number of online 

shoppers in South Africa increasing (Ungerer, 2014b:440), it is evident that more consumers are 

doing their shopping on the internet (Rudansky-Kloppers, 2014:1187).  

The concept of online shopping was first introduced in 1979 by Michael Aldrich, an English 

businessman (Geetha & Rangarajan, 2015:10; Miva, 2011), and was developed to full 

functionality in the 1990s (Barnard, 2016:89). Since then, online shopping on a global scale is 

regarded as the norm as the fastest-growing retail merchandise distribution platform (Anesbury 

et al., 2016:264).  Hence, online shopping enables consumers to make purchasing decisions on 

a global scale for both international and domestic purchases (Lee & Barnes, 2016:33; Lim et al., 

2016:402). Evidence bears out that online shopping is a growing consumer trend (Anesbury et 
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al., 2016:261) and thus factors such as consumer decision-making, risks, coping strategies and 

the acceptance of new technology, following the technology acceptance model, need to be 

considered (Kim, 2012:129) to understand this behaviour better. 

2.5.1 Online consumer behaviour 

Online consumer behaviour differs from traditional behaviour because it occupies a more 

complicated and social-technical environment (Javadi et al., 2012:81). Most of the previous 

research conducted on online shopping and e-tailing focused only on consumers’ online shopping 

behaviour in contrast to their offline shopping behaviour (Anesbury et al., 2016:261; Hung & Cant, 

2017:2; Lee & Barnes, 2016:33; Mpinganjira, 2016:447; Rudansky-Kloppers, 2014:1187; Weber 

& Badenhorst-Weiss, 2018:85). The reason for this might be that consumers’ behaviour is easier 

to decode in a physical environment whereas e-tailing requires non-physical interaction during 

the shopping transaction (Lim et al., 2016:402). Therefore the focus is on the process of making 

purchases by e-tailing and consumption of products when consumers are not being restricted by 

place or time, except for delivery of the products, which will take time depending on each e-tailing 

website (Cant et al., 2006:297). This may also be considered one of the key differences between 

e-tailing and brick-and-mortar shopping – the waiting period for e-tailing products to be delivered 

differs from the instant satisfaction derived from receiving a product straight away when buying at 

a brick-and-mortar outlet (Li et al., 2015:3823). There are, however, consumers who use the 

internet only as an information search engine, referred to as research shopping, and still prefer 

to buy at brick-and-mortar retail outlets (Herhausen et al., 2015:309), thus not online. 

Consumers may thus choose online shopping as a medium in which they can constantly evaluate 

products, also known as online processing (Hoyer & Maclnnis, 2010:192), but their behaviour and 

decision-making during this shopping process are still unfamiliar. Consequently, understanding 

the purchasing behaviour of consumers in an online environment is crucial because it affects their 

ultimate buying experience (Pappas, 2016:95) as either positive or negative, which in turn might 

affect their well-being.  

2.5.2 Application of the technology acceptance model (TAM) and adoption of innovation 

model 

Given that technology plays such a significant role in all consumers’ lives, there has been an 

increase in research on this field over the past 30 years regarding the acceptance of technology 

and its adoption (Al-Raward et al., 2015:152; Ashraf et al., 2014:71; Lee & Barnes, 2016:34). 

Based on consumers’ increased confrontation with new technology, the TAM was developed to 

predict how their technology-acceptance behaviour would affect their intention to make use of 
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technology (Ungerer, 2014b:398). In this study, it refers to consumers’ acceptance of e-tailing 

(technology) as a purchasing channel. The TAM can be traced back to the theory of reasoned 

action (TRA), developed in 1975, which holds that a consumer’s attitude to an action influences 

their behaviour (Schepers & Wetzels, 2007:91); and to Roger’s adoption of innovation theory 

(Rogers, 1983:144). The adoption of innovation theory, also known as the diffusion of innovation 

theory, focuses on innovation as an agent of behavioural change in consumers (Rogers, 2003:3).  

In the context of this model, innovation may be defined as a new practice, idea or perceived new 

attributes, and these attributes of innovation (in this case, e-tailing), determine the rate of adoption 

of the novel idea (Rogers, 2003:12). Therefore the TAM model, and Rogers’s adoption innovation 

model, are applicable models for the study of consumers’ access to e-tailing as a technology and 

their acceptance of information and communication technology, and to predict consumers’ 

behaviour in regard to technology (Lim et al., 2016:404; Renko & Popovic, 2015:29). Unlike in an 

organisational context, the consumers’ acceptance of technology focuses on the positive or the 

negative response of a decision made by the consumer (Celik, 2016:279). The primary use of the  

TAM is to explain consumers’ computer usage behaviour and the acceptance of the technology 

(Davis et al., 1989:983).  

Consumers’ perceived usefulness of technology indicates whether it would make it easier to use, 

thus whether or not the technology or device used is convenient for the consumer (Davis, 

1989:320). Consequently, based on this current study, consumers’ perceived usefulness refers 

to perceived usefulness in an e-tailing context, that is, to consumers’ perception of how making 

use of e-tailing improves and simplifies the shopping experience in terms of saving money and 

time as well as its effectiveness. This research is particularly appropriate because most of the 

factors that shape South African consumers’ behaviour are rooted in existing and emerging 

technology (Pearson, 2018).  

2.5.3 E-tailing 

The term electronic retailing, or e-tailing, is the process whereby consumers can search for 

products, buy these retail-related products through the internet, and choose a preferred delivery 

method by indicating the delivery address and date (Barnard, 2016:89; Rudansky-Kloppers, 

2014:1188). This innovative form of purchasing empowers consumers (Berman & Evans, 

2013:539), as purchasing through an e-tailing channel is more convenient and time-saving 

(Javadi et al., 2012:83). As a result, increasing numbers of consumers are making use of e-tailing, 

thus contributing to the continuing expansion of this shopping medium (Solomon et al., 2010:15). 

This interactive and electronic shopping phenomenon is believed to be expanding steadily due to 

the increase in technologically skilled consumers (Dunne et al., 2014:157).  
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Globally, the largest e-tailing markets are situated in China, the USA, the UK, Japan, Germany, 

France, South Korea, Canada, Russia and Brazil (Bhatia, 2017).  E-tailing sales are estimated to 

grow to 27 trillion dollars by 2020 (eMarketer, 2016) thanks to e-tailing’s constantly growing 

market worldwide (Bhatia, 2017). China will continue to account for the largest segment of e-tail 

sales, with 672 billion dollars’ worth annually, and second, the USA, with 640 billion dollars per 

year (Bhatia, 2017; eMarketer, 2016).  

Although the consumer market offers a variety of product categories, there are differences 

between traditional brick-and-mortar retail outlets and e-tailing (Davari et al., 2016:186-187). In 

some cases, retailers make use both of brick-and-mortar retail outlets and e-tailing (Maity & Dass, 

2014:42), offering the consumer a choice. Now that retailing comes in many forms (Schultz & 

Block, 2015:99), consumers now have more options than ever before. 

2.5.4 Brick-and-mortar versus e-tailing 

Traditional brick-and-mortar shopping differs from e-tailing only in that consumers can physically 

evaluate merchandise (Dhanapal et al., 2015:109). Walmart’s former chief executive, Raul 

Vasquez (Herhausen et al., 2015:309), believed that brick-and-mortar purchasing and e-tailing 

were seen as very different with their functionality differing as well (Li et al., 2015:3823). Now that 

the internet enables consumers to be better informed, some of the main reasons they choose e-

tailing instead of traditional brick-and-mortar retail outlets include convenience, price, time saving, 

effective after sales support, prompt communication with the retailer, and variety in product ranges 

(Elms et al., 2016:235; Freathy & Wood, 2016:901; Huseynov et al., 2014:81; Lissitsa & Kol, 

2016:305; Mpinganjira, 2016:449; Pauwels & Neslin, 2015:183; Rudansky-Kloppers, 2014:1189). 

One of the reasons the prices charged by e-tailers are often lower than those of brick-and-mortar 

outlets is lower overhead costs (Chatterjee & Kumar, 2017:264; Li et al., 2015:3824). E-tailers 

use operational centres located in outlying areas, with lower shelf costs than in brick-and-mortar 

sites, and consequently are able to offer consumers a wider variety of options (Bhatnagar & Syam, 

2014:1293). However, fast delivery, something the consumer considers important, is costly for 

the e-tailer (Li et al., 2015:3823). Furthermore, e-tailing offers consumers the advantage of 

changing their focus from the cost associated with the merchandise to the benefits the 

merchandise has to offer, hence improving consumers’ decision-making quality (Punj, 2012:796-

797). For example, consumers have a variety of product information available during e-tailing to 

help with their decision making (Hung & Cant, 2017:1; Javadi et al., 2012:81). In addition to a 

great deal of information, e-tailing offers consumers flexibility, expanded accessibility and 

convenience at minimal effort (Chatterjee & Kumar, 2017:265; Davari et al., 2016:188; Elms et 

al., 2016:235; Mosteller et al., 2014:2486). Another advantage is being able to compare products 

and prices, even between sellers, quickly and effectively (Barnard, 2016:89). If consumers 
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perceive the presentation of the e-tailing website (also referred to as website or user interface) as 

pleasing,  they will evaluate e-tailing as a more effortless form of making purchases (Mosteller et 

al., 2014:2491). The website design refers to all the elements that affect the consumers’ online 

experience, including personalisation, navigation, information search, the product selection and 

the visual representation of the retailer or brand (Solomon et al., 2010:75). Thus the variety 

offered instantly by online shopping has revolutionised how consumers make purchases (Hartono 

et al., 2014:11). 

Although consumers still cannot have the traditional shopping experience with e-tailing that they 

have in a brick-and-mortar outlet (Solomon et al., 2010:77), many frustrations consumers 

encounter in physical outlets can be avoided in the online environment. These include crowding, 

insufficient merchandise, limited and fixed store hours, poor sales assistance and lengthy check-

out lines (Punj, 2012:796). More task-oriented shoppers can easily have a negative experience 

in usually high-density brick-and-mortar environments (Mosteller et al., 2014:2487). On the other 

hand, shopping in these offers consumers instant gratification, opportunity for pre-purchase trial, 

and personalised after-sales and sales attention (Chatterjee & Kumar, 2017:265). To conclude, 

even though e-tailing offers numerous advantages, consumers are still less accepting of this 

medium than of brick-and-mortar shops (Bhatnagar & Syam, 2014:1295).  

Understanding how and why consumers make use of the online environment is crucial (KPMG, 

2017). As seen in Figure 2-3, there is a difference in the way in which consumers use 

technological devices (desktop, smartphone, tablet) for searching and making online purchases 

(Orendorff, 2018). According to Willy Kruh (KPMG, 2016), global chair of consumer markets at 

KPMG International, a consumer’s life stage and income levels drive both online and offline 

shopping behaviour, which might be an explanation for the high volume of mobile traffic, but a 

lower percentage of purchases. But some consumers regard online shopping websites as poorly 

designed, and find it difficult to use while busy with everyday life tasks (Kestenbaum, 2018). As 

the website serves as the initial point of making a purchase online (Weber & Badenhorst-Weiss, 

2018:86), consumers seek to engage with a retailer quickly and freely (Mpinganjira, 2016:449). 

The increasing numbers of smartphones have made it more convenient for consumers to make 

purchasing decisions online (Lee & Barnes, 2016:33), also as seen in Figure 2-3.  
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Figure 2-3: Percentage of consumer traffic on online shopping devices versus the percentage 

of purchases made on these devices in South Africa (Orendorff, 2018). 

2.5.5 E-tailing in South Africa 

Consumers in South Africa do not make optimal use of the internet compared with consumers 

abroad. Research has indicated that South Africa generally has a lower internet connectivity 

speed than that of developed countries (Lee & Barnes, 2016:37), thus discouraging consumers 

from shopping online. Although South Africa’s connectivity speed is ranked within the top 100 

countries worldwide, it is still slower than the average of 9.10 Megabits per second (Mbps) in 

developed countries (McKane, 2018). The two provinces in South Africa with the slowest internet 

connectivity speed are the Northern Cape Province (NCP) and North West Province (NWP) 

(Cook, 2019). Furthermore, South Africa is faced with other technological problems such high 

unemployment rates and a slower economy, forcing the online market to constantly reinvent to 

ensure consumers’ needs are met (Malinga, 2017). 

Although South Africans are becoming more familiar with e-tailing and may show a positive 

response to this form of buying (Ungerer, 2014a:440), they tend to use e-tailing sites mostly to 

compare prices and information. Thus, consumers still tend to make most of their actual 

purchases in brick-and-mortar operations (Kempen et al., 2015:23), possibly due to the 

uncertainties involved in the e-tailing purchasing process (Riquelme & Roman, 2014:135). 
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Although there is inconsistent evidence that South African consumers tend to not use the internet 

optimally, research did indicate that South Africans are positive towards e-commerce (IT News 

Africa, 2015). The term used to describe the process whereby consumers browse online for 

products but make the actual purchase from a brick-and-mortar operation is referred to as 

webrooming (GFK, 2018), as visually illustrated in Figure 2-4. In contrast to webrooming, there 

is showrooming, whereby consumers look for products in a brick-and-mortar shop, but make the 

purchase online (GFK, 2018). Considering that South African consumers do not use e-tailing 

optimally for purchases, it might be that they experience risks with it.  

 
Figure 2-4: The percentage of South African consumers who make use of showrooming versus 

the percentage of consumers who make use of webrooming (GFK, 2018).  
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2.5.6 The growth of e-tailing in South Africa 

For the past decade, most of the research on e-tailing and consumers’ perceived risks and coping 

strategies has been conducted in an international context (Javadi et al., 2012:81), with limited 

reference to the South African context. In South Africa, research regarding online purchases 

focused on the intention to purchase (Kempen et al., 2015), perceived risks of e-tailing, focusing 

on brand preference  (Ward, 2008), South African women adopting apparel purchases with e-

tailing (Jacobs & De Klerk, 2010:262), online buying satisfaction (Rudansky-Kloppers, 

2014:1187), factors driving online clothes shopping (Lee & Barnes, 2016:33), and the quality of 

online grocery retailers’ websites  (Weber & Badenhorst-Weiss, 2018:85).  

Research conducted in South Africa by Ipsos and PayPal forecast that consumers will be 

spending an estimated 61 billion South African rand on e-tailing purchases by the year 2020 

(Thompson, 2019). Efi Dahan, Regional Director for Africa and Israel at PayPal, is of the opinion 

that even though e-commerce penetration is still relatively low in South Africa compared with 

global usage, the number of online shoppers is expected to almost triple in the future, which will 

make South Africa a significant e-commerce force (IT News Africa, 2015). As seen in Figure 2-5, 

South African consumers’ expenditure on consumer goods increased by 4.2% between 2018 and 

2019 (Data Reportal 2019). This is confirmed by the finding that South African consumers are 

spending more on e-tailing than in previous years (Thompson, 2019). 

 

 
Figure 2-5: An overview of consumer goods purchased in South Africa (Data Reportal, 2019). 
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E-tailing has the potential of becoming a preferred purchasing method in a country with an upper-

middle income economy (World Bank, 2015) such as South Africa, but South African consumers’ 

lack of confidence in using the internet is still negatively influencing e-tailing purchases (Kempen 

et al., 2015:4). For the 2017 fiscal year, the World Bank classified South Africa as an upper-middle 

income country as the economy has a gross national income (GNI) per capita between $4 036 

and $12 475 (World Bank, 2016). Despite the poor economic climate South Africa faces, the retail 

sector grew by 1.3% year-on-year, indicating that despite tighter budgets, consumers are still 

willing to spend money (Ungerer, 2018). An estimated 55% of South African consumers still 

prefer traditional purchases (brick-and-mortar) and 51% of consumers do not trust the safety 

of making e-tailing purchases (Ungerer, 2014a:440), which is an indication of the uncertainties 

consumers experience concerning the e-tailing environment. The number of consumers who 

visited online retailers increased to a staggering 19.92 million in 2018 in South Africa, with an 

estimated 26.3 million consumers visiting online retailers in the year 2022 (Statista, 2018b).  

The global online shopping revenue is estimated to reach 500 billion dollars in 2018 (Moyo, 2017), 

but about 55% of global consumers are still reluctant to make online purchases due to privacy 

concerns (Malinga, 2016). By contrast, the total transactions in South Africa associated with 

online purchases comprise about only 1% of the total retail revenue (Moyo, 2017). Evidently there 

are factors (perceived risks) that prevent South African consumers from doing online shopping. 

The two main reasons indicated by consumers for not buying online was security of payments 

(67%) and time of delivery (58%) (IT News Africa, 2015), indicating that external factors, apart 

from others, influence consumers’ e-tailing behaviour. Consequently it is important for the 

researcher to explore and describe the e-tailing phenomenon in a South African context, focusing 

on consumers’ perceived risks and coping strategies with the e-tailing process. The study will 

examine consumers’ slow adoption of e-tailing in Potchefstroom, NWP. 

2.6 Consumer behaviour and decision-making 

In the 1960s and 1970s, most of the well-known consumer decision-making models were 

developed, at a time when consumer behaviour was developing as a discipline (Erasmus et al., 

2001:83). Consumer behaviour is a widely used concept and a continuous process (Hsieh & Tsao, 

2014:245; Schiffman & Wisenblit, 2015:31). It can be defined as the totality of consumers’ 

behaviour when searching for, purchasing, using, evaluating and disposing of goods, services, 

experiences, activities and ideas by decision-making that is expected to satisfy consumers’ needs 

(Cant et al., 2006:1; Hawkins & Mothersbaugh, 2010:6; Hoyer et al., 2013:3; Schiffman & Kanuk, 

2010:23; Shrosbree, 2014:4). Initially, consumer behaviour was called buyer behaviour, focusing 

on consumers’ interaction with the producer (Solomon et al., 2010:7). Consumer behaviour is 

important because it shows, among other aspects, how consumers allocate and spend available 
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resources (Cant et al., 2006:5). Consumers’ decision-making is the process whereby consumers 

make choices and may be seen as a fundamental aspect of consumers’ lives (Park et al., 2015:44 

Sachdeva, 2015:7). It can thus be said that the effectiveness of their decision-making is influenced 

by the manner in which they allocate their available resources during the different stages of 

decision-making, namely input stage, process stage and the output stage (Schiffman & Kanuk, 

2010:36; Shrosbree, 2014:16). Online consumer behaviour and decision-making do not always 

follow traditional consumer behaviour and decision-making (Karimi et al., 2015:137) because of 

the unique and complex structures accompanying technology and thus influence the behaviour 

differently. 

Consumers’ online decision-making process may be described as a flexible and dynamic process 

(Karimi et al., 2015:138). Some of the behaviour consumers encounter online is difficulty in 

choosing between the different products available (Huseynov et al., 2014:81). A study by Punj 

(2012:798) indicated that if consumers concentrated more on improving their choice of product, 

thus making product choice the main focus of the purchase, fewer uncertainties and 

disappointment would be experienced. Despite the rapid growth of e-tailing (Lim et al., 2016:401), 

there are still various risks that can be the deciding factor in the sustainability of online growth 

(Davari et al., 2016:186).  

Ultimately, it is important to determine how consumers make decisions. There are four main 

views of how consumers make decisions (Schiffman & Kanuk, 2010:480). First, the economic or 

rational view involves consumers’ making decisions that are rational in an economic sense in 

which they carefully use all the information provided to them about the product to make an 

acceptable decision (Schiffman & Kanuk, 2010:480; Solomon et al., 2010:315). Second, and in 

contrast to the economic view, is the passive view or purchase momentum, whereby  

consumers’ decision-making may be described as selfish, also impulsive and irrational, meaning 

that the products bought are not needed to satisfy their needs (Solomon et al., 2010:315; Ungerer, 

2014a:409). Third is the cognitive view or behavioural influential perspective whereby 

consumers’ focus is on the cognitive process of decision-making, with consumers extensively 

seeking and evaluating different brand and product information, as well as the environment in 

which the decisions are made, before in fact deciding (Schiffman & Kanuk, 2010:481). Fourth is 

the emotional view, whereby consumers’ emotions are deeply involved in  the decision-making 

process (Ungerer, 2014a:410). For consumers, making a decision is a complex process that 

requires different levels of involvement during the decision-making process, depending on the 

product category (Gross, 2014:66).  

The model proposed by Hoyer  et al. (2013:1), uses four domains, namely the psychological core, 

the process of making decisions, consumers’ culture and consumers’ behaviour outcomes, and 
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the issues associated with the outcomes. The Schiffman and Kanuk (2014:413) model has certain 

similarities to Hoyer’s, but it is a more in-depth consumer behaviour and decision-making model. 

As illustrated in Figure 2-6, there are issues regarding the different stages of consumer decision-

making from the consumer’s point of view (Solomon et al., 2010). These stages include the 

following: First, the role of external influences, which consist of the consumers’ input, with factors 

affecting the consumers’ decision such as a firm’s marketing efforts and the consumers’ socio-

cultural environment (Ungerer, 2014a:413). Following is the consumer’s decision-making, also 

described as the process stage of the consumer decision-making model, which includes need 

recognition, pre-purchase search and evaluation of alternatives, which is influenced by 

psychological factors and consumers’ experience (Schiffman & Kanuk, 2010:483). Last is the 

consumer’s post-purchase behaviour, also described as the output stage of this model, and 

includes whether the consumer will make only a trial purchase or resort to repeat purchases, as 

well as consumers’ post-purchase evaluation (Ungerer, 2014a:413). The consumer decision-

making model of Schiffman and Kanuk (2014:413) is therefore regarded as applicable to this 

study. 

 
Figure 2-6:  Issues from the consumer’s point of view during the three interlocking stages of 

consumer behaviour and decision-making (Solomon et al., 2010:7). 

 

The Schiffman and Kanuk (2010:36) decision-making model indicates the three interlocking 

stages consumers go through to make informed decisions. A short overview of the decision-

making model will be given where after each phase will be applied. There are three main stages, 
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namely, the input stage (also known as the external influences and pre-purchase issues), the 

process stage (also known as the decision-making process or the purchase issues), and last, 

the output stage (also known as the post-decision behaviour or the post-decision issues)  

(Schiffman & Kanuk, 2010:36; Solomon et al., 2010:7). Within the input and process stages of the 

consumer decision-making model (which will be discussed in sections 2.6.1 and 2.6.2) various 

external and internal factors affecting consumers’ behaviour can be identified in an e-tailing 

environment. The external influences affecting consumers’ decision-making during the input 

stage and behaviour includes firms’ marketing efforts, and sociocultural factors such as family, 

reference groups, non-commercial sources, social class and internet (Du Plessis, 2007:3-4; 

Schiffman & Kanuk, 2010:36). Internal factors that are part of the process stage, influencing 

consumers’ decision-making and behaviour, include motivation, perception, learning, personality 

and attitudes that form part of the psychological field (Shrosbree, 2014:16). Both external and 

internal factors are important in consumer behaviour research and in e-tailing decision-making. 

For the purpose of this study, the focus will be on perception and, more specifically, perceived 

risks and coping strategies that form part of consumer perception, an internal factor.  

2.6.1 Input stage of consumer decision-making 

The input stage is influenced by various marketing efforts and external sociological influences 

(Schiffman & Kanuk, 2010:37). Consequently, the input stage affects what consumers purchase, 

how the purchased goods are used, and what consumers are exposed to during this process 

(Schiffman & Wisenblit, 2015:368). During the input stage, consumers are confronted with 

problems that require need recognition and an interest in pre-purchase search to potentially 

satisfy the identified needs by purchasing products (Schiffman & Kanuk, 2014:485; Ungerer, 

2014a:414). During need recognition, consumers resort to one of the following problem 

recognition styles. The first is the actual state type where consumers perceive experiencing a 

problem with the product that does not perform satisfactorily to their needs (Schiffman & Kanuk, 

2010:485). Second, and in contrast to the actual state, are consumers who classified as desired 

type. They desire something new, which triggers need recognition (Ungerer, 2014a:415). There 

are various external influences, such as the social environment, marketing efforts as well as new 

technological products, inflation, westernisation and internet that affect consumers’ decision-

making (Du Plessis, 2007:3-4; Schiffman & Kanuk, 2010:36). Accordingly, it is at the input stage 

that consumers become aware of wants or needs and are enabled to choose to fulfil the need by 

engaging in e-tailing in the pre-purchase search. As e-tailing uses the internet, which is seen and 

accepted as the diffusion of innovation (technology), the technology acceptance model (TAM) 

and the diffusion of innovation model assist in understanding of e-tailing. During this stage of 

consumer decision-making, perceived usefulness (according to the TAM) of e-tailing can be 
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incorporated because it forms part of the adoption of new technology which focuses on the extent 

to which a consumer believes the new technology can contribute to their lives (Renko & Popovic, 

2015:31).  

2.6.1.1 The role of the e-tailing environment during the input stage 

E-tailing has quickly evolved to become part of many consumers’ lifestyles and is changing how 

they make purchase decisions (Cases, 2011:375; Park et al., 2015:444; Pi & Sangruang, 

2011:275). Globally e-tailing has also steadily gained acceptance among consumers with 

continued strong growth (Chakraborty et al., 2016:47; Nepomuceno et al., 2014:619). Consumers 

who shop online are referred to as e-shoppers (Hernandez et al., 2011:114), and the quality of e-

tailing service is an important consideration for them. This service quality is defined as the extent 

to which a website facilitates efficient shopping and purchasing experiences, including the 

delivery of products and services (Zeithaml et al., 2002:363). The marketing strategies, also part 

of the input stage, are the sellers’ direct attempt to inform or reach consumers (Ungerer, 

2014a:414). For traditional brick-and-mortar operations to be able to satisfy their consumers’ 

needs and have a competitive advantage in-store, large amounts of money are spent on 

marketing (Weber & Badenhorst-Weiss, 2018:87). Formerly, the leading marketing principle for 

brick-and-mortar operations included physical displays, promotion and advertising (Liang, 

2018:343). Nowadays, consumers are able to engage in traditional retail sites, as it involves being 

efficient and inexpensive (Hung & Cant, 2017:2). This is another indication of the ongoing daily 

processes e-tailing undergoes in comparison with traditional brick-and-mortar outlets (Ainsworth 

& Ballantine, 2017:56). Challenges also arise in designing an online presence as this is the 

consumer’s first interaction with the retailer (Weber & Badenhorst-Weiss, 2018:87). The four most 

common components of an e-tailing site includes the storefront (where information such as 

product types, how-to guides and product reviews are listed), then the shopping cart (which 

includes the products that the consumer wants to purchase), the payment process (the method 

by which the consumer prefers to pay for the service), and finally the order fulfilment (when the 

consumer receives the tracking information for the parcel) (Rudansky-Kloppers, 2014:1188). 

E-tailing empowers consumers by offering a wider variety of products than traditional formats 

(Kincade & Gibson, 2010:213) with the convenience and time saving aspects which attract many 

consumers to engage in e-tailing rather than physically visiting traditional stores (Chang & Wang, 

2010:334; Hoyer et al., 2013:465; Javadi et al., 2012:83; Li et al., 2018:100). Consequently, 

factors such as difficulty in finding parking, inconvenient trading hours and locations are 

eliminated (Jiang et al., 2013:206; Sarkar, 2011:58), since e-tailing offers consumers with busy 

schedules a convenient way to make purchases  (Sarkar, 2011:64; Zheng et al., 2012:257). E-

tailing moreover offers consumers the advantage of comparing different prices of products in 
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comfort and as a result enables them to get better value for money without having to travel to a 

variety of locations (Thakur & Srivastava, 2014:150). 

Consumers who use the internet regularly and purchase products over the internet are seen to 

be more economically independent than the majority of South Africans. To engage in e-tailing, 

you need to have a computer or a mobile device. Unfortunately, there are South African 

consumers still reluctant to accept sophisticated technology (Matemba & Li, 2018:56), such as 

buying online by using a mobile device. The high price of data can be a barrier for South African 

consumers. Although there are an estimated 29 million smartphone users in SA, only 21 million 

have access to the internet (Shapshak, 2017). Data cost more in South Africa than anywhere else 

in the world (Isa, 2019). Yet a survey conducted by GFK (2018) indicated that consumers in South 

Africa use their mobile devices 29% of the time to compare prices and 28% of the time to search 

for information related to the product the consumer wants. Up to 24% of consumers use their 

mobile phones to find out if the required product is available in the nearest store or not.  As seen 

in Figure 2-7, 88% of South African consumers used e-tailing only to search for products whereas 

55% made purchases by e-tailing (Data Reportal, 2019).   

 

 
Figure 2-7: South African consumers’ e-commerce activities (Data Reportal, 2019).  

2.6.1.2 External influences during the input stage 

A company’s marketing aims to reach the consumers to inform and persuade them to purchase 

products advertised (Schiffman & Kanuk, 2010:483). The marketing mix consists of the product, 

price, place and distribution (Schiffman & Wisenblit, 2015:368). With regard to e-tailing, 

consumers are able to search for the product online by accessing the e-tailing site by using a 

desktop computer, tablet or smartphone, as discussed in section 2.5.4. Therefore, the growing 
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functionality of technology-enabled consumers search for products and product-related 

information effortlessly (Lee & Barnes, 2016:33). Consumers are also able to compare product 

prices efficiently and with little cost (Hung & Cant, 2017:2). The information required by 

consumers can be obtained on the e-tailing site or application at almost any given location, without 

consumers’ having to visit a physical store (Li et al., 2018:100; Mpinganjira, 2016:447), thus  

making the internet the place where consumers find product-related information. With regard to 

the distribution, consumers can select from different kinds of delivery and payment methods 

those most suitable to them (Rudansky-Kloppers; 2014:1188). Consequently, the company’s 

marketing effort might influence consumers to perceive making purchasing decisions in an online 

environment as being more effective.  

2.6.2 Process stage of consumer decision-making 

The process stage of consumer decision-making focuses on how consumers make decisions 

(Shrosbree, 2014:16) and will be the main focus of this study. During this stage, need or problem 

recognition will take place, either provoked or mediated by an internal or external stimulus 

(Sachdeva, 2015:8). Consumers then launch an information search to fulfil their identified needs 

(Sachdeva, 2015:8). The internet has a significant impact on consumers’ pre-purchase search as 

information is immediately available (Schiffman & Kanuk, 2010:485; Ungerer, 2014a:416). The 

available alternatives are evaluated either by making a list of brands from which a decision can 

be made, also known as the evoked set, or by setting up an evaluation criterion for each brand 

already present in the consumer’s memory (Ungerer, 2014a:418; Solomon et al., 2010:334). The 

products consumers subsequently choose make up  the consideration set (Solomon et al., 

2010:334), as these are the products consumers not only think about, but will also pursue to 

purchase. The need recognition, pre-purchase search and evaluation of alternatives consumers 

adopt, are all part of the process stage of the decision-making model (Schiffman & Kanuk, 

2010:484). New media represent an interactive and measurable form of technology, where fairly 

accurate recommendations can be provided to consumers based on their interest, search and 

purchase history (Hung & Cant, 2017:8). This stage is furthermore influenced by internal factors 

that form part of the psychological field of consumer behaviour, namely motivation, perception, 

learning, personality and attitudes (Shrosbree, 2014:16). This stage of the consumer decision-

making process can be linked to the second phase of the TAM model, namely perceived ease of 

use. The perceived ease of use of technology promotes consumers’ belief that using e-tailing will 

require much less effort in various ways and that they are capable of using the internet and 

shopping online (Renko & Popovic, 2015:31). Hence exploring consumers’ perceptions of e-

tailing will show  whether consumers regard e-tailing as easy to use or not. Perception, as internal 
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factor, will be part of the focus of this study and will be discussed in 2.6.2.1. Consumers’ coping 

strategies regarding e-tailing will be discussed in 2.6.2.5. 

2.6.2.1 Internal influences during the process stage 

Consumers are exposed to new information and sensations daily (Cant et al., 2006:114; Solomon 

et al., 2010:118). Perception forms part of internal influences affecting consumers’ behaviour, 

which is how consumers see the world around them (Crous, 2014:132). The manner in which 

every individual recognises and processes a stimulus is based on values, needs and expectations 

(Schiffman & Kanuk, 2010:175). 

2.6.2.2 Perception and perceived risks 

Perception is described as a process whereby individuals select, organise and interpret stimuli 

into a meaningful and coherent picture of the world by using sight, sound, smell and touch (Cant 

et al., 2006:115; Crous, 2014:132). Although consumers are exposed to large amounts of 

information daily, they will notice only what is meaningful for them; this is more commonly referred 

to as perceptual defence (Cant et al., 2006:115). Consumers undergo a perceptual process when 

exposed to a stimulus (Solomon et al., 2010:118), as seen in Figure 2-8. Consumers are exposed 

to a sensation, which enables them to respond by using their sensory receptors (Crous, 2014:132; 

Schiffman & Kanuk, 2010:175; Solomon et al., 2010:118). Consumers’ senses are used to 

evaluate consumer goods (Crous, 2014:138). As the sensory input decreases, consumers’ ability 

to detect other changes in the intensity increases (Crous, 2014:132; Schiffman & Kanuk, 

2010:175). Consequently, when consumers are able to touch and feel merchandise in a retail 

environment it acts as a persuasive tool in making a purchase (Schiffman & Kanuk, 2010:175), 

but this physical interaction is not possible in e-tailing. The e-tailing site should be designed so 

that consumers can see the same retailer quality as they would in the company’s physical store 

environment because a mismatch can serve as a barrier to consumption (Weber & Badenhorst-

Weiss, 2018:87). Moreover, as buying online involves a waiting period, e-tailing companies 

should ensure that the products are delivered promptly and that the consumer is left with a positive 

impression (Williamson, 2018). If these requirements are not met, consumers are likely to 

experience a range of risks when purchasing merchandise online, due to an uncertain decision 

outcome. 
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Figure 2-8: An overview of the perceptual process (Solomon et al., 2010:119). 

 

As a result of uncertainty regarding the decision or the possible consequences of poor decisions, 

consumers experience perceived risks. Perceived risk is described as the number of risk 

consumers perceive during the process of making purchase decisions (Cant et al., 2006:199). 

The concept of perceived risk has been associated with consumer behaviour for several years as 

it falls within the framework of consumer decision-making (Cox, 1967:82). Perceived risk is further 

explained as the uncertainty consumers face when the outcome of a decision is unknown, and 

the possible accompanying risks consumers believe might arise from purchasing goods or 

services (Crous, 2014:155; Du Plessis et al., 2007:375; Hawkins & Mothersbaugh, 2010:600; 

Rath et al., 2015:29). Perceived risk can therefore be considered both as a product and a 

consumer characteristic (Hawkins & Mothersbaugh, 2010:600). Depending on the consumer, the 

product and purchase environment, the type of perceived risks varies, and some consumers 

perceive higher risk than others (Schiffman & Kanuk, 2010:202). On this account, seeing that 

shopping can take place in various environments, it also serves as contributing factor to how 

consumers perceive risks with making purchases (Crous, 2014:155). This might be explained by 

the physical environment in which consumers can use their senses to evaluate merchandise, 

whereas in an e-tailing context consumers can only make use of the images and information 

provided to base a choice on, as well as the experience of the website and company’s online 

presence. However, when consumers perceive risks, it influences the manner in which they 

search for information, choose between alternatives and cope with the outcome of their choice 

(Punj, 2012:793). As a result, consumers may experience a variety of buyer behaviour risks during 

online purchases (Pappas, 2016:93). 

Consumers can further be classified as either high-risk perceivers who do not engage in high-risk 

activities, or low-risk perceivers who make choices with a wide variety of alternatives in mind 

(Schiffman & Kanuk, 2010:202-203). The level of perceived risk consumers experience will also 

vary, depending on the consumer, product, situation, such as shopping environment, and the 

consumer’s culture (Crous, 2014:155). Therefore, as perceived risk is regarded as an internal 

influencing factor in decision-making, consumers are influenced in different ways by different 

types of risks.  
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2.6.2.3 Perceived risks in e-tailing 

Risks play an essential part in affecting consumers’ behaviour during e-tailing (Geetha & 

Rangarajan, 2015:15), resulting in perceived risks associated with e-tailing often having a 

negative influence on consumers’ purchase behaviour and online intentions (Dai et al., 2014:13). 

The theory of perceived risks has been used since the 1960s to explain consumers’ behaviour 

(Forsythe & Shi, 2003:869). Different types of risks may be distinguished, referred to as 

anticipated risks, also known as perceived risks (Javadi et al., 2012:83). Furthermore, consumers’ 

purchasing actions will have either positive or negative consequences, adding to their perceived 

risks concerning the service or product before the actual purchase (Bauer, 1960:24; Hoyer et al., 

2013:58; Schiffman & Kanuk, 2010:201; Slovic et al., 1980:1; Solomon et al., 2010:328). 

Consumers experience risks with online shopping, and the greater the risks they perceive, the 

higher the probability that the consumer would prefer a brick-and-mortar setting for product 

purchasing (Javadi et al., 2012:83). Nevertheless, some consumers still find online shopping for 

certain product categories more convenient despite the perceived risks, and will then choose  

online shopping above brick-and-mortar stores (Jiang et al., 2013:196). Unfortunately, online 

shopping still flags perceived risks in the consumers’ minds due to its nature and the manner in 

which transactions are conducted on the internet (Ashraf et al., 2014:70; Bhatnagar & Ghose, 

2004:1352).  

