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ABSTRACT 
For the past five years (2014-2019), Zimbabwe has been experiencing a rapid and fast-growing 

information, communication and technology (ICT) infrastructure which saw an expansion of 

broadband fibre network, data and Internet expansion throughout the country. A wide range of 

Internet infrastructural developments which include the rollout of 2G, 3G, 4G and 5G networks 

in different areas ensued. The notable attendant effect accompanying the technological 

developments in both the social and business environments across the world include but is not 

limited to a rapid consumer transition from traditional to new media. In the business context, 

especially marketing, the Internet now plays an important role for all enterprises in the way they 

market their products and services. E-marketing has since opened opportunities and benefits for 

businesses such as increased access to markets as well as collaboration with international 

retailers to improve customer satisfaction. Despite this and many other benefits as well as 

significant developments in the Zimbabwean Internet infrastructure noted above, e-marketing 

adoption by Fast Moving Consumer Goods (FMCG) retailers in Zimbabwe has been slower relative 

to countries such as South Africa, Nigeria and other developing countries who do have similar or 

slightly lower Internet infrastructure. Arising here is a pertinent question integral to this thesis: 

why is there such a low adoption and implementation of e-marketing among the FMCG retailers 

in Zimbabwe? Understanding this question is necessary in any attempt, as this study aims, to 

develop strategies to improve e-marketing adoption by FMCG retailers in Zimbabwe. Here, 

customer perspective remains key in addressing this key question. The study reported in this 

thesis employed a concurrent mixed method approach to explore the underlying issues regarding 

the low adoption of e-marketing despite high Internet penetration in Zimbabwe. In-depth 

interviews with purposely selected ICT managers of selected retail stores throughout the country 

were conducted concurrently with a questionnaire administration to more than 300 customers 

of these retail stores. Results show that there are both business and customer related factors 

that conspire to encumber e-marketing adoption. These factors include customer and managerial 

attitudes, lack of ICT skills, legal frameworks, and poor road infrastructure. Customer 

characteristics such as computer literacy, area of residence, gender, and level of education 

impact customer perceptions in ways that also encumber adoption of e-marketing. Fear of online 

risks, exploitation, and fraud also affect customer perceptions towards the use of e-marketing. 



 
 
 
 

iii 

To assist the Zimbabwean FMCG retailers, the thesis proposes a framework that incorporates 

customer perspective in the development of e-marketing. The framework is premised on three 

pillars namely: nature and characteristics of the operating environment, factors affecting the 

adoption and implementation and understanding customer perspective towards e-marketing. 

The study concludes that online retailers should aim at creating vibrant and sophisticated market 

places which create value and capture customer’s needs. 

Keywords 

Adoption and implementation, E-marketing, Fast Moving Consumer Goods, slow 

implementation. 
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CHAPTER ONE 

INTRODUCTION 

1.0 INTRODUCTION AND OVERVIEW 

At the begging of the millennium, close to two decades ago, Grove the Chairman of Intel 

surmised that “all companies will be Internet companies, or they won’t be companies at 

all in five years (2000-2005)” (Michalak, 2000:1). Since then, the increase in competition 

among retailers has seen the Internet becoming a strategic tool in the marketing process 

(Abiodum, 2013). The Internet has revolutionized the way consumers’ access and 

purchase their products regardless of retail size and turnover (Abiodum, 2013). Assuming 

that companies embrace ICT at the same level, the Internet has potential to make the 

world a much smaller place where people can stay connected (Andreki & Yazdanifard, 

2014). Companies are currently moving from the traditional store format to both the 

physical and virtual stores (Abiodum, 2013).  There is an increase in e-marketing use 

through multi-channel retailing, online promotion through social media, personalisation, 

e-mail marketing, applications or mobile optimized website and video marketing (Sahney, 

2008).  The Internet has resulted in the creation of customer perceived value.  (Javed & 

Cheema, 2017; Straus, et al., 2004:146).  In addition, the Internet has brought in the use 

of e-marketing whilst creating a relationship and trust with intended customers.  

E-marketing, as a concept has been variously defined by different scholars who want to 

get an understanding of online customers through engagement with the intended 

customers. (Chaffey, 2011) state that e-marketing refers to an approach which is used by 

retailers to achieve its marketing objectives with the use of different online tactical tools 

and revised marketing mix. The tactical marketing tools used include the website, opt-in 

email, digital media channels such as Paid Search and Display Advertising, Victual 

Exhibition and Sponsorship (Chaffey, 2011; Chaffey & Smith, 2009). E-marketing involve 

the incorporation of marketing mix, building of trust and relationships with the intended 

customers and be in position to reach, attract and engage with the target customers 
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through digital content of communication, online conversations, online behavior 

assessment, virtual engagements (Albee, 2009:4). For Gay et al. (2007:44), e-marketing 

involves the application of military-style terminology referring to “attack and defense” 

with the objective assessment of the players and environmental interaction existing or to 

exist in the long run. The e-marketing derives from a systematic review of the marketing 

and e-business environment (Chaffey & Smith, 2013;Straus, et al., 2004:55; Gay, et al., 

2007; Chaffey & Smith, 2009:42). E-marketing includes the setting of objectives, target 

market, positioning and proposition, optimum mix of tactical tools, online marketing mix, 

setting out dynamic dialogue and integrated data (Chaffey and Smith, 2009:44). Be that 

as it may, the use of e-marketing has created online security risks, (stolen credit cards, 

hackers, viruses) which has led to retailers and customer being reluctant to engage online 

(Straus & Frost, 2016:56; Straus, et al., 2004:146).  

According to Sanou (2016), ICT revolution drove global development in an unprecedented 

way between 2002 and 2015 (International Telecommunications Union {ITU}, 2015:1). In 

2015, the ITU observed that technological progress, infrastructure development, and 

falling prices had brought unexpected growth in ICT and access to billions of people 

around the world (ITU, 2015).  According to this report, during 2015 there were more than 

7 billion mobile cellular subscriptions worldwide, an increase from less than 1 billion in 

the year 2000 (ITU, 2015). Globally, 3.2 billion people were using the Internet of which 2 

billion were from developing countries (ITU, 2015). Internet penetration had grown so 

much that 34% of households in the developing countries had Internet access as 

compared to 80% in the developed world (ITU, 2015:1).  

As the world is increasingly moving towards a digital society, ITU believes that “ICTs will 

play a more significant role in the post-2015 development agenda and in achieving future 

sustainable development goals and for every Internet user in the developed and 

developing world” (ITU, 2015:1). The use of mobile devices as a medium of e-marketing 

rose because of increased penetration levels in Europe and USA at around 78% and Africa 

at 20% (ITU, 2015:1). The adoption and implementation of ICT in these continents vary 
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with the general levels of Internet penetration amongst developed, developing and less 

developed countries. According to Mahomed (2014), the global growth of online 

businesses had risen from $1.2 trillion in 2012 to 1.4 trillion in 2015. The benefits of the 

Internet boom include convenience, efficiency, the option of viewing several retailers in 

just a click, comparing and researching about products, global reach and saving money 

(Mahomed, 2014). 

 Kell and Viatchaninova (2013:1) insisted on the fact that Africa is not an exception in the 

adoption of ICT services in the 21st century. Africa is advancing positively in the adoption and 

commercial use of ICT, in both the private and public sector (Kell & Viatchaninova, 

2013:1). The evidence clearly demonstrates that in 2013 the global economy entered the 

recession-era, Africa’s economy is in the growth phase with annual Gross Domestic 

Product (GDP) increasing by 5% annually (World Bank {WB}, 2013:6). It was for this 

reason, that the contributory factor towards the growth is the increase in the adoption of 

ICT and growth in mobile penetration (WB, 2013:6).  

Global statistical figures uphold that the mobile penetration rate increased from twenty-

five (25) million users from 2001 and to six hundred and fifty (650) million in 2012 (WB, 

2013:12). According to the WB (2013:13), the growth in the ICT investment has realized a 

7% ICT contribution to Africa GDP and an investment total of +$615 billion in the 

telecommunication sector. It is, therefore, imperative for African governments to create 

an enabling environment and act as a role model in adopting new innovations and 

technologies (WB 2013:13). This can be successful through the provision of infrastructure 

sharing and licensing to have economic growth in Africa (WB, 2013:13). 

 The Southern Africa Development Community (SADC) is also not left out in embracing 

ICT. The SADC declaration of 2001, member states need to improve the means of opening 

opportunities and benefits such as increased access to markets (SADC, 2011:4). “There is 

a need to adopt and adapt to technologies that enable e-commerce capabilities to avoid 

increasing exclusion from the global economy” (SADC, 2011:4). The 21st century requires 
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increasing investments in ICT infrastructure through the establishment of ICT expanded 

telephone, underwater fibre optic cables and constant Internet access to transform 

business (SADC, 2011:4).  

Accordingly, the Southern African countries came up with the SADC declaration after 

having discovered that most of the ICT infrastructure was being underutilized among the 

member states (SADC, 2012:10). The current status of ICT in SADC  in 2012 stood at (60)% 

mobile uptake-ranging from twenty (20)% to hundred (100)% among member states, (6) 

% voice subscribers and four (4)%  of SADC  residents have Internet access (SADC, 

2012:10).  

In addition, ICT has become a key player that is challenging the traditional marketing 

methods of doing business through its utmost great exposure to information through the 

virtual platform (African Development Bank Group {ADBG}, 2011:23). The SADC trade 

block also initiated the Regional Infrastructure Development Master Plan (RIDMP) which 

looks at infrastructure development in the region with great emphasis on the 

improvement and adoption of ICT among the member states (SADC, 2012:24). 

Doherty et al. (2010), stresses that global retailers are migrating from the brick and mortar 

shops such as Wet seal, Barnes and Noodle and Jones in the USA to the click and buy 

shops such as the Amazon.com and e-Bay. By 2015, Zimbabwe had an advanced Internet 

infrastructure, high Internet connectivity and high smartphone usage among society 

members (Government of Zimbabwe, 2015:93). These technology developments in the 

Zimbabwean economy require ICT mobile and fixed operators to adapt their business 

models to embrace migration from voice to data Internet services (Government of 

Zimbabwe, 2015:93). The migration process will result in pricing models which are 

conforming to global best practices-failure to adopt leading to decline in revenue 

realisation. (Government of Zimbabwe, 2015:93). African Economic Development 

Institute {AFED}, (2009:2), point out that, regardless of the ICT infrastructure in Zimbabwe 
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the country still lags behind “its regional counterparts’ in terms of ICT adoption and the 

rate at which new technologies are implemented in relation to international benchmarks. 

Chawafambira (2015) and Dzoma (2016:1) observed that there is the continued use of 

traditional marketing strategies among the retail sector despite the increase in demand 

for Internet services in Zimbabwe.  However, there are market inefficiencies and impeding 

factors affecting the adoption of e-marketing (African Economic Development Institute, 

2009:1). 

Dzoma (2016:2) state that Zimbabwean customers prefer to do their purchases physically 

in building stores taking products from shelves, verifying quality, price and size as well as 

negotiating. Therefore, buying products online in Zimbabwe is just a novelty with no 

apparent virtues hence online retailers need to overcome this reluctance shown by 

customers. The research, therefore, seeks to develop an e-marketing framework to assist 

FMCG retailers in Zimbabwe to adopt and implement e-marketing. 

1.1 Background to the Study 

This study is based on the observation five years ago that the FMCG retailers in Zimbabwe 

have been relatively slow in the adoption and implementation of the e-marketing (Dzoma, 

2016:1 & Chawafambira, 2015:1). Until today, there has been no significant change 

regarding this situation as lack of support services such as delivery systems is hindering 

the adoption of e-marketing (Nyoni, 2018). Results from empirical studies have shown 

that e-marketing have brought more chances of competence for business through the 

provision of a platform to compete globally (Yang, et al., 2012, Foss, et al., 2008, El-

Gohary, 2012; Doiron, 2009).  The empirical study that has been carried out by Foss et al. 

(2008) established that the scope, size, and complexity of the e-marketing pillars such as 

customer relationship management (CRM) vary quite significantly across firms. Yang, et 

al., 2012 and Foss et al. (2008) stresses that poor planning, lack of clear objectives and 

failure to recognize the need for business marketing change are the key reasons for 

retailer’s failure to adopt and implement e-marketing. Kim et al. (2013) argue that there 
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is an interrelationship between the perceived benefits of retail loyalty, program loyalty, 

and customer loyalty when retailers engage in effective e-marketing.  

Doiron (2009) indicates that the tools for e-marketing is relatively inexpensive regardless 

of the size and nature of business in Canada. Given the rate at which consumers are 

transitioning from traditional media, the Internet plays an important role for all 

enterprises in the way they market their products and services (Doiron, 2009). A content 

analysis of literature that addresses the adoption, application and the impact of Internet 

technology by retailers for the promotion and selling of their products in the United States 

of America (USA) (Doherty, et al., 2010) established that online shopping in the USA 

moved from being used by a few individuals to majority participation. The study 

concluded that online retailers should aim at creating vibrant and sophisticated market 

places which create value and capture customer’s needs. In that regard, retailers in the 

USA would need to continuously develop strategies to capture online ever-changing 

customer power (Doherty, et al., 2010). 

Mahomed (2014) state that Amazon.com started as a bookstore but is now currently the 

leading online retailer because of its ability to create a platform for interaction with 

customers throughout all the years. Online business has its own challenges and 

opportunities and should be studied in detail in order to have effective alternative plans, 

measures, and strategies to be developed to guarantee business success (Mahomed, 

2014). Leiber and Silverson (2011) highlight that Amazon.com had market value worth 

seventy-nine (79) billion dollars by 2011. This was 40% higher than two combined huge 

and successful retailers, USA-Target and Kohl’s, which had 2800 stores between them.  

Amazon.com’s entry into the online book-selling business posed a strategic question to 

retailers who were using traditional strategies like Barnes and Noble in the USA (Leiber & 

Silverson, 2011). An empirical study on e-marketing for Small and Medium Enterprises 

(SMEs) retailers in Huludao, China (Yang, et al., 2012), established that the growth of e-

marketing brought excessive growth. It provided a platform for small and medium 
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enterprises to compete with large enterprises that have a greater market share and 

financial capacity.  

According to Bahaddad et al. (2014), in Saudi Arabia the adoption and diffusion of online 

retailing as a component of e-marketing in the retail sector was low. They affirm that 

there was a need to engage various government departments to create a functional 

online marketing model. They note that the framework for effective online marketing 

were based on e-commerce laws, developing ICT infrastructures, trustworthy and secure 

payment systems, trusted and secure delivery systems and the introduction of Internet 

education systems.  

In a study on the critical success factors of online marketing strategies in India, Sahney 

(2008) established that the application of technology-based online retail services in India 

has grown rapidly in the 20th century. E-marketing adoption successes and failures in India 

were dependant on analytical skills among retailers. Mahomed (2014) also found that e-

marketing adoption had globally grown in the last decade (the year 2000-2016) and its 

success rate had increased to 80% while 50% of the users shop online more than once.  

In Africa the Internet had risen in 2015 to such an extent that one in five people used the 

Internet compared to two in five people in Asia and the Pacific (ITU), 2015:1). There is no 

doubt that there is increased diffusion of Internet technology in the world, and retailers 

are not left out in tapping into the opportunities offered by e-marketing. 

 There is substantial research conducted on e-marketing adoption. A study to examine 

the challenges of online shopping in the Nigerian retail sector established that Internet 

growth is increasing at a faster rate in developed countries (Abiodum, 2013). The growth 

is more rapid in some developing countries due to a variety of macro and micro 

environmental factors (Abiodum, 2013). Abiodum added that in the Nigerian context, 

Internet penetration grew from 200 000 people in the year 2000 to 45 million in the year 

2011 and concluded that the challenges limiting the adoption and implementation of e-
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marketing were due to cultural barriers, infrastructure challenges, fraud and security 

concerns, perceived risk and inadequate regulatory framework.  

In yet another research on the factors affecting adoption and implementation of e-

marketing in the Egyptian tourism sector, El-Gohary (2012) indicate that  organisational 

and external factors such as owner skills, availability of resources, culture, adoption cost, 

size of the company, compatibility and government influence have a positive impact on 

the adoption and implementation of e-marketing in the Egyptian tourism industry. 

For Abiodum (2013) and Dlodlo and Mafini (2014), numerous companies in the sub-

Saharan countries have adopted the “wait and see” attitude (being market followers) 

hence e-marketing is being considered as a means of communication and distribution by 

companies fighting competition from international markets. By 2013 in Nigeria, only 23% 

of the respondents did online shopping regardless of advanced ICT infrastructure. 

The same trend was also observed in Zimbabwe where adoption of e marketing strategies 

among FMCG retailers has been limited (Chawafambira, 2015:1; Dzoma, 2016:1). The 

reluctance by the Zimbabwean retailers to utilize Internet technology for expansion has 

resulted in stiff competition with retailers in South Africa and China (Musonza, 2015:1).  

According to Reserve Bank of Zimbabwe (2015:36), the ICT programs being initiated by 

the Government of Zimbabwe need individuals,  organisations and institutes to work with 

ICT mobile and fixed operators. Countries in Southern Africa particularly South Africa, 

Namibia, and Botswana were embracing ICT with positive economic growth (SADC, 

2011:2).  

While e-marketing by FMCG retailers in Zimbabwe remained low, it is worth stating that 

there has been high uptake of ICT in electronic banking, electronic money transfer, smart-

phone usage and international electronic purchase of consumer durable (Dzoma, 2016:1). 

In the context of tremendous advancement and growth in ICTs, scholars have warned that 

companies that embrace technology should prepare about the future as e-marketing 
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adoption is growing at a dramatic pace and is continuously influencing customers and 

their behavior (Alavion & Allahyari, 2011 ; Doiron, 2009). While researchers had initially 

predicted price transparency as well as driving price towards a single market standard, 

this could not be achieved partially because some retailers would consider transport costs 

(air and water) hence bringing variation in prices of the same commodities in different 

geographical locations.  

 Social media, in recent years, has been making great progress and creating new 

opportunities (Bulearca & Bulearca, 2010). Mobile phone advertisements in the form of 

text messages or short message service (SMS) have been recognized as an important form 

of product promotion and an attractive e-marketing by retailers (Rizwan, et al., 2011). 

Increased use of Internet as a Business to Customer (B2C), Customer to Business (C2B) 

and Customer to Customer (C2C) commercial tool raised interest in understanding the 

key issues in building relationships with customers on the Internet (Corbit, et al., 

2003:204). It is worthy to note here that e-marketing adoption is undergoing an evolution 

through the adoption of Web 2.0, 3.0, 4.0 and 5.0 capabilities to enhance customer 

participation to achieve greater economic value (Huang & Benyoucef, 2013). 

In Zimbabwe, retailers outside the FMCG such as beverages industry, auctioneers and 

hardware industries have all developed systems that allow them and their clients to 

market, purchase, and supply online. In 2015, Zimbabwe was ranked among the 

technologically advanced countries in the group including United Arab Emirates (UAE), 

Lebanon, Barbados, Seychelles, Belarus, Costa Rica, Mongolia, Zambia, Australia, 

Bangladesh, and Oman (ITU (2015). However, the adoption and implementation of e-

marketing remain low amongst the retailers in Zimbabwe. This is regardless of the 

Internet penetration rate increase from 11% to 44.3% between 2010 and 2015 (Postal 

and Telecommunications Regulatory Authority of Zimbabwe {POTRAZ}, 2015:12). 

Retailers in Zimbabwe continue to use social media as an advertising platform with no 

need to develop websites and update regularly to capture the need for targeted 
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customers (Dzoma, 2016). This observation is supported by Scharl et al. (2005), who states 

that most retailers in developing countries have shown reluctance to embrace the 

opportunity of quickly adopting the use of e-marketing but still rely on traditional stores. 

Dzoma (2016), concludes that customers are reluctant to part with their money prior to 

receiving physical products hence shunning e-retailing and prefer a traditional walk-in 

store. This urges for, as this study attempts to develop, a framework that can assist FMCG 

to adopt and implement e-marketing. 

Alavion and Allahyari (2011) and  Doiron (2009), concurs and observes that, globalization 

and technological developments are imminent. In the circumstance, companies that 

embrace technology should prepare about tomorrow since e-marketing is growing at a 

dramatic pace and is continuously influencing customers and consumer behavior. Building 

from the above insights, Doiron (2009), upholds that the Internet has radically reduced 

the cost of collecting and distributing information. The evidence clearly demonstrate that, 

researchers initially predicted that the use of the internet would result in price 

transparency, driving prices toward a single market price. However, this has largely not 

happened, partly because retailers use shipping costs to make prices less comparable. 

Social media has been making great progress and creating new opportunities (Bulearca 

and  Bulearca, 2010). Musonza (2015:1), further mentions that, the limited use by the 

Zimbabwean retailers to utilize internet technology for their sustenance had caused them 

to face stiff competition to retailers in South Africa and China.  

 

It is evident from the fore going that, mobile phone advertisements, in the form of text 

messages, or short message service(SMS), have been recognized as an important form of 

product promotion and an attractive e-marketing tool by retailers (Rizwan, et al., 2011). 

The same sentiments are echoed by Corbit et al. (2003:204), who asserts that, increasing 

the use of the internet as a Business to Customer (B2C), Customer to Business (C2B) and 

Customer to Customer (C2C) commercial tool raised interest in understanding the key 

issues in building relationships with customers on the internet. It must be stated, 
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however, that, e-marketing is undergoing an evolution through the adoption of Web 2.0 

capabilities to enhance customer participation and achieve greater economic value, 

(Huang  and Benyoucef, 2013). 

 

In Zimbabwe, retailers outside the FMCG such as beverages industry, auctioneers services 

and hardware industries have both developed systems that allow them and their clients 

to market, purchase and supply online. According to ITU (2015:1), Zimbabwe is ranked as 

among the technologically advanced countries in the group including United Arab 

Emirates (UAE), Lebanon, Barbados, Seychelles, Belarus, Costa Rica, Mongolia, Zambia, 

Australia, Bangladesh and Oman in 2015. In the circumstances, the adoption and 

implementation of e-marketing remains low among the Zimbabwean companies 

regardless of the fact that internet penetration rate increased from 11% to 44.3% 

between 2010 and 2015 (Postal and Telecommunications Regulatory Authority of 

Zimbabwe{POTRAZ}, 2015:12). 

 

Of concern, however that, the retailers in Zimbabwe continue to use social media as a 

publicity platform without the need to develop transactional websites with up to date 

content to capture the need of the target customers (Dzoma, 2016). This view is 

supported by Scharl et al. (2005) who state that most retailers in developing countries 

have shown reluctance to embrace the opportunity of quickly adopting the use of e-

marketing and they still rely on traditional stores. Dzoma (2016), concludes that 

customers are reluctant to part with their money before they get the physical product 

hence they shun e-retailing and revert to traditional walk in stores. 

 

1.2 Problem Statement 

The adoption and implementation of e-marketing by the Zimbabwean retail sector remain 

low although there is 99% mobile subscription and 6 900km of Internet cable, linking 

Zimbabwean towns and cities (POTRAZ, 2015:43). There is no doubt that e-marketing is a 

contributory tool to marketing and transacting. However, it is worrying why the 
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Zimbabwean FMCG retail sector lacks optimum use regardless of the presence of 

comprehensive ICT infrastructure. While the foregoing background clearly shows the 

state of ICTs, the causes of low adoption and implementation of e-marketing by FMCG 

Zimbabwean retailers are not known. It is also evident from the background of the study 

that the Internet provides significant benefits as a new medium of interaction.   Chaffey 

and Smith (2009) argue that customers and companies use the Internet to engage in real-

time communication, building strategic relationships and trust. Makherji and Basu (2015) 

warn that in order to survive in business, organisations need to be proactive and embrace 

the dynamic environment. Internet technology is fast growing and would soon outpace 

traditional marketing strategies. Retailers should strategically and gradually move 

towards e-marketing adoption and implementation to survive the current and future 

market forces as far as the Internet is concerned. 

 Chawafambira (2015:1) stresses that ‘‘we need a dynamic Information Communication 

Technology (ICT) policy as soon as possible that can be used as a framework to develop 

e-commerce policy like other countries”. Chawafambira blamed the low adoption and 

implementation of e-marketing by retailers on the lack of ICT framework. For Rutsito 

(2014:1), Zimbabwe has shown remarkable improvement in technological adoption with 

the growth of the Internet. Of note, however, is that there exists little appreciation of 

achievements within Zimbabwe FMCG retailers. Under these circumstances, the FMCG 

Zimbabwe retailers have faced a myriad of problems arising from international retailers 

competing for the same market with local retailers using advanced e-marketing 

(Musonza, 2015:2).  

 FMCG retailers in Zimbabwean have been slow to embrace the use of technology hence 

they still concentrate on traditional marketing strategies (Chawafambira, 2015:1). In 

these circumstances, internationally recognized e-commerce giant Pay Pal entered into 

the Zimbabwean market after signaling that the Zimbabwean economy had the potential 

to embrace technology. In view of that, the majority of the Zimbabwean populace now 

have the opportunity to purchase goods online in more than 203 countries using Pay Pal 
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(Creed, 2014:1). The growth of Internet transactions signals that the country is open to 

online business. Be that as it may, the FMCG retailers in Zimbabwe have not embraced 

this opportunity. Tengesa.com, an e-commerce website, experienced a premature failure 

before it was commercially launched. Some of the interactive e-commerce websites 

include Econet’s Eco shop and the Food World’s E-commerce are also failing to fully 

engage in online business (Dzoma, 2016). 

As earlier stated, Zimbabwe experienced rapid and fast-growing investments in ICT 

infrastructure which, among them include expansion of broadband fibre network, data 

and Internet expansion from 2015 (Government of Zimbabwe, 2015:93). A wide range of 

Internet infrastructural developments was achieved in the year 2018 in Zimbabwe which 

includes the rollout of 2G, 3G, 4G and G5 networks in different areas. E-marketing 

adoption has also been a success story in countries such as South Africa, Nigeria and other 

developing countries who do have similar or slightly lower Internet infrastructure than 

Zimbabwe. It is important therefore to understand the underpinning elements causing 

low adoption and implementation of e-marketing and develop, as this study attempts to 

do, an e-marketing strategy framework to assist the FMCG retailers in Zimbabwe. 

Notable studies include El-Gohary (2012) in Egypt; Sahney (2008) in India; Doiron (2009) 

in Canada; Yang, et al., (2012) in Honalou and Abiodum (2013) in Nigeria. Conducting such 

a study in the Zimbabwe context will unpack other gaps of knowledge regarding e-

marketing adoption. Regardless of the growing trend in e-marketing and e-marketing 

related studies, there are few studies that have been done in e-marketing in FMCG 

Zimbabwe retailer except some studies done by Dlodlo and Dhurup (2013), El-Gohary 

(2012) and others which were done in Zimbabwe and Egypt covering e-commence-

banking and e-business. This reflects a gap in the field of e-marketing adoption and 

implementation amongst FMCG retailers in Zimbabwe. 

Thus, based on the above literature discussion, the problem statement derived reads as 

follow, “Currently e-marketing as a contributory tool or element to marketing and 
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transacting in the Zimbabwean FMCG retail sector lacks optimum use regardless of the 

presence of a comprehensive ICT infrastructure”. 

 

1.3 Research Objectives 

The primary aim of the study is to develop an e-marketing strategy framework to assist 

FMCG retailers in Zimbabwe to adopt and implement e-marketing. In order to achieve the 

above aim, the study set out to accomplish the following objectives: 

1. To establish the nature and characteristics of e-marketing adoption and 

implementation amongst FMCG retailers in Zimbabwe. 

2. To ascertain the factors affecting the adoption and implementation of e-marketing 

amongst the FMCG retailers in Zimbabwe. 

3. To ascertain customer perceptions on the adoption and implementation of e-

marketing amongst the FMCG retailers in Zimbabwe. 

The above objectives were formulated from the following key questions. 

1. What is the nature and characteristics of e-marketing amongst FMCG retailers in 

Zimbabwe? 

2. What are the factors causing low adoption and implementation of e-marketing 

amongst FMCG retailers in Zimbabwe? 

3. What are the customer perceptions on the adoption and implementation of e-

marketing amongst the FMCG retailers in Zimbabwe? 

1.4 Significance of the Study 

The study is significant in three ways: for academia, retailers and policy makers. To the 

academic field, despite knowing all the advantages of e-marketing, the framework for e-

marketing adoption and implementation for the survival of retailers in Zimbabwe remains 

relevant. Therefore, this study applies concurrent mixed methods research design to 

explore the underlying issues regarding the low adoption of e-marketing despite high 
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Internet penetration in Zimbabwe. The pragmatic philosophy adopted in the study has 

the capacity to bring nuanced insights and conclusions regarding e-marketing adoption 

and implementation. The knowledge developed in this study is also essential in that the 

e-marketing strategy framework proposed in the study can be replicated in other 

developing countries despite the presence of other ICT and e-marketing strategy 

frameworks. 

 This will contribute to e-marketing theory and application. The hidden pros and cons of 

adoption and non-adoption of e-marketing, frustrations, anger, mistrust, failure, and 

emotional issues are what this research attempts to unearth for the benefit of academia 

and as a contribution to knowledge. This would assist university professor in the e-

marketing discipline to disseminate new information and knowledge, while practitioners 

and industry would be better positioned to adopt e-marketing.  

This research is also important for retailers. It proffers possible e-marketing solutions. 

Dissecting all issues affecting e-marketing is no easy task and is naturally a long-term 

measure and exercise. E-marketing adoption and implementation is entangled in almost 

all normal business and social issues and is therefore not a subject to be approached in a 

simplistic manner. This is the challenge that the study undertook to make a contribution 

to the FMCG retailers. The proposed e-marketing strategy framework will possibly impact 

on FMCG retailers since it is a hybrid combination of insights from the retailers and 

customers who are key in the technology diffusion process.  

 Online customer engagements remain key in the retail sector. Therefore, this research 

could assist retailers in improving their online value proposition. The research also 

unpacks issues of online security which remain essential in building trust and confidence. 

It is also important to note that the study provides a framework to be used by retailers 

using both the traditional shops and online shops. The study also provides a framework 

on the need to improve retailers’ ICT skills so that the e-marketing diffusion is accelerated 

in accordance with international standards. 
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Crucially, understanding customer needs remains critical in any business venture. This 

study incorporates customer perspectives into the development of e-marketing strategy 

framework. The customer perspective remains key in addressing online shopping 

experience and increase its use. Retailers have to incorporate customer perspective in the 

development of e-marketing strategy framework. 

Finally, the study is very essential to Zimbabwean policymakers since it addresses policy 

issues regarding the availability of ICT infrastructure and the ease of doing business. The 

study brings new insights regarding the contributions that are associated with the 

participation of FMCG retailers in e-commerce. The research further addresses issues that 

are important in understanding the customers’ perception with the view of influencing 

policy around the increase in ICT diffusion. It seeks to break the technological divide that 

exists regarding the rural and urban populace. This technological gap, if addressed, has 

the potential to improve retailers’ contribution to the fiscus. Moreover, the research 

brings perspective to the fact that the cost associated with the diffusion of technology is 

relatively high hence the need for policymakers’ intervention and government 

subsidization.  

The regional bodies such as SADC have set out a declaration setting out ICT countries 

expectations. Accordingly, this study brought out policy issues to be addressed in order 

to achieve the laid-out expectations from a regional perspective. The study also brings to 

light issues of online security. It remains pertinent to note that online security needs to 

be addressed with relevant and effective policy framework. The study thus engages with 

the question regarding slack government engagement towards the adoption of e-

marketing. 

E-marketing adoption and implementation need to be supported by an effective road 

infrastructure for the delivery of products and services. The study addresses critical issues 

in the lack of road infrastructure for delivery of goods once purchased. The policymakers 
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need to address such infrastructure to enhance retailers’ growth through e-marketing 

adoption. 

1.5 Research Paradigms and Methodology 

This section sketches the research philosophy, design, strategy, population, data 

collection, presentation, and analysis employed for this study. Research methodology 

refers to how the research should be undertaken (Saunders, et al., 2016:770). It provides 

the theoretical underpinning that shapes and directs the development of knowledge in 

research (Creswell & Clark Plano, 2011).  

1.5.1 Research strategy 

Research strategies include experiment, survey, archival, case study, ethnographic, action 

research, grounded theory and narrative inquiry (Saunders, et al., 2016:178).  The study 

used a survey research strategy and consequent methods to collect and analyse data. The 

research strategy is a plan of action to achieve a goal (Saunders, et al., 2016:177). It is the 

practical connection in the middle of philosophy and the consequent methods to collect 

and analyse data (Denzin & Lincoln, 2011). There are different strategies used in research 

(Saunders, et al., 2016:178). These strategies allow the research to make an informed 

decision on whether to use qualitative and quantitative methods or not (Saunders, et al., 

2016:178).  

The survey research strategy is usually associated with deductive and inductive research 

approach and familiarization with business management research (Saunders, et al., 

2016:181). The study used survey research strategy to collect data from qualitative and 

quantitative instruments. 

 

 



 

 

 

 

18 

1.6 Conceptual Framework 

This study is informed by two models and a framework namely the Technological, 

Environmental and Organisation (TEO) contexts model, Technology Acceptance Model 

(TAM) and Andreki and Yazdanifard (2014) digital framework. Figure 1.1 presents the 

graphical presentation of the conceptual framework. 

 

Source : Andreki & Yazdanifard 2014; De Pietro, et al., 1990:154; Fred Davis in 1986 

Figure 1.1: Conceptual framework 

1.7 Research Main Contribution 

The research’s main contribution is the proposed e-marketing strategy framework that is 

hoped to assist FMCG retailers to adopt and implement e-marketing. The e-marketing 

strategy framework is informed by the study’s three main research outline on page 

14.Study results for each particular objective were used to develop the proposed 

framework. The study suggests a theoretically and methodologically informed 
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contribution regarding e-marketing adoption and implementation amongst FMCG 

retailers. 

1.8 Limitations of the Study 

The study had some limitations which need to be mentioned. The main aim is the 

adoption and implementation of e-marketing amongst FMCG retailers in Zimbabwe. 

Accordingly, it is difficult to generalise the framework to other retail sectors. The other 

limitation is that the study is based on concurrent mixed design. Further studies can be 

done using some mono designs. The study applied convenient sampling techniques in 

choosing the population and the sample, hence this can be a limitation as compared to 

the use of quantitative methods. Another limitation is that the proposed e-marketing 

strategy framework has not been tested even though it was validated using the mixed 

methods. Despite these limitations, the use of concurrent mixed methods proved useful 

in the generation of results that would not have been possible through mono methods. 

1.9 Research Layout  

The thesis comprises seven (7) chapters arranged as follows. 

Chapter One: Introduction and Overview is the current chapter which has introduced the 

overall study. It outlines the background to the problem, problem statement, research 

objectives and questions, significance of the study, research methodology, main research 

contribution (proposed e-marketing strategy framework) and the conclusion.   

Chapter Two: Evolution of Information Communication and Technology and e-

marketing strategy in the retail sector reviews conceptual literature on the 

development of e-marketing. It provides the e-marketing development with special 

mention of web.1.0, web 2.0, web 3.0, 4.0 and 5.0. The chapter is useful in the 

conceptualisation of e-marketing adoption and implementation from a global perceptive 

hence laying groundwork to the study main contributions 
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Chapter Three: Causes of low adoption and implementation of e-marketing strategies 

discusses previous empirical studies on e-marketing. It examines three main concepts 

underpinning this study namely nature and characteristics of e-marketing, factors 

affecting adoption and implementation of e-marketing as well as customer perceptions 

on the use of e-marketing. These are the three key aspects aligned to the three research 

questions highlighted in chapter 1. 

Chapter Four:  Research Paradigms and Methodology: describes the process involved in 

the execution of the research. The chapter discusses the research philosophy, research 

approach, research design, qualitative and quantitative data analysis procedure, and the 

ethical considerations observed during the study. 

Chapter Five: Qualitative data presentation and analysis is the first of the two data 

chapters deriving from the mixed method research approach described in chapter four. 

The chapter presents results from the qualitative component of the study addressing the 

first and second objectives. 

Chapter Six: Quantitative data analysis and presentation. This is the second results 

chapter in which results from the quantitative component of the study are analysed. The 

chapter derives from the third research objective. 

Chapter Seven: Conclusion is the thesis conclusion. It presents the preview of the entire 

study, research contribution and recommendations, research implication, reflections, 

research limitation, and the final conclusion. 

1.10 Conclusion  

This chapter has introduced the research reported in this thesis. It highlights issues 

connected to the adoption of ICT amongst retailers. It also provides an insight into the 

background of the study and the problem statement. The issues highlighted in the 

background of the study open a debate on issues marking the slack adoption of e-

marketing by FMCG retailers in Zimbabwe. The chapter also presents the main research 
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objectives and research questions. The chapter further introduces the research 

methodology. It gives an insight into the philosophical assumption and direction in which 

the research was carried out. Furthermore, the study also addresses the significance of 

the study to different stakeholders. Finally, the chapter gives insight into the research 

layout and the ultimate research conclusion. The next chapter gives the preliminary 

literature review of the research. 
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CHAPTER TWO 

EVOLUTION OF INFORMATION COMMUNICATION TECHNOLOGY AND E-MARKETING 

STRATEGY IN THE RETAIL SECTOR 

2.0 INTRODUCTION 

The previous chapter gave an introductory phase of the entire study. This chapter 

conceptualizes the adoption of technology and its link to contemporary e-marketing 

adoption and implementation. It gives a brief insight into e-marketing adoption and 

implementation. The conceptual appraisal begins with the evolution and adoption of e-

marketing from a global perspective. Here, literature on the evolution of ICT from pre-

1960, and the subsequent use and application of the traditional marketing 4ps (post-

1990s) - (Web 1.0, 2.0, 3.0) and the current and the future of e-marketing adoption (Web 

4.0, and 5.0) by retailers is reviewed. 

 

2.1 Evolution and Adoption of E-Marketing Strategy from a Global Perspective 

The evolution of e-marketing has transformed the marketplace which was predominately 

dominated by large traditional retailers. The growth and adoption of e-marketing 

amongst retailers is unparalleled (Gay, et al., 2007:7). Swanepoel (2008:8) affirms that 

the transformation of business and marketing has often been referred to as the “the new 

economy”. This new economy reflects the movement of corporates towards information 

and knowledge-based industries that are facilitated by bandwidth and connectivity 

(Swanepoel, 2008:8). The new economy has been characterized by huge investments by 

businesses in computers and software, up to the dot com burst in 2001, which saw the 

contraction of technology aligned companies in the USA and the subsequent growth after 

the year 2003 (Swanepoel, 2008:8). 

 

The technological developments after the dot com bust resulted in dramatic technological 

growth (Cahn, 2018). Firms developed the use of e-marketing as the primary form of 

targeting and segmenting their markets in order to satisfy customer needs and wants 
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(Andreki & Yazdanifard, 2014). Retailers started using e-marketing through the utilization 

of existing and emerging communication and data networks to impart personalised and 

uninterrupted communication (Andreki & Yazdanifard, 2014). However, the growth and 

the word “e” in the business and the marketing field created a lot of misconceptions in 

the clear use and application of e-marketing from the other “es” in the business 

environment (Gay, et al., 2007:7). It would appear as if the majority of researchers and 

companies alike have been using the terms e-marketing and Internet marketing, e-

commerce and e-business, interchangeably (Al- Gohary, 2010). However, it’s worthy to 

note, that e-marketing encompass a broader frame which includes intranets, extranets 

and mobile devices whereas Internet marketing mainly focuses on e-mail and the World 

Wide Web (Gay, et al., 2007:7; Swanepoel, 2008:8).  

E-marketing activities have drawn a lot of attention as many companies generated 

increased customer loyalty by improving electronic service quality (e-service quality) 

(Chang, et al., 2010). Several definitions have been put in place in trying to define the 

term e-marketing. For (Straus & Frost, (2016); Straus et al. (2004:2) and Swanepoel 

(2008:163), “e-marketing is the application of a broad range of information technology 

for transforming marketing strategies to create customer value, through more effective 

segmentation, targeting, differentiation, and positioning strategies”. Chaffey and Smith 

(2009:13) and (Chaffey, 2011) asserts that e-marketing is the heart of e-business. 

According to Mahomed (2014), the growth of e-marketing, through its use by corporates 

and individuals, owes to a number of factors. These factors include convenience, saving 

of time, providing the option of viewing several retailers, comparing and researching 

products, continuous communication with customers and relationship building 

(Mahomed, 2014). The adoption and implementation of e-marketing will be of great 

importance in the FMCG retailers in Zimbabwe.  
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2.1.1 Web 1.0 - evolution and development of e-marketing (pre-1960-2000) 

The evolution of ICT back dates to the 18th century Victorian Internet when Joseph Henry, 

an electromagnetic professor, developed the first electronic communication network to 

reach customers in 1830 (Standage, 2014:2). The technology applied electromagnetic 

applications as a medium for transmitting long-distance communication through cables 

(Standage, 2014:2). Quite notably, in pursuit of Henry’s incredible innovation Morse an 

American painter and telegraph inventor, reinvented the electronic telegraph named the 

Morse code (Standage, 2014:2; Mabee, 2019). There is concurrence among scholars that 

the telegraph still remains the documented long-distance ICT based communication tool 

(Standage, 2014; Ryan & Jones, 2012). It has the capability to transmit messages from the 

sender to the receiver (Standage, 2014:5). Its invention and the subsequent adoption, for 

Standage (2014), inspired the industrial revolution. The industrialist and the military 

forged for fast and efficient means of communication (Standage, (2014:2). The Sunday 

Times newspaper of 14 September 1852 described it as “the highway of technological 

thoughts” in the development of ICT (Ryan & Jones, 2012:6). Standage further indicates 

that Morse patented the innovation during 1843 which lead to the establishment of the 

Western Union Building (WUB) with a transcontinental line in 1861. The use of the 

telegraph was globally accepted and by 1902, the entire world was connected using the 

telegraph (Standage, 2014:2). 