Given the desirability of an equilibrium between the perceived risks consumers experience with 

online purchases and the advantages of buying from e-tailing stores, various studies have 

examined relationships with perceived risk. This includes the relation between perceived risk and 

trust (Lim, 2003:217) or between perceived risk and innovativeness (Thakur & Srivastava, 

2014:151), and even perceived risk and online breaches of data (Chakraborty et al., 2016:47). A 

study conducted by Zheng et al. (2012:267) explored consumers’ perceived risk relievers with 

online clothing purchases, but the study was conducted in a Chinese context and focused only 

on apparel and not all e-tailing merchandise. The theory of perceived risk is important in a 

consumer behaviour context as it attempts to answer some of the questions related to consumer 

decision-making, such as trying to understand consumers’ behaviour (Pi & Sangruang, 

2011:277). In an e-tailing setting perceived risk may be considered an essential aspect as it 

makes consumers more insecure about purchase decisions and is often given less attention in 

literature (Al-Raward et al., 2015:157; Nepomuceno et al., 2014:619). Therefore it seems 

necessary to explore the different types of perceived risks consumers encounter when making 

use of e-tailing in a South African context.  
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E-tailing has grown by approximately 15% across all product categories (Davari et al., 2016:186), 

yet consumers still perceive risks associated with the purchasing process (Thakur & Srivastava, 

2014:150). Accordingly, perceived risk has been identified as one of the main reasons that 

consumers have a negative experience of e-tailing (Bianchi & Andrews, 2012:257). Further 

literature indicates that the concept of perceived risk is believed to be the key influencer on 

consumers’ decision-making process in e-tailing (Li, 2014:211). When consumers buy online, 

they are unable to examine the merchandise physically, which increases their consumers’ 

perceived risk across all product categories (Lissitsa & Kol, 2016:309; Punj, 2012:793). In 

addition, issues such as fraud and internet crime have been recognised as contributing factors in 

consumers’ perceived risks towards e-tailing (Dhanapal et al., 2015:112). Consequently, 

perceived risks with e-tailing affect consumers’ adoption of the internet and e-tailing as a shopping 

medium (Thakur & Srivastava, 2014:150).  

In an environment such as e-tailing, consumers are made aware both of the positive and the 

negative aspects that influence not only the perceived risks experienced but also the impact on 

consumers’ decision-making processes (Pappas, 2016:94). When the consumer perceives a 

higher level of risk with a purchase, he or she will be more likely to abandon the shopping process 

(Hong, 2015:324). This results in consumers developing their own methods by which they reduce 

perceived risks in order to cope with any (real) risks and accordingly make informed decisions 

(Schiffman & Kanuk, 2010:203).  

2.6.2.4 Types of perceived risks 

The following types of perceived risks are identified in the literature: functional, financial, social, 

time, physical, psychological and effort risks (Crous, 2014:154; Hawkins & Mothersbaugh, 

2010:600; Rath et al., 2015:291; Schiffman & Kanuk, 2010:202). Since this study aims to explore 

and describe consumers’ perceived risks and coping strategies with regard to e-tailing in a South 

African context, a broad background regarding possible perceived risks is discussed.   

Functional risks 

Functional risks, also known as performance or product risks, can be defined as the risks 

consumers experience in terms of whether the product will perform as expected or not (Al-Raward 

et al., 2015:160; Chang & Tseng, 2013:865; Chiu et al., 2012:94; Featherman & Hajli, 2016:253; 

Hong, 2015:327; Hsieh & Tsao, 2014:245; Schiffman & Kanuk, 2010:202; Thakur & Srivastava, 

2014:152). Functional risk has been reported as one of the main reasons for not making 

purchases via e-tailing due to consumers’ inability to examine the product physically (Dai et al., 

2014:15; Hsieh & Tsao, 2014:245; Lim, 2003:219; Thakur & Srivastava, 2014:152); consumers 
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can only evaluate a product on delivery (Hong, 2015:327). Functional risk has been classified as 

one of the most perceived risks (54% of the respondents) in an e-tailing environment in a study 

by Al-Raward et al. (2015:164). Consumers’ evaluation of functional or performance risks 

depends on their knowledge of the specific product or product category (Thakur & Srivastava, 

2014:152). This explains why consumers abandon e-tailing and still resort to traditional outlets for 

making purchases because merchandise can be examined on site  whereas e-tailing only offers 

information and images about the merchandise. Should consumers be dissatisfied with the 

product they ordered, it remains their responsibility to be informed about the return policy of every 

e-tailing company as this might differ from one to the next, which might constitute an additional 

perceived time or financial risk. 

 Financial risks 

Financial risk has to do with whether the product will be worth the money spent on it or if the same 

product might be cheaper at a different place, while also focusing on consumers’ insecurity about 

the use of credit cards for online payment, and hidden costs associated with the transaction (Al-

Raward et al., 2015:160; Chang & Tseng, 2013:865; Chiu et al., 2012:94; Crous, 2014:155; 

Featherman & Hajli, 2016:253; Hong, 2015:327). However, in an e-tailing context, three main 

types of financial risks consumers may experience may be identified. The first involves the 

consumers’ inability to effectively examine whether the prices of products are lowest compared 

to others (Dai et al., 2014:15). Second, consumers may perceive financial risks due to possible 

credit card fraud or loss of private information (Forsythe et al., 2006: 57; Javadi et al., 2012:83; 

Lim, 2003:219). Additionally, consumers are of the opinion that fraud occurs mainly when online 

purchases are made with a credit card (Hsieh & Tsao, 2014:245). Third, price transparency affects 

consumers’ perceptions towards the e-tailer as this reflects the e-tailer’s ability to provide 

consumers with straight and honest information about pricing (Davari et al., 2016:188). 

Furthermore, there is a risk that consumers may not receive the goods they ordered, or 

accidentally purchased a product that was not intended to, as well as the risk of consumers’ 

personal financial information being misused (Hsieh & Tsao, 2014:245). Consumers in South 

Africa do not always understand which internet sites are safe to use, which contributes to financial 

fraud (Dicey, 2016) and in return increases consumers’ perceived risks about e-tailing. A variety 

of payment methods might contribute to these financial risks. Consumers want payment options, 

including PayPal, PayFast, card payments, instant EFT and app-based payments such as Zapper 

(Williamson, 2018). PayPal is an internationally- based company which enables consumers to 

send money, pay for transactions and accept payments without exposing their financial details 

(PayPal, 2018), whereas PayFast is a South African service that offers consumers an effortless 

way to transfer money and complete online payments (PayFast, 2018). Consumers’ experience 
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of using PayFast is similar to that of paying with a credit card. Jonathan Smith, managing director 

of PayFast, explained that using PayFast may be considered to be a much safer payment option 

than using a credit card (Bizcommunity, 2008; Personal Finance 2017).  

Social risks 

An example of consumers’ perceived social risks includes fear of family or friends’ reaction when 

making use of e-tailing as a purchasing method (Cases, 2011:379). Therefore, social risks include 

whether the purchase decision will be accepted and appreciated by the consumers’ social groups, 

and their opinion of it without being seen as unwise themselves (Al-Raward et al., 2015:160; 

Chang & Tseng, 2013:865; Crous, 2014:155; Featherman & Hajli, 2016:253; Hawkins & 

Mothersbaugh, 2010:600; Hong, 2015:327; Thakur & Srivastava, 2014:152). When consumers 

experience the possibility of not being accepted by their social group due to their e-tailing 

behaviour, consumers will experience social risks (Lim, 2003:219). Furthermore, consumers are 

afraid that friends and family will think they are showing off by making purchases through an e-

tailing channel (Thakur & Srivastava, 2014:152). It can be said that consumers have a desire to 

be part of a group, leading to their potentially abandoning e-tailing purchasing if they find it is not 

socially acceptable among their social groups. 

Time risks 

Time risk includes the time spent searching for products as well as waiting for delivery of the 

products (Al-Raward et al., 2015:160; Chang & Tseng, 2013:865; Chiu et al., 2012:94; Crous, 

2014:155; Featherman & Hajli, 2016:253; Hsieh & Tsao, 2014:245; Schiffman & Kanuk, 

2010:202; Schiffman & Wisenblit, 2015:144). Consumers are faced with a variety of websites and 

information enabling decision-making (Thakur & Srivastava, 2014:152). In an e-tailing context, 

time risks often have to do with the inconvenience experienced by consumers when there are 

delays in product delivery or, more specifically, to the e-tailing process, the navigation and 

submitting of orders (Forsythe et al., 2006:57; Lim, 2003:219). Although e-tailing can save 

consumers time because they do not have to queue at the checkout, if they are uncertain and do 

not fully trust the e-tailing environment, they could spend more time buying online than in a brick-

and-mortar store.  

Physical risks 

The physical risks of products involves whether or not the product is harmful during either the 

process of buying, using or disposing thereof (Al-Raward et al., 2015:160; Chang & Tseng, 

2013:865; Hoyer et al., 2013:59; Zheng et al., 2012:257). A study conducted by Pi and Sangruang 

(2011) indicated that consumers’ perceived physical risks of products can serve as a contributing 
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risk factor during e-tailing. An example of consumers’ perceived physical risk of a product arises 

when the product’s expiry date has been reached, mostly associated with food-related purchases, 

and the return process is complicated. As a result, possible physical risks of online purchases will 

result in consumers not purchasing certain product categories online.  

Psychological risks 

Psychological risks, also referred to as a personal risk factor, present when consumers make 

poor product decisions that might affect their egos (self-perception) and psyche, consequently 

also affecting their mental stress levels (Chang & Tseng, 2013:865; Featherman & Hajli, 

2016:253; Schiffman & Kanuk, 2010:202; Zheng et al., 2012:257). Thus, how these products or 

e-tailing processes affect consumers’ self-concept or self-image (Hong, 2015) can directly be 

associated with Maslow’s hierarchy of needs as discussed in section 2.4. Psychological risk also 

refers to the loss of personal information during the e-tailing process (Davari et al., 2016:188). 

Thus this form of perceived risk may lead the consumer to coping strategies such as experiencing 

anxiety or tension (Martin et al., 2011:48). Furthermore, consumers’ psychological risks can be 

affected by what their peers think of them (Schiffman & Kanuk, 2010:202). For example, 

consumers may feel that their friends judge them negatively if they make or do not make use of 

e-tailing, thus provoking anxious behaviour and psychological distress.  

Effort risks 

Consumers attach great value to the effort they put into acquiring a product and may risk not 

being able to benefit should things not work out as planned (Hawkins & Mothersbaugh, 2010:600). 

It can be said that consumers will experience effort risks when they do not have something to 

show for e-tailing. According to Dion Chang, a trend analyst, consumers tend to park at a 

shopping mall’s entrance closest to the store they want to visit, and go directly into the store, buy 

only what is needed and leave directly afterwards (Esterhuizen, 2018). Consequently, the effort 

of e-tailing might seem less onerous for consumers than going to buy in actual brick-and-mortar 

shops. 

2.6.2.5 Coping strategies 

When the information they seek is inadequate, consumers develop certain strategies to deal with 

or reduce any possible risk (Cox, 1967:21). The concept of consumers’ having to cope has been 

important for the past 40 years (Lazarus & Folkman, 1984:117). Coping may be defined as 

constantly changing cognitive and behavioural efforts to manage specific external and/or internal 

demands that are perceived as taxing or exceeding the individual’s resources (Lazarus & 

Folkman, 1984:141). The process of coping, illustrated by Lazarus and Folkman (1984), can be 
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seen in Figure 2-9. Consumers cope with risks in various ways and numerous studies indicate 

that they perceive higher risks when making purchases online than in conventional, brick-and-

mortar operations (Vos et al., 2014:418). Consumers resort to coping strategies for reasons of 

safety, certainty and confidence (Greatorex & Mitchell, 1994:669), thereby simplifying the 

shopping process, as well as their evoked and consideration set, as discussed in section 2.6.2. 

These coping strategies enable consumers to be confident about making purchase decisions 

although the consequences might remain uncertain (Chu & Li, 2008:216; Schiffman & Kanuk, 

2010:203). Coping thus refers to the behaviour consumers display and that they believe will 

protect them from being psychologically harmed by an experience (Pearlin & Schooler, 1978:2).  

Consumers handle risks differently (Schiffman & Wisenblit, 2015:144), resulting in a variety of 

coping strategies.  

 
Figure 2-9: The process of coping (Lazarus & Folkman, 1984:142). 

The most common coping strategies consumers resort to include: seeking information, brand 

loyalty, selection according to brand image, relying on store image, seeking reassurance and 

purchasing the most expensive product (Crous, 2014:156; Schiffman & Kanuk, 2010:202). When 

it comes to e-tailing, seeking additional information from family and/or friends or money-back 

guarantees serve as coping strategies (Zheng et al., 2012:259), as does searching for cheaper 

brands and special offers (Vos et al., 2014:419). Since the process of consumer decision-making 

can involve stress, consumers need to cope with it in some way (Hoyer et al., 2013:9). As a result, 

they usually resort to active coping, support seeking or avoidance  (Duhachek, 2005:45) as seen 

below in Figure 2-10. 

Stage 1 - What the 
consumer really thinks 
or does in a general 

context.

Stage 2 - What the 
consumer does in a 
specific context, thus 

to evaluate the 
consumers’ coping, 

one should know what 
they are coping with.

Stage 3 - To speak of 
the coping process by 
the consumer involves 
the change in coping 

thoughts that occurred 
during a stressful 

encounter.
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Figure 2-10: An indication of how consumers cope with dissatisfaction due to consumption 

problems as adapted from Duhachek (2005:45).  

 

The style and manner in which consumers cope affect their emotional well-being (Pearlin & 

Schooler, 1978:18). The online environment enables consumers to search for information and 

make parallel comparisons, thus helping to reduce possible risks (Schiffman & Wisenblit, 

2015:144).  Therefore, if consumers can reduce the uncertainty of a decision’s outcome, they 

might reduce the perceived risk, and consequently cope with it (Cox, 1967:72) and accept the 

purchase method. Limited research has been conducted into specific coping strategies identified 

and applied in relation to specific perceived risks, and even more so in the South African 

environment. Accordingly, for retailers to be able to reduce perceived risks and increase the 

possibility of purchases, it is important to identify how consumers cope with risks (Zheng et al., 

2012:260). Coping strategies might help consumers to deal with the risks they experience in e-

tailing, enabling them to improve their decision-making, which in turn will influence their behaviour 

and well-being.  

2.6.3 Output stage of consumer decision-making 

Last, the output stage consists of purchase behaviour as well as post-purchase evaluation 

(Shrosbree, 2014:17) during which consumers either buy a product or not and evaluate their 

decision based on the performance of the product or service. This stage of the CDMM may be 

linked for the purpose of this study to the last phase of the TAM, namely the behavioural intent to 

use. When consumers consider purchasing a product, they usually resort to one of the following 

three types of purchases, namely trial purchases, repeat purchases and long-term commitment 
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purchases (Schiffman & Kanuk, 2010:497). A trial purchase is considered as the purchase of a 

brand or a product for the first time and therefore quantities usually tend to be smaller (Ungerer, 

2014a:429). The following type of purchase, namely repeat purchases, is made when a brand is 

more established and trusted by the consumers, and the trial purchase is considered successful 

(Schiffman & Kanuk, 2010:497). Thus, when consumers are satisfied with the identified product, 

repeat purchasing will take place, closely linked to brand loyalty (Ungerer, 2014a:429), and will 

serve as an indication of the consumer’s approval (Schiffman & Kanuk, 2010:497). The last type 

of purchasing is most likely to lead to long-term commitment purchase, provided the repeated 

purchase was a success (Schiffman & Kanuk, 2010:497). Consumers’ experience with e-tailing 

is different in that in-store shopping experiences such as touching and feeling products is not 

possible, nor is personal advice from the brick-and-mortar staff members available (Weber & 

Badenhorst-Weiss, 2018:87). Consumers are also influenced by the efficiency of the delivery 

process and the effectiveness of an easy and quick return process (Williamson, 2018). According 

to Andy Stalman, writer, entrepreneur, lecturer and university professor, consumers are looking 

not only to obtain products but to have a memorable shopping experience as well (Breitenbach, 

2018b).  

Consumers evaluate products in accordance with their own expectations, with three possible 

outcomes (Schiffman & Kanuk, 2010:498). First, consumers might believe that the performance 

will match their expectations and as a result leave consumers feeling neutral towards the 

purchase made (Schiffman & Kanuk, 2010:498). This might be attributed to consumers having a 

pleasant experience with e-tailing, but feeling either enthusiastic or negative towards the process 

of obtaining products online.  Second, should the products’ performance exceed consumer’s 

expectations, it would result in disconfirmation, which ultimately leads to consumer satisfaction 

(Ungerer, 2014a:429). These factors that positively influence online consumers also include price 

expectation and product variety (Rudansky-Kloppers, 2014:1196).  Third, consumers may be 

underwhelmed by the product’s performance, which leads to the consumer’s not being satisfied, 

known as negative conformation (Schiffman & Kanuk, 2010:498). Therefore dissatisfied 

consumers will not make use of the e-tailing shopping experience again and might even be 

discouraged from buying online in the future at all (Rudansky-Kloppers, 2014:1190).  Consumers 

showcase different post-purchase analyses, depending mostly on the type of product purchased 

or its importance as well as the effort made by the consumer in acquiring the product (Ungerer, 

2014:429). In contrast, there are some cases in which the consumer decides to go through the 

entire consumer decision-making process and without purchasing the product (Schiffman & 

Kanuk, 2010:499). This can be due to consumers’ being overwhelmed by information overload, 

which causes confusion in dealing with the process and ultimately forces the consumer to 
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abandon or postpone the decision, or the consumer might seek further information about the 

product (Ungerer, 2014b:430), which can be in accordance with  coping strategies.  

As most South Africans regularly buy new products, they follow the decision-making process while 

being influenced unknowingly by various factors. According to Erasmus et al. (2001:89), it is 

important for researchers to focus on personal influences and situational factors affecting 

consumers’ behaviour and decision-making, rather than on their purchasing behaviour in 

particular. It can be said that consumer behaviour and decision-making are integral parts of 

consumers’ daily lives in which the internet, and more specifically e-tailing, plays a significant role 

in assisting with decision-making and purchasing. Consequently, consumers’ adoption of 

technology affects their decision-making and potentially their intention to make use of e-tailing. 

2.7 Proposed theoretical framework for consumers’ perceived risks and coping 

strategies during e-tailing 

Based on the preceding literature, a framework is compiled and proposed to illustrate the 

relationships between various models that aim to better explain consumers’ decision-making 

process in e-tailing and the perceived risks and coping strategies they adopt. The proposed model 

(Figure 2-11) is a combination of the consumer decision-making model (CDMM) (Schiffman & 

Kanuk, 2014:415), technology acceptance model (TAM) (Davis, 1989:320) and the adoption of 

innovation process (Rogers, 1983:144).  

The CDMM of Schiffman and Kanuk (2014) focuses on consumer decision-making whereby three 

stages form the basis of the consumer decision-making process, namely the input, process and 

output stages. However, since the focus of this study is on e-tailing, which is a form of technology, 

the TAM can also be integrated into these three stages. The input stage is influenced by 

consumers’ perceived usefulness of e-tailing, the process stage influenced by consumers’ 

perceived ease of e-tailing use and the output stage by consumers’ behavioural intention to use. 

Therefore, the TAM was chosen as an appropriate model to incorporate into this study. TAM is 

used to explore the relationship between consumers’ decision-making and their acceptance of 

technology (Ungerer, 2014b:398). A main similarity between the adoption process and TAM 

involves consumers’ decision to accept or the reject a product or service (Ungerer, 2014b:388-

398). The last stage (output stage of the CDMM) is incorporated into the adoption process. This 

can be defined as the stages consumers navigate in order to make decisions whether to try to (or 

not try to) continue using (or discontinue using) a new product or process (Schiffman & Kanuk, 

2010:450). Whether consumers adopt or reject e-tailing can be linked to their perceived risk with 

e-tailing, which has been identified as the main barrier in consumers’ accepting new technology 

(Schiffman & Kanuk, 2010:472). The adoption process consists of awareness, interest, 
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evaluation, trial and adoption or rejection (Ungerer, 2014b:388). The researcher aimed to 

determine consumers’ perceived risks towards e-tailing and what coping strategies they resort to, 

and which ultimately influence their acceptance of e-tailing as a purchasing channel or not. With 

regard to e-commerce, and in the case of this study, the TAM’s adoption process has been 

affected by perceived risk and coping strategies (Schiffman & Kanuk, 2010:472), thus the 

researcher aims to explore consumers’ experience of e-tailing, and specifically, their perceived 

risks and coping strategies with the e-tailing process.  

2.8 Conclusion 

In this chapter a thorough theoretical background were given about consumers, e-tailing, 

consumers’ e-tailing behaviour and perceived risks and coping strategies associated with e-

tailing. This gave better insight into the research phenomenon. Also, the proposed theoretical 

framework for consumers’ perceived risks and coping strategies were discussed, giving insight 

into how the framework guided the literature review and research study. In the following chapter 

the research methodology used in this research study will be explained.   
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CHAPTER 3 – RESEARCH METHODOLOGY 

In this chapter, the research method used to conduct the study will be explained. Sampling methods, data 

gathering, data analysis, trustworthiness of the specific study, the role of the researcher and ethical 

considerations applicable will be discussed. 

             

3.1 Introduction 

This study aimed to explore and describe consumers’ perceived risks and coping strategies with 

regard to e-tailing and the coping strategies they resort to should they experience risks during the 

e-tailing process. Accordingly, a qualitative descriptive research approach was adopted to explore 

and describe consumers' risks and coping strategies and thus gain in-depth knowledge about the 

chosen phenomenon, and to address the aims and objectives of the study.  

3.2 Research design 

The paradigm used by a researcher to observe and reason about a research topic (Babbie, 

2007:31) is often an indication on how they think about the world and how information and 

knowledge are obtained (Monette et al., 2008:37). A paradigm can thus be defined more precisely 

as the framework, or point of view, based on philosophies about the world and how they guide 

the researcher to take action (Babbie, 2007:43; Welman et al., 2005:13). In the social sciences, 

various paradigms have been developed (Babbie, 2007:33), but unfortunately qualitative 

researchers do not discuss philosophical perspectives and paradigms in a consistent manner 

(Merriam & Tisdell, 2016:8). For this study, a positivist perspective was followed to explore the 

social reality of e-tailing as a technology used by consumers to make purchases. This required 

the lived experience of the participants in the study to be obtained in an objective manner (Fouche 

& Schurink, 2011:311) when the participants described their day-to-day experiences with e-tailing 

during focus group discussions. The researcher set out to acquire information regarding 

participants’ experiences which included the perceived risks they experience during the e-tailing 

process as well as the coping strategies they resort to in order to deal with these identified risks.  

3.3 Research approach 

Since consumers’ perceived risks and coping strategies in the e-tailing environment are a 

relatively under-researched area in the South African context, a qualitative descriptive research 

approach was employed to enable the researcher to explore and describe this phenomenon. This 

study was primarily qualitative in nature, but participants did complete a brief questionnaire to 

enable the researcher to obtain short demographic profiles of the participants (see Addendum K). 
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This qualitative descriptive approach was applied to gain insight into the participants’ everyday 

events (Sandelowski, 2000:334).   

The researcher specifically explored consumers’ experiences with e-tailing, in terms of the risks 

they perceive and ultimately the coping strategies they resorted to, in order to manage these 

identified risks. A descriptive research approach was chosen so that the researcher could obtain 

an in-depth picture of what consumers perceived as risks in an e-tailing context and how they 

coped with these identified risks. Accordingly, the researcher focused more on questions of  how 

and why (Kreuger & Neuman, 2006:23) consumers perceived possible risks when making use of 

e-tailing as a shopping channel. To be able to ask these e-tailing related questions, the researcher 

had to have a clear and well-defined problem (as discussed in Chapter 1) to be able to explore 

and describe the e-tailing phenomenon. The aim was to obtain as much data as possible to 

explore and describe the identified phenomenon holistically (Sandelowski, 2000:336). 

Furthermore, the researcher used literature to obtain insight (Gravetter & Forzano, 2018:34; Hart, 

2018:30) into consumers’ risk and coping behaviour in general, as well as more specifically about 

e-tailing, which guided the researcher in formulating a clearly-defined problem and to understand  

the identified problem.   

3.4 Sampling 

In this section, the study population, research setting and method of sample selection and sample 

size will be described.  

3.4.1 Study population and research setting 

The population of this study consisted of working male and female South African consumers, as 

both genders make online purchases (Effective Measure, 2016:2). The participants were also 

required to reside in the North West Province (NWP), and specifically in Potchefstroom, as this 

province has one of the lowest uptakes of online shopping of all nine provinces in South Africa. 

Only 3.5% of the NWP population make use of online purchases in comparison with 43.7% of 

consumers in Gauteng (Effective Measure, 2016:9). It was thus necessary to explore NWP 

consumers’ use of e-tailing and describe their subsequent risks and coping strategies. This 

knowledge may assist in explaining the low uptake of online shopping in the NWP in accordance 

to the objectives set out for this study. 

 

The retail industry in Potchefstroom (the research setting for this study) has a much smaller 

variety of shops and products to offer consumers in NWP than in Gauteng, even though the 
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town forms an urban part of the NWP. Consequently, e-tailing can serve as an attractive shopping 

channel. The researcher thus aimed to obtain information regarding consumers’ perceived risks 

during e-tailing purchases and the coping strategies to overcome these identified risks from 

consumers who had previous experience of online shopping. It was regarded as appropriate to 

include these participants as they could provide more substantial information compared with 

consumers with no previous experience of online purchasing.  

The North-West University, Potchefstroom Campus, was chosen as a relatively central location 

in Potchefstroom for conducting focus groups. The necessary facilities were available to the 

researcher at no extra cost. The premises were equipped with the necessary facilities, such as a 

kitchen for preparing drinks and snacks, easy access to restrooms and sufficient space and 

furniture to conduct focus group discussions effectively and in a relaxed manner. This location 

was relatively easily accessible to participants. For access they had to show their driving licences 

at the entrance gate of the university for security. 

3.4.2 Sample selection and sample size 

As knowledge about this study’s topic is limited in a South African context, the researcher 

regarded it necessary to obtain information from consumers who have previously made use of e-

tailing as a way of purchasing products. This might provide valuable insight into why consumers 

still do not effectively make use of e-tailing although it is a growing medium for making purchases, 

and identify the risks they experience and coping strategies they resort to when making online 

purchases. Accordingly, the participants were chosen because they were familiar with e-tailing, 

and were able to reflect on their experiences with it, the possible risks they perceive when 

purchasing online, and the coping strategies they use when confronted with various risks. 

In order to answer the research question, the sampling method chosen included both purposive 

and snowball sampling. Purposive sampling is based on carefully selected participants with the 

research topic in mind (Botma et al., 2010:201), and is commonly found in qualitative data studies 

(Neergaard et al., 2009:1). This enabled the researcher to identify the most appropriate sample 

population for purposive sampling. Moreover, purposive sampling ultimately contributes to gaining 

insight and understanding of the identified phenomenon (Merriam, 2009:77). Purposive sampling 

is suitable in qualitative descriptive studies, as the goal is to obtain the most appropriate data 

(Sandelowski, 2000:337).  Inclusion criteria were set (Table 3-1, section 3.4.2.1) to ensure that 

the participants’ selection was effective, and that they were able to participate usefully in the focus 

groups to answer the research question at hand (Strydom & Delport, 2011:392).  
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Snowball sampling, also more commonly known as network sampling or chain sampling, is 

directed at individuals who are hard to reach  (Botma et al., 2010:200; Strydom & Delport, 

2011:393). The researcher made use of purposive snowball sampling as the group of consumers 

in the NWP, and more specifically, in Potchefstroom, who chose e-tailing as a purchase method 

was limited and difficult to reach. It can therefore be stated that when purposive and snowball 

sampling were combined, the researcher aimed to obtain information from participants for which 

the phenomenon studied is normal or typical (Merriam & Tisdell, 2016:97). Snowball sampling 

ensured that the participants who were directed to the study met all the inclusion criteria. 

Advertisements were placed on Facebook and local supermarkets’ notice boards. The 

independent person also contacted a few consumers who might be likely to take part in the focus 

groups. If they agreed, they were asked if they knew anyone else who might meet the inclusion 

criteria and be able to take part in the study, thus making use of the snowball and purposive 

sampling. 

3.4.2.1 Participant recruitment 

Since e-tailing is a process during which consumers spend time on the internet, social media, 

such as Facebook, were seen as an effective way to approach participants. Potential participants 

were informed about the research on the researcher’s blog’s Facebook page (with an estimated 

200 consumers in the Potchefstroom region at the time of recruitment) and one of the 

Potchefstroom Facebook groups. Advertisements were also placed on local supermarkets’ notice 

boards to reach a larger audience in the Potchefstroom area. This additional approach was used 

to achieve maximum variation commonly found in qualitative descriptive studies (Neergaard et 

al., 2009:4). The advertisement briefly explained the context of the study, the inclusion criteria for 

it,  and the location and date of the interviews. The advertisements gave possible participants’ the 

due date, two weeks before the focus groups, to notify the independent person and to indicate 

interest in participation in this study and if they knew somebody who would also take part (see 

Addendum E). In order to answer the research question, the following inclusion criteria were 

drawn up for participants to be able to join the research study: 
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Table 3-1: Inclusion criteria for participants in this study. 

Inclusion criteria Motivation 

Male and female 
participants. 

Male and female consumers make use of the internet as a 

shopping environment (Effective Measure, 2016:2), thus both 

genders were included in the study.  

Participants must be 18 
years or older.  

 

Consumers over the age of 18 are more likely to receive a regular 

income, which enables them to make online purchases. Also, as 

adults, they were able to give consent for participation in the study.  

English literate 
participants. 

It was necessary that consumers should be English literate to be 

able to make effective use of e-tailing as the online environment in 

South Africa is English. The majority of South African consumers 
are regarded to be English literate (Casale & Posel, 2011:392). 

Participants must be 
computer literate. 

Statistics indicated that 59% of consumers preferred a desktop 

computer for online shopping (Effective Measure, 2016:2), making 

it clear that consumers should be computer literate to make online 

purchase decisions. Consumers’ computer literacy is an indication 

that they are more likely be able to make use of e-tailing.  

Participants must reside in 
North West province, 
specifically in the 
Potchefstroom area. 

North West Province has one of the lowest online shopping rates, 

at 3.51% (Effective Measure, 2016:9).  Consumers who reside in 

this province do not have the same retail options and variety as 
consumers in Gauteng, making e-tailing a convenient shopping 

channel and exposing consumers to wider product variety. 

Consequently, the researcher wanted to explore consumers’ 

perceived risks and possible coping strategies in the NWP, and 

more specifically Potchefstroom. 

Participants have already 
made e-tailing purchases. 

To be able to make use of e-tailing consumers must have had 

former exposure to and experience of online purchasing. Thus 

prior e-tailing experience would enable the participant to explain to 
the researcher their experience of e-tailing and possible risks they 

encountered and how they coped with these identified risks. 

3.4.2.2 Role of the independent person 

The independent person holds a Master’s degree, has the necessary knowledge of conducting 

research, and was a part-time employee at the North-West University (NWU) when this study was 
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conducted. The independent person’s responsibilities were only to assist the researcher in 

contacting the participants and helping with the signing of the informed consent documents. The 

independent person’s e-mail address and contact details were provided in the advertisements. 

Potential participants were invited to e-mail the independent person if they wanted to be part of 

this study. The independent person was thoroughly briefed on the inclusion criteria and the aim 

of the study, to ensure that the recruitment and research processes that followed were carried out 

in an ethical manner. As soon as a potential participant had notified the independent person, she 

asked whether they knew of any other likely participants for this study, thereby using the purposive 

snowball sampling method as discussed 3.4.2. Participants received an e-mail with the informed 

consent form in advance, to familiarise themselves with it. A hard copy of the informed consent 

form (see Addendum B) was issued to the participants on the day of the focus group session to 

sign and consent to participation in the discussions. They were given the opportunity to ask any 

questions related to the focus group discussion. 

The researcher did not make use of an information session for the participants before the focus 

group met, but the independent person e-mailed an information leaflet (see Addendum F) to each 

participant. She contacted participants two weeks before the focus group session to confirm the 

place, date and time and that the participant would participate in one session only. One week 

beforehand, the independent person e-mailed a confirmation letter to all participants. They also 

had the opportunity to ask her questions about the study, On the actual day of the focus group 

discussion, the independent person made follow-up phone calls to confirm the appointment with 

each participant. On that day, the independent person was present to go through the informed 

consent forms with the participants and acted as the witness to their signatures. The informed 

consent forms had to be signed by both the participant and independent person where the focus 

groups took place, with the researcher signing the forms afterwards according to the ethical 

protocol of the Health Research Ethics Committee (HREC) NWU.   

3.4.2.3 Role of the researcher 

The researcher conducted a thorough literature review to ensure that the topic was investigated 

extensively. Subsequently a well-defined problem statement, research question, aim, objectives 

and methodological approach were defined to guide the study. The researcher gained ethical 

approval from the HREC of the NWU (ethical number: NWU-00007-17-A1) to ensure that the 

study was conducted in an ethical manner. With regard to data gathering, the researcher 

approached suitable people, with one person serving as an independent person (see section 

3.4.2.2), and the other as an independent moderator, to ensure an ethically  grounded data 

gathering process and to avoid biased data. The researcher took responsibility for arranging and 

setting up the facilities where the focus groups were held to ensure that the they were tidy, safe 
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and free of interruption. The setting was the same at each focus group session, ensuring 

continuity of data gathering.  

It was the researcher’s responsibility to ensure that the independent person (see section 3.4.2.2) 

informed the participants, that the location was organised and well managed throughout, and that 

the independent moderator was well informed about the research topic in order to guide the focus 

groups effectively. 

The researcher took field notes during the focus group sessions, even though the sessions were 

digitally voice recorded. The field notes assisted the researcher while transcribing the recorded 

data. The researcher aimed to obtain new knowledge about consumers’ perceived risks and 

coping strategies during e-tailing in a South African context with this study.  

The researcher’s other responsibilities during this study and its planning involved the following: 

• To write an applicable research method that was used to conduct this study as well as 

developing a topic guide that guided the independent moderator during the focus group;  

• To assist in the process of data gathering; and 

• To conduct data analysis (discussed in 3.6). 

Therefore, although the researcher did not participate directly in the data gathering process, the 

researcher worked closely with the independent person and independent moderator throughout 

the process. Upon completion of data gathering, the researcher took responsibility for  conducting 

data analysis as well as finalising the research process. The researcher’s supervisors acted as 

co-coders during the data coding process, thereby adding quality control during the analysis 

process 

3.5 Data gathering 

For the purpose of this study, data were gathered by means of focus groups, which may be 

described as a method for which data are collected during carefully selected focused group 

interaction, including discussion of a particular focused phenomenon (Botma et al., 2010:210; 

Greeff, 2011:361). As early as the 1930s, focus group sessions arose out of the necessity to 

obtain data that were not limited or influenced by the interviewer’s point of view, as may often be 

the case with interviews if not conducted by an experienced and trained interviewer (Krueger, 

1988:19). The researcher thus decided to make use of an independent moderator to conduct the 

focus groups. Inevitably, focus groups are usually conducted with a chosen profile of participants 

(see Table 3-1, section 3.4.2.1), in order to listen and gather new information as the participants 
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share it during a group discussion (Krueger & Casey, 2000:4). Focus groups involve  people who 

present specific characteristics to obtain rich qualitative data by conducting a focused discussion 

to gain a better understanding of experiences of a certain phenomenon (Krueger & Casey, 

2000:10). For this study, participants were required to have had prior experience of e-tailing to be 

able to share their experience regarding possible risks and coping strategies.   

3.6 Role of the independent moderator 

An independent moderator, who has extensive experience in conducting focus groups and is 

familiar with the field of Consumer Sciences, conducted the focus group sessions. The researcher 

had an appointment with her beforehand, during which the research topic was discussed fully to 

ensure that the independent moderator was able to brief the participants thoroughly and moderate 

the focus groups. The main reason the researcher appointed the independent moderator was her 

extensive experience. This contributed to quality assurance in the study. 

The role of the independent moderator involved communicating the objectives of the study clearly 

to the participants. The independent moderator welcomed the participants and gave a short 

explanation of e-tailing and how the focus group procedure would be conducted. In addition, the 

independent moderator ensured that the participants understood that their participation was 

voluntary. The participants were offered snacks to help create a relaxed environment and serve 

as an icebreaker. A numbering system was used to identify the participants during data analysis, 

which was explained to them. Thus no names were revealed during data gathering and analysis. 

Participants were asked to turn off their cell phones to avoid  unnecessary interruptions. The 

independent moderator gave a clear explanation of what partial confidentiality entailed. It means 

that there was confidentiality within the focus group, but that the researcher cannot control what 

is said outside the focus group (Greeff, 2017). Confidentiality is a matter that needs to be 

respected within the focus group (Krueger & Casey, 2000:175), and was communicated to the 

participants by the independent moderator. Due to the purposive and snowball sampling that had 

taken place, there were participants within the focus groups who knew one another and they were 

asked expressly to respect the importance of partial confidentiality. 