The use of telegraph as a communication tool also targeted Africa as colonial powers 

fought for military and commercial supremacy in different territories (Standage, 2014:2). 

Ryan and Jones (2012:6) note that the development of the telegraph extended to the 

African continent at an unprecedented rate. The first east coast cable reached Durban 

from Aden via Zanzibar in 1879, and the first west coast cable reached Cape Town via 

West Africa during 1889 (Ryan & Jones, 2012:6). According to Standage (2014:2), during 

1958 the USA government was initiating their dominance in the Atlantic Ocean trade 

route. As the USA improved the use of the telegraph across the Atlantic Ocean, the then 



 

 

 

 

25 

president sent the British Monarch a telegraph in 1958 which took 16 hours to transmit 

99 words (Standage, 2014:2). 

The British Monarch was also extending its colonial and trade hegemony into the Sub-

Saharan region (Standage, 2014:2). In that regard, on 16 June 1890, telegraphic lines 

reached the present state Botswana. The Mafikeng-Ramotswa telegraph was completed 

on 16 August 1890 which linked Mochudi (Botswana) while Palla (Botswana) telegraph 

line to Pelapye (Botswana) was completed on 14 October 1890 (Hochfender, 2012:1). The 

British quest to use the telegraph as the medium to communicate with its colonies in 

Africa extended to Salisbury (now Harare) with the aim of developing commercial and 

military infrastructure. On 16 February 1892, a 772 miles telegraphic line linked Salisbury 

to Pallapye with the goal of fulfilling the Cape to Cairo trade route and conquest 

(Standage, 2014:2; Hochfender, 2012:1). The above account shows that the application 

of ICT for commercial or trade purposes dates to the 18th century where industrialists 

wanted to apply technology to further the commercial and colonial accomplishments.  

Currently, there is a need for instant communication with relevant markets, aiming at 

optimizing interaction and creation of trust and relationships. Meanwhile, the current 

technological developments in the retail sector are just a phase in retail technological 

developments. These technological developments are aimed at increasing 

competitiveness in any business venture and increasing customer satisfaction 

The evolution of the Internet and the use of e-marketing by merchants or traders can be 

traced back as early as 1957-8 when ICT was incorporated in the business and research 

communities (Harris & Dennis, 2002).  Ryan and Jones (2012:7) believe that the evolution 

of ICT in the business community has its origin in Union of Soviet Socialist Republic (USSR) 

during 1957 when USSR launched the Sputnik-1 and 2 satellites. This view is supported by 

Lanius et al. (2013) who argue that the launch of these satellites by the USSR brought a 

new race in the world of ICT.  The Sputnik launch brought a paradigm shift in technical 

developments as superpowers feared technological advancement. In response to the 
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technological developments in the USSR, the USA Defense Department approved the 

funding of its own satellite in 1958, which was named explorer-1 (Lanius, et al., 2013; 

Ryan & Jones, 2012).  

Owing to the technological rivalry between the Soviets and USA, the USA Secretary of 

Defence, McElroy combined different researchers and scientist who invented the 

Intergalactic Computer Network (ICN) (Leiner, et al., 2012). Gay et al. (2007:7) observes 

that the project linked up to four (4) universities for research using the Internet during 

1962. The transformation resulted in the USA government investing large sums of money 

in ICT and the establishment of the Advanced Research Projects Agency (ARPA) in 1963 at 

the Massachusetts Institute of Technology in California (Gay, et al., 2007:7). The USA 

government support to the development of the Internet as constructive marked the 

archetype shift of the contemporary technology industry (Leiner, et al., 2012). Standage 

(2014:2) stresses that the ARPANET was availed to the public in 1976. The first online 

community-USENET was also established during this period (Hey & Papay 2015:205). The 

technology used commercial text as used by Compu serve in the USA, Prestel in UK and 

Mintel in France (Standage, 2014:2).  

According to Judy and Raymond (2016:176), in 1984 the number of connected computers 

reached 1000. Straus and Frost (2016:176) note that during 1998, the first recorded 

computer virus affected 10% of 60000 worldwide wed connections. This led to the risks 

associated with Internet connectivity. However, the business continued to create 

websites with media content having a capacity for interaction and sharing business 

information (Straus & Frost, 2016:176). In 1990 the Internet was officially opened for 

commercial and creative development. This brought the establishment of the World Wide 

Web (www) by Berners Lee, a scientist at CERN-International Centre for Practical Physics 

between 1989-1990 (Straus & Frost, 2016:176). 

At that point, the CERN leaders showed no interest in the use of the Internet as they saw 

no commercial benefits (Hochfender, 2012:1). During February 1999, Marc Andreessen, 
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a student at the National Centre of Super Computer Application (NCASA) University of 

Illinois managed to create a full interactive browser with web potential called Mosaic 

(Straus & Frost, 2016:176). In April 1994 Andereseen left NCSCA and formed Netscape. In 

yet another technological breakthrough, this marked the paradigm shift as Netscape went 

for public listing in a historic Initial Public Offering (IPO) and the world fully got trapped in 

the interactive web 2.0 (Ryan & Jones 2012; Gay, et al., 2007). For Molenaer (2013) the 

advent of the Internet enabled corporates to create content websites. This era was code-

named the “Web gold rush” as traditional retailers felt the shrinkage in their market share 

and profitability (Molenar, 2013:136).  

These technological developments are essential in understanding that the adoption of ICT 

has brought in an increase in profitability of competitiveness amongst FMCG retailers. 

Those retailers who failed to embrace the changes in technology are bound to lose their 

market share. Contemporary retailers need to embrace these technological 

developments to guarantee their existence. These ever-charging technological 

developments are essential in conceptualizing the integration of ICT and marketing 

activities for satisfying customer needs at a profit. 

2.1.2 Web 2.0 and e-marketing 

The diffusion of technology in the discipline of marketing has positively influenced the 

way goods and service are marketed. It has improved the interaction between retailers 

and consumers (Ryan & Jones, 2012:4). Studies carried out to confirm that since the 

Internet was developed in the 18th century to the commercialization stage, it is still 

enduring radical changes.  According to Stephens (2013:24), Dougherty, the Vice 

president of O’ Reilly Inc. coined the word 2.0 at a conference which was aimed to discuss 

the future of the Internet. The conference predicted a paradigm shift of consumer 

interaction to a platform of virtual creation, content sharing, and collaboration. As 

pointed above, the conference targeted visualization of the Internet as the major source 

of marketing activities in which social media was the major determinant of the way of life 

(Brennan & Schafer, 2010:148; Sankar & Bouchard, 2009:43). Accordingly, Web 2.0 
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enabled retailers to reach customers through interactive blogging, texting, friending, 

tweeting, and Internet surfing (Sankar & Bouchard, 2009:43). This enables online retailers 

to gain market acceptance and fight ever-increasing market rivalry as customers became 

value-conscious (Brennan & Schafer, 2010). 

Dawson (2010:133) and Fernie et al. (2016) stress that upon realizing the marketing 

potential of Web 2.0, retailers increased the use of online communities which involved 

the participation of customers. Building from the above insights, social media platforms 

such as Facebook, Twitter, YouTube, and Linked-in started to be used by retailers as the 

official engagement site of different products and brands. Li et al. (2013:220) concluded 

that that the advent of Web 2.0 shut down the negative publicity of social media as it 

brought down the business parameters like content parameter-online tools and 

techniques, collaboration parameters-customer and retailer relationships and 

commercial parameter-functionalism that support consumer choices. 

These parameters enhanced the trust and relationship between retailers and customers 

which was the major missing link in traditional business models (Li, et al., 2013:220). The 

parameters remain key in the development of e-marketing as marketers aim to create the 

greatest customer satisfaction along with these defined parameters (Li, et al., 2013:220). 

It is for this reason that online retailers such as Amazon.com and e-Bay established 

mature online domains, challenging the traditional brick and mortar shops in the USA and 

UK (Li, et al., 2013:220). Fernie et al. (2015:133) observed that the development of web 

2.0 facilitated pure marketing in which the traditional marketing concept linked with the 

Internet to bring service participation, personalization of content and the new marketing 

concept. Dawson (2010:43) upholds that Web 2.0 brought in the transparency of e-

retailing group power and customer autonomy through enhanced roles of informediaries 

household names such as Google, eBay, and Facebook.  

Molenaar (2013:37) argues that the dot-com Boom and Burst was another paradigm shift 

in the history of the Internet. Online users reached 360 million by the year 2000 as 
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corporates focused on the creation of websites to foster online business development. 

Baxter and Conoly (2013) observed that the Internet sector reached 1000% with its initial 

peak between 1995- 2000 as Silicon Valley technology companies engaged in speculative 

stock market pricing resulting in a meteoric rise in stock price. Internet entrepreneurs, 

venture capitalists, stock marketers, and online traders suffered the greatest loss as 

technology investments slumped after the Internet burst (Molenar, 2013:37). 

Baxter and Conoly (2013) categories the developments on the Internet into three stages:  

prebubble- (1995-97), the bubble-(1998-2000) and the burst - (2000-2002). For Ghazaleh 

(2015), corporates increased their stock market value by just adding the prefix “e”. 

Guzzetti and Lesley, (2016:133) observed that year 1995-2002 was an exploration phase 

which helped in crafting realistic and sustainable targets in the Internet business. Quite 

notably, in 2003 some companies like Amazon.com and e-Bay recovered from the 

recession, however, others were liquidated (Guzzetti & Lesley, 2016:133). Guzzetti and 

Lesley add that those that survived the market turbulence hewed new business to be 

applied in the contemporary virtual market place. Facca and Lanzi (2005) observed that 

in 2004 retailers started to engage in Customer-Based Generated Content (CBGC) through 

processing, reviewing, editing and dissemination of content.  

Hoegg et al. (2006) gives another perspective that retail marketers became fanatics of 

online information sharing using new generation of Internet applications such as Wikis, 

online photos and videos exchange, flicker, YouTube and other social networks. Retailers 

engaged in peer to peer discussion forums for research and advice, online brand 

monitoring, which facilitated customer tracking and evaluation (Hoegg, et al., 2006). As 

Rawtani (2010) puts it, it became a paradigm shift from the retailer control systems, single 

massage parameters of branding, marketing, product conceptualization to consumer 

democratization using blogs, ratings, and social forums. Here, social media increased the 

use of the Internet to such an extent that by 2012, 34.3% of the world population used 

the Internet (Rawtani, 2012). Straus and Frost (2016:167) and Rawtani (2012) concur that 

developed countries reached maturity level while penetration in developed and 
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developing countries was in the growth stage. Social media continued to shift and enabled 

the customer to participate in online platforms through content (Straus and Frost, 

2016:167). 

Baxter and Conoly (2013:24) contend that “there is no one size fits all syndrome on the 

application of Web 2.0.” Retailers need therefore to tailor-make their online strategies to 

suit their operational environment and increase their interaction with customers to 

survive the online business matrix (Andreki & Yazdanifard, 2014; Chaffey & Smith, 

2009:124). The above insights evince paradigm shifts in the Internet and technology 

sector. Contemporary scholars such as Andreki and Yazdanifard, (2014); Chaffey and 

Smith (2009124); Straus and Frost (2016:167); Baxter and Connoly (2013); Hoegg, et 

al.,(2006) and Rawtani, (2012) concur that e-marketing is evolving and new paradigms are 

coming in such as the current Web 3.0 and Web 4.0 by 2030. 

2.1.3 Web 3.0 and the future of e-marketing 

Internet use is increasing daily. Retailers need to pro-actively craft sustainable e-

marketing to build a competitive advantage (Straus & Frost, 2016:167; Kotler, et al., 

2010).  For Kotler et al. (2010), marketing evolved in three phases namely Web 1.0, Web 

2.0 and Web 3.0. The phases evolve as retailers, entrepreneurs, Internet companies and 

others in the business community realize greater opportunities for growth. Straus and 

Frost (2016:167) observe that Web 1.0 focused on content creation and customer views 

while Web 2.0 was also a content creator but was associated with viral and affiliate 

marketing. Web 3.0 focuses mainly on the literal Internet convergence which involves 

increasing social media, increased wireless technology, wearable Internet devices, big 

data, and cloud computing. Ferrari (2016:307) states that version Web 3.0 is semantic 

Web which requires retailers to capture different needs of customers through the 

establishment of marketing communication channels, search engine optimization, 

blogging and content marketing. As the Internet is on the paradigm shift, so should the e-

marketing be hence the need for pro-activeness and continuous perfection for the 

sustainability of retailers in the business. Web 3.0 connects a wide range of elements from 
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social networks to semantic networks which facilitate customers to identify, share, utilise 

products and service information efficiently (Payne & Frow, 2013). The major emphasis 

on Web 3.0 is continuous improvement and abundance of product profiles, online 

analysis, segmentation with a recognition that context does not remain content (Payne & 

Frow, 2013).  

As with Payne and Frow (2013), Molenaar (2016:4) also observes that the diffusion of 

technology in marketing had exposed the customer to a piece of rich information 

regarding retailers’ products and services. Ferrari (2015:307) advises that customers must 

check the product on the Internet before checking in-store hence their purchasing 

behavior will be greatly influenced by cross channel comparison. Here Ferrari (2015:307) 

stresses that Web 3.0 helps in facilitating the collection of strategic data from the 

Internet, not the client. This helps in the establishment of effective cloud computing data, 

storage and sharing of data processing task (Greener, 2015). Products will conceivably be 

produced through crowd sourcing using a group of people on the Internet and crowd 

funding-mobilizing money to develop a product using people on the Internet (Greener, 

2015). 

Web 3.0 enables the web to read the user through the effective use of cookies, algorithms 

and artificial intelligence to allow privatisation of individual customers for greater 

satisfaction (Adams, 2013:82; Dellello & Mcwhorter, 2016). The major improvement of 

Web 3.0 from other primitive web paradigm comes from its ultra-vibrant, argument 

reality, location-based advertising that is information garnered to explicit customers 

(Glazier, 2011:5). It also applies the global positioning system to find product and services 

like Google Android technology. Chaffey and Smith (2013:24) note that Web 3.0 paradigm 

brings together social media participation, user-generated content, immersive, virtual 3D 

intellectual recommendations, syndicated content which brings into effect combined 

virtual worlds and intelligent systems. 
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Technological and Internet improvements have created rivalry within the marketing field. 

The competitive environment needs retailers to use a combination of tools of marketing 

from Web 1.0, Web 2.0, 3.0 and integrate them into the hype of Web 4.0 and 5.0. 

Presuming that retailers adopt Web 4.0 and 5.0, retailers must possess an appreciation of 

the different paradigms to harness the potential and integrate into the new marketing 

arena before the coming in of Web 4.0 and 5.0 (Payne & Frow, 2013). Retailers must invest 

in integrated marketing communication so that the Internet will harvest the customer 

spirits, emotions and online behavior that will facilitate greater personalization of 

individual products and services. Micro blogging, virtual reality worlds, customization of 

the visitor experience, cloud computing remain the future of e-marketing. The combined 

use of these Internet tools yields better customer trust and relationship. “It’s not about 

being competitive, but the creation of new business, offer innovative products, 

customization of offers (Greener, 2015:7).” 

2.2 Conclusion 

This chapter has reviewed literature on the diffusion of e-marketing to the present 

situation. The chapter starts by giving an insight into the global perceptive regarding the 

adoption and implementation of ICT. In addition to that, the chapter provides an insight 

into the e-marketing developmental stages namely web 1.0, web 2.0 and web 3.0 and the 

future. Understanding the ICT developments is critical in the adoption and 

implementation of e-marketing. It informs the development of the proposed e-marketing 

strategy framework.  The next chapter presents the study literature review. 
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CHAPTER THREE 

CAUSES OF LOW ADOPTION AND IMPLEMENTATION OF E-MARKETING STRATEGIES  

3.0 INTRODUCTION 

This chapter reviews literature on e-marketing adoption and implementation amongst 

FMCG retailers. The chapter is divided into three sections which examine the nature and 

characteristics of e-marketing adoption and implementation, factors affecting the 

adoption and implementation of e-marketing as well as the customer perspective on the 

adoption and implementation of e-marketing. The next section reflects on the nature and 

characteristics of retail environment that affect the adoption and implementation of e-

marketing strategies. 

3.1 Nature and Characteristics of E-marketing 

This section draws from the five components of Andreki and Yazdanifard’s (2014) 

framework that illustrates the nature and characteristics of e-marketing environment that 

affect the adoption and implementation of e-marketing. These are: 

1. Pillars for successful e-marketing. 

2. Benefits of adopting and implementing e-marketing. 

3. Retailers’ preparedness in adopting and implementing e-marketing. 

4. Impact of globalization to the adoption and implementation of e-marketing.  

3.1.1 Pillars for successful e-marketing 

The first component of the framework stresses that retailers need to adopt and 

implement e-marketing using accurate marketing mix (Andreki & Yazdanifard 2014). The 

digital marketing mix comprises digital advertising website development, design and 

content, electronic customer relationship management (ECRM), online direct marketing, 

social media integration, online pricing, e-mail marketing, and understanding electronic 

marketing strategy development in retailers. Retailers who appreciate this mix are likely 

to succeed in adopting and implementing digital technology faster than their competitors. 
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Understanding the pillars of e-marketing as espoused in this digital framework facilitates 

a quick adoption of e-marketing by retailers. I now turn to illustrate how this mix can 

facilitate the adoption and implementation of e-marketing. 

3.1.1.1 Digital advertising 

Digital advertising encompasses a variety of electronic based contents which are 

designed, targeted and paid by an identified sponsor. The advertisements are delivered 

through the virtual medium such as the promotion of products and services using 

computers, mobile phones, smart phones and other digital devices (Baines & Hair, 2009). 

The rise of digital marketing has come with the fall of print media.  It must be stated, 

however, that, the world media spend in newspapers by retailers has tumbled by 39% 

since its 2004 peak (Kantar Media 2013; Sweney, 2015). Traditional advertising has come 

a long way with retailers spending a lot of budget on the adverting and promoting their 

products. Bauno (2015) indicates that digital advertising is a direct advertising strategy 

which would witness the greatest growth in the 21st century. Digital advertising creates 

the platform for retailers to communicate whilst the digital marketing mix allows 

customers to do comparative website analysis with rich and objective information 

(Truong & Simmons, 2010). The use of digital advertising replacing the print media also 

creates a relatively higher level of customer relationship (Bidgoli, 2010; Richardson, 

2000).  

Crucially, the use of digital advertising brings flexibility and high-quality virtual products 

and services which creates customer attention from different segments. Retailers must 

embark on crafting digital advertisements with better ambiance in-order to have a 

competitive advantage (Pride & Ferrell, 2012:257).  Digital advertising thus enables 

retailers to realize great achievements in digital sales promotion, social media interaction, 

publicity, and personal selling to targeted market segments (Dunne, et al., 2014:438). The 

digital media allows both online and offline price comparison. It also improves interaction 

and awareness with different customers (Pride & Ferrell, 2012:257). Retailers who adopt 

and adapt ICT based marketing systems have their success inclined towards the 
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implementation of e-marketing across the wide range of digital platforms (Bidgoli, 

2010:499; Richardson, 2000:24).  

The key result of the implementation of these digital strategies is based on the harvesting 

and systematic analysis of online consumer behavior. Retailers who are in an opposition 

to fully embrace the use of digital marketing strategies are most likely to survive in the 

turbulent environment. Retailers also need to move from the traditional brick and mortar 

shops and move towards digitalization for their sustainability. However, it is worth noting 

here that in most developing countries, the cost of digital advertising remains high for 

most retailers (Varley, 2014:246). 

3.1.1.2 Website development, design, and content 

Websites act as the gateway in which organisations interact with their existing and 

prospective clients (Andreki & Yazdanifard 2014; Chaffey & Smith 2009:22; Chaffey, et al., 

2009:421; Bickerton, et al., 2001:175). The website should be the priority for retailers who 

decide to adopt e-marketing (Chaffey & Smith, 2009:22; Bickerton, et al., 2001:176). Gay 

et al., (2007:180) indicates that website development, designing, and information 

updating should be consumer-oriented.  Chaffey and Smith (2013:25) further mention 

that websites should be able to sell, serve, speak, save and sizzle its customers. Retail 

websites unveil benefits which include the exchange of information, cost reduction, new 

capabilities, competitive advantage, improved control, and customer service 

improvement (Gay, et al., 2007:180). Fernie et al. (2015:142), observes that once a 

website is established, retailers need to establish online strategies and models which 

build confidence, provide prompt delivery of goods, allowing online discounts on bulk 

purchases and reduction of delivery service costs.  

3.1.1.3 Electronic customer relationship management (ECRM)  

ECRM is the consolidation of traditional customers’ relationship management with e-

business application which aims at maintenance of customer relationships within an 

organisation (Andreki & Yazdanifard, 2014; Bartolacci & Maxel, 2015:3; Chaffey, et al., 
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2009:330). Retailers need to use ECRM to integrate and manage all aspects of online 

customer interactions (Muruko, et al., 2013).  The integration of front office application 

with the target market ensures that customer satisfaction result in customer loyalty 

(Rainarz & Kumar, 2012). ECRM allows the organisation to interact, and complement 

online marketing, selling and service function to retain customers (Baran, et al., 2008:46, 

Rainarz & Kumar, 2012; Buttler & Maklan, 2015). 

 E-CRM enables retailers to establish a flexible support system that communicates directly 

with customers (Baran, et al., 2008:46). This allows corporates to deal directly with issues 

pertaining to product innovation, customer expectation, acquisition, globalization, 

deregulation, and the convergence of traditional markets, the emergence of new 

technology, privacy issues and online contact channels (Rainarz & Kumar, 2012:3). ECRM 

remains an e-business strategy integrated into e-marketing field with the objective of 

optimizing revenue, profits and customer satisfaction by organizing market segments, 

fostering satisfaction behaviors and implementing customer centrist process. ECRM 

assists retailers in serving targeted customers effectively and efficiently through critical 

real-time analysis and management of customer relationships (Bartolacci & Maxel, 

2015:3; Buttler & Maklan, 2015; Baran, et al., 2008:5).  

Muruko et al., (2013) revealed that the management of retail shops should participate in 

the implementation of ECRM through continuous consultations and persuasion with the 

workers. Retailers should train employees to have technical skills. These tactical skills 

enable retailers to efficiently and effectively work with ECRM system. Dolly & Pruthi 

(2014) contends that the proliferation of ICT transformed CRM from a business trend to 

an industry standard. ECRM now focuses on securing and maintaining retailers’ 

competitive advantage.  

ECRM has not changed the marketing concept but, instead, has enhanced the traditional 

CRM into a virtual customer interaction platform which engages customers through 

knowledge exchange and creation of loyalty. Bishnoi (2014) concurred with Dolly and 
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Pruthi (2014) that traditional CRM failed to address customer complaints and delayed 

extending the real-time service support. The introduction of ECRM facilitates the 

provision of high quality, interactive multimedia support and improved customer 

acquisition, retention, and transactions. 

Clearly, ECRM has transformed the marketing mix from the product-based view to the 

customer centrist orientation.  It aims at the creation of product to satisfy customer 

expectations, thus focusing on the creation of the relationship with customers.  

3.1.1.4 Online direct marketing 

Online direct marketing involves direct engagement with customers regarding the 

product and services which the organisation offers. The direct engagement aims at 

enhancing, not replacing the existing businesses and customers relationships (Mainville, 

et al., 2012; Bickerton, et al., 2001:151). Online direct marketing acts as a way of trying to 

occupy and create an online value proposition in the customer’s minds (Mainville, et al., 

2012). The online direct marketing assists organisations in providing additional 

information about the attractiveness of products and services with competing and 

complementary products. This results in the conversion and retention of customers (Li & 

Kannan, 2014). 

Online direct marketing enables retailers to directly engage with specific customers using 

specific sites and different online platforms (Becker 2012; Chaffey, et al., 2009:564). 

Retailers now encourage their customers to use online direct platforms to purchase their 

products as a way of cutting costs and saving time (Rhee, 2010). Although online direct 

marketing has been proven to be cheaper for retailers, Rhee (2010) recommends that 

retailers should maintain call center channels for extended customer problem-solving 

services. Online direct marketing enables more accurate household-level targeting and 

offers improved campaign responses with more accurate online impression calculations 

(Becker 2012). 
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3.1.1.5 Social media integration 

Social media use involves the democratization of information. It transforms people from 

content readers to publishers and enables conversation between authors, people and 

peers (Andreki & Yazdanifard, 2014; Neti, 2011:1; Chaffey, et al., 2009:11; Clow and Baack 

2016:278). Social media integration has become the 20th-century marketing tool in which 

customers are able to express beliefs, ideas and manners using twitter, Facebook, 

LinkedIn and other related social communities (Neti, 2011:1; Saravanakuma & 

Suganthalshmi, 2012). The proliferation of technology enabled retailers to shift from the 

traditional marketing practices such as TV, newspapers, radio and magazines to convey 

their massages using the interactive virtual world (Bickerton, et al., 2001:151). The 

interaction of different online communities has resulted in an increase in viral social 

marketing since customers share similar interests and taste (Saravanakuma & 

Suganthalshmi, 2012). There exists a “new mantra for brands” through the creation of 

social media in the marketing fraternity (Neti, 2011:1). For Evans and Mckee (2010:1) 

“given the visible impact of web 2.0 in market places around the globe or more correctly 

the market place of the globe…...social technology is now considered a given business in 

which the engagement of customers has become a game-changer in the marketing field”. 

3.1.1.6 Online pricing 

Retailers should have an effective online strategy that creates a competitive advantage 

(Andreki & Yazdanifard, 2014; Neti, 2011:1, Chaffey, et al., 2009:11; Clow & Baack, 

2016:278). Online retailers should understand a variety of internal and external 

conditions affecting global pricing strategies. Gay et al. (2007) notes that the application 

of online pricing involves the use of the traditional pricing models applied in new ways 

which include the virtual application of online specials, coupons and mail-order catalogs 

to fight the global competition and online price comparison. Sites such as 

www.kelkoo.com provide customers with a facility to compare online global brands (Lois, 

et al., 2016:647). Retailers engaging in e-marketing should be price - sensitive since 

customers expect online prices to be low due to the removal of intermediaries (Gay, et 
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al., 2007). Customer purchasing their products online enjoy a broader product selection, 

convenience, easier price comparison and better choice of products. However, there is a 

channel conflict and pricing between the click and mortar company. Online pricing models 

should be in line with the physical shop prices to avoid the channel price conflict (Xu, 

2014). 

3.1.1.7 E-mail marketing 

E-mail marketing acts as a medium which allows “one on one” interaction with intended 

customers (Baggot, 2011; Andreki & Yazdanifard 2014; Chaffey, et al., 2009:154). It brings 

customers to websites, enables them to keep in touch, interact and building customer 

loyalty (Baggot, 2011). Chaffey et al. (2009:154) state that e-mail marketing turns 

prospective customers into regular customers with the ability to have regular purchases. 

It also provides a direct line of communication with the audience. Companies do not 

create relationship but brands, hence e-mail marketing acts as the medium to relationship 

building (Baggot 2011; Chaffey, et al., 2009:154). 

When sending an e-mail to customers, there is a need to consider a day to send such an 

e-mail. This is because e-mails sent on Mondays and weekends are less effective since 

most customers will be preoccupied (Chaffey, et al., 2009:154). No marketing medium is 

cheaper than e-mail marketing (Baggot, 2011). Retailers can use e-mail to increase their 

interaction with customers at a low cost. E-mail allows retailers to have own 

communication with customers hence creating the much-needed customer relationships. 

3.1.1.8 E-marketing development in retailers 

Andreki and Yazdanifard 2014 states that e-marketing developmental stages are critical 

in understanding technology adoption in the organisation. Organisational websites go 

through five unique stages namely: basic website, simple static informational site, simple 

interactive site, interactive site and fully interactive. 
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 Basic website 

Retailers engaging and adopting e-marketing start with the establishment of a basic 

website. This allows customers to browse for familiarization with the existence of the 

retailer and his/her products online (Becker, 2012; Andreki & Yazdanifard 2014; Baker, 

2012:646). Here, retailers need to establish keywords/phrases which should be visible 

and in readable text format for the website to be easily recognized online (Chaffey, et al., 

2009:10; Smith & Chaffey, 2012:27). The keywords are indexed by search engines that 

use a robot or search engine spiders to identify the web page for easy searching (Smith & 

Chaffey, 2012:27). The first on-line listing allows search engines to return website results 

that will direct relevant online visitors to the site. Fox (2012:218) illustrates that search 

engines assemble their listing databases of website information using robotic software 

program. The key words direct online visitors to the retailer websites. The keywords used 

in the website should directly relate to the contents of the retail organisation (Ridgway, 

et al., 2005:72). It is important to note that creation of a basic website should have a clear 

understanding of the customers’ interests, needs and expectations to create online value 

proposition (Fox, 2012:218).  

The setting up of a basic website is the starting point of retailers who need to adopt e-

marketing. It is important to note that online presence aims at enhancing customers’ 

experience. Therefore, customers’ perception, attitudes, and needs should be taken into 

consideration to give additional value to them. The keywords and phrases used in the 

wire-frame of the website should be in tandem with what is offered by the retailer for 

easy search of products. 

 Simple static informational site 

The informative site is a dumb website, brochure-ware or the e-catalog which contains 

the rudimentary company information (Smith & Chaffey, 2012:27). The website should 

contain manually maintained pages and should be simply made without dynamic media 
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incorporated which is rarely or never updated. The website creates the retailer’s product 

awareness since it is text-based with a few graphic elements which allow it to reach the 

targeted audiences (Smith & Chaffey, 2012:27). 

A simple static informational site is composed of rich informative content but is not 

entertaining because of the static graphics (Crowder & Crowder, 2008:16; Hart & Geller, 

2012:53). The simple static informational website creates firm online visibility, promote 

product offering and builds relationships with the intended customers (Kurz 2009:241). 

This type of website should also aim at reaching different customers from different online 

markets (Miletsky, 2010:54).  

 Simple interactive site 

Here, the home page allows inserting interaction that performs several tasks (Fuller & 

ULrich, 2004:238; Brown & Brown, 2010). Simple interactive websites are also referred to 

as dynamic websites that allow visitors to search and make inquiries about retailers’ 

products and information using online communication tools such as e-mails (Smith & 

Chaffey, 2012:27). Harris and Dennis emphasized that simple interactive is dynamic in the 

sense that it can interact and update its contents instantly and in real-time. West (2014:2) 

illustrates that these are powerful eye-catching, flash and exciting websites which can 

assist customers to navigate and make purchases soon after viewing the product.  Simple 

interactive websites facilitate customers to conduct online searches and place simple 

inquiries. Customer interaction allows the collection of visitors’ information to carry out 

regular online promotions. For Smith and Chaffey (2012:27) simple interactive websites 

are aimed at converting new users to regular and loyal customers through the continued 

use of illuminated advertisements and promotions. Brown and Brown (2010:129) affirm 

that simple interactive websites permit users to submit and contribute on contents of the 

websites hence facilitating the creation of rich media which can be used in increasing 

online customer satisfaction. Fryer (2011) argue that the interactive site allows the 

website administrator to review content sent by customers and approve or reject 

publication of such. 
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The main reason for adopting the Internet in the marketing process is to bring customers 

closer to retailers and establish a better understanding of customers’ needs with the 

objective of building a competitive advantage. It is therefore important to note that 

interactive websites permit communication between retailers and customers. 

 Interactive- transactional website 

 Transactional websites are automated online sites that allow online payments through 

the integration of online front-end store and the back end (computerized systems) (Smith 

& Chaffey, 2012:27; Baker 2012:646). It goes beyond interaction and includes complex 

behaviors such as shopping carts, checks out features and data mining capabilities 

(Cooper, et al., 2007:177). For Baker (2012:646), transactional websites allow browsing 

customers and retailers to exchange information which will be used in managing 

relationships. It provides a full end to end transactions where customers search, order, 

pay for products online and delivery done as per order specifications (Webb, 2009:254). 

 Fully interactive site 

The Internet becomes central in the marketing of products and services through 

relationship marketing with individual customers. It facilitates the application of a full 

range of marketing activities through personalization and customization (Harris & Davis, 

2007:86; Smith & Chaffey, 2012:27; Baker, 2012:646). While developing countries still rely 

on tradition marketing store with basic websites (Becker, 2012; Baker, 2012:646), 

retailers in the developed countries have adopted the use of fully interactive websites like 

Amazon.com, eBay and www.buypower.vauxhall.co.uk (Baker (2012:646). Drummond 

and Ensor (2006:208) illustrate that fully interactive websites provide online value 

proposition which provides product offering with enhanced value. It is pertinent to note 

that fully interactive websites offer a variety of benefits. These include mainly 

differentiation from other competitors, enhancing existing products offering, engaging 

the potential user and to generate brand and website loyalty.  
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Fully Interactive websites allow retailers and customers to interact in real-time using 

Internet-based tools such as chat rooms, live news, games and virtual tour (Nayyeri & 

White 2014; Becker, 2012; Baker, 2012:646). They use sophisticated marketing tools such 

as interactive advertising- banners and rich media which allows online transactions, shape 

customer attitudes, solicit for responses and encourage acquisition and retention of 

customers. 

Together, the e-marketing tools reviewed above offer numerous benefits to the retailers, 

which I turn to describe below. 

3.1.2 Benefits of adopting and implementing e-marketing  

The diffusion of technology allows retailers to use both the traditional store format and 

e-marketing (Ofek, et al., 2011; Andreki & Yazdanifard 2014). Critically, it has changed the 

way retailers do business and how customers buy goods and services. Ofek et al. (2011) 

and Andreki and Yazdanifard (2014) posit that retail online users continue to grow due to 

the benefits associated with technology adoption. As Ferrell and Pride (2015:215) put it, 

retailers benefit through the adoption of e-marketing and these benefits include the 

ability to reach fragmented markets, share information, target marketing-through social 

media and websites as well as co-creation of content. Ferrell & Pride (2015:216) maintain 

that e-marketing involves getting customers to participate in the brand reviews and to 

directly interact through mobile-optimized websites. 

Straus and Frost (2016:35) recommend that when adopting e-marketing, retailers should 

send customized e-mails to customer segments. E-marketing is solely driven by 

convenience and improved security for payments through credit cards (Kurtz & Boone, 

2014:144). Molenaar (2016:36) mentions that the diffusion of e-marketing has increased 

the competitiveness of retailers since they can respond to individual customer needs. E-

marketing adoption and implementation make competitive advantage a crucial element 

since it helps retails attain sustain, retain and enhance the market share (Shams, 2013). 
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E-marketing allows multi-channel retailing which enables the use of both the traditional 

and online retailers.  

Small retailers employ e-marketing as an extension of their customer fulfillment (Kurtz & 

Boone, 2014:144). Some retailers such as Mark and Spencer (in Cheshire Oaks in the USA) 

brought in the multichannel directly into their shops through the creation of Internet-

based kiosks (Kurtz & Boone, 2014:144). The above scholars agree on the notion that the 

nature of e-marketing has created convenience to most retailers while most of these 

retailers are using e-marketing as an extension of their traditional shopping mode to 

entice their customers. This implies that online experience will fill some of the gaps in 

customers’ needs. 

Although retailers in Africa are embracing e-marketing, “trading for survival is a norm and 

few retailers are not reaping the benefits of e-marketing adoption due to limited access 

to the Internet [and] lack of high broadband” (United Nations Development Programme, 

2010:1). However, in the developed countries like USA, Europe and China, pure online 

retail shops such Alibaba, Amazon and E-Bay are challenging the traditional shops through 

the utilization of e-marketing and creating trusts with target markets (Ferrell & Pride, 

2015:144). Ghana has grown a reputation as an ICT leader in Africa by developing the 

shopafrica53 (an e-marketing platform like Amazon and E-Bay). However, its use is limited 

to urban areas due to limited Internet access in rural areas (United Nations Development 

Programme, 2010:1). 

3.1.3 Retailers’ preparedness for e-marketing adoption and implementation 

In Africa, 90% of retailers’ transactions are dominated by traditional channels while the 

USA and Europe contributed a 1/3 online purchase by 2011 (Straus & Frost, 2016:78). To 

have a high diffusion of technology, the retailer should create an atmosphere that is good 

for technological change (Andreki & Yazdanifard, 2014. Retailers who are high in 

technology e-readiness have an optimistic marketing vision and they possess high levels 

of innovation and feel comfortable with technology (Straus & Frost, 2016:78). The 
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adoption and implementation of e-marketing across firms is directly influenced by the 

country’s e-readiness profile. The readiness of retailers to adopt technology is greatly 

influenced by the affordability of Internet access, options of online payment, effective 

after-sales service, legal regulatory framework, and electronic or virtual currency (The 

United Nations Conference of Trade and Development [UNCTAD] (2015:34). For Atkeaney 

(2015:2), the diffusion of technology in the retail sector is greatly contributing towards 

the economic growth and gross domestic product (GDP) in Africa. However, the increase 

in technology in Africa requires thoughtful process and the right approach, determination, 

commitment and time within the retail sector and other supporting stakeholders 

(Atkeaney, 2015:2) 

 Ekwekwe (2015) stresses that the diffusion of e-marketing in Africa faces different 

impediments such as online distrust, high cost of Internet, poor logistics - nonfunctional 

postal delivery systems, Africa’s open market - informal trader competing with 

established retailers, fragmented markets and low literacy rate. In that regard, in Africa 

traditional retailers remain dominant although some prefer to embrace both the physical 

and online presence (Ekwekwe, 2015). Africa’s middle class is rising with a potential for 

spending between $4 and $20 per day and the group is expected to grow by 42% by 2060 

(Africa Development Bank, 2011). This presents the biggest opportunity of African 

retailers to explore opportunities to persuade customers toward online retailing. If 50% 

of the African population will have access to the Internet by 2025, online shopping could 

account for 10% of the retail sales in Africa (Mahammed, 2015). 

The growth of technology diffusion and the increase in customers’ purchasing power will 

act as a major driver in the adoption and implementation of e-marketing in the African 

retail market. Its potential growth and the establishment of critical ICT infrastructure has 

the potential to increase customer participation in e-marketing. 
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3.1.4 Impact of globilisation on the adoption of e-marketing 

Globalization has increased the rate at which retailers adopt and implement the use of e- 

marketing. Aydin and Savrul (2014) reveal that regardless of globilisation, the use of e-

marketing still varies between developed and developing countries. Dann and Dann 

(2011:156) argue that the low diffusion of e-marketing owes to different factors which 

among them include the culture, associated risks and losses, and low literacy rate. 

Regardless of the technology diffusion lapse, retailers have taken initiatives to develop 

websites (sometimes in different languages) to harness the ever-increasing globilisation 

(Chaffey, 2013:86). Totochi and Kakamashandi (2011) aver that globalization and ICT 

adoption has brought in several benefits which include coordination of cost, competitive 

advantage and increased market base. 

 However, in other markets such as India, the use of electronic marketing has drastically 

increased due to globalization (Datt & Mandeep, 2010). For Wiggs (2010:1), diffusion of 

technology has facilitated the development of Static Informational Websites to Fully 

Interactive Websites. However, Datt and Mandeep (2010) argue that the simultaneous 

growth of electronic and convectional channels within e-retailers has emerged as an 

innovative strategy of development in the emerging markets by retailers. Globilisation 

has created challenges in the e-market that include threats of new entrants, need for 

online differentiation and security concerns (Datt & Mandeep (2010). However, 

globalisation has allowed e-retailers to explore and expand their markets potential 

beyond the traditional national borders through the creation of joint ventures and 

mergers with internationally established brands (Datt & Mandeep 2010).  

Deloltte (2014) reveals that globalisation and Internet have caused local retailers not to 

over-rely on domestic/local markets but to adopt different marketing tools from 

international e-marketing arena. Deloltte’s (2014) report adds that, given the 

unprecedented influence of globalization, retailers adopting e-marketing have a positive 

market performance than those relying on traditional shops. The adoption of e-marketing 

by retailers such as Amazon.com has revolutionized the way in which global retailers 
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conduct their business in the global village. This has been due to increased logistics 

efficiency, facilitation of procurement, the sale, and promotion of goods (Datt & 

Mandeep, 2010). 

3.2 Factors Affecting E-marketing Adoption and Implementation 

There are several factors that affect the adoption and implementation of e-marketing. 

According to Michael et al. (2011:96), “the retail sector has a long history of adopting and 

implementing technology-based application and innovative managerial practices”.  It 

commenced with the bar-code technology in the early 1980s moving to cross-docking, 

vendor management inventory practices in 1990s and radio frequency identification in 

2005 (Michael, et al., 2011:96). The retail sector has demonstrated its ability to adapt and 

adopt ICT as a way of building core competencies (Michael, et al., 2011:96). Retailers’ 

adoption and implementation of electronic-based facilities starts with initial awareness 

and evaluation, implementation and finally its acceptance or assimilation with the 

organisation (Michael, et al., 2011:96). In that regard, e-marketing use has grown globally 

but the perception of which it takes to attract, retain and satisfy the customers online 

remains limited (Sahney, 2008). As El-Gohary (2012) suggests, marketing trends have 

shifted from the traditional store to a mix of physical and virtual formats. Evidence from 

empirical studies point to the fact that the “Technology, Environmental and  

Organisation” contexts (TEO) model by (De Pietro, et al., 1990:154) can be used to 

understand the factors that affect the adoption of e-marketing (Gray & Zappalla, 

2015:143; Pablos, et al., 2010; Dlodlo & Dhurup, 2013; El-Gohary, 2012; Sahney, 2008); 

Yoag & Signaul, 2015). The TEO model is described below to establish different factors 

affecting the adoption of e-marketing in the retail sector. 

3.2.1 Technological Context 

The technological factors relate to those innovations that retailers intend to use to adopt 

and implement e-marketing. Three of these namely: relative advantage, the complexity 

of technology and compatibility of technology are described below.  
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3.1.1.1 Relative advantage (RA) 

According to Rogers, cited by Mndzebele (2013), Relative Advantage (RA) is the degree to 

which an innovation is perceived as better than the idea it supersedes. In that regard, Ravi 

(2010:84), proposes that customers compare innovations and the extent through which 

an innovation becomes more advantageous over the previous innovation before its 

adoption. Relative Advantage provides benefits which customers appreciate from other 

retailers. These benefits motivate customers to choose products basing on Relative 

Advantage (Ravi, 2010:232.) Retailers need to integrate social media such as Facebook, 

Twitter, LinkedIn, and YouTube as strategic tools of ICT adoption in-order to improve 

Relative Advantage over other competitors.  

El-Gohary (2012) and Mndzebele (2013:243) observed that the adoption of e-marketing 

should offer solutions to existing customers’ problems or present new products or service 

opportunities such as increased accessibility, improved customers’ reach and closing the 

customers’ gap. In this regard, RA remains one of the most important aspects in the 

adoption of retail ICT sector because new innovations must be better than current options 

to be validated (Dann & Dann, 2011). Michan and Mazze (2010:167) argue that 

understanding customer adoption and diffusion processes enable retailers to develop 

applicable strategies to facilitate the online value proposition.  

3.1.1.2 Complexity of technology 

The Complexity of Technology (CT) is a key factor in understanding the adoption and 

implementation of e-marketing. Mndzebele (2013:167) stresses that CT refers to the 

degree to which an innovation is perceived to be relatively difficult to comprehend and 

use. The degree of complexity of technology has a negative impact on the adoption of 

technology hence customers easily adapt to technology which is perceived to be effort-

free (Mndzebele, 2013:167.) Complex technology is considered as difficult to adopt, and 

the more it is considered difficult to implement the more customers abstain from 

adopting and implementing it (Pontono, 2015:67). This view is supported by empirical 

studies carried by Delafrooz et al. (2009) and Rahman et al. (2013) which concluded that 
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consumers usually prefer e-shopping than traditional stores due to a variety of online 

benefits such as free access of information, reasonable price quotations, convenience and 

limited time constrains. Su and Fu (2015) indicate that the adoption and implementation 

of e-marketing by retailers yield better cash flow, resources, planning, and increased 

value. In addition to that, Katawetawaraks and Wang (2013) state that e- retailers need 

to create websites which are secure and interactive with customers to convert website 

visitors into customers.  

3.1.1.3 Compatibility of technology 

Compatibility of Technology is also important in the adoption and implementation of e-

marketing in the retail sector. According to Mndzebele (2013:473), compatibility of 

technology refers to the degree to which technological innovation is perceived as being 

consistent with the existing operating practices, beliefs, values, experience and needs. 

Ravi (2010) adds that compatibility of technology represents the extent to which e-

marketing is understood as compatible with existing products and the consumption 

patterns, the recent experience and the needs of the potential adopter. Roger (1995:24) 

gives another perspective that if adoption and implementation of ICT are consistent with 

values, beliefs and cultural variations there will be less resistance to adoption and 

implementation of it.   

Pantano (2015) also stated that the adoption of e-marketing should capture customers’ 

memories with the previous shopping experience to increase diffusion levels. In addition, 

Mairura et al. (2016) conclude that adoption of e-marketing requires customers and 

retailers to adjust their existing behavior since the new technology is paralleled and more 

unlikely for the customers and retailers to adopt.  

3.2.1 Environmental Context 

The environmental context is crucial in the way organisations adopt and implement e-

marketing. The external task environment mainly focuses on variables within the industry 

parameters (Kew & Stredwick, 2009:1). According to Smit et al. (2007:61), the 
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environmental context includes the market or the task environments which surround the 

organisation. The task or market environment possesses opportunities and threats which 

can facilitate or impede retailers to adopt ICT (Smit, et al., 2007:61; Kew & Stredwick, 

2009:1). However, management decisions influence the market environment through 

crafting strategies to protect and maintain its market share (Smit, et al., 2007:61). In such 

circumstances, it is pertinent to note that the environmental context encompasses factors 

which affect e-marketing such as competitive pressure, government support and 

regulatory pressure (Makherjee & Basu, 2015:25; Pablos, et al., 2010; Dlodlo & Dhurup 

2013). These factors affect technology diffusion among retailers (El-Gohary, 2012; 

Sahney, 2008.)   

3.2.1.1 Competitive pressure 

Sadhpuria (2009:147) upholds that competitive pressure comes from rivalry within the 

industry. Competitive pressure influences retailers to adopt multiple online formats to 

attract customers (El-Gohary, 2012). The implementation of the e-marketing requires 

resource competency to reduce risks caused by moving from the traditional store format 

to virtual formats (Sadhpuria, 2009:147). The consequences of first-mover advantage in 

the adoption and implementation of ICT make retailers reluctant to quickly engage in e-

marketing (Commo & Maneti, 2014). For Commo and Manenti (2014:200), retailers 

engaging in e-marketing can strategically monitor competitors’ pricing models and adopt 

commercial strategies that would weaken the competitive pressure. Lee (2016:24) 

stresses that the adoption of electronic marketing by retailers removes barriers to new 

entry and increases its competitiveness.  

3.2.1.2 Government support 

Another environmental context factor is government support. Yigitcanlar et al. (2010:101) 

mention that the major factor affecting the adoption and implementation of e-marketing 

is the failure by the government to participate in the provision of ICT services. Sharma 

(2012:156) notes that inconsistency in the government legislation contributes to 

insufficient implementation of e-marketing in developing countries. It is important that 
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governments play a clear role in creating a conducive environment for both private and 

public sectors (Yigitcanlar, et al., 2010:101). Remarkably, it is the primary role of 

governments to thwart barriers to e-marketing adoption for both individuals and 

corporates to lessen the financial commitments and establishing an atmosphere of ICT 

usages (Kamel, 2010:45). In view of the foregoing, retailers in developing countries face 

challenges in implementing broadband networks due to lack of proper research and 

development capabilities (Zulu & Bwalya, 2012). In Saudi Arabia, retailers and customers 

lacked clear regulations and government’s supervision in support of the diffusion of e-

marketing (Kim, et al., 2012).  

Governments in developing countries should actively participate in facilitating the 

adoption and implementation of e-marketing. Its active role should be seen in removing 

barriers that hinder the effective use of e-marketing by retailers. Proper infrastructure 

and other ICT based infrastructures should be put in place to increase the use of e-

marketing in the retail sector.  

3.2.1.4 Regulatory pressure 

The government should create regulations that help in the shaping of the ICT environment 

and create opportunities for e-marketing. In that regard, Brezmtz and Zysman (2013:10) 

stress that government policies on ICT play a crucial role in adopting and implementing e-

marketing by retailers. Government policy, capabilities, stability, infrastructure, and 

market mechanisms are strong drivers for the diffusion of technology among retailers. It 

must be stated, however, that, governments in the developing countries need to establish 

synergies with large ICT companies like Apple, Microsoft, IBM, Cisco and Evolution to 

increase the diffusion of electronic marketing among retailers (World Bank, 2016:251).  

According to Cooke et al. (2013), the retail sector’s e-marketing adoption and 

implementation are stimulated by effective government policy. Maynard (2010:108) 

emphasizes that e-marketing adoption by retailers can be achieved if the governments, 

industries and academic institutions focus ICT diffusion. Akhgar and Arabnia (2014) and 
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Organisation for Economic Cooperation and Development {OECD} (2013) found that there 

is increased adoption and implementation of e-marketing where it’s supported by the 

government’s commitment to monitoring online security issues. The lack of government 

security monitoring systems increases the rate at which customers lose confidence in e-

marketing, especially where there are no legal provisions to protect online purchases. 

Akhgar and Arabnia (2014) recommended that governments should impose multilateral 

legislation, increase awareness, monitoring and ensuring compliance to security 

standards to increase the adoption and use of ICT. 

The necessary regulatory framework for retailers involved in e-marketing remains 

important for customers. Customers who purchase products on-line need to have 

protection from all forms of cybercrimes. Governments play a pivotal role in safeguarding 

the interests of customers through the establishment of laws and regulations that ensure 

security internationally. Criminals may commit cybercrimes, not within the same 

geographical location and a certain country’s jurisdiction. Therefore, there is a need for 

combined efforts by all governments to come up with international law on cyber-crimes.  

Theft of confidential information, cyber bullying and the presence of traditional stores by 

some retailers as a primary alternative pose a major threat to the adoption of e-marketing 

among retailers. The government should boost the retailers’ and customers’ confidence 

through the provision of necessary regulations which guarantees the authenticity of 

different players involved in e-marketing. 

The next section presents to the organisational context factors that are important in the 

adoption and implementation of e-marketing. 

 3.2.3 Organisational Context 

According to Hofstede, cited by Sogra (2014:69), the organisational task environment 

encompasses national culture, social values, and practices of corporates or individuals. It 

includes the socio-cultural norms, ideas, and organisational culture at large. Dill and 

Teixeira (2011:142) point to the fact that the organisational environment constitutes the 
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appropriate and acceptable organisational forms and norms. Hander (2014:28) and Sogra 

(2014:69) observed that the organisational environment has characteristics of retailers 

which include its human resources and patterns of communication which determine the 

suitability to adopt a given innovation. These organisational context factors which include 

organisational culture, quality of workers, company size and owner characteristics are 

discussed below. 

3.2.3.1 Organisational culture 

 Organisational Culture is important in determining the adoption and implementation of 

e-marketing among retailers. According to Black and Mouton, cited in Li (2012:14), 

“Organisational culture is a pattern of the shared basic assumption that a group learned 

as it solved its problems of external adaptation and internal integration”. Mulaomerovic 

and Trappey (2013) define culture as encompassing the planned way of doing things. The 

adoption and implementation of technology within the retail sector can be explored using 

the Hofstede (1980) dimension of culture which embraces individualism, collectivism, 

masculinity, femininity, power distance and uncertainty avoidance (Mulaomerovic & 

Trappey, 2013; Li, 2012:14; Slyke, et al., 2010). This dimension influences how different 

companies and individuals accept or deny the application of ICT based technology at 

different levels (Mulaomerovic & Trappey, 2013).     

 The following dimensions of culture by Hofstede (1993) are essential in understanding 

ICT adoption within organisational context; 

 Power distance: The extent to which the members of a society accept that the power 

in  organisations is distributed unequally; 

 Uncertainty avoidance: The degree to which members of a society feel uncomfortable 

with uncertainty and ambiguity;  

 Individualism versus collectivism: The extent to which a person sees herself as an 

individual rather than part of a group; 
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 Masculinity versus femininity: Preference for achievement, heroism, assertiveness 

and material success as opposed to feminism which refers to a preference for 

relationships, caring and quality of life; 

High context versus low context: The amount of information that surrounds an event is 

inextricably bound up with the meaning of that event.  In high context culture, the 

information surrounding an event is already in the person, and very little in the coded, 

explicit, transmitted part of any communication between participants. In low context 

cultures, the mass of information is vested in the explicit code”. 

Using the technology adoption life cycle, Fang et al. (2013) concluded that retailers in 

different countries adopt new ICT at varying rates. The research concluded that retailers 

in China have high collectivism-feel strong associating to a group and they maintain 

homogeneous and long-term relationships with customers. Thatcher et al. (2006) states 

that culture of rural populace in Southern Africa affect the adoption and diffusion of 

technology hence it is important to understand the dimensions of culture in order to 

improve the diffusion of ICT in different organisations. 

Thatcher et al. further states that there is a perception that culture does have a direct 

influence on the diffusion of ICT at retail and individual levels. The study concluded that 

the diffusion of ICT also varies from one country to the other. This view is supported by 

Tan et al. (2007) who stresses that the diffusion of ICT within retailers and individuals is 

greatly impacted by the degree of trust and the need to create relationships. 

The above literature implies that culture plays a very important role in the adoption of e-

marketing. Understanding the different cultures as proposed by Hofstede’s model is 

critical in increasing the diffusion of e-marketing by retailers. 

3.2.3.2 Quality of workers 

OECD (2014) states that the training and development of the retailers’ workforce improve 

quality of workforce and facilitate diffusion of ICT in retailers. In addition to this, retailers 
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need to engage in both “on the job” and “off job” training to have positive e-marketing 

diffusion. This is because on-job training improves employees’ confidence and increases 

the employee-customer online relationship (Vaissone, 2012; Pantano, 2016). However, 

poor quality of the workers (lack of qualified personnel and management) significantly 

impedes the adoption of ICT in retailers because highly skilled employees are accustomed 

to technology than unskilled employees (Pontono, 2015; OECD, 2014). 

Grewal et al. (2017), stress that retailing should improve the quality of workers in order 

to adapt to the evolving retail landscape. The evolving retail landscape calls for the 

retailers to continuously train its employees to stay in line with the evolving customer 

needs (Grewal, et al., (2017). In addition to this, Vaissone (2012) stresses that the use of 

ICT by employees while interacting with customers improves the online shopping 

experience and regular purchases. Berry et al. (2010) points out that retailers should train 

their employees and shift their attention from transacting role to the creation of 

relationships. 

The employees play a crucial role in the adoption of e-marketing. Retailers need to put 

more resource in training its employees since the employees act as the interaction point 

between the retailer and customers. Trained employees have the potential of assisting 

customers in real-time as well as capturing employee online behaviour. 

3.2.3.3 Company size 

Retailers’ size influences its ability to adopt e-marketing (Awa, et al., 2011). Big retailers 

possess human, technical and financial resources that can be used in the adoption process 

while a small retailer has limited resources (Awa, et al., 2011). An empirical study by 

Chuang et al. (2009) revealed that the small retailers are also able to exploit opportunities 

and adopt more easily due to their flexibility and quick decision-making process. Chuang 

et al. (2009) and Awa et al. (2011), concur that the adoption of e-marketing by small and 

large retailers can be broadly internal or external to the organization’s environment.  
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For Al -Somali et al. (2011), restaurants and foodservice retailers, although they are small, 

they can adopt ICT technology faster due to the nature of their products, not their 

company sizes. The limitation of e-marketing adoption and implementation by most small 

retailers has proven that small retailers adopt innovations that were proved and tested in 

different countries and sectors (Pantano, 2016). The adoption of e-marketing is not 

entirely limited to big retailers with sufficient financial resources and capacity. Small 

retailers can exploit their flexibility and lack of bureaucracy to adopt e-marketing faster 

than big retailers (Al –Somali, et al., 2011; Chuang et al., 2009; Awa, et al., 2011). 

This suggests that e-marketing adoption needs to be supported by sufficient financial 

resources. The hardware and software that is needed in adopting and implementing e-

marketing need retailers who have financial capabilities.  

3.2.3.4 Owner characteristics 

Adopting and participation commence using e-mail, developing the website and moving 

to higher e-commerce adoption. Isdoro and Juan (2015) reveal that strong support from 

top retail management is a key driver towards e-marketing adoption. The study also 

recommends that personal characteristics of retail managers and owners affect the 

willingness and capability of technology adoption. The laxity by retail organisations in the 

adoption and implementation of e-marketing has the potential to frustrate expectations 

of consumers and employees (Pantano, 2015). The willingness of management and 

owners to adopt ICT assists the organisation in predicting market trends and anticipation 

of key success within the retail sector (Isdoro & Juan, 2015). Owners’ level of education 

greatly influences the diffusion e-marketing. Retail owners are usually innovation 

pioneers (Pantano, 2016). Retailers in both developing and developed countries have 

been pioneers in adopting new ICT products in line with the evolving technological 

landscape. 

The above literature discussion indicates that the adoption of e-marketing is greatly 

influenced by the TEO model. It is therefore imperative for retailers to understand the 
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three operating environments and improve the adoption of e-marketing. The employee 

skills, management perceptive, complexity, and compatibility of technology have a 

significant influence on the use of e-marketing. 

3.3 Customers Perception on the Adoption and Implementation of E-marketing 

Customers’ perception refers to the cognitive feeling, expectation or thoughts of 

customers (Venkatesh, et al., 2013). For Davis (1986), customers’ perceptions play a very 

crucial role in the adoption of technology. Retailers adopt e-marketing with great 

consideration of their customers’ feeling to increase the speed of technology diffusion 

(Venkatesh, et al., 2013). The adoption of e-marketing by retailers enhances customers’ 

online experience (Simmons & Veira, 2010). Empirical researches done to understand the 

customer perception on the adoption of e-marketing have favored Technology 

Acceptance Model (TAM) proposed by Fred Davis in 1986 as the best theory to interpret 

the perception of customers towards the adoption of ICT based systems in the retail 

sector (Venkatesh, et al., 2013; Simmons & Istook, 2003; Veira, 2010; Davis, 1989). The 

theory is based on two specific beliefs namely; perceived usefulness and perceived ease 

of use (Venkatesh, et al., 2013; Davis, 1989; Vankatesh, 2000; Yang, 2005). 

(Venkatesh, et al., 2013) states that perceived usefulness is the degree to which a person 

believes that using a particular innovation would enhance his /her performance. Chuttur 

(2009) illustrates that perceived usefulness by customers helps marketer in predicting 

system use. Vankatesh, et al., 2013 adds that perceived usefulness component helps 

retailers and customers in assessing the likelihood that new technology will be accepted 

by customers. It can also be applied in the assessment of technologies which are already 

being used by customers (Vankatesh, et al., 2013). Davis (1986:2) stresses that the 

attitude of a customer towards a system is the major determinant of whether the user 

will use or reject innovation.  

Koch et al. (2011) argues that the perceived use of e-marketing can be increased through 

the development of websites, blogs and or social media platforms with rich contents, 
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context, and appropriate infrastructures. Retailers face the main limitation in the 

perceived usefulness and perceived ease of use of innovations/system due to online fears 

and phobias which causes lack of security and trust issues by customers (Koch, et al., 

2011; Kim & Lim, 2001). Fayada and Paper (2015) argue that although TAM has been 

popular with different research models failing to take into consideration certain 

consumer behavioral factors such as culture and social influences. 

Koch et al. (2011) stress that retailers which fail to understand the application of the TAM 

can lose market share and competitive advantage due to inappropriate decision making. 

The application of TAM should not be done as an on-time decision because it 

encompasses variables which can have an impact to the attitudes and perceptions of 

customers intending to adopt a new system (Fayada & Paper, 2015). However, Chuttur 

(2009) also reveals that several researchers have been done regarding the TAM to such 

an extent that it reached the saturation level. Further researchers to the acceptance of 

technology need to have a critical analysis and exploitation of strengths of TAM while 

discarding its weaknesses to assist retailers. Numerous empirical studies have been done 

to explore the TAM and determine aspects affecting technology adoption in retailers. 

Chuttur (2009) indicates that factors that lead to the use and acceptance of technology 

evolve around perceived risk and perceived usefulness.  

According to Davis (1986), perceived ease of use component refers to the degree to which 

a person believes that using an innovation/system would be free of effort. Simmons and 

Istook (2003) assert that the adoption of e-marketing by retailers provides improvement 

in delivery. (Vankatesh, et al., (2013) upholds that the understanding of perceived ease of 

use has enabled traditional retailers to consistently interact with customers. To improve 

the customers’ perceived ease of use, retailers introduce interactive websites and blogs, 

in-store digital displays, smart mirrors, RFID system, and virtual salespersons.  

Aharony (2013) argues that retailers should provide their customers with effortless and 

useful web interfaces that create online shopping experience in order to mold online 
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relationships and regular purchases. Critics of the TAM have noted that the model’s 

application at organisational level is limited due to different technical aspects and the 

model is an idea to be applied at customer level (Lawrence, 2010). In view of the above, 

Aharony (2013) also argues that technology is dynamic and evolving hence the application 

of the TAM model should focus on customers’ side since it focuses on cognitive aspects 

of consumers’ behaviour.  

Various empirical studies have been done to understand customer perspective in the 

adoption of e-marketing. Such studies by McHugh (2014) and Xu and Paulin (2005) to 

understand customers’ perspective between urban and rural areas show that customer 

perception regarding e-marketing does not vary between areas of residence (urban and 

rural).  The customer perception to purchase products online is not linked to customers’ 

area of residence but rather to customer online review experience (Zhang, et al., 2012). 

However, Hsieh et al. (2013) and Darda and Saxena (2015) believe that there is a 

significant difference between rural and urban customers regarding e-marketing due to 

Internet connectivity and customers’ background information.  

Demographic variables of customers also play a very crucial role in customers’ perception 

regarding the adoption of e-marketing (Kim, et al., 2013; Laforet & Li, 2005). Chinese 

customers’ perception is greatly influenced by demographic variables such as level of 

education, computer literacy, income, and age (Gong, et al., 2013). Customers with a high 

level of education and computer literacy perceive that the use of e-marketing exposes 

them to the global market with the opportunity to compare prices and products 

(Jagonews24.com, 2015). 

Customer perceptions regarding the adoption of e-marketing is affected by lack of skilled 

personnel, low experience level in the use of Internet and shopping websites, lack of ICT 

infrastructure, trust in e-retailers and online system and delivery concerns (Nabat, et al., 

2014). Nabat et al. (2014) concluded that customers in the rural area have a positive 

perception about the adoption of e-marketing and they consider it as an alternative way 
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of shopping. Although customers appreciate the use of e-marketing, they still believe that 

the use of online shopping adds some costs to the initial cost of products (Vaghla, 2014). 

In addition to that, customers perceive that they face challenges when returning 

bad/wrong products, confusing sites and ineffective online customer care (Vaghla, 2014; 

Nabat et al., 2014). 

Customer online exploitation has increased since the growth of e-commerce (Rahman, et 

al., 2018). Third-party verification is important to reduce online exploitation and 

perception (Dayal, et al., 1999; Rahman, et al., 2018). The more the customer fears 

exploitation of private information, the less is the intention to use e-marketing for online 

shopping. 

The diffusion of the Internet has changed customers’ perceptions around the world 

(Rahman, et al., 2018). Both female and male online customers do have similar perceived 

and behavioral traits towards liking and disliking factors; the like of home delivery and 

dislike of the lack of product physical contact (Rahman, et al., 2018).  Both female and 

male customers are concerned with security issues pertaining to online payment systems 

and their overall diverse fulfillment (Rahman, et al., 2018).  

The customer perspectives towards the use of e-marketing for online purchasing are 

determined by online trust and perceived benefits (Debei, et al., 2015). Online trust is a 

product of perceived web quality (Debei, et al., 2015). The higher the levels of perceived 

web quality the higher are the levels of online trust. Website architectural design is thus 

key in changing customer online perceptions (Nabat, et al., 2014).  

Gender profiling plays an important role in understanding customers’ perception 

regarding the use of e-marketing (Yu Lie, et al., 2013). Female customers attach a higher 

level of importance to their security than their male counterparts when they use e-

marketing. Yu Lie et al. (2013) suggest that retailers’ use of e-marketing should be 

supported by secure payment methods in order to create a positive perception. 
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3.4 Conclusion 

The above literature review provides insight into empirical studies and models which 

address the diffusion of e-marketing among retailers. To address the knowledge gap that 

exists in the diffusion of e-marketing, the chapter addressed relative literature in 

connection with nature and characteristics framework, TAM, the TEO model. The 

literature review exposes the knowledge gaps which constitute causes of low adoption 

and implementation of e-marketing, which is the subject of this study. The next chapter 

describes the research methodology employed for the study 
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CHAPTER FOUR 

RESEARCH PARADIGMS AND METHODOLOGY 

 

4.0 INTRODUCTION 

The previous chapter looked into proposed frameworks and literature related to factors 

affecting the adoption and implementation of e-marketing strategy among retailers. The 

chapter also addressed the foundation of e-marketing research taking an insight into how 

marketing evolved through different marketing philosophies. The purpose of this study 

was to find ways through which the Zimbabwean retail sector can take advantage of the 

benefits provided by e-commerce by adopting e-marketing. The previous chapter has 

established that e-marketing adoption remains low although there is 99% mobile 

subscription and 6 900km of Internet cable, linking Zimbabwean towns and cities 

(POTRAZ, 2015:43). Based on a pragmatic the interpretation of participants’ accounts, the 

study is intent on developing an e-marketing strategy framework that can be used to 

assist FMCG retailers in Zimbabwe to adopt and implement e-marketing. Specifically, the 

study was guided by the following objectives: 

1. To establish the nature and characteristics of e-marketing adoption and 

implementation amongst FMCG retailers in Zimbabwe. 

2. To ascertain the factors affecting the adoption and implementation of e-marketing 

amongst the FMCG retailers in Zimbabwe. 

3. To ascertain customer perceptions on the adoption and implementation of e-

marketing amongst the FMCG retailers in Zimbabwe. 

This chapter outlines the methodological framework employed to accomplish the above 

objectives. The chapter begins by explaining the research philosophy underpinning the 

study. It proceeds to describe the concomitant research design and strategy employed 

for data collection and analysis, providing insight into the study population and the 
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selection methods. This discussion highlights why it was ontologically and 

epistemologically untenable to employ a mono method for the study.  

4.1 E-marketing Strategy Adoption Pragmatic Assumptions 

This study views the adoption of e-marketing as a social aspect which applies psychology, 

sociology, and other business studies concepts. Empirical studies done in the field of e-

marketing have proved that marketing draws much of its traits from the field of 

psychology, sociology and economics (Krishnamurthy, 2006:90). These fields view human 

as “a black box” that needs to be understood (Krishnamurty, 2006:90). Thus e-marketing 

as a philosophy can be traced back to a period in which it was considered as a business 

philosophy (Keelson, 2012).  

For Keelson, e-marketing evolved from production-oriented to the holistic marketing 

philosophy. Different philosophies have been developed with the late ones being treated 

as the contemporary philosophies addressing customer needs (Krishnamurty, 2006:90; 

Keelson 2012). This study views e-marketing adoption and implementation as dynamic, 

hence definite laws and principles cannot explain it.  

Saunders et al. (2012:131) and Dawson (2013:12) argue that the development of 

knowledge allows researchers to come up with research assumptions which are critical 

for crafting research questions for research. Here the question of what research is, 

emerges. This question has been variously addressed depending on the ontological and 

epistemological positions researchers take. These two concepts later will be discussed 

later in the study. Here, a basic definition, which conjures clues to the philosophical 

debate on research and the concomitant methodological developments is worth noting: 

research is a systematic process involving use of methods of collecting and analysing data 

to generate knowledge (Saunders, et al., 2009). The first crucial aspect, ‘systematic’ 

relates to the process of conducting research (methodology) while the latter ‘knowledge’ 

relates to the outcome of research (knowledge construction).  
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A meaningful methodology therefore explains how research was conducted not only in 

terms of principles, methods and procedures and purpose of a particular inquiry but also 

in terms of researcher assumptions (Harding, 1987; Schwandt, 2001). This is because 

researchers “approach the world with a set of ideas, a framework (theory, ontology) that 

specifies a set of questions (epistemology) that he or she then examines in specific ways 

(methodology, analysis)” (Denzin & Lincoln, 2005: 21).  

Ontology thus refers to the researcher’s view that is known to reveal the truth while 

epistemology refers to what constitutes acceptable knowledge in the field of study. The 

former involves the application of philosophies of actuality or the reality of being of 

phenomena, and the latter illustrates the extent to which the researcher can prove that 

something is true (Saunders, et al., 2012:131; Greener & Martelli, 2015:22; Dawson, 

2013:12; Bryman & Bell, 2011:10). In other words, ontology concerns what there is to 

know about the world while epistemology concerns how to know about the world. 

Different ontological and epistemological orientations have divided research in different 

disciplines where it is considered as either positivist or interpretivist, the two dominant 

paradigms of knowledge construction (Cohen, et al., 2000; Creswell 1994; Denzin & 

Lincoln 2005). Each of these paradigms holds different views about the nature of 

knowledge explained further below. 

The appreciation of ontology (the view that is known to reveal the truth about e-

marketing adoption and implementation) and epistemology (what constitutes acceptable 

knowledge in e-marketing adoption and implementation) was used in this research to 

explore different knowledge assumptions which facilitated the establishment of the 

feasible research paradigm.  

4.2 Research Paradigm and E-marketing Strategy Adoption  

This study employed a pragmatic approach whose ontological and epistemological 

positions are located at the intersection of the positivist and interpretive paradigms. 
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According to Greener and Martelli (2015:42), research paradigm is a “cluster of beliefs” 

which guides the study to decide the scope of the study and how the research findings 

are interpreted. Saunders et al. (2012:127) illustrate that a paradigm/philosophy relates 

to the development of knowledge which spells out how the researcher intends to carry 

out the intended research. Johnson and Christensen (2012:31) and Dawson (2013:12) 

state that research paradigms represent “a perspective held by a community of 

researchers that are based on a set of shared assumptions, concepts, values, and 

practices. Saunders et al. (2012:127) allude that research philosophy/paradigm is 

influenced by research practical considerations and is determined by research questions. 

The paradigm employed for this research is multidimensional to make it possible to 

address the research objectives listed above. Objectives one (1) and two (2) require 

managements’ in-depth and experiential knowledge about the nature and characteristics 

as well as factors affecting the adoption and implementation of e-marketing strategy 

amongst the FMCG retailers in Zimbabwe. This knowledge is feasible to obtain only 

through an interpretivist approach.  

The third objective sought to understand the customer perception on the adoption of e-

marketing based on two aspects of the Technology Acceptance Model (TAM) - perceived 

usefulness and perceived ease of use (Davis 1986) - which has been favored as the best 

theory to interpret the perception of customers towards the adoption of ICT based 

systems in the retail sector. The informational requirements for this objective could only 

be achieved through the positivist approach that seeks quantitative probabilities.  The 

following is a brief discussion on the two approaches constituting the research paradigm 

used in the study. 

4.2.1 Positivism paradigm 

The positivist paradigm was employed in the study to address the quantitative aspect of 

the study espoused in research objective three. Positivism is also referred to as 

“scientism”- an ancient and well-known paradigm (Moore, 2010; Bryman & Bell, (2010).   

Saunders et al. (2016:127) argues that positivism paradigm is “a shred of evidence, 
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trustworthy and authentic understanding (rather than knowledge) that is contextual, and 

re-visible. For Gill and Johnson (2010:127) positivism paradigm is a scientific philosophy 

which involves the collection of data on observable reality and seeks regularities and 

causal relationships that exist. The object of positivism, as Saunders et al. (2016:134) 

points out, is to lead to the establishment of credible data through the application of 

existing theories. According to Dawson (2013:10), the positivist paradigm ignores 

intangible concepts such as feelings or emotions of research participants and the role that 

it contributes to the research.  

Positivism is premised on the assumption that the researcher is value-neutral hence the 

research finding is objective and unquestionable. The paradigm uses the highly structured 

methodology to facilitate the replication and quantifiable observation that can lead to the 

statistical analysis (Gill & Johnson, 2010; Bryman & Bell, 2011:24). It views the world as a 

science and is observed as the benchmark in understanding the complex world based on 

the assumption that scientific knowledge is the basis of progressive and cumulative 

progression of knowledge (Bryman & Bell, 2011; Saunders, et al., 2016:124). 

The following are the ontological assumptions that support the use of positivism in 

research:  

 It allows the achievement of objective reality of the study. 

 The researcher and the subject are assumed to be independent and free of bias. 

 Theories are used to generate propositions about the study. 

This study had a set of assumptions on the nature and characteristics of, and factors that 

affect adoption of e-marketing strategy, which as the TAM surmises, can be objectively 

measured. These are the perceived usefulness and perceived ease of use. The 

questionnaire that was used for the quantitative component of this study (objective 

three) was based on this model, hence its positivist orientation.   
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4.2.1.1 Positivism paradigm application to e-marketing strategy adoption and 

implementation 

As already indicated, this study used a quantitative approach to address the third research 

objective. The research objective concerns the understanding of customer perspective 

towards the adoption of e-marketing strategy. Data collection, analysis, presentation, and 

interpretations were done based on the positivism philosophical foundations. The study 

views the adoption of e-marketing through customer perceptions can be explained 

quantitatively using positivism approaches. 

 Empirical studies carried out by Fuchs et al. (2009); Hashim et al. (2006); Law and 

Jagaratnam, (2005); Wang and Qualls, (2007) established that determinants of technology 

adoption in the management and business studies have an alignment towards the 

application of positivism philosophy. Rao and De (2013) state that early technology 

diffusion studies fall into the positivist paradigm. While technology impact in 

organisations has used different research paradigms, technology adoption and diffusion 

studies remain positivist in nature (Rao & De (2013). Technology adoption in the retail 

settings takes its assumptions from the positivist ontology and epistemology (Chen & 

Hirschheim, 2004). Positivism allows the researchers to control data collection through 

manipulation of research design parameters and statistical processes (Chen & 

Hirschheim, 2004; Fuchs, et al., (2009).  

Critics of the positivist paradigm stress that although positivism has been supported as 

the best paradigm to explain the adoption of technology, it possesses limitations in 

explaining technology adoption in an evolving environment (Guba &Lincoln, 1994). 

Reality (e-marketing adoption and implementation) cannot be explained by definite laws 

and principles. In that view, the use of positivism in explaining technology adoption 

becomes inadequate. It is from this perspective that the interpretivism paradigm 

described below was employed. 
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4.2.2 Interpretivism paradigm 

To complement the limitations of the positivist approach alluded to earlier, this study also 

employed the qualitative approach informed by the interpretivism paradigm to address 

the first and second objectives. Interpretivism philosophy allows the researcher 

participation and it brings rigor to the study. Bryman and Bell (2011:24) and Saunders et 

al. (2016:224) concur that interpretivism paradigm/philosophy aims at understanding 

how people in everyday natural setting create meanings and interpret the events in the 

world.  Interpretivism approach was the first philosophy to challenge the positivist 

approach (Bryman & Bell, 2011:24). It brought in the paradigm shift from the positivism 

and naturalistic inquiry which was later called the constructivism and interpretivism 

approach (Guba & Lincoln, 1994).  Saunders et al. (2012:130) and Greener (2008:42) state 

that interpretivism paradigm applies qualitative research methods such as discourse 

analysis, unstructured interviews to investigate constructions of reality by actors in 

organisations i.e. employees, shareholders, and managers. 

Interpretivism upholds that the social world of business management is more complex 

hence it cannot be theorized by definite laws (Saunders et al., 2012:137). This entails that 

there is a need to have deep insights into the complex world through the participation of 

the researcher in the real world.  Bryman and Bell (2011:24) state that interpretivism 

paradigm focus on the appreciation and understanding of the research through 

observation of images, words not numbers.  Interpretivist paradigm does not focus on 

objective reality but rather aims at appreciating the world naturally (Saunders, et al., 

2012:134; Saunders, et al., 2016:122; Bryman & Bell, 2011:24).  

4.2.2.1 Interpretivism paradigm application to e-marketing strategy adoption and 

implementation 

The researcher participated in the study by carrying in-depth interviews to ascertain the 

nature and characteristics of e-marketing strategy and factors affecting the adoption of 

e-marketing. The in-depth interviews were to get a deep understanding of the study and 

to co-create informed knowledge with the participants. The approach allowed the 
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participation of the researcher in understanding e-marketing strategy adoption and 

implementation hence providing new thoughts and development of knowledge. 

To establish reality, interpretivism is the most preferred philosophy according to   

Saunders et al. (2012:137). Interpretivism provides ample opportunity to observe 

concepts or research variables under natural settings (Dawson, 2013:10; Murherji & 

Albon, 2010:26). Interpretivism paradigm was used to understand the nature and 

characteristics of e-marketing adoption and the factors affecting the adoption of e-

marketing strategy from the management natural setting. The paradigm emphasise the 

involvement of the researcher in the research process (Murherji & Albon, 2010:26). The 

researcher carried out in-depth interviews with the management from the targeted 

retailers. Interpretivism allowed the researcher to focus on an “emphatic understanding 

of how people feel inside, (the retailers management and ICT personnel) seeking to 

interpret individuals’ everyday experience, (customer experience) their deeper meaning 

and feeling and eccentric reasons of their behavior (Dawson, 2013:10; Bryman & Bell, 

2011:24). 

Interpretivism paradigm allows researchers to get the inside understanding of 

phenomena (e-marketing) concepts left out by the positivism.   Saunders et al. (2012:134) 

stresses that interpretivism paradigm establishes permanence and priority of the 

researcher subjective experience.  

However, interpretivism does not provide adequate confidence which captures the 

relevant issues in research. Bachmann (2016:89) suggests that the subjective nature of 

interpreting people’s thoughts and feelings lacks questions over reliability and validity as 

well as the trustworthiness, credibility, and authenticity of the research findings. 

According to Ling and Ling (2010), different interpretations may co-exist and each being 

defended due to the independence of each researcher. The study thus combined the 

positivism and interpretivism paradigm, a mid-range approach known as the pragmatism 

paradigm which allows the combination of quantitative and qualitative philosophies. 
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4.2.3 Pragmatism 

Saunders et al. (2012:130) defines pragmatism paradigm as the philosophy that 

acknowledges different ways of interpreting the world and undertaking research. The 

approach, as   Saunders et al. (2012:130) points out, surmises that there is no single point 

that can ever give the entire picture but there may be multiple realities. Dawson (2013:5) 

and Kelemen and Rumens (2008:130) illustrate that pragmatism paradigm fuses a variety 

of methods that possess a high level of credibility, reliability, and relevance to the 

research under study. The epistemological perception of pragmatism is based on the 

knowledge that originates from the researcher’s environmental interactions (Sunders, et 

al., (2016:135). However, the philosophy takes into consideration the ontological pluralist 

perspective which proposes the application of multiple theories in research (Christ, 

2010:646). Cameron (2011) and Goldkuhl (2012) consider pragmatism philosophy as the 

linking point between philosophy and methodology which differentiates knowledge and 

action in research. 

  Saunders et al. (2012:130) stress that the use of one paradigm in research may not be 

sufficient to answer the research question. In some instances, it is important to note that 

it is ideal for the research to apply multiple methods. This is commonly known as 

pragmatism philosophy (Saunders, et al., 2012:130; Cameron, 2011). Early pragmatists 

such as Charles Sanders Pierce, Williams James, and John Dewey outlawed the positivist 

approach that social science inquiry was able to develop knowledge through the 

application of scientific methods (Saunders et al., 2012:130). The philosophers advocated 

for the application of “common sense and practical thinking” through the subjective 

interpretation of the real-world phenomena (Merten, 2015:35). 

Previous studies on the adoption of technology have favored the application of 

pragmatism paradigm (Ling & Ling, 2010:30). This is because philosophy has much 

emphasis on the agenda and practical need of the researcher (Ling & Ling, 2010:30). The 

borrowing of different research methods and techniques allow the researcher to address 
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problems which focus on the research and not on incomplete theories and scientific 

approaches (Ling & Ling, 2010:30; Saunders, et al., 2012). 

In the adoption of technology in the retail sector, positivism paradigms are preferred over 

other paradigms. However, social science philosophers have identified limitations 

inherent in mono ontological and epistemology assumptions and they have proposed 

pragmatism paradigm as the most appropriate philosophy to apply to have a full 

understanding of reality. Dwevedi et al. (2012:19), as with Saunders et al. (2012:129) 

argue that one philosophical domain cannot address the requirements of a research 

question hence the interplay of different methods and techniques yield the research 

results. 

4.2.3.1 Pragmatism consideration in retailers e-marketing strategy adoption and 

implementation 

Given the nature of the research objectives for this study, any approach other than 

pragmatism was untenable. The adoption of multidimensional and appropriate research 

paradigm is determined by the research question which the study seeks to address 

(Saunders, et al., 2012:127). Chen & Hirschheim (2004) note that the research question is 

the major determinant of the research paradigm to be used in research.  

Social science inquiry like e-marketing adoption and implementation cannot be done 

through the total application of scientific theories and model hence there is need to 

involve the researcher to enable individual construction based on personal experience 

(Merten, 2015:35). Positivism approach allows the research to develop knowledge on e-

marketing adoption using quantitative methods.  

4.3 Research Approach 

Since the study adopted the use of pragmatism paradigm, the adopted research approach 

was a mixed method. It involves the use of both qualitative and quantitative approaches. 

According to Kothari (2004:5), Greener & Marteji (2015:43), research approaches are 
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categorized as qualitative, quantitative and mixed research approaches.  Saunders et al. 

(2012:43) argue that there are two broad “approaches” based upon the reasoning you 

adopt: deductive and inductive reasoning (Saunders, et al., 2012:148).  The quantitative 

approach is commonly associated with deductive reasoning while the qualitative is mainly 

inductive reasoning.  Saunders et al. (2012:148) illustrates that it is becoming usual in 

business studies that researchers prefer the adoption of a mixed approach. Greener and 

Marteji (2015:44) indicate that, to fuse the strength and weaknesses of the two divergent 

research approaches, the study should apply both the deductive and inductive reasoning 

in coming up with a comprehensive mixed-method approach. The different dimensions 

of reasoning were applied to develop knowledge and fulfill the objectives of the study. 

The following section outlines different research approaches and how they were 

incorporated into the study. 

4.2.1 Qualitative approach 

This study comprised an interpretive component which applied qualitative approach 

principles. It involved the development of in-depth interviews to address the qualitative 

research objective. The qualitative approach was used in the development of an in-depth 

interview guide to address the first and secondary research objective. 

Kothari (2004:5) states that qualitative research approach involves the subjective 

assessment of research insights, attitudes, opinions and behaviors. Questions are 

constructed and focused depending on the researcher’s subjective assessment of the 

environment (Creswell, 2014:4). Thus, the qualitative approach is also referred to as 

‘situation based’ because it takes place at a given location and the findings are not 

generalized but transferable (Luton, 2015:158).  

Creswell (2014:4) illustrates that “qualitative approach involves emerging questions and 

procedures, data typically collected from a particular setting, data analysis inductively 

building from a particular setting and the researcher making interpretation of the 
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meaning of the data.”  Saunders et al. (2012:146) points out that the inductive reasoning 

of qualitative approach allows the researcher to have a personal appreciation of the 

nature of relative problems so that the result of the analysis would be used in the 

formulation of a theory often expressed as “conceptual framework.” 