Before any questions were asked, the difference between online shopping and e-tailing was 

explained, that:  “Online shopping consists out of anything that can be bought online, including 

cars, plane tickets and booking holiday destinations, while e-tailing consists of purchasing 

products that are available only in retail outlets such as electronics, clothes and games”. 

Throughout the focus groups the independent moderator made clear that there was no right or 

wrong answers and that participants could withdraw at any time should they wish to do so. Only 

one independent moderator was used to ensure that the different focus groups were conducted 
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in a similar manner. After the participants had left, the researcher and the independent moderator 

went through the information obtained in every focus group session. 

3.6.1 Focus groups 

Focus groups are a common and applicable method used in qualitative descriptive studies to gain 

a broad insight into the subject (Neergaard et al., 2009:2). This was considered achievable in the 

study because all participants shared similar real-life experiences about e-tailing. Another reason 

why focus groups were chosen as a method of data collection is that they are a very effective 

data gathering technique in descriptive studies (Sandelowski, 2000:338). The researcher wanted 

to gather as much information  as possible about the research phenomenon.  

3.6.1.1 The number and size of focus groups 

Since several focus groups need to be conducted (Krueger & Casey, 2000:4) in order to achieve 

data saturation, four groups were held, and a fifth confirmed data saturation. The independent 

moderator advised the researcher to hold the fifth focus group to obtain information from 

consumers aged 40 years and older, since the other focused groups with younger participants 

revealed a slightly different perspective towards e-tailing, risks and coping strategiesThis was 

done because participants in this age category were less represented in the first four focus 

groups. As soon as the information started to repeat, it served as an indication of data saturation. 

Usually, data saturation is achieved after four focus groups (Greeff, 2010:370), and only when 

the researcher (with confirmation of the independent moderator) was able to say that enough 

information had been collected a fifth focus group was held to confirm data saturation. When 

consumers’ experiences are being shared in a focus group, six to eight participants are necessary 

(Botma et al., 2010:211), hence  the researcher aimed to use eight participants per focus group, 

although in some groups only six attended. This ensured that each participant was able to share 

a detailed discussion about his or her experience regarding e-tailing. The focus group discussions 

were between 40 to 50 minutes per session, but the participants did not indicate any signs of 

being uncomfortable.   

3.6.1.2 Pilot focus group 

The first focus group is usually regarded as a true pilot test (Greeff, 2011:370). In the first group, 

the participants understood the questions clearly and discussed them thoroughly. Afterwards, the 

independent moderator and the researcher communicated possible changes to the following 

focus groups to ensure rich data. In qualitative studies, data saturation refers to the collection of 

data to the point at which a sense of closure is achieved (Botma et al., 2010:202). The data 
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received about consumers’ e-tailing behaviour were not representative of the population as a 

whole. 

3.6.1.3 Obtaining demographic information 

A short quantitative questionnaire, aimed at obtaining only demographic information about the 

focus group participants, as well as their basic e-tailing involvement and interaction (see 

Addendum D) were distributed on the day of data gathering. This questionnaire was handed out 

before the focus group was conducted, with clear instructions about its purpose and how to 

complete it. The responses formed part of the results and helped to guide and interpret the 

findings. 

3.6.1.4 Conducting the focus groups 

The focus groups were conducted in English and Afrikaans, ensuring that the participants were 

comfortable talking in either one of the languages. The researcher used two digital recorders, one 

mains-operated and the other battery-operated. While recording data, verbal and non-verbal cues 

are essential to take into consideration (Denham & Onwuegbuzie, 2013:671). Accordingly, during 

the focus group sessions, data were collected by means of discussions, while the researcher took 

descriptive theoretical field notes as these capture the setting and thus assisted the researcher 

to more correctly interpret the data (Botma et al., 2010:219; Mack et al., 2005:72).  

The independent moderator, researcher and co-coders in this study signed confidentiality 

agreements to ensure that private information about the participants would not be disclosed 

publicly. A focused interview schedule (see Addendum C) was compiled to guide the focus group 

discussion and to ensure that participants stayed focused on the research topic of e-tailing, as 

advised by Bourgeault et al. (2013:340), while it was being discussed and approved by qualitative 

experts. It was essential that participants gave as much information about the phenomenon as 

possible for compelling and rich data gathering to take place.  

3.6.2 Focus group procedure 

E-tailing can be seen as an everyday experience because consumers are often exposed to the 

internet environment daily. The independent moderator communicated the following aspects 

(Krueger & Casey, 2000:175) to participants before conducting each focus group:  

• A thorough description of the research study 

• The persons who needed to have access to the results of the study  
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• A general confidentiality brief and what it entailed 

• How the digitally recorded data were used, and who would have access to it 

• The role of the independent moderator, namely to keep the discussions on track and on topic  

• Participants’ names would not be asked for, and anyone who might know others in the group 

was asked to keep discussions confidential 

• A summary of the focus group to conclude the discussion and ensure that the most important 

points had been captured.   

3.6.2.1 Introduction to the focus group 

As previously stated, the focus groups were held at the North-West University, Potchefstroom 

Campus, in the seminar room in Building F15. This particular location is often used for seminars 

and interviews, and has the necessary facilities. The focus groups were held after 5 o’clock in the 

afternoon, a time likely to suit most consumers during a normal workday. At the conclusion of the 

focus groups, the independent moderator briefly summarised what had been said. The researcher 

was aware that participants could not be compensated for their personal time and travelling costs, 

but after completion of each focus group, they were thanked by handing each R50.00 in a sealed 

envelope as token of appreciation for their time and effort. The participants had not known about 

this beforehand, thus it did not influence their attitude towards the focus group. 

3.7 Data analysis 

A descriptive approach was used due to the lack of information and the researcher’s need to 

obtain deeper insight into the phenomenon (Fouché & De Vos, 2011:95), in this case, consumers’ 

perceived risks and their coping strategies toward e-tailing. The data analysis for this study was 

carried out according to a framework by Creswell and consisted of six stages (Botma et al., 

2010:223-225; Creswell, 2016:158-164), which will be discussed below.  

Stage 1: Organisation and preparation of data for analysis 

During this stage, the researcher transcribed the focus group recordings verbatim. The 

transcription of data is regarded as a critical process in preparing data for analysis (Botma et al., 

2010:214), hence the researcher took responsibility for this to ensure accuracy.  After 

transcription, the data were arranged and sorted to give the researcher a more detailed picture of 

the information obtained through the focus groups.  
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Stage 2: Developing a general sense of the data 

The researcher acquired a general sense of what the data consisted of by reading through the 

transcription a few times. The researcher then listened to the focus group recordings to obtain a 

general sense of understanding and made notes about what the participants had said. This 

process enabled the researcher to better understand what the participants had meant during 

focus group discussions (Creswell, 2016:18). The fact that the researcher transcribed the data, 

assisted in obtaining a general sense of the data in combination with the descriptive theoretical 

field notes taken during the focus group sessions by the researcher. 

Stage 3: Obtaining an in-depth understanding of the data 

A detailed analysis was used to assist in organising the information into large sections so that the 

researcher was able to obtain meaning of the participants’ discussions. It remained the 

researcher’s responsibility to code and organise the information, using only the recordings and 

written notes. The researcher read through the data and organised them into codes or segments 

by using descriptive words.  

Stage 4: The coding process 

During this stage, the researcher used the coding process to get a better sense of the participants’ 

opinions expressed in the focus groups. When coding, the researcher aimed to reduce the volume 

of the data by assigning short, descriptive codes and descriptions that enabled the descriptive 

parts of the data to  be retrieved (Merriam & Tisdell, 2016:199). The themes, categories, codes 

and sub-codes are scrutinised and provided in Addendum J. Codes are words the researcher 

identifies from sentences or paragraphs. For a code to be effective, it should consist of one to 

three words (Creswell, 2016:160). Creswell (2016:160) identifies two types of codes, namely 

expected codes and unexpected codes. The expected codes refer to what the researcher aimed 

to find in the transcribed data, based on the researcher’s literature background about the 

phenomenon (Creswell, 2016:160). Conversely, unexpected codes refer to codes the researcher 

has defined as surprising, or unexpected (Creswell, 2016:160). After the researcher had identified 

all the codes, they were listed. These broad codes were reduced categories, thus grouping the 

codes in a category in which there are similarities. To further clarify the data, the researcher sorted 

the categories into themes, which displayed the various opinions and experiences of the 

participants holistically (Creswell, 2016:189) and in accordance with the objectives of the study. 

The identified themes were referred to as the major findings. There were also co-coders (the 

researcher’s supervisors) who worked through the data,  ensuring that the codes, categories and 

themes were appropriate. This ensured both discussed agreements and disagreements until no 
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disagreements were visible thus confirming convergent validity (Friese, 2014:134) along with 

quality control of the data transcribed.  This formed part of the report on the findings. A summary 

of the themes, codes and categories is provided in Addendum J. 

Stage 5: Presentation of the findings 

This consists of the representation of findings in the qualitative narrative, which provided a more 

detailed discussion of the identified themes. Discussions were included, with themes that were 

seen as interconnecting. Direct quotes of the participants (see Addendum J) were used with the 

results and discussion (discussed in Chapter 4) by the researcher. 

Stage 6: Interpretation of the data 

During this final step, the researcher interpreted the meaning of the data. The researcher’s 

background knowledge, obtained through literature on e-tailing and consumers’ perceived risks 

and coping strategies, was relevant as it affected the interpretation of the data. It was important 

to keep in mind how the identified themes might be interrelated to convey an overall image of the 

phenomenon (Creswell, 2016:162).  

3.8 Trustworthiness 

Trustworthiness is vital for data analysis and interpretation of findings as well as conclusions 

(Anney, 2014:273; Elo et al., 2014:1) as it ensures that the study has value and is conducted in 

an ethical manner. The process of trustworthiness involves continuous consistency checks and 

working with co-coders to ensure that the study has no biased contributions. The following section 

will discuss the study’s truth value, applicability, consistency, dependability, and neutraility in table 

format (Table 3-2).  

 
Table 3-2: Trustworthiness of the study according to certain criteria and strategies as well as 

their application. 

Criteria and strategy Possible risk Precautionary actions 

taken  

Truth value 

Credibility, also referred to 

as authenticity, is seen as 

the alternative to internal 

validity, whereby the 

phenomena should be 

described and identified 

 

When literature is not 

referenced, the research 

problem might be incorrectly  

defined or not strongly  

enough, thereby reducing 

the truth-value of the study.  

 

By referencing both 

international and national 

scientifically grounded 

literature, a problem 

statement was composed,  

clarifying the identified 
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correctly by the researcher 

(Schurink et al., 2011:420). 

 

 

phenomena for this study 

and ensuring that the 

research problem is defined 

and approached in a 

suitably scientific manner. 

The data obtained are not 

reported fully or are 

interpreted according to the 

researchers’ own idea of the 

described phenomenon. 

To ensure credibility, the 

researcher truthfully 

reported the information 

obtained by the participants 

in the focus groups 

regarding their experiences 

with the e-tailing process by 

making use of recordings 

and field notes. The 

recordings were transcribed 

verbatim and double-

checked by the co-coders 

before the findings were 

deemed conclusive.  

The conducted focus groups 

were facilitated by an 

experienced person 

(independent moderator) 

with no background bias 

regarding the studied 

phenomenon.  

The researcher made use of 

an expert in conducting 

focus groups. The 

independent moderator was 

informed about the general 

background of this study 

and received the topic guide 

a week before the focus 

group to prepare. The 

researcher’s contact details  

were  made available to the 

independent moderator 

should any questions have 

arisen during preparation.  

Recording of data was the 

only method of data 

gathering used and was 

Digital recordings were used 

as well as field notes (also 

known as document 

Criteria and strategy Possible risk Precautionary actions 
taken 
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captured by the researcher 

with field notes made during 

the focus group. The 

researcher  conducted the 

transcription of data.  This 

increased the likelihood of 

the study  being  biased 

towards the researcher’s 

opinion. 

analysis). The primary aim 

of field notes was to 

investigate participants by 

analysing authentic written 

information (Botma et al., 

2010:219). The recorded 

information was transcribed 

verbatim by the researcher 

personally, with the 

supervisors acting as co-

coders to ensure accuracy. 

Before data analysis began, 

the researcher listened to 

recordings again and 

double-checked 

transcriptions. 

 

The researcher made use of 

coder and co-coder 

analysis. The co-coders had 

previous experience of 

qualitative data coding. This 

contributed to ensuring that 

data analysis was done 

without bias. 

Applicability 

In the case of transferability, 

the researcher asked if the 

information obtained from 

the study would be 

transferred from one 

situation to another 

(Schurink et al., 2011:420), 

thus the data cannot be 

generalised to different 

settings and populations, 

 

Data were not dense 

enough and data saturation 

was not achieved, which 

influenced the analysis of 

the data obtained. 

 

 

  

Five focus groups were 

conducted. After the fourth 

focus group, the information 

became repetitive. The fifth 

focus group was held was to 

see if the information 

provided by consumers 

aged 40 years and older 

differed from that of the 

younger consumer market. 

Criteria and strategy Possible risk Precautionary actions 
taken 
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but rather to the study 

population used. The 

researcher is responsible for 

providing a clear and broad 

range for the inclusion 

criteria (Lincoln & Guba, 

1985:316). 

This focus group session  

confirmed data saturation. 

The selection of the sample 

group was inaccurate. 

The researcher conducted a 

thorough literature search to 

ensure the sampling method 

and the inclusion criteria for 

participants in this study 

were applicable to the 

research problem stated in 

Chapter 1.  

Data gathering was  

conducted in an unethical 

manner. 

Before the focus groups 

were conducted, the 

necessary steps were 

followed to obtain ethical 

approval from the applicable 

ethics committee (HREC) 

and the study was 

conducted within these 

guidelines. 

Consistency 

Dependability  

For dependability of a study, 

the researcher needs to ask 

whether the information 

obtained is well documented 

and audited in a logical 

order (Schurink et al., 

 

 

The process of the research 

was followed in such a 

manner that it did not make 

sense.  

 

 

 

In this study, it was 

important to organise the 

work logically in examining  

how consumers’ perceived 

risks influence their chosen 

coping strategies and that 

Criteria and strategy Possible risk Precautionary actions 
taken 
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2011:420). Consequently, 

this means that the 

information obtained by the 

researcher must be  

gathered consistently in the 

measurement of the 

targeted variables (Lapan et 

al., 2012:29). 

each perceived risk should 

be compatible with a coping 

strategy. This influenced the 

findings of the study as well 

as its future contribution in a 

South-African e-tailing 

environment.  

The data collected are not 

analysed in a logical 

manner. 

The researcher analysed 

the data after the two co-

coders had carried out their  

analysis. The researcher 

and the two co-coders 

compared their findings to 

see whether analysis had 

been done without bias and 

in a logical manner. 

Neutrality 

The concept of 

conformability is more 

commonly referred to as 

objectivity (Schurink et al., 

2011:421). 

 

The independent moderator 

allows his/her personal view 

or opinions to influence the 

participants’ responses. 

 

It was essential that the 

independent moderator 

remain neutral and objective 

throughout the process of 

conducting the focus group. 

This means that the 

independent moderator 

could not let any personal 

values influence the focus 

group session. Hence an 

experienced independent 

moderator was used during 

the focus groups. The main 

reason why it was important 

for the independent 

moderator as well as the 

researcher to remain 

objective was that the 

participants’ findings needed 
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to be an accurate reflection 

of their experience of the e-

tailing process and not 

influenced by the opinions of 

the independent moderator. 

 

3.9 Ethical considerations 

Ethical issues are an essential factor to keep in mind during research. In this section an overview 

regarding ethical considerations is discussed. 

3.9.1 Ethical approval 

3.9.1.1 Legal permission 

Before recruitment and data gathering for this study took place, an ethical application was 

submitted to the HREC of the Faculty of Health Sciences of the NWU, Potchefstroom Campus, 

for approval, which was subsequently obtained (NWU-00007-17-A1).   

3.9.1.2 Recruitment of participants 

Consumers residing in Potchefstroom in North West Province were notified about the study two 

weeks before  data collection.  In accordance with the purposive and snowball sampling method 

used (section 3.4.2), participants were approached in an internet environment as well as general 

environments such as public notice boards (discussed in section 3.4.2.1) informing potential 

participants about the study and its purpose (discussed in section 3.5.2). Contact information for 

the independent person was provided and participants were asked to send an e-mail confirming 

that he/she was willing to take part in the study. The advertisement included a closing date to 

ensure that potential participants responded in time. As soon as the researcher had achieved the 

desired number of participants, the independent person e-mailed them an electronic informed 

consent letter with details of the place and time for the focus groups (discussed in section 3.4.2.1). 

As part of the notification process, participants were informed whether or not they fitted the 

inclusion criteria of the study (see Table 3-1, section 3.4.2.1).  

The purpose of this study, as well as the consent to participate, was explained in the informed 

consent form and participants had time to consider whether they wanted to take part  or not – 

given that participation was voluntary (discussed in section 3.5.2.1). They were given one week 

before the group sessions to read the consent form, and further information was sent to them via 

e-mail. Aspects such as participants’ confidentiality, privacy and voluntary participation were 

Criteria and strategy Possible risk Precautionary actions 
taken 

Criteria and strategy Possible risk Precautionary actions 
taken 
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emphasised in the informed consent form as well (discussed in section 3.5.2.1).The participants 

had the opportunity to ask any questions about the study and focus groups prior to the sessions 

starting.  

3.9.1.3 Informed consent 

Before data collection took place, written consent was obtained from the participants in the study 

by means of an informed consent form (see Addendum B). The purpose, the method and the 

means of data gathering were explained in advance and again in the informed consent form 

(discussed in section 3.5.2). Throughout the process (discussed in detail in section 3.5.2), it was 

made clear to the participants by the independent moderator that being part of this study was 

voluntary and they could withdraw at any time before each focus group session commenced.  

Informed consent was obtained as follows: as soon as a potential participant had notified the 

independent person that he/she was interested in taking part in the study, the independent person 

provided more information about the study, in the information leaflet (see Addendum F). This 

included an informed consent form to read through by e-mail in advance. Participants also 

received a hard copy of the informed consent form on the day of the focus groups to read through 

again and sign before the focus groups started. They were given the opportunity to ask any 

questions.  

The researcher did not hold an information session before the focus group. The independent 

person made contact with the participants by telephone, two weeks prior to the focus group 

session confirming the place, date and time and confirming that the participant will only participate 

in one focus group session. A week before the focus group met, the independent person sent a 

confirmation letter to all participants. On the day of the focus group session, the independent 

person made follow-up phone calls to confirm the focus group session with each participant. 

During this time, each participant was given sufficient time to read the informed consent on their 

own and raise any uncertainties they might have concerning the study or the use of data or to 

contact the independent person should they have any questions they wished to have answered 

beforehand. On the day of the focus groups, the independent person, was present to go through 

the informed consent forms with the participants and witnessed the signing of the informed 

consent forms. The researcher signed the forms afterwards, as she was not present during this 

stage of the process.  

The following aspects were addressed in the informed consent form (see Addendum B):  



 

72 

• purpose of the study 

• the inclusion criteria of the study  

• voluntary participation 

• partial confidentiality throughout the focus group and anonymity of data during analysis   

• the right to withdraw from the study at any stage 

• any possible risks the study might pose 

• the researcher’s personal contact details and contact information as well as of the 

University’s HREC office 

• number of participants in the study 

• the study’s ethical approval number. 

It was emphasised that the information participants provided would not be judged but that all 

comments would contribute to the purpose of the study. 

 

3.9.2 Risks and benefits analysis 

The following anticipated risks related to participants: 

3.9.2.1 Physical risks 

The researcher considered physical risks anticipated for this study and ensured that it would be 

limited. Every aspect of the participants’ physical risks was addressed.  

 

Table 3-3: Possible physical risks during focus group discussions and precautionary actions 

taken. 

 Possible physical risks Precautionary actions taken  

Focus group 

independent 

moderator 

Possible physical risks included 

the possibility that the focus 

group’s independent moderator 

might experience discomfort 

during the group event.  

The researcher explained the 

topic to the independent 

moderator and provided 

information to overcome this 

possible risk. 

Participants The duration of the focus 

groups could not be determined 

beforehand, which might result 

in participants being physically 

exhausted or irritated. 

The focus group independent 

moderator was informed in 

advance that breaks could be 

provided if needed. Since the 

focus group moderator is 

experienced in handling focus 
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groups, she was able to guide 

participants if they became 

side-tracked during the 

discussions to refocus on the 

question at hand and to ensure 

that the sessions were not 

unnecessarily long. 

Participants might become 

thirsty and hungry during the 

focus group session. 

Snacks were provided to the 

focus groups beforehand. Each 

participant received a 330ml 

bottle of water. No comfort 

breaks were necessary even 

though the focus group lasted 

for approximately an hour and a 

half. 

 

3.9.2.2 Psychological risks 

The researcher considered any possible psychological risks the participants might experience 

during the focus group discussions and addressed them accordingly.  

Table 3-4: Possible psychological risks during focus group discussions and precautionary actions 

taken. 

 Possible psychological risk Precautionary actions taken  

Focus group 

independent 

moderator 

The focus group independent 

moderator might feel 

uncomfortable hosting the 

group. 

A week prior to the focus group, 

the researcher ensured that the 

independent moderator was 

fully briefed on the topic.  

Participants There is a possibility that 

participants might feel 

uncomfortable about some of 

the questions asked. 

 

The participants were informed 

at the beginning that they did  

not have to answer a question if 

they were not comfortable with 

it. The participants were 

 Possible physical risks Precautionary actions taken 
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reassured that there were no 

right or wrong answers and that 

each participant’s opinion was 

highly valued. Participants 

could have withdrawn at any 

given moment, but they were 

encouraged to reconsider their 

decision if they wished to do so. 

Care was taken by the 

researcher to ensure that none 

of the questions asked were of 

a sensitive personal nature. 

Therefore, a professional 

moderator was used to avoid 

any unnecessary uncomforting 

feelings. 

Participants can feel 

uncomfortable sharing 

information in front of others. 

Only partial confidentiality could 

be ensured and therefore it was 

included as a risk in the 

informed consent form. 

Participants were reassured 

that they did not have to answer 

or take part in a discussion if 

they did not want to.  

Participants can feel that the 

answers they provide are not 

correct.   

Participants were informed in 

advance that were no right or 

wrong answer to questions. 

Every answer was a 

contribution to the study. This 

information was reiterated  

throughout the focus group 

discussions. 

Participants can feel 

psychologically uncomfortable 

The researcher chose a neutral,  

non-threatening environment 

where a comfortable 

 Possible psychological risk Precautionary actions taken 
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in the environment in which the 

focus group is held. 

atmosphere was created and 

participants were given 

refreshments preceding the 

focus group session. During 

this, the participants were 

introduced to one another 

briefly. 

 

3.9.2.3 Social risks 

Any potential social risks participants might experience during the focus group discussions are 

listed below, as well as actions taken to prevent, or relieve these. 

 

Table 3-5: Possible social risks that might be experienced during focus group discussions and 

actions taken. 

 Possible social risk Risk reliever 

Focus group 

independent 

moderator 

The main social risk the focus 

group independent moderator 

could experience is not being 

accepted by the participants in 

the group.  

The focus group independent 

moderator was experienced in 

conducting focus groups and 

trained in the subject, thus it is 

a process the independent 

moderator was familiar 

handling.  

Participants Participants can feel obligated 

to take part in this study 

because other participants are 

present.  

By agreeing to the terms of the 

consent form, the participants 

were reassured that 

participation was voluntary. 

As discussed in Chapter 2, 

participants may experience 

social risks with e-tailing as this 

could be a method of shopping 

that is not approved by their 

peers. 

The focus group independent 

moderator assured the 

participants that the information 

provided was not a right or a 

wrong answer, and that all 

answers were valuable to the 

study. During data analysis, no 

 Possible psychological risk Precautionary actions taken 
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specific answers were identified 

as being inked to a specific 

participant. Only partial 

confidentiality could be 

guaranteed (as discussed in 

section 3.9). 

 

3.9.2.4 Legal risks 

The researcher followed the ethical guidelines set out by the NWU and the study was accordingly 

conducted in an ethical manner. Hence there were no anticipated legal risks to either the 

researcher, the focus group’s independent moderator or the participants.  

3.9.2.5 Economic risks 

The participants were given only a token of appreciation for their time in the study. This was 

presented at the end of each focus group, thus did not affect the participants in any way during 

the focus group discussions (discussed in section 3.5.2.1). The participants received R50.00 in 

cash and the independent moderator R 1000.00 for all focus groups conducted. The independent 

moderator had indicated that she would conduct the focus groups without compensation,  but the 

researcher thought it fair to thank her by means of a cash gift. Neither the focus group independent 

moderator nor the participants had to travel far to attend the research sessions, which were held 

centrally at the North-West University Potchefstroom Campus,  thus not requiring the researcher 

to cover travelling costs.  

3.9.2.6 Dignitary risks 

There was no dignitary harm expected to the focus group independent moderator or to the 

participants. The independent moderator is a well-trained researcher with experience in 

conducting consumer focus groups. Furthermore, the independent moderator was familiar with 

the research topic, thus ensuring effective focus group sessions.  

3.9.3 Contribution of the study 

There is limited reference to studies conducted in a South African context into e-tailing and 

consumers’ perceived risks and coping strategies, thus the study can contribute new knowledge 

in the field of Consumer Sciences and retailing. This study will also contribute to the NWU 

research mission since findings may be published in an academic journal. This study is relevant 

 Possible social risk Risk reliever 
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and will provide useful knowledge of how consumer behaviour is affected by consumers’ 

perceived risks and coping strategies in the e-tailing process. The information obtained from this 

study can be useful to various South African e-tailing companies such as Takealot.com, Groupon, 

Bid-or-buy and Woolworths, to name a few (Effective Measure, 2014:4).  

 

3.9.4 Benefits to the community 

This research will contribute to consumer behaviour literature on the kinds of risks consumers 

experience as well as the coping strategies they resort to. The outcome of this study could serve 

as baseline research in the field of consumer online shopping behaviour and thus add to the body 

of existing literature. The knowledge gained may thus contribute to educating the consumer 

community about perceived risks and coping strategies in e-tailing. The benefit for participants 

includes being part of new research and receiving feedback from the results. Accordingly, this is 

a low-risk study in which the benefits have outweighed any possible risks.  

 

3.9.5 Researchers’ competence 

Although the researcher has the necessary knowledge of the topic of this study, the independent 

moderator conducted the focus groups and the researcher was present only to observe and make 

field notes during the focus group discussions. The study was undertaken with the supervision of 

experienced and researchers, including Dr Neoline Le Roux, Dr Hanlie van Staden and Mrs 

Heleen Dreyer, who are all skilled in conducting research in Consumer Sciences. 

3.10 Confidentiality, anonymity and storage of data and dissemination and feedback of 

data 

3.10.1 Confidentiality and anonymity 

It was made clear to the participants throughout that participation in this study was voluntary and 

that only partial confidentiality could be ensured during focus group discussions. Partial 

confidentiality was therefore included as a risk in the informed consent form. Every participant 

was made aware of this in advance. The researcher ensured that the data obtained from the focus 

group, as well as any personal information about the participants, would be protected by a 

numbering system (also referred to as a coding system) used for the identification of participants, 

and which ensured that any information that could be traced back to the participant would be 

removed. 
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3.10.2 Data storage 

Any personal participant data will be removed when the research is published. This is already 

done in the coding process. Any remaining personal data will be accessible only by the researcher 

and with permission from the NWU. The raw data collected will be stored on a password protected 

computer in a supervisor’s securely locked office, Room 105 in Building F15 (Consumer 

Sciences), NWU (Potchefstroom Campus) for seven years. Any electronic data will be secured 

with a password and kept by the researcher. After the storage period expires, the data will be 

destroyed by shredding printed documentation and deleting data files according to NWU 

regulations. 

3.10.3 Data dissemination and feedback 

During the study, only the researcher and the researcher’s supervisors will have access to the 

data. Upon completion of the study, feedback will be provided to the participants by e-mail with 

an infographic summary. This will include the research question, aim and objectives as well as 

the main findings in a readily understandable format. 

3.11 Conclusion 

In this chapter, the research methodology for the study was explained. A qualitative research 

approach was used, and a demographic profile obtained by a brief quantitative questionnaire. 

The qualitative research design was explained with regard to the research approach, sampling, 

data gathering, data analysis, trustworthiness, ethical considerations, confidentiality, anonymity, 

storage of data, feedback and dissemination of findings. In the following chapter, the findings will 

be presented and discussed. The exploratory nature of this study resulted in not making that many 

interpretations, but rather exploring the phenomenon about consumers’ e-tailing behaviour with 

regard to perceived risks and coping strategies.  
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CHAPTER 4 – FINDINGS 

In this chapter, the findings of the focus groups will be discussed.  
             

4.1 Introduction 

This chapter deals with the findings of this qualitative descriptive study exploring consumers’ 

experiences of e-tailing, and their perceived risks and coping strategies. First, the demographic 

characteristics of the participants will be presented, followed by the findings of the focus group 

discussions. These findings will be reported in accordance with the main themes that evolved 

from the data analysis and in response to the objectives set out for the study (see section 1.8.2 

in Chapter 1). Further, categories and codes related to each theme are provided to lend depth to 

discussion of findings (see Addendum J).  

4.2 Demographic characteristics of participants 

A brief overview of the demographic profile of the participants is presented to enhance the context 

and understanding of the findings. Participants complied with the inclusion criteria for the study, 

namely, to have experience of the e-tailing purchasing process amoung other. A total of 31 

participants took part in the focus groups (see Table 4-1). The majority were female (90.3%), and 

the age group 18-29 years was the most represented (64.5%). Participants were mainly well 

educated, and included 87.1% with tertiary qualifications. The participants indicated that 67.7% 

of them made e-tailing purchases every month, while 59.0% spent up to R1 000.00 on these e-

tailing purchases. Accessories such as jewellery, bags and shoes (74.1%), followed by clothing 

items (70.9%) and gifts (63.5%), were the products mostly bought from online retailers. The 

demographic profile summary is presented in Table 4-1. 
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Table 4-1: Demographic profile of the study population (N=31) 
Variable Frequency (N) Percentage (%) 
Gender  
Male        3  9.7% 
Female        28  90.3% 
Age ** 
18 – 29         20  64.5% 
30 – 39         6  19.3% 
40 – 49         1   3.2% 
50 – 59         4  12.9% 
Level of education 
Grade 7        N/A  N/A 
Grade 8 – 11        N/A  N/A 
Grade 12        4  12.9% 
Tech diploma / degree      3  9.6% 
University degree       24  77.4% 
Other (skills development)      N/A  N/A 
Occupation/Work position ** 
Student        9  20.0% 
University assistant       4  12.9% 
Town planner (junior)      2  6.4% 
Self-employed       1  3.2% 
Lecturer         6  19.3% 
Retail agent       1  3.2% 
Post-graduate student      2  6.4% 
Resident officer       1  3.2% 
Online content developer      1  3.2% 
Librarian        1  3.2% 
Occupational therapist      1  3.2% 
Pharmacist – manager      1  3.2% 
Administrator       1  3.2% 
How often do you make online purchases? ** 
Once per day       1  3.2% 
Once per week       8  25.8% 
Once per month       21  67.7% 
Once per year       5  16.1% 
What is the most (in Rand value) you usually spend on online shopping? 
</= R 1 000.00       18  59.0% 
R 1 100.00 – R 5 000.00      12  41.0% 
Have you ever bought any of the following products online? *** 
Books        16  51.6% 
Clothing        22  70.9% 
Accessories (such as jewellery/bags/shoes)    23  74.1% 
Toys        5  16.1% 
Games        5  16.1% 
Food        3  9.6% 

- Perishable      3  9.6% 
- Non-perishable      4  12.9% 

Household appliances      12  38.7% 
Software        11  35.4% 
Flowers        7  22.5% 
Gifts        20  64.5% 
Music        13  41.9% 
Health        8  25.8% 
Beauty        11  35.4% 
Digital mobile device      6  19.3% 
Video games       3  6.6% 
Art        5  16.1% 
Other (please specify)  
Eco products, sport equipment, baking goods, fabric, camping, outdoor, fishing, wool/yarn, stationary, dog food.  
What is your monthly income? ** 
</= – R 11 999.00       15  48.3% 
R 12 000.00 – R 19 999.00      2  6.4% 
R 20 000.00 – R 29 999.00      6  19.3% 
R 30 000.00 – R 40 000.00       3  9.6% 
R 50 000 - >        1  3.2% 
I prefer not to disclose this information     4  12.9% 

** Not all percentages round off to form 100% and  
*** Participants were able to choose more than one option, therefore the total will not be 100% 
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4.3 Findings of the focus group discussions 

In the focus groups discussions, participants shared their experience of e-tailing purchases. For 

these discussions, an interview schedule (see Addendum C), was used by the independent 

moderator to explore the participants’ opinions in sharing their experience of making purchases 

in the online environment. The following questions were asked in order to guide the focus groups 

discussions: 

1. Why do you choose e-tailing as a method of making purchases?  

2. When/why do you not choose e-tailing as a method of making purchases?  

3. What do you see as risks during the e-tailing process?  

4. How do you handle these risks with e-tailing?  

5. Why would you/would you not recommend the e-tailing purchasing method to friends and 

family? 

Three main themes emerged from the focus group discussions. Theme 1 entails participants’ 

experience with e-tailing, while participants’ preferences for physical stores and perceived 

risks with e-tailing emerged as Theme 2. In Theme 3, participants shared their coping 

strategies with these identified risks and how they resort to coping strategies to ultimately reduce 

the experienced risks. All three themes are discussed under separate headings, but the 

information is interrelated and forms part of participants’ entire e-tailing experience.  

4.4 Theme 1 – Participants’ experience with e-tailing 

All categories, codes and related quotes are provided in Table J.1 (Addendum J). In Figure 4-1, 

a summary of these categories and codes related to Theme 1 is provided. Theme 1 reveals three 

categories, which include product variety and availability, the convenience of e-tailing purchases 

and financial aspects. 
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Figure 4-1: Theme 1: Participants’ experiences of e-tailing.   

4.4.1 Category 1: Product variety and availability 

E-tailing offers consumers a variety of products, across all categories (Davari et al., 2016:186-

187). It was evident that participants of all ages, chose e-tailing as a form of making purchases 

due to the variety of products offered, as they believed that the options with e-tailing were 

“bigger”, referring to a wider assortment of products, with a more extensive variety of 

merchandise. This finding is supported by literature that indicated consumers’ need to be able to 

access a large variety of products by e-tailing (Hung & Cant, 2017:1; Javadi et al., 2012:81; 

Mpinganjira, 2016:447). Moreover, participants look online for more product choices rather than 

visiting brick-and-mortar operations for variety as supported by Chen et al., 2017:143; Li et al., 

2018:100; Lim & Ayyagari, 2018:360. 

 “Where online there are just so much bigger [more variety to choose from], stuff that is a 

bit different [deeper assortment of products].” [Focus group 5.4; age #44] 

Theme 1: Participants' 
experience of e-tailing

Product variety and 
availability 

Product variety

Availability of product 

Convenience of e-
tailing purchases

Convenience

Quick

Easy access

Shopping experience

Financial aspects

Financial advantages

Payment method
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“… larger variety [products] on the websites than the stores itself.” [Focus group 2.6; age 

#22] 

Both statements were by participants from different age categories, indicating that a variety of 

products is considered to be important to all ages. For this reason, making purchases on an e-

tailing platform increased participants’ ability to choose from a variety of products they deemed to 

be useful and able to fulfil their needs. Participants preferred e-tailing due to the variety of 

products offered.These items can be searched for and purchased in an e-tailing environment, 

instead of visiting multiple brick-and-mortar operations. In the demographic questionnaire (see 

Addendum D), participants were able to indicate which products that they mostly bought by using 

e-tailing. These are illustrated in Figure 4-2. This finding reinforces the optimism of, among others, 

the fashion-retail industry (The Foschini Group [TFG] and the Mr Price Group [MRP Group]) that 

there is an increased propensity for consumers to make apparel-related, e-tailing purchases 

(Goko, 2017). Growth in apparel remains the greatest, with e-tailers such as Takaelot and Loot 

coming second, and categories such as arts and crafts, food, beverages, home and garden 

coming third (BusinessTech, 2019). Participants had the option of indicating “other” on the product 

list provided. Products they listed included eco products, sport equipment, baking goods, fabric, 

camping, outdoor, fishing, wool/yarn, stationery and dog food (see Table 4-1 in section 4.2 and 

Figure 4-2), indicating that participants in the study seek a large variety of products as confirmed 

by the previous statement.  

 
Figure 4-2: Online purchases made by participants (see Table 4-1 in section 4.2).  

  

Participants also chose e-tailing due to the availability of products. Some of the products they  

wanted were online exclusively products.  
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“… won’t get it [product] anywhere else, and they [online retailer] specifically import it.” 