4.3.2 Quantitative approach 

Although the research does not have the hypothesis expression as illustrated by deductive 

reasoning, quantitative research approach was applied in the data collection and analysis 

of the third secondary objective. The instrument used (questionnaire) in the research was 

informed by two variables of the Technology Acceptance Model (TAM) - perceived 

usefulness and perceived ease of use. The collected quantitative data was instrumental 

in the understanding of customer perceptions on e-marketing strategy adoption and 

implementation. Inferential statistics such as chi-square testing of independence of 

association, probit and logit models were run. 

Quantitative research approach incorporates rigorous research statistical analysis which 

is done in a standardised and rigid fashion (Kothari, 2004:5). Creswell (2014:4), illustrates 

that quantitative research approach tests the objectivity of theories through 

measurement of variables, typically on instruments, deductive theory testing and the 

controlling of alternative explanations. The quantitative approach research owes much to 

the positivist approach that emphasise the development of theory through the 

application of scientific approaches to research (Saunders et al., 2012:124).  

4.3.3 Justification of the mixed approach 

The use of the mixed approach in the study was critical in addressing the shortfalls 

inherent in the mono approach. This broadens the scope and understanding of the study 

and to be able to explore the wide dimension in the development of knowledge. The use 

of the mixed-method approach broadens the scope of knowledge and understanding of 

e-marketing adoption and implementation. 
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The incorporation of qualitative and quantitative approaches in this study enabled the 

researcher to have a clear understanding of the research problem. Greener and Martelli 

(2015:43) points out that a mixed approach upholds the triangulation aspect- where 

different data collection and analysis are applied so that it enriches and confirms the 

research problem. The complexity of e-marketing and its close association to natural and 

social science (Hashim, et al., 2006) motivated the research in adopting the mixed 

research approach to have a deeper analysis of the phenomena. Mixed method approach 

and its association to the pragmatism paradigm can build the strength of each type of 

data collection and minimize single approach hence improving reliability and validity of 

data (Tashakkori & Teddlie, 2003:23). 

Multiple subjectivity and derived objectivity co-exist in e-marketing adoption and its use 

has produced reliable and valid data (McNabb, 2010:226). The mixed-method 

incorporates objectivity (positivist) and subjective (interpretivism) in addition to 

abandoning the ‘truth’ and reality concepts in favor of practicality in managing 

methodological selections (Creswell, et al., 2011). Several empirical studies on the 

diffusion and adoption of technology in the retail sector and other business organisations 

have favored the use of the mixed approach in what is commonly referred to as the 

method configuration (Creswell, et al., 2011). Most scholars concur that configuration of 

research approaches resolve the inherent limitations of traditional single method 

approach (positivism) hence allowing researchers to benefit from the richer and more 

holistic findings from the mixed approach (ALGhamdi, et al., 2014; Peng, et al., 2011; 

Cronholm & Hjalmarson, 2011). 

 The next section describe how the mixed method approach described in the foregoing 

was operationalised to answer the research question. 

4.4 Research Design 

The multiple methods described above were study used concurrently. This research 

design allows the concurrent use of questionnaires and in-depth interviews to collect data 



 

 

 

 

75 

from the participants. The concurrent collection of data was essential in coming up with 

independent results to be integrated into developing the proposed e-marketing strategy 

framework. Data collection, analysis, and interpretation were done concurrently.  

Bryman & Bell, (2011) define research design as “a master plan, a blueprint and even as a 

sequence of research tasks and activities or a plan of methods and procedures that are 

used by the researcher to collect and analyse data.” For Saunders et al. (2012:146), 

research design is a general plan that guides the researcher in answering the research 

question. It specifies the research objectives, information source, and type of data, design 

techniques, sampling methodology and procedures to be applied in the research to 

answer the problem statement (Bryman & Bell, 2011:40) 

Creswell (2014:41) suggests that the research design represent the types of inquiry which 

are either qualitative or quantitative used by the researcher to provide specific direction 

and procedures of the research. For Kothari (2004:35), “research design facilitates the 

smooth sailing of research operations, thereby making research as efficient as possible 

yielding maximum information from minimum effort applied, time and money”. There is 

consensus among scholars that there are several types of mixed-method designs. These 

designs are mostly used in generating and verifying the theory in technology adoption 

(Venkatesh, et al., 2013). They include convergence parallel (concurrent), sequential 

exploratory (qualitative-quantitative), sequential explanatory (quantitative-qualitative) 

and embedded (qualitative or qualitative) (Bryman & Bell, 2011:440; Saunders, et al., 

2016:170). These designs are usually used to enable the researcher to have a wider view 

of the phenomenon (Vankatesh, et al., 2013).  

4.4.1 Concurrent mixed research design 

The research administered both in-depth interviews and questionnaires concurrently. 

Data collection and analysis were carried out concurrently and integrated to inform the 

proposed e-marketing strategy framework. This was done to get independent results that 

informed the proposed e-marketing strategy framework.  
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The concurrent mixed research design involves the separate use of quantitative and 

qualitative methods within a single phase of data collection and analysis (Saunders, et al., 

2016:170). It allows both sets of the results to be interpreted together to provide deeper 

insight and more comprehensive response to research questions as compared to the 

mono method (Saunders, et al., 2016:170). It also allows comparison and integration of 

data sets (Saunders, et al., 2016:170), entails the simultaneous collection of quantitative 

and qualitative data (Bryman & Bell, 2011:438). The data set is compared to one another 

using a concurrent triangulation design (Saunders, et al., 2016:170). It aims at offsetting 

the weaknesses of both quantitative and qualitative research by capitalizing on the 

strength of both (Bryman & Bell, 2011:438). 

 The results from the analysis are then compared and/or merged to form an integrated 

whole (Bryman & Bell, 2011:438). The quantitative results are integrated with the 

qualitative results in identifying the prevalence of a phenomenon within a population 

(Barbosi & Jackson, 2011:158). This helps the researcher in understanding the 

development of knowledge (Tashakkori & Teddle, 2003:168). Vankatesh et al. (2013) 

argue that the combination of qualitative and quantitative methods is critical in unpacking 

the research problem and understanding the knowledge gap.  

4.5 Research Strategy 

According to Saunders et al. (2012:172), researchers have different research strategies 

which are categorized as deductive and inductive research strategies. These strategies 

play the same role and should be guided by the research questions and objectives. 

Saunders et al.(2012:172) and Creswell (2014:176) state that these research strategies 

are linked to different research paradigms hence researchers should align research 

strategies to the proposed paradigms and approaches to have credible results.  Saunders 

et al. (2012:172) argue that research strategies are categorized into seven distinct 

categorized namely experiment, archival research, case study, ethnography, action 

research, grounded theory, and survey. 
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Given the nature of the research objective and the research philosophy, the study 

adopted the use of a survey. The survey strategy allowed the triangulation of the research 

instruments to address the research objective.  

4.5.1 Survey 

This study used both the exploratory and descriptive survey to incorporate the two 

research instruments (questionnaire and in-depth interviews). An exploratory survey was 

done through the in-depth interviews by the retailers’ ICT and Marketing managers. The 

descriptive survey was essential in the development and administration of the 

questionnaire which was administered to the retailers’ customers. 

A survey is a research strategy that uses a questionnaire (Saunders, et al., 2016:181) and 

interview techniques (Ghauri & Gronhaug, 2010:118). Although a survey is associated 

with a quantitative study, it can also encompass qualitative studies to opinions, attitudes, 

and reactions of subjects (Ghauri & Gronhaug, 2010:118). For Saunders et al. (2012:177), 

surveys use questionnaires and other sources of data to collect standardized data from a 

sizable population. In technology adoption studies, surveys are used for the collection of 

information to describe, compare and explain knowledge, attitudes and the behaviour of 

a given sample (Saunders, et al., 2012:177; Mitchell & Jolley (2010:276).  Surveys are 

grouped into two namely exploratory and descriptive surveys. This research used both 

the exploratory and descriptive survey in order to address the knowledge gap and the 

purpose of the study. 

 Saunders et al. (2012) states that a descriptive survey is designed to measure the 

characteristics of a given population, either at a fixed point or comparatively over time 

and it measures what occurred rather than why. Ghauri and Gronhaug (2010) note that a 

descriptive survey identifies the scale and nature of a problem which can stimulate policy 

changes and provides basic information about a variable or phenomena. The descriptive 

study enables the analysis of attitudes, demography, practices, and procedures of the 

target population.  
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Exploratory surveys go beyond in interpreting the existing study but it enables the 

researcher to clarify goals and objectives through the collection of data from many cases 

at a time (Singh & Bajpal, 2008:168).  

4.5.1.1 Triangulation of survey 

Kothari (2004:47) assert that triangulation in a survey uses a combination of different 

data, investigations, theories, and even methodologies. Triangulation combines different 

methodologies (Ghauri & Gronhaug, 2010:212; Bryman & Bell, 2011:296).  It involves one 

source of data and method of collection (Saunders, et al., 2016:207). The need for 

triangulation in this study helped in improving validity and authenticity (Ghauri & 

Gronhaug, 2010:212; Bryman & Bell, 2011:296; Saunders, et al., 2016:207). Pragmatist 

philosophers who supported the use of triangulation in surveys argue that it adds 

breadth, depth, complexity, and richness in research (Saunders, et al., 2016:207). 

Triangulation in a survey yields a more complete, holistic and contextual portrait of the 

research (Ghauri & Gronhaug, 2010:212). It also gives room to understanding different 

levels of reality (Bryman & Bell, 2011:296).  However, critics of triangulation stress that 

triangulation may be difficult to use if the different methods produce different results 

regarding the same phenomenon (Ghauri & Gronhaug, 2010:212). 

4.5.1.2 Justification for adopting the survey research strategy 

The research incorporated the pragmatism research paradigm and mixed research 

approach, it became ideal for the research to adopt the survey research strategy. This is 

premised on the fact that the survey research strategy incorporates the quantitative and 

qualitative approaches aimed at both describing and analysing phenomena. This enables 

the researcher to design and develop the research instruments to address the 

quantitative and qualitative objectives.  

 Saunders et al. (2012:144) states that data collected using the survey method is unlikely 

to be wide-ranging than that collected using other research methods.  Saunders et al. 

(2012:144) adds that “survey gives control to the research process and when sampling is 
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used, it is possible to generate findings that are representative of the whole population 

at a lower cost than collecting data of the whole population.” The adoption of survey 

research methods does not necessarily mean that other research strategies are inferior 

in investigating the research problem (Bryman & Bell, 2011:441).  

4.5.1.3 Survey data characteristics 

The mixed data was obtained from the qualitative-quantitative research instruments 

which were used in this research. Qualitative data was obtained using in-depth 

interviews. The data assisted the researcher in answering research objectives one and 

two. The quantitative part of the data gathering was used to address the third research 

objective. 

The data characteristics of pragmatism research paradigm enabled the researcher to 

collect data using multiple research strategies and approaches.  The mixed paradigm data 

also known as the “third wave” or “the third research movement” (Onweugbuzie & Leech, 

2004; Johnson & Onwegbuzie, 2004) uses deduction to test theories and induction in the 

discovery of patterns, experience and practical consequences of beliefs (Murthy & 

Bhojama, 2014). Such data provides a coherent insight for qualitative and quantitative 

research approaches which are fruitfully mixed to boost opportunities to address the 

research questions (Bryman & Bell, 2011:296).  

4.6 Qualitative Data Collection  

As the study has two components: the qualitative and quantitative, this section provides 

insight into the different ways in which data was collected. The research collected data 

using simultaneous mixed data collection instruments namely; 

 In-depth interviews for the qualitative component of the study.  

4.6.1 In-depth interview 

This research used in-depth interviews to probe information from ICT and Marketing 

Managers of the targeted retail shops. Guided by the principle of saturation, a total of 
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seven (7) ICT managers were interviewed. The in-depth interviews were carried out 

between 03 November 2018 to 30 January 2019. These interview dates were done after 

prior consultation and appointments with the respective interview participants (ICT and 

marketing managers). The researcher physically visited targeted retailers for an in-depth 

interview appointment. After the appointments, the researcher distributed the in-depth 

interview sample questions. This was done for the participants to familiarize with the 

questions and to ask for clarification before the initial interview.  

The venues of the interviews were at the discretion of the participants to have an 

environment comfortable to them hence it allowed them to concisely explain concepts. 

The interviews which were conducted in the participants lasted for about 30 minutes 

each. The in-depth interviews assisted the researcher to understand the nature and 

characteristics of e-marketing strategy and to identify factors which are affecting the 

adoption and implementation of e-marketing strategy that would assist in developing the 

proposed e-marketing strategy framework. 

 Saunders et al. (2016:390) states that in-depth interviews are a qualitative research 

method used in comprehending the social world through probing questions between the 

interviewer and interviewee. The rationale behind this approach was to get rich insight 

into the causes of low adoption of e-marketing strategy amongst FMCG retailers in 

Zimbabwe. The process involved the direct participation of the researcher with the ICT 

and Marketing Managers. The in-depth interview allowed the interviewer the room to ask 

questions and probe further for the explanation (Saunders, et al., 2012; Ghauri & 

Gronhaug, 2010:125). Bryman and Bell (2011:148) note that in-depth interviews present 

an extension of the day to day personal interaction to formalized conversations. However, 

despite their potential to capture crucial information, in-depth interviews are often 

poorly executed and inadequately reported (Saunders, et al., 2012:318).  

Although Cooper and Schindler (2014:145) argue that qualitative data collection is 

susceptible to human error and bias, the use of concurrent mixed research design was 
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essential in overcoming the general weaknesses. E-marketing adoption and 

implementation as a social science cannot be easily understood with the application of 

quantitative methods, therefore qualitative data collection provided the most intricate 

details of the research problem (Ghauri & Gronhaug, 2010:105; Cooper & Schindler 

(2014:145). The qualitative data provided a real interpretation of e-marketing strategy 

adoption and implementation to fully capture the issues that address the research 

objectives. E-marketing strategy adoption and implementation as a social phenomenon 

vary from one place to the other hence the application of qualitative method unpack the 

complexity of the problem. It unpacked the meaning, attitudes, and behaviour of the 

customer perspective towards e-marketing strategy (Yin, 2013:143). 

Critics of the qualitative data argue that it has subjectivity and it is impressionistic in 

nature when it comes to bringing the sample size (Bryman & Bell, 2011:306). However, 

Bryman and Bell (2011:326) concur that qualitative research sample size is determined by 

the problem statement and the research objectives. Bryman and Bell (2011:326) stress 

that although qualitative research is discredited with small samples, it is also associated 

with depth and clear understanding of the critical issues in research as a big interview 

does not guarantee good data. The qualitative data collection represents the 

interpretivism paradigm which gives the researcher the ability to engage the respondent 

in real life situation (Creswell & Clark, 2011). Since e-marketing strategy adoption and 

implementation is a social interactive phenomenon, the researcher was able to get 

insights into retailers’ social context through appreciation of the barriers or catalyst of e-

marketing strategy adoption implementation.  

4.6.2 Population 

The qualitative population comprised fourteen participants consisting of seven ICT and 

seven Marketing Managers from selected FMCG retailers in Zimbabwe. These selected 

participants had direct experience in the adoption and implementation of e-marketing 

strategy. The Marketing and ICT managers were chosen purposively. The judgment is 
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based on the fact that these shops were chosen based on their market share (67%) in the 

Zimbabwean FMCG retail sector (Mushakavanhu, 2014:1). 

 

4.6.3 Qualitative sampling procedure 

While there are debates on the way in which qualitative sample size can be calculated 

and established, sampling plays a pivotal role in the research process (Shukla, 2008:82). 

Some researchers have proposed that qualitative sample size is determined by research 

personal judgment and knowledge of the study (Bryman & Bell, 2011:326). Saunders et 

al. (2012:261) posit that sample design should pose the characteristics of the total 

population. Cooper and Schindler (2010:348) argue that sampling design enables the 

researcher to draw conclusions about the population. Sampling is usually done in 

circumstances in which it is difficult to carry out a census of the total population. 

Cooper and Schindler (2010:348) propose that a good sampling procedure should have 

validity aspect which is measured by “accuracy and precision”. Accuracy-represents the 

degree to which bias is absent from the sample and precision is the measure of how close 

the sample represents the population (Cooper & Schindler, 2010:348; Saunders, et al., 

2012:261).  

The sample for the qualitative data collection was purposefully drawn from six major 

FMCG retailers in Zimbabwe. The researcher considered purposive sampling as the most 

appropriate sampling technique due to his experience in the field of retail business.  The 

selected retailers have centralized marketing and ICT departments; hence it was easy for 

the researcher to identify participants for the study. The study used purposive sampling 

in the identification of FCMG retailers in the targeted towns and also to select 

respondents from ICT and marketing department. The judgment is based on the fact that 

these shops were chosen based on their market share dominance (85% market share) in 

the Zimbabwean FMCG retail sector (Mushakavanhu, 2014:1). The in-depth interviews 

were designed based on the two frameworks indicated in the literature review. The 
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research had targeted to interview a total of twelve participants representing the 

targeted retailers. However, saturation was reached at seven participants.  

4.6.4 Qualitative data analysis 

The study used systematic grounded theory principles for data analysis. This involves 

open, axial and selective coding (Creswell, 2014:86).  Saunders et al. (2012:480) state that 

qualitative data analysis encompasses the analysis of non-numeric data from participants’ 

responses. Creswell, (2014:245) posits that qualitative data analysis enables the 

researcher to develop sense from text and images through the process of segmenting 

data and taking apart the data. The researcher analyzed data which was obtained from 

in-depth interviews. The analysis began with the coding process described below. 

4.6.4.1. Open coding 

Open coding encompasses coding data for its main groupings of facts (Creswell, 2014:86). 

In the process, the in-depth interviews which were tape-recorded, transcribed prepared 

and organized into a summary of events through the compression of long statements into 

principal ideas. The researcher used inductive data analysis in preparation for the 

categorization of data (Creswell, 2014:124). The process allowed the researcher to 

identify relationships which exist between variable in the data obtained from the 

respondents (Saunders, et al., 2012:491). The researcher obtained different key points 

from the data and derived meaning based on his observation and knowledge. The ideas 

established in the research were aligned to the research objectives. The meaning of the 

different concepts and constructs were also deduced through the deductive approach 

relating to the researcher’s experience and perspective area. 

4.6.4.2 Axial coding 

In axial coding, the researcher identifies one open coding category to focus on core 

phenomenon and goes back to the data and creates categories around the core 

phenomenon (Creswell, 2014:86). The researcher developed categories to meaningful 

chunks of data. The data was arranged and analyzed in table format (Saunders, et al., 
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2012). The researcher categorized the data using codes and names which facilitated the 

development of propositions and drawing conclusions in relation to the research 

objectives. The researcher applied inductive analysis to different codes and categories 

which facilitated the development of a narrative process on different facts and concepts. 

The inductive analysis helped the researcher in understanding the different constructs of 

the responses and interpret meanings from the data. 

4.6.4.3 Selective coding 

Here, the researcher organized data through narrative structuring which required the 

data to be analysed in its original form rather than seeking to fragment it. The researcher 

focused on the chronology of events by having a detailed discussion of the different 

themes and codes (Creswell, 2014:86). The researcher generated the meaning of different 

themes and codes using tables and merging central ideas. The researcher categorized 

data taking inference from the theoretical framework taking cognizant of the research 

objectives and questions. This facilitated the development of themes or relationships and 

patterns with the view of developing a testable proposition with a valid conclusion and 

an exploratory theory. Testing of the proposition was essential in the development of the 

proposed e-marketing strategy framework based on valid conclusion and an exploratory 

theory (Saunders, et al., 2012).  

The entire process of the qualitative data analysis produced themes that were used in the 

development of the proposed e-marketing strategy framework for the retailers. The 

coming up with the appropriate themes involved continuous consultation and interactive 

process between the researcher and the supervisor. The continuous and rigorous 

interactive process was also essential in coming up with grounded themes that are in line 

with the development of a valid e-marketing strategy framework. The different themes 

were also presented in a table format to identify patterns and relevance to e-marketing 

strategy adoption and implementation. 
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4.6.4.4 Trustworthiness in qualitative research 

Creswell (2014:201) notes several strategies that can be used in testing the validity of the 

qualitative research process. Having a clear-cut outline of instrumentation and 

clarification on ambiguous responses are some of the important techniques. Ghauri and 

Gronhaug (2010:201) posit that qualitative research validity is categorized under four 

types namely; descriptive, interpretative, and theoretical and generalised.  To achieve 

descriptive validity, the researcher carried out regular and continuous consultation with 

the supervisor and research experts. To have theoretical validity, the researcher also set 

out detailed protocol and database to facilitate other researchers to follow up and inspect 

the research findings and conclusions. The researcher also allowed the participants to use 

languages they are comfortable with when clarifying points and highlighting issues. 

4.7 Quantitative Data Collection 

The quantitative data collection used questionnaire. The questionnaires were distributed 

to retail customers in Zimbabwe 

4.7.1 Population 

Krejcie and Morgan statistical tables (Refer to Annexure 1) were applied in relation to the 

Zimbabwe national population. According to the Zimbabwe National Statistic Agency 

(2012:19), Zimbabwe has approximately 8 000 000 million people who are economically 

active aged between 16-65 years. These people have the ability to make an influential 

economic decision regarding their perception of e-marketing strategy. 

The quantitative component of the study involved 384 respondents from different parts 

of the country. The retailers identified key account customers who participated in the 

study. These key account customer were selected since they are consistent in their buying 

behavior and repeat purchases. The selected customers also use non interactive e-

marketing gadgets adopted by these respective retail shops.The researcher recruited 

research assistants who collected data. The recruited fieldworkers were trained in 

conducting fieldwork and they were instructed on how to administer questionnaires 

taking cognizance of the research ethics. 
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4.7.2 Questionnaire 

Quantitative data was collected using a self-developed questionnaire (refer to Annexure 

6) whose design was guided by the research objective derived from the TAM Model. The 

questionnaire had a total of thirty three questions divided into two sections. The first 

section contains the customer characteristics while the second section contains the TAM 

variables.These questionnaires were coded with the assistance of a statistician to 

facilitate inputting the data into the Stata for analysis. The questionnaire used a Likert 

scale of 1- 5 (1 representing “Agree” and 5 “strongly disagree”). Pilot-testing of the 

questionnaire was done on a ten participants with the involvement of a statistician to 

improve the questions. Ten (10) questionnaires were tested to identify ambiguities and 

to identify the range of possible responses for each of the formulated questions. This 

assisted the researcher in formulating a comprehensive questionnaire that responded to 

all potential questions that were key to the research. The researcher also bore in mind 

that it was better to have more information and prune it later than to have insufficient 

information.  

The researcher used close-ended questions to control responses and data gathered using 

structured questionnaires. The major consideration for applying the self-administered 

questionnaire was to administer large numbers of respondents and improving the 

accuracy of the results. Self-administration of the questionnaire allowed the researcher 

with the aid of research assistance to hand-deliver the questionnaires to respondents in 

the FMCG retailers in different towns. The researcher, personally, verifiedd the 

questionnaires on completeness, consistency, accuracy, and correct numbering (coding).   

Customers were asked to fill in the questionnaires based on their individual perception of 

the adoption and implementation of e-marketing. 

A total number of 384 questionnaires were distributed throughout Zimbabwe with the 

assistance of the retailers’ branch managers. Of these, 300 were returned representing a 

74% response rate. Stata statistical software was used in data capturing and analysis. The 
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major drive for self-administering the questionnaires was to target large numbers of 

respondents. 

4.7.3 Quantitative sample size 

According to Krejcie & Morgan, cited by the NEA Research Bulletin (1960), quantitative 

sample size can be determined using prior calculated statistical tables. Krejcie and Morgan 

statistical tables were applied in relation to the Zimbabwe national population. According 

to the Zimbabwe National Statistic Agency (2012:19), Zimbabwe has approximately 8 000 

000 million people who are economically active aged between 16-65 years. These people 

have the ability to make an influential economic decision regarding their perception of e-

marketing strategy. Using the Krejcie and Morgan’s calculated statistical tables, the 

sample size for a population of 8 000 000 respondents is 384. The total quantitative 

sample has 95.0% confidence level and 0, 05% margin of error (See attached Annexure 1).  

The marketing managers assisted the researcher in identifying customers from different 

retailers who participated in the study. These customers were targeted for questionnaire 

administration on convenience and purposive basis. The questionnaires were returned 

through identified research assistance from different branches. 

4.7.4 Quantitative data analysis 

Quantitative techniques were used to analyse data collected from the administered 

questionnaire. Below is a brief explanation of quantitative data analysis which was done 

by the researcher.  

4.7.3.1 Data coding 

The study assigned numerical code for the data representing different variables to 

identify missing data from different respondents. Coding involved assigning numbers or 

other symbols to answers so that the responses could be grouped into a limited number 

of categories (Cooper & Schindler, 2011:405). The data was recorded using numerical 

codes which allowed the software to reserve a special code for missing data which may 
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have come from non-response of the questionnaire (Saunders, et al., 2012:417). The 

codebook/scheme contained variables used in the data analysis process. 

4.7.3.2 Entering data 

Once data was coded, it was entered into Stata to check for obvious errors. When entering 

data, the well-known maxim “rubbish in, rubbish out” (Saunders, et al., 2012:417) was 

applied. The researcher used Stata statistical software to attach labels and codes to each 

variable (Saunders, et al., 2012:418). The researcher developed a database which 

encompasses the collection of data files and link files so that “storage, retrieval, and 

updating were simplified. 

4.7.3.3 Checking errors 

This process allowed for the identification of illegitimate codes and common errors which 

may have occurred during the data entry stage. The researcher checked for errors which 

could have occurred during the coding or data entry stage and made necessary 

amendments (Saunders, et al., 2012:430).  The researcher followed the above-mentioned 

steps to prepare data for both descriptive and inferential statistical analysis. 

4.7.3.4 Application of descriptive statistics 

The researcher used descriptive statistics to summarize different data obtained from the 

research instrument. The grouped data were aligned to research questions and objectives 

to show trend analysis and proportions. This process enabled the researcher to make a 

comparison from different variables. However, the descriptive statistics were not enough 

to extrapolate the obtained data. Inferential statistics methods were applied to examine 

relationships of variables, difference and trends of statistics. 

 

 



 

 

 

 

89 

4.7.3.5 Inferential statistics 

 The study used inferential statistics in the presentation and analysis of the quantitative 

research objective 3. 

 Exploratory and confirmatory factor analysis 

Exploratory and confirmatory factor analyses were carried out after the descriptive 

statistics. Exploratory Factor Analysis (EFA) was done to reduce the dimension of the 

original space and to give an interpretation to the new space spanned by a reduced 

number of new dimensions which are supposed to underlie the old ones (Rietveld & Van 

Hout, 1993: 254). Exploratory factor analysis explains the variance in the observed 

variables in terms of underlying latent factors. In this research, factor analysis allowed the 

opportunity to get a clear insight into the variables that represent customer perceptions. 

To carry out factor analysis, the researcher calculated sample adequacy using Keiser-

Meyer-Olkin (KMO) test for sampling adequacy and Barlett’s test for sphericity. 

Confirmatory Factor Analysis (CFI) was done after the exploratory factor analysis. The 

multivariate statistical procedure was done using Confirmatory Factor Analysis to test 

how well the Exploratory Factor Analysis factors represent the number of constructs.  

 chi-square likelihood ratio 

To test for Likelihood Ratio of the demographic and the factors, the researcher used the 

chi-square test. According to Saunders et al. (2016:538), the Chi-square test assesses the 

likelihood of the data by comparing it with what is expected. In this view, the likelihood 

of the demographics was compared with the four factors to ascertain the relationships. 

In order to have a clear understanding and appreciation of the customers’ perspectives 

regarding the adoption and implementation of e-marketing strategy the study further 

carried out probit and logit regression analysis. 
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 Logit and Probit interpretations 

Logit and Probit regression analyses were used in the study to increase robustness, 

internal validity and logic in predicting group belongings (Ghauri & Gronhaug, 2010:189) 

and to improve the credibility of the proposed e-marketing strategy framework. Logit and 

Probit models are used to predict the probability of an event occurrence (Ghauri & 

Gronhaug, 2010:187). This study used both models to ascertain the probability of using 

e-marketing strategy. There are types of regression used to analyse binomial response 

variables (Nagler, 2018).  

Logit and Probit models give similar results (Ghauri & Gronhaug, 2010:187; Nagler, 2018). 

However, the parameters estimated in the logit regression tend to be 1.6 to 1.8 times 

higher than they are in the probit model (Ghauri & Gronhaug, 2010:187; Nagler, 2018). 

The use of probit and logit model is largely one of research convenience since the results 

are generally indistinguishable. The models also fit well in estimating data with dichotomy 

dependent variable (Nagler, 2018). In this case, the dependent variable is binary. 

The interpretations of this study were based on probit estimations in cases where the 

probit estimations failed to give clear results (Nagler, 2018). The logit model is used for 

comparison purposes. The study also used intuition to analyse some factor not identified 

in factor analysis but identified in reliability test. 

The logit and probit model specification are as follows:  

Equation 4.1: The logit and Probit model specification 

  

Where:  

𝑶𝒊 : is binary which is equal to 1 if the customer has used e-marketing strategy to view or 

purchase products online. 



 

 

 

 

91 

 : is a vector of covariates (explanatory variables) for customer perceptions 

regarding the adoption of e-marketing strategy i. 

 : is a vector variable of interest capturing the following customer perception 

regarding the use of online shopping to view or purchase products online: customer area 

of residence, online risks, online fraud, and data cost, online regulations, online 

exploitation, and online infrastructure, education level and gender. 

 : is an error term that captures variables that may not have been measured but may 

potentially influence online shopping. 

To draw a conclusion from both the quantitative and qualitative results, the researcher 

had to integrate data. This was meant to construct an inclusive e-marketing strategy 

framework which is informed by concurrent mixed research designs. The next section 

presents data integration. 

4.8 Data Integration 

The researcher used data integration process to confirm (quantitative) and explore 

(qualitative) to enhance the development of e-marketing strategy framework. The study 

made use of the triangulation of research design and instruments to come up with an 

informed e-marketing strategy framework for FMCG retailers. Data integration refers to 

the process of incorporating both the qualitative and quantitative data analysis (Creswell 

& Clark, 2011:237). It is the conclusion drawn using concurrent mixed research designs 

(Teddlie & Tashakkori, 2009:152).  

Although critics of the concurrent mixed research design argue that data integration 

produces poor results due to unrepresentative qualitative sample, Tashakkori  and 

Teddlie (2009:152) argue that data integration assists in coming up with relationships and 

to counter shortfalls in mono studies.  Data integration was also essential in that it 

minimized the weaknesses of the two research approaches hence providing a high degree 
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of validity (Vankatesh, 2000). Data integration was also essential in that it allowed the 

development of the proposed framework with much rigor and diverse opinions. Teddlie 

et al. (2009) indicates that the adoption of the concurrent mixed research in technology 

adoption brings into context different convergent and divergent perspectives which are 

crucial in organisation integration in the advanced information systems spectrum  

4.8.1 Mixed methods validation 

The researcher applied the foundation elements in improving the validity of the research. 

Foundation elements were used to improve construct validity since the research made a 

comparative analysis of prior perceptions with the data. The researcher provided 

inferential consistency by following chronology and consistency in interpreting 

quantitative data. The researcher made an inference from empirical e-marketing strategy 

studies to understand the strength of their research design which is to be utilized in the 

present research to improve its credibility and contribution.  

Different empirical research done on the validation of mixed research methods indicated 

that majority of researchers do not agree on the suitable way of validating mixed research 

due to conflicting philosophies embedded in qualitative and quantitative researches 

(Tashakkori & Teddlie, 2009:152).  However, Dellinger and Leech (2007) suggested the 

validation framework as a contribution towards the validity in mixed research methods. 

The comprehensive framework provides insight into the validation of mixed methods 

using foundation elements, elements of construct validity, inferential consistency and 

utilization/consequential elements. 

The researcher made the comparison of respondents with different characteristics on 

given variables. Respondents’ experiences on e-marketing strategy adoption and 

implementation were analysed, examining interrelationships of codes and categories. 

Face validity in qualitative research does not have the good measuring index. However, 

the researcher used experts (statisticians) and auditors to help in judging the degree to 

which qualitative and quantitative data is neutrally measured and what it is supposed to 
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be measured (Tashakkori & Teddlie, 2009). Triangulation remains the most commonly 

used principle in mixed research (Ridenour & Newman, 2008). The researcher applied 

triangulation by making a comparative analysis of quantitative and qualitative data 

obtained in the study. 

It is imperative to note that the validation of qualitative and quantitative research was 

done before the validation of mixed methods. This enabled the researcher to check 

consistency and relationships of different data.  The rigor of the design validity (the extent 

to which quantitative data was designed), analytical (collection of qualitative data) and 

inferential validity (superiority of interpretation) are crucial in mixed methods validation.  

4.8.2 Reliability test 

Reliability refers to the stability of a question to measure (Ghauri & Gronhaug, 2010:79) 

or the ability to replicate the same research design and produce the same results 

(Saunders, et al., 2016:207). Bryman and Bell (2011:28) note that the reliability of an 

instrument is used to measure the consistency and repeatability of the instrument used 

in the research. Reliability testing was done to ascertain the reliability of the 

questionnaire. It also measured the appropriateness of the methods used, accuracy of 

the analysis of results and the generalization of the findings (Saunders, et al., 2016:202; 

Piaw, 2013:137). For the quantitative component, the Cronbach’s Alpha reliability 

method was done. According to Piaw (2013:147), “in determining the reliability of an 

instrument based on the Cronbach’s Alpha reliability method, the alpha value of 0.65 to 

0.95 is satisfactory because a low alpha coefficient (alpha ≤ .65) shows that the ability of 

the items in the research instrument to measure the concept (or the variable) is low”. This 

study used Cronbach’s Alpha reliability method.  

4.9 Ethical Consideration 

Ethics in research refers to the norms or standards that guide the research process (Gupta 

2011:21). This study observed ethical considerations throughout the research process. 

The researcher was guided by the three ethical principles during data collection and 
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analysis namely voluntary participation, confidentiality, and non-maleficence.  To adhere 

to these principles, the following steps were taken: 

 Ethical clearance was obtained from North West University before the data collection 

process, 

 The researcher requested permission from the management of various retailers 

involved in this research to give respondents’ time to participate in the in-depth 

interviews, 

 The respondents were informed of the purpose of the research in line with the 

principle of informed consent. 

 Participants signed consent forms before the start of the in-depth interviews.  

 The researcher ensured that participation in the study was free of prejudice towards 

any group (age, ethnicity, sexual orientation, race, gender, etc.) 

 The researcher explained to the participants that they have the right to a copy of the 

results, 

 The researcher respected the dignity, cultural values, beliefs, privacy and autonomy 

of respondents. 

 The confidentiality and anonymity of respondents were assured. 

 The researcher recognized and validated any real or apparent issues where control 

between the researcher and participant could be abused 

 The researchers gave proper acknowledgment to all who contributeed to this research 

and thanked them. 

 The researcher made sure that the facts of the study be cautiously clarified within the 

final report to give readers the chance to critic the moral quality of the study for 

themselves 

The researcher strove to avoid bias in data analysis and data interpretation. 
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4.10 Conclusion 

This chapter presented the research methodology, which provides insight into the 

philosophy guiding the research, the research approach and the exact plan (design) 

through which the study was executed. A mixed method approach informed by both 

positivist and relativist philosophies was adopted. Simultaneous qualitative and 

quantitative methods used for the collection and analysis of data were outlined. The 

chapter also explained the three ethical principles required to be observed by any 

researcher. The next chapter presents qualitative data analysis. 
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CHAPTER FIVE 

QUALITATIVE DATA ANALYSIS AND PRESENTATION 

5.0 INTRODUCTION 

As discussed in the previous chapter, the concurrent mixed-method approach which 

allowed for the use of both qualitative and quantitative instruments was employed for 

the research reported in this thesis. This chapter analyses data from the qualitative 

component of the study using grounded theory principles. The concepts which guided the 

framing of the in-depth interviews were adopted from extant theories namely Andreki 

and Yazdanifard’s (2014) framework on digital marketing and the Technology 

Environmental and Organization (TEO) model.  Figure 5.1 depicts the qualitative analytic 

process presented in this chapter. 

 

Figure 5.1: Diagrammatic overview of qualitative empirical process 
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5.1 Qualitative Process 

The qualitative population comprised fourteen participants consisting of seven ICT and 

seven Marketing Managers from selected FMCG retailers in Zimbabwe. These selected 

participants had direct experience in the adoption and implementation of e-marketing 

strategy. The semi structured questions were pilot tested with four participants 

comprising one Marketing Manager, one ICT Manager and two research experts. The two 

were drawn from the North-West University, South Africa and Africa University, 

Zimbabwe, respectively. This “pilot” was meant to remove ambiguous and irrelevant 

questions. The pilot testing, thus noted and removed inconsistent and ambiguous phrases 

and statements. The interviews were conducted after the approval of the gatekeepers 

(refer to annexure 2). The participants were given the interview guide (refer to annexure 

5) before the initial interview schedule in order to familirises with the question. It is 

important to note that for consistency, the interviews were conducted at the participants’ 

workplace. The interviewer explained the purpose of the research and the interviewee 

consented (refer to annexure 3) to the recording of interviews.  Table 5.1 presents the 

schedule of the in-depth interviews. 

  Table 5. 1: Interview profile 

Retail code 
name 

Position Department Number of 
participants 

R1 Marketing and ICT 
Executive 

Marketing and ICT 2 

R2 ICT Executive ICT 1 

R3 Marketing 
Executive 

Marketing and ICT 1 

R4 Marketing 
Executive 

Marketing 1 

R5 Marketing and ICT 
Executive 

Marketing and ICT 1 

R6 Marketing Marketing 1 

R7 Saturation 
reached 
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The responses from the in-depth interviews were digitally recorded with the consent of 

participants (Annexure 4), transcribed into written format and coded using grounded 

theory principles called systematic procedure (Strauss & Corbin, 2007:107). Although the 

population consisted of 14 intended participants, saturation was reached at retailer 6, 

participant 7 (See Table 5.1, column 1 and 4). The qualitative results were essential for a 

better understanding of the key e - marketing components from a management’s 

perspective. The selected participants use e-marketing strategy consistently, hence they 

provided insight into answering questions regarding the research objectives. The 

qualitative results using grounded theory principles provided an investigative and in-

depth understanding of a phenomenon (Strauss & Corbin, 2007:107).  The qualitative 

findings were essential in developing the proposed e-marketing strategy framework.  

 

The study used Strauss & Corbin (2007:106) grounded theory qualitative systematic 

design principles which involve the folowing steps: 

Open coding stage –involves reading through the collected data and deducing meaning. 

Axial coding stage - identifying relationships amongst the coded data. 

Selective coding stage – reflecting emerged core variables or themes (thematic      

analysis).  

The in-depth interviews questions were guided by the following research objectives:  

 Nature and characteristics of e-marketing strategy amongst FMCG retailers in 

Zimbabwe. 

 Factors causing low adoption and implementation of e-marketing strategy amongst 

FMCG retailers in Zimbabwe.  

5.2    Nature and Characteristics E-marketing Strategy Amongst FMCG Retailers in 

Zimbabwe 

The first research objective was meant to establish the nature and characteristics of an e-

marketing strategy amongst FMCG retailers in Zimbabwe. The variables used during the 

in-depth interviews were adopted from the Andreki and Yazdanifard (2014) digital 

marketing framework as referred to previously. To explore these variables, the study used 
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six distinct questions, underlying the nature and characteristics of e-marketing strategy. 

Data was obtained from one-on-one in-depth interviews with relevant Marketing and ICT 

Managers.  

Questions 5.2.1.1 and 5.2.1.2 (next section) are not categorised and thematically 

analysed. These mentioned questions serve as qualifying questions (participation) to the 

research participants.  

5.2.1 Open coding 

Open coding in qualitative research refers to the process of coding data to its major 

catergories of information (Creswell, 2013:86). The next section focuses on open coding  

but commences on the presentation of the introductory questions to the in-depth 

interviews (5.2.1.1 and 5.2.1.2). 

5.2.1.1 What is the ICT historical background of your organization? 

Four participants indicated that they adopted the use of the Internet and ICT related tools 

since 1990. One participant indicated that retailers adopted the Internet and ICT related 

innovation as a way of standardising their operations in line with recognised best 

practices. These responses support the notion that Zimbabwe has been experiencing 

rapid growth in ICT infrastructure and digitisation since 1990.  FMCG retailers in 

Zimbabwe have embraced ICT based systems to enhance their interface with customers, 

suppliers and other stakeholders (Government of Zimbabwe, 2012: 5). Two of the 

participants indicated that they (retailers) have not adopted the use of Internet as a 

marketing tool.  

5.2.1.2 What products and services does your organization provide on your online 

platforms? 

All seven participants indicated that retailers were not selling (only marketing 

communication) their products online despite the presence of updated websites. Two 

participants stated that informational websites were being used only to communicate 
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with their intended customers. One participant further indicated that the relevant retailer 

initiated an experimental interactive website in 2008, with an additional objective of 

selling products in Harare.  

5.2.1.3 What e-marketing strategy platforms are being used by your organization to 

continuously communicate with its target consumers? 

Table 5.2 reflects participants’ responses on different e-marketing strategy platforms. 

Table 5. 2: Responses on e-marketing strategy platforms. 

Participant Code Quote to support the code Comment 

1 E-marketing 
strategy 
platforms. 

“Although the company do have a 
marketing department much 
emphasise is put on the traditional 
marketing strategies. However, 
the organisation has Facebook 
accounts and a website which are 
managed by the ICT department in 
Harare”. 

The company relies 
more on traditional 
marketing strategies 
and the use of social 
media platforms. 

2 E-marketing 
strategy 
platforms. 

“The company uses Facebook and 
Twitter to communicate with its 
employees” 

Social media is 
predominately used as a 
marketing tool. 

3 E-marketing 
strategy 
platforms. 

“The organisation is using 
Facebook to communicate with its 
intended customers at different 
branches across the country”. 

The social media 
platforms are 
decentralised to 
different branches to 
allow localised 
continuous 
communication. 

4 E-marketing 
strategy 
platforms. 

“The marketing department uses 
personalized emails to 
communicate with its key 
customers”. 

E-mail marketing allows 
online direct marketing. 
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5 E-marketing 
strategy 
platforms. 

“The organisation does online 
promotion from its website. In 
addition, the company uses 
Facebook and Twitter to 
communicate with its intended 
customers”. 

The diffusion of 
technology has allowed 
the dual use of online 
and traditional 
marketing strategies. 

6 E-marketing 
strategy 
platforms. 

“The organisation use Internet-
based platform such as online 
promotion and Facebook”. 

Social media and online 
promotions provides 
interaction with 
intended customers. 

7 E-marketing 
strategy 
platforms. 

“The organisation uses Facebook 
accounts to communicate with its 
customers and to carry out online 
promotions”. 

Social media is essential 
in enhancing the 
effectiveness of online 
promotions. 

 
The in-depth interviews revealed that retailers have adopted the use of different social 

media platforms and websites to communicate with their target customers. Six 

participants disclosed that the retailers were using social media platforms (Facebook and 

Twitter) as their interactive tools. One participant revealed that the retailer uses 

personalized e-mails to communicate with its customers. This is supported by Neti (2011: 

1) as well as Saravanakuma & Suganthalshmi (2012), who stated that social media 

integration into the organisations website has become the 21st century marketing tool.  

Another participant revealed that personalized e-mails were being used in 

communicating with internal customers (employees) and external key account 

customers. E-mail marketing acts as a medium which allows one-on-one interaction with 

the intended customers, brings customers to the website, keeps in touch and interacts 

with them, and creates a story for building customer loyalty (Baggot, 2011). This notion is 

supported by Saravanakuma & Suganthalshmi (2012) who noted that the interaction of 

different online communities has resulted in an increase in viral marketing since 

customers share similar interests and tastes. Table 5.2 reflects participants’ responses to 

different e-marketing strategy platforms. 
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Further to that, two participants also noted that the different retailers were using online 

promotions to keep customers updated with current market trends. They further 

revealed that online promotions and advertising were supporting traditional marketing 

methods to increase customer reach.  

These responses are consistent with Baines and Hair (2009) who contend that 

digital/online advertising should involve the traditional marketing mix to increase its 

impact.  Bauno (2015) states that digital advertising is a direct online advertising strategy 

which contributed to growth, during the 21st century. Direct engagement aims at 

enhancing, but not replacing the currently existing business and customers’ relationships 

(Mainville, et al., 2012). Online (direct) marketing acts as a way of trying to occupy and 

create an online value proposition and the removal of the marketing clutter in the 

customers’ minds (Mainville, et al., 2012). 

5.2.1.4 What advantages (in your opinion) does your organisation have if it adopts and 

implements e-marketing strategy? 

Table 5.3 presents the participants’ responses on the advantages of adoption and 

implementation of an e-marketing strategy amongst FMCG retailers in Zimbabwe. Five 

participants revealed that the adoption of e-marketing strategy expanded the retailers 

market coverage since retailers are able to advertise and promote their products 

countrywide. One participant indicated that the adoption and implementation of e-

marketing strategy increases the potential customer base.  

 Table 5. 3: Advantages of adoption and implementation of e-marketing strategy 

Participant Code Quote to support the code Comment 

1 Advantages of 
adoption and 
implementation. 

“Due to the diffusion of 
technology and the changing 
customers’ needs our 
organisation will have a wide 
market coverage”. 

Adoption of 
electronic market 
breaks the 
customer’s 
geological divide.  
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2 Advantages of 
adoption and 
implementation. 

“Some of the key advantages 
are increases in customer base 
and market coverage”. 

Retailers should 
acquire ICT 
infrastructure to 
explore the 
opportunity. 

3 Advantages of 
adoption and 
implementation. 

“The company will be in a 
position to reach its wide 
customer base”. 

Internet enables 
retailers to 
compete 
effectively. 

4 Advantages of 
adoption and 
implementation. 

“The organisation will have a 
wide market coverage”. 

It increases 
customer reach. 

5 Advantages of 
adoption and 
implementation. 

“It would increase the customer 
reach, expanded market 
coverage and increased 
customer satisfaction”.  

These are the key 
objectives of 
adopting an e-
marketing strategy. 

6 Advantages of 
adoption and 
implementation. 

“Adoption and use of e-
marketing strategy is cheaper 
than the traditional means and 
it provides a wide coverage”. 

This builds 
relationships and 
trust with 
customers. 

7 Advantages of 
adoption and 
implementation. 

“It saves cost (The cost involved 
in traditional marketing are 
reduced)”. 

Electronic 
marketing strategy 
is cheaper than 
traditional 
marketing 
strategies. 

 

Five participants revealed that the adoption of  an e-marketing strategy expanded the 

retailers market coverage, since retailers are able to advertise and promote their products 

countrywide. One participant indicated that the adoption and implementation of e-

marketing strategy increases the potential customer base. Relatedly, one participant 

revealed that an e-marketing strategy adoption is relatively cheaper as compared to 

traditional marketing strategies.  

Empirical studies have indicated that the advent of technology has reconfigured the way 

retailers do business, as well as how customers buy goods and services (Adegbuyi, et al., 

2013: 11). Afek et al. (2011) state that the advent of technology allows retailers to use 
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both the traditional store format and the online platform. This is supported by Ferrell & 

Pride (2015: 215) as well as Afek et al. (2011) who concur that e-marketing strategy 

enables retailers to reach fragmented markets, allows sharing of information and enables 

target marketing. 

5.2.1.5 To what extent is your organization prepared to adopt and implement an e-

marketing strategy?  

Table 5.4 presents participants’ responses regarding the retailer’s preparedness to adopt 

and implement e-marketing strategy 

  Table 5. 4: Preparedness of retailers to adopt and implement e-marketing strategy. 

Participant Code Quote to support the category Comment 

1 Retailer’s 
preparedness. 

“Partially prepared since we do not 
have personnel to cater for 
customers using online platforms”. 

Adoption of an e-
marketing strategy 
requires that retailers 
engage customers in 
real time. 

2 Retailer’s 
preparedness. 

“The organisation is not prepared to 
adopt electronic marketing due to 
the lack of ICT skills amongst 
employees”. 
 

Workers need to be 
trained on ICT skills 
that are essential for 
an e-marketing 
strategy. 

3 Retailer’s 
preparedness. 

“Not soon to implement e-
marketing strategy due to poor 
road infrastructure to deliver 
product to remote areas”. 

 

An e-marketing 
strategy needs to be 
supported by an 
effective delivery 
system. 

4 Retailer’s 
preparedness. 

“Not, Given the poor road 

infrastructure in Zimbabwe, the 

delivery system is failing to deliver 

goods to different areas. The poor 

road infrastructure is increasing the 

Good connectivity is 
essential for an 
uninterrupted 
payment method. 
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cost of delivering goods to the 

customers. In addition, the retailers 

do not have an effective online 

payment system”.   

5 Retailer’s 
preparedness. 

 “To a limited extent, employees are 
not trained to use ICT services 
related to electronic marketing”. 

ICT training is key for 
the success of e-
marketing strategy. 

6 Retailer’s 
preparedness. 
 

“The organisation is not yet 
prepared due to the lack of ICT skills 
amongst employees and 
management”. 

ICT skills enhance 
online value 
proposition. 

7 Retailer’s 
preparedness. 

“The organisation does not have the 
required ICT skills to utilise e-
marketing strategy platforms”. 

ICT skills help in 
improving customer 
engagement. 

 
Five participants revealed that retailers do not have personnel with ICT skills who could 

assist online customers daily. Two participants stated that the state of preparedness of 

the FMCG retailers to engage in online shopping is encumbered by poor road 

infrastructure which affect the road transportation and delivery of goods. The participants 

further stated that employees are not able to use an e-marketing strategy due to the lack 

of training. They further highlighted that the current online payment system is affected 

by poor Internet network connectivity in most rural areas.  
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5.2.1.6 Does your organisation use E-marketing strategy to compete in the globalised 

environment? 

Table 5.5 presents the participants’ responses regarding the retailers’ use of electronic 

marketing strategy to compete globally. 

  Table 5. 5: Use of e-marketing strategy to compete in the global environment.  

Participant Code Quote to support the code Comment 

1 Impact of 
globilisation. 

“The company does not use 
electronic marketing strategies to 
curb the influx of foreign products, 
but it relies on foreign companies’ 
products. However, retailers 
collaborate with international 
retailers and wholesalers to supply 
products that are in short supply”. 

Collaboration with 
foreign companies 
enhance retailer 
credibility and 
service delivery. 

2 Impact of 
globilisation. 

“The organisation does not have a 
strategy to curb influx of 
international products, but it 
collaborates with international 
brands to supplement locally 
produced products”. 

Retailers need to 
collaborate with 
foreign firms, and 
not compete through 
improving online  
interactions. 

3 Impact of 
globilisation. 

“The market relies on foreign 
products hence there are no 
electronic strategies to compete with 
foreign products. The organisation 
collaborates with its international 
wholesalers”. 

The survival of 
Zimbabwean 
retailers are  
dependent on 
imports, hence the 
need to collaborate 
with foreign retailers 
and enhancing their 
growth. 

4 Impact of 
globilisation. 

“They are no e-marketing strategies 
to counter the influx of foreign 
products. However, the organisation 
requires more of foreign products 
due to critical shortages prevailing in 
the Zimbabwean market”. 

Critical shortages of 
products needs 
international 
collaboration to 
satisfy the customer 
needs and wants 
timeously. 
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5 Impact of 
globalisation. 

“They are no such strategies since 
the government removed the 
Statutory Instrument (SI) 64 which 
now allows retailers’ to collaborate 
with international wholesalers”. 

The removal of the 
legislation boasted 
retailers’ growth. 

6 Impact of 
globilisation. 

“As a FMCG retailer in Zimbabwe the 
company imports most of its product 
from partners in the neighboring 
countries (SADC in particular)”.   

Online platforms 
needs to be 
supported by 
availablity of 
products and “just in 
time” delivery 
systems. 

7 Impact of 
globilisation. 

“The company highly relies on 
foreign products; hence they are in 
synergies with other foreign 
companies”. 

Synegies are now the 
bases of growth in 
the ICT  backed 
business. 

 
Seven participants agreed that retailers in Zimbabwe do not have an e-marketing strategy 

to counter foreign competition. The justification given by the participants was that the 

removal of the Statutory Instrument 64 (SI 64) which protects the influx of foreign 

products into the local markets contributed to the enhancement of an e-marketing 

strategy adoption. This implies that foreign competition is limited amongst FMCG 

retailers. However, there is collaboration between local and foreign retailers. While this 

section focused on the participants’ general responses (Open coding stage), the next 

stage (5.3) reflects a detailed presentation (Axial coding stage) of participants responses 

to each question. 

5.3 Axial Coding 

This section reflects on the responses from each participant to the research questions. 

The questions were asked in the order in which they appeared on the in-depth interview 

guide (Annexure 6{i}).  
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Table 5.6 reflects the axial coding stage showing responses from the seven participants. 

Table 5. 6: Analysis of the responses (Axial coding stage) from the seven participants 

Participant 1 Response to interview questions 

Q1. What is the ICT historical background    of 
your organisation? 

 

 

“The company has got a fully functioning IT 
department and all its operations are now 
computer based. The switch from manual -
to electronic- processes was done during 
the late 1990s”. 

Q2. What products and services does your 
organisation provide on your online 
platforms? 

“We do not sell products online”. 

Q3. What e-marketing strategy platforms are 
being used by your organisation to 
communicate with its target consumers? 

 

“Although the company do have a 
marketing department, much emphasis is 
put on the traditional marketing strategies. 
However, the organisation do have 
Facebook accounts and Website which are 
managed by the ICT department in Harare”. 

Q4. What advantages does your organisation 
enjoy if it fully adopts and implements an e-
marketing strategy? 

“Due to the diffusion of technology and the 
changing customers’ needs our 
organisation will have wide market 
coverage”. 

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“Partially prepared since we do not have 
personnel to cater for customers using 
online platforms”. 

Q6. What e-marketing strategies are being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products?  

“The company does not use e-marketing 
strategy to curb the influx of foreign 
products but it relies on foreign companies 
for some products. However, the retailers 
collaborate with international suppliers and 
retailers and wholesalers to supply products 
that are in short supply”. 

Participant 2 Response to interview questions 

Q1. What is the ICT historical background of 
your organisation? 

“We have a local area network interface”. 

Q2. What products and service does your 
organisation provide on your online 
platforms? 

“The organisation does not sell any 
products online”. 
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Q3. What e-marketing strategy platforms are 
being used by your organisation to 
continuously communicate with its target 
consumers? 

“The company uses Facebook, Twitter and 
WhatsApp platforms to communicate with 
its customers”. 

Q4. What advantages does your organisation 
enjoy if it fully adopts and implements an e-
marketing strategy? 

“Some of the key advantages increase 
customer base and market coverage”. 

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“The organisation is not prepared to adopt 
electronic marketing due to the lack of ICT 
skills amongst its employees”. 

Q6. What e-marketing strategies is being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products? 

“the organisation uses social media to 
communicate with customers” 

Participant 3 Response to interview questions 

Q1. What is the ICT historical background of 
your organisation? 

“We have no existing ICT platforms. We are 
using the same system with our Choppies 
Franchise shop based in South Africa”. 

Q2. What products and services do your 
organisation provide on your online 
platforms? 

“Mainly fast-moving consumer goods, 
groceries, households, electrical and food 
stuffs”. 

Q3. What e-marketing strategy platforms are 
used by your organisation to communicate 
with its target consumers? 

“The organisation uses Facebook to 
communicate with its intended customers 
at different branches across the country”. 

Q4. What advantages does your organisation 
enjoy if it adopts and implement e-marketing 
strategy? 

“The company will be in a position to reach 
its wide customers base”. 

 

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“Not too soon to implement e-marketing 
strategy due to poor infrastructure for 
delivery of products to remote areas”. 

Q6. What e-marketing strategies are being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products? 

 

“The market relies on foreign products 
hence there is no electronic strategy to 
compete with foreign products. The 
organisation collaborates with its 
international wholesalers”. 

Participant 4 Response to interview questions 



 

 

 

 

110 

Q1. What is the ICT historical background    of 
your organisation? 

“The supermarkets fully adopted the use of 
ICT in the late year 2007”. 

Q2. What products and services do your 
organisation provide on your online 
platforms? 

“Currently the organisation does not have 
any products which they sell online”. 

 

Q3. What e-marketing strategies platforms 
are being used by your organisation to 
communicate with its target consumers? 

“The marketing department uses emails (e-
mail marketing) to continuously 
communicate with its key customers”. 

Q4. What advantages does your organisation 
enjoy if it fully adopts and implement an e-
marketing? 

“The organisation will have wide market 
coverage”. 

 

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“The company is not prepared to engage in 
e-marketing strategy due to the lack 
personnel to use ICT related services”. 

 

Q6. What e-marketing strategies are being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products? 

“There are no e-marketing strategies to 
counter the influx of foreign products; 
however, the organisation requires more 
foreign products due to critical shortages 
prevailing in the Zimbabwean market”. 

Participant 5 Response to interview questions 

Q1. What is the ICT historical background of 
your organisation? 

“The organisation started adopting the use 
of ICT in the 1990s”. 

Q2. What products and services do your 
organisation provide on your online 
platforms? 

“There are no products which are being 
sold online. However, the company does 
have an updated website”. 

Q3. What e-marketing platforms are being 
used by your organisation to communicate 
with its target consumers? 

“The organisation does online promotion 
from its website. In addition, the company 
uses Facebook and Twitter to communicate 
with its intended customers”. 

Q4. What advantages does your organisation 
enjoy if it fully adopts and implement an e-
marketing? 

“It would increase the customer reach, 
expanded market coverage and increased 
customer satisfaction”.  

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“Given the poor road infrastructure in 
Zimbabwe, the delivery system is failing to 
deliver goods to different areas. The poor 
road infrastructure is increasing the cost of 
delivering goods to the customers. In 
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addition, the retailers do not have an 
effective online payment system”.   

Q6. What e-marketing strategies are being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products? 

“There no such strategies since the 
government removed the Statutory 
Instrument (SI) 64 which now allows 
retailers’ to collaborate with international 
wholesalers”. 

Participant 6 Response to interview questions 

Q1. What is the ICT historical background of 
your organisation?  

“We fully adopted ICT in the year 2000. 
Software for retail management and 
emails, accounting and payroll 
administration”. 

Q2. What products and services does your 
organisation provide on your online 
platforms?  

“We had a website which has temporarily 
been closed down. We are using Facebook 
only now. We promote perishables, dry 
groceries and rewards”. 

Q3. What e-marketing platforms are used by 
your organisation to communicate with its 
target consumers? 

“The organisation use Internet-based 
platforms such as online promotion and 
Facebook”. 

Q4. What advantages does your organisation 
have if it adopts and implements an e-
marketing strategy? 

“Adoption and use of an e-marketing 
strategy is cheaper than the traditional 
means and it provides a wide coverage”. 

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“To a limited extent. The employees are not 
trained to use the ICT services related to e-
marketing strategy”. 

Q6. What e-marketing strategies are being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products? 

“We currently don’t have e-marketing 
strategies, however, as a FMCG retailer in 
Zimbabwe the company imports most of its 
product from partners in the neighboring 
countries (SADC in particular)”.   

Participant 7 Response to interview questions 

Q1. What is the ICT historical background 
your organisation? 

“The area network interface was 
established in 2000”. 

Q2. What products and services does your 
organisation provide on your online 
platforms? 

“The organisation does not sell any 
products online”. 
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Q3. What e-marketing strategy platforms 
does your organisation use to communicate 
with its customers? 

“The organisation uses Facebook platforms 
to communicate with its customers and to 
carry out online promotions”. 

Q4. (a) What advantages does your 
organisation have if it adopts and implements 
an e-marketing? 

“It saves costs, (the cost involved in 
traditional marketing are reduced)”. 

Q5. To what extent is your organisation 
prepared to adopt and implement an e-
marketing strategy? 

“The organisation does not have the 
required ICT skills to utilise e-marketing 
strategy platforms”. 

Q6. What e-marketing strategies are being 
adopted and implemented by your 
organisation to counter the influx of foreign 
products? 

“There are no e-marketing strategies 
adopted but it highly relies on the foreign 
products so that there will be synergies with 
other foreign companies” 

 
Table 5.6 presents the axial coding stage showing the detailed individual responses. The 

responses were color coded to identify similar responses from each participant. The 

different color codes correlate the axial coding (Table 5.6) with the selective coding/ 

thematic analysis (Table 5.7). The next section presents major and minor ideas regarding 

platforms used by retailers (Question 3). 

The third question sought to identify different online platforms which are being used by 

retailers to communicate with their target customers. The use of social media by retailers 

emerged as a major central idea. Six participants agreed that the retailers were using 

social media platforms such as Facebook and Twitter. This suggests that social media is 

being used predorminantly to communicate with customers. The use of social media by 

the retailers is supported by Dzoma (2016) who states that the Zimbabwean retailers 

continue to use social media as a publicity platform. Dzoma (2016) further stresses that 

the retailers have continued to use informational websites which do not fully capture the 

customers’ needs. In illustrating this central idea, participants answered as follows:  

 “The company uses Facebook, Twitter and Whatsapp platforms to communicate with 

its customers and employees” (Q3 - Participant 2). 
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 “The organisation uses Facebook accounts to communicate with its customers and it 

also carries out online promotions” Q3 – Participant 7). 

 “The organisation does online promotion from its website. In addition, the company 

uses Facebook and Twitter to communicate with its intended customers” Q3 – 

Participant 5). 

 “Although the companies do have a marketing department much emphasise is put on 

the traditional marketing strategies. However, the organisation does have Facebook 

accounts and a Website which is managed by the ICT department in Harare” (Q3 – 

Participant 1). 

 “The organisation uses Facebook to communicate with its intended customers at 

different branches across the country” (Q3 – Participant 3). 

The first minor idea that emerged relates to the “use of online promotions (websites)”. 

Participants 5 and 6 stated that online promotions are used to engage customers to 

communicate new products and brands. In addition to that, Facebook and Twitter were 

essential in enhancing their interaction with customers. This idea is endorsed by a 

participant who revealed that:  

 “The organisation does online promotions from its Website. In addition, the company 

uses Facebook and Twitter to communicate with its intended customers” Q3 - 

Participant 5). 

 “The organisation uses Internet-based platforms such as online promotion and 

Facebook” (Q3 – Participant 6). 

Another minor idea that emerged relates to the “use of personalized e mails”. Participant 

4 indicated that retailers are using e-mail marketing. This participant also indicated that 

due to the diffusion of the Internet, the retailers’ use e-mail marketing to customize their 

message to different key account customers. This idea is illustrated by the participant who 

stated that “the marketing department uses personalised emails to continuously 

communicate with its key customers” (Q3 – Participant 4). 

The next section presents accounts on the benefits of adopting e-marketing strategy 

(Question 4). 
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The fouth question established the benefits of adopting e-marketing amongst FMCG 

retailers. The central idea emerging from six participants concerns the adoption of e-

marketing strategy and its impact on market coverage. Ferrell & Pride (2015: 215) state 

that the adoption of e-marketing strategy by small retailers would enable them to have a 

wider geographical reach. This idea is supported by the following responses:  

 “Due to the diffusion of technology and the changing customers’ needs, our 

organisation will have a wide market coverage” (Q4 –Participant 1). 

 “Some of the key advantages are increase in customer base and market coverage” (Q4 

–Participant 2). 

 “The company will be in a position to reach its wide customers base” (Q4 –Participant 

3). 

 “The organisation will have a wide market coverage” (Q4 –Participant 4). 

 “Adoption and use of an e-marketing strategy is cheaper than the traditional means, 

it provides a wide coverage” (Q4 – Participant 6). 

 “It would increase the customer reach, expanded market coverage and increased 

customer satisfaction”. (Q4 – Participant 5). 

Saving costs emerged as another idea. One participant revealed that the adoption of e-

marketing strategy saves costs incurred in traditional marketing. This is consistent with 

Shams (2013) who states that e-marketing strategy adoption and implementation creates 

a competitive advantage, a crucial element since it sustainably attains, retains and 

enhances the market share. The idea is echoed by one participant who indicated that “it 

saves costs, (the costs involved in traditional marketing are reduced” (Q4 – Participant 7). 

The third idea is that adoption of e-marketing strategy enhances customer satisfaction. 

One participant indicated that the adoption of e-marketing strategy by the retailer 

increases customer satisfaction. “It would increase the customer reach, expands market 

coverage and increases customer satisfaction” Q4 – Participant 5). This owes to the fact 

that retailers use different online communication forums to reach customers at different 
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geographical locations. Straus and Frost (2016: 35), Kurtz and Boone (2014: 144) as well 

as Charlesworth (2014: 134) reached similar conclusions that e-marketing strategy allows 

for multi-channel retailing. This enables the retailers to use both the traditional and online 

platforms to continuously communicate with the intended customers. The next section 

discusses retailer preparedness in adopting e-marketing strategy (Question 5). 

The fifth question sought to establish retailers’ preparedness to adopt and implement e-

marketing strategy. The central idea that emerged was that retailers lacked preparedness 

to adopt e-marketing strategy. Five participants stated that the retailers were not 

prepared to for e-marketing strategy adoption and implementation due to the lack of 

trained personnel (the skills to implement electronic marketing services). The mentioned 

central idea is supported by the United Nations Conference of Trade and Development 

(UNCTAD 2015: 34) which states that factors affecting e-readiness of retailers include 

affordable Internet access. The following responses encapsulate this theme: 

 “Partial prepared since we do not have personnel to cater for customers using online 

platforms” (Q5 – Participant 1). 

 “The organisation is not prepared to adopt electronic marketing due to the lack of ICT 

skill amongst its employees” (Q5 – Participant 2). 

 “The employees are not trained to use the ICT services related to electronic marketing” 

(Q5 – Participant 6). 

 “The organisation does not have the required ICT skills to utilise e-marketing strategy 

platforms” (Q5 – Participant 7). 

 “The organisation is not prepared to adopt electronic marketing due to the lack of ICT 

skill amongst its employees” (Q5 – Participant 3). 

 The lack of a legal framework and poor road infrastructure also emerged strongly. One 

participant indicated that retailers are failing to adopt electronic marketing strategies 

due to the lack of a legal framework in support of a online payment system. Another 

participant stated that the poor road infrastructure and lack of online payment 
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systems should be supported by effective delivery (electronic or physical) of goods 

and services. “Given the poor road infrastructure in Zimbabwe, the delivery system is 

failing to deliver goods to different areas. As a result, the poor road infrastructure is 

increasing the cost of goods to the customers. In addition, the retailers do not have an 

effective online payment system” (Q5 -Participant 5). 

The impact of globilisation on e-marketing strategy adoption (Question 6) was another 

concern. This particularly related to international collaboration. The sixth question sought 

to establish if the FMCG retailers in Zimbabwe have established e-marketing strategy to 

compete globally. Seven participants agreed that retailers do not have any substantial e-

marketing strategy. Instead, retailers are personally collaborating with international 

wholesalers and retailers to supplement the goods not available in-store. “The company 

does not use an e-marketing strategy to curb the influx of foreign products, but it relies on 

foreign companies for some products. However, the company collaborates with 

international suppliers, retailers, and wholesalers to supply products that are in short 

supply” (6 – Participant 1). The following responses also illustrate this theme: 

 “The organisation does not have a strategy to curb the influx of international products, 

but it collaborates with international brands to supplement locally produced 

products” (Q6 – Participant 2). 

 “The market relies on foreign products hence; they do not have e-marketing strategy 

to compete with foreign products. The organisation collaborates with its international 

wholesalers” (Q6 – Participant 3). 

 “They are no e-marketing strategy to counter the influx of foreign products, however, 

the organisation requires more of foreign products due to the critical shortages 

prevailing in the Zimbabwean market” (Q6 – Participant 4). 

 “The company highly relies on foreign products hence there are synergies with other 

foreign companies” (Q6 – Participant 7). 
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 “We currently don’t have e-marketing strategy. However, as an FMCG retailer in 

Zimbabwe the company imports most of its product from partners in the neighboring 

countries (SADC in particular)” (Q6 – Participant 6).   

One participant acknowledged that the Zimbabwe Government removed the Statutory 

Instrument (64) of 2016. This removal created opportunities for international retailers to 

enter the Zimbabwean retail sector. The said, “there are no such strategies since the 

government removed the Statutory Instrument (SI) 64 which now allows retailers to 

collaborate with international wholesalers” (Q6 – Participant 5). 

The next section (5.4) presents the selective coding analysis reflecting different emergent 

themes from the axial coding stage. The identified ideas (Table 5.7) were color-coded to 

correlate with the themes in the selective coding stage (Table 5.8). 

5.4: Selective Coding Analysis (Emerged Themes) 

Table 5.7 presents the selective coding analysis, contributing to the emerging themes.  

Table 5. 7: Emerged themes - Nature and characteristics of e-marketing strategy 

Question Emerged Themes Participant Interviewed 

1. Qualifying No theme.  

2. Qualifying No theme.  

3. E-marketing strategy 
platforms 

Use of social media. 1, 2, 3, 5, 6 & 7 

Use of online promotions.            4, 5 & 6 

4. Advantages of 
adopting e-marketing 
strategy. 

Increased market coverage. 1, 2, 3, 4, 5 & 6 

 Customer satisfaction. 5 

 Reduction of traditional 
advertising cost. 

         5 & 7 

5. Retailer 
preparedness 
 

Lack of ICT skills. 1, 2, 6 & 7 

Lack of legal framework. 4 & 6 

Poor road infrastructure.          3 & 5 

6. E-marketing strategy 
to fight international 
competition 

International collaboration. 1, 2, 3, 4, 5, 6 & 7 
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5.4.1 Nature and characteristics of e-marketing strategy: sub question 3  

The major theme which emerged here is the use of social media. This theme reached 

saturation at the sixth participant. Six participants mentioned that social media marketing 

was being used by retailers to strengthen marketing presence. This central theme is 

consistent with Saravanakuma and Suganthalshmi (2012) who states that the diffusion of 

technology-enabled retailers to shift from the traditional marketing practices such as 

television, newspapers, radio, and magazines to convey their messages using the 

interactive virtual world. These interactions of different online communities have resulted 

in the increase of viral social marketing (Saravanakuma & Suganthalshmi, 2012). Similarly, 

Neti (2011:1) found out that social media has created a new mantra of customer 

engagement and data sharing in the marketing field. Evans and Mckee (2010:1) adds that 

social media technology in the retail sector has become a new business phenomenon of 

understanding customer needs. 

Marginal themes that emerged on research question 3 concerns the use of online 

promotion (Websites promotion). This theme was endorsed by two participants. One 

participant indicated that they use e-mail marketing. This theme is further supported by 

Bauno (2015) who wrote about online promotion growth in the retail sector during the 

21st century). Truong and Simmons  (2010) states that online promotions create and 

allows for continuous communication with the intended customers. According to Varley 

(2014:246), online promotions (websites) have a contributory role in the development of 

competitive advantage by retailers. 

A study by Cochran (2014) found that e-mail marketing has the potential to create return 

purchases. In addition, Cochran states that e-mail marketing has the potential to turn 

prospective customers into actual customers. It further provides a direct line of 

communication with its target audience (Cochran, 2014).  Other scholars such as Baggot 

(2011) ; Chaffey et al. (2009:154) argue that the use of e-mail marketing by retailers have 

the potential to create business relationships and further acts as a medium to potentially 

build mutual trust. 



 

 

 

 

119 

5.4.2 Nature and characteristics of e-marketing strategy: sub question 4 

The  major theme that emerged from research question 4 is that the retailers are not 

willing to adopt e-marketing strategy. Six participants stated that its adoption would 

increase their increased market presence. Also, increased customer satisfaction emerged 

as an outlier theme. Literature that supports this theme indicates that retailer adoption 

of e-marketing strategy allows the promotion and advertisement of products using a 

virtual medium and increase market presence (Baines & Hair, 2009). In addition to that, 

adoption of e-marketing strategy creates enjoyment through broader product selection 

(Gay, et al., 2007). For Charlesworth (2014 ) and  Chaffey et al. (200:276), e-marketing 

strategy increase customer satisfaction since customers are consistently connected to the 

retailers. Customer satisfaction comes out from the flexible and real-time support 

systems inherent in e-marketing strategy. Adoption of e-marketing strategy allows 

retailers to directly deal with customer concerns and customer expectations (Rainarz & 

Kumar, 2012:3). 

5.4.3 Nature and characteristics of e-marketing strategy emerged themes: Sub-question 

5 

Three themes emerged in response to question 5. These are lack of ICT skills, lack of legal 

framework,  and poor road infrastructure. Previous studies revealed that in Africa there 

is slow embracing of e-marketing strategy due to the limitation of access to the Internet, 

lack of high broadband (United Nations Development Programme, 2010:1). Ferrell and 

Pride (2015:144) posit that big retailers with a strong financial base such as  Alibaba, 

Amazon, and E-Bay are challenging the traditional shops through the utilisation of the 

online platform to communicate with customers. Due to the cost factor involved in 

establishing e-marketing strategy, retailers such Mark and Spencer in Cheshire Oaks in 

the USA  brought in the multi-channel directly into their shops through the creation of 

Internet-based kiosk (Kurtz & Boone, 2014:144).  

Other participants indicated that the retailers were not willing to adopt e-marketing 

strategy due to the lack of a legal framework to protect the retailer and the customers. 



 

 

 

 

120 

The participants indicated that a clear e-commerce bill and ICT policy were integral in 

adopting and implementing e-marketing strategy. The above theme is supported by a 

study carried out by Akhgar and Arabnia (2014) and Organisation for Economic 

Cooperation and Development {OECD} (2013). Both studies  revealed government 

commitment in monitoring online security issues as essential in increasing diffusion of 

technology. Conversely, the lack of government commitment would create online 

distrust. It is therefore crucial for the government to come up with the online transaction 

legislative framework and ensure compliance to standards (Akhgar & Arabnia, 2014; 

OECD 2013). 

Meanwhile some other participants revealed that the adoption of e-marketing strategy is 

reliant on the availability of good road infrastructure. The road infrastructure is essential 

in the delivery of goods within the shortest time. Literature study that supports the above 

theme reveals that retailers adopt a technology-based of the its complexity. The degree 

of complexity of technology has a negative impact on the adoption of technology hence 

retailers easily adapt to technology which is perceived to be a free effort (Mndzebele, 

2013:167). Complex technology is considered as difficult to adopt the more it will be 

considered difficult to implement (Pontono, 2015:67). This suggests that the poor road 

network has made it difficult to adopt the technology since it would exclude another 

customer who is resident in inaccessible markets. 

5.4.4 Nature and characteristics of e-marketing strategy emerged themes: Sub question 

6 

The fourth major theme to emerge from research question 5 is that of International 

collaboration. Seven participants revealed that the retailers were collaborating with 

regional retailers to build their competitive advantage. Since the removal of the 

protectionist laws by the government, retailers have resorted to international 

collaboration rather than rivalry in the market. Totochi and Kakamashandi (2011) noted 

that globalisation and ICT adoption has brought in several benefits which include 

coordination of cost, competitive advantage and increased market base. Globalisation has 

created challenges in the e-retailers that include threats of new entrants, need for online 
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differentiation, and security concerns (Koncar, et.al, 2016). However, globalisation 

allowed e-retailers to expand their market potential beyond the traditional national 

borders through the creation of joint ventures and mergers with internationally 

established brands (Koncar, et.al, 2016). In addition, Deloltte (2014) revealed that 

globalisation and Internet have caused local retailers not to over-rely on the domestic 

market but needs to adopt different marketing tools in the international arena. Given the 

unprecedented influence of globalisation, retailers adopting e-marketing strategy have a 

positive market performance than those relying on traditional shops (Deloltte, 2014).  

5.5 Factors Affecting Low Adoption and Implementation of E-marketing Strategy  

The second secondary research objective was meant to establish the factors affecting the 

adoption and implementation of e-marketing strategy. The variables used during the in-

depth interviews were adapted from the Technology Environmental and Organization 

(TEO) model as referred to previously. To explore the variables, the study used six distinct 

questions underlying the factors affecting the adoption and implementation of e-

marketing strategy. Data was obtained from one-on-one in-depth interviews with 

relevant Marketing and ICT managers.  

      The next section presents the systematic approach to the data presentation and analysis. 

      Data presentation and analysis is divided into the following three stages: 

 Open coding stage – presentation of collective responses to second secondary 

research objective - Annexure 7 (i). 

  Axial coding stage –detailed responses from each participant interview questions -

Annexure 7(ii). 

 Selective coding stage - analysis of detailed responses for thematic analysis - Annexure 

7 (iii). 

This data capturing and analysis process is an exact duplication of the analysis of the first 

secondary objective. Annexure 7 (i), (ii) and (iii) reflect the detailed capturing and analysis 

process of objective two (factors affecting low adoption and implementation of e-

marketing strategy).  
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The next section reflects on the emerged themes as well as secondary literature 

substantiation there off. 

5.5.1: Factors affecting the adoption of e-marketing strategy – Sub-question 1 

The major theme that emerged on question one (1) is the unavailability of ICT and 

services. The retailers have shown reluctance in purchasing the required hardware to 

implement e-marketing strategy. Sadhpuria (2009:147) found that the sustainability of 

retailers in developing countries requires ICT and internal resources competency. The 

internal resources competency reduces the switching cost of retialers in moving from the 

traditional store format to the virtual formats of e-marketing strategy (Sadhpuria, 

2009:147). For Commo and Maneti (2014), retailers need to identify the merits inherent 

in the adoption of e-marketing strategy in order to identify the techniology move 

advantage. Retailers adopting e-marketing strategy must have the required ICT 

infrastructure that allows to monitor online competitor pricing and to implement just in 

time for its customers. An empirical study by Dann and Dann (2011) indicates that 

retailers technology (new innovation) must  be better than the current option otherwise 

they will be no point in giving up the older version. This suggests that retailers make the 

cost-benefit analysis before they adopt a particular technology for their use. 

Another theme that emerged on question one (1) is that of the cost factor. As alluded to 

earlier in this study, the retailers in Africa are slowly embracing e-marketing strategy. 

Here, “trading for survival is a norm as few retailers are not reaping the benefits of e-

marketing strategy due to the high cost of Internet cost and website maintenance (United 

Nation Development Programme, 2010: 1). According to Michael et.al, (2011: 96), retail 

sector has a long history of adopting and implementing technology-based application and 

innovative managerial practices. However, the cost factor has been the limiting factor. 

Michael et al. (2011: 96) argues that regardless of these high costs associated with 

Internet and website maintenance, the retail sector has demonstrated its ability to adapt 

and adopt ICT as a way of building core competencies. 
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5.5.2: Factors affecting the adoption of e-marketing strategy – Sub question 2 

The major theme that emerged on question two (2) where participants were asked on 

what the government was doing to improve the adoption of e-markting was inadequate 

government assistance. While some participants cited that the government was 

supporting the adoption of e-marketing strategy by setting up the regulatory framework 

for the use of the Internet, most of them felt that there was insuficient government 

assistance. The participants stated that the government was putting in place the relevant 

infrastructure such as optic fibre in different towns to allow Internet accessibility. 

However, the participants indicated that the assistabce was not sufficient to boast the 

growth of e-marketing strategy amongst retailers  

This theme concur with previous findings that government plays a crucial role in creating 

a sustainable environment for both the private and public sector to adopt ICT related 

services (Yigitcanlar, et al., 2010:101). The government should open up barriers to 

technology adoption through the reduction of financial commitments and hence coming 

up with an idea ICT usage framework (Kamel, 2010:45). Zulu and Bwalya (2012)  concur 

with Kamel (2010:45) who noteed that retailers in developing countries face impediments 

in adopting and implementing ICT systems due to lack of government commitment to 

research and development. A study by Kim et al. (2012) concluded that the government 

should provide a regulatory framework and supervision to support the diffusion of e-

marketing strategy. 

5.5.3: Factors affecting the adoption of e-marketing strategy – Sub question 3 

The major theme that emerged from question three (3) regarding management 

perspective towards the adoption and implementation of e-marketing strategy was that 

of negative management perception. The participants indicated that although the 

management was using ICT related services, their perception towards the adoption of e-

marketing strategy was on the negative side. 

Available literature indicates that the stronger the management perspective towards the 

adoption of technology the higher the levels of diffusion (Isdoro & Juan, 2015). This is the 



 

 

 

 

124 

key characteristic and competency of management which is critical in the desire and 

capabilities of firms to adopt the technology (Isdoro & Juan, 2015). The negative 

management perspective to adopt and implement technology-related services can 

frustrate the expectation of customers due to lack of online value proposition (Pantano, 

2015). It remains pertinent to note that management’s desire to adopt technology allows 

market prediction and anticipation of key success within the operating environment 

(Isdoro & Juan, 2015). Retail management and owners are usually innovation pioneers. 

Therefore, their level of education is also sentimental in technology diffusion amongst 

retailers (Pantano, 2016). 

5.5.4: Factors affecting the adoption of e-marketing strategy – Sub question 4 

The theme that emerged from research question 4 was that of lack of employee 

participation. The retailers indicated that the participation of employees in the use of the 

Internet would greatly improve the adoption of e-marketing strategy. However its 

availability was limited.  

These results concur with a previous study by Chuang et al. (2009) who reveals that small 

retailers have the capacity to allow employee participation in the adoption of e-marketing 

strategy. This is due to the fact that management has the capacity to make a quick 

decision regarding the evolving ICT trends. Chuang et al. (2009) and Awa et al. (2011) 

concur that participation of workers amongst small and large retailers can be broadly 

affected by both internal or external to the organisation environment.  

Al -Somali et al. (2011) contend that although restaurants and foodservice retailers are 

small in size and capacity, their employee participation may be high due to the size and 

scope of their work. The limitation of innovation capacity by most retailers has proved 

that employee participation is crucial in technology diffusion (Pantano, 2016). 

5.5.5: Factors affecting the adoption of e-marketing strategy – Sub question 5 

The first major theme that emerged on research question 5 is the lack of  ICT on-job 

training. The participants indicated that although on-job training was being given to the 

employees, it was not sufficient to equip them for the online engagements. The 



 

 

 

 

125 

employees stated that advanced ICT and Internet training was needed so that retailers 

fully understandd the use and benefit of e-marketing strategy.  

Another theme that emerged concerns the lack of ICT skills amongst the employees. 

Participants indicated that the e-marketing strategy requires employees with advanced 

ICT skills to enhance customer interface and increase the online value proposition. The 

results concur with arguments presented by Nicolet at al. (2000) who argued that training 

of employees improves the quality of workforce states in the evolving ICT landscape. It is, 

therefore, prudent to note that retailers need to have on the job and off job training 

programs to enjoy the benefit of e-marketing strategy (Vaissone, 2012; Pantano, 2016).  

Employee ICT skills and online interaction plays an important role in enhancing the online 

customer experience (Vaissone, 2012; Pantano, 2016). The lack thereof of basic of ICT 

amongst employees impede the diffusion of e-marketing strategy (Pantano, 2015; OECD, 

2014). The changing customer needs and the increase in competition among retailer 

requires retailers to continuously train its employees to remain competitive. 

5.5.6: Factors affecting the adoption of e-marketing strategy – Sub question 6  

The major theme that emerged was that of lack of organisational support. The 

participants indicated that support being given by the retailers was not sufficient given 

the rate at which ICT services are diffusing in the retail sector.  The participants further 

stated that the positive commitment of retailers would increase e-marketing strategy 

growth. 