[Focus group 5.4; age #44] 

“… only available online…” [Focus group 1.5; age #35] 

This indicated that participants searched for unique products, strengthening the views that 

participants seek a wider product assortment, as previously discussed, and that some of these 

are often only available online (Bernstein et al., 2008:671, Bhatnagar & Syam, 2014:1293, Pi & 

Sangruang, 2011:275-276). Some of the more exclusive products included golf equipment and 

personalised stationery. 

 “I had these cute sticky notes come. Then you take your name and choose your own 

pattern and goods. I mean. That [stationery product], where do you get it? And it is for me 

[personalised]. Everyone wants to know where you get it, where do you buy it… exclusive, 

yes a bit different…” [Focus group 5.3; age #52] 

Participants mentioned that they were exposed to a larger variety of styles, sizes and colours 

online.  E-tailing offers the option of choosing a desired size, and if out of stock, the customer can 

add it to the “wish list” on a specific online retail website, and  will be notified by e-mail when the 

item becomes available. This information emerged when the independent moderator asked 

participants how they were informed about products available on an e-tailing site. Participants 

said that some of the products they were searching for were not available locally, in 

Potchefstroom, therefore location playing a role in their e-tailing behvaiour. Therefore, e-tailing 

offered a solution to consumers that were not able to find what they wanted in physical stores. 

 “Because, even if I walk around in town, I’m not going to get it [the product wanted].” 

[Focus group 5.4; age #44] 

This statement supports the aim of this study, to describe Potchefstroom consumers’ experience 

of e-tailing purchases, as the town continues to have limited options and stock in local brick-and-

mortar stores. Participants’ experience meant they were more aware of the product variety and 

availability offered by e-tailing. This contributed to their turning to e-tailing when they looked for  

product variety and availability. 

4.4.2 Category 2: Convenience of e-tailing purchases 

One of the reasons participants chose e-tailing was its convenience. An online environment 

enables consumers to be better informed, making purchasing decisions more convenient (Freathy 

& Wood, 2016:901;  Lissitsa & Kol, 2016:305; Pauwels & Nelin, 2015:183) and can be considered 

a contributing factor in their willingness to use e-tailing as a form of purchasing  (Elms et al., 
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2016:235; Li et al., 2018:100; Mpinganjira, 2016:449; Rudansky-Kloppers, 2014:1189). 

Convenience can be considered a multi-dimensional aspect of participants’ experience as it 

involves various categories, such as the e-tailing process itself, being able to compare 

information, being goal-orientated in the search for products (as indicated in Figure 4.1), having 

easy access to products and their descriptions, and the convenience of delivery, to name a few. 

Participants were eager to share their experience of e-tailing as convenient, consequently 

simplifying their everyday lives.  

“So, I will say that if you can order it online, it is convenient and anyway something that 

you should do.” [Focus group .4.3, age #28] 

Participants had various opinions about the way in which e-tailing was more convenient than 

visiting physical brick-and-mortar operations. Some of the participants were of the opinion that 

when you search for products online, it is easier to find something that complies with the intended 

criteria. 

“… It’s easier to search for it [product] online and you can search for everything to which 

it must comply…” [Focus group 1.9, age #20] 

Convenience was again highlighted in purchasing products used daily. It was sometimes 

inconvenient to buy some of these purchasing it in a traditional, brick-and-mortar business, 

therefore making e-tailing the more convenient option.   

“… do not have to carry a 20kg bag [refers to dog food]. So it [e-tailing] is very convenient 

for me…” [Focus group 1.4; age #23]. 

Moreover, the e-tailing environment offers participants the opportunity to compare information 

and prices quickly and effortlessly. Participants evaluate products solely on the information 

provided. When participants obtain more product-related information, it eases the process of 

decision-making. E-tailing offers participants an effortless way of obtaining product-related 

information and prices, thus increasing the willingness to make use of it for making purchases.  

“You can make a quicker decision on which one [product] looks the best…” [Focus group 

4.5; age #23] 

According to these statements, participants were able to conduct a more goal-orientated search 

with e-tailing than in traditional brick-and-mortar operations, when they might have to walk from 

store to store to find a particular product.  
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 “Also, the convenience of typing in golden high heels [being goal orientated] and they 

give you all the high heels.” [Focus group 3.3; age #25] 

This attraction of convenience is confirmed by Pi and Sangruang (2011:275-276), who found that 

consumers preferred purchasing in an online environment due to being able to search for certain 

information, thus being goal orientated and experiencing a greater impression of convenience 

during purchases. Consequently, participants reported that being able to search for products’ 

description and to compare products, made e-tailing more convenient than visiting brick-and-

mortar operations. Another factor that can contribute to the convenience of online purchases is 

that it can be conducted at any time in the day or night. E-tailing offers a delivery option, which 

was considered convenient as it enhanced participants’ experience.  

“And it saves you having to carry everything in the store [indicating that it is not always 

convenient purchasing in-store, but with delivery it is] That’s another thing. And that is 

another reason why one should buy it online.” [Focus group 4.3; age #28] 

On most e-tailing sites found in South Africa, delivery is free, provided that a specific amount is 

spent. It is important to note that this amount varies between different sites. 

“Yes. Free delivery.” [Focus group 5.2; age #53] 

The effectiveness of delivery was also seen as being positive, although IT News Africa (2015) 

indicated that 58% of consumers abstain from making purchases online as the delivery of their 

products takes too long. In contrast, participants in this study were of the opinion that delivery 

was a convenient option and that they associated excitement with waiting for the package to be 

delivered. Furthermore, they felt positive about being able to pay once the products had been 

delivered (referred to as payment on delivery on the e-tailing sites). Some of the participants did 

not have the necessary transport to visit brick-and-mortar operations, thus delivery of products 

was deemed to be more convenient. 

“The students of us who don’t have cars, to buy it [products] online, and they come deliver 

it at the hostel is so nice and easy [indicating convenience].” [Focus group 4.5; age #23] 

Furthermore, participants were able to deliver gifts on behalf of their family and friends or for a 

special occasion, which contributed to participants experiencing e-tailing to be convenient and 

positive. Participants stated that they used this option to send gifts to friends and family overseas. 

This was deemed to be convenient, as some e-tailing sites offer the option of a gift delivery as 

well. There are e-tailing sites which, when requested, will wrap the product when sent as a gift.  
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“And what is nice is to send someone a gift. So, you have relatives who live far away or 

friends that live far away and it's nice to send them a parcel too. It makes it so much easier 

than when you have to wait until you see them again or yes.” [Focus group 4.4; age #25] 

“Because I always used AMAZON for my sister, she lives overseas, to send gifts to her.” 

[Focus group 5.1; age #35] 

 “… AMAZON wraps it. They ask if it’s for a gift …” [Focus group 5.2; age #53] 

Participants of all ages indicated that time constraints were contributing reasons why they could 

not visit physical brick-and-mortar operations. E-tailing is more convenient as it can be accessed 

at any time. 

“Stores are limited at certain times… to buy something quick 11 o’clock…” [Focus group 

4.4; age #25]  

“And convenience weighs a lot, especially for us in terms of how busy we are.” [Focus 

group 4.1; age #52] 

Both statements conclude that participants lead busy lives with demanding schedules, and have 

limited time to go in person to shop at brick-and-mortar operations. These statements are 

confirmed in other studies (Sarkar, 2011:64; Zheng et al., 2012:257). Accordingly, the 

convenience of e-tailing served as a contributing factor by saving time in busy schedules, which 

can be ascribed to the busy modern lifestyle of consumers, who spend more than the intended 

time at work (Belezza et al., 2017:119). These time-challenging environments lead consumers to 

seek sophisticated technology to simplify their lives and offer them quick solutions (Matemba & 

Li, 2018:55). E-tailing offers participants the opportunity to make purchasing decisions without 

being restricted by retail operating times or a specific location.   

The online environment offers consumers information and products without any restrictions 

concerning time and space (Chang & Wang, 2010:334). Therefore, consumers can make quick 

decisions, without the restrictions of time and location, and quick comparisons between products.  

“You can decide faster which one [product] looks the best…” [Focus group 4.5; age #23] 

Similarly, participants indicated that they could do quick a search in an online environment. This 

strengthens participants’ goal-orientation, as discussed previously, as the online environment 

enables consumers to effectively search for information or products. Although the information is 

interrelated, participants emphasised that the search for specific products was done quickly. 
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“… I think the whole process of purchasing and knowing that that’s what you are going to 

have is faster.” [Focus group 1.1, age #23] 

This statement showcases participants’ experiencing e-tailing as positive and illustrates that 

buying products on an e-tailing site is considered to be easier than ever (Avery et al., 2013:28), 

thus making it a purchasing method that might be preferred over traditional shopping methods in 

the future. 

As stated in Chapter 1 (Section 1.1.1), towards the end of 2019, almost 31 million of the 58 million 

South African consumers will have access to the internet (Internet World Stats, 2019), with 65% 

of these accessing the internet daily (Statista, 2018b). This indicates that South African 

consumers are accessing the internet regularly and have easy access to e-tailing sites and 

applications. Regrettably, there are still those who are hesitant about using electronic devices, 

including both smartphones and mobile phones, and tablets to access e-tailing sites to make e-

tailing related purchases (Matemba & Li, 2018:56). Participants in this study noted that they would 

only make use of e-tailing applications with which they had had previous positive experiences. It 

can thus be said that participants’ positive experience with e-tailing applications led them to make 

use repeatedly of this form of purchasing. This also indicates that they accept this new technology, 

referring to the theoretical model for this study, whereby the CDMM (Schiffman & Kanuk, 

2014:415), the TAM (Davis, 1989:30) and the adoption model (Rogers, 1983:114) were combined 

to ultimately explain consumers’ behaviour in relation to e-tailing (see Chapter 5, section 5.6).    

“… more comfortable with a certain app [refers to e-tailing application].” [Focus group 1.7; 

age #31] 

“And, because I'm working, it is very easy to buy something quick during lunch than I have 

to go to the mall and look for something. And that's [e-tailing application] on my phone 

[mobile device].” [Focus group 1.8; age #33] 

The above-mentioned statements indicate that participants are willing to make use of their mobile 

devices to shop, which contradicts the statement by Matemba and Li (2018:56) that consumers 

are hesitant to use smart devices to make e-tailing purchases. E-tailers can be made aware of 

participants’ willingness to use an e-tailing application. When the experience is also considered 

favourable, participants will make use of e-tailing applications. Additionally, participants indicated 

that they had instant access to e-tailing websites and applications. They found this convenient as 

no restrictions are associated with using an e-tailing application on a smart device, which is mobile 

and could be located anywhere. 
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“… I can any time, say for instance I wait for a meeting, quickly go online [e-tailing website 

or application], go look at what there is…” [Focus group 1.8; age #33] 

This supports the finding that participants seek a shopping method that is not restricted by time 

or place. Participants’ ability to access an e-tailing website or application on a smart device 

encourages them to make use of this form of shopping, thus accepting new technologies. 

Participants indicated that they had a positive shopping experience when making use of e-

tailing. This led them to use it again as they considered it involved effortless decision-making and 

a satisfactory experience as well. 

 “… from good experience I would also recommend it.” [Focus group 2.2; age #22] 

“… it’s something one must explore. I just feel it is, it’s the direction in which, you know, 

people are moving. So I would recommend it [e-tailing], girls.” [Focus group 2.4; age #53] 

The above statement indicates that participants from a variety of age groups, ranging from 18 to 

59 years of age, had a positive shopping experience. This included one of the older participants, 

aged 53, who recommended shopping on an e-tailing platform thanks to her positive experience.  

Evidently, e-tailing is regarded as convenient, and this, given the demanding modern lifestyle of 

participants, motivated them to make use of e-tailing.  

4.4.3 Category 3: Financial aspects of e-tailing 

South African consumers currently face economic challenges such as financial pressure, 

increasing spending on necessary household items, and unemployment concerns 

(Bizcommunity, 2018). However, participants indicated that there were financial advantages 

associated with e-tailing. From the data analysis, it was evident that there was both positive and 

negative feedback about financial aspects. In this category of Theme 1, the positive financial 

experiences participants had, will be discussed.  

Participants in the study indicated that e-tailing is cheaper. Previous studies reported that the 

lower costs of online purchases could be attributed to e-tailing not having as many overhead costs 

as brick-and-mortar operations (Chatterjee & Kumar, 2017:264; Li et al., 2015:382).  

“… it [shopping on an e-tailing platform] definitely works out cheaper.” [Focus group 1.8; 

age #33] 

Participants indicated that there were various online sales and discounts as well as promotional 

deals.  
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“… sales are a lot easier… it’s easier to see [browse] on the website..” [Focus group 3.6; 

age# 22] 

“And they [e-tailing sites] have very good specials [cheap].”  [Focus group 5.2; age #53] 

The sales mentioned above referred to products that are usually sold at a lower price at the end 

of a season, to encourage the consumer to buy. Discounts offer products for sale at a lower price 

for a limited time (Business Dictionary, 2019a), also encouraging consumers to make purchases. 

Promotional deals are associated with newly launched products, offered at a lower price 

(Business Dictionary, 2019b) for a limited period, making the consumer aware of the new product 

and in return increasing its sales. Some retailers launch specials that are available only on their 

e-tailing site, thereby encouraging consumers to make use of their online stores. Sales, discounts 

and promotional deals are offered to make consumers aware of lower prices on already existing 

or new products. Participants are usually informed of these by e-mail. The moderator asked about 

notifications:  

“… special then they alert [send you an e-mail] you…” [Focus group 5.4; age #44] 

When an e-tailing application is downloaded on to a smart device, notifications about promotional 

deals or sales can be received, depending on the settings of the application. This encouraged 

participants to make purchases when the products they needed were offered at a lower price than 

previously.   

“… then I know immediately where it (wanted product) is the cheapest and I buy it.” (Focus 

group 4.5; age #23) 

An economist at Nedbank, Isaac Matshego, stated that due to the economic state, consumers 

found they did not have extra money to spend (White, 2017). Hence, participants considered 

making purchases online because of the financial advantages the e-tailing environment has to 

offer, namely being able to compare prices, have a variety of discount and sale options, and 

choose products from all over the world at the best possible price, thus enhancing their overall 

experience. In addition to participants’ being able to compare prices online at any given time of 

day, not having to physically drive to brick-and-mortar operations enhances  the financial 

advantages they experience. 

Consumers can choose various payment methods when shopping online (Rudansky-Kloppers; 

2014:1188). Participants were positive about electronic funds transfer (EFT), credit card and 

PAYPAL and PAYFAST as payment methods, thanks to their positive experience with these 
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methods. An alternative, and third-party payment method such as PAYPAL linked to the 

consumers’ bank account (Erasmus, 2019a:412), making it a more reliable payment method. 

 “… EFT kind of works the best for me.” [Focus group 4.5; age #32]  

 “…PAYPAL and PAYFAST… also very safe…” [Focus group 1.5; age #35] 

It is clear from the focus group discussions that participants chose payment methods they felt had 

credibility and with which they had had the most positive experience. Some of the participants 

were of the opinion that EFT was a safer method for making purchases as one has to log into 

one’s personal bank account with one’s own secure bank details. They considered this safe, since 

fewer security measures are applied paying on an e-tailing site or application itself, 

 “… I only do an EFT.” [Focus group 5.1; age #35] 

There were, however, participants who were not as familiar with PAYPAL and PAYFAST for 

making purchases. Some of the participants stated that they had not experienced problems 

paying with a credit card and considered this also to be a safe method.  

 “I just pay with my credit card. I never had a problem.” [Focus group 1.5; age #35] 

Some participants pointed out that a credit verification value (CVV) number had to be used when 

making purchases on an e-tailing site or application, making it a safe payment method for them. 

These findings resonate with BizTrends of 2019 for South Africa, that fundamental issues 

regarding payments have been solved and that the process works relatively seamlessly (Tucker, 

2019). Unfortunately, there are still South African consumers from lower socio-economical groups 

who have less access to electronic money transfer or a bank account (Erasmus, 2019a:412). 

Participants voiced their opinions about the risks associated with financial aspects and these will 

be discussed in Theme 2.  Thus, financial aspects, in this study are associated with positive 

experiences regarding e-tailing as well as negative aspects such as perceived risks. 

In Theme 1, participants shared their experiences, which prompted them to make use of e-

tailing. However, there are possible risks, referred to as perceived risks, which are associated 

with it. These might cause participants to be uncertain and abandon their intention to use this 

form of purchasing. In Theme 2, participants’ preference for physical stores and perceived risks 

with e-tailing will be discussed. 
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4.5 Theme 2: Participants’ preference for physical stores and perceived e-tailing risks 

with e-tailing  

Apart from some participants’ preference for physical brick-and-mortar stores, other 

participants experienced risks associated with e-tailing. A summary of the quotes, stating 

their perceived preference, can be seen in Table J.2 (see Addendum J). From Theme 2, 

six categories emerged, focusing on the reasons on why participants preferred physical 

stores and the risks they perceived with e-tailing, as seen in Figure 4-3. These six 

categories included the advantages of and preferences for physical stores, negative e-

tailing experience, social and psychological risks of e-tailing, product risks, financial risks 

experienced by participants and website risks.  
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Figure 4-3: Theme 2: Participants’ preference for physical stores and perceived risks of e-

tailing.   



 

94 

4.5.1 Category 1: Preference for physical stores 

In a South African context, visiting brick-and-mortar operations can be considered part of social 

activity included in consumers’ weekend activities (Smith, 2019). It can thus be inferred that 

consumers still prefer visiting physical stores and shopping centres as part of their social activities 

and that this promotes a positive emotional experience. Besides the social interaction provided 

in shopping malls, participants deemed them to be an enjoyable environment.  

“…to go shopping in the stores is a sense of, half-relaxation than like retail therapy 

[positive emotional experience]. It's nice to walk around in the mall, it's a nice outing 

[social]. So, sometimes you just want to go to the store.” [Focus group 1.2; age #21] 

Although e-tailing is important for participants, some indicated that they often made use of 

traditional brick-and-mortar operations. Using more than one shopping channel is referred to as 

omni-channel retailing (Pearson, 2018). This can be described as an integration of different retail 

shopping channels to create a unified retail experience for consumers which forms part of brick-

and-mortar operations and online shopping (Broll, 2019:8; Lee et al., 2019:90; Walker, 2019). 

Information obtained by the Unified Commerce Index (UCI) indicated that consumers showcased 

an omni-channel shopping experience, rather than making use of either e-tailing or brick-and-

mortar operations (Ross, 2019). The omni-channel retailing may be linked to consumers’ need 

for social interaction when shopping, which is not available when making e-tailing purchases. 

Consumers want shopping to be a unique experience (Broll, 2019), thus gaining a better 

understanding of decision-making and shopping behaviour is necessary. 

Participants liked walking around in shopping malls and seeing products they considered 

attractive. They experienced a positive emotional feeling from this, although they did not always 

buy anything when browsing in the shopping mall. This would indicate that participants found the 

physical shopping environment often influenced their experience positively. 

“I will, for example, go to shops just to walk around, even if I don't buy something”. [Focus 

group 1.2; age #33] 

Consumers enjoyed leisure activities associated with social interaction with other consumers 

when visiting shopping malls (Solomon et al., 2010:78). This association between pleasure and 

social interaction is referred to as the hedonic value (Erasmus, 2019a:412).  Traditional brick-and-

mortar operations spend large amounts of money to ensure that the shopping experience is 

socially desirable (Weber & Badenhorst-Weiss, 2018:87).  Participants indicated that they often 

still patronised physical store environments because of the positive leisure experience of visiting 

a shopping mall. 
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 “… we make excursions to go to malls…” [Focus group 2.1; age #21] 

As a result, the social interaction with friends and family often experienced in-store can result in 

participants tending to in-store than e-tailing purchasing. These actions can be explained in terms 

of Maslow’s hierarchy of needs (McLeod, 2016; Schiffman & Wisenblit, 2015:91), as consumers 

have social needs which involve interaction with other consumers. Moreover, apart from social 

isolation during e-tailing purchasing, participants do not experience face-to-face interaction with 

store staff should questions arise while shopping. Interaction is only available electronically, as 

consumers can send e-mails via the e-tailer’s website, or make a call to the customer care line. 

Some e-tailing sites offer consumers an immediate communication channel, more commonly 

referred to as live chat (Roggio, 2019). This might eliminate barriers associated with making 

purchases online as consumers are able to ask questions and get immediate answers (Roggio, 

2019). Although this was implemented to ease the overall online process of e-tailing, physical 

face-to-face interaction is still unavailable.  

“…technology… it takes away all the social interaction between people…” [Focus group 

3.4; age #23] 

The lack of immediate interaction in e-tailing could be a reason why consumers still resort to 

shopping malls. It can fulfil their social needs by offering a comfortable, accommodating 

environment that heightens consumers’ experiences and hedonic values (Mpinganjira, 2016, 449; 

Erasmus, 2019a:409). Should e-tailers wish to increase their customer loyalty, they should 

perhaps place more emphasis on creating a social experience to draw consumers to e-tailing 

sites. However, it does seem that the hedonic value experienced by consumers in shopping malls 

cannot easily be recreated in an e-tailing environment (Erasmus, 2019a:409). But the hedonic 

value can be recreated on an e-tailing platform by making use of brand personality, which 

provides the consumer with some kind of hedonic experience which can replace or resemble the 

aisles of consumption in shopping malls and their social interaction. Omni-channel shopping 

offers consumers the opportunity to have a more personal connection to a brand or retailer 

(Ehlers, 2019), based on their online behaviour. This can be achieved by personalised 

advertisements based on consumers’ interests, although they still have the option to block them 

online (Andrews, 2019). Consumers seek not only a personal, but also a unique experience when 

it comes to making purchases (WiGroup, 2018). As a result, consumers may not necessarily be 

using either e-tailing or brick-and-mortar (Broll, 2019), but instead prefer omni-channel as a 

purchasing method.  

It was indicated that if living close to stores, such as a shopping mall, and therefore being in 

close proximity to a mall with immediate access to products, it would seem unnecessary to use 
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e-tailing for making purchases. Currently, in South Africa, there are more than 30 shopping malls 

per million people, considered to be among the highest in the world (Erasmus, 2019a:409).  

“… live close to stores, so it feels a bit unnecessary [to make e-tailing purchases].” [Focus 

group 3.5; age #22] 

It is important to note that participants who indicated that they would rather visit shopping malls 

were mostly students whose parents lived permanently in metropolitan areas such as 

Johannesburg and Pretoria, Gauteng, where they have 47 and 34 shopping malls respectively 

(Property Mag, 2017), while North West Province (NWP) had six shopping malls in total by 2017, 

in the towns of Brits, Taung, Potchefstroom, Broederstroom, Rustenburg and Klerksdorp 

(Property Mag, 2017). This being the case, consumers living in urban areas such as Gauteng 

have an even larger variety of stores to choose from within a small radius, unlike in Potchefstroom. 

This might explain why some of the participants still shop locally, as there is quite a variety and a 

number of stores in close proximity to choose from. 

Participants liked to have immediate access to their purchased products when making 

purchases in brick-and-mortar operations. It can therefore be said that some consumers take 

delight in having immediate access to and ownership of their purchased products and do not have 

to wait for delivery (Erasmus, 2019a:408).  

“… immediately see what you have…” [Focus group 4.6; age #32] 

These advantages brick-and-mortar operations offer will not easily be replaced by e-tailing. 

Although e-tailing has a waiting period associated with delivery of the products, some consumers 

associate excitement with the anticipation. 

“When the box [purchased goods] arrives you are terribly excited ... it is that expectation 

of you having to wait." [Focus group 4.2; age #23] 

Alternatively, when participants want immediate access to purchased products they will still rather 

buy from to brick-and-mortar shops. 

Although participants use e-tailing, they indicated a variety of advantages that prompt them to 

shop in brick-and-mortar stores, thus enhancing their physical experience. One of the main 

reasons consumers still feel drawn to brick-and-mortar was the ability to evaluate products 

physically (Dhanapal et al., 2015:109) by using their senses before purchasing (Crous, 2014:138).  

 “… like to feel and see [products] …” [Focus group 2.7; age #22] 
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This indicates that participants want to apply their senses when making a purchase.  A study by 

Zhai et al. (2017:901) showed that consumers prefer to purchase searched goods such as books, 

CDs and DVDs online because these have lower evaluation criteria than for experience goods, 

such as clothing, that consumers like to touch. E-tailing sites provide consumers with as much 

information as possible about a product, but the drawback of the inability to examine the goods is 

still present. Therefore, physical stores still have the advantage over e-tailing sites when it comes 

to certain products, for example clothing, and thereby create a positive shopping experience for 

consumers and a sense of control over their purchases by knowing that the products they 

purchasre will be correct. 

Participants indicated that the fit and feel of the garments were important in physical brick-and-

mortar operations and an advantage compared to purchases in an e-tailing environment in which 

contact is not possible before buying. Additionally, not all participants had the necessary expertise 

to evaluate a garment only from the information provided online, without being able to touch and 

feel the fabric.  

“… look and feel [of the clothing items] … not being able to touch the thing [clothing item] 

I won’t buy it…” [Focus group 2.4; age #53]  

It is therefore important for participants to be able to judge products by using their senses, such 

as sight, touch, smell and hearing. For example, being able to see a garment and feel the texture 

of the fabric, to smell the freshness of food or to listen to the sound of a new electronic device are 

important aspects of the shopping experience, and not possible during in an e-tailing environment. 

This sensory information ultimately convinces consumers that the product is something they 

would like to buy or not (Ungerer, 2014a:430). The products participants mostly wanted to buy 

included clothing for which sensory evaluation was important, but not possible with e-tailing. This 

can be due to the physical characteristics of these products, as colour, fit and feel play an 

important role in accepting the product or not. And in the case of expensive perfume, the 

importance of being able to assess its scent. 

Although e-tailing offers consumers various advantages, such as comparing prices, having 

access to product-related information, being convenient and time saving (Chen et al., 2017:143), 

e-tailing has yet to fill a gap by offering consumers the same relaxation and experience that 

shopping malls have to offer. Consumers might be able to use webrooming (discussed in Chapter 

2) for information about the products they need, and shopping malls to make the actual purchase. 

To conclude this category, all aspects mentioned above contributed to the advantages physical 

stores have over e-tailing. New trends in consumer behaviour have evolved, indicating that 

consumers seek experiences beyond simply purchasing goods, over all age categories 
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(Euromonitor, 2017). Thus, consumers place greater value on experiences, something that 

shopping malls, restaurants and travel can provide better than e-tailing. The internet and e-tailing 

form an essential part of consumers’ lives (Broll, 2019:10), but e-tailers should try to enhance 

consumers’ experience to make up for the lack of the physical experience of shopping and the 

pleasure it can provide. 

4.5.2 Category 2: Negative e-tailing experiences 

Although various positive aspects of e-tailing were indicated by participants, negative experiences 

were also identified. Aspects such as higher prices, the return process and the uncertainty and 

anxiety about e-tailing left participants feeling negative about using it for purchasing. Despite 

ample information readily available about e-tailing, it still provoked negative experiences. These 

led some participants to prefer brick-and-mortar operations to conduct their shopping.   

The study identified some products as more expensive in an e-tailing environment than in a 

store. This statement stands in contrast with Theme 1, for which participants identified products 

to be cheaper, when there were others who found some products to be more expensive online.  

“… extremely expensive [the product itself] …”  [Focus group 4.5; age #23] 

High prices are readily associated with brick-and-mortar operations, which have higher expenses 

for the media, visual and tactile experiences offered (Ungerer, 2019). E-tailers tend often to be 

associated with lower costs thanks to their savings on extra overhead expenses such as 

electricity, salaries of personnel in-store and rent of the physical store environment (Erasmus, 

2019a:411). In summary, consumers tend to associate higher prices with traditional brick-and-

mortar operations, but some participants identified more expensive prices in the e-tailing 

environment, which ultimately resulted in negative experiences.  

Participants indicated that expensive delivery costs could make online products not worth 

buying. This cost can outweigh the benefits associated with the product, resulting in the participant 

to abandon the transaction. 

“… a courier’s price, I think for example, it can, uhm, also be an issue, because if you buy 

something for R50 and the courier is R100 …” [Focus group 1.5; age #35]  

Moreover, participants indicated that they found the return process in e-tailing to be complicated. 

It evoked feelings of struggle and effort, which contributes to a negative experience should 

products need to be returned to the online retailer. Participants also struggled with returning of 

faulty or wrong products.  
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“… it’s half like, twice as much effort and time if you want to send it [the e-tailing purchased 

product] back.” [Focus group 4.3; age #28] 

“… sending back [originally ordered goods] … always a story [indicating struggle] …” 

[Focus group 1.7; age #31]  

As participants often perceived the e-tailing return processes negatively, they were likely to turn 

to brick-and-mortar operations. Brick-and-mortar purchases would enable them to return a 

product easily, without having to struggle with the online process. Therefore, even though 

participants perceived e-tailing to be convenient, with flexible options for their busy schedules, 

the process of returning faulty or incorrect goods bought online was deemed to be more 

troublesome than if they had shopped at a physical store. Participants were uncertain about 

products or services e-tailing offered. This included the uncertainty associated with how to start 

shopping, the process of searching for, choosing and paying for products, and the outcome. 

 “Uncertainty. Basically, what it comes down to, right? One is uncertain about, yes, 

because if it is a dead given, then you know…” [Focus group 2.4; age #53]  

Participants indicated that they were unsure about using e-tailing applications.  

“But I’m not going to buy a R300 pair of shoes from an overseas app [application] and I’m 

not sure [indicating uncertainty].” [Focus group 1.8; age #33] 

Some of the participants said that they were not comfortable with making purchasing decisions in 

an online environment, thereby reinforcing their uncertainty about the process.  

“So, I just think, that uncertainty that one, where one does not, uhm, feel comfortable with 

the process to shop on the internet.” [Focus group 3.1; age #20] 

These identified uncertainties led to participants’ negative experiences in e-tailing. This hesitant 

behaviour might mean they do not use e-tailing, but visit brick-and-mortar shops instead. It might 

also be that a lack of information participants about the e-tailing shopping process and what it 

entails made them more hesitant. 

It was evident from the data analysis that participants were worried and anxious about buying 

online.  This also contributed to their negative experiences.  

 “So, I think those people can, the e-tailing, because I think they can maybe feel a fear, 

although it is not something specific, because now they are alone with all these decisions 

what they should make alone [indicating feeling anxious].” [Focus group 2.1; age #22]  
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This indicated that the participant was anxious due to lack of experience with the process of doing 

their buying online. It further shows that participants’ experiences influenced them either positively 

or negatively towards e-tailing. Furthermore, participants indicated that the possibility of data 

breach and fraud made them anxious and worried.  

“What scares me the most is [feeling anxious], uhm, when one listens to the Prof 

[professor] from UJ who is a specialist in cyber security. He talks one really scared and 

uh, about this, uhm, these cyber hackers, they can literally hack everything of you and get 

all your information.” [Focus group 4.1; age #52] 

These misgivings about data breach and fraud are prompted only by what they had heard, as 

none of the participants had experienced fraud themselves. Participants also indicated that ill-

fitting merchandise, delivery fears, and certain product categories increased their feeling of 

anxiety and worry about embarking on the e-tailing process. 

“… scared [feeling anxious] you order this something, like a laptop or something that is 

expensive, or even if it’s just a dress that costs like R300, I am scared [anxious] that it will 

not come and then you lose that money.” [Focus group 2.7; age #22] 

These reactions indicated that participants experienced an emotion of anxiety during the process 

of making their purchasing decisions online. This is also attributed to a lack of knowledge about 

the products or services and not being able to examine the goods physically beforehand. These 

e-tailing experiences indicated that uncertainties, negative emotions and a preference  for 

physical brick-and-mortar operations still persist.  

4.5.3 Category 3: Social and psychological risks of e-tailing 

Consumers experience risks when the outcome of decisions is undesirable, leading to feeling 

negative about the decision made (Solomon et al., 2010:328). Social risks experienced during 

purchasing in an online environment may be ascribed to consumers’ anxiety about their family’s 

or friends’ reaction to the products bought online (Cases, 2011:379). Participants reported 

experiencing this form of social risk as risk of losing the social aspect of shopping when 

engaging in e-tailing.  

 “Because technology already takes everything. So, it takes away all the social interaction 

between people. And you get so trapped in a technological world (moderator: okay [in an 

agreeing tone of voice]) and the human relations are also deteriorating.” [Focus group 3.4; 

age #23] 
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The social interaction consumers experience with in-store purchasing has a negative influence 

on e-tailing demand (Kim et al., 2013:7). E-tailing offers consumers a variety of conveniences, 

but the risk of not being able to socialise while shopping remains present. Furthermore, 

participants risked missing out on the relaxation of shopping in a mall, known as retail therapy. 

The hedonic value is also associated with the social aspect of shopping, but is not present online.  

“… to go do shopping in stores, is in a sense, kind of relaxing, like retail therapy.” [Focus 

group 1.2; age #21] 

Consumers associated human interaction with the process of making purchases, but this is not 

possible with e-tailing (Lee & Barnes, 2016:45), thus increasing social risk. One way of decreasing 

the social risk experienced by participants is by word-of-mouth review (Wang & Yu, 2017:186).  

Although participants might still resort to web-rooming (discussed in Chapter 2, section 2.5.4) 

where they search for products online, but go to the physical brick-and-mortar operation to buy 

them, they may still perceive this shopping experience as relaxing. In line with Lee and Barnes 

(2016:45), e-tailers should consider live communication channels to enhance the sense of human 

interaction and ensure that consumers experience a sense of comfort by talking to live to an e-

tailing employee before making a purchase. Although not all e-tailers offer this form of 

communication, those who do, enhance the experience for consumers by being able to 

communicate with the relevant staff. This might reduce the social risk associated with e-tailing, 

as there is some form of communication while making purchases.  

The emotions experienced by consumers and how they affect well-being can be described as 

psychological. Therefore, if consumers experience negative emotions, it heightens their perceived 

social risks (Chang & Tseng, 2013:865; Featherman & Hajli, 2016:253; Zheng et al., 2012:257), 

which ultimately leads to participants finding emotional reasons why they do not want to make 

use of e-tailing. Participants noted that e-tailing could be frustrating at times and that they 

struggled with some of its aspects, which could increase the psychological risks.  

“…it took longer than I thought, so then I thought it was frustrating [specifically talking 

about the process of e-tailing]. I would rather buy something at the mall…” [Focus group 

1.5; age #35]  

This finding indicates that some emotions following a bad experience or being disappointed in the 

e-tailing process may influence consumers negatively. This involved the e-tailing decision-making 

process and the product itself as being disappointing.  

 “… had a bad experience [referring to e-tailing] …” [Focus group 4.2; age #23] 
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Both risks, social and psychological, were identified when participants used the e-tailing process, 

which affected their self-image (Hong, 2015) because they doubted their decisions during the 

process. Ultimately, this affected the participant’s emotional response to buying online. E-tailing 

sites should be aware of consumers’ social and psychological experiences so that they can make 

online purchasing easier and more pleasant. This might in turn improve sales and the acceptance 

of this form of technological purchase process and decision-making. 

4.5.4 Category 4: Product risks 

The risks discussed in the following section are product-related. IT News Africa (2015) indicated 

that 58.0% of South African consumers avoid purchasing online because they experienced risks 

regarding delivery. Furthermore, 80% of South African consumers making online purchases 

indicated that they did not trust the Post Office system for product deliveries (MyBroadBand, 

2019), opting instead for additional courier services. This delivery risk relates to products bought 

online not being delivered at all, a delayed delivery, or the wrong products delivered. With regard 

to failed delivery, participants stated:  

“… risk for me… the post system was so confusing [difficult to understand the delivery 

process] …. Stole unbelievably [products got stolen in the delivery process].” [Focus group 

5.2; age #53) 

This statement indicated that participants’ ordered products were either undelivered or the 

packages stolen. This is in contrast to information that South Africa’s e-tailing sales grew, due to 

delivery times deemed to be faster (Esterhuizen, 2018). According to a leading e-tailer, Takealot, 

the best impression left with consumers is how quickly the company can deliver (Williamson, 

2018). Hence faster, more accurate and reliable delivery might improve e-tailers’ reputation with 

consumers. This is more likely for consumers in metropolitan areas closer to warehouses than 

those in towns further away, such as Potchefstroom, where it takes longer for parcels to be 

delivered. 

The risks associated with the delivery process are furthermore emphasised in the following 

statement:  

“… ordered [online] and then it [ordered goods] came here and it was broken…” [Focus 

group 1.9; age #20] 

Thus participants experienced delayed delivery, wrong deliveries as well as broken merchandise 

delivered. Stores in The Foschini Group (TFG) were able to test barriers associated with e-tailing, 

to overcome the challenges consumers experienced with it in 2017, by offering them e-tailing 
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options whereby they could collect their purchases in-store (IT-Online, 2017). More e-tailers now 

offer the option to collect online purchases at designated brick-and-mortar stores. This initiative 

was first tested by an existing retailer to see whether the e-tailing concept was compatible with 

the store’s infrastructure and image and is currently being applied by various retailers. E-tailers 

can also ensure that their packaging robust so that fewer products are damaged while still offering 

consumers the advantage of a greater assortment to choose from online than might be available 

in the local store.  

Participants explained that they had experienced risks in receiving problems with delivery. This 

occurred because some of the participants were students who did not have a permanent address 

in Potchefstroom. 

“… well something like that will prevent me, if I not, if here was not, a delivery system and 

I lived in Potch and I do not have regular hours, then I would rather have prevented it 

because I do not know when it will come and if I will be there or not…” [Focus group 2.1; 

age #22),  

Not having an easily deliverable permanent address in the town, as is the case for most students, 

may be regarded as a risk of buying online due to challenging parcel delivery options. These 

challenging options include a location for the delivery to take place, someone being available to 

sign for the delivered package, and addresses which are not fixed or permanent. On the other 

hand, participants who were out working spent limited time at home during the day and were 

therefore not able to sign for a parcel delivered at home or have someone else do so.  

“Then you have to make sure you are at home if the person wants to deliver the parcel…” 

[Focus group 4.3; age #28] 

To conclude, when participants put effort into the e-tailing purchasing process, but did not benefit 

from the product because it was not delivered, or was damaged during delivery or the process of 

signing for the package, this added to risks they experienced. E-tailing companies such as Take-

a-lot and Superbalist now also offer consumers a “pick-up-point” where they can go to collect their 

merchandise. The trading hours for these vary between provinces, but the pick-up-point allocated 

in Potchefstroom closes at seven in the evenings on weekdays and is open on the weekends until 

five in the evening. There is also the option of having a parcel delivered at local retail stores, such 

as Clicks, and petrol stations such as Caltex. These offer consumers another collection option, 

without the customer needing a fixed address. Retailers such as Dis-Chem, Clicks and stores 

associated with The Foschini Group (TFG) also offer consumers the option to order merchandise 

from their online store and collect it in-store when it has been delivered.  
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Delivery risks, with possibly misleading product cues, contributed to the product risks 

participants experienced. Misleading cues were due to the digital nature of e-tailing, with different 

screens displaying misleading colours differently (Beuckels & Hudders, 2018:141), as well as 

misleading product photos on websites.  

“Like, I ordered this one shoe, it was yellow on the photo [misleading cue] and when I got 

it, it was yellow and green, oh my soul no this is not what I ordered…” [Focus group 3.3; 

age #25]  

Participants perceived certain product characteristics as misleading, such as colour, visual 

presentation, size and quality, thereby increasing the product-related risks perceived. In a clothing 

context, participants perceived it as a risk when only being able to look at the items on a screen, 

thus the visual representation of the garments posed a risk. E-tailers can assist consumers by 

displaying the exact colour of the merchandise, to lessen the confusion. E-tailers can make use 

of the natural colour system (NCS), which is based on how consumers see colour and is 

universally acknowledged (NCS, 2019). By using this system, e-tailers can apply colour codes to 

provide more precise information about the product. Another reason for consumers’ confusion 

when buying clothes online might be garments’ sizing and fit not being standardised, and being 

unable to evaluate the quality of clothing items (Lee & Barnes, 2016:38). This adds to the 

misleading visual representation.  

“Yes it also depends on the types of fabric. Even if I have to physically look at it, look at 

how it’s made, how it drapes…” [Focus group 5.3; age #52],  

Participants who lack necessary textile knowledge might read the description of a clothing item, 

but will not be able to understand the characteristics of the textile.  

“They usually say the type of fabric, but then you have to know the fabric, because 

somebody like me will not know what I am busy buying.” [Focus group 4.3; age #29] 

E-tailers should keep in mind that not all consumers are aware of the characteristics of the fabrics 

used to make garments. This can be acknowledged in product description. E-tailers could provide 

a more informal description of the fabric that will appeal to all consumers by briefly explaining the 

characteristics of the type of textile.  

Participants felt that they had to try on clothing before purchasing, which is not possible with e-

tailing, thus making it a risk. Poor garment fit was also a problem. Participants perceived size to 

be a risk too, as they were concerned that a garment might not fit them.  

“…but size [referring to clothing items] is always a problem…” [Focus group 3.2; age #20]  
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Although there are South African e-tailers that provide information to consumers on garment 

sizes, as this information is not standardised (Zando, 2019), this concept cannot be applied by all 

e-tailers. Correct measurements to ensure that a garment will fit can be provided. This, with a 

guide on how to measure for the garment, will enable consumers to be more aware of their own 

measurements and of the product that they intend to purchase.  

Furthermore, participants mentioned that they could not determine the quality (freshness) of food 

related-products before ordering them on an e-tailing site as the expiry date could not be 

inspected beforehand to ensure that product will be fresh on delivery and will last.   

“I think the people are scared [anxious / concerned], in terms of, how do you determine 

the freshness thereof? Like if I, just say that, like fresh products if I walk into Pick and  Pay 

and look at a lettuce that I see no brown spots and you cannot really determine which type 

of stuff they deliver for you.” [Focus group 3.1; age #20] 

Although retailers provide products with best-before and sell-by dates, participants were still 

hesitant because they could not evaluate the food-related product’s quality before delivery. 

Stock availability was found to be a possible risk since the product wanted might be out of stock 

or the desired size no longer available, including if a product needed to be returned.  

 “… sending back… out of stock…” [Focus group 1.7; age #31] and  

 “… size not in stock any more…” [Focus group 4.3; age #28] 

This can also be considered a product risk as the participants experienced doubt about the 

product itself and its availability. E-tailing sites can make consumers more aware of the risks 

associated with purchasing by indicating when stock has run out. Another risk that emerged from 

the focus group discussions was poor packaging and the consequence of damaged goods. 

Participants perceived this to be a risk as some products ordered were not neatly packed, either 

damaging the product or making the participant feel the retailer had put no thought or care into 

the packaging from the retailer.  

 “I think, for me, packaging. Like for example, Zando. If I buy a dress or something, it’s an 

evening dress. Put it in a box. But then they stuff it in a plastic and for me it is nah ah 

[indicating negative feeling towards packaging method].” [Focus group 3.3; age #25] 

To receive products in good condition is important to participants, as they spend money and time 

ordering the products, which are often expensive or delicate, and therefore expected to be neatly 

and appropriately packed. Product packaging for delivery is considered to be an important part of 
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e-tailing that leaves a lasting impression (Williamson, 2018). E-tailers should be more aware of 

this and have proper guidelines when it comes to the packaging of ordered products, especially 

clothing garments or fragile items.  

4.5.5 Category 5: Financial risks experienced by participants 

As mentioned in Theme 1 (see section 4.4), positive and negative experiences associated with 

the financial aspect of e-tailing were identified. In this section, these negative experiences, 

referred to as the perceived financial risks experienced, will be discussed. The financial risks 

consumers might experience include whether the product will be worth the money spent, or 

whether they could buy it somewhere else, more cheaply, as well as insecurities regarding the 

use of credit cards and additional hidden costs (Al-Raward et al., 2015:160; Chang & Tseng, 

2013:865; Chiu et al., 2012:94; Crous, 2014:155; Featherman & Hajli, 2016:253; Hong, 

2015:327). Participants experienced financial risks with the additional costs of international 

purchases that include .  

“… uhm [uncertainty] your customs have the potential to also be added…” [Focus group 

1.10; age #38] and  

 “… price [of the exchange rate] fluctuate every second…” [Focus group 1.7; age #31] 

For e-tailers, shipping products internationally involves a great deal of investment, prepared 

documents and various customs restrictions (Deccan Chronicle, 2019). FedEx, an international 

courier company, reported a slowdown in international shipping due to expenses associated with 

these requirements (Bearth, 2019). Participants were seldom aware of these costs until just 

before payment for the ordered products. This increased their perceived financial risk regarding 

the outcome of the amount of money spent in total, with international e-tailing purchases 

additional costs are sometimes unknown. Consumers are not well informed about all the costs 

associated with making international purchases, thus increasing the already experienced 

perceived risk. E-tailers for their part have launched strategies to lessen this negatively perceived 

risk consumers experience. One of these includes free delivery and return of ordered products in 

order to absorb some of the perceived financial risks experienced (Jack et al., 2019). Other 

strategies include the “try-buy” approach: consumers can order the product without paying for it, 

try it on at home, and only pay when they are satisfied with the garment;  otherwise they can send 

it back (Jack et al., 2019). This is a huge step in the right direction to motivate consumers to 

engage in e-tailing, although it remains a great challenge, especially on the part of the retailer, 

who might make a smaller profit by offering free delivery and returns, which inevitably will need 

to be addressed in future. This might lead to e-tailing prices being increased to cover delivery and 
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costs, which reinforces the following point participants made regarding perceived risks: they 

viewed e-tailing as more expensive. This varies according to product categories.  

“Many people say it [e-tailing] is more expensive. And it is so” [Focus group 1.8; age #33] 

This statement indicates that some participants experienced risks with products, being more 

expensive. The financial risk experienced by those with a smaller disposable income is 

considered to be higher (Erasmus, 2019a:413). This might contribute to the reason participants 

expressed their concern about products being more expensive online, as it is usually associated 

with cheaper, easily comparable prices. Websites such as Price Check enable consumers to 

search for product prices, which include those from both e-tailer sites and physical brick-and-

mortar operations.  

Participants also noticed additional costs, described as hidden costs, being deducted from their 

accounts. This was money that had not been specified earlier in the order amount and of which 

the participant did not have prior notice. 

 “… extra money [not aware of] that is taken off…” [Focus group 1.1; age #23]  

Identified in the literature, is consumers’ risk of experiencing the possibility of fraud (Forsythe et 

al., 2006: 57; Javadi et al., 2012:83; Lim, 2003:219). This emerged in group focus discussions as 

a perceived risk the participants were concerned about. 

“And then I was already scared [anxious/concerned] for fraud, so…” [Focus group 2.1; 

age #22] 

For e-tailers, the challenge of card-not-present (CNP) fraud is still a challenge (Lourenco, 2019). 

Cyber criminals look for a gap in the e-tailing site to be able to obtain consumer information 

(Lynch, 2019). Tactics such as sending false e-mails and invoices are only some of the ways in 

which cyber criminals gain access to consumer information (Lourenco, 2019). Another tactic used 

was to make contact with the consumer by telephone to obtain the one-time-password (OTP) that 

is provided as soon as the transaction has been made and the final payment has to be done 

(Knowler, 2019). Fraud can also take place when consumers have ordered and paid for a product 

but never received it (Cohn, 2018). Although participants were comfortable using e-tailing for 

making a purchase, they still had to be aware of the danger signs associated with online fraud. 

Consumers are being encouraged to obtain all the necessary information about the e-tailer to be 

sure that the way in which they conduct business is legal (Cohn, 2018). Consumers can be made 

more aware by e-tailers about the e-mailing scam (Lourenco, 2019), and be reminded never to 

share confidential information telephonically and to keep the OTP number private (Knowler, 
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2019). They should be made aware of the channels they can follow to launch a complaint as soon 

as they suspect that fraud has taken place. The financial risks experienced by participants might 

affect how they perceive e-tailing in general, either by still embracing the concept or abandoning 

it altogether. 

4.5.6 Category 6: Website risks experienced by participants 

Participants indicated that they had experienced the website itself as a possible risk. The website 

serves as the initial contact point between the consumer and the e-tailer. A risk participants 

identified in this regard included the difficulty of understanding the terms and conditions stated 

there. These terms and conditions might change without the participant paying attention to it 

and also posed a risk.  

“… nowadays they are so sly with some of this stuff, like I think the terms and conditions 

also has a big part in this, because just say they say something like, they can put one 

clause in where the entire thing…” [Focus group 2.5; age #22] 

In conjunction with this, participants mentioned that the possibility of limited access to e-tailing 

platforms increased the risk experienced with the website. This might be aggravated by poor and 

expensive online connectivity in South Africa, and especially in a smaller city like Potchefstroom, 

that prevents consumers from using the e-tailing site effectively. As previously mentioned, the 

NWP is one of the two provinces in South African with the slowest internet connectivity speed 

(Cook, 2019). 

 “… not having access to technology or the internet…” [Focus group 2.5; age #22] 

For consumers to make proper use of e-tailing, they need to have internet access via smart 

devices or a computer. Yet internet connectivity in certain areas is limited, and data can be 

considered too expensive for some consumers (Erasmus, 2019a:412). E-tailers should take note 

that not all South African consumers have the necessary resources to shop online. This might 

add to the reasons for the slower adoption rate of e-tailing in a developing country such as South 

Africa (Erasmus, 2019a:412).   

Participants also stated that there were sites they perceived as unreliable and distrusted e-

tailing platforms and would not recommend to others. 

“So, I just think it depends on which, by who and where you buy. Like sometimes stuff 

[websites] looks legit [legal] and then it isn’t.” [Focus group 3.1; age #20]  
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This is an indication that participants were often hesitant to explore new websites they perceived 

to be risky. E-tailers should go through the verification process to ensure their consumers that the 

website has the necessary privacy and security measures in place and is to be trusted.  

To conclude, Theme 2 explored participants’ preferences for making use of brick-and-mortar 

operations and their perceived risks of e-tailing. Although there were six identified experiences 

both for participants’ preferences and perceived risks, participants ultimately did turn to e-tailing 

as a form of making purchases by using coping strategies address with the identified risks. 

4.6 Theme 3: Participants’ coping strategies with e-tailing purchasing risks 

When consumers experience risks during the e-tailing purchasing process, they develop certain 

strategies to manage these risks. It is common for consumers to cope with risks in general by, 

among others, searching for information, being brand loyal, selecting products based on brand 

image, relying on the image of the store and seeking reassurance from family or friends (Crous, 

2014:156; Schiffman & Kanuk, 2010:202).  As discussed in the previous section (Theme 2), 

participants identified risks with the e-tailing process. The following coping strategies were 

identified (as seen in Figure 4-4), specifically regarding e-tailing, with three main categories 

emerging, namely trusted e-tailers, trusted payment methods and information search. In this 

section participants’ coping strategies expressed during the process of making online purchases 

will be discussed.  
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Figure 4-4: Theme 3: Coping strategies participants applied during e-tailing.  

4.6.1 Category 1: Use of trusted e-tailers as a coping strategy 

Consumers tend to perceive higher levels of risk by engaging with e-tailing purchases, as it is 

associated with more uncertainties and unfamiliarities than with traditional brick-and-mortar 

shopping (Vos et al., 2014:418). Therefore, by making use of familiar websites, verified 

applications and South African e-tailing platforms, participants reduced the initial risks 

experienced.  

“If it’s South African and trusted then I won’t be worried, but other than that…” [Focus 

group 2.1; age #22] 

Although participants experienced risk-related factors, their initial coping strategy was to choose 

an e-tailing environment that is trusted, and known to them. By using these trusted sources, 

participants were able to make decisions more confidently (Chu & Li, 2008:216; Schiffman & 

Kanuk, 2010:203). Retailers in South Africa should realise the importance of having a relationship 

of trust with their consumers, which might ultimately lead them to attracting more loyal consumers 

(Cheney, 2019). 
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4.6.2 Category 2: Trusted payment methods used by participants as a coping strategy 

In section 4.5.5, financial risks were mentioned as one of the experienced risks related to online 

purchases. To manage these, participants indicated that they used trusted payment methods. 

Trusted payment methods include electronic funds transfer (EFT) and instant payment 

platforms such as PayPal and PayFast. PayPal is an international payment method developed 

for consumers to make e-tailing purchases without having to reveal their financial information. In 

addition to these methods, consumers can also choose PayFast, which is a South-African service 

that offers consumers the option to make e-tailing purchases by transferring the required amount 

of money and completing their e-tailing purchase. E-tailers that offer PayFast as a payment 

method have to be registered with PayFast (Pty) Ltd. to ensure that it is a trusted payment option 

for consumers (PayFast, 2019). A study conducted by Effective Measure indicated that South 

Africans tend to prefer EFT as a shopping method (Letsebe, 2018). In contrast, a survey 

conducted by My Broadband (2018) offered consumers single-option questions in a survey, 

asking what payment method they would prefer when making purchases with e-tailing. The results 

indicated that 66.0% of the consumers preferred using their debit or credit cards, whereas 14.0% 

indicated EFT and 6.0% preferred cash on delivery, with other preferences, including PayPal 

(4.0%), Masterpass (3.0%), eBucks (2.0%), Discovery Miles (1.0%) and cryptocurrency (1.0%). 

Consumers also indicated being unsure about their preferred payment method (3.0%) 

(MyBroadband, 2018). However, a more recent survey indicated that 43% of South African 

consumers would feel more comfortable with making e-tailing  purchases with a cash on delivery 

option (Letsebe, 2018). Trusted payment methods were considered to be quick and convenient. 

The first of these to emerge during the focus group discussions was EFT. 

“I never use credit cards with online purchases. They send me an e-mail and then I do an 

EFT and I transfer it [money].” [Focus group 1.8; age #33]    

Furthermore, participants indicated that they trusted instant payment platforms such as PayPal 

and PayFast. 

“But PayPal is safe.” [Focus group 1.7; age #31]  

“PayFast is also very safe.” [Focus group 1.5; age #35]  

In contradiction to the statement by Hsieh and Tsao (2014:245) about consumers’ perceiving 

purchases made with credit cards to be associated with fraud, there were those who preferred 

their credit cards as a trusted method.  

“I just pay with my credit card. I never had a problem with it.” [Focus group 1.5; age #35]  
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Security regulations for payments were one of the reasons, indicated by South African 

consumers (67%), why they would not choose to buy products online (IT News Africa, 2015), 

even though e-tailing offers the ability to choose a payment method that is most suitable to them 

(Rudansky-Kloppers; 2014:1188). As stated above, participants chose payment methods they 

considered to be the most trustworthy and safest and had the necessary security regulations in 

place.  

4.6.3 Category 3: Information search participants use as a coping strategy 

Another coping strategy consumers turn to is to search for information regarding the perceived 

risk they experience (Crous, 2014:156; Schiffman & Kanuk, 2010:202), also indicated by 

participants. Consumers have to process information to make an informed decision (Crous, 

2014:176), but if the information presented to them is incomplete, alternative sources are used 

(Ungerer, 2014:428). Consumers select either personal or non-personal information sources 

(Erasmus, 2019b:10). Personal information sources involve friends, family or salespeople 

(Erasmus, 2019b:10). Participants resorted to this form of information gathering as they 

considered their friends and family’s opinions to be trustworthy. Non-personal information sources 

include electronic media, reports and advertisements (Erasmus, 2019b:10). These enable 

consumers no longer having to rely exclusively on personal information sources, such as 

discussion forums, live chat rooms on e-tailing sites and various people on the web who are 

available to provide information and can answer any questions immediately (Ungerer, 2014:391). 

In this case, participants resorted to the sources offered in the online environment to obtain the 

desired information. 

Online environment sources enable consumers to access product-related information easily  

(Hung & Cant, 2017:1; Javadi et al., 2012:81), therefore assisting consumers in finding sufficient 

information to cope with experienced risks regarding the e-tailing purchase (Zheng et al., 

2012:259). These searches were about the product and the e-tailing site itself. Participants stated 

that they most commonly resorted to online sources for product information, including online 

reviews, and Google as a search engine, to obtain information about a specified product they 

would like to purchase online. 

“… then I thought, no, let me first have a look at the reviews and what the other people 

say…” [Focus group 2.1; age #21] 

This statement indicates that participants were eager to use online platforms to find more product 

information in order to lower the experienced risks, therefore making it a coping strategy. There 

are various ways of identifying consumers’ information searches, including clickstream 
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behavioural insights whereby e-tailers can form a better picture of consumers’ activities based on 

where they browse on the internet (Grant et al., 2013:952). Consumers use these online channels 

provided to communicate with other consumers about their experiences with the online 

environment (Kim et al., 2013:165). Although it is easy to access information regarding e-tailing 

and consumers’ experience online, sources where consumers share their experiences cannot be 

controlled. If consumers voice their opinion in social media and the outcome is negative, the e-

tailer has no control over what is being said.  

Participants indicated that word-of-mouth (WOM) was an essential coping strategy.  WOM is a 

reference method whereby consumers tell their friends or family about a product or service they 

experienced as positive and recommend it to them to use it as well. This is considered a personal 

form of communication as it usually involves face-to-face or communication by mobile phone 

(Schiffman & Kanuk, 2010:282).  

“So I just, you know, try to ask people what they think about it [shopping online].” [Focus 

group 1.1; age #23] 

This form of coping is explained by Zheng et al. (2012:259), who indicated that consumers make 

use of family or friends to obtain information regarding a phenomenon to cope with the possible 

outcomes. 

“I will purchase stuff on recommendation from other people, but uhm [indicating being 

hesitant], not likely to order something randomly.” [Focus group 4.1; age #52]  

The statement indicated that participants actively seek information before engaging in e-tailing.  

“… my first experience was through people who recommended it to me…” [Focus group 

2.1; age #22] 

Consumers can also find WOM in an electronic format, more commonly referred to as electronic 

word-of-mouth (e-WOM), on social networks, and in brand communities and messages on 

weblogs (Schiffman & Kanuk, 2010:283). This may be considered a social experience, before 

consumers even make use of e-tailing, and is important at a time when there are new generations 

that do not know what it is like to live without cellphones, the internet or social media (Broll, 2019). 

By resorting more to the online environment, consumers are increasingly exposed to e-WOM. 

Given that consumers are inclined to voice their opinion, e-WOM has offered a platform to voice 

their negative experiences on sites such as Facebook (Anastasiei & Dospinescu, 2019:13). This 

might influence consumers before they even plan to shop online. E-tailers are becoming more 

aware of the effects of e-WOM on consumers’ experience and intend to make use of the internet 
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as a shopping channel (Kim et al., 2013:167). Furthermore, e-tailers could focus more on 

encouraging consumers to share their positive experiences of e-tailing online, thus increasing 

positive perceptions of this shopping method (Anastasiei & Dospinescu, 2019:13).  E-tailers 

should make use of this opportunity to ensure that a positive image of their store is created online, 

as it might result in attracting more consumers. These identified strategies participants resort to 

enabled them to cope with the risks they experienced with e-tailing, leading them ultimately to 

make increasing use of e-tailing 

4.7 Conclusion 

In this chapter, the findings of the focus group discussions that explored participants’ experiences, 

perceived risks and coping strategies with e-tailing were presented. The demographic profiles of 

the 31 participants in the focus group discussions are set out in Table 4-1. Both male and female 

participants were present in the discussions but were not required to be equally represented, as 

these qualitative findings will not be generalised. The majority were between the ages of 18 – 29, 

with a university degree as their highest level of qualification. Most of the participants indicated 

that they spend up to R1000.00 on average on their e-tailing purchases.  A variety of products 

were bought online, with participants indicating additional products apart from those listed in the 

demographic questionnaire. The focus group discussions led to the various themes identified in 

the research topic. Each theme encompassed various categories and codes. 

Theme 1 revealed participants’ experiences of e-tailing. This was in accordance with the first 

objective of the study. They indicated that product variety and availability had increased their 

positive experience of e-tailing. Furthermore, the convenience associated with e-tailing purchases 

increased their positive experience. It was important to note that financial aspects were 

considered to be both a positive and negative experience associated with e-tailing. In the 

discussion of Theme 1, positive financial experiences were highlighted and discussed 

accordingly. Although participants had had positive experiences with e-tailing, there were factors 

that influenced them still to prefer physical brick-and-mortar operations to make purchases. In this 

connection, participants voiced their opinions about risks perceived with e-tailing purchases.    

Theme 2 highlighted participants’ preference for physical stores (brick-and-mortar operations) 

and the perceived risks they associated with e-tailing. This was in agreement with the second 

objective of this study. Participants indicated that there were still advantages physical stores 

offered over e-tailing. This, with their negative e-tailing experiences, led participants to turn 

instead to physical brick-and-mortar operations for their shopping. The social and psychological 

risk they experienced was identified as forgoing the social aspect of shopping that can be 

experienced in traditional brick-and-mortar operations but not during e-tailing, and the emotional 
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reasons associated with that. Participants also experienced various product risks with e-tailing. 

This made them reluctant to make extensive use of e-tailing as the risks associated with the 

products themselves, and delivery, were regarded as greater than when purchasing at brick-and-

mortar operations. As mentioned, in this study participants experienced the financial aspects as 

being both positive and negative. The negative experience was identified as financial risks and 

included some products being more expensive online for a couple of participants than in traditional 

brick-and-mortar operations. Moreover, the financial costs associated with international 

purchases as well as additional costs involved in e-tailing all increased participants’ financial risks 

experiences. The website also posed a risk. Customers indicated that they could not understand 

clearly and fully the terms and conditions stated on some e-tailing websites. Limited access to e-

tailing platforms was regarded as a factor that increased risk. Another was the unreliable and 

distrusted e-tailing platforms participants identified. Despite participants’ experiencing risks with 

e-tailing purchases, they also shared coping strategies they made use of to deal with the risks 

experienced.  

Participants indicated various coping strategies they applied to cope with risks they experienced 

with e-tailing. These strategies were identified in Theme 3 of this study and complied with its third 

objective. Three categories were identified as coping strategies. Participants resorted to trusted 

e-tailers when making e-tailing purchases. These were platforms participants were familiar with 

as well as, in particular, South African e-tailing platforms. Participants stated that they made use 

of trusted payment methods as a coping strategy. These payment methods’ trustworthiness made 

consumers more comfortable about using them for e-tailing purchases. Participants undertook 

information searches, both personal and non-personal, for the product or e-tail platform before 

making purchases.  A summary of the findings will be presented in the concluding chapter, which 

follows. 

. 
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CHAPTER 5 – CONCLUDING DISCUSSION 

This chapter provides a summary of the main findings and an overall conclusion. Limitations, 
recommendations and possible implications of the study will be discussed  

             

5.1 Introduction 

The purpose of this qualitative descriptive study was to explore and describe consumers’ 

perceived risks and coping strategies with e-tailing from a positivist perspective. This enabled the 

researcher to obtain objective information regarding consumers’ real-life experiences of e-tailing. 

The broad research question of this study was: what are consumers’ in Potchefstroom, North-

West Province (NWP), perceived risks during the e-tailing purchasing process and what strategies 

are applied to cope with these identified risks? In this concluding discussion, the findings will be 

presented following the objectives set out. 

5.2 Conclusion 

Consumers live in a digitally sophisticated world in which technology, the internet for the purpose 

of this study, enables them to make better-informed purchasing decisions in an online 

environment. This type of purchasing decision, also referred to as e-tailing, allows consumers to 

obtain information and compare products and prices as well as purchasing them. Although e-

tailing is considered a convenient and effortless way of making purchasing decisions and of 

purchasing, consumers experience challenges which prohibit them from fully adopting this option. 

South African consumers, and more specifically, consumers in Potchefstroom in the NWP, have 

been slow to adopt e-tailing. This is due to various perceived risks they experienced, and with 

which they often are not able to cope.  During focus group discussions, participants could share 

their experiences, risks and strategies they used to cope with the process of buying online. 

5.2.1 Literature-related objectives 

The literature-related objective for this study was to conduct a literature review regarding online 

shopping, and more specifically, e-tailing, in order to explore both international and national 

research into online shopping and consumers’ perceived risks and coping strategies in the e-

tailing environment. 

5.2.2 Empirically-related objectives 

The following objectives were formulated to explore and describe consumers’ 
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• experience of e-tailing;  

• perceived risks when engaging in the e-tailing process; and 

• coping strategies applied to handle perceived risks.  

5.2.3 Implication-related objectives 

The objectives related to the implications of the study are to make preliminary recommendations 

for a possible informative programme, to: 

• advise and inform consumers regarding their perceived risks with the e-tailing process in a 

South African context;  

• identify different coping strategies consumers can use in an e-tailing environment; and 

• advise the e-tailing industry about perceived risks consumers experience and how they 

typically cope with these. However, the implementation of such advice and information will not 

be part of this study. 

This chapter provides an overview of the findings that address the objectives set out for the study. 

First, the literature-related objectives will be discussed, then the empirical objectives will be 

addressed, and last the implication-related objectives will be looked at. How the findings relate to 

the theoretical framework will be explained. A concluding section will be provided, and will identify 

the necessary limitations and recommendations of this study.  

5.3 Literature-related objectives 

A literature review of online shopping and, more specifically, e-tailing, was conducted and is 

presented in Chapter 2. This informed the study’s aim, to explore both international and national 

research regarding online shopping and consumers’ perceived risks and coping strategies within 

the online shopping (e-tailing) environment. 

In the literature review, aspects such as consumers and their consumption, traditional shopping 

versus e-tailing and modern consumer lifestyle in a national and international context were 

explored. Information regarding e-tailing enabled the researcher to identify the research problem, 

and to set the objectives for the study. Various scientific sources, including Science Direct, Google 

Scholar and EbscoHost, were used to obtain information about consumer behaviour and decision-

making, e-tailing and the factors applicable to consumers’ perceived risks and coping strategies 

associated with making use of e-tailing. Furthermore, relevant grey literature, such as Google 

News, Statista, and various internet news sources, was accessed by using Google, and Google 

News for subject-related information in a South African context. Grey literature refers to 
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information published by non-academic distributors, as mentioned. Its relevance had to be 

applicable to consumer behaviour in an e-tailing context. 

5.4 Empirical objectives 

The following specific objectives were stated and explored using focus groups.  A summary of the 

results is presented.   

5.4.1 Participants’ demographic characteristics 

Although this study was primarily qualitative, a short questionnaire enabled the researcher to 

compile a demographic profile. Of the 31 participants in the study, 20 were between the ages of 

18 to 29 years. Twenty-four participants had university degrees, three had university or techology 

(previously known as technicon) diplomas or degrees, and 4 had Grade 12 as their highest level 

of education. Regarding the frequency of e-tailing purchases, 21 participants indicated that they 

purchased online at least once a month.  

5.4.2 Objective 1: Consumers’ experience of e-tailing 

A variety of experiences led participants to make use of e-tailing. These included having access 

to product variety and availability, which indicated that participants were eager to search for and 

purchase products online due wider ranges available than found in brick-and-mortar operations. 

They indicated that certain products were available online only.  Regarding clothing items, 

participants believed that there was a more extensive variety of colours, sizes and styles to 

choose from online than at brick-and-mortar operations. They also indicated that products that 

were unavailable in Potchefstroom were often more easily found online.  

The convenience of e-tailing was identified as the second category as a reason participants chose 

to shop online. This enabled goal-orientated participants to search more specifically for products 

they wanted. They were able to read about and compare products in terms of description and 

price, thus empowering themselves as consumers. Consequently, participants highlighted the 

convenience of searching for and purchasing products on an e-tailing platform, in light of their 

limited time and busy lifestyles. This led to acceptance of this new technology to simplify their 

lives and decision-making. E-tailing was indicated as a quick process, as it enabled participants 

with limited time to search for, compare and purchase products. Because they were able to gain 

easy, instant access to e-tailing platforms by using a variety of devices, the attraction of using e-

tailing increased. Participants’ shopping experiences encouraged them to opt for the convenience 

of the e-tailing process.  
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Furthermore, participants identified various financial aspects as an advantage of e-tailing. These 

emerged as the third category, since some products are less expensive online than in brick-and-

mortar stores. However, financial aspects were also associated with negative experiences, which 

will be discussed as perceived financial risk. In addition, e-tailing offered them online sales and 

discounts, as well as promotional deals. These factors were deemed to be important because 

they simplified participants’ busy lives. Participants’ experience with various payment methods 

similarly led them to make use of e-tailing.   

5.4.3 Objective 2: Perceived risks experienced when engaging in the e-tailing process 

Participants said that there were various reasons why they preferred physical stores at times to 

e-tailing and the risks they had experienced with it. One of the reasons given for shopping locally 

was the positive emotional experience with in-store purchases, also described as enjoyable and 

relaxing. This is an indication that participants have a need for social interaction, as the shopping 

experience, also known as retail therapy, in brick-and-mortar operations offers them a positive 

emotional experience. These social needs are not met by e-tailing. E-tailers cannot necessarily 

compete with the emotional benefits physical environments provide, hence they would have to 

compromise in other areas. E-tailers could consider enhancing the emotional experience by 

providing online assistance when consumers make their purchases, or by offering them various 

options about combining fashion items when purchasing.  

Some participants mentioned the convenience of shopping malls in close proximity. Participants 

who made these statements were mainly students, and therefore not permanently resident in 

Potchefstroom. Their home towns were mainly metropolitan cities such as Johannesburg and 

Pretoria in Gauteng province, where there is a larger variety of shopping malls within a 5km radius 

of most residential areas. By comparison, Potchefstroom, although an urban part of NWP, does 

not offer the same number of malls. 

Participants indicated that making purchases in brick-and-mortar operations such shopping malls 

gave them immediate access to their purchases. This is unfortunately not possible with e-tailing, 

because the customer has to wait for the products to be delivered. Another reason for preferring 

brick-and-mortar operations is that participants were able to use their senses to evaluate the 

products. Considering clothing items, participants wanted to physically evaluate the fit and feel of 

the garments, or smell the food before making a purchase, and even listen to a new electronic 

device, all of which is not possible when using e-tailing as a purchasing method. Ultimately, some 

participants still resorted to brick-and-mortar operations as some of the advantages associated 

with a physical store environment could not be compared with what  was offered online.   



 

120 

Participants identified various negative e-tailing perceptions. These included some products that 

were more expensive online. Participants voiced their opinion of expensive delivery costs 

associated with e-tailing purchases, which affected their experience negatively if the delivery cost 

exceeded the price of the purchased item. Consequently, participants resorted to brick-and-

mortar operations. E-tailing may, in addition, involve uncertainty regarding the product or service, 

the shopping process and outcomes and process. This is due to participants’ not being able to 

physically evaluate the product beforehand, thereby worsening their uncertainty about what they 

would receive when making the purchase in an e-tailing environment. Participants reported 

negatively that they were anxious about making purchases on an e-tailing platform due to their 

lack of experience, the possibility of data breach and fraud, ill-fitting garments, delivery of 

products, and products that could not be physically examined before purchasing. Although 

participants had a positive experience with e-tailing in general, the above-mentioned factors 

influenced them negatively to a certain extent towards e-tailing.  

Consumers also experienced social and psychological risks with e-tailing. These included losing 

the social interaction that is often associated with traditional brick-and-mortar shopping. 

Participants felt that they missed out on the retail therapy aspect of shopping malls when they 

shopped online. The psychological risks participants experienced mostly involved their negative 

emotions towards e-tailing. These were associated with feeling frustrated, struggling with the e-

tailing process, having a bad experience, feeling disappointed, unsure, and the possibility of fraud 

– all linked to the negative side of their e-tailing experience. 

In addition, participants experienced product risks in e-tailing, which included the risks associated 

with delivery, misleading cues, garment size and fit, the quality of the products, not being able to 

return the stock, as well as the unavailability of stock, poor packaging and the consequences of 

damaged goods delivered. Failed delivery included issues such as products not being delivered 

or packages stolen. The delayed delivery process, with wrong deliveries, was regarded as risky. 

Participants furthermore voiced their concern about delivery and receipt  of parcels, namely by 

not having a secure fixed address for deliveries and nobody being available to sign for the 

package. In this regard, some participants were concerned about living far from a central urban 

area, for instance on a farm, which makes parcel delivery difficult. As mentioned, e-tailers such 

as Take-a-Lot and Superbalist now offer their consumers the option to make use of a pick-up-

point to collect their purchased merchandise. This, together with retailers’ offering consumers the 

option to pick up online-ordered merchandise in a physical store, eases the process if a fixed 

address is not available. 

In the context of risks experienced, participants mentioned that there were misleading cues about 

products associated with e-tailing. These included colours, visual presentation and sizes, all 
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contributing to the product risks participants noted. Colour and visual presentation risk is mainly 

due to the product’s colours displaying inconsistently, especially on different electronic devices. 

Participants experienced risks regarding visual displays of the clothing items online and how they 

were found to be different when delivered. With the failed visual representation of the clothing 

items, there were ill-fitting garments. Participants raised concern about the risk that the sizes of 

clothes would be inconsistent, and not knowing how the clothing items would look before trying it 

on. Although clothing is displayed on models online, it is still unfortunately not an indication of 

how the item would look and fit on the buyer. The inability to assess the freshness of food-related 

products’ quality was also raised as a risk   

Regarding the return policies of e-tailing platforms, participants perceived that there was a 

possibility that stock or garments in the correct size would no longer be available. There were 

also participants who struggled with the return process, some of whom not even being able to 

return the products they had received. Participants found that when they wanted to return a 

product, a substitute was no longer in stock, and they deemed the return process to be 

complicated. Participants had even received damaged merchandise  – which posed a risk, 

especially when ordering breakable products. This resulted in participants’ viewing certain 

products as higher-risk online purchases, such as fragile goods, due to the possibility of poor 

packaging by e-tailers.  

Considering financial risks, participants stated that they had often found that e-tailing carried 

additional costs for international purchases, which involved customs, shipping and fluctuating 

changing exchange rates. Participants pointed out that some products were more expensive 

online and for those with limited finances this posed a perceived risk. This might be due to e-

tailing offering consumers the latest versions of what is available. Consumers might then have to 

weigh up the financial risks of making the more expensive purchase online, against having to 

spend more time to visit a brick-and-mortar operation, and spend money on fuel and parking. 