The theme resonate with previous studies such as Awa  et al. (2011) who found out that 

organisational support to adopt ICT services depends on the size of retailers.  Chuang et 

al. (2009)  states that the small retailers are also able to exploit opportunities and adopt 

more easily due to their flexibility and quick decision marketing process. Chuang et al. 

(2009) and Awa et al. (2011) concur that the adoption of ICT by small and large retailers 

can be broadly internal or external to the organisation environment. Al-Somali et al. 

(2011) also note that although restaurants and foodservice retailers are small in size and 

capacity they are in a position to adopt to ICT faster due to the nature of their product, 
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not company size. The limitation of innovation capacity by most small retailers has proved 

that small retailers adopt innovation that was proved and tested in different countries 

and sectors (Pantano, 2016). 

5.6 Conclusion  

This chapter presented qualitative research findings for the study. The results were 

presented as themes at the end of each objective. These themes emerged from different 

types of coding described in the methodology chapter. E-marketing strategy in Zimbabwe 

is marked using social media, use of e-mail marketing, use of online promotion (websites 

promotion), increased market coverage, customer satisfaction, cuts traditional 

advertising cost, lack of ICT trained personnel, lack of legal framework, poor road 

infrastructure, and international collaboration. Specific factors affecting the low adoption 

of electronic marketing include unavailability of ICT and Internet services, cost factor, 

insufficient government assistance, negative management perception, lack of employee 

participation, lack  of  ICT on-job training, lack of ICT skills and organisational reluctance. 

The next chapter presents quantitative results on customer perceptions towards the 

adoption and implementation of e-marketing strategy. 
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CHAPTER SIX 

QUANTITATIVE DATA ANALYSIS AND PRESENTATTION 

6.0 INTRODUCTION 

This chapter presents the quantitative results of the study. The chapter addresses the 

third research objective which aimed at establishing customer perceptions regarding the 

use of e-marketing strategy by retail customers. Results were gathered from 300 

respondents who were drawn from ten different provinces throughout the country. 

Quantitative data analysis was done using Stata. The chapter begins with a section on the 

demographic profile of respondents and moves on to present the frequency tables, 

reliability analysis, exploratory factor analysis, and confirmatory factor analysis. Next is 

the Chi-square test and logistic and probit regression analysis.  

6.1 Demographic Profile Frequency 

This section presents the respondents’ demographic characteristics which include 

customer province of residence, gender, level of education and computer literacy level. 

Table 6.1 shows that 69.3% of the respondents were male and 30.7% were female. These 

demographics suggest that gender is important in ascertaining customers’ perception 

towards the use of e-marketing strategy by retail customers. An empirical study done by 

Awan and Ho (2018) indicates that female and male customers use the ICT platform 

differently. Their study found that female customers show concern about the perceived 

risk when purchasing online. The findings also concur with the finding by Zhang et al. 

(2012) which found that female customers have a more negative perception regarding 

online shopping than their male customers. This owes to the fact that female customers 

have concerns regarding the delivery period once products are purchased online.  

The study also discovered that female customers are more concerned than males when 

it comes to the possible loss of privacy, both on the Internet and non-Internet context 
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(Awan & Ho, 2018). This implies that gender difference plays a crucial role in the 

perception on the use of e-marketing strategy by retail customers. 

Table 6. 1: Demographic profile 

Variable Category 
(Provinces) 

Surveys 
distributed 

Surveys  
returned 

Percentage 

     
Province of 
residence 

Harare 63 41 16.6 

 Bulawayo 19 15 5.0 
 Mash West 44 30 11.5 
 Mash Central 34 30 8.8 
 Mash East 40 30 10.3 
 Manicaland 52 40 13.4 
 Masvingo 44 35 11.5 
 Midlands 48 36 12.4 
 Mat North 22 18 5.7 
 Mat South 20 16 5.2 

TOTAL  386 300 100.0 

     
Gender Male  208 69.3 
 Female  92 30.7 

Total   300 100 

     
Level of 
education 

Ordinary level  29 9.7 

 Advanced level  18 6.0 
 College diploma  33 11.0 

Undergraduate 
degree 

 120 40.0 

Post-graduate  98 32.7 
Other  2 0.5 

Total   300 99.9 

     
Computer 
literacy 

Beginner 19  6.3 

 Intermediate 133  44.3 
 Advanced 148  49.3 

Total  300  99.9 
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The highest number of respondents resided in Harare (16.6%) and Manicaland (13.4%) 

respectively. The other respondents were from Bulawayo (5%), Mashonaland West (11.5), 

Mashonaland Central (8.8%), Mashonaland East (10.3%), Masvingo (11.4%), Midlands 

(12.4%), Matabeleland North (5.7%) and Matabeleland South (5.2%). The understanding 

of customer perception based on their area of residence is important during e-marketing 

strategy and adoption of strategies. 

Regarding the level of education, the findings suggest that most respondents had 

undergraduate (40%) and post-graduate degrees (32.7%). The remaining 9.7% were 

ordinary level graduates. Six percent (6%) were advanced level graduates. These results 

come as no surprise given Zimbabwe’s literacy rate of 98%. Each province in Zimbabwe 

has at least one university (Zimbabwe National Statistic Agency, 2012). These findings 

concur with a study done by Mityko and Teu (2012) on understanding the correlation 

between education and online shopping. The study concluded that education plays a 

crucial role in influencing online shopping. However, the study also found that the 

influence of education is not significant when it comes to purchasing certain products. 

In terms of the level of computer literacy, it was found that almost half of the respondents 

(49.3%) were computer literate. A total of 44.3% of the respondents were at an 

intermediate level of computer literacy while only (6.3%) were at the entrance literacy 

level. These findings correlate with a study by Kumar et al. (2015), which revealed that 

the higher the computer literacy the higher the attitude towards technology adoption. 

This study revealed that computer literacy is directly linked to knowledge and the ability 

to use a computer hence the ability to understand e-marketing strategy platforms. 

6.1.1 Customers’ perceptions frequency 

This section provides an overview of the raw data based on individual questionnaire 

responses. The frequency also provides an overview of the response patterns measured 

by the Likert scale. The frequencies are divided into two categories for easy interpretation 

namely:  
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 (B1-B12) frequency (Table 6.2); and 

 (B13- B31) frequency (Table 6.3). 

Table 6.2 on B1-B12 frequency shows that 22% (highest frequency) of the respondents 

strongly disagreed that customers use e-marketing strategy platforms to purchase 

products online. The frequency table indicates that 3.3 % (lowest frequency) of the 

respondents strongly disagreed that retailers’ websites allow online interactive product 

recommendations. The average percentage frequency on the strongly disagree stands at 

8.2%.  

The frequency table also indicates that 40.7% (highest frequency) of the respondents 

disagreed that they use e-marketing strategy in interacting with retailers. Relatedly, 6.7% 

(lowest frequency) of the respondents, indicated that the lack of sufficient Internet 

infrastructure was affecting the adoption of e-marketing strategy. The average 

percentage responses of 17.89% indicate that the respondents disagreed with the 

questions. 

The study shows that 28.3% (highest frequency) of the respondents were undecided 

when it comes to whether the lack of a website affects customer interactive, product 

recommendation. A total of 9.0% (lowest frequency) of the respondents were undecided 

about whether high Internet data cost and lack of online engagement affected the 

adoption of e-marketing strategy.  

Table 6. 2: B1-B12 Frequency 

Variable Response (Likert Scale) 

 
Strongly 
disagree Disagree Undecided Agree 

Strongly 
agree 

Online 
engagement 

9.3 19.0 9.0 42.7 20.0 

High Internet 
data cost. 

5.0 19.7 9.0 40.0 26.3 

Use of online 
platform 

22.0 40.7 12.0 16.7 8.7 



 

 

 

 

131 

Online risk 7.7 20.0 20.7 37.0 14.7 

Online fraud 10.0 12.3 17.7 44.0 16.0 

Lack of retailer 
websites 

3.0 16.7 18.0 41.3 21.0 

Online 
infrastructure 

6.0 12.3 10.7 45.7 25.3 

Appreciate 
online shopping 

11.3 26.0 20.7 30.7 11.3 

Online decision 
making 

6.0 9.7 17.3 38.3 28.7 

Engage online 
shopping 

6.0 19.3 22.7 38.0 14.0 

Online product 
recommendation 

3.3 12.3 28.3 42.7 13.3 

Infrastructure 
development 

6.7 6.7 11.7 47.3 27.7 

Average 
percentage 
responses 

8.2 17.89 16.48 38.7 18.91 

 
A total of 45.7% (highest frequency) of the respondents agreed that a lack of online 

infrastructure was affecting the adoption of e-marketing strategy while the lowest 

frequency 16.7% of the respondents agreed that they use an e-marketing strategy 

platform to communicate with different retailers. The average percentage of responses 

was 38.7%. The study also shows that 28.7% (highest frequency) of the respondents 

strongly agreed that the adoption of e-marketing strategy would increase customer 

online decision making while 8.7% (lowest frequency) strongly agreed that the use of 

online platforms by retailers would improve the adoption of e-marketing strategy. An 

average total of 18.91% of the respondents agreed to the different responses.  

I now turn to the B13-B31 frequency. As shown on Table 6.3, a total of 20.7% (highest 

frequency) of the respondents strongly disagreed that retailers use e-marketing strategy. 

The lowest frequency (2.3%) strongly disagreed that the lack of online platforms was 

affecting the adoption of e-marketing strategy. On average, 7.9% of the respondents 

strongly disagreed with the questions. The study also shows that 25.1% (highest 

frequency) of the respondents disagreed that the use of e-marketing strategy enhances 
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the online shopping experience. A total of 2.3% (lowest frequency) of the respondents 

disagreed that the lack of computer skills was affecting the adoption of e-marketing 

strategy. On average, 12% of the respondents disagreed with the questions. 

The highest frequency 30.7% of the respondents were undecided regarding the fact that 

retail customers were frequently purchasing their products online while 9.3% (lowest 

frequency) of the respondents were undecided on the fact that lack of computer skills 

was affecting the adoption of e-marketing strategy. On average, 18.92% of the 

respondents were undecided over the questions. 

A total of 4.7% (highest frequency) of the respondents agreed that the adoption of e-

marketing strategy improves customer online decision making. The lowest frequency of 

19.4% indicated that the availability of e-marketing strategy enhances online shopping. 

On average, 38.28 % of the respondents agreed to the questions. 

Table 6. 3: B13 – B31 frequency 

Variable Response 

 
Strongly 
disagree Disagree Undecided Agree 

Strongly 
agree 

Repeat purchases 12.1 13.4 18.8 44.0 11.7 

Customer loyalty 3.3 11.7 19.7 46.7 18.7 

Online exploitation 12.3 19.3 29.0 29.7 9.7 

Frequent  
online shopping 

13.0 22.7 30.7 24.0 9.7 

Online insecurity 5.3 14.7 13.3 39.0 27.7 

Online trust 5.7 3.0 23.7 45.3 22.3 

Online  
customer 
relationship 

8.3 12.3 17.3 41.3 20.7 

Online  
shopping 
regulation 

2.3 5.3 14.3 44.3 33.7 

Online  
decision-making 

8.7 6.0 19.0 47.0 19.3 
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In store interaction 6.3 14.7 20.3 42.0 16.7 

Computer skills 4.3 2.3 9.3 34.3 49.7 

Online competitive 
advantage 

3.0 5.0 10.3 41.3 40.3 

Online difficulty 5.0 12.4 11.7 45.5 25.4 

Website 
interactivity 

3.3 4.7 11.7 40.1 40.1 

Product 
comparability 

17.4 21.1 22.1 24.4 15.1 

Societal culture 4.0 10.4 16.1 42.5 27.1 

Online  
shopping platforms 

20.7 25.1 28.1 19.4 6.7 

Average 
percentage 
responses 

7.9 12 18.92 38.28 23.21 

 

The highest frequency of 49.7 % of the respondents strongly agreed that computer skills 

were essential in improving the adoption of e-marketing strategy. In addition, the lowest 

frequency of 6.7 % of the respondents strongly agreed that online platforms were 

important in improving e-marketing strategy. On average, 23.21% of the respondents 

strongly agreed to the questions.  

6.2 Reliability Test 

To conduct the reliability test, corrected-item-total item correlations were used to 

remove unreliable variables before descriptive and inferential analysis. This reliability test 

was used to test the appropriateness of the tools used, the accuracy of the analysis of 

results and the generalisation of the findings (Saunders, et al., 2016:202). Reliability test 

refers to the replication and consistency (Saunders, et al., 2016:202) or stability of 

measure (Ghauri & Gronhaug, 2010:79). This enables researchers to replicate the same 

research design and achieve the same findings (Saunders, et al., 2016:202). It also 

measured the appropriateness of the tools used, accuracy of the analysis of results and 

the generalisation of the findings (Saunders, et al., 2016:202; Piaw, 2013:137). The 
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questionnaires were thus tested for appropriateness and accuracy and the results shown 

in Table 6.4 were obtained.  

Table 6.4 shows unreliable variables. These variables were excluded from the analysis 

since their corrected-item-total item correlations were less than the cut-off point of 0.3. 

Alfred et al. (2018), explain that such items are not consistent with the other items in the 

instrument. The Cronbach’s alpha reliability method for the reliability test was done on 

the remaining 17 variables. Cronbach's alpha results are as presented in Table 6.5. 

According to Piaw (2013:147), “In determining the reliability of an instrument based on 

the Cronbach’s Alpha reliability method. The alpha value of 0.65 to 0.95 is satisfactory 

because a low alpha coefficient (alpha ≤ .65) shows that the ability of the items in the 

research instrument to measure the concept (or the variable) is low.” Basing on the above 

assertion, and the reported Cronbach’s Alpha of 0.825, the instrument was considered as 

reliable. 

Table 6. 4: Unreliable variables 

Unreliable 
variables 

Scale mean 
if item 
deleted 

Scale variance 
if item 
deleted 

Corrected 
item-total 
correlation 

Cronbach's 
alpha if 
item 
deleted 

Online engagement 101.62 158.285 0.075 0.789 
High Internet data cost 101.42 154.637 0.207 0.782 
Use of online platforms 102.57 158.962 0.057 0.79 
Lack of retailer websites 101.46 154.357 0.249 0.78 
Online infrastructure 101.35 153.762 0.251 0.78 
Appreciate online shopping 102.02 152.875 0.264 0.78 
Online exploitation 102.03 157.27 0.124 0.786 
Frequent online shopping 102.11 156.998 0.133 0.786 

In store interaction 101.6 153.424 0.273 0.779 
Product compatibility 102.09 156.472 0.122 0.787 
Societal culture 101.29 154.475 0.247 0.78 
Online shopping platforms 102.39 155.571 0.178 0.784 
Online transactions 101.78 159.266 0.03 0.793 
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Table 6. 5: Reliability test 

Reliability statistics 

Cronbach's alpha Number of items 

.825 17 

 
Table 6.4 shows that the remaining items exhibit acceptable consistency, hence good 

reliability since the Cronbach’s Alpha is greater than the recommended benchmark of 

0.65 (Alfred, et al., 2018).  

The following are the corrected items statistics above 0.3 (reliable variables). 

Table 6. 6: Reliable variables 

Item-total statistics 

Reliable variables 

 

 

Scale mean if 
item deleted 

Scale 
variance if 
item 
deleted 

Corrected 
item-total 
correlation 

Cronbach's 
alpha if item 
deleted 

Online risks 59.59 82.885 .324 .822 
Online fraud 59.49 80.534 .428 .816 
Online decision making 59.17 80.242 .461 .814 
Engage online shopping 59.57 82.895 .337 .821 
online product 
recommendation 

59.41 83.243 .381 .818 

Infrastructure 
development 

59.09 81.076 .436 .815 

Repeat purchases 59.62 81.960 .352 .821 
Customer’s loyalty 59.26 84.037 .320 .822 
Online insecurity 59.22 81.624 .379 .819 
Online trust 59.15 81.034 .492 .812 
Online customer 
relationship 

59.38 79.216 .491 .812 

Online shopping regulation 58.90 81.641 .493 .813 
Online decision making 59.29 80.958 .435 .815 
Computer skills 58.69 81.141 .486 .813 
Competitive advantage 58.80 80.128 .565 .809 
Online difficulty 59.16 83.014 .336 .821 
Websites interactivity 58.82 80.830 .511 .811 
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Table 6.6 shows that none of the items’ corrected-item-total is less than 0.3, hence all the 

items are retained in the analysis. These reliable variables explain customer perceptions 

of the adoption of e-marketing strategy.  

6.3 Preliminary Exploratory Factor Analysis (EFA) 

This section reflects on the preliminary exploratory factor analysis which involved the 

identification of core factors to explain customers’ perception towards the adoption of e-

marketing strategy. Factor analysis was used to achieve the following:  

a) To establish Keiser-Meyer-Olkin (KMO) test for sampling adequacy. 

b) To establish Barlett’s test for sphericity.  

c) To do factor extraction. 

d) To do Confirmatory factor analysis. 

e) To indicate the Chi-square test of association between demographics and identified 

factors. 

The research used factor analysis to obtain a clear insight into the variables that represent 

customer perceptions towards the adoption of e-marketing strategy. According to 

Rietveld & Van Hout (1993:254), exploratory factor analysis reduces “the dimensionality 

of the original space and to give an interpretation to the new space, spanned by a reduced 

number of new dimensions which are supposed to underlie the old ones.” As Habing 

(2003:2) puts it, “exploratory factor analysis explains the variance in the observed 

variables in terms of underlying latent factors.” To carry out factor analysis, the research 

calculated sample adequacy using the Keiser-Meyer-Olkin (KMO) test for sampling 

adequacy and Barlett’s test for sphericity. 

6.3.1 Sample adequacy and sphericity testing 

Sample adequacy was used to assess the correlation between variables (Field, 2000: 684). 

This research used the Kaiser-Meyer-Olkin (KMO) to measure the sampling adequacy 

which ranges between 0 and 1 (Field, 2000: 684). Barlett’s test of sphericity was utilised 
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to check the redundancy between variables and determine how it can be summarised 

with some factors. Barlett’s sphericity test states that the identity matrix should have a p-

value (sig) ≤0.05 (Field 2000). The two tests instill confidence that the data is suitable to 

conduct factor analysis (Field, 2000). Table 6.7 shows Barlett’s test sphericity and KMO 

test for sample adequacy. 

Table 6. 7: KMO and Bartlett’s test 

KMO and Bartlett's test 

Kaiser-Meyer-Olkin measure of sampling adequacy. .791 

Bartlett's test of sphericity Approx. chi-square 1326.925 

Df 136 

Sig. .000 

  
The results show that the sample is adequate for factor analysis to be conducted since 

the KMO is greater than the benchmark of 0.65 as recommended by Yang et al. (2016). 

Furthermore, Bartlett’s test is significant at 5% (p-value <0.05) indicating that the 

correlation matrix is factorable (Yang, et al., 2016). The extracted commonalities are 

shown below. 

Table 6. 8: Extracted communalities 

Communalities Extraction 

Online risks .710 

Online fraud .759 

Online decision-making .449 

Engage in online shopping .528 

Infrastructure product accommodation .420 

Infrastructure development .513 

Repeat purchases .482 

Customer’s loyalty .534 
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Online insecurity .377 

Online trust .652 

Online customer relationship .631 

Online shopping regulation .473 

Online decision-making .467 

Computer skills .547 

Competitive advantage .577 

Online difficulty .422 

Websites interactivity .471 

 
All the commonalities in Table 6.8  are greater than the recommended benchmark of 0.3 

(Cassar & Bezzina, 2015), which indicate that convergent validity is ensured and none of 

the items should be excluded from the analysis. These results imply that these variables 

represent customer perceptions on the adoption of e-marketing strategy. Table 6.9 

presents factor extraction. 

Table 6. 9: Extracted factors 

Total variance explained 

Component Initial Eigen values 

Total % of Variance Cumulative % 

1 4.636 27.273 27.273 

2 1.571 9.239 36.512 

3 1.504 8.850 45.362 

4 1.302 7.661 53.023 

 
Based on Kaiser’s rule of Eigen values greater than one (Allen, 2017), Table 6.9 shows that 

four factors should be extracted. These factors reveal that about 53% of the total variance 

is greater than the recommended benchmark of 50% for a sufficient explanation of the 

variance (Yang, et al., 2016). The study grouped the factors together and the results are 

presented in Table 6.10.  
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Table 6. 10: Identified factors grouping 

Identified factor grouping Factors 

 1 2 3 4 

Online insecurity 0.406    

Online shopping regulation 0.606    

Online decision making 0.608    

Computer skills 0.691    

Competitive advantage 0.541    

Online difficulty 0.628    

Websites interactivity 0.583    

Online decision making  0.575   

Engage in online shopping  0.687   

Online product accommodation  0.573   

 Infrastructure development  0.659   

Customer’s loyalty   0.727  

Online trust   0.764  

Online customer relationship   0.723  

Online risks    0.819 

Online fraud    0.814 

Repeat purchases    0.597 

 
The factor matrix shows a good factor solution since each factor has at least three 

significant (with absolute loadings of at least 0.3) items as recommended by Libby and 

Thorne (2017). To confirm the construct validity, the study conducted a confirmatory 

factor analysis (CFA) and the results are presented in Table 6.11. 

Table 6. 11: Confirmatory factor analysis 

Fit indices Value 

Comparative Fit Index (CFI) 0.837 
Tucker-Lewis Index (TLI) 0.804 
Root mean square error of approximation (RMSEA) 0.076 
Standardised root mean squared residual (SRMR) 0.060 
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Table 6.11 shows that the CFI is less than the benchmark of 0.9 which implies that the 

model does not fit the data well (Abdullah, et al., 2016). However, the TLI is approximately 

0.8 and RSEA is less than 0.1 which indicates a credible fit according to (Jayasinghe, et al., 

2015). In addition, the SRMR is less than 0.1 which also indicates a credible fit according 

to Barolli et al., (2017). Since three out of four of the fit indices considered in this study 

indicate that the model fits the data well, the study concludes that the model is generally 

good. The study carried out factor loading (Table 6.120 to name the factor for further 

interpretation and analysis.  

Table 6. 12: Factor loading 

Factors Estimate Std. Err z-value P(>|z|) 

Factor 1     

Online insecurity 0.472 0.072 6.516 0.000 

Online shopping regulation 0.59 0.055 10.743 0.000 

Online decision-making 0.629 0.066 9.503 0.000 

Computer skills 0.661 0.058 11.374 0.000 

Competitive advantage 0.687 0.056 12.333 0.000 

Online difficulty 0.472 0.069 6.872 0.000 

Websites interactivity 0.565 0.06 9.464 0.000 

Factor 2     

Online decision-making 0.714 0.072 9.858 0.000 

Engage online shopping 0.533 0.073 7.275 0.000 

Product accommodation 0.515 0.063 8.151 0.000 

Infrastructure development 0.632 0.071 8.92 0.000 

Factor 2     

Customer’s loyalty 0.477 0.063 7.561 0.000 

Online trust 0.778 0.061 12.687 0.000 

Online customer relationship 0.892 0.072 12.438 0.000 

Factor 3     

B4 Online risks 0.778 0.079 9.834 0.000 

B5 Online fraud 0.938 0.087 10.811 0.000 

B13 Repeat purchases 0.537 0.081 6.61 0.000 

 

As shown on Table 6.12, all the items are loading significantly to their respective 

constructs (p- values<0.05). As such, the factor model extracted from EFA is valid and may 
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be used for further analysis. The study carried out the descriptive factor analysis, chi-

square test and probit and logit analysis to further understand the customer perception 

towards the adoption of e-marketing strategy. Given the fact that the factors were 

confirmed of validity, the four factors were named as: 

 Factor 1: Online competitive advantage. 

 Factor 2: Infrastructure development. 

 Factor 3: Online customer relationship. 

 Factor 4: Online risks. 

Further inferential statistical analysis were conducted. These statistics are important in 

improving the understanding of customer perceptions towards the adoption of e-

marketing strategy. 

6.4 Inferential Statistics 

The inferential statistics include descriptive statistics of customer background 

information, chi-square test, and the probit and logit regression analysis on customer 

perceptions towards the adoption of e-marketing strategy. The next section presents 

descriptive statistics of the customer background information (Questionnaire – Section 

A). 

6.4.1 Descriptive statistics: Customers’ Background Information 

Table 6. 13: Customer characteristics 

Descriptive statistics: 

Dependent variable and customer background characteristics 
Variables Mean SD  Mean SD 
      

Panel A 
Dependent Variable: 
Use of e-marketing 
strategy for online 
shopping 

 
 
0.28 

 
 
0.45 

 
 

 
 

 
 

 
Panel B 
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Provinces 
Harare 

 
0.36 

 
0.48 

   
  Manicaland 

 
0.36 

 
0.48 

Bulawayo 0.05 0.22   Masvingo 0.05 0.23 
Mashonaland West  0.04 0.20   Midlands 0.04 0.20 
Mashonaland Central 0.02 0.13   Matabeleland 

North 
0.05 0.21 

Mashonaland East 0.03 0.16   Matabeleland 
South 

0.01 0.08 

      

 
Panel C 

     

Males 
Education 

0.69 0.46  
Computer Literacy 

  

Ordinary level 0.10 0.30   Beginner 0.06 0.25 
Advanced level 0.06 0.24   Intermediate 0.45 0.50 
Diploma 0.11 0.31   Advanced 0.49 0.50 
Postgraduate 0.40 0.49      
Other 0.33 0.47    

 
The descriptive statistics, mean (average) and standard deviation describe the categorical 

data. The mean is interpreted as average/percentage since data is categorical.  

6.4.1.1 Use of e-marketing: dependent variable 

Table 6.13 (Panel A), presents the descriptive statistics of the dependent variable (use of 

e-marketing strategy). The results show a mean of 0.28 (28%) of the respondents who 

have ever tried to use e-marketing strategy. These results reflect that there is low 

adoption of e-marketing strategy. These findings are not surprising given the fact that 

literature findings indicate that FMCG retailers continue to use traditional shopping 

despite the presence of ICT and Internet services. These findings are also consistent with 

a study done by African Economic Development Institute (2009:1) which found that the 

adoption of e-marketing strategy is being hindered by marketing inefficiencies in most 

developing countries. Relatedly, Dzoma (2016:2) maintain that customers in Zimbabwe 

still prefer to do their purchases in traditional stores (taking products from shops, 

verifying quality, price, size, and negotiating prices), hence the negative perception of the 

use of e-marketing strategy. The results also confirm findings by Chawafambira (2015:1) 

as well as Dzoma (2016:1). 
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6.4.1.2 Customers’ province of residence 

Table 6.13 Panel B presented the descriptive statistics for the customers’ province of 

residence. The results indicate that both Harare and Manicaland provinces had the 

highest mean (average) of 0.36 (36%). Matabeleland had the lowest mean of 0.01 (1%). 

These findings are also of interest in understanding the customer perception towards the 

adoption of e-marketing strategy. The highest mean as observed in the two provinces and 

the lowest mean in Matabeleland translate to the demographic differences in these 

provinces as indicated by Zimbabwe National Statistic Agency (2012:3). These findings 

also confirm the variation in the shop and customers’ density in these provinces (Dzoma, 

2016:1). 

6.4.1.3 Customers’ level of education 

Table 6.13 Panel C presents descriptive statistics on customers’ level of education. The 

statistics reflect the highest mean (average) of 0.40 (40%) followed by 0.11 (11%) of the 

customers who had a diploma and postgraduate level of education. These results imply 

that the majority of the respondents were educated, hence they had an appreciation of 

the use of e-marketing strategy. The results confirm conclusions by Sorana and Mityko 

(2012) that the education level plays a crucial role in understanding customers’ 

perceptions regarding the adoption of e-marketing strategy. The data reveals a broader 

insight into the online usage, and reflects on the proposed e-marketing strategy 

framework. 

6.4.1.4 Customer computer literacy 

Table 6.13 Panel C provides information on the retail customers’ level of computer 

literacy. The study found that a mean of 0.45 (45%) and 0.49 (49%) scored by the 

respondents reveals that respondents had advanced and intermediate computer literacy 

levels respectively. These results imply that the high computer literacy level of the 

majority of the respondents has a positive impact on understanding e-marketing. The 

results agree with the view that the customer literacy level moderates the perception 

towards customer e-commerce adoption (Liao & Cheung, 2000). Liao and Cheung add that 
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computer literate customers have a positive perception about online shopping and they 

tend to be more attracted by great opportunities of e-marketplaces. The next section 

presents descriptive statistics on customers’ perceptions of adopting e-marketing 

strategy. 

6.4.2 Customer Perspective – Descriptive Statistics 

Table 6.14 Panel D below presents the descriptive statistics on the customer perspectives 

towards e-marketing strategy (Questionnaire – Section B). 

Table 6. 14: Customer perceptions on e-marketing strategy 

Panel D      
Customer Perceptions      

Breach of privacy: 
Strongly Disagree 

 
0.14 

 
0.27 

Online Fraud: 
  Strongly Disagree 

 
0.10 

 
0.30 

      
Disagree 0.21 0.40   Disagree 0.12 0.33 
      
Undecided 0.37 0.41   Undecided 0.18 0.38 
      
Agree  0.14 0.48   Agree  0.44 0.50 
      
Strongly agree 0.14 0.35   Strongly agree 0.15 0.36 
      

      

Lack of infrastructure 
 
Strongly Disagree 

 
 
0.06 

 
 
0.24 

Online competitive 
 
  Strongly Disagree 

 
 
0.11 

 
 
0.32 

      
Disagree 0.12 0.33   Disagree 0.26 0.44 
      
Undecided 0.11 0.31   Undecided 0.21 0.41 
      
Agree  0.45 0.50   Agree  0.30 0.46 
      
  Strongly agree 0.26 0.44   Strongly agree 0.11 0.32 
      

Online Exploitation 
Strongly disagree 

 
0.12 

 
0.33 

High data cost 
  Strongly disagree 

 
0.05 

 
0.22 
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Disagree 0.20 0.40   Disagree 0.20 0.40 
      
Undecided 0.29 0.46   Undecided 0.09 0.29 
      
Agree  0.30 0.46   Agree  0.40 0.49 
      
Strongly agree 
 

0.09 0.29   Strongly agree 0.26 0.44 

      
Lack of regulation  
Strongly Disagree 

 
0.07 

 
0.23 

Online risk  
  Strongly disagree 

 
0.05 

 
0.23 

      
Disagree 0.14 0.36   Disagree 0.15 0.36 
      
Undecided 0.13 0.34   Undecided 0.13 0.34 
      
Agree  0.38 0.49   Agree  0.39 0.49 
      
Strongly agree 0.27 0.45   Strongly agree 0.28 0.45 
      

      
Observations 298     

 

6.4.2.1 Lack of online infrastructure 

Lack of online infrastructure was identified by the factor analysis as the major factor that 

determines customer perception regarding e-marketing strategy. The highest means 

(averages) of 0.45 (45%) followed by 0.26 (26%) (Agreed and Strongly Agreed on the Likert 

scale) were confirmed. This implies that the majority of the respondents perceived that 

lack of access to the Internet due to lack of supportive online infrastructure was affecting 

e-marketing strategy. The findings concur with Lawrence and Tar (2010) who found that 

retailers in majority of developing countries lack income required to access the Internet. 

The costs of Internet and computer connectivity surpasses their income. An average 

person in a developing country neither owns nor have access to a connected computer 

(Lawrance & Tar, 2010). 
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6.4.2.2 Online competitive advantage 

Online competitive advantage was chosen using factor analysis to further explore 

customer perception regarding the adoption of e-marketing strategy. The highest mean 

(average) of 0.45 (45%) followed by 0.26 (26%) (Agree and Strongly Agree on the Likert 

scale) could be observed on the factor that adoption of e-marketing strategy increases 

the retailer online competitive advantage. The findings suggest that the majority of the 

customers perceived that the adoption of e-marketing strategy would improve retailers’ 

online competitive edge. These findings also suggest that customers would prefer to 

purchase products online rather than using the traditional stores. Evidence from 

literature indicates that understanding of customer attitudes towards online shopping 

assists the retailers in improving their online value proposition (Rajesh & Purushothaman, 

2013). Consumers purchase products online, based on discounts, free home delivery and 

website friendliness (Rajesh & Purushothaman, 2013). 

6.4.2.3 Online risk 

The online risk was chosen using factor analysis to further explore customer perception 

regarding the adoption of e-marketing strategy. The study shows the highest mean 

(average) of 0.39 (39%) followed by 0.28(28%) (Agree and Strongly Agree on the Likert 

scale) on the question that customers are exposed to online risk when they use e-

marketing strategy. These findings imply that most of the customers perceived that the 

use of e-marketing strategy expose customers to online risk. This suggests that customers 

have a negative attitude towards the adoption of e-marketing strategy. These findings 

concur with Miyazaki (2001) that risk perception amongst customers regarding Internet 

privacy and security are the key issues to consider for both new and experienced online 

customers. The higher the perceived risk and security concerns the lower the attitude to 

purchase products online (Miyazaki, 2001). 

6.4.2.4 Online customer relationship 

Online customer relationship was identified by factor analysis regarding customer 

perception towards the adoption of e-marketing strategy. The findings on customer 
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perception that the adoption of e-marketing strategy by retailers would result in a breach 

of online privacy show some varied responses. The highest mean of 0.37 (37%) was 

recorded on the Likert scale. The Likert scales also indicates that Agree had a mean 

(average) of 0.14 (14%)), while “Strongly Disagree” and “Disagree” showed a mean 

(average) of 0.12 (12%) and 0.06 (6%) respectively. These findings imply that there are 

mixed perceptions among customers as indicated by the spread of perceptions along the 

Likert scale. The findings contradict similar studies by Khalifa and Shen (2005) which 

revealed that privacy breaches impose prominent effects on online customer 

relationships. Customers who are aware of privacy flaws trust retailers less and are not 

willing to form online relationships. Consequently, the findings suggest that retailers 

should build online customer relationships with customers in order to effectively adopt 

online shopping. 

6.4.2.5 Lack of online regulation 

The researcher intuitively chose lack of online regulations to explore the understanding 

of customer perception towards e-marketing strategy. The findings show the highest 

mean (average) of 0.28 (27%) followed by 0.38 (38%) – (Agree and Strongly Agree on the 

Likert scale) on the question that retail customers in Zimbabwe are affected by the lack 

of online regulation to e-marketing strategy. These findings suggest that customers fear 

that they may suffer some financial losses if they use e-marketing strategy to view or 

purchase products since there are no statutes to protect online transactions. These 

findings are in line with previous findings that developing countries lack the relevant ICT 

Policies to guide the provision and use of the Internet (Lawrence & Tar, 2010). The lack of 

clear policies and lack of implementation affect the customers’ perceptions regarding the 

use of e-marketing strategy (OECD, 2014). 

6.4.2.6 High data cost 

The study shows that the highest mean (average) of 0.39 (39%) followed by 0.28 (28%) – 

(Agree and Strongly Agree on the Likert scale) on the perception that customers’ online 

purchasing behaviour is affected by high data cost. These findings suggest that customers 
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cannot afford to purchase products online due to the financial implications involved if the 

shop is online. A study by OECD (2014) revealed that customers in developing countries 

are exposed to high Internet data costs, hence affecting the adoption of e-marketing 

strategy. The monthly Internet connections exceed customers’ earning. Internet access 

prices are a key determinant to the adoption and implementation of e-commerce 

(Lawrance & Tar, 2010). 

6.4.2.7 Online exploitation 

The researcher intuitively chose online exploitation to explore customer perception 

regarding the adoption of e-marketing strategy. The study indicates that the mean along 

the Likert scale is varied when the options of “Strongly Agree” to “Strongly Disagree” are 

taken into consideration. This implies that the respondents gave a varied responses 

regarding the perception that customers are exposed to online exploitation when they 

use e-marketing strategy. The findings rather show the highest mean of 0.30 (30%) being 

neutral followed by 0.29 (29%) who agreed (on the Likert scale). These findings differ from 

previous studies which found that unbeknown to customers, online retailers engage in 

nefarious activities behind the scenes manipulating and exploiting them. The retailers 

benefit through customer behavioural tracking and data recording of the customers 

online (Alreck & Settle, 2015). These findings suggest that the customer with an 

understanding of online exploitation perceives that using e-marketing strategy exposes 

them to potential harm and exploitation, hence they will not use retailers’ e-marketing 

strategy. 

6.4.2.8 Online fraud 

The researcher intuitively chose online fraud to explore customer perception regarding 

the adoption of e-marketing strategy. The highest mean (averages) of 0.44 (44%) followed 

by 0.15 (15%) (Agree and Strongly Agree) were confirmed on this variable. The findings 

imply that customers believe that the adoption of e-marketing strategy by the retailer 

would expose them to online fraud. These findings confirm the findings by Choi and Lee 

(2003) that customer perceptions about fraud are influenced by experience and perceived 
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shopping uncertainty. These findings suggest that retail customers have little or less 

intention to e-marketing strategy and they would rather use the traditional shops with 

fewer risks.  

The next section presents the chi-square testing for relationships on the identified factors 

and demographics. Table 6.15 presents chi-square testing for relationships between 

provinces and each factor identified by exploratory and confirmatory factor analysis. 

6.5 Chi-square Test on the Identified Factors and Demographics 

The chi square-test between the province and each factor is shown next in Table 6.15. 

The table shows that the likelihood chi-square tests are significant for all the factors (p-

values<0.05), indicating a significant association between each factor and the province. 

Table 6. 15: Likelihood chi-square test between the province and each factor 

Province vs Factors Chi-square tests Value Df Asymp. Sig. (2-sided) 

Online competitive 

advantage Likelihood Ratio 61.846 36 0.005 

Infrastructure 

development Likelihood Ratio 63.173 36 0.003 

Online customer 

relationship Likelihood Ratio 49.882 36 0.062 

Online risks Likelihood Ratio 52.751 36 0.035 

 
These findings are supported by Peleliene and Grigaliunaite (2017)’s empirical study in a 

Lithuania grocery shop which concluded that the use of e-marketing strategy differ 

between the rural and urban populace. The study indicates that customers in different 

provinces have limited access to Internet activities due to poor network connectivity and 

a lack of sufficient ICT infrastructure. The urban populace (Harare and Bulawayo) has 

stronger patronage and a positive attitude towards certain retailers due to a variety of 

shopping alternatives which exist in the urban areas. These findings also suggest that 
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customers in Harare and those in the rural areas such as Mashonaland rural areas have 

different online loyalty levels due to the limitation of income, access to Internet facilities 

and status levels. 

Empirical studies by Darda and Saxena (2015) also indicate that the perception between 

the urban and the rural populace, regarding online competitive advantage between the 

areas differs. The study reveals that the thinking, liking and purchasing patterns between 

the rural and the urban populace is different. The rural populace has a negative 

perception of online shopping due to the lack of information about online purchasing. 

They consider online products as expensive. These results also suggest that retailers 

should provide requisite information regarding the benefits of online shopping to the 

rural populace to change the perception. 

Singh and Chiliya (2017) indicate that the use of e-marketing strategy is not affected by 

location because the use of the Internet allows for the continuous interaction regardless 

of the geographical divide. Sign and Chiliya (2015) state that the proliferation of mobile 

devices helped in the improvement of online customer relationships and the retailers are 

in a position to maintain their relationship with its customers from different localities 

using e-marketing strategy.  

Another variable compared was gender. Table 6.16 presents a Chi-square test between 

gender and each factor. 

Table 6. 16: Likelihood ratio chi-square between gender and each factor 

Gender vs Factor Chi-square tests Value Df Asymp. Sig. (2-sided) 

Online competitive advantage Likelihood Ratio 3.358 4 0.5 

Infrastructure development Likelihood Ratio 0.821 4 0.936 

Online customer relationship Likelihood Ratio 0.821 4 0.936 

Online risks Likelihood Ratio 4.296 4 0.367 
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Table 6.16 indicates that the likelihood ratio indicates insignificant associations between 

each factor and gender (p-values>0.05). These results suggest that gender is not related 

to any of the identified factors which represent customer perceptions. The results differ 

from the empirical study done by Yi Liu et al. (2013) regarding the existence of gender 

differences or perceptions on e-marketing strategy use. The study showed significant 

gender differences between the uses of e-marketing strategy. The findings established 

that female as compared to male customers viewed online security and secure 

transaction as important to continue shopping online. The study also established that 

female customers have a higher level of online satisfaction and they are considerate to 

price models rather than male customers. The male respondents also scored higher 

regarding online brand consideration than female customers. The study further 

recommended that male customers consider website content, lead time and product 

guarantee rather than the female customers before they purchase products online. The 

study also suggested that retailers should offer comprehensive after-sales service and 

quality assurance to female customers rather than to male customers to increase repeat 

purchases, indicating loyalty. 

Ling and Yazdanifard (2014) indicate that female customers have hindered insecurity and 

think risk consequences before using e-marketing strategy. This implies that they consider 

purchase products in traditional retailers. Their male counterparts focus on saving time 

and focus on convenience. Accordingly, they are quick to purchase online while shunning 

traditional retailers. The study also concluded that due to the female perceived risk, they 

tend to search more about the product before purchasing while the male counterpart 

searches for the products and ignore the products’ information. This implies that female 

customers believe that traditional retailers should not use e-marketing strategy since they 

enjoy purchasing their products in traditional shops with little risk. The results suggest 

that retail customers perceive that gender and societal culture do not have any 

relationship when it comes to the use of e-marketing strategy. 
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The other variable to be tested is level of education. Table 6.17 presents a Chi-square test 

between the level of education and each factor. 

Table 6. 17: Likelihood ratio chi-square between the level of education and each factor 

Education vs Factors Chi-square tests Value Df Asymp. Sig. (2-sided) 

Online competitive advantage Likelihood Ratio 42.583 16 0.000 

Infrastructure development Likelihood Ratio 33.322 16 0.007 

Online customer relationship Likelihood Ratio 32.834 16 0.008 

Online risks Likelihood Ratio 34.473 16 0.005 

 
Table 6.17 shows that the likelihood ratio chi-square indicates significant associations 

between each factor and the highest education level (p-values<0.05). Doherty et al. 