Furthermore, participants identified additional costs and fraud as increasing the perceived 

financial risks they experience when shopping on an e-tailing platform. This is a challenge that is 

evident both to consumers and retailers.  

The last identified risk included the website itself. Here participants indicated their risk of not 

understanding the terms and conditions online, which are continually changing. Participants 

stated that some had only limited access to an e-tailing platform, making it not practical for all. E-

tailing platforms that were unreliable, such as distrusted websites and suspicious retailers, finally 

led to participants’ not recommending a site to their families and friends. These risks constituted  

a barrier at a time when e-tailing is set to continue growing. 
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5.4.4 Objective 3: Strategies implemented by consumers to cope with perceived risks 

Participants indicated various coping strategies to deal with identified risks of e-tailing. They used 

trusted e-tailers when making purchases. These strategies include using familiar websites and 

applications as well as verified e-tailers. Participants said that they coped by using South-African 

e-tailing platforms, as they consider them to be trustworthy. Participants also resorted to trusted 

payment methods. The first payment method considered to be trusted by participants was EFT, 

seen as quick and convenient. The use of EFT gives participants a greater sense of control over 

the financial aspect of online purchases. The other instant payment methods used included 

PayPal and PayFast. Despite various participants raising their concerns, some considered credit 

card payments to be safe. This sense of concern can be ascribed to the credit verification value 

(CVV) number provided on the physical credit card that has to be entered into the payment details 

for the transaction to take place.  

Participants suggested that security regulations should be considered at all times when making 

use of e-tailing. Information search was also identified as a coping strategy when participants 

used online sources that included reading product reviews, using Google as a search engine and 

reading product-related information. Participants regarded word-of-mouth (WOM) as an important 

means of mitigating risk. Participants referred to their family, reference groups and reviews to 

make informed e-tailing purchases. 

5.5 Implication-related objectives for both consumer and e-tailing companies 

The implications of this study are discussed as the perceived risks with the e-tailing process in a 

South African context with coping strategies consumers resort to.  

5.5.1 Consumers’ perceived risks and coping strategies for the e-tailing process in a 

South African context 

Consumers in South Africa are not opposed to using e-tailing, yet challenges remain in fully 

adopting the process. Participants experience risks when making use of e-tailing, which results 

in their either rejecting this form of shopping or resorting to coping strategies in order to deal with 

the identified risks when making online purchases. In a South African context, there are still 

consumers with limited resources, regarding internet access and sufficient money. This lack of 

access might influence their opinion about e-tailing and whether or not to make use of this form 

of purchasing. If the risks cannot be identified and coped with, consumers will not make use of 

this convenient, time-saving form of shopping and e-tailers will not be able to sell their products.  



 

123 

Consumers who apply coping strategies are most likely those who want to make use of e-tailing, 

although uncertainties and risks often arise with this purchasing method. This implication works 

both ways, affecting consumers and e-tailing companies alike. 

5.5.2 Advice to South African e-tailers about consumers’ perceived risks of e-tailing and 

their coping strategies 

Consumers in South Africa need to be more informed about the process of making purchasing 

decisions in e-tailing. Some of consumers’ risks and negative experiences are due to a lack of 

information, ultimately causing their opinion of e-tailing to be negative. The information provided 

should be in terms the consumer can fully understand and should offer an accurate description 

of the physical product. The lack of physical examination of e-tailing products may be mitigated 

by providing the appropriate quantity and type of information. Although some South African 

consumers make use of e-tailing, there are others who have experienced risks with the process. 

One of the potential risks that may prove challenging is the physical in-store experience that is 

lacking in e-tailing. This is one of the areas of e-tailing which is difficult to change, hence if 

consumers seek the social interaction associated with shopping, they will likely resort to 

physical stores instead. This is in conjunction with social and psychological risks experienced by 

consumers during e-tailing purchases.  

Consumers’ possible negative e-tailing experiences can be addressed by creating a better 

online platform for them to voice their opinion, and to be taken seriously by e-tailers. These 

negative experiences are variables that can be changed positively if taken up with e-tailers and 

attended to accordingly. E-tailers can provide the information needed to reduce consumers’ 

uncertainty and anxiety about the products offered online and ultimately about making use of e-

tailing. Although the hedonic value of shopping cannot be replaced by e-tailing, e-tailing 

companies could focus on making the online shopping experience as pleasurable as possible 

for the consumer. This includes giving recommendations based on products previously 

purchased and searched for, a line of communication to an employee at the e-tailing company, 

and even providing an online environment judged to be comfortable and enjoyable by 

consumers. E-tailers can usefully emphasise the variety of products they offer, and which is not 

always available in brick-and-mortar stores. Consumers in outside urban areas can thus be 

made aware of the options, and the variety e-tailers have to offer them. 

Consumers are able to compare prices in an e-tailing environment, which is not easily possible 

in physical brick-and-mortar operations. E-tailing companies should inform consumers about the 

ability to compare prices, as this might offer them an advantage over physical operations. E-
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tailing involves fewer expenses than brick-and-mortar operations, which should be one of the 

reasons why prices are thought to be cheaper online.  

Considering product risks, e-tailers should focus on better informing consumers about the 

specific sizes and colours of items. Product risks arise from not knowing what to expect when 

ordering on an e-tailing platform. E-tailers can give consumers more detailed information about 

the exchange process and stock availability, with attention to packaging. It is crucial that 

products that are more expensive or fragile should be packaged with utmost care to ensure that 

they will not break or be damaged in the delivery process.  

When considering the financial risks experienced, e-tailers should make their customers more 

aware of all the costs involved in making purchases. These include any additional or possible 

hidden costs as well as delivery costs. This can be done in conjunction with dealing with 

website risks experienced by consumers. It is accordingly advised that e-tailers should write the 

terms and conditions simply and clearly enough for potential e-tailing consumers to understand 

fully, including the fine print. It is also advised that e-tailers clearly indicate on their website the 

trustworthiness of their e-tailing platform by providing consumers with the necessary proof of 

certification.  

Considering the above-mentioned risks, e-tailers should keep in mind that consumers often 

resort to various strategies in order to cope with identified risks. These strategies include using 

a trusted e-tailer. As mentioned previously, e-tailers should take more care in ensuring that the 

website is considered a safe and trusted platform, otherwise consumers might abandon their 

purchase. If it is a South African e-tailer, this could be indicated to clients, given that local 

consumers might prefer to make use of South African websites than international e-tailers.  

Furthermore, e-tailing companies should place more emphasis and care on the delivery and 

return of ordered merchandise. When consumers experience a negative delivery process, the 

chances are higher that they will not shop online in the future. E-tailing companies should have 

regulations in place for merchandise packed for delivery. Moreover, clothing should be properly 

packed and not simply placed in a plastic bag. Thus, as participants found it exciting to receive 

their parcels, the necessary care should be taken to create a unique positive experience for 

them when they open their parcels. 

E-tailing companies could provide a section with frequently asked questions (FAQ’s) that 

explain how the process of shopping online works. This might ease consumers’ uncertainties. E-

tailers can list different payment methods and how each one works. This could encourage 

consumers to buy as they would be better informed about the process of shopping. The 
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information provided should describe textiles used to make clothing items, in more familiar 

terms. There are still consumers who do not have the knowledge to make an effective choice, 

thus useful terms such as “stretch fabric” or “firm fabric unable to stretch” might inform 

consumers’ decisions. This can be applied to other products and accessories. The care 

instructions should be communicated so that the consumer will know exactly how to take care of 

the item. 

Last, e-tailers can give more detailed information about payment methods that are available on 

the website as some consumers make use only of payment methods they feel are safe, such as 

EFT, Paypal or PayFast. 

5.6 Implementation of the theoretical framework 

As stated in Chapter 1, the proposed theoretical framework was formulated from literature to 

indicate the integration of three models serving as the basis of the study (Figure 5-1). These 

combined models were the CDMM adapted from Schiffman and Kanuk (2014:415), the TAM of 

Davis (1989:320), and the adoption process from Rogers (1983:144). During this discussion, the 

application of the theoretical framework is provided and the integration of findings into it is 

described. 

5.6.1 Perceived usefulness in combination with consumer decision-making models’ 

input phase 

The perceived usefulness that forms part of the TAM model can be seen as the degree to which 

participants believed that the process of e-tailing would enhance their daily lives. Therefore, it can 

be seen how e-tailing improves and simplifies participants’ shopping experience. In combination 

with the CDMM input stage, the following categories emerged from the results. Participants were 

of the opinion that the e-tailing environment provided a wider assortment of products compared 

to brick-and-mortar operations. The promotional matter participants received included sales, 

discounts and special deals. Participants perceived these as positive and useful since the 

information was personalised and sent to them by e-mail. This ensured that they were informed 

about any promotions associated with a particular e-tailing site and encouraged them to make 

purchases. Concerning the price of products online, there were various advantages, such as 

products being perceived as cheaper in some instances, as well as the easy comparison of prices 

between sites.  

Other external influences influenced participants’ shopping experience. Participants said making 

purchases on an e-tailing site saved them time because it was a quick process. They had 

indicated that they had limited time, with busy schedules (an ongoing aspect of lifestyle changes) 
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and e-tailing offered them a quick shopping experience at any given time of the day, and not only 

during business hours. Furthermore, all participants had an income that enabled them to make 

use of e-tailing and have the money to pay for the purchases made on e-tailing platforms. 

Participants had easy access to e-tailing sites and mobile e-tailing applications. This reduced the 

effort associated with e-tailing, as participants were able to access e-tailing on their mobile 

devices. However, there are still consumers who have limited access to e-tailing due to slower 

connectivity rates, high data costs and simply not having access to the internet. The above-

mentioned factors formed part of the CDMM input and influenced participants in making use of e-

tailing – they perceived e-tailing (the technology) to be very useful in their daily lives. 

5.6.2 Perceived ease of use in combination with the consumer decision-making process 

During the perceived ease of use of the TAM model, participants considered the process of e-

tailing to be rather easy to use, without too much effort or difficulty, although there were still 

participants indicated of feeling anxious and uncertain. The perceived ease of use was combined 

with the process stage of the CDMM. Perception, and more specifically perceived risks, formed 

part of the internal factors of the CDMM, affecting participants’ decisions. During this stage, 

participants experienced various risks, which led to coping strategies adopted in order to deal 

with the identified risks. Experiences with the perceived risks experienced led them to make use 

of brick-and-mortar operations rather than in an e-tailing environment. Some of these experiences 

highlighted the advantages of physical stores, which were seen as lacking in the e-tailing 

environment. Advantages physical stores offered included participants’ positive emotional 

experiences, the convenience of proximity and having immediate access to the purchased goods, 

as well as the physical experience of shopping. Participants’ negative e-tailing experiences led 

them to traditional brick-and-mortar operations for making their purchases. These experiences 

included products being more expensive with e-tailing, especially goods purchased from abroad, 

expensive delivery costs experienced in addition, and a certain sense of uncertainty and anxiety.  

Considering perceived risks, participants experienced the social and psychological risks of e-

tailing. These included the risk of losing the social aspect of shopping as well as emotional 

reasons that contributed to social and psychological risks. Furthermore, product risks included 

delivery risks, misleading cues, wrong garment size and fit, unsatisfactory quality, not being able 

to return stock, and stock unavailability, with poor packaging and damaged goods. These 

increased the likelihood of participants’ experiencing product risks. Participants also experienced 

financial risks and risks associated with the websites. Financial risks include the costs associated 

with international purchasing products being more expensive online, and unexpected additional 

costs. Website risks include the terms and conditions attached to the purchasing process, limited 

access to e-tailing platforms and unreliable, untrustworthy e-tailing platforms.  
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Participants expressed their opinions of the risks experienced with e-tailing, but they also 

identified various strategies in order to cope with the identified risks. They did this by making use 

of trusted e-tailers. These included e-tailers with which these consumers were familiar, and in 

particular South-African e-tailing platforms. They identified trusted instant payment methods such 

as EFT, credit card payments and security regulations that could be trusted, thus coping with 

financial risks experienced. Ultimately, although participants experienced risks identified with e-

tailing, they used coping strategies to mitigate them. The risks experienced by the participants 

meant that e-tailing was received as not being effortless, thus diminishing its perceived ease of 

use. In contrast to this were the coping strategies participants could employ to ensure that the e-

tailing shopping process was less of an effort. 

Participants’ emotional and social experiences of e-tailing are still less frequent than with brick-

and-mortar purchases. Although the technology of online shopping is something participants 

make use of, the void left by a lack of emotional and social experiences remains. This might be 

one of the reasons why consumers continue to omni-channel shopping as a purchasing method, 

as it offers both the convenience of e-tailing and of brick-and-mortar operations. The e-tail industry 

should be more attentive to the emotional and social needs if their consumers are to fully adopt 

this form of purchasing. Consequently, the perceived ease of use influenced the process stage 

positively as coping strategies made the e-tailing shopping experience less of an effort.  

5.6.3 Behavioural intention to use technology in combination with the consumer 

decision-making model’s output phase 

Although participants identified various coping strategies, there were still reasons why they did 

not choose e-tailing for making purchases. They said that if they had not received reassurance 

from family, friends or peers, they would not make use of e-tailing, or more specifically certain e-

tailing platforms. If participants did not experience e-tailing shopping as trustworthy, they would 

instead persist in making use of traditional brick-and-mortar operations. It can be said that 

participants’ experience is their behavioural intention, which will convince them to make use of 

e-tailing for making purchases, or not. Hence e-tailing will be accepted or rejected based on 

participants’ experience with it. As a result, participants, despite the risks identified, will accept 

e-tailing by making use of specific coping strategies to ease acceptance of this form of 

technology. 

Concerning the adoption process, consumers either accept or reject e-tailing as a form of 

making purchases. To conclude, consumers who are goal-orientated shoppers would accept e-

tailing as it offers them convenience and being able to search for a specific product before 

making a purchase. Therefore, e-tailing, as a part of technological innovation, will always attract 
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a group of consumers who accept this purchasing method. These consumers also experience 

risks, but thanks to coping strategies, they manage them and continue to make use of e-tailing. 

There are, however, still consumers who are hesitant and experience risks. They resort to initial 

coping strategies, but abort their initial intention to make use of e-tailing as a purchasing 

method. They will ultimately reject e-tailing and will not accept this innovative approach to 

shopping, Consumers who perceive risks and apply coping strategies will ultimately accept the 

process of e-tailing, and this leads to the acceptance of e-tailing in the last phase of the 

combined proposed model.  
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5.7 Recommendations for future research, limitations and conclusion 

5.7.1 Recommendations  

Considering the nature of this qualitative study, and subsequent sample selection, 

recommendations for future studies include repeating the current study, but among a larger 

sample group, in other provinces of South Africa, to see whether similar results emerge or if they 

differ, in what ways, and to find out if the information differs from found in this study. Also, more 

consumers from older population groups can be added to the study to explore their perceived 

risks an coping strategies. The findings of this study can also serve as a basis for future 

quantitative research into e-tailing risks and coping strategies by providing a basis for compiling 

a questionnaire. In this manner, larger sample groups from both urban and less urban areas, with 

a larger variety of demographic categories such as age, gender, occupation, and other 

demographic details can be studied. If a random, representative sample group can be selected 

for a quantitative study, it will be possible to generalise the results. Seeing that the majority of 

participants in this study were women, similar future, qualitative studies may be undertaken with 

men as participants, to see whether their opinions about e-tailing are different. Literature 

regarding e-tailing and consumers’ perceived risks and coping strategies for the process was 

limited, especially in the South African context, thus this study contributes to theoretically 

relevant literature.  

5.7.2 Limitations 

First of all it is important to take note that this study is not a representative for consumer in south 

Africa, rather consumers residing in Potchefstroom, thus the sample was not representative of 

the entire country. In this study, limitations included the sampling method used, which was 

purposive, snowball sampling. This attracted participants who were more or less of the same age, 

mostly female and Afrikaans-speaking. Therefore, this limitation resulted in the group of 

participants having more or less the same demographical profile. Consequently, the participants 

were the people who reacted to the advertisements placed , there might have been a lack of 

interst by other consumers to take place in this study. Another limitation might be that the 

researchers are aware of the concept of e-tailing, although consumers only talk about online 

shopping and therefore generalise the concept of making use of the internet as a shopping 

channel. E-tailing specifically refers to retail-related products that are bought in an online 

environment, whereas online shopping includes any product or service that can be bought online.   
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5.7.3 Conclusion 

E-tailing has emerged as a form of making purchases that is both convenient and time-saving 

for consumers. Despite the various advantages associated with this technology, there are still 

consumers who perceive this form of making purchases as risky. The risks experienced by 

consumers elicit coping strategies that consumers apply to mitigate the initial experienced risk. 

E-tailing companies and consumers alike should be aware of these risks and how to cope with 

them. This might result in e-tailing becoming a more trusted form of making purchases in future. 

Nevertheless, brick-and-mortar shopping is still associated with a personal interactive 

experience, which is not the same as e-tailing. E-tailing companies can thus focus on similarly 

offering consumers a unique experience while they are making purchases. When consumers 

shop online, they save valuable time, ultimately enabling them to spend more time with their 

friends and family or on other activities. E-tailers need to be aware of the importance of offering 

consumers a satisfying shopping experience, or risk having them remain faithful to brick-and-

mortar operations. 
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Table J.1: Summary of participants’ experiences that led them to make use of e-tailing as a purchasing method, also theme 1 

Theme 1: Participants’ experience of e-tailing 

Categories Codes Sub-codes QUOTE * Translated quote * 

Product(s) 

variety and 

availability  

Product  

variety  

 

 

 

 

“So aanlyn is daar net meer 

dinge.”(G.1.8.F.33) 

 “… groter verskeidenheid…” (G.1.8.F.33) 

“… amper enige iets koop.” (G.1.4.F.23) 

“… groter verskeidenheid...” (G.2.6.F.22) 

“… groot verskeidenheid…” (G.2.1.F.22) 

“… die groot verskeidenheid…” 

(G.4.5.F.23) 

“… baie verskillende goed.” (G.5.3.F.52) 

“… die verskeidenheid…” (G.5.1.F.35) 

“So online there are just more things” 

(G.1.8.F.33) 

“… bigger variety…” (G.1.8.F.33) 

“ … buy almost anything.” (G.1.4.F.23) 

“… bigger variety…” (G.2.6.F.22) 

“… big variety…” (G.2.1.F.22) 

“… the great variety…”             

(G.4.5.F.23) 

“… many different things.” (G.5.3.F.52) 

“… the variety…” (G.5.1.F.35) 
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“… baie meer opsies … beter opsies…” 

(G.3.2.F.20) 

“… groot verskeidenheid …” (G.2.1.F.22) 

“… groter verskeidenheid op die websites 

as in die winkels self.” (G.2.6.F.22) 

“… baie goed aanlyn…” (G.2.6.F.22) 

“… rerig baie goeders…’ (G.1.5.M.35)  

 “… amper enige iets koop …” 

(G.1.4.F.23) 

“Waar online is daar net soveel groter, 

goed wat bietjie anders is”        

(G.5.4.F.44) 

“… hele reeks beskikbaar…” (G.5.2.F.53) 

“…groter reeks…” (G.5.4.F.44) 

“… verskillende modelle…” (G.5.1.F.32) 

“… many more options… better 

options…” (G.3.2.F.20) 

“… large variety…” (G.2.1.F.22) 

“larger variety on the websites than the 

stores itself.” (G.2.6.F.22) 

“… many stuff online…” (G.2.6.F.22) 

“ … really a lot of stuff …” (G.1.5.M.35) 

“… buy almost anything …”     

(G.1.4.F.23) 

“Where online there are just so much 

bigger, stuff that is a bit different” 

(G.5.4.F.44) 

“… entire range available…” (G.5.2.F.53) 

“… larger range…” (G.5.4.F.44) 

“… different models…” (G.5.1.F.32) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… spesifieke storieboeke..” (G.5.2.F.53) 

“... ‘n boek...” (G.1.8.F.33) 

“...handboeke aan die begin van die 

semester wil koop...” (G.2.5.F.22) 

“… alles – van doeke…”           

(G.1.8.F.33) 

“… groceries koop…” (G.1.10.F.38) 

“... kruideniersware ...” (G.2.4.F.53)  

“Kos.” (G.3.6.M.22) 

“ … specific story books…” (G.5.2.F.53) 

“… a book…” (G.1.8.F.33) 

“… want to buy text books at the 

beginning of the semester…” (G.2.5.F.22) 

“… everything – from nappies…” 

(G.1.8.F.33) 

“… buy groceries …” (G.1.10.F.38) 

“… groceries …” (G.2.4.F.53) 

“Food.” (G.3.6.M.22) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… ons gebruik sagteware…” (G.1.7.M.31) 

“... koop al sy elektroniese goeders op 

Amazon...” (G.1.4.F.23) 

“... elektroniese photo frame...” 

(G.1.8.F.33) 

“... daai Garmin...” (G.1.8.F.33) 

“... redelik ŉ groot online purchase gewees 

– dit was met ŉ rekenaar.” (G.2.3.F.22) 

“So I mostly go for like jewellery...” 

(G.1.1.F.23) 

“Daar is baie meer opsies, baie mooier 

klere amper van om te kies. Beter opsies, 

so.” (G.3.2.F.20)  

“… alle style …” (G.3.2.F.20) 

“… groottes beskikbaar…” (G.3.4.F.23) 

“… in jou grootte is …” (G.4.6.F.32) 

“… we use software…” (G.1.7.M.31) 

“ ... buys all of his electronic stuff on 

Amazon...” (G.1.4.F.23) 

“… electronic photo frame …” 

(G.1.8.F.33) 

“… that Garmin…” (G.1.8.F.33) 

“… it was a pretty big online purchase – it 

was with a computer.” (G.2.3.F.22) 

“So I mostly go for like jewellery...” 

(G.1.1.F.23) 

“There are much more options, much 

nicer clothes almost to choose from. 

Better options, so.” (G.3.2.F.20) 

“… all styles …” (G.3.2.F.20) 

“… sizes available…” (G.3.4.F.23) 

“… in your size …” (G.4.6.F.32) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… alle kleure…” (G.3.2.F.20) “… all colours …” (G.3.2.F.20) 
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Availability of 

product 

Online 

exclusivity 

“… net aanlyn beskikbaar…” (G.1.5.M.35) 

“… nerens anders sou kry, en hulle voer 

dit so spesifiek in.” (G.5.4.F.44) 

“… ek gaan daai nie kry nie…” 

(G.5.4.F.44) 

“Ek het sulke oulike sticky notes laat kom. 

Dan vat jy jou naam en kies jou eie 

patroontjie en goeders. Ek bedoel. Dit, 

waar kry jy dit? En dit is vir my. Almal wil 

weet waar kry jy, waar koop jy dit… 

eksklusief, ja bietjie anders…”  

(G.5.3.F.52) 

“… only available online…” (G.1.5.M.35) 

“… won’t get it anywhere else, and they 

specifically import it.” (G.5.4.F.44) 

“… I’m not going to get that…” 

(G.5.4.F.44) 

“I had these cute sticky notes come. Then 

you take your name and choose your own 

pattern and goods. I mean. That, where 

do you get it? And it is for me. Everyone 

wants to know where you get it, where do 

you buy it… exclusive, yes a bit 

different…” (G.5.3.F.52) 

Location “… nie hom regtig hier rond koop…” 

(G.1.5.M.35) 

“En ander goed wat ek ook al aanlyn 

gekoop het, is maar sport, soos 

golfstokke, nie spesifiek stokke nie, maar 

golf equipment en ‘n ou kry maar 

gewoonlik net ProShop wat ‘n special het, 

“… do not really buy it around here…” 

(G.1.5.M.35) 

“And other things I've bought online are 

sports, such as golf clubs, not specifically 

sticks, but golf equipment and a guy 

usually only get it from ProShop that has 

a special, but we don't have one in the 

Categories Codes Sub-codes QUOTE * Translated quote * 
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maar ons het nie een in die omgewing nie, 

so dit is maar meer die Potch ding ja. Nie 

alles beskikbaar hier wat ‘n ou daar kan 

kry nie.” (G.1.5.M.35) 

“Ons bly in Potch (giggles). So aanlyn is 

daar net meer dinge.”                 

(G.1.8.F.33) 

“Distance… wat jy wil he in jou omgewing 

of dorp nie.” (G.2.1.F.22) 

“… Lichtenburg… uhm niks nie…” 

(G.2.2.F.21) 

“… beskikbaarheid …” (G.2.4.F.53) 

“… ons in ‘n klein dorpie bly, dis soos jou 

opsies is vas.” (G.2.2.F.21) 

“… nie rerig hier iets kry nie, so dan bestel 

ons maar online.” (G.3.5.F.22) 

“… nie hier kon kry nie…” (G.5.1.F.35) 

area So it's more like the Potch thing. Not 

everything available here that one can get 

there”                                        

(G.1.5.M.35) 

“We live in Potch (participants giggles). 

So online there are just more stuff.” 

(G.1.8.F.33) 

“Distance… not what you want in your 

area or town.” (G.2.1.F.22) 

“… Lichtenburg… uhm nothing…” 

(G.2.2.F.21) 

“… availability …” (G.2.4.F.53) 

“… we live in a small town, it’s like, your 

options are limited.” (G.2.2.F.21) 

“… not really find something here, so then 

we order online.” (G.3.5.F.22) 

“… could not get it here…” (G.5.2.F.35) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“Want al loop ek rond in ‘n dorp, ek gaan 

dit nie kry nie.” (G.5.4.F.44) 

“… so kry mens nie altyd orals nie …” 

(G.4.1.F.52)  

“… soek jy in 20 winkels, maar kry dit nie. 

“ (G.3.2.F.20)  

“… party produkte kry jy nie in die hande 

nie of die winkels het dit nie …” 

(G.4.1.F.52) 

“… goed wat ek nie hier kon kry nie …” 

(G.5.1.F.35) 

“… ek gaan daai nie kry nie…” 

(G.5.4.F.44) 

“… nerens anders sou kry, en hulle voer 

dit spesifiek in.” (G.5.4.F.44) 

“… maar ons het nie een in die omgewing 

nie…” (G.1.7.M.31) 

“Because, even if I walk around in town, 

I’m not going to get it.” (G.5.4.F.44) 

“… so one does not always get 

anywhere…” (G.4.1.F.52) 

“… you search in 20 stores, but do not get 

it.” (G.3.2.F.20) 

“… some products you do not get or the 

stores do not have it…”           

(G.4.1.F.52) 

“… stuff I could net get here …” 

(G.5.1.F.35) 

“… I’m not going to get that…” 

(G.5.4.F.44) 

“… won’t get it anywhere else and they 

specifically import it.” (G.5.4.F.44) 

“… but we do not have on in our 

environment …” (G.1.7.M.31) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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Convenience 

of e-tailing 

purchases 

Convenience  “…jy is nie in Potch om mall toe te gaan 

nie, dan is dit baie gerieflik …” 

(G.2.1.F.22) 

“Dis vir my gerieflik.” (G.5.1.F.35) 

 “… dit is doodeenvoudig baie makliker 

...” (G.5.2.F.53) 

“Geriefliker.” (G.1.4.F.23) 

“…uhm, aanlyn en dit is vir my makliker 

…” (G.1.4.F.23) 

“…dit vir my partykeer makliker want dan 

hoef ek nie te gaan sukkel …” (G.1.4.F.23) 

“…20kg sak ook nog rond te dra nie. So 

dit is vir my baie gemaklik …” 

(G.1.4.F.23) 

“…Dit is makliker om dit aanlyn te soek 

en jy kan als in soek waarin dit moet 

voldoen…” (G.1.9.F.20) 

“… you’re not in potch to go to the mall, 

then it’s very convenient…”   

(G.2.1.F.22) 

“It’s convenient to me.” (G.5.1.F.35) 

“… it is simply a lot easier…”  

(G.5.2.F.53) 

“More convenient.” (G.1.4.F.23) 

“… uhm, online and it is easier for me …” 

(G.1.4.F.23) 

“ … it’s sometimes easier because then I 

do not have to struggle …” (G.1.4.F.23) 

“… do not have to carry a 20kg bag. So it 

is very convenient to me…”   

(G.1.4.F.23) 

“… It’s easier to search for it online and 

you can search for everything to which it 

must comply…” (G.1.9.F.20) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“…Want dit is makliker om vir dit aanlyn te 

soek en jy kan soek vir die kriteria 

waaraan dit moet voldoen…” (G.1.1.F.23) 

“…it’s convenient..”(G.1.1.F.23) 

“…dit maklik om enige ding te koop.” 

(G.1.8.F.33) 

“Absolute convenience.” (G.2.4.F.53) 

“…om dit so te bestel want dit is die 

maklikste …” (G.2.1.F.22)  

 “…so convenient wees. Dis amazing!” 

(G.2.4.F.53) 

“…as mens werk, dan is dit makliker …” 

(G.2.7.F.22) 

“…Wat is dan makliker om vanaand by 

die huis te kom en goed by Spree te bestel 

…” (G.2.2.F.21) 

“… Because it is easier for me to search 

for something online and the criteria it has 

to comply with…” (G.1.1.F.23) 

“… it’s convenient…” (G.1.1.F.23) 

“… it’s easy to buy anything.” 

(G.1.8.F.33) 

“Absolute convenience.” (G.2.4.F.53) 

“… to order it like that because it is the 

easiest…” (G.2.1.F.22) 

“… it’s so convenient. It’s amazing!” 

(G.2.4.F.53) 

“… when you work, then it’s easier…” 

(G.2.7.F.22) 

“ … what is easier to go home tonight 

and order stuff from Spree…” 

(G.2.2.F.21) 

Categories Codes Sub-codes QUOTE * Translated quote * 



 

209 

“…ek dink vir my is dit net baie 

convenient.” (G.3.3.F.25) 

“So dis baie convenient vir my.” 

(G.3.3.F.25)  

“…op ŉ webwerf is dit makliker om te 

sien…” (G.3.6.M.22) 

“En dis baie meer geriefliker.” 

(G.3.6.M.22)  

 “Gerieflikheid.” (G.4.1.F.52) 

“Ahm, dit is eintlik maklik, veral as jy nou 

klere koop.” (G.4.6.F.32) 

“So, ek sal se as jy dit aanlyn kan bestel, 

is dit gerieflik en anyway iets wat jy moet 

doen.”                                       

(G.4.3.F.28) 

“Dis baie gerieflik.” (G.4.3.F.28) 

“… I think for me it is just very 

convenient…” (G.3.3.F.25) 

“So it’s very convenient for me.” 

(G.3.3.F.25) 

“… on a website it is easier to see…” 

(G.3.6.M.22) 

“And it’s much more convenient.” 

(G.3.6.M.22) 

“Convenience.” (G.4.1.F.52) 

“Ahm, it’s actually easy, especially if you 

buy clothes.” (G.4.6.F.32) 

“So, I will say that if you can order it 

online, it is convenient and anyway 

something that you should do.” 

(G.4.3.F.28) 

“It’s very convenient.” (G.4.3.F.28) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“Ja vir hulle is dit ook tog gerieflik.” 

(G.4.4.F.25) 

 “Dis vir my gerieflik.” (G.5.1.F.35)  

“Ja gerief, dit is doodeenvoudig 

geriefliker.” (G.5.2.F.53) 

“En dit is baie gerieflik.” (G.1.4.F.23) 

“Yes for them it is also convenient.” 

(G.4.4.F.25) 

“It is convenient for me.” (G.5.1.F.35) 

“Yes, convenience, it is simply more 

convenient.” (G.5.2.F.53) 

“And it is very convenient.” (G.1.4.F.23) 

Compare 

information 

“Jy kan vinniger besluit watse een lyk die 

beste …” (G.4.5.F.23) 

“… gaan op Price Check …” (G.1.8.F.33) 

“… pryse vergelyk.” (G.1.5.M.35) 

“ ... watse een is die goedkoopste en 

spesifiek dan na daai plek gaan en 

besluit.” (G.4.5.F.23)  

“En jy kan pryse ook vergelyk.” 

(G.1.5.M.35)  

“You can make a quicker decision on 

which one looks the best…” (G.4.5.F.23) 

“… go on Price Check…” (G.1.8.F.33) 

“… compare prices.” (G.1.5.M.35) 

“… which one is the cheapest and then 

specifically go to that place and decide…” 

(G.4.5.F.23) 

“And you can also compare prices.” 

(G.1.5.M.35) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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Goal 

orientated 

search 

“ En jy kan iets spesifieks soek…” 

(G.1.9.F.20)  

“ Myne is meer spesifiek. Ek het ‘n 

selfoonwinkel so ons gebruik sagteware...” 

(G.1.7.M.31) 

“… spesifikasies gaan kyk…” (G.5.1.F.32) 

“… kan spesifiek soek … kategoriee …” 

(G.3.4.F.23) 

“… gaan in die kategorie wat jy soek … “ 

(G.3.4.F.23) 

“Ook die convenience of typing in golden 

high heels en dan gee hulle al jou high 

heels.” (G.3.3.F.25) 

“And you can search for something 

specific…” (G.1.9.F.20) 

“Mine is more specific. I have a cell phone 

store so we use software…”   

(G.1.7.M.31) 

“… look at specifications…” (G.5.1.F.32) 

“… can search specifically… 

categories…” (G.3.4.F.23) 

“… go into the category you want to 

search…” (G.3.4.F.23) 

“Also the convenience of typing in golden 

high heels and then they give you all the 

high heels.” (G.3.3.F.25) 

Products’ 

description 

“… beskrywing gaan kyk…”     

(G.5.1.F.32) 

“… webblad daar kan jy presies sien hoe 

dit lyk en so.” (G.3.1.F.20) 

“… go look at the description…” 

(G.5.1.F.31) 

“… webpage, there you can see precisely 

how it looks and so.” (G.3.1.F.20) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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Delivery “… lewer ook af…” (G.1.4.F.23) 

 “…maar dit is in die Kaap of nee, ek dink 

dit is in Durban, dit kan, ek kan dit nie 

gaan haal nie …” (G.2.1.F.22) 

“…. lewer hulle hier af…” (G.5.1.F.35) 

 “… huis afgelaai…” (G.1.10.F.38) 

“Ek sou se die aflewering is, is ook ‘n groot 

plus punt…” (G.1.2.F.21) 

“En dit spaar jou om alles in die winkel te 

dra. Dit is nog ‘n ding. En die ander rede 

hoekom mens dit aanlyn koop.” 

(G.4.3.F.28) 

 “… lewer by die werk af…” (G.1.8.F.33) 

“Want dit spaar jou om alles te dra in die 

winkel. Dis nog ‘n ding. En dit is nog ‘n 

rede hoekom mens online dit sal koop.” 

(G.4.3.F.28) 

“… also delivers…” (G.1.4.F.23) 

“… but it is on the Cape or no, I think it is 

in Durban, it can, I can’t go and get it…” 

(G.2.1.F.22) 

“… do they deliver here….” (G.5.1.F.35) 

“… home delivered …” (G.1.10.F.38) 

“I would say the delivery is, is also a huge 

plus point…” (G.1.2.F.21) 

“And it saves you having to carry 

everything in the store. That’s another 

thing. And that is another reason why one 

should buy it online.” (G.4.3.F.28) 

“… deliver at the work…” (G.1.8.F.33) 

“Because it saves you to carry everything 

in the store. That’s another thing. And that 

is another reason why one should buy it 

online.” (G.4.3.F.28) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… van boekwinkel tot boekwinkel rondry 

nie.” (G.1.5.M.35)  

“Die studente van ons wat nie karre het 

nie, om dit aanlyn te koop, en hulle kom 

laai dit by die koshuis af is so lekker en so 

maklik.” (G.4.5. F.23) 

“… plaas bly… lewer hulle die groceries vir 

jou af.” (G.3.5.F.22)  

“… binne sekondes by jou afgelewer…” 

(G.2.1.F.22) 

“… online vanaand bestel…more by jou 

huis afgelaai…” (G.1.10.F.38) 

“… deliver next day opsie…” (G.1.1.F.21) 

“… kort tyd by jou afgelewer…”  

(G.2.1.F.22) 

“… kort kennisgewing vir jou aflaai…” 

(G.1.4.F.23) 

“… to not drive from book store to book 

store.” (G.1.5.M.35) 

“The students of us who don’t have cars, 

to buy it online, and they come deliver it 

at the hostel is so nice and easy.” 

(G.4.5.F.23) 

“… live on farm… they deliver the 

groceries for you.” (G.3.5.F.22) 

“… delivered to you within seconds…” 

(G.2.1.F.22) 

“… order online tonight… delivered at 

your house tomorrow…” (G.1.10.F.38) 

“… deliver next day option…” (G.1.1.F.21) 

“… delivered to you in a short time …” 

(G.2.1.F.22) 

“… with short notice for you deliver …” 

(G.1.4.F.23) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… dieselfde dag nog laat aflewer …” 

(G.2.5.F.22)  

“… nie langer as drie dae gewag…” 

(G.4.4.F.25) 

“... ek kan dit nie gaan haal nie, so dit is vir 

my die mees effektiefste om dit so te 

bestel want dit is die maklikste en 

vinnigste manier...” (G.2.1.F.22)  

“... mens se pakkie met die klere by die 

huis aankom. Dis exciting.”       

(G.3.2.F.20) 

“Dit voel soos Kersfees. (All participants: 

ja ja). En mens is so opgewonde.” 

(G.3.3.F.25) 

“As die boksie daar aankom is jy 

verskriklik opgewonde... dit is daai 

afwagting van jy moet wag.” (G.4.2.F.23) 

“… delivered the same day…” 

(G.2.5.F.22) 

“… not waited more than three days …” 

(G.4.4.F.25) 

“… I could not collect it, so for me it was 

most effective to order it like that because 

it is the easiest and fastest way…” 

(G.2.1.F.22) 

“... one’s package comes with all the 

clothes at home. It’s exciting.” 

(G.3.2.F.20) 

“It feels like Christmas. (All participants: 

yes yes.) And one is so excited.” 

(G.3.3.F.25) 

“When the box arrives you are terribly 

excited ... it is that expectation of you 

having to wait." (G.4.2.F.23) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“Superbalist het nou ook die opsie van 

uhm, cash on delivery. So jy kan betaal 

wanneer dit kom...” [safety] (G.3.5.F.22) 

“Ja. Gratis aflewering.” (G.5.2.F.53) 

“... so oulike pos sisteem... Dis magic! So 

effektief...” (G.2.4.F.53) 

“Ek het nog altyd my pakkies gekry, so ek 

trust maar...” (G.2.2.F.21)  

“Superbalist now also has the option, 

uhm, cash on delivery. So you can pay 

when it comes...” [safety] (G.3.5.F.22) 

“Yes. Free delivery.” (G.5.2.F.53) 

“… so nice mail system. It’s magic! So 

effective…” (G.2.4.F.53) 

“I’ve always received my parcels, so I 

trust…” (G.2.2.F.21) 

 

Categories Codes Sub-codes QUOTE * Translated quote * 
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Deliver gifts “… vir haar goed afgelaai…” (G.1.8.F.33) 

“En wat ook lekker is is om vir iemand 

geskenke te stuur. So jy het familie wat 

ver bly of vriende at ver bly en dis lekker 

om vir hulle ‘n pakkie ook so te stuur. Dit 

maak dit soveel makliker as wat mens nou 

moet wag totdat mens hulle weer sien of 

ja.”(G.4.4.F.25) 

“… goed by my kinders te kry.” 

(G.5.2.F.53) 

“… verjaarsdag geskenk …” (G.1.1.F.24) 

“Daai geskenke opsie…” (G.1.8.F.33) 

“… Kersgeskenke …” (G.3.5.F.22) 

“… ‘n geskenk koop …” (G.1.8.F.33) 

“… wedding registry …” (G.2.2.F.21) 

“… delivered stuff for her…” (G.1.8.F.33) 

“And what is nice is to send someone a 

gift. So you have relatives who live far 

away or friends that live far away and it's 

nice to send them a parcel too. It makes it 

so much easier than when you have to 

wait until you see them again or yes.” 

(G.4.4.F.25) 

“… to get stuff to my children … “ 

(G.5.2.F.53) 

“… birthday gift …” (G.1.1.F.24) 

“That gifting option….” (G.1.8.F.33) 

“… Christmas gifts …” (G.3.5.F.22) 

“… buy a gift …” (G.1.8.F.33) 

“… wedding registry …” (G.2.2.F.21) 

 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… ‘n verjaarsdag geskenk …” 

(G.5.2.F.53) 

“… AMAZON draai dit toe.  Hulle vra of dit 

is vir ‘n present…” (G.5.2.F.53) 

“Want ek het altyd AMAZON gebruik vir 

my sussie, sy bly oorsee, om haar 

persente so aan te stuur.” (G.5.1.F.35) 

“… a birthday gift …”                

(G.5.2.F.53) 

“… AMAZON wraps it. They ask if it’s for 

a gift …” (G.5.2.F.53) 

“Because I always used AMAZON for my 

sister, she lives overseas, to send gifts to 

her.” (G.5.1.F.35) 

Time 

constraints  

“Winkels is beperk tot sekere tye… om iets 

gou 11uur te koop…”                 

(G.4.4.F.25) 

“En gemak weeg op veral in terme van 

hoe besig ons is”                         

(G.4.1.G.52) 

“Stores are limited at certain times… to 

buy something quick 11 o’clock…” 

(G.4.4.F.25)  

“And convenience weighs a lot, especially 

for us in terms of how busy we are.” 

(G.4.1.G.52) 

Quick  Comparison “Jy kan vinniger besluit watse een lyk die 

beste...” (G.4.5.F.23) 

“You can decide faster which one looks 

the best…” (G.4.5.F.23) 

  

Categories Codes Sub-codes QUOTE * Translated quote * 
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Search “... baie groot verskeidenheid wat binne 

sekondes vir jou gebied word…” 

(G.2.1.F.22) 

“… makliker om so te soek.”      

(G.3.4.F.23) 

“… maar dit is vinnig…” (G.1.8.F.33) 

“... and it’s quicker, even though there is a 

waiting process...” (G.1.1.F.23) 

“…en vinniger vir iets spesifieks kan soek 

...” (G.4.4.F.25)  

“… quicker …” (G.1.1.F.23)  

“... I think the whole process of purchasing 

and knowing that that’s what you are going 

to have is faster.”                       

(G.1.1.F.23) 

“En dit is soveel vinniger.” (G.1.2.F.21) 

“... a very large variety that is offered to 

you within seconds…”               

(G.2.1.F.22) 

“… easier to search like that.” 

(G.3.4.F.23) 

“… but it is quick…” (G.1.8.F.33) 

“... and it’s quicker, even though there is a 

waiting process...” (G.1.1.F.23) 

“… and searching for something specific 

faster…” (G.4.4.F.25) 

“… quicker …” (G.1.1.F.23) 

“... I think the whole process of 

purchasing and knowing that that’s what 

you are going to have is faster.” 

(G.1.1.F.23) 

“And it is so much faster.” (G.1.2.F.21) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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 “ … click and go …” (G.3.3.F.25) “ … click and go …” (G.3.3.F.25) 

Easy access  “En, omdat ek werk is dit baie maklik om in 

lunch vinnig ietsie te koop as wat ek moet 

mall toe ry en iets soek. En dit is op my 

foon.”                                         

(G.1.8.F.33) 

“… ek het ŉ Spree app…” (G.1.8.F.33) 

“… because the app that I use…” 

(G.1.1.F.23) 

“... maar uhm uhm ŉ app soos Wish of so 

tipe iets...” (G.1.8.F.33) 

“... meer gemaklik is met ŉ sekere app.” 

(G.1.7.M.31) 

“I ask people what, if they use the same 

app as I used...” (G.1.1.F.23) 

“Die boeke is dalk dadelik beskikbaar...” 

(G.1.5.M.35) 

“And, because I'm working, it is very easy 

to buy something quick in lunch than I 

have to go to the mall and look for 

something. And that's on my phone.” 

(G.1.8.F.33)  

“… I have a Spree app…” (G.1.8.F.33) 

“… because the app I use…”   

(G.1.1.F.23) 

“… but uhm uhm, an app like Wish or 

something like that…” (G.1.8.F.33) 

“… more comfortable with a certain app.” 

(G.1.7.M.31) 

“I ask people what, if they use the same 

app as I used…” (G.1.1.F.23) 

“The books are maybe immediately 

available…” (G.1.5.M.35) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“…ek kan enige tyd, se nou ek wag vir ‘n 

vergadering, vinnig opgaan, gaan kyk wat 

is daar alles …” (G.1.8.F.33)  

“… I can any time, say for instance I wait 

for a meeting, quickly go online, go look 

at what there is…” (G.1.8.F.33) 

Categories Codes Sub-codes QUOTE * Translated quote * 



 

221 

Positive 

shopping 

experience 

 “… net positiewe ervarings… “  

(G.5.2.F.22) 

“… goeie experiences …” (G.2. 7.F.22) 

“… hou van e-tailing…” (G.2.2.F.21) 

“… goeie ervaringe daaruit sal ek dit ook 

aanbeveel.” (G.2.2.F.22) 

“…dis iets wat ŉ mens moet explore. Ek 

voel net dit is, dis, dit is die rigting waarin 

jy weet, die mense beweeg. So ek sal dit 

aanbeveel girls.” (G.2.4.F.53) 

“… daar is meer pro’s as con’s.” 

(G.2.7.F.22) 

“… rustiger ‘n besluit maak …” 

(G.2.3.F.22) 

“… niemand wat my pla…”          

(G.5.1.F.35) 

“… only positive experiences…” 

(G.5.2.F.22) 

“… good experiences…” (G.2.7.F.22) 

“… like e-tailing…” (G.2.2.F.21) 

“… from good experience I would also 

recommend it.” (G.2.2.F.22) 

“… it’s something one must explore. I just 

feel it is, it’s, it is the direction in which, 

you know, people are moving. So I would 

recommend it girls.” (G.2.4.F.53) 

“… there are more pro’s than con’s.” 

(G.2.7.F.22) 

“… make a decision more at ease…” 

(G.2.3.F.22) 

“… nobody that bothers me…” 

(G.5.1.F.35) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… baie tevrede gewees.” (G.2.1.F.22) “… was very satisfied.” (G.2.1.F.22) 
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Financial 

aspects of e-

tailing 

Financial 

advantages 

Cheaper  “… werk dit defnitief goedkoper uit.” 

(G.1.8.F.33)  

“… being cheaper…” (G.1.1.F.23) 

“… goedkoper ook.” (G.2.5.F.22) 

“…dan weet ek onmiddelik waar is dit die 

goedkoopste en koop hom aan.” 

(G.4.5.F.23)  

“… ou end goedkoper…” (G.4.3.F.28) 

“… goedkoper produkte ook.” 

(G.4.5.F.23) 

“… it definitely works out cheaper.” 

(G.1.8.F.33) 

“… being cheaper…” (G.1.1.F.23) 

“… also cheaper.” (G.2.5.F.22) 

“… then I know immediately where it is 

the cheapest and I buy it.”          

(G.4.5.F.23) 

“… at the end, cheaper…” (G.4.3.F.28) 

“… cheaper products as well.” 

(G.4.5.F.23)  

Online sales 

and discounts 

“… verskriklike sales…” (G.1.8.F.33) 

“… a big discount …” (G.1.1.F.23) 

“… ‘n ontsettende groot sale …” 

(G.2.3.F.22) 

“… sales is baie makliker… webwerf is dit 

makliker om te sien…” (G.3.6.M.22) 

“… massive sales…” (G.1.8.F.33) 

“… a big discount …” (G.1.1.F.23) 

“… an extremely large sale…” 

(G.2.3.F.22) 

“… sales are a lot easier… it’s easier to 

see on the website..” (G.3.6.M.22) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… meer specials online …” (G.5.4.F.44) 

“…toe ek die special sien en jy kry al 

hierdie ander goed by en dit is regtig 

goedkoop.” (G.5.1.F.35) 

 “En hulle het baie goeie specials.” 

[goedkoper] (G.5.2.F.53) 

“… net ProShop wat ‘n special het …” 

(G.1.7.M.31)  

“… more specials online…” (G.5.4.F.44) 

“… when I saw the special and you get 

all this other stuff with it and it is really 

cheap.” (G.5.1.F.35) 

 “And they have very good specials.” 

[cheaper] (G.5.2.F.53) 

“… only ProShop who has a special…” 

(G.1.7.M.31) 

Promotional 

deals 

“… special is dan alert hulle jou …” 

(G.5.4.F.44) 

“… eerste aankope 25% af, of jy kry 

coupons…” (G.3.2.F.20) 

“ … free gifts as jy omdat jy online …” 

(G.5.4.F.44) 

“… special then they alert you…” 

(G.5.4.F.44) 

“… first purchase 25% off, or you get 

coupons…” (G.3.2.F.20) 

“… free gifts when you because you 

online…” (G.5.4.F.44) 

Payment 

methods 

EFT “... doen ŉ EFT en ek betaal dit oor.” 

(G.1.8.F.33)  

“... do an EFT and then I transfer it.” 

(G.1.8.F.33) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“... EFT werk vir my nogal die beste.” 

(G.4.6.F.32) 

“Myne is net EFT... het nie ŉ kredietkaart 

nie...” (G.4.2.F.23) 

“... doen net ŉ EFT.” (G.5.1.F.35) 

“... net met hierdie EFT.” (G.5.2.F.53) 

“Ek EFT eerder.” (G.1.8.F.33) 

“Ek doen net EFT en ek vra gewoonlik...” 

(G.1.8.F.33)  

“… EFT kind of works the best for me.” 

(G.4.5.F.32) 

“Mine is only EFT… I don’t have a credit 

card…” (G.4.3.F.23) 

“… only do an EFT.” (G.5.1.F.35) 

“… only with this EFT.” (G.5.2.F.53) 

“I rather EFT.” (G.1.8.F.33) 

“I only do EFT and I usually ask…” 

(G.1.8.F.33) 

PayPal / 

PayFast 

“Yes and mine’s a debit card though, so 

it’s like PAYPAL.” (G.1.1.F.23) 

“PAYPAL is veilig.” (G.1.7.M.31) 

“... PAYPAL is en PAYFAST... ook baie 

veilig.” (G.1.5.M.35) 

“ PAYPAL”  (G.4.1.F.52) 

“Yes and mine’s a debit card though, so 

it’s like PAYPAL.” (G.1.1.F.23) 

“PAYPAL is safe.” (G.1.7.M.31) 

“… PAYPAL and PAYFAST… also very 

safe…” (G.1.5.M.35) 

“PAYPAL” (G.4.1.F.52) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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Credit card “Ek betaal sommer met my kredietkaart. 

Ek het nog nooit ŉ probleem gehad nie.” 

(G.1.5.M.35) 

“... kredietkaart het jy mos so CVV 

nommer... veilig...”  (G.4.1.F.52) 

“... one time pin...” (G.4.3.F.28) 

“I just pay with my credit card. I never had 

a problem.” (G.1.5.M.35) 

 

“… credit card you have that CVV 

number… safe…” (G.4.1.F.52) 

“… one time pin…” (G.4.3.F.28) 

 
 ********** END OF THEME ONE ********** 

  

Categories Codes Sub-codes QUOTE * Translated quote * 

Categories Codes Sub-codes QUOTE * Translated quote * 
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Table J.2: Theme 2. Participants’ preference for physical stores and perceived risks with e-tailing.  

Theme 2: Participants’ preference for physical stores and perceived risks with e-tailing 

Categories Codes Sub-codes QUOTE * Translated quote * 

Preferences for 

physical stores 

Positive 

emotional 

experience 

Enjoyable 

environment 

“… Ons maak uitstappies om na malls toe 

te gaan.” (G.2.1.F.21) 

“… hou daarvan om winkels toe te 

gaan…” (G.5.3.F.52) 

 “… om te gaan shop is ‘n tipe van, half 

ontspanning soos retail therapy. Dis lekker 

om rond te loop in die mall, dis ‘n lekker 

outing. So partykeer wil mens net na die 

winkels toe gaan. …” (G.1.2.F.21) 

“Ek sal, byvoorbeeld, net na die winkels 

toe gaan om rond te loop, selfs al koop ek 

nie iets nie.” (G.1.2.F.33) 

 “… love dit om in die winkels rond te 

loop.” (G.2.2.F.21) 

“… voel soos ‘n outing…” (G.3.1.F.20) 

 

“… we make excursions to go to malls…” 

(G.2.1.F.21) 

“… like it to go to stores …”     

(G.5.3.F.52) 

“…to go shopping in the stores is a sense 

of, half-relaxation than like retail therapy. 

It's nice to walk around in the mall, it's a 

nice outing. So, sometimes you just want 

to go to the store.” (G.1.2.F.21) 

“I will, for example, go to shops just to 

walk around, even if I don't buy 

something”. (G.1.2.F.33) 

 “… love it to walk around in the stores…” 

(G.2.2.F.21) 

“… feels like an outing…” (G.3.1.F.20) 
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“… bietjie gaan rondloop in winkels…’ 

(G.3.6.M.22)  

“Hoe meer pakkies in jou hand hoe 

beter… loop rond, ek like dit.”  

(G.3.1.F.20) 

“… hou daarvan om in winkels te wees…” 

(G.5.1.F.35) 

“… hou daarvan om winkels toe te 

gaan…” (G.5.3.F.52) 

“… lekker om te loop…” (G.1.4.F.23) 

“… outing …” (G.2.7.F.22) 

“… ontspanning… retail therapy…” 

(G.1.2.F. tussen 21) 

“… baie lekker om alleen in die mall te 

loop…” (G.2.1.F.22) 

“… baie terapeuties … “ (G.2.1.F.22) 

“… bietjie mooi goed te sien en idees te 

kry…” (G.4.1.F.52) 

“… ontspanning…” (G.1.2.F.21) 

“ … therapy…” (G.2.4.F.53) 

“… walking around in stores a bit …” 

(G.3.6.M.22) 

“The more parcels in your hand, the 

better… walk around, I like it.” 

(G.3.1.F.20) 

“… like it to be in stores …”     

(G.5.1.F.35) 

“… like it to go to the stoers …” 

(G.5.3.F.52) 

“… nice to walk …” (G.1.4.F.23) 

“ … outing …” (G.2.7.F.22) 

“… relaxation… retail therapy…” 

(G.1.2.F.21) 

“… very nice to walk alone in the mall …” 

(G.2.1.F.22) 

“… very therapeutic …” (G.2.1.F.22) 

“… to see a few pretty things and to get 

ideas…” (G.4.1.F.52) 

“… relaxation…” (G.1.2.F.21) 

“… therapy…” (G.2.4.F.53) 

Categories Codes Sub-codes QUOTE * Translated quote * 
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“… retail therapy ding…” (G.2.2.F.21) 

“… terapeuties…” (G.4.4.F.25) 

“Jy wil nie voor die rekenaar sit en besluit 

wat jy wil he nie.”                          

(G.1.2.F.21) 

“… tegnologie…vat al die sosiale 

interaksie mense weg…” (G.3.4.F.23) 

“… retail therapy thing…” (G.2.2.F.21) 

“… therapeutic …” (G.4.4.F.25) 

“You don’t want to sit in front of the 

computer and decide what you want.” 

(G.1.2.F.21) 

“… technology… it takes away all the 

social interaction between people…” 

(G.3.4.F.23) 

Living close 

to stores 

Close 

proximity to 

mall 

“... naby aan winkels bly voel dit soos 

bietjie onnodig.” (G.3.5.F.22) 

“… Johannesburg… 10 malls rondom 

ons… Ons het dit nie nodig nie…” 

(G.2.7.F.22) 

“… 5km van ‘n mall…. ek mall toe gaan…” 

(G.2.7.F.22) 

“… koop eerder iets by die mall.” 

(G.1.2.F.21) 

“… live close to stores, so it feels a bit 

unnecessary.” (G.3.5.F.22) 

“… Johannesburg… 10 malls around us 

… We don’t need it…”                

(G.2.7.F.22) 

“… 5 km from a mall… I go to the mall…” 

(G.2.7.F.22) 

“… rather buy something at the mall.” 

(G.1.2.F.21) 
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Immediate 

access to 

purchased 

products 

“… nou saam met my huis toe vat…” 

(G.1.7.M.33) 

“… hou van pakkies in die winkels.” 

(G.3.1.F.20)  

“… kry ‘n produk…” (G.4.6.F.32) 

“… sien dadelik wat jy het…”  

(G.4.6.F.32)  

“… take it home with me now…” 

(G.1.7.M.33) 

“… like parcels in the stores.”  

(G.3.1.F.20) 

“… find a product…” (G.4.6.F.32) 

“… immediately see what you have…” 

(G.4.6.F.32) 

Physical 

experience 

Using senses “… ek moet alles aanpas…”  

(G.2.7.F.22) 

“… want to try something on…” 

(G.1.1.F.23) 

“… trying on is a problem…” (G.1.1.F.23) 

“Ek wil aanpas.” (G.4.1.F.52) 

“… hoe sit dit…” (G.4.3.F.28) 

“… gaan nie pas nie…” (G.2.1.F.22) 

“… hou van voel en sien…” (G.2.7.F.22) 

“… te kan vat en sien…” (G.3.1.F.20) 

“… self sien…” (G.1.4.F.23) 

“… I have to try on everything…” 

(G.2.7.F.22) 

“… want to try something on…” 

(G.1.1.F.23) 

“… trying on is a problem…” (G.1.1.F.23) 

“I want to try on.” (G.4.1.F.52) 

“… how it fits…” (G.4.3.F.28) 

“… it’s not going to fit…” (G.2.1.F.22) 

“… like to feel and see …” (G.2.7.F.22) 

“… to can touch and see…” (G.3.1.F.20) 

“… self-see…” (G.1.4.F.23) 
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“… look and feel… ding kan voel nie koop 

ek dit nie…”  (G.2.4.F.53)  

“… kyk met haar hande…” (G.2.1.F. 22) 

“… nie die kwaliteit kan bepaal nie…” 

(G.2.1.F.22) 

“… self kan sien…” (G.2.1.F.22) 

“… hoe voel die lap …” (G.4.3.F.28)  

“… kan nie daardie kleur sien nie…” 

(G.5.4.F.44)  

“… sien hoe hy fisies lyk…” (G.5.2.F.53) 

“… look and feel… not able to touch the 

thing I won’t buy it…” (G.2.4.F.53) 

“… look with her hands…” (G.2.1.F.22) 

“… cannot  determine the quality…” 

(G.2.1.F.22) 

“…. self can see…” (G.2.1.F.22) 

“… how the fabric feels …” (G.4.3.F.28) 

“… cannot see that colour..”     

(G.5.4.F.44) 

“… see how it physically looks…” 

(G.5.2.F.53) 

Negative e-

tailing 

experiences 

More 

expensive 

 “Baie mense se dit, dit is duurder.” 

(G.1.8.F.33) 

“… duurder item…” (G.2.5.F.22) 

“… verskriklik duur… shipping ingesluit… 

onnodig…” (G.4.5.F.23) 

“Many people say it is, it is more 

expensive.” (G.1.8.F.33) 

“… more expensive item…” (G.2.5.F.22) 

“… extremely expensive… shipping 

included… unnecessary…” (G.4.5.F.23) 

Expensive 

delivery costs 

 “… terugstuur… altyd ‘n storie…” 

(G.1.7.M.31) 

“… sending back… always a story…” 

(G.1.7.M.31) 
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“… sukkel om dit terug te stuur …” 

(G.1.4.F.21) 

“… dit half vir my dubbeld die moeite en 

tyd as jy dit wil terugstuur.” (G.4.3.F.28)  

“Hulle het my mooi gehelp, maar die 

schlep van e-possie stuur, wag vir iemand, 

waar ek net by ‘n winkel kon ingegaan het 

– dis nogals vir my ‘n pyn.” (G.1.8.F.33) 

“Maar as mens iets aanlyn bestel is dit half 

vir my dubbeld die moeite en tyd as jy dit 

wil terugstuur. (G.4.3.F.28) 

 “…teen die tyd wat ŉ mens dit terugstuur 

is die regte ding al uit voorraad uit. Dan, 

dan sukkel ŉ ou met dit ook.”  

(G.1.7.M.31) 

“… ‘n courier se pryse, ek dink 

byvoorbeeld, dit kan, uhm, ook ‘n issue 

wees, want as jy iets koop vir R50 en die 

courier is R100….” (G.1.5.M.35) 

“… struggle to send it back…” 

(G.1.4.F.21)“… it’s half like, twice as 

much effort and time if you want to send it 

back.” (G.4.3.F28) 

“They helped me nicely, but the schlep of 

sending an e-mail, to wait for somebody, 

where in a store I could have just walked 

in – it’s a pain for me.” (G.1.8.F.33) 

“But if one ordered something online it is 

twice as much trouble and time if you 

want to send it back.” (G.4.3.F.28) 

“… by the time you send it back, the right 

one is out of stock. Then, then one 

struggles with that as well.”  

(G.1.7.M.31)  

“… a courier’s price, I think for example, it 

can, uhm, also be an issue, because if 

you buy something for R50 and the 

courier is R100 …” (G.1.5.M.35)  

Uncertainty Product or 

service 

“ ... ek weet nie of daar so diens in Potch 

beskikbaar is nie.”  (G.4.1.F.52) 

“… I don’t know if there is such a service 

available in Potch.” (G.4.1.F.52) 
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“As mens online koop moet jy presies 

weet wat jy soek.”                       

(G.3.4.F.23) 

“...uhm, soos as mens huiwerig is om iets 

online te bestel is dit oor ‘n vooropgestelde 

idee ...” (G.1.2.F. 21) 

“Uncertainty. Basically waarop dit 

neerkom neh. Mens is uncertain oor ja, 

ant as dit ŉ dead given is, dan weet jy ...” 

(G.2.4.F.53)  

 “... ek was baie skepties oor enige uhm 

e-tailing aankope...”  (G.2.1.F.22) 

 “Ek dink dit is maar net soos, die 

onbewus, soos jy is nie seker wat dit als 

gaan behels nie.” (G.3.1.F.20) 

“...of ek weet nie eers hoe dit werk nie. 

Wie gaan die koste dra en daai tipe van 

ding. So uhm, ek is nogals huiwerig. 

(G.4.1.F.52) 

“If one wants to buy online, you have to 

know exactly what you want.” 

(G.3.4.F.23) 

“... uhm, like if one is hesitant to order 

something online, it is about a predicted 

idea…” (G.1.2.F.21) 

“Uncertainty. Basically what it comes 

down to, right. One is uncertain, about 

yes, because if it is a dead given, then 

you know…” (G.2.4.F.53) 

“… I was really sceptical about any, uhm 

e-tailing purchases…” (G.2.1.F.22) 

 “I think it is just like, the unknown, like 

you are not sure what it will entail.” 

(G.3.1.F.20) 

“… or I don’t even know how it works. 

Who is going to bear the cost and that 

kind of thing. So uhm, I am quite 

hesitant.” (G.4.1.F.52) 
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Using e-tailing 

applications 

“Maar ek gaan nie ŉ R3000 se paar 

skoene van ŉ oorsee se app koop, en ek’s 

nie seker nie.” (G.1.8.F.33) 

“But I’m not going to buy a R3000’s pair 

of shoes from an overseas app and I’m 

not sure.” (G.1.8.F.33) 

Process “... want as dit sê nou maar duurder item 

is dan gaan jy dit baie meer oorweeg en 

dit oordink om dit te koop as wat dit ŉ 

goedkoper item is baie meer oorweeg en 

dit oordink...” (G.2.5.F.22)  

“So ek dink ook net daai onsekerheid wat 

mens waar mens nog nie so, uhm, 

gemaklik voel met die proses om oor die 

internet te koop nie.” (G.3.1.F.20) 

“… because say if it’s something more 

expensive then you will consider it much 

more and overthink when buying it as 

when it’s cheaper item much more 

consider and overthink…” (G.2.5.F.22) 

“So I just think, that uncertainty that one, 

where one does not, uhm feel 

comfortable with the process to shop on 

the internet.” (G.3.1.F.20) 

Anxiety Lack of 

experience 

“Ek was nog altyd bang want ek het eers 

in die begin van die jaar begin aanlyn 

koop” (G.1.1.F.23)  

“Ek dink dit is kompleks vir ŉ sekere groep 

mense, ouer mense, of mense wat bietjie 

IT gestremd is. My sussie is ouer as ek en 

sy is te bang om dit te doen “ (G.1.5.M.35) 

“Ek is nogsteeds bang. Ek dink die 

grooste ding is die geld stories. Ek is, ek is 

“I’ve always been scared, because I only 

started buying online in the beginning of 

this year” (G.1.1.F.23) 

“I think it is complex for a certain group of 

people, older people, or people who are 

IT disabled. My sister is older than me 

and she is scared to do it.” (G.1.5.M.35) 

“I’m still scared. I think the biggest thing 

is the money stories. I am, I am scared, I 
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bang, ek weet nie (giggles) ek is net 

bang.” (G.2.7.F.22) 

“So ek dink daai daai mense kan die e-

tailing, want ek dink hulle kan dalk ‘n vrees 

voel, al is dit nie noodwendig iets 

spesifieks nie, want nou is hulle alleen 

met al hierdie besluite wat hulle alleen 

moet maak.” (G.2.1.F.22) 

“... omdat ek onseker is lees ek alles wat 

ek kan.” (G.2.7.F.22)  

“Wat my baie bang maak is uhm, 

as mens luister na die prof van UJ 

wat so kenner is oor 

kubersekuriteit. Hy praat mens 

regtig baie bang en uhm, oor 

hierdie, uhm hierdie kuberkrakers, 

hulle kan letterlik alles van jou 

hack en al jou inligting kry.”  

(G.4.1.F.52) 

don’t know (giggles) I am just scared.” 

(G.2.7.F.22) 

“So I think those people can the e-tailing, 

because I think they can feel feared, 

although it is not something specific, 

because now they are alone with all these 

decisions what they should make alone.” 

(G.2.1.F.22) 

“… because I am unsure, I read 

everything that I can.” (G.2.7.F.22) 

“What scares me the most is, 

uhm, when one listens to the prof 

of UJ who is a specialist on cyber 

security. He talks one really 

scared and uh, about this, uhm, 

this cyber hackers, they can 

litteraly hack everything of you 

and get all your information.” 

(G.4.1.F.52) 

Ill-fitting 

merchandise 

“Ek, dit was een van my grootste redes 

hoekom ek bang was, want ek was bang 

dit gaan nie pas nie.” (G.2.1.F.22) 

“I, it was one of the biggest reasons why I 

was scared, because I was scared that it 

will not fit.” (G.2.1.F.22) 
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Delivery fears “.. bang jy bestel se nou maar hierdie iets, 

se nou maar ŉ laptop of iets wat duur is of 

al is dit net ŉ rok wat soos R300 kos, ek is 

bang dit kom nie uit nie of dan verloor jy 

daardie geld.”                           

(G.2.7.F.22) 

“Ek is bang se nou maar dit vat 5 dae om 

by jou uit te kom dan pas dit nie, dan moet 

jy dit terugstuur en dan, ek hou nie van die 

hassle daarvan nie.” (G.2.7.F.22) 

“Ek is nogals bang vir die IT goed.”  

(G.5.4.F.44) 

“Ek is bietjie bang vir make up. Want ek 

voel ‘n mens kan nie daardie kleur sien 

nie.” (G.5.4.F.44) 

“… scared you order this something, like 

a laptop or something that is expensive or 

even if it’s just a dress that costs like 

R300, I am scared that it will not come 

and then you lose that money.” 

(G.2.7.F.22) 

“I am scared it takes like 5 days to arrive 

and then it does not fit, then you have to 

send it back and then, I do not like the 

hassle thereof.” (G.2.7.F.22) 

“I am kind of scared for the IT stuff.” 

(G.5.4.F.44) 

“I am a bit scared for make-up. Because I 

feel one cannot see that colour.” 

(G.5.4.F.44) 
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Social and 

psychological 

risks of e-

tailing 

Risk of losing 

the social 

aspect of 

shopping 

Social 

interaction 

“Want tegnologie vat alreeds alles. So dit 

vat al die sosiale interaksie weg tussen 

mense. En jy word so vasgevang in die 

tegnologiese wereld (moderator:okay) en 

die menselike verhoudings gaan net 

agteruit.”                                      

(G.3.4.F.23) 

“… hou daarvan om winkels toe te 

gaan…” (G.5.3.F.52) 

“… interaksie … “ (G.2.7.F.22) 

“… lekker outing …” (G.1.2.F.21) 

“Jy wil nie voor die rekenaar sit en besluit 

wat jy wil he nie.”                        

(G.1.2.F.21) 

“… love dit om in die winkels rond te loop.” 

(G.2.2.F.21) 

“Because technology already takes 

everything. So, it takes away all the social 

interaction between people. And you get 

so trapped in a technological world 

(moderator: okay) and the human 

relations are also deteriorating.” 

(G.3.4.F.23) 

“… like it to go to the stores…” 

(G.5.3.F.52) 

“… interaction…” (G.2.7.F.22) 

“… nice outing …” (G.1.2.F.21) 

“You don’t want to sit in front of the 

computer and decide what you want.” 

(G.1.2.F.21) 

“… love it to walk around in stores.” 

(G.2.2.F.21) 
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“… voel soos ‘n outing…” (G.3.1.F.20) 

“… bietjie gaan rondloop in winkels…’ 

(G.3.6.M.22) 

“Hoe meer pakkies in jou hand hoe 

beter… loop rond, ek like dit.” (G.3.1.F.20)  

“… hou daarvan om in winkels te wees…” 

(G.5.1.F.35) 

“… hou daarvan om winkels toe te 

gaan…” (G.5.3.F.52)  

“… lekker om te loop…” (G.1.4.F. 23) 

“… outing …” (G.2.7.F.22) 

“… feels like an outing…” (G.3.1.F.20) 

“… walking around in the stores a bit…” 

(G.3.6.M.22) 

“The more parcels in your hand, the 

better… walk around, I like it.” 

(G.3.1.F.20) 

“… like it to be in stores…” (G.5.1.F.35) 

“… like it to go to the stores…” 

(G.5.3.F.52) 

“… nice to walk around…” (G.1.4.F.23) 

“… outing…” (G.2.7.F.22) 

Risk of missing 

out on the 

relaxation of 

shopping 

“… om te gaan koop in winkels, is in ŉ 

mate, nogals ontspannend, soos retail 

therapy …” (G.1.2.F.21) 

“… baie lekker om alleen in die mall te 

loop…” (G.2.1.F.22) 

“… to go do shopping in stores, is in a 

sense, kind of relaxing, like retail 

therapy.” (G.1.2. F.21) 

“… very nice to walk around in a mall 

alone…” (G.2.1.F.22) 
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“… baie terapeuties … “ (G.2.1.F.22) 

“… bietjie mooi goed te sien en idees te 

kry…” (G.4.1.F.52) 

“… ontspanning…” (G.1.2.F.21) 

“ … therapy…” (G.2.4.F.53) 

“… retail therapy ding…” (G.2.2.F. 21) 

“… terapeuties…” (G.4.4.F.25) 

“… very therapeutic…” (G.2.1.F.22) 

“… to see a few pretty stuff and get 

ideas…” (G.4.1.F.52) 

“… relaxation …” (G.1.2.F.21) 

“… therapy…” (G.2.4.F.53) 

“… retail therapy thing…” (G.2.2.F.21) 

“… therapeutic…” (G.4.4.F.25) 
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Emotional 

reasons 

Frustration “... dit het langer gevat as wat ek 

gedink het, so ek het gedink dit 

was frustreerend. Ek sal eerder dit 

by die mall gaan koop ...”  

(G.1.5.M.35) 

“... gefrustreerd...” (G.2.1.F.22) 

“... frustreerend...” (G.3.2.F.20) 

“... stress ...” (G.3.4.F.23) 

“ ... negatief ... “ (G.2.7.F.22)  

“... sukkel...” (G.1.4.F.23) 

“... sukkel ...” (G.1.4.F.23) 

“... gatvol ...” (G.2.4.F.53) 

“…it took longer than I thought, so 

then I thought it was frustrating. I 

would rather buy something at the 

mall …”                             

(G.1.5.M.35) 

“… frustrated…” (G.2.1.F.22) 

“… frustrating…” (G.3.2.F.20) 

“… stress…” (G.3.4.F.23) 

“… negative…” (G.2.7.F.22) 

“… struggle…” (G.1.4.F.23) 

“… struggle…” (G.1.4.F.23) 

“… fed up…” (G.2.4.F.53) 
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Bad 

experience 

“... nie happy is nie...”             

(G.3.2.F.20) 

“... teen dit...” (G.3.2.F.20)  

“... slegte ervaring gehad...” (G.4.2.F.23) 

“... teleurstellend...” (G.4.2.F.23)  

“... nie wat jy verwag het nie.” (G.4.5.F.23) 

“... onseker ...” (G.2.7.F.22) 

“... cheated ...” (G.2.3.F.22) 

“... not being happy...” 

(G.3.2.F.20) 

“… against it…” (G.3.2.F.20) 

“… had a bad experience…” (G.4.2.F.23) 

“… disappointing …” (G.4.2.F.23) 

“… not what you expected.” (G.4.5.F.23) 

“… unsure …” (G.2.7.F.22) 

“… cheated …” (G.2.3.F.22) 

Product risks Delivery risks Failed delivery “...nie by jou uitkom nie..” (G.1.7.M.31) 

“...dit nooit gekom nie...” (G.1.7.M.31) 

“...ook nie gekom nie.” (G.1.7.M.31). 

“... nooit by my uitgekom nie..”(G.2.5.F.22) 

“… nooit by my uitgekom nie.”(G.2.3.F.22) 

“… never came to you…” (G.1.7.M.31) 

“… it never came…” (G.1.7.M.31) 

“… also did not came…” (G.1.7.M.31) 

“… never came to me…” (G.2.5.F.22) 

“… never came to me.” (G.2.3.F.22) 
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“... ongelooflik gesteel.” (G.5.2.F.53) 

“...risiko vir my... die posstelsel so 

deurmekaar was... ongelooflik gesteel.” 