(2010) revealed that the higher the level of education, the more the customers will view 

the use of e-marketing strategy as attractive. Customers with a low level of education 

would prefer to take their time and purchase products from traditional shops with less 

risk. Doherty and colleagues concluded that the more educated the customers, the more 

risk-averse they become when it comes to e-marketing strategy platforms. Doherty et al. 

found that 2.5 % of online customers with a low level of education who purchase their 

product online suffered financial losses due to online fraud.  

A study in Jordan regarding online shopping (Hussein & Ahmed, 2017) found that online 

shopping was low due to the lack of delivery transport and lack of retailers’ websites. 

Although the customers in Jordan were highly educated and informed on e-marketing 

strategy, a lack of websites hindered full adoption of e-marketing strategy.  

Computer literacy was also tested. The likelihood ratio chi-square indicates significant 

associations between each factor and Computer Literacy Level (p-values<0.05). These 

results confirm the findings by Kumar et al. (2015) that the millennial generation or 

Generation Y also known as the digital natives are highly computer-literate. This 

generation has patronage towards e-commerce activities. This argument is also in line 



 

 

 

 

153 

with an empirical study done in Singapore. The study done by Liao and Cheung (2000) 

examined the role of computer literacy and e-commerce. The study concluded that 

computer-literate customers have a positive view of online shopping and they are more 

attracted to the use of online platforms.  

Table 6. 18: Likelihood ratio chi-square between computer literacy and each factor 

  Chi-square tests Value 

Df 

 

Asymp. Sig. (2-

sided) 

Online competitive advantage Likelihood Ratio 7.915 8 0.442 

Infrastructure development 

Likelihood Ratio 

16.84

1 8 0.032 

Online customer relationship 

Likelihood Ratio 

13.77

3 8 0.088 

Online risks Likelihood Ratio 8.495 8 0.387 

 
The study carried out further analysis to increase the robustness and credibility of the 

results. Further analysis also increased the understanding of customer perception 

towards the adoption and implementation of e-marketing strategy. 

6.5 Probit and Logit Regression Interpretations 

The probit and logit regression estimation were done to improve the robustness and 

trustworthiness of the results. The researcher believed that further analysis of the data 

could improve the quality of the findings of the study. 
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6.5.1 Customer Perceptions on the Adoption and Implementation of E-marketing strategy 

The probit and logit estimation was done to the customer background information and 

the selected variables1.  

6.5.1.1 Influence of customer province of residence on customer perceptions 

The probit and logit results on the influence of customer province of residence to 

customer perceptions are presented in Table 6.19. 

Table 6. 19: Influence of customer province of residence on customer perceptions 

 Logit Probit 
Province:   

Bulawayo 0.589 0.297 
 (0.865) 

 
(0.509) 
 

Mashonaland West 0.0720 0.0866 
 (0.923) 

 
(0.496) 
 

Mashonaland Central 0.313 0.137 
 (1.271) 

 
(0.766) 
 

Mashonaland East 2.907** 1.511** 
 (1.181) 

 
(0.675) 
 

Manicaland -0.295 -0.139 
 (0.507) 

 
(0.286) 
 

Masvingo -0.377 -0.279 
 (0.984) 

 
(0.576) 
 

Midlands 2.501** 1.446*** 

                                                      

 

1 The probit and logit interpretation is based on the following notes. 
NB. Standard errors in parentheses. *** Significant at 1%, **Significant at 5%, and *Significant at 10%. The 
Dependent Variable is binary and equal to one if one has ever used e-marketing as a platform for online 
shopping. The province is categorical with Harare Province as the base category; Education is categorical 
with Ordinary Level as the base category, and Computer Literacy is categorical with Beginner as the base 
category. The customer perception of the use of e-marketing platforms for online shopping is categorical 
with strongly disagree as to the base.  
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 (0.973 (0.559) 
 

Matebeleland North 2.738*** 1.405*** 
 (0.952) 

 
(0.515) 

 

The probit and logit estimation on customers’ perception based on the province of the 

residence revealed that customers in Midlands, Mashonaland East and Matabeleland 

North are more likely to use e-marketing strategy platforms as indicated by a factor of 

0.907, 2.501 and 2.738 respectively. The coefficient is significant at 1% and 5% on both 

probit and logit estimations. The probit estimations also show that customers from 

Manicaland and Masvingo provinces are less likely to use e-marketing strategy platforms 

as compared to those in Harare by a factor of -0.139 and -0.137. These results imply that 

customer perception towards the adoption of e-marketing strategy is not significant in 

the other six provinces in Zimbabwe. This suggests that the identified significance in the 

two provinces may be because of customer background information which may have a 

bearing on their perceptions. 

Evidence from literature reveals that customers’ background information such as level of 

education (Sorana & Mityko, 2012), computer literacy (Liao & Cheung, 2000; Kumar, et 

al., 2015) may affect the customer perceptions in the other two provinces.  

The probit and logit statistical results from Midlands, Mashonaland East and 

Matabeleland North provinces confirm the Chi-square test results showed a significant 

association between customer province of residence and perception towards e-

marketing strategy. However, the results of the other six provinces contradict the Chi-

square results. This study suggests that the customer area of residence is important when 

establishing customer perception towards the adoption of e-marketing strategy. 
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6.5.1.2 Influence of gender on customer perceptions 

The probit and logit estimations on gender show that male customers are more likely to 

have a positive perception of the adoption of e-marketing strategy when compared to 

their female counterparts by a factor of 0.0377. Table 6.20 shows the Influence of gender 

on customer perceptions.  

Table 6. 20: Influence of gender on customer perceptions 

Gender   

Male 0.0537 0.0377 

 (0.441) 
 

(0.249) 
 

 
The coefficient is, however, not significant in both logic and probit estimations. These 

results disagree with findings by Negahdari (2014) which reveal that merchandise, 

security and company items gain more scores for men than women in online shopping. 

The study also observed that both genders seemed to have equivalent resources and 

equal access to online shopping. The study concluded that there are gender differences 

regarding their perception to do online shopping. The above observations concur with the 

findings of Yu Lie et al. (2013). 

These results confirm the Chi-square results that indicate an insignificant association 

between gender and customer perceptions towards the adoption of e-marketing 

strategy. The confirmation showed by these two separate results suggests that gender 

issues, although important, may not have a significant effect on customer perception 

towards the adoption of e-marketing strategy. 

6.5.1.3 Influence of customer level of education on customer perceptions 

The probit and logit estimations on customer perception based on level of education 

reveal that customers with an advanced level, embracing a diploma, undergraduate and 

postgraduate levels of education are less likely to have a positive perception regarding 
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the adoption of e-marketing strategy by a factor of -2.059, -2556, -1.393 and -1312 

respectively. The coefficient is significant at 1% for both probit and logic estimations. The 

empirical evidence by Sorana and Mityko (2012) reveals that the level of education plays 

a pivotal role in understanding the perceived benefits of online shopping in the retail 

sector. Table 6.21 presents the probit and logit results on the influence of customer level 

of education on customer perceptions. 

Table 6. 21: Influence of customer level of education on customer perceptions 

Education   

Advanced level -3.679*** -2.059*** 

 (1.272) 
 

(0.705) 
 

Diploma -4.451*** -2.556*** 
 (1.098) 

 
(0.610) 
 

Undergraduate -2.525*** -1.393*** 
 (0.819) 

 
(0.468) 
 

Post graduate -2.357*** -1.312*** 
 (0.817) 

 
(0.465) 
 

 
The customer understanding of online fraud (Choi & Lee, 2003), online risks (Miyazaki, 

2001) and online exploitation (Alreck & Settle, 2015) is dependent on the customers’ level 

of education. This suggests that since the descriptive statistics results show that, the 

majority of the customers possess a diploma and postgraduate level of education, and 

their understanding of the online purchases creates a negative perception regarding the 

use of e-marketing strategy rather than those with an ordinary level.  Empirical studies by 

Kim et al. (2013), Gong et al. (2013) and Jagonews24.com (2015) confirm the same 

findings. The same results are also confirmed by the Chi-square test. These results suggest 

that that customer with a high level of education or high literacy level may have a positive 

perception regarding the use of e-marketing strategy platforms for online shopping. The 

level of education in computer literacy is critical in the use of ICT related services offered 
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by retailers. These results are consistent with the findings of previous research (Mchugh, 

2014; Xu & Paulin, 2005; Hsieh, et al., 2013). 

6.5.1.4 Influence of computer literacy on customer perceptions 

The influence of computer literacy on customer perceptions is shown next in Table 6.22. 

Table 6. 22: Influence of computer literacy on customer perceptions 

Computer Literacy   

Intermediate 0.565 0.362 

 (0.950) (0.538) 

 

The probit and logit estimations on computer literacy indicate the customers with an 

advanced computer literacy level are more likely to use e-marketing strategy platforms. 

This is confirmed by a factor of 1.645 and a significance level of 1.645. The same results 

are also confirmed by the Chi-square results. The results are also confirmed by literature 

studies by Liao and Cheung (2000). The same results also suggest that customers who are 

in a position to use computers are more likely to use the e-marketing strategy platforms 

for online purchases. 

6.5.1.5 Influence of lack of online infrastructure on customer perceptions 

The influence of lack of online infrastructure on customer perceptions is shown next in 

Table 6.23. The probit and logit estimation results show that customers who “disagreed”, 

“agreed” and remained “neutral” are less likely to use e-marketing strategy than those 

who strongly disagreed by a factor of -0.828, -0.454 and -0.690, respectively. The 

coefficient is not significant in both probit and logit estimations.  
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Table 6. 23: Influence of lack of online infrastructure on customer perceptions 

Lack of infrastructure   

Disagree -1.510 -0.828 
 (0.965) (0.563) 
Undecided -0.733 -0.454 
 (1.016) (0.596) 
Agree -1.263 -0.690 
 (0.827) 

 
(0.483) 
 

Strongly agree 0.311 0.200 
 (0.815) 

 
(0.479) 

  
The customers who “Strongly Agreed” are more likely to use e-marketing strategy 

platforms by a factor of 0.200. The coefficient is also not significant. These findings 

contradict with finding by Lawrence and Tar (2010) that found that the lack of online 

infrastructure is a major hindrance to customer perceptions about online shopping. The 

cost of purchasing Internet hardware and software also play a major role in shaping 

customer perceptions of online shopping (OECD, 2014). Nabat et al. (2014) and Vaghla 

(2014), found that the availability of ICT infrastructure is essential in shaping customer 

perception and online value propositions. 

6.5.1.6 The influence of online risk on customer perceptions 

The influence of online risk on customer perceptions follows next. The logit and probit 

estimations show that customers who “Disagreed” and “Strongly Agreed” were more 

likely to perceive that the adoption of e-marketing strategy exposes customers to online 

risks than those who “Strongly Disagreed” by a factor of 0.297 and 0. 230. The coefficient 

is not significant. The “neutral” customers are less likely to perceive that the adoption of 

e-marketing strategy exposes customers to online risks than those that “Strongly 

Disagreed” by a factor of -0.658. 
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Table 6. 24: Influence of online risk on customer perceptions 

Online risk   

Disagree 0.541 0.297 

 (1.058) 
 
 

(0.615) 
 

Undecided -1.176 -0.658 

 (1.285) 
 

(0.714) 

Agree 1.540 0.986* 
 (1.039) 

 
(0.579) 
 

Strongly agree 0.266 0.230 
 (0.961) 

 
(0.552) 
 

 
Those who agreed are more likely to perceive that the adoption of e-marketing strategy 

exposes them to online risk than those who “Strongly Disagreed” by a factor of 0.986. The 

coefficient is significant at 10%. The results are in line with literature evidence that 

customers with a high level of education level and high level of computer literacy level 

customers would shop online despite knowing that they are exposed to online risk 

(Miyazaki, 2001). The perception of online risks and customer online experience can 

increase confidence to shop online despite the presence of online risks (Rahman, et al., 

2018). 

6.5.1.7 Influence of risk of online fraud on customer perceptions 

The data solicited on the impact of the risk of online fraud on customer perceptions 

follows next. The probit and logit interpretations are based on the observation that the 

risk of online fraud is categorical with “strongly disagree” as the base category. The probit 

estimation results show that customers who “Strongly Agree” and “Agree” are less likely 



 

 

 

 

161 

to perceive that e-marketing strategy expose them to risk of online fraud than those who 

disagreed by a factor of -0.224 and -0.0313.  

Table 6. 25: Influence of risk of online fraud on customer perceptions 

Risks of online fraud   

Disagree -1.685* -1.107** 
 (0.963) 

 
(0.538) 
 

Undecided -1.628* -0.995** 
 (0.912) 

 
(0.503) 
 

Agree -0.0693 -0.224 
 (0.790) 

 
(0.439) 
 

Strongly agree -0.194 -0.313 
 (0.947) 

 
(0.513) 
 

 
Those who “Disagreed” and opted for ‘Neutral’ are less likely to perceive that e-marketing 

strategy expose them to the risks of online fraud than those who “Strongly Disagreed” by 

a factor of -0.1.107 and -0.995 respectively. The coefficient is significant at 5%. These 

results confirm literature findings that customer perception of the risk of online fraud 

plays a major role in online shopping. The findings reveal that the presence of online 

platforms and transactional website customers’ understanding of the risks of online fraud 

can affect the use of online shopping (Dayal, et al., 1999). 

6.5.1.8 Influence of Internet data cost on customer perceptions 

The influence of Internet data cost on customer perceptions is shown next. The probit 

and logit interpretations are based on the view that Internet data cost is categorical with 

“Strongly Disagree” as the base category. The probit results show that customers who 

“Disagreed”, remained “Neutral” and opted for “Strongly Agree” and those who opted for 

“Strongly Agree” were less likely to perceive that Internet data cost has an influence on 

e-marketing strategy by a factor of -0.891, -0.853, -1.353 and -1.577 respectively. The 

coefficients are significant at 10%, 5%, 10% and 1% on both logit and probit estimations. 
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These results confirm descriptive statistics results that online 28% of participants have 

tried to purchase products online.  

Table 6. 26: Influence of Internet data costs on customer perceptions 

High data costs   

Disagree -1.532* -0.891* 

 (0.839) 
 

(0.490) 
 

Undecided -2.189** -1.353** 

 (1.041) 
 

(0.598) 
 

Agree -1.501* -0.853* 

 (0.883) 
 

(0.508) 
 

Strongly agree -2.922*** -1.597*** 

 
 

(0.910) 
 

(0.513) 
 

 
Literature findings reveal that customers in developing countries lack access to connected 

computers and transactional websites due to a limited income (Debei, et al., 2015). 

Vaghla’s, (2014) findings confirm that customers find online shopping more expensive and 

time-consuming as compared to traditional shopping. 

6.5.1.9 Influence of lack of online regulation on customer perceptions 

The influence of lack of online regulation on customer perceptions is shown next in Table 

6.27. The probit and logit interpretations are based on the view that lack of online 

regulation is categorical with “Strongly Disagree” as the base category. The probit results 

indicate that neutral customers are less likely to perceive that lack of online regulation 

influences the adoption of e-marketing strategy than those who “Strongly; Disagreed” by 

a factor of -0.831. Those who opted for “Disagree”, “Agree” and “Strongly Agree” are also 

less likely to perceive that a lack of online regulation influences online shopping by a 

factor of -1.598, -1.738 and -2,228. 
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Table 6. 27: Influence of lack of online regulation on customer perceptions 

Lack of online regulation   

Disagree -2.831** -1.598** 
 (1.378) 

 
(0.809) 
 

Undecided -1.458 -0.831 

 (1.308) 
 

(0.774) 
 

Agree -2.981** -1.738** 

 (1.260) 
 

(0.754) 
 

Strongly agree -4.001*** -2.228*** 

 (1.290) 
 

(0.750) 

 
The coefficient is significant 10%, 10% and 1% on probit and logit. The results confirm 

literature findings that online regulations are critical in shaping customer perceptions 

about online shopping. The results also imply that customers feel insecure because of the 

lack of online regulation, hence the negative perception. Wirtz et al. (2007) confirm these 

findings by showing that perceived lack of business policy and government regulation has 

a significant impact on online shopping. Lack of online regulation cause customers to 

fabricate personal information or refusing to purchase products online (Wirtz, et al., 

2007). 

6.6 Conclusion 

This chapter constitute the last phase of the application of concurrent mixed methods 

research aimed at establishing an in-depth understanding regarding the perceptions of 

retail customers towards the e-marketing strategy from both the qualitative and 

quantitative results. The chapter has provided insight into the quantitative results 

obtained from the FMCG retailers in Zimbabwe. It discussed the demographic profiles of 

the respondents and provided a descriptive analysis of the findings. The chapter further 
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presented reliability testing, factor analysis, and inferential statistics conducted on the 

results. The results indicate that the adoption of e-marketing strategy is affected by 

among other factors the customers’ level of education, lack of online infrastructure, 

online risk, risks of online fraud, high Internet data cost and lack of online regulations. The 

next chapter presents the proposed e-marketing strategy framework derived from the 

conclusions drawn from the two results chapters. 
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CHAPTER SEVEN 

CONCLUSION  

7.0 INTRODUCTION 

The primary aim of this study was to develop an e-marketing strategy framework to assist 

FMCG retailers in Zimbabwe to adopt and implement e-marketing strategy. To accomplish 

this task, the study had to answer three key questions on a) the nature and characteristics 

of e-marketing strategy amongst FMCG retailers in Zimbabwe, b) factors causing low 

adoption and implementation of e-marketing strategy amongst these retailers, and c) 

customer perceptions on the adoption and implementation of e-marketing strategy. The 

findings presented in the last chapter address these questions. In this chapter, the main 

findings are summarised and relevant conclusions are drawn. 

7.2 The Nature and Characteristics of E-marketing Strategy 

Various e-marketing strategy were examined. These include the use of social media and 

online promotions, lack of ICT skills, lack of legal framework, poor road infrastructure and 

international collaboration. 

7.2.1 Social media use 

Social media marketing was being used by retailers in conjunction with traditional 

marketing strategies to enhance their marketing presence. Facebook and Twitter were 

the main platforms used. Social media are considered cheaper and a convenient method 

of interacting with customers. This implies that e-marketing strategy practice in 

Zimbabwe appears to be encumbered by various factors summarised further below. 

Online promotions were also employed as an e-marketing strategy tool for products and 

services. Participating retailers used personalised e-mails and websites which carried 

advertisements and other promotional information about products and services. 

However, websites were not updated regularly.  
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7.2.2 Lack of ICT skills 

The adoption of e-marketing strategy is encumbered by the lack of ICT skills by personnel 

from FMCG retailers in Zimbabwe. Retailers did not have employees with advanced 

computer skills to utilise e-marketing strategy efficiently. This resulted in outdated 

websites.  The retailers thus failed to utilise the potential presented by social media such 

as real-time interaction with customers. Social media literacy is essential for e-marketing 

strategy adoption and implementation.  Thus, the lack of ICT skills was a major hindrance 

to the adoption of e-marketing strategy.  

7.2.3 Lack of legal framework 

The adoption of e-marketing strategy is also affected by the lack of a legal framework to 

protect retailers from possible cyber financial loss. E-marketing strategy adoption and 

implementation need to be supported by effective policy frameworks or statutes.  

7.2.4 Poor road infrastructure 

Poor road infrastructure in both urban and rural areas affect the adoption of e-marketing 

strategy due to inefficiency delivery of goods /products purchased online. The 

unsupportive infrastructure affects delivery of perishable and fragile products. Also noted 

is the absence of street numbers and addresses which makes it hard to deliver the 

purchased products. These problems are increased by inefficient postal services to deliver 

the products on time.   

7.2.5 International collaboration 

Retailers embraced international collaboration for their sustainability. E-marketing 

strategy was used for international collaboration with regional retailers. This is essential 

as it allows local retailers to make synergies with international retailers. Regardless of 

these challenges, the adoption of e-marketing strategy allow retailers to endure the 

unstable economic environment prevailing in Zimbabwe. 
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7.3 Factors Affecting the Adoption and Implementation of E-marketing Strategy by 

FMCG Zimbabwe-based Retailers. 

Key factors that affected the adoption and implementation of e-marketing strategy were 

varied. These include unavailability of ICT skills, the cost factor, insufficient government 

assistance, negative management perspectives, the lack of employee participation, the 

lack of organisational will and the lack of on-job training. 

7.3.1 Unavailability of ICT services 

The unavailability of ICT services affect the adoption of e-marketing strategy.  Key barriers 

included the unavailability of ICT hardware and software, poor Internet services and 

insufficient industry and government initiatives. A lack of after-sales service and online 

assistance was also cited as a major challenge to the adoption and implementation of e-

marketing strategy. These ICT services are essential in making sure that retailers adopt 

and implement e-marketing strategy at a faster rate. 

7.3.2 Cost factor 

Cheap and reliable Internet connectivity is essential for the adoption and implementation 

of e-marketing strategy. However, the costs of establishing, updating, running and 

maintaining websites were relatively high. Retailers preferred easy and cheap traditional 

marketing methods. 

7.3.3 Lack of government participation 

Lack of government participation, which is required for the adoption and implementation 

of e-marketing strategy, affected the adoption of the strategies. Regardless of the 

initiatives done by the government in opening up the use of the Internet, poor and 

inconsistent Internet connections are still prevalent. Lack of government participation has 

prompted failure to improve customer experience and network connectivity in both 

urban and rural areas. 
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7.3.4 Negative management perspective 

Negative management perception affected the adoption of e-marketing strategy. The 

results suggest that management should allow active Internet service use by shop floor 

workers. Furthermore, decentralization of e-marketing strategy activities is critical in 

different branches across the country. Active participation of employees at branch and 

regional level is necessary as it enables employees to be in a position to use online 

platforms. The slow adoption of e-marketing strategy owes to management’s fear of 

financial loss and job insecurity.  

7.3.5 Lack of employee participation 

There was a generally low employee participation as the use of the Internet was 

centralised with top management while restricted for low level employees. Accordingly, 

shop floor employees had no exposure to the use of e-marketing strategy hence the 

negative impact on the adoption of e-marketing strategy. 

7.3.6 Lack of on-job training 

The findings suggest that employees lacked on-job training skills and most workers failed 

to cope with the evolving ICT needs. Some retailers did not provide enough resources to 

upgrade employee capacity as they invested much of their resources into traditional 

marketing practices. This was being done at the expense of enhancing employee on-job 

training regarding ICT skills which negatively impacted on the adoption of e-marketing 

strategy. 

7.3.7 Lack of organisational-will 

Regardless of immerse ICT and Internet infrastructure, retailers do not have the positive-

will to embrace the use of e-marketing strategy. The findings indicate that retail owners 

do not see any benefit of adopting e-marketing strategy. Accordingly, retailers were not 

investing resources in enhancing their e-marketing strategy footprints.  
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7.4 Customer Perceptions on the Adoption and Implementation of E-marketing Strategy  

Numeric probabilities based on probit and logit interpretations were employed to identify 

customer perspective regarding the adoption and implementation of e-marketing 

strategy. Results identified gender, province of residence, level of education, computer 

literacy level, online risks, online fraud, data cost, lack of online regulations, and online 

infrastructure as key factors that affect the adoption and implementation of e-marketing 

strategy. 

7.4.1 Gender perceptions 

It emerged from the findings that the use of e-marketing strategy by retail customers was 

determined by gender. Male customers are more likely to have a positive perception of 

the use of e-marketing strategy when compared to their female counterparts. This was 

shown by a factor of 0.0377. These results are important to retailers in that they show 

that female and male customers have different online purchasing behavior. The results 

suggest that the attitude in using traditional shops and online shops need to be viewed 

independently.  

7.4.2 Province of residence perceptions 

The findings reveal that the use of e-marketing strategy by customers varies from one 

geographical to the other and the customers' use of e-marketing strategy should be 

viewed independently. Customers in rural and urban areas had different opinions and 

perceptions towards the use of e-marketing strategy. Similarly, customers who reside in 

different geographical areas (rural and urban) perceived the adoption of e-marketing 

strategy differently. Customers in Midlands, Mashonaland East and Matabeleland North 

provinces were more likely to use e-marketing strategy as indicated by a factor of 0.907, 

2.501 and 2.738.  Customers in mostly rural areas preferred to purchase online in 

comparison to those in Harare. This suggest that retailers need to segment their 

customers to increase e-marketing strategy use. 
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7.4.3 Customer computer literacy perceptions 

The findings suggest that customer computer literacy is important in the understanding 

of customer perception towards the use of e-marketing strategy by retail customers. 

Customers with advanced computer literacy levels were more likely to use e-marketing 

strategy. The higher the computer literacy level is, the higher the use of e-marketing 

strategy by retail customers would be.  This is confirmed by a factor of 1.645. The same 

results are also confirmed by the Chi-square results. These results suggest that knowing 

the customers’ computer literacy levels is critical in determining the use of e-marketing 

strategy. 

7.4.4 Level of education perceptions 

The level of education is an important factor in ascertaining customers’ perceptions 

towards the use of e-marketing strategy by customers.  Contrary to computer literacy, 

customers with an advanced level of education are less likely to have a positive perception 

regarding the use of e-marketing strategy. This was indicated by a factor of -2.059. 

Customers with a diploma are also less likely to have a positive perception towards the 

adoption of e-marketing strategy. These results were confirmed by a factor of -2556. This 

was consistent with related findings which indicate that undergraduate and postgraduate 

customers are also less likely to use e-marketing strategy. These results were confirmed 

by a factor of -1.393 and -1312 respectively. These results imply that retailers must 

consider level of education amongst customer as a critical factor to improve e-marketing 

strategy use. 

7.4.5 Online fraud 

Customers exposed to the risk of online fraud are less likely to use e-marketing strategy. 

Those who ‘Strongly Agree’ and ‘Agree’ that customers are exposed to online fraud when 

they use e-marketing strategy were less likely to perceive e-marketing strategy as 

exposing them to risk of online fraud than those who disagreed. This was confirmed by a 

factor of -0.224 and -0.0313. Those who ‘disagreed’ and those who were indifferent 

‘neutral’ are less likely to perceive e-marketing strategy use as prone to the risks of online 
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fraud. This differed from those who strongly disagreed by a factor of -0.1.107 and -0.995 

respectively.   

7.4.6 High data cost 

Most customers felt that the use of e-marketing strategy would attract additional costs 

through high Internet data costs. The high mobile data cost in Zimbabwe makes it difficult 

for retailers to use e-marketing strategy. In addition to that, the cost of accessing Internet 

infrastructure by most retailers was not sustainable for them. Customers who ‘disagreed’ 

and those who remained ‘neutral’ were less likely to perceive that Internet data cost has 

an influence on e-marketing strategy use by a factor of -0.891 and -0.853. This differed by 

a factor of -1.353 and -1.577 from those who ‘Agree’ and ‘Strongly Agree’ respectively.  

Together, the results suggest that customers regarded e-marketing strategy use as more 

expensive.  

7.4.7 Lack of online regulations 

The findings suggest that customers perceive that the lack of online regulations (monitor 

online shopping) affects the use of e-marketing strategy by retail customers. Neutral 

customers are less likely to perceive that the lack of online regulation influences the use 

of e-marketing strategy use. This contradict those who strongly disagree by a factor of – 

0.831. Those who disagreed (-1.598), agreed (-1.7380) and strongly agreed (-2,228) are 

also less likely to perceive that a lack of online regulation influences e-marketing strategy 

use.   

7.4.8 Online risks 

Perceptions of the exposure to online risks were affecting the use of e-marketing strategy 

by customers.  The lack of convenient payment means and trustworthiness of the online 

payment system hinders the use of e-marketing strategy by retail customers. A factor of 

0.297 differentiated those who ‘disagreed’ (1.058) from those who ‘strongly agreed’ 

(0.266) that the use of e-marketing strategy expose customers to online risks. This shows 

that despite retailers having established transactional websites, customers and retailers 
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still felt insecure to purchase online. It can be surmised here that online security is a 

determinant of e-marketing strategy use by retail customers.  

7.4.9 Lack of online infrastructure 

The lack of online infrastructure contributes to a negative customer perception towards 

the use of e-marketing strategy.  Customers who disagreed (-0.454) that lack of online 

infrastructure affects e-marketing strategy use by retail customers were less likely to use 

of e-marketing strategy. This differed by a factor of 0.828 factor from those who strongly 

disagree (-0.690). Customers also felt that e-marketing strategy use needed to be 

supported by online platforms that can allow them to monitor shipment of their products 

after online purchase through real-time product tracking.   

7.5 Study contribution: A framework to assist FMCG Retailers to Adopt and Implement 

E-marketing Strategy 

The findings presented in the previous chapters and summarised afore in this chapter 

conjures an FMCG retailing industry which is apathetic to the use of e-marketing strategy. 

The determinants of this technological apathy are varied as there are a wide range of 

factors contributing to FMCG retailers’ slow utilization of e-marketing strategy regardless 

of considerable ICT and Internet infrastructural developments in Zimbabwe. An appraisal 

of these factors presented in the Figure 7.1 and discussed further below evinces insights 

that not only affect e-marketing strategy adoption but are also crucial in developing an e-

marketing strategy framework proposed in this thesis.  
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Figure 7.1: The proposed e-marketing strategy framework for FMCG retailers 

 

Together, the factors depicted in the figure above relate to three categories of factors 

that affect e-marketing strategy adoption and implementation namely a) nature and 

characteristic of operating environment b) factor affecting the adoption and 

implementation and c) customer perception on e-marketing strategy use factors. The 

proposed framework provides insight into how FMCG retailers can improve e-marketing 

strategy adoption and implementation.   

7.5.1 Nature and characteristics of the strategy 

The proposed framework considers key factors that are important in improving e-

marketing strategy adoption amongst FMCG retailers. These include social media, online 
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promotion, ICT skills, legal framework, road infrastructure, and international 

collaboration. 

7.5.1.1 Social media and online promotion 

One of the key determinants of e-marketing strategy adoption amongst FMCG retailers 

espoused in the proposed framework is the use of social and other online media platforms 

for transactions. Continuous engagements using social media were critical in attending to 

online customer complaints and after self-service. It is important to note that social media 

have a viral effect, hence its continued use could turn website visitors into customers. 

Social and other online media have potential to enhance online promotional 

advertisements so that customers are well informed about the retailers’ offerings. The 

websites need to be continuously updated to keep the customers informed about the 

latest product offering. The online product offering is key in retailers’ brand positioning. 

Employees' ICT skills were an important factor in the adoption and implementation of e-

marketing strategy.  

Significantly, online presence is dependent on ICT skills. Literacy in ICTs is critical in 

creating platforms that allow employees to continuously communicate with customers. 

ICT skills are essential in creating online customer relationships and increasing the 

retailers' online brand loyalty. 

7.5.1.2 Legal framework 

The lack of physical touch of products remains a key barrier to e-marketing strategy use. 

Another tenet of the proposed framework is the availability of a legal framework to 

regulate e-marketing strategy use. This is important not only to legitimise e-marketing 

strategy use but also to bolster online retailer confidence that ordinarily suffers from the 

geographical separation of retailers and customers. The e-marketing strategy use strives 

on the trust of the customers who are the primary users of the services. The framework 

thus emphasizes on the availability of a legal framework to regulate the virtual world. The 

unavailability of standing statutes to determine online transactions was a major barrier in 
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e-marketing strategy adoption. The retailers believed that adopting online transaction 

would expose them to online risks such as online fraud and identity theft. 

7.5.1.3 Road infrastructure 

Central to the framework is also the improvement of road infrastructure and networks to 

enable efficient delivery of goods once an online purchase was done. Inefficient logistics 

infrastructure frustrates retailers and customers. These hindrances affect customer 

expectations and product image, limiting the number of customers who could use e-

marketing strategy. 

7.5.1.4 International collaboration 

The final aspect in this category is the need for continuous collaboration with the 

international retailer to improve brand loyalty and online customer experience. Retailers 

need to stay abreast of current market trends that would allow sustainable survival. Given 

economic conditions that prevailed during the time of the study in Zimbabwe, 

international collaboration is ideal to enable retailers to capture customers’ needs in line 

with international standards. International collaboration could allow retailers to 

benchmark their customers’ offerings in line with international standards. The best way 

of surviving in global business is collaboration rather than competition. 

7.5.2 Management e-marketing strategy adoption and implementation factors 

The framework also recognises management perspective, employee participation, 

organisational will, on-job training, ICT services, cost factor, online regulation, and 

government assistance as important factors to consider to ensure FMCG retailers’ 

adoption and implementation of e-marketing strategy. 

7.5.2.1 Management perspective 

The management’s perspective was critical in shaping retailers’ full migration from 

traditional marketing practices to e-marketing strategy. The retail manager needs to avail 

enough resources to support smooth integration of traditional and e-marketing strategy 
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approaches. The change in management perception has the possibility of boosting 

employee’s confidence in using e-marketing strategy to interact with customers. 

7.5.2.2 Employee participation 

E-marketing strategy needs employee by-in. The framework suggests that employees 

should be allowed to participate in e-marketing strategy adoption for them to feel 

indispensable in the organisation, hence, reducing resentment during the online 

interactions. Here, on-job training of employees plays an important role in the adoption 

of e-marketing strategy. Employees need to be given on-job training to appreciate how 

the e-marketing strategy should be integrated into the marketing system. The framework 

suggests that continuous on-job training can equip the workers in online customer 

relationship management and product management. 

7.5.2.3 Cost factor 

Internet accessibility to retailers and customers is also central in the framework. The 

monthly Internet data charges in Zimbabwe remained relatively high thereby hindering 

the e-marketing strategy use. Given the unstable economic conditions in Zimbabwe, high 

ICT cost remains the most hindrance towards the full adoption of e-marketing strategy. 

The cost originates from the purchasing of ICT equipment and cascades down to the 

delivery of the product to the intended customers. The high cost involved in the value 

chain affects the cost of the final product hence retailers see no benefit of adopting e-

marketing strategy. 

Here, government assistance is again critical in providing a policy framework that could 

guide the participation of stakeholders in increasing Internet access and retailers to fully 

utilise the benefits of using e-marketing strategy. Linked to this is the availability of ICT 

services to open avenues and opportunities to increase e-marketing strategy use. The 

availability of ICT services has the potential to improve employee confidence as well as 

timely response to customer complaints and needs. 
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7.5.2.4 Organisational-will 

Together, the foregoing drivers of the adoption and implementation of the e-marketing 

strategy are dependent on organisation-will. Retail managers need to demonstrate 

willingness to adopt e-marketing strategy. The strategy can thus be incorporated in the 

retail vision and mission. The employees will then be able to tap into that vision and 

appreciate the importance of e-marketing strategy in the digital area. 

7.5.3 Customer perspective on adoption and implementation factors 

The framework considers customer profiling as important in the personalisation and 

customisation of products to suit given markets. Given the high literacy level in Zimbabwe, 

the adoption of e-marketing strategy should be easy since customers would be aware of 

the benefits inherent in its use. The framework thus considers the following personal and 

social factors as key determinants for the adoption and implementation of e-marketing 

strategy: customer area of residence, gender, level of education, computer literacy level, 

online risks, online fraud, and data cost, online regulations, and online infrastructure. 

7.5.3.1 Area of residence 

The framework espouses that retailers must have an understanding of customer area of 

residence as this affects both the product design and delivery system once products are 

purchased online. The way e-marketing strategy is used in different demographics and 

geographical characteristics differ, hence customers’ perceptions on its use are also 

bound to differ.  Based on the area of residence, the adoption of e-marketing strategy can 

be viewed differently from people in different geographical areas.  

7.5.3.2 Gender 

The framework recognizes that gender profiling, personalisation, and online identification 

play an important role in the adoption of e-marketing strategy. Retailers need to have an 

understanding of customer background and be gender-sensitive to increase customer e-

marketing strategy usage.   
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7.5.3.3 Data cost 

A key driver for e-marketing strategy adoption is affordable data. High data costs increase 

product prices; hence customers fail to derive any benefit from the use of e-marketing 

strategy. The availability of a variety of Internet service providers at competitive prices is 

therefore essential in improving e-marketing strategy use by customers. Internet prices 

coupled with high Internet speed are key determinants of e-marketing strategy use by 

retailers. 

7.5.3.4 Online security 

Retailers need to improve their online transaction security features to protect customers 

using e-marketing strategy services. That customers are exposed to online financial risk is 

a limiting factor to the adoption of e-marketing strategy by customers. The security of the 

retailer’s websites and tracking of the product after online purchase remains relevant 

factors in e-marketing strategy use. 

Linked to the above is a reliable and user-friendly online infrastructure. The framework 

urges retailers to establish efficient online infrastructure to allow real-time interaction 

between the employees and customers. The absence of such infrastructure encumbers 

the expected benefits of online shopping as customers would prefer traditional shops to 

online shopping. 

Crucially, security concerns remain the biggest hindrance in the adoption of e-marketing 

strategy. Customers need to be protected from online risks and fraud. Retailers’ website 

credibility is an important factor in e-marketing strategy use. Customers need to feel 

secure and confident about innovation to create repeat purchases. The framework, 

therefore, privileges the protection of customers until the product is delivered. 

7.6 Conclusion 

The study’s findings and the proposed framework outlined in figure 7.1 offer some 

insights in the practice of e-marketing strategy. If implemented, the framework may 
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benefit the retail sector in the adoption and implementation of e-marketing strategy. This 

could also result in improved operational efficiency and effectiveness.  

Furthermore, the study results could also be important for government which has a 

responsibility to provide the necessary laws and regulations to facilitate the e-marketing 

strategy adoption and implementation. The findings are consistent with Sharma 

(2012:156) who posits that inconsistency in government regulations contribute to 

insufficient implementation of ICT policy reforms in different countries. The findings 

presented here urges for an enactment of an e-commerce bill that can act as an 

instrument to boost retailers’ confidence in adopting and implementing e-marketing 

strategy. The primary role of the government would be to break barriers to the adoption 

of e-marketing strategy to both individuals and corporates to reduce financial 

commitments related to technology adoption. 

This study also noted that accessing ICT services and hardware was still expensive for both 

the rural and urban populace. The results show that the use of online platforms remains 

expensive and unaffordable to ordinary Zimbabweans. As previously observed, the 

situation requires the government to institute proper research and development 

capabilities to understand the hidden cost inhibiting e-marketing strategy adoption 

among FMCG retailers (see Bwalya, 2012). During the time of the study, there were 

indications that the proliferation of technology in Zimbabwe had reached high levels. In 

this regard, retailers need to embrace these technologies for commercial purposes 

through the application of the e-marketing strategy framework. 

Thus, the proposed e-marketing strategy framework presented in this study can be useful 

in addressing complex and diverse issues on the adoption of e-marketing strategy in 

Zimbabwe.  
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Annexure 2: Gate Keeper’s Permission 

  

 

 

 

 

A framework to assist Fast Moving Consumer Goods Retailers (FMCG) in Zimbabwe to 

adopt and implement e-marketing. 

Introduction to the Study and Its Objectives:  

The purpose of this study is to develop a framework to assist Fast Moving Consumer 

Goods Retailers (FMCG) in Zimbabwe Retailers to adopt and implement e-marketing. 

 The two main objectives to be covered by in-depth interviews are. 

4. To determine the nature and characteristics of e-marketing adoption and 

implementation among FMCG retailers in Zimbabwe. 

5. To ascertain the different factors affecting the adoption and implementation of e-

marketing by the FMCG retailers in Zimbabwe; 

 

The research applied a pragmatism research philosophy to solicit information of the e-

marketing strategy adoption and implementation amongst FMCG retailers in Zimbabwe. 

The study is conducted by the undersigned as a requirement for the fulfilment of the Ph.D. 

in Business Management and Administration at the North West University, Mafikeng 

Campus South Africa. The data and results collected in this study will be used solely for 

academic purposes and will not be divulged to any third party for whatever reasons.  
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You are kindly requested to provide the truth about the circumstances relating to e-

marketing strategy adoption and implementation within your organisation. You are also 

free to refuse to answer some or all of the questions that will be asked without being put 

to task about why. You are also free to express yourself and present your responses in the 

language that makes you feel more comfortable. A research assistant will assist with the 

translation of the local language (Shona) to the English language.  

 

The sample questions attached are being sent to you in advance to familiarise the 

interviewee with the terms and questions of the interview. Responses from each 

interviewee will be anonymous and a data protection agreement will be signed.  

 

 

If you agree to participate in this study, a consent form will also be signed. 
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Annexure 3: Interviewee’s Consent Form 

 

 

 

 

A framework to assist Fast Moving Consumer Goods Retailers (FMCG) in Zimbabwe to 

adopt and implement e-marketing strategy. 

To whom it may concern 

 I (NAME)............................................................................................. 

Of company/city/town 

Hereby state that the researcher has explained to me the purpose of the research, and 

the type of questions I will be invited to answer and that i have voluntarily agreed to 

participate as a representative of my organisation. 

I also willingly agree/disagree..............................to have the interview recorded for the 

purpose of undertaking this research. 

Further that the information gathered in this interview will be read to me after the 

interview and is not object able by me. 

Signature........................................................... 

Date 
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Annexure 4: Letter of Data Protection Agreement 

 

 

 

A framework to assist Fast Moving Consumer Goods Retailers (FMCG) in Zimbabwe to 

adopt and implement e-marketing strategy. 

To whom it may concern 

 I (NAME)............................................................................................. 

Of company/city/town 

Hereby acknowledge and agree that the data and material availed to the researcher are 

for academic purposes only and that this information will be not disclosed with the 

company name to any third party such that the position and security of the organization 

are brought into disrepute. 