(G.5.2.F.53)  

“... stole unbelievably.” (G.5.2.F.53) 

“… risk for me…. the post system was so 

confusing… stole unbelievably .” 

(G.5.2.F.53) 

Delayed 

delivery; wrong 

delivery and 

broken 

merchandise 

with delivery 

“... pakkie het weg geraak... toe kom hy 

eventually uit...” (G.2.4.F.53)  

“… ek het dit nie gekry binne die 45 

dae…” (G.4.5.F.25) 

“ ... nie vir ons bedoel was nie.” 

(G.4.3.F.28) 

“… parcel got lost… then it eventually 

came out…” (G.2.4.F.53) 

“… I did not get it within the 45 days…” 

(G.4.5.F.25) 

“… it was not meant for us.”    

(G.4.3.F.28) 

Receiving 

problems 

“In Potch byvoorbeeld as jy nie ŉ vaste 

adres het nie jy bly in ŉ woonstel of iets 

soos dit…” (G.2.3.F.22) 

“... daar is nie altyd iemand wat dit kan 

ontvang...” (G.2.3.F.22) 

“... maar toe daag hulle op en ek is nie by 

die huis nie...” (G.2.1.F.22) 

“In Potch for example if you do not have 

a fixed address you live in an apartment 

or something like that…” (G.2.3.F.22) 

“… there is not always somebody who 

can receive it…” (G.2.3.F.22) 

“… but then they pitched and I was not at 

home…” (G.2.1.F.22) 
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“...as die persoon daar opdaag en hulle is 

nie ‘n spesifieke tyd wat hulle daar gaan 

wees nie, dan is daar nou niemand nie..” 

(G.3.1.F.20) 

“Dan moet jy nog seker maak jy is by die 

huis as die persoon die pakkie wil af te 

lewer ...” (G.4.3.F.28) 

“... want ek is nooit by die koshuis of by 

die huis nie. So dis vir my moeilik. Want 

wie gaan dit kry?...”(G.4.5.F.23) 

“... nou so iets sal my verhoed, as ek nie, 

as hier nie, ŉ afleweringsisteem was nie 

en ek het in Potch gebly en ek het nie 

gereelde ure nie dan sou ek dit eerder 

verhoed het want dan weet ek nie 

wanneer dit gaan kom en of ek daar 

gaan wees of nie....” (G.2.1.F.22) 

“... ek weet nie waar my pakkie afgelewer 

gaan word nie...’ (G.2.2.F.21) 

“… if they person just pitch and they do 

not have a specific time what they will be 

there, and then there is nobody…” 

(G.3.1.F.20) 

“Then you have to make sure you are at 

home if the person wants to deliver the 

parcel…” (G.4.3.F.28)  

“… because I am never at the hostel or at 

the home. So to me it is difficult. Because 

who is going to receive it?...” (G.4.5.F.23) 

“… well something like that will prevent 

me, if I not, if here was not, a delivery 

system and I lived in Potch and I do not 

have regular hours, then I would rather 

have prevented it because I do not know 

when it will come and if I will be there 

or not…” (G.2.1.F.22) 

“… I do not know where my parcel will 

be delivered…” (G.2.2.F.21) 
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“…Waar gaan dit los?...” (G.4.5.F.23) 

“Ek kom van die plaas af en ons het ŉ 

dorps posbus, so (slight pause) ahm dit is 

nogals van ŉ schlep ...” (G.2.2.F.22) 

“… where it will be left…” (G.4.5.F.23) 

“I come from a farm and we don’t have a 

town mailbox so (slight pause) ahm, it is 

kind of a schlep…” (G.2.2.F.22) 

Misleading 

cues 

Misleading 

colours 

“Soos ek het hierdie een skoen bestel, dis 

geel op die foto en toe ek dit kry is dit geel 

en groen. Oh my soul no this is not what I 

ordered ...” (G.3.3.F.25) 

“Like, I ordered this ine shoe, it was 

yellow on the photo and when I got it is 

was yellow and green. Oh my soul no this 

is not what I ordered...” (G.3.3.F.25) 

Misleading 

visual 

presentation 

 

“Ja foto’s kan misleidend wees.” 

(G.3.2.F.20) 

“Op die prentjie lyk dit altyd mooi.” 

(G.5.4.F.44)  

 “... laaste keer met die klere wat ek bestel 

het, waar dit wat op die foto is en dit wat 

ek gekry het is twee verskillende goed....” 

(G.5.4.F.44) 

“Yes photos can be misleading.” 

(G.3.2.F.20)  

“On the picture it always looks pretty.” 

(G.5.4.F.44) 

“… last time with the clothes I ordered, 

where it was on the photo and what I got 

was two different things…” (G.5.4.F.44) 
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“...het eenkeer vir my ‘n Guess handsak 

gekoop, ek het op ‘n stadium by my 

ma’hul gebly, en toe hy by my aankom, 

daai ding is 11cm (participants laughing). 

So jy moet, moet mooi kyk ook wat daar 

staan, jy kan nie net na prentjies kyk nie..” 

(G.1.9.F.20)  

“Dit het al baie gebeur dan koop ek soos 

bak bakke en dan is dit baie kleiner as wat 

veronderstel was om te lyk.” (G.1.9.F.20) 

“Dis presies wat jy ook gese het van die 

prentjie met twee goeders en dan kom jy 

agter maar dit is nie...” (G.2.4.F.53) 

“En die prentjie wat jy kry, wat jy sien en 

wat jy dink jy gaan kry, is heeltemal iets 

anders van wat jy kry.” (G.4.6.F.32) 

 

“…once I bought a Guess handbag, I 

lived at my parents on a stage, and when 

it came to me, that thing is 11cm 

(participants laughing). So you have to, 

have to look pretty at what the 

description, you can’t just look at the 

pictures…” (G.1.9.F.20) 

“It happened a lot, then I buy like baking 

bowls and then it is so much smaller than 

it was supposed to look.” (G.1.9.F.20) 

“It’s exactly what you also said about the 

picture with two stuff and then you realize 

but it isn’t…” (G.2.4.F.53) 

“And the picture that you get, what you 

see and what you think you will get, is 

completely something different than what 

you get.” (G.4.6.F.32) 
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“Dit mag verskil van die prentjie.” 

(G.5.3.F.52) 

“Ja dit hang ook af van die tipes materiaal. 

Selfs al moet mens fisies daarna moet 

kyk, hoe dit gemaak is, hoe dit drapeer...” 

(G.5.3.F.52) 

“Hulle se watter tipe materiaal dit is,maar 

dan moet jy jou materiale ken, want 

iemand soos ek sal nie weet wat ek besig 

is om te koop nie.” (G.4.3.F.29) 

“...baie keer lyk dit soos amazing op die 

prentjie op haar en jy weet, dit lyk, dit is 

jou size en se nou maar 10 en jy weet jy is 

ŉ 10, maar dan kom dit by jou uit en dan 

pas dit nie...” (G.2.7.F.22)  

“It may differ from the picture.” 

(G.5.3.F.52) 

“Yes it also depends on the types of 

fabric. Even if I have to physically look at 

it, look at how it’s made, how it drapes…” 

(G.5.3.F.52) 

“They usually say the type of fabric, but 

then you have to know the fabric, 

because somebody like me will not know 

what I am busy buying.” (G.4.3.F.29)  

“... most of the times it looks like amazing 

on the picture on her and you know, it 

looks, it is your size, and let’s say 10 and 

you know you are a 10, but then it comes 

to you and then it doesn’t fit...” 

(G.2.7.F.22) 

Size and 

garment 

fitting 

Have to see 

and try on 

clothing items 

“… size is maar altyd ‘n probleem.” 

(G.3.2.F.20)  

“… but size is always a problem…” 

(G.3.2.F.20) 
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“...ek het ŉ snaakse liggaamsbou, so ek 

sal, ek moet alles aanpas...” (G.2.7.F.22)  

“Ek kan nie net dat mense vir my klere 

koop nie...” (G.2.7.F.22) 

“I would also rather try, want to try 

something on, …” (G.1.1.F.23) 

“So trying on is a problem…” (G.1.1.F.23) 

“Ek wil aanpas.” (G.4.1.F.52) 

“Dan kan jy afgaan en kyk hoe sit dit op 

die mense. Soos meisies pose met van 

hierdie klere op hulle lyf, soos fisies dan 

kan jy sien …” (G.4.3.F.28) 

“Ja en dit hang ook af van die soorte 

materiaal. Selfs as ek fisies daarna moet 

kyk, Kyk na hoe hy gemaak is, hoe hang 

hy...” (G.5.3.F.52) 

“… I have a funny figure, so I have to try 

on everything…” (G.2.7.F.22) 

“I can’t let people just buy me clothes…” 

(G.2.7.F.22) 

“I would also rather try, want to try 

something on, …” (G.1.1.F.23) 

“So trying on is a problem…” (G.1.1.F.23) 

“I want to try on.” (G.4.1.F.52) 

“Then you can scroll down and have a 

look at how it fits on the people. Like girls 

pose with the clothes on their bodies, like 

you can see it physically…” (G.4.3.F.28) 

“Yes and it also depends on the types of 

fabric. Even if I have to physically look at 

it, look at how it’s made, hot it drapes…” 

(G.5.3.F.52) 
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“… costume gekoop wat ‘n disaster 

was…” (G.5.3.F.52) 

“…dit pas amper nooit as iemand net vir 

my ietsie koop nie, ek moet altyd aanpas.” 

(G.2.7.F.22)  

“… want ek was bang dit gaan nie pas 

nie…” (G.2.1.F.22) 

“Dit gaan dalk te klein wees, so ja.”  

(G.3.2.F.20) 

“En jy weet nie altyd, party goed is altyd 

kleiner as wat dit eintlik se dit is so mens 

kyk maar gewoonlik of die mense reg 

bestel.” (G.3.2.F.20) 

“… bought a costume and it was a 

disaster…” (G.5.3.F.52) 

“… it almost never fits me when 

somebody buys something, I have to try it 

on…” (G.2.7.F.22)  

“… because I was scared that it will not 

fit…” (G.2.1.F.22) 

“It might be too small, so yes.” (G.3.2. 

F.20) 

“And you do not always know, some stuff 

is always smaller than it actually says, so 

one must usually look it the people 

ordered correctly.” (G.3.2.F.20) 

Quality   “… nie die kwaliteit van die klere nie…” 

(G.3.2.F.20) 

“… kwaliteit kan bepaal nie.”     

(G.2.1.F.22) 

“… not the quality of the clothes…” (G.3. 

2.F.20) 

“… not determine the quality…” 

(G.2.1.F.22) 
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“… kwaliteit…” (G.3.2.F.20)  

“Ek dink die mense is bang in terme van, 

hoe bepaal jy die varsheid daarvan? Soos 

as, kom ons se, soos vars produkte as ek 

in Pick ‘n Pay loop na die blaarslaai waar 

ek geen bruin kolle sien nie, en jy kan nie 

daardie tipe van goed bepaal as hulle 

goed vir jou aflewer nie. (G.3.1.F.20) 

“… quality…” (G.3.2.F.20) 

“I think the people are scared in terms of, 

how do you determine the freshness 

thereof? Like if I, just say that, like fresh 

products if I walk into Pick and  Pay and 

look at a lettuce that I see no brown spots 

and you cannot really determine which 

type of stuff they deliver for you.” 

(G.3.1.F.20) 

Not being able 

to return 

stock and 

stock 

availability 

 “..daai elektroniese photoframe wat ek ook 

moes terug gestuur het. Daar was nog 

iets. Nog ‘n elektroniese iets wat ek 

eenkeer vir iemand gekoop het. Uhm en 

dan is dit nogals ‘n storie..” (G.1.8.F.33) 

“… terugstuur… altyd ‘n storie…”  

(G.1.7.M.31) 

“… sukkel om dit terug te stuur …” 

(G.1.4.F.21) 

“... that electronic photo frame that I also 

had to send back. There was something 

else. Another electronic something that I 

once bought for somebody. Uhm and 

then it is kind of a story….” (G.1.8.F.33) 

“… sending back… always a story…” 

(G.1.7.M.31) 

“… struggle to send it back…” 

(G.1.4.F.21) 
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Out of stock “… terugstuur… uit voorraad uit…” 

(G.1.7.M.31) 

“… sending back… out of stock…” 

(G.1.7.M.31) 

Out of sizes “… size nie meer in voorraad nie…” 

(G.4.3.F.28) 

“… size not in stock anymore…” 

(G.4.3.F.28) 

Poor 

packaging 

and 

consequences 

of damaged 

goods  

 “… te duur goed wat ek nie kan terugstuur 

nie…” (G.1.8.F.33) 

“... bestel dan kom dit hier aan dan is dit 

stukkend...” (G.1.9.F.20) 

“.. kom is dit gekraak en goed…” 

(G.1.10.F.20)  

“... nie mooi verpak... beskadig die 

items...” (G.1.10.F.38) 

“Ek dink vir my, packaging. Soos 

byvoorbeeld Zando. As ek ‘n rok of ‘n ding 

koop, dis ‘n evening dress. Sit dit in ‘n 

boks. Maar dan shuff hulle dit in plastic in 

en vir my is dit nah ah.” (G.3.3.F.25) 

“… too expensice stuff that I cannot send 

back…” (G.1.8.F.33) 

“... ordered and then it came here and it 

was broken…” (G.1.9.F.20) 

“… came and it was cracked and stuff…” 

(G.1.10.F.20) 

“… not nicely packed … damage the 

items…” (G.1.10.F.38) 

“I think for me, packaging. Like for 

example Zando. If I buy a dress or 

something, it’s an evening dress. Put it in 

a box. But then they shuff it in a plastic in 

and for me it is nah ah.” (G.3.3.F.25) 
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Financial risks 

experienced by 

participants 

International 

purchasing 

costs 

Customs “... uhm, jou customs wat potensieel ook 

kan bykom..” (G.1.10.F.38) 

“...want die customs is so hoog,...” 

(G.1.4.F.23) 

“… uhm your customs have the potential 

to also be added…” (G.1.10.F.38) 

“… because the customs is so high…” 

(G.1.4.F.23) 

Shipping “... waarde teenoor die shipping cost 

koste...” (G.1.10.F.38)  

“...as daar nie shipping costs ekstra is nie. 

Want dit voel vir my ek wil die produk he, 

ek wil nie nog betaal vir dit om hier te kom 

ook nie....” (G.2.1.F.22)  

“En dan hoe vinniger, hoe duurder raak dit. 

En letterlik, net iets soos twee dae se 

verskil was R300 en iets rand se verskil.” 

(G.2.5.F.22) 

 “Ek is bang vir die, wat noem hulle dit, 

invoerbelasting.” (G.4.3.F.28) 

“… value to the shipping cost costs…” 

(G.1.10.F.38) 

“… if there isn’t shipping costs extra. 

Because it feels to me that I want the 

product, I don’t want to pay for it to come 

to me as well…” (G.2.1.F.22) 

“And then how faster, how more 

expensive it gets. And literally, only 

something like two days difference was 

R300.” (G.2.5.F.22) 

“I am scared for the, what do they call it, 

import duties.” (G.4.3.F.28) 
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“...het meer bestel en hy moes betaal, ‘n 

persentasie. So dit hang af hoe groot jou 

pakkie is.” (G.4.2.F.23) 

“Dis net die oorsee se goeders, ek is 

partymaal bang”. (G.1.8.F.33) 

“… ordered more and he had to pay, a 

percentage. So it depends how large your 

parcel is.” (G.4.2.F.23) 

“It only the overseas stuff, I am sacred at 

times.” (G.1.8.F.33) 

Exchange rate “... wisselkoers...”                    

(G.1.10.F.38) 

“... prys fluctuate elke sekond...” 

(G.1.7.M.31) 

“... wisselkoers vir spesifieke 

lande...” (G.1.5.M.35) 

“ ... rand gaan drop ...” 

(G.2.3.F.22) 

“... convert...” (G.5.1.F.35) 

“… exchange rate…” 

(G.1.10.F.38) 

“… price fluctuate every 

second…” (G.1.7.M.31) 

“… exchange rate for specific 

countries…” (G.1.5.M.35) 

“… rand will drop…”            

(G.2.3.F.22) 

“… convert…” (G.5.1.F.35) 
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More 

expensive 

online 

 “Baie mense se dit, dit is duurder. En dit is 

so.” (G.1.8.F.33)  

“...verskriklik duur... “ (G.4.5.F.23) 

“... prys het baie keer ook ŉ baie groot 

invloed op, want as dit se nou maar 

duurder item is dan gaan jy dit baie meer 

oorweeg en dit oordink....”         

(G.2.5.F.22) 

“... bang ... iets wat duur is...”   

(G.2.7.F.22) 

“... baie geld om te betaal...”    

(G.2.1.F.22) 

“... really don’t have that much money...” 

(G.1.1.F.23) 

“Many people say it is more expensive. 

And it is so” (G.1.8.F.33) 

“… extremely expensive…” (G.4.5.F.23) 

“… price also many times have a large 

influence, because if it’s a more 

expensive item then you are going to 

consider and overthink it more…” 

(G.2.5.F.22) 

“… scared… something that is 

expensive…” (G.2.7.F.22) 

“… so much money to pay…” 

(G.2.1.F.22) 

“... really don’t have that much money...” 

(G.1.1.F.23) 

Additional 

costs 

 “... whole time cost me more 

money...” (G.1.1.F.23) 

“... whole time cost me more 

money...” (G.1.1.F.23) 

Categories Codes Sub-codes QUOTE * Translated quote * 



 

254 

“... not sure where that extra R25 

comes from...” (G.1.1.F.23) 

“... extra money that is taken off...” 

(G.1.1.F.23)  

“... the money goes off.” 

(G.1.1.F.23)  

“... geleentheidskoste ...”  

(G.1.5.M.35)  

“... hoe vinniger, hoe duurder...” 

(G.2.5.F.22) 

“... not sure where that extra R25 

comes from...” (G.1.1.F.23) 

“... extra money that is taken off...” 

(G.1.1.F.23) 

“... the money goes off.” 

(G.1.1.F.23) 

“... opportunity cost ...” 

(G.1.5.M.35) 

“... the quicker, the more expensive ...” 

(G.2.5.F.22) 

Fraud “So I’ve always been scared that 

they have all my information … “ 

(G.1.1.F.23) 

“En ek doen dit nie want ek is 

bang vir internet fraud.” 

(G.2.6.F.22) 

“So I’ve always been scared that 

they have all my information … “ 

(G.1.1.F.23) 

“And I do not do it because I am 

scared of internet fraud.” 

(G.2.6.F.22) 
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“Kredietkaart, dit is hoekom ek 

hierdie vrese het.” (G.2.4.F.53) 

“En toe was ek alreeds bang vir 

fraud, so…” (G.2.1.F.22) 

“Wat my baie bang maak is uhm, 

as mens luister na die prof van UJ 

wat so kenner is oor 

kubersekuriteit. Hy praat mens 

regtig baie bang en uhm, oor 

hierdie, uhm hierdie kuberkrakers, 

hulle kan letterlik alles van jou 

hack en al jou inligting kry.”  

(G.4.1.F.52) 

“Die produkte wat ek daai middag 

gekoop het. Die aand toe 

adverteer hulle dit op daardie 

bladsy, so dit was nogals, scary. 

(moderator: ja), want hoe weet 

hulle dit?” (G.4.4.F.25) 

“Credit card, that is why I have 

these fears. ” (G.2.4.F.53) 

“And then I was already scared 

for fraud, so…”(G.2.1.F.22) 

“What scares me the most is, 

uhm, when one listens to the prof 

of UJ who is a specialist on cyber 

security. He talks one really 

scared and uh, about this, uhm, 

this cyber hackers, they can 

litteraly hack everything of you 

and get all your information.” 

(G.4.1.F.52) 

“The products what I bought that 

afternoon. The evening they 

advertised it on that page. It was 

a bit scary. (moderator: yes), 

because how do they know this?” 

(G.4.4.F.25) 
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Website risks Terms and 

conditions 

Difficult to 

understand 

“ ... policies ... “ (G.2.3.F.22) 

“... nie consumer friendly nie ... “ 

(G.2.4.F.53)  

“ ... weet nie wat beteken hierdie 

nie ... “ (G.2.7.F.22) 

“...deesdae is hulle so skelm met van die 

goeders soos ek dink die terms and 

conditions het ook ŉ baie groot ding 

daarin, want se nou maar hulle se iets 

daarin soos hulle kan een clause isit wat 

die hele ding net heeltemal......” 

(G.2.5.F.22)  

“… policies …” (G.2.3.F.22) 

“… not consumer friendly…” 

(G.2.4.F.53) 

“… do not know what this 

means…” (G.2.7.F.22) 

“… nowadays they are so sly with some 

of this stuff, like I think the terms and 

conditions also has a big part in this, 

because just say they say something like 

they can put one clause in where the 

entire thing…” (G.2.5.F.22) 

Constantly 

changing 

“... regulasies verander die hele tyd ...” 

(G.2.3.F.22) 

“… regulations change the entire time…” 

(G.2.3.F.22) 

Limited 

access to e-

tailing 

platforms 

 “... nie toegang tot tegnologie of 

internet het nie...”                   

(G.2.5.F.22) 

 

“... not having access to 

technology or the internet...” 

(G.2.5.F.22) 
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“... nie toegang tot rekenaar nie...” 

(G.4.1.F.52)  

“… no access to a computer..” 

(G.4.1.F.52) 
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Unreliable and 

untrusted e-

tailing 

platforms 

 “...‘n app soos Wish of so tipe iets, 

sal ek nie sommer enige ding koop 

nie ...” (G.1.8.F.33)  

“Dit is altyd hierdie snaakse 

websites.” (G.5.1.F.35) 

“Mens kry scetchy plekke wat 

gewoonlik goedkoop is en dit 

heeltyd op afslag.“ (G.3.5.F.22) 

“So ek dink dit hang af op watse, by wie 

en waar jy koop. Soos partykeer lyk 

goeders legit en dan is dit nie.“ 

(G.3.1.F.20)  

“...ek dink net, soos wat mens nie kan 

aanbeveel nie, is soos obviously dodgy 

websites...” (G.2.5.F.22) 

“Netnou is dit ŉ snaakse website. Netnou 

steel hulle al ons geld.” (G.3.1.F.20) 

“… a app like Wish or something 

like that, I won’t buy anything 

there…” (G.1.8.F.33) 

“It is always these funny 

websites.” (G.5.1.F.35) 

“One gets sketchy places that is 

usually chaper and it is on 

discount.” (G.3.5.F.22) 

“So I just think it depends on which, by 

who and where you buy. Like sometimes 

stuff looks legit and then it isn’t.” 

(G.3.1.F.20) 

“… I just think, like what one cannot 

recommend, is like obviously dodgy 

websites…” (G.2.5.F.22) 

“What if it’s a funny website. What if they 

steal all our money.” (G.3.1.F.20) 
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 “So ek dink dit hang af op watse, by wie 

en waar jy koop. Soos partykeer lyk 

goeders legit en dan is dit nie.“ 

(G.3.1.F.20) 

“...ek dink net, soos wat mens nie kan 

aanbeveel nie, is soos obviously dodgy 

websites...” (G.2.5.F.22) 

“Netnou is dit ŉ snaakse website. Netnou 

steel hulle al ons geld.” (G.3.1.F.20) 

“So I just think it depends on which, by 

who and where you buy. Like sometimes 

stuff looks legit and then it isn’t.” 

(G.3.1.F.20) 

“… I just think, like what one cannot 

recommend, is like obviously dodgy 

websites…” (G.2.5.F.22) 

“What if it’s a funny website. What if they 

steal all our money.” (G.3.1.F.20) 
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Table J.3: Summary of coping strategies / risk reducing strategies participants resort to during e-tailing, also theme 3 

Theme 3: Participants’ coping strategies  

Categories Codes Sub-code QUOTE * Translated quote * 

Trusted e-

tailers 

Familiar e-

tailers 

South African 

e-tail platforms 

“Ek dink ŉ ou raak ook gemaklik met, uhm, 

of begin ŉ sekere se maar, Spree of so 

vertrou...” (G.1.7.M.31) 

“Ek sal ook net by sekere, by sekere sites 

sal ek klere koop. Soos byvoorbeeld, 

mens kan mos name noem, neh? 

(moderator saying yes) Soos Spree en 

Takealot is ek niks bang om enige iets te 

koop en dan terug te stuur nie.” 

(G.1.8.F.33) 

“Ja ek hou van betroubare, bekende 

goed.” (G.1.4.F.23) 

“… is se nou maar as jy wil kyk, spesifiek 

nou klere, as dit ‘n, ‘n trusted website of 

watokal is, mens ken die sizes daar.” 

(G.2.1.F.22)  

“I think one also gets comfortable with, 

uhm, or use a cartain say like, Spree or 

so trust…” (G.1.7.M.31) 

“I will only, at certain sites will I purchase 

clothes. Like for example, one can 

mention names, right? (moderator saying 

yes) Like Spree and Takealot I am not 

afraid to buy anything and send back.”                            

(G.1.8.F.33) 

                                                                  

“Yes, I like reliable, familiar stuff.” 

(G.1.4.F.23) 

“… say what if you want to look, 

specifically at clothes, if it is a trusted 

website or whatever, one know the sizes 

there.” (G.2.1.F.22) 
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“Ek gaan, ek gaan maar letterlik na die e-

tail sites. Met ander woorde, dit wat ek by 

Boardmans kan koop, maar op die 

Boardmans site.” (G.5.2.F.53) 

“Ek dink ek bly maar, omdat ek by die 

veilige plekke bly, voel dit of jou risiko laer 

bly. (G.5.2.F.53)  

“ ...en die webwerf ook, dit is baie 

belangrik. ‘n Mens moet seker wees. 

(G.4.1.F.52)  

“I go, I literally go to the e-tail sites. In 

other words, what I can buy at 

Boardmans, but on the Boardmans site.” 

(G.5.2.F.53) 

“I think I just stay, because I stay at the 

safe places, it feels like the risk is lower.” 

(G.5.2.F.53)  

“… and also the website, it is very 

important. One should be sure.” 

(G.4.1.F.52) 
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“So ek dink as ‘n ou dalk meer gemaklik is 

met ‘n sekere app, dan sal ‘n ou makliker 

ook daar bestel.” (G.1.7.M.31) 

“Ja en ek dink soos die image van die 

website. Soos mens kry websites en 

daaronder se hulle ja, we are verified, …” 

(G.2.2.F.21)  

“ … as, jy kan darem ook sien of ‘n site 

legit lyk of nie.”  (G.5.4.F.44) 

 “So ek dink eerstens sal ek cope deur ŉ 

trusted brand te gebruik.” (G.2.1.F.22) 

“So I think if one is more comfortable with 

a certain app, then one would order 

easier there.” (G.1.7.M.31) 

“Yes and I think like the image of the 

website. Like one gets website and at the 

bottom they say yes, we are verified…” 

(G.2.2.F.21) 

“… if you can see if the site looks legit or 

not…” (G.4.4.F.44) 

“So I think I will firstly cope by using a 

trusted brand.” (G.2.1.F.22) 

“As dit ŉ Suid-Afrikaanse en trusted dan is 

ek nie bekommerd nie, maar anders as 

dit...” (G.2.1.F.22) 

“Maar as dit ‘n Suid-Afrikaanse app is is dit 

maklik om enige ding te koop.”  

(G.1.8.F.33) 

“If it’s South African and trusted then I 

won’t be worried, but other than that…” 

(G.2.1.F.22) 

“But if it’s a South African app it is easier 

to buy anything.” (G.1.8.F.33) 
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Trusted 

payment 

method 

EFT  “Ek gebruik nooit kredietkaarte met niks 

aanlyn aankope nie. Hulle stuur vir my ‘n 

e-pos en ek gaan en doen ‘n EFT en ek 

betaal dit oor.” (G.1.8.F.33) 

“Ek is old school. Ek EFT eerder.” 

(G.1.8.F.33)  

“Ek doen net EFT...” (G.1.8.F.33)  

“... ek weet dis trusted en se nou maar as 

ek hoef nie as ek nie direk betaal nie of jy 

EFT en dit is eers na 24 uur het jy jou e-

mail gestuur...”  (G.2.1.F.22) 

“Ahm, EFT werk vir my nogal die beste.” 

(G.4.6.F.32) 

“Ek doen net ‘n EFT.” (G.5.1.F.35) 

“Ek doen dit ook net met hierdie EFT. Ek 

gee glad nie my kredietkaart 

besonderhede nie.” (G.5.2.F.53) 

“I never use credit cards with no online 

purchases. They send me an e-mail and 

then I do an EFT and I transfer it.” 

(G.1.8.F.33) 

“I am old school. I rather EFT.” 

(G.1.8.F.33) 

“I only do EFT…” (G.1.8.F.33) 

“… I know it is trusted, and let’s just sat I 

do not have to pay directly or you EFT 

and it is only after 24 hours you sent the 

mail…” (G.2.1.F.22) 

“Ahm EFT rather works the best for me.” 

(G.4.6.F.32) 

“I only do EFT.” (G.5.1.F.35) 

“I also only do it with this EFT. I don’t give 

my credit card details.” (G.5.2.F.53) 
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“ … net gou vinnig opgaan en bestel, 

EFT...” (G.1.4.F.21) 

“Hulle stuur vir my ‘n e-pos en ek gaan en 

doen ‘n EFT en ek betaal dit oor.”  

(G.1.8.F.33)  

“… just quickly go on and order, EFT…” 

(G.1.4.F.21) 

“They send me an e-mail and then I go 

and go an EFT and I transfer it.” 

(G.1.8.F.33) 

Instant 

payment 

platforms 

PayPal “Yes and mines a debit card though, so it’s 

like that PayPal…”  (G.1.1.F.23) 

“Maar PayPal is veilig.” (G.1.7.M.31)  

“Ek het al PAYAL [refer to paypal] 

gebruik.”  (G.4.4.F.25)  

“Yes and mines a debit card though, so 

it’s like that PayPal…”  (G.1.1.F.23) 

“But PayPal is safe.” (G.1.7.M.31) 

“I have used PAYAL [refer to paypal].”  

(G.4.4.F.25)  

PayFast “PayFast is ook baie veilig.” (G.1.5.M.35) “PayFast is also very safe.” (G.1.5.M.35) 

Credit card  “Ek betaal sommer met my kredietkaart. 

Ek het nog nooit ‘n probleem gehad nie.” 

(G.1.5.M.35) 

“Ja met ŉ kredietkaart...” (G.2.3.F.22) 

“I just pay with my credit card. I never had 

a problem with it.” (G.1.5.M.35) 

 

“Yes with a credit card…” (G.2.3.F.22) 
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“Ek het al met kredietkaart betaal.” 

(G.4.4.F.25) 

“Maar die kredietkaart.” (G.4.4.F.25) 

“I have payed with a credit card.” 

(G.4.4.F.25) 

“But the credit card.” (G.4.4.F.25) 

Security-

regulations 

 “…as jy self-regulate en jy kyk hierdie is 

my bankstate elke maand. Jy is die 

heeltyd bewus van wat met my geld 

aangaan …” (G.2.3.F.22)  

“En dat jou betalingsmetode ook veilig is.” 

(G.4.1.F.52) 

“Op die kredietkaart het jy mos so CVV 

nommer op die agterkant wat jy moet 

insit.” (G.4.1.F.52) 

“Maar jy het mos daai one time pin ook.” 

(G.4.3.F.28)  

“… if you self-regulate and you look this is 

my bank statements every month. You 

are constantly aware of what goes on with 

your money…” (G.2.3.F.22) 

“And that our payment method is also 

safe.” (G.4.1.F.52) 

“On the credit card you have that CVV 

number on the back what you should put 

in.” (G.4.1.F.52) 

“But you also have that one-time pin.” 

(G.4.3.F.28) 

Information 

search 

Online 

sources 

Reviews “…app se naam en reviews en dan gaan 

kyk ek net. …” (G.1.8.F.33) 

“… app’s name and reviews and then you 

just have a look…” (G.1.8.F.33) 
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“…toe dink ek nee kom ek kyk net eers na 

reviews en wat se die mense ...” 

(G.2.1.F.21) 

“ … en gaan kyk na reviews …”  

(G.2.6.F.22) 

“Dan sal ek dit defnitief review. Want ek 

voel, ek gaan nie dat mense geld 

spandeer op iets wat sleg is nie.’’ 

(G.3.1.F.20)  

“… then I though, no, let me first have a 

look at the reviews and what the other 

people say…” (G.2.1.F.21) 

“… and go look at reviews…”  

(G.2.6.F.22) 

“Then I would definitely review it. 

Because I feel, I won’t let people spend 

money on something that is bad.” 

(G.3.1.F.20) 
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Google search 

engine 

“… ek Google dit dan met die app se 

naam en reviews en dan gaan kyk ek net.” 

(G.1.8.F.33) 

“En dis wat so lekker is. Jy google dit en in 

‘n minuut het jy jou antwoord.” 

(G.1.8.F.33) 

“Ja, want dit is nie noodwendig met die 

trusted brands nie, maar as jy nou 

deurmekaar is en jy weet nie watter een 

om te kies nie, soos ek dink, ek sal 

tevrede voel met die een wat my die 

meeste inligting oor die produk kan gee.” 

(G.2.1.F.22) 

“… I google it with the app’s name and 

reviews and then I just have a look.” 

(G.1.8.F.33) 

“And that is what’s so nice. You just 

google it and in a minute you have an 

answer.” (G.1.8.F.33) 

“Yes, because it isn’t necessary with the 

trusted brands, but if you are confused 

and you do not know which one to 

choose, like how I think, I would feel 

satisfied with the one that can give the 

most information about the product.” 

(G.2.1.F.22)  

Word-of-

mouth (WOM) 

Family “Ek het family wat soos in die Kaap bly so 

Spree en soos alles is buite hulle deure. 

En ek sal byvoorbeeld vir hulle vra, soos 

hori, is dit trusted en sulke goeders … “ 

(G.2.2.F.21) 

“I have family who does like, live in the 

Cape so Spree and everything is just 

outside their doors. And I will, for 

example, ask them, like listen, is it trusted 

and stuff like that…” (G.2.2.F.21) 
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Friends “So I just, you know,  try to ask people 

what they think about it.” (G.1.1.F.23) 

“ ... I ask people what, if they use the 

same app as I ...” (G.1.1.F.23) 

 “…maar toe gaan gesels ek net met 

mense wat, wat wel online shop en dan so 

deur word-of-mouth vertel hulle vir jou of 

stel hulle jou gerus …” (G.1.2.F.21) 

“Ek vra ook mense…” (G.1.8.F.33) 

“So ek vra vir almal altyd. Het hulle hierdie 

gebruik, as dit werk dan try ek dit.”  

(G.1.8.F.33) 

“ ... ek vra gewoonlik, ek sal nooit vir die 

eerste keer op ‘n app bestel, behalwe as 

dit nou baie nice is, voordat ek nie vir my 

vriendinne gevra het of iemand dit al 

gebruik het nie...”  (G.1.8.F.33) 

“So I just, you know, try to ask people 

what they think about it.” (G.1.1.F.23) 

“ ... I ask people what, if they use the 

same app as I ...” (G.1.1.F.23) 

“... but then I talked to people who, who 

shops online and then with word-of-mouth 

they tell or they put you at ease...” 

(G.1.2.F.21) 

“I also ask people…” (G.1.8.F.33) 

“So I always ask everybody. Did you guys 

use this, if it works then I try it.” 

(G.1.8.F.33) 

“… I usually ask, I will never order on the 

app for the first time, except if it’s very 

nice, not prior to asking my friends if they 

have already used it…” (G.1.8.F.33) 

 

Categories Codes Sub-codes QUOTE * Translated quote * 



 

269 

“Ja mens maak gebruik van reference 

groups …” (G.2.6.F.22)  

“ ... my eerste ervaring was deur mense 

wat dit ook vir my aanbeveel het ...”  

(G.2.1.F.22)  

“Maar ek sal defnitief mense vertel van dit 

is baie makliker…” (G.3.2.F.20) 

“Ek sal goed op aanbeveling van ander 

mense koop, maar ahm, nie sommer net 

iets lukraak bestel nie.” (G.4.1.F.52) 

“Hulle het ‘n baie oulike ding ook wat se, 

other people also liked this, van die rok 

gehou het, dit is ook ‘n baie, want dan 

click jy aanhoudend...” (G.5.4.F.44) 

“Yes one uses one’s reference groups…” 

(G.2.6.F.22) 

“… my first experience was through 

people who recommended it to me…” 

(G.2.1.F.22) 

“But I will definitely tell people of it being 

easier…” (G.3.2.F.20) 

“ I will purchase stuff on recommendation 

from other people, but uhm, not likely to 

order something randomly.” (G.4.1.F.52) 

“They have a very nice thing that also 

says, other people also liked this, who 

liked the dress, it is also a very, because 

then you can click continuously…” 

(G.5.4.F.44) 
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ADDENDUM K – DEMOGRAPHIC QUESTIONNAIRE SUMMARY 
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ADDENDUM L – SOLEMN DECLARATION AND PERMISSION TO 

SUBMIT 
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