 

 

Researcher FMCG retailer informant 

Signature                                                                      Signature 

Date Date 

 

Annexure 5 : Interview Guide - Research Objectives 1 and 2 

For office use only; Respondent code: 
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Voluntary Questionnaire for PhD studies 
 
Researcher: Reason Masengu (PhD) 

Student Number: 27436500 

Contacts: +263772217000& +263715191256 

E-mail- masengumasengu@yahoo.com&27436500@student.g.nwu.ac.za 

https://www.researchgate.net/profile/Reason_Masengu2 

Supervisor: J.J Prinsloo (Promoter) 

Contacts: +27829040977 

Email: hein.prinsloo@nwu.ac.za 

 

 

 
Interview guide. Research Question 1 

Nature and characteristics of e-marketing strategy adoption and implementation. 
What is the nature and characteristics of e-marketing strategy adoption and implementation among 
FMCG Zimbabwe retailers? 

1 What is the ICT historical background of your organization?  

2 What products and services does your organization provide on your online platforms?  

3 What e-marketing strategy platforms are being used by your organization to 
continuously communicate with its target consumers? 

 

4 What advantages (in your opinion) does your organisation have if it adopts and 
implements an e-marketing strategy? 

 

5 To what extent is your organization prepared to adopt and implement an e-marketing 
strategy? 

 

6 Does your organisation use e-marketing strategy to compete in the globalised 
environment?  

 

mailto:masengumasengu@yahoo.com
mailto:27436500@student.g.nwu.ac.za
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Interview guide.  Research Question 2 

Factors affecting the adoption and implementations of e-marketing strategy. 
What are the different factors causing low adoption and implementation of e-marketing strategy 
by the FCMG Zimbabwe retailers? 
 

1 What challenges does your organisation face in the adoption of e-marketing strategy?  

2 Does the government assist in providing enabling environment for the adoption and 
implementation of e-marketing strategy? 

 

3 How do u perceive the role of e-marketing strategy in the present and future operations 
of your organization? 

 

4 Who is responsible for the Internet and e-marketing strategy adoption and 
implementation in your organisation? 

 

5 What kind of support does your organisation provide to its employees in order to improve 
the adoption of e-marketing strategy? 

 

6 What benefits does your organisation enjoy in adopting and implementing the e-
marketing strategy? 
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Annexure 6: Questionnaire 

 

 

 

For office use only; Respondent code: 

Voluntary Questionnaire for Ph.D. studies 

Researcher: Reason Masengu (PhD) 

Student Number: 27436500 

Contacts: +263772217000& +263715191256 

E-mail- masengumasengu@yahoo.com&27436500@student.g.nwu.ac.za 

https://www.researchgate.net/profile/Reason_Masengu2 

Supervisor: J.J Prinsloo (Promoter) 

Contacts: +27829040977 

Email:hein.prinsloo@nwu.ac.za 
 
Dear Participants (Fast-moving consumer goods customers)  
 
Thank you very much for your willingness to complete this questionnaire on Customers 

perceptions regarding the adoption and implementation of e-marketing strategy by 

FMCG retailers in Zimbabwe. The primary objective of the empirical study is to develop 

an e-marketing strategy framework for the Fast-moving Consumer Goods retailers in 

Zimbabwe to adopt and implement e-marketing strategy.  
  

This is an anonymous and confidential survey. You cannot be identified and the answers 

will be used for academic research purposes only. Your opinion is considered strictly 

confidential and only members of the research team will have access to the information.  

As the respondent, you are not obliged to complete the questionnaire and can withdraw 

at any time. Completion of the questionnaire also indicates your consent that the data 

may be used for the purposes of this study and any subsequent study. Accompanied is 

mailto:masengumasengu@yahoo.com
mailto:27436500@student.g.nwu.ac.za
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also a signed and stamped letter authorised from the North West University Business 

School research office. 

Should you request an electronic copy of the final thesis, this will be sent to you on 

completion. 

Please answer all the questions. There are no right or wrong answers.  

Thank you so much for your participation. 

___________________________ 

R Masengu (Ph.D. researcher) 

 

Please provide the required information by marking with an (X) in the appropriate                                                              

space provided. 

Section A: Biography  

1. Province of residency                       X 

Harare  1 

Bulawayo  2 

Mashonaland West  3 

Mashonaland central  4 

Mashonaland East  5 

Manicaland  6 

Masvingo  7 

Midlands  8 

Matabeleland North  9 

Matabeleland South  10 

 

 

2. Location in the province (town name) 
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Indicate below: 

 

_________________________________________ 

 

 

3. Indicate your gender 

                                 X 

 Male  1 

Female  2 

 

4. Indicate your highest level of education 

                               X 

Ordinary level  1 

Advanced level  2 

Diploma  3 

Undergraduate 

degree 

 4 

Postgraduate  5 

Other  6 

 

If any other qualifications, please indicate below: 

________________________________________ 

5. Do you purchase products or services from the following retailers? 

Tick where appropriate. You can tick more than one response. 
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                                       X 

OK Zimbabwe  1 

Pick N Pay  2 

Metro Peach   3 

Choppies  4 

Spar   5 

N Richards  6 

Other  7 

 

If other, please indicate below: 

 

6. Have you ever tried to view products or services online from any of the mentioned 

retailers in question 5? 

                               X 

Yes  1 

No  2 

 

7. Indicate your computer literacy level 

                                   X 

Beginner   1 

Intermediate  2 

Advanced  3 

Other  4 
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If other, indicate below: 

_______________________________________ 

SECTION B: customer perception regarding the use of e-marketing strategy platforms 

for online shopping. 

Use the scale 1- 5 where: 

1 = Strongly Disagree 2 = Disagree  3 =Undecided  

4 = Agree 5 = Strongly Agree 

 

  Statements      Responses 

 Zimbabwean online retail customers: SD D N A SA 

1 are reluctant to engage in online shopping      

2 are negatively affected by the high Internet data cost      

3 use online platforms to purchase groceries      

4 are exposed to online risks such as breach of privacy       

5 are exposed to high risks of online fraud      

6 are limited in online engagements due to a lack of 

retailer websites 

     

7 lack access to the Internet due to poor supportive 

online infrastructure 

     

8 appreciate online shopping      

9 decision making improves when retailers adopt 

technology 

     

10 are willing to engage with retailers - online      

11 feel that on-line shopping involves interactive product 

recommendation  

     

12 view technology infrastructure developments as key 

drivers of online shopping 
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13 do repeat purchases based on previous online shopping 

experience 

     

14 consider shopping experience promotes customer’s 

loyalty 

     

15 are exposed to online exploitation.      

16 are more interested in making frequent online 

shopping 

     

17 online insecurity is a barrier to purchase products       

18 that online trust improves customer’s online shopping 

experience 

     

19  online customer relationship creates customer loyalty      

20 lack of online shopping regulation affects the online 

purchase 

     

21 the lack of in store interaction increases the level of 

customer indecision 

     

22 the lack of in store interaction increases anxiety      

23 computer skills are essential in the use of online 

technology 

     

25 the adoption of e-marketing strategy by retailers offers 

solutions of increasing competitive advantage 

     

26 the online difficulty has negatively affected online 

shopping 
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27 websites created by retailers need to be secure to 

promote continued use of online shopping 

     

28 view that products sold in traditional shops cannot be 

sold online 

     

29 societal culture has a significant impact on intention to 

adopt online shopping 

     

30 retailers do provide satisfactory online shopping 

platforms 

     

31 have a negative attitude towards online transactions.      

 

Thank you so much for accepting our invitation, to be a participant in this empirical 

research 
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Annexure 7 (I): Open Coding Analysis for Research Objective 2 

5.3.1 Open coding stage 

 

This section, (Question 5.3.1.1 up to Question 5.3.1.6) shows the first phase of the 

qualitative data presentation and analysis (open coding stage). 

5.3.1.1 What challenges does your organisation face in the adoption of e-marketing 

strategy? 

Table 1 presents participants’ responses to the challenges faced in the adoption of e-

marketing strategy. 

Table 1: Challenges faced in the adoption of e-marketing strategy 

Participant Category Code to support category  Comment 

1 Challenges in 

adopting e-

marketing 

strategy. 

“Shop floor workers have 

limited access and use of the 

Internet”. 

Full adoption and 

implementation of e-

marketing strategy need 

the participation of all 

employees. 

2 Challenges in 

adopting e-

marketing 

strategy. 

“Internet facilities are not 

yet available to the 

workers”. 

The purchase of ICT 

hardware and software is 

expensive. 

3 Challenges in 

adopting e-

marketing 

strategy. 

“Workers do not have access 

to proper Internet services”. 

Internet accessibility is key 

to e-marketing strategy 

use. 

4 Challenges in 

adopting e-

 “There is the high cost of 

setting up the website and 

its maintenance”. 

The high cost of website 

maintenance inhibits e-
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marketing 

strategy. 

marketing strategy 

adoption. 

5 Challenges in 

adopting e-

marketing 

strategy. 

“The high cost associated 

with e-marketing strategy 

adoption and 

implementation is affecting 

technology diffusion”.  

The high cost includes the 

payment of broadband and 

WIFI facilities. 

6 Challenges in 

adopting e-

marketing 

strategy. 

“The cost associated with 

employing a full-time 

content administrator who 

specialized in e-commerce”. 

E-marketing strategy use 

needs experienced and 

permanent employees. 

7 Challenges in 

adopting e-

marketing 

strategy. 

“The Internet coverage is 

limited to a few individuals 

who are mainly in the top 

management to cut the cost 

associated with Internet 

abuse by workers during 

working hours”. 

Much of the time will be 

lost while employees are 

engaged in social media 

chats during work time. 

 

The in-depth interviews outlined different challenges affecting the adoption of e-

marketing strategy. Three participants stated that the challenges affecting the adoption 

and implementation of e-marketing strategy were the cost associated with establishing 

the Internet and ICT related system. They indicated that the cost of setting up and 

maintaining of websites was high to such an extent that retailers were finding it 

unsustainable.  The other four participants revealed that the adoption and 

implementation of e-marketing strategy were being affected by the failure by 

management to avail Internet access to workers.  

These responses are supported by El-Gohary (2012), who asserts that organisational and 

external factors such as adoption cost, have a positive impact on the adoption and 
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implementation of e-marketing strategy. In this regard, the cost factor, therefore, has a 

significant contribution to the adoption of an e-marketing strategy. One participant added 

that the adoption of e-marketing strategy in Zimbabwe was low due to the fact that the 

Internet was limited to management to minimize Internet data cost.  

     5.3.1.2 Does the government assist in providing enabling environment for the adoption and 

implementation of e-marketing strategy? 

Table 2 reflects on participants’ responses to the government’s participation in the 

adoption and implementation of e-marketing strategy. 

Table 2: Government’s participation in the adoption and implementation of e-marketing 
strategy 

Participant Category Code to support the category Comment 

1 Government 

participation. 

“The government has been 

instrumental in establishing the 

Internet infrastructure in different 

towns and in regularising the 

Internet prices”. 

This will 

motivate 

retailers to 

use the 

Internet as a 

marketing 

tool. 

2 Government 

participation. 

“The legislation regarding e-

commerce is still not conducive for 

e-marketing strategy, the country is 

yet to introduce the e-commerce 

bill which protects online 

transactions and risks”. 

The legal 

framework is 

key in 

safeguarding 

online 

transactions. 

3 Government 

participation. 

“The government has installed fiber 

optic across the country to increase 

Internet speed and connectivity”. 

This increases 

Internet 

accessibility 
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and real-time 

transactions. 

4 Government 

participation. 

“There is ICT policy and cashless 

payment methods which include 

mobile banking and payment”. 

The regulatory 

protects the 

customer and 

retailer from 

online fraud 

and abuse. 

5 Government 

participation. 

“The government, through other 

Internet service providers such as 

Econet, Net One and Africom, has 

installed optic fibre and other 

Internet-based infrastructure to 

ensure efficient Internet coverage”. 

The existence 

of different 

service 

providers 

improves 

service 

delivery. 

6 Government 

participation. 

“Yes, to a greater extent. Through 

establishing the Internet 

infrastructure in different towns 

and in regularising the Internet 

prices”.  

The 

regularisation 

of prices 

makes 

Internet 

services 

affordable to 

the retailer. 

7 Government 

participation. 

“Assists in giving permits/license 

only, and nothing else”. 

 

Financial loss 

is reduced due 

to the 

licensing of 



 

 

 

 

229 

Internet 

operators. 

 

This question sought to establish the government’s participation in assisting retailers in 

the adoption of e-marketing strategy. Four participants noted that the Zimbabwean 

government provided a conducive environment for retailers in terms of Internet usage. 

They acknowledged that the government was making deliberate efforts to connect cities 

and towns using the high-speed optic fibre and engaging different Internet Service 

Providers (ISP) in the country. Two participants stated that the country had a statutory 

regulatory body, the Postal and Telecommunication Regulatory Authority of Zimbabwe 

(POTRAZ), to monitor the operations of different service providers and protect customers 

from cyber abuse. 

The empirical study shows that the availability of various networks increases the 

geographical coverage and the government can control the ICT environment as a 

regulator through shaping the ICT environment as promoters and identifying 

opportunities (Brezmtz & Zysman, 2013: 10). Shareef et al. (2009: 114), indicates that 

“government policy, capabilities, stability, infrastructure and market mechanism are 

strong drivers for the diffusion of technology”. In addition, the World Bank, (2016) report 

revealed that governments in the developing countries need to establish synergies with 

large ICT companies like Apple, Facebook, Google, and Huawei to spur the retailers’ 

competition and productivity.  

         5.3.1.3 How do you perceive the role of e-marketing strategy in the present and future 

operations of your organization? 

Table 3 presents the participants’ responses to the perception of management on the 

adoption and implementation of e-marketing strategy. 

Table 3: Perception of management on e-marketing strategy 

Participant Category Code to support the 

category 

Comment 
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1 Management 

perception. 

“The company employees 

do not value e-marketing 

strategy since the company 

has not expressed its 

interest in adopting the e-

marketing strategy for its 

sustainability”. 

Positive management 

perception is crucial in 

technology adoption. 

2 Management 

perception. 

“E-marketing strategy 

widens the retailers’ 

customer base and market 

share”. 

Management believes the 

adoption of e-marketing 

strategy would increase the 

market base. 

3 Management 

perception. 

“Management fear to lose 

their jobs because of ICT”.  

Management fear change. 

4 Management 

perception. 

“E-marketing strategy offer 

an unlimited interface with 

customers hence feedback is 

instant which fosters 

customer loyalty”. 

Customer interaction can 

increase customer loyalty. 

 

5 Management 

perception. 

“The management’ view 

that the failure by the 

organization to adopt e-

marketing strategy was 

affecting their desire to 

create market dominance”. 

Companies that adopt 

technology are bound to 

increase their market presence. 

6 Management 

perception. 

“The company management 

does not value e-marketing 

strategy since the company 

has not expressed its 

Management is showing a 

negative attitude toward 

technology adoption. 
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interest in using the same 

for its sustainability”. 

7 Management 

perception. 

“The management 

appreciates the adoption of 

technology. They can work 

efficiently both at the 

branch and head office 

level”. 

Appreciation of technology at all 

levels of management improves 

levels of technology diffusion. 

 

Four participants revealed that the retailers’ management perceives that the adoption of 

e-marketing strategy was critical in the growth of the retail industry. One participant 

revealed that management understood that e-marketing strategy widen the retailer’s 

customer base and market share. One participant revealed that management was not 

willing to fully adopt e-marketing strategy due to fear of change. One participant stated 

the organisation was not willing to adopt and implement e-marketing strategy but the 

management has not developed any interest. The participants’ responses concur with 

findings by Ravi (2010: 232), who indicates that management compare innovations and 

the extent to which a new innovation offers an advantage over the previous innovation 

before adopting new technology. This suggests that the management does have a 

negative perception towards the use of e-marketing strategy because they do not see the 

merit inherent in its adoption. 

       5.3.1.4 Who is responsible for e-marketing strategy adoption and implementation in your 

organisation? 

Table 4 reflects on participants’ responses on the centralisation of marketing and ICT 

departments. 

Table 4: Centralisation of marketing and ICT 

Participant Category Code to support the category Comment 
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1 Marketing and 

ICT 

Centralisation.  

“The responsibility lies in the 

Marketing Executives and ICT 

department”. 

Centralised system of ICT 

and marketing. 

2 Marketing and 

ICT 

Centralisation.  

“IT Department headed by the 

IT Executive Director”. 

Centralised system of ICT 

and marketing. 

3 Marketing and 

ICT 

Centralisation.  

“The managing director”. Centralised system of ICT 

and marketing. 

4 Marketing and 

ICT 

Centralisation.  

“The responsibility lies in the 

ICT department and the 

marketing director”. 

Centralised system of ICT 

and marketing. 

5 Marketing and 

ICT 

Centralisation.  

“It is the responsibility of 

Marketing manager”. 

Centralised system of ICT 

and marketing. 

6 Marketing and 

ICT 

Centralisation.  

“It is the responsibility of 

Marketing and ICT 

department”. 

Centralised system of ICT 

and marketing. 

7 Marketing and 

ICT 

Centralisation.  

“It is the responsibility of the 

Managing director & 

Marketing Manager”. 

Centralised system of ICT 

and marketing. 

 

The seven participants indicated that the management has centalised culture in regard to 

the adoption and implementation of electronic marketing strategies. The participants 

revealed that the ICT and management departments are centralised at the top 

management. This centralised culture, within these retailers, was viewed as a barrier in 

the adoption of e-marketing strategy since the worker/employee participation was 

limited.  
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These findings are supported by Pantano (2015), who confirmed that the personal culture 

of retail managers and owners affect the willingness and capability of technology 

adoption. The reluctance of retail organisations to adopt and implement an ICT based 

system has the potential to frustrate the expectation of consumers and workers. The 

willingness of management and owners to adopt ICT assists the organisations in 

predicting market trends and anticipation of key success within the retail sector (Remoro 

& Martinez-Roman, 2012).  

         5.3.1.5 What kind of support does your organisation provide to its employees in order to 

improve the adoption of e-marketing strategy? 

Table 5 presents the participants’ responses on the ICT support being given to the 

employees. 

    
Table 5: Support given to employees 
 

Participant Category Quote to support category  Comment 

1 Employee 

support.  

“The organisation just provides in-

house training on the use of ICT 

and communication in the day to 

day running of the shops”. 

In-house training 

improves employee ICT 

literacy level. 

2 Employee 

support. 

“We offer Internet at retail branch 

level as well as On the Job 

Training. 

Employees at branches 

have direct contact with 

customers hence this 

improves interaction. 

3 Employee 

support. 

“ICT Training to employees whom 

we realise has the need”. 

Since ICT is evolving 

identification of 

employee needs is 

critical in e-marketing 

strategy adoption. 
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4 Employee 

support.  

“The organisation offers on-job 

Computer training “However the 

skills are not sufficient for e-

marketing strategy adoption”. 

 

 On the job training is 

critical to equip 

employees with ICT 

trends. 

5 
 
 
 
 
 
 

Employee 

support.  

“No training is provided for 

workers to use e-marketing 

strategy or any advanced ICT 

based tools since the company 

employs graduates who already 

have advanced computer skills”. 

the adoption of ICT if the 

required knowledge is 

not aught to the 

concerned workers. 

6 Employee 

support. 

“The organisation just provides in-

house training on the use of ICT 

and communication in the day to 

day running of the shops”. 

 

It enhances customer 

relationship. 

7 Employee 

support. 

“Education through ICT User 

Guides, monthly meetings and 

elementary on the job training”. 

 

The ICT user guides 

enhance technology 

adoption culture. 

 

Six participants revealed that retailers in Zimbabwe engaged in on-job ICT training. The 

training activities included the basic use of computers and the use of the Internet in 

internal and external communication. One participant indicated that their organisation 

was not training its employees on ICT has given the fact that they were recruiting trained 

graduates who have an appreciation of the Internet and ICT related systems. The 

participants stated that the on-job training was important in preparing the retailers for 

the adoption and implementation of e-marketing strategy. Empirical study indicates that 

the training and development of the retailers’ workforce improve the quality of the 
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workforce. It facilitates the easy adoption of ICT within the retail sector (OECD cited by 

Nicolet, et al., 2000).  

 5.3.1.6 What benefits does your organisation enjoy in adopting and implementing e-
marketing strategy? 
 

Table 6 reflects the benefits of adopting and implementing e-marketing strategy. 

 
Table 6: Benefits of adopting and implementing e-marketing strategy  

Participant Category Code to support the category Comment 

1 Benefits of 

adopting e-

marketing 

strategy. 

“The organisation is losing 

business through its failure to 

fully adopt and implement e-

marketing strategy. The 

organisation should take 

advantage of the proliferation of 

technology to fight competition 

and having wider market 

coverage”. 

Companies that fail to 

enhance technology 

would lose market 

share. 

2 Benefits of 

adopting e-

marketing 

strategy. 

“The use of e-marketing strategy 

is important in fighting increased 

competition from different 

retailers”. 

 

Due to the proliferation 

of technology, retailers 

can utilise e-marketing 

strategy to reach new 

markets. 

3 Benefits of 

adopting e-

marketing 

strategy. 

“The rivalry in the retail sector 

requires retailers to adopt e-

marketing strategy to fight 

competition”. 

Continous online 

interaction with 

customers improves 

market visibility. 
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4 Benefits of 

adopting e-

marketing 

strategy. 

“E-marketing strategy enable 

our organization to improve 

territorial coverage”. 

The ever-changing 

market trends require 

the adoption of an e-

marketing strategy for 

survival. 

5 Benefits of 

adopting e-

marketing 

strategy. 

“E-marketing strategy enable 

our organization to improve 

market coverage”. 

The online value 

proposition has an 

impact in fighting 

competition. 

6 Benefits of 

adopting e-

marketing 

strategy. 

“The organisation is doing a 

disservice through its failure to 

fully adopt e-marketing strategy. 

The organisation should take 

advantage of the proliferation of 

technology to fight competition 

and having wider market 

coverage”. 

The rapid diffusion of 

technology needs 

retailers to adopt ICT. 

7 Benefits of 

adopting e-

marketing 

strategy.  

“E-marketing strategy provides 

new customer interface rather 

than the brick and motor point of 

interaction”.  

“We cannot survive well, 

especially in this modern 

environment where adoption of 

technology makes one better 

connected to customers”. 

Moving from brick and 

mortar shops to e-

marketing strategy 

enables the retialer to 

adopt to the changing 

environment. 
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This question reflects on the benefits of adopting and implementing e-marketing strategy. 

Seven participants confirmed that e-marketing strategy adoption was important to 

overcome competition. One participant revealed that the adoption and implementation 

of e-marketing strategy improve customer interface and organisational survival.  

These findings agree with the empirical study by Chaffey and Smith (2013: 42), who state 

that e-marketing strategy present to retailers the opportunity to “save, serve, speak, save 

and sizzle” their customers better than their competitors. The findings concur with the 

argument by Yerley and Rafiq (2014: 16), who states that the website design, 

development of sufficient infrastructure and financial capabilities were the reasons 

behind failure by retailers in developing countries adopt and implement e-marketing 

strategy.  

While this section - Annexure (i) focused on the participants' general responses (open 

coding stage, the next section - Annexure 8(ii) reflects a detailed tabled presentation (axial 

coding stage) of participants responses to each question.  
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Annexure 7(ii): Axial Coding Analysis for Research Objective 2 

         5.3.2 Axial coding stage 

 

       This section reflects on the responses from each participant to the research questions. The 

questions were asked in the order in which they appeared on the in-depth interview guide 

(Annexure 3).  

Table 8 reflects the axial coding stage showing responses from the seven participants. 

 
Table 8: Analysis of the responses from the seven participants 
 

Participant 1 Response to interview questions 

Q1. Challenges faced by retailers in the 

adoption of Internet and e-marketing 

strategy. 

“Shop floor workers have limited access 

and use of the Internet”. 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

 

“The government has been instrumental in 

establishing the Internet infrastructure in 

different towns and in regularising the 

Internet prices. The government has 

allowed different Internet service providers 

to provide the needed infrastructure and 

make it accessible to retailers”. 

Q3. Management perception of the role of e-

marketing strategy in the present and future 

operations of your organisation. 

“The company management do not value 

e-marketing strategy since the company 

has not expressed its interest in adopting 

the e-marketing strategy for its 

sustainability”. 
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Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organisation. 

“The responsibility lies in the Marketing 

Executives and ICT department”. 

Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of e-marketing strategy. 

“The organisation just provides in-house 

training on the use of ICT and 

communication in the day to day running of 

the shops”. 

Q6. The argument for adopting and 

implementing e-marketing strategy. 

“The organisation is losing business 

through its failure to fully adopt and 

implement e-marketing strategy. The 

organisation should take advantage of the 

proliferation of technology to fight 

competition and having wider market 

coverage”. 

Participant 2 Response to interview questions 

Q1. Challenges faced by retailers in the 

adoption of e-marketing strategy. 

“Internet facilities are not yet available to 

the workers”. 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

“The legislation regarding e-commerce bill 

is still not conducive for e-marketing 

strategy, the country is yet to introduce the 

e-commerce bill which protects online 

transactions and risks”. 

Q3. Management perception of the role of e-

marketing strategy in the present and future 

operations of your organisation. 

“E-marketing strategy widen the 

organizations’ customer base and market 

share”. 

Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organisation. 

“IT Department headed by the IT Executive 

Director has total control of the 

departments”. 
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Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of e-marketing strategy. 

“We offer Internet at retail branch level as 

well as on the Job Training.  

Q6. The argument for and against adopting 

and implementing e-marketing strategy. 

 

“The use of e-marketing strategy is 

important in fighting increased 

competition from different retailers who 

are now entering the Zimbabwean 

market”. 

Participant 3 Response to interview questions 

Q1. Challenges faced by retailers in the 

adoption of e-marketing strategy. 

“Workers do not have access to proper 

Internet services”. 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

“The government has installed of fiber 

optic across the country to increase 

Internet speed and connectivity”. 

Q3. Management perception of the role of e-

marketing strategy in the present and future 

operations of your organisation. 

“Management fear of losing their jobs 

because of ICT adoption”. 

Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organisation. 

“The managing director controls the two 

departments”. 

Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of marketing strategies. 

“ICT Training to employees whom we 

realise has the need”. 

Q6. The argument for and against adopting 

and implementing e-marketing strategy. 

“The rivalry in the retail sector requires 

retailers to adopt e-marketing strategy to 

fight competition”. 

Participant 4 Response to interview questions 
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Q1. Challenges faced by retailers in the 

adoption of e-marketing strategy. 

“There is a high cost of setting up the 

website and its maintenance”. 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

 “There is ICT policy and cashless payment 

methods which include mobile banking and 

payment”. 

Q3. Management perception of the role of e-

marketing strategy in the present and future 

operations of your organisation. 

“E-marketing strategy offers an unlimited 

interface with customers hence feedback is 

instant which fosters customer loyalty”. 

Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organisation. 

“The responsibility lies in the ICT 

department and the marketing director”. 

Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of e-marketing strategy. 

“The organisation offers on-job Computer 

training “However the skills are not 

sufficient for e-marketing strategy 

adoption”. 

Q6. The argument for and against adopting 

and implementing e-marketing strategy. 

“E-marketing strategy enables our 

organization to improve territorial 

coverage”. 

Participant 5 Response to interview questions 

Q1. Challenges faced by retailers in the 

adoption of e-marketing strategy. 

“Due to the high cost associated with e-

marketing strategy, the retailer does not 

the capacity to use it”. 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

 “The government, through other Internet 

service providers such as Econet, Net One 

and Africom, has installed optic fibre and 

other Internet-based infrastructure to 

ensure efficient Internet coverage”. 
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Q3. Employees’ perception of the role of e-

marketing strategy in the present and future 

operations of your organisation. 

“The employees’ view that the failure by 

the organization to adopt e-marketing 

strategy was affecting their desire to 

create market dominance”. 

Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organisation. 

“It is the responsibility of Marketing 

manager”. 

Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of e-marketing strategy. 

“No training is provided for workers to use 

e-marketing strategy or any advanced ICT 

based tools since the company employs 

graduates who already have advanced 

computer skills”. 

Q6. The argument for and against adopting 

and implementing of e-marketing strategy. 

“E-marketing strategy enables our 

organization to improve market coverage”. 

Participant 6 Response to interview questions 

Q1. Challenges faced by retailers in the 

adoption of e-marketing strategy. 

“The cost associated with employing a full-

time content administrator who specialized 

in e-commerce” 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

“Yes, to a greater extent. Through 

establishing the Internet infrastructure in 

different towns and in regularising the 

Internet prices”.  

Q3. Employees’ perception of the role of e-

marketing strategy in the present and future 

operations of your organisation. 

“The company employees do not value e-

marketing strategy since the company has 

not expressed its interest in using the same 

for its sustainability”. 
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Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organization. 

“It is the responsibility of Marketing and 

ICT department”. 

Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of e-marketing strategy. 

“The organisation just provides in-house 

training on the use of ICT and 

communication in the day to day running of 

the shops”. 

Q6. The argument for and against adopting 

and implementing e-marketing strategy. 

 

“The organisation is doing a disservice 

through its failure to fully adopt e-

marketing strategy. The organisation 

should take advantage of the proliferation 

of technology to fight competition and 

having wider market coverage”. 

Participant 7 Response to interview questions 

Q1. Challenges faced by retailers in the 

adoption of e-marketing strategy. 

 

“The Internet coverage is limited to a few 

individuals who are mainly in the top 

management to cut the cost associated 

with Internet abuse by workers during 

working hours”. 

Q2. Government assistance in providing an 

enabling environment for the adoption and 

implementation of e-marketing strategy. 

“Assists in giving permits/license only, and 

nothing else”. 

Q3. Management perception of the role of e-

marketing strategy in the present and future 

operations of your organization. 

“The employees appreciate the adoption of 

technology. They can work efficiently both 

at the branch and head office level”.  

Q4. Responsibility for e-marketing strategy 

adoption and implementation in your 

organisation. 

“It is the responsibility of the Managing 

director & Marketing Manager”. 
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Q5. Training support provided by the retailer 

to employees in order to improve the 

adoption of e-marketing strategy. 

“Education through ICT User Guides, 

monthly meetings and elementary on the 

job training”. 

Q6. The argument for and against adopting 

and implementing e-marketing strategy. 

“E-marketing strategy provides new 

customer interface rather than the brick 

and motor point of interaction. “We cannot 

survive well, especially in this modern 

environment where adoption of technology 

makes one better connected to 

customers”. 

 

 

Table 8 presents the axial coding stage showing the detailed individual responses. The 

responses were color-coded to identify responses from each participant. The different 

color codes were used to correlate the axial coding (Table 8) with selective coding (Table 

9)  

The next section presents major and minor ideas regarding challenges affecting the 

adoption of e-marketing strategy (Question 1). 

Four participants believed that the unavailability of ICT and Internet service was the major 

factor affecting the adoption and implementation of e-marketing strategy. The 

participants added that retailers were not keen to purchase computers and Internet 

hardware which allows the interaction between the employees and the targeted 

customers. The emergence of this major idea confirms the fact that market inefficiencies 

exist in developing countries and impeding factors affecting the full adoption of e-

marketing strategy (African Economic Development Institute, 2009: 1). In supporting this 

theme, the respondents answered as follows;  

 “Shop floor workers have limited access and use of the Internet” (Q1 – Participant 1). 

 “Internet facilities are not yet available to the workers” (Q1 – Participant 2). 



 

 

 

 

245 

 “Workers do not have access to proper Internet services” (Q1 – Participant 3). 

 “The Internet coverage is limited to a few individuals who are mainly in the top 

management to cut the cost associated with Internet use by workers” (Q1 – Participant 

7). 

 

The second minor idea is that the cost involved in establishing e-marketing strategy was 

high. Three participants indicated that retailers were not in a position to incur costs 

involved in the adoption and implementation of e-marketing strategy. The participants 

cited the high cost of Internet pre-payment and the cost associated with the payment of 

website administrators. This theme was supported by the participant who stated that; 

 “There is the high cost of setting up the website and its maintenance” (Q1 – Participant 

4). 

 “Due to the high cost associated with e-marketing strategy, the retailer does not the 

capacity to use it” (Q1 –Participant 5). 

 “The cost associated with employing a full-time content administrator who specialized 

in e-commerce” (Q1 – Participant 6). 

 

Another minor idea that came out of the study was that retailers were failing to fully 

adopt e-marketing strategy due to employee Internet abuse. One participant who 

supported the theme mentioned that management had indicated that allowing 

employees to have access to the Internet or e-marketing strategy would have a negative 

impact on their performance has given the increase in the use of social media. This 

suggestion agreed with the findings by Dzoma (2016), who postulated that the 

Zimbabweans had developed the attitude to use social media on their day to day activities 

rather than converting the platform to create business opportunities. Scharl et al. (2005), 

states that most retailers in developing countries have shown reluctance to embrace the 

opportunity to adopt e-marketing strategy. They still rely on traditional stores. The central 

idea was supported by the participants who stated that: 
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“The Internet coverage is limited to a few individuals who are mainly in the top 

management to cut the cost associated with Internet abuse by workers during working 

hours” (Q1- Participant 7). 

 

The next section presents major and minor ideas on government participation towards e-

marketing strategy adoption and implementation (Question 2). 

 

The first major central idea which emerged which was supported by all the participants 

was that the government was actively involved in providing a conducive environment 

through the establishment of the infrastructure for e-marketing strategy. The central was 

supported by seven participants who revealed that the government is regularising 

Internet pricing, issuance of Internet café licenses, installation of fibre optic cables and 

creation of Internet service provider (ISP) to enhance Internet accessibility.  

 

The participants' responses agree with findings by Yigitcanlar et al. (2010: 101), who 

postulates that the role of government support is to ensure that knowledge and process 

expertise spill over into the general populace through partnership arrangements between 

private and public sector.  In addition to Brezmtz and Zysman (2013: 10), government 

policies on ICT play a crucial role in connecting people with the retailers. The availability 

of networks increase the geographical coverage and the government can control the ICT 

environment as a regulator through shaping the ICT environment and identifying 

opportunities. This was supported by the participants who stated that: 

 “The government has been instrumental in establishing the Internet infrastructure in 

different towns and in regularising the Internet prices. The government has allowed 

different Internet service providers to provide the needed infrastructure and make it 

accessible to retailers” (Q2 – Participant 1). 
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 “The legislation regarding e-commerce bill is still not conducive for e-marketing 

strategy, the country is yet to introduce the e-commerce bill which protects online 

transactions and risks” (Q2 – P2). 

 “The government has installed of fiber optic across the country to increase Internet 

speed and connectivity” (Q2 – P3). 

 “There is ICT policy and cashless payment methods which include mobile banking and 

payment” (Q2 – P4). 

 “The government, through other Internet service providers such as Econet, Net One 

and Africom, has installed optic fibre and other Internet-based infrastructure to ensure 

efficient Internet coverage” (Q2 – Participant 5). 

 “Yes, to a greater extent. Through establishing the Internet infrastructure in different 

towns and in regularising the Internet prices” (Q2 – Participant 6).  

 “Assists in giving permits/license only, and nothing else” (Q2 – Participant 7). 

 

The next reflects major and minor ideas on management perceptions in regard to the 

adoption of e-marketing strategy (Question 3). 

The major idea that emerged is that management perception was inclined towards the 

adoption of e-marketing strategy. Four participants indicated that although the retailers 

were not willing to adopt of e-marketing strategy its use would increase sustainability 

improve customer loyalty, increase market dominance and operational efficiency. The 

above central idea was supported by the following participants: 

 “The company management does not value e-marketing strategy since the company 

has not expressed its interest in adopting e-marketing strategy for its sustainability” 

(Q3 – Participant 2). 

 “E-marketing strategy offer an unlimited interface with customers hence feedback is 

instant which fosters customer loyalty” (Q3 – Participant 4). 

 “The employees’ view that the failure by the organization to adopt e-marketing 

strategy is affecting their desire to create market dominance” (Q3 – Participant 5). 
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 “The employees appreciate the adoption of technology. They can work efficiently both 

at the branch and head office level” (Q3 – Participant 1).  

The responses support the finding that the personal characteristics of the retail managers 

and owners affect the willingness and capability of e-marketing strategy adoption 

(Pantano, 2015). The reluctance of the retail organisations in the adoption and 

implementation of e-marketing strategy has the potential to frustrate the expectations of 

consumers and the workers (Pantano, 2015).  

Another minor central idea that emerged is that the management of the company does 

not have expressed interest in e-marketing strategy adoption. Management is reluctant 

to adopt e-marketing strategy due to fear of change. The minor ideas are supported by 

the following three participants’ responses: 

 “The company management do not value e-marketing strategy since the company has 

not expressed its interest in adopting the e-marketing strategy for its sustainability” 

(Q3 – Participant 1). 

 “Management fear of losing their jobs because of ICT adoption” (Q3 – Participant 3). 

 “The company employees do not value e-marketing strategy since the company has 

not expressed its interest in using the same for its sustainability” (Q3 – Participant 6). 

 

The next section presents the major idea on the centralisation of ICT and marketing 

department amongst the retailers (Question 4).  

There was a strong consensus in regard to the centralisation of ICT and marketing 

amongst the participants. The major central idea that emerged is that the retailers have 

centralised departments. This suggests that e-marketing strategy and related activities 

are done by the top management with limited participation of the shop floor workers. 

The central idea was supported by the following participants: 

 “The responsibility lies in the Marketing Executives and ICT department” (Q4 – 

Participant 1). 
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 “IT Department headed by the IT Executive Director has total control of the 

departments” (Q4 – Participant 2). 

 “The managing director controls the two departments” (Q4 – Participant 3). 

 “The responsibility lies in the ICT department and the marketing director” (Q4 – 

Participant 4). 

 “It is the responsibility of marketing manager” (Q4 – Participant 5). 

 “It is the responsibility of Marketing and ICT department” (Q5 – Participant 6). 

 “It is the responsibility of the Managing director & Marketing Manager” (Q5 – 

Participant 7). 

 

The next section presents major and minor central ideas on organisational support given 

towards the adoption and implementation of e- marketing strategies (Question 5).  

The major central idea that emerged was the retailer was actively involved in on-job 

training programs related to ICT and e-marketing strategy adoption and implementation. 

Six participants revealed that although the retailer was involved in on-job training the 

employees lack the requisite skills to adopt and implement e-marketing strategy. Poor 

quality of the workers (lack of qualified personnel and management) significantly 

impeded the adoption of ICT in retailers due to the fact that highly skilled employees are 

accustomed to technology than unskilled employees (Pantano & Vaissone, 2012, 

Pantano, 2015 and OECD, 2014). One participant indicated that the retailers were not 

involved in on-job training since the majority of the employees are graduates the high 

computer literacy. However, the participant indicated that they were not using e-

marketing strategy. The above responses were supported by the following responses; 

 “The organisation offers on-job Computer training “However the skills are not 

sufficient for e-marketing strategy adoption” (Q5 – Participant 4). 

 “The organisation just provides in-house training on the use of ICT and communication 

in the day to day running of the shops” (Q5 – Participant 6). 
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 “Education through ICT User Guides, monthly meetings and elementary on the job 

training” (Q5 – Participant 7). 

 “The organisation just provides in-house training on the use of ICT and communication 

in the day to day running of the shops” (Q5 – Participant 1). 

 “We offer Internet at retail branch level as well as on the Job Training (Q5 – Participant 

2).  

 “ICT Training to employees whom we realise has the need” (Q5 – Participant 3). 

   

The next section presents major and minor ideas on the benefits of adopting and 

implementation of e-marketing strategy (Question 6).  

The participants on the sixth question were asked to give insight into the benefits of 

adopting and implementation of e-marketing strategy. The major central idea that 

emerged was that the adoption and implementation of e-marketing strategy were 

essential to compete locally. The major idea that emerged was that e-marketing strategy 

adoption was essential for retailers’ survival.  

The above ideas are supported by the following participants’ response: 

 “The rivalry in the retail sector requires retailers to adopt e-marketing strategy to fight 

competition (Q6 – Participant 3)”. 

 “E-marketing strategy adoption enables our organization to improve territorial 

coverage” (Q6 – Participant 4). 

 “The organisation is doing a disservice through its failure to fully adopt e-marketing 

strategy. The organisation should take advantage of the proliferation of technology to 

fight competition and having wider market coverage” (Q6 – Participant 6). 

 “The organisation is losing business through its failure to fully adopt and implement e-

marketing strategy. The organisation should take advantage of the proliferation of 

technology to fight competition and having wider market coverage” (Q6 – Participant 

1). 
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 “The use of e-marketing strategy is important in fighting increased competition from 

different retailers who are now entering the Zimbabwean market” (Q6 – Participant 

2). 

 “E-marketing strategy enables our organization to improve territorial coverage” (Q6 – 

Participant 5). 

  “E-marketing strategy provides new customer interface rather than the traditional 

face to face interaction. We cannot survive well, especially in this modern environment 

where adoption of technology makes one better connected to customers” (Q6 – 

Participant 7). 

 

The next section (5.3.3) presents the selective coding analysis reflecting different 

emerged themes from the axial coding stage. The identified ideas (40) were color-coded 

to correlate with emerged themes in the selective coding stage - Annexure – 7(iii). 
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Annexure 7(iii): Selective Coding Analysis for Research Objective 2 

          5.3.3     Selective coding stage (emerged themes) 

Table 9: Emerged themes – Factors affecting the adoption and implementation of e-
marketing strategy 
 

Question Emerged themes Participant interviewed 

1. Challenges faced in the 

adoption of e-marketing 

strategy. 

Unavailability of ICT services. 1, 2, 3 & 7 

Cost factor. 4, 5 & 7 

2. Government participation. Insufficient government 

assistance availability. 

1, 2, 3, 4, 5, 6 & 7 

3. Management perspective. Negative management 

perception. 

1, 2, 3, 4, 6 & 7 

4. Centralisation of ICT and 

marketing. 

Lack of employee 

participation. 

1, 2, 3, 4, 5, 6 & 7 

5. Organisational support. Lack of on-job training. 1, 2, 3, 4, 6 & 7 

 Lack of ICT skills. 4, 6 & 7 

6. Benefits of adopting e-

marketing strategy. 

Organisational reluctance. 1, 2, 3, 4, 5, 6 & 7 
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