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EXECUTIVE SUMMARY 

The st ud y was on inv es ti ga tin g th e adoption of e-commerce by 

organizations tn Bot swa n a. To fulfill the requirement s of this study , a 

questionnaire was designed and distribut e d to a sample from the 

bu s iness community in Gaborone . An analysis was made on the findings 

using a statistical package. 

Literature highlighted the fac t that the adoption of e -:- commerce by 

organisations in western economies has res ulted in hu ge return s tn 

terms of profitabi l ity , efficiency , competitive edge and survival itself. 

Literature a lso s howed that the Int erne t and the Web are the ke y 

infr astr ucture in adopting e -comm erce. A doption of e-commerce has the 

potential of brin g ing s uch benefits to economtes tn developing 

countries like Botswana. The researcher pointed out scan t ev idenc e of 

research on adopt i on of e-com mer ce in dev e loping co untri es as th e key 

motive for conducting this study . 

The findings indicated that the adoption of e-commerce in Botswana is 

currently dominant in lar ge organisations lik e b a nk s , chain sto res , and 

some govern m ent d e partments . Smaller organisations ha ve adopted e­

commerce on a low e r leve l due to high costs of additional 

infrastructure required to fully utilize e-commerce ap plications lik e e­

banking , c ustome r rel a tion s hip management , enterprise resource 

planning a nd shopping online . The findings also highlight e d challenges 

faced by organisations in trying to adopt e -comm erce. T he se include 

reluctance by management to reward and respect those who come up 

with e - commerce i n nov at ions , I a c k of fi nan cia I s upport in investin g i n 

e-commerce infrastructure and flat reward systems which do not 

promote innovation in organisations . 

Results from the findings pointed to so m e suggest ion s. T h ese include 

the need for m a na ge r s to take recognition of e mplo yees who are 

innovative tn e-commerce technologies so that th eir input can be 

implemented for the benefits of the organ isat ion as a whole. 



Implementation of e-commerce has the potential to Improve employee 

productivity . Financial institutions should assist smaller organisations 

with funds to invest in e - commerce infrastructure servers , like web 

design and hosting , and training of employees al)d continuous 

mentoring . 



ABSTRACT 

This research ts an investigation of the adoption of e-commerce by 

organisations 1n Botswana . E-commerce has the potential to uplift 
~ 

organisations 1n developing countries 1n terms of higher profits , 

increased productivity and efficiency in the way business is done . 

Organisation s can also reach out to more customers and suppliers 

thereby increasi ng their geographical market without any physical 

expansion of their operations or increasing their workforces. 

Challenges abound in tr y ing to adopt e-commerce applications and 

technologie s by organisations in Botswana as the study will reveal. 

Key terms: E- commerce , adoption, innovation . 



CHAPTER 1 

1.1 Introduction 

To many people , the term " electronic commerce " mea~s shopping on 

the part of the Internet called the World Wide Web (the Web). 

However, electronic commerce (or e-commerce) also includes many 

other activities, such as businesses trading with other businesses and 

internal processes that companies use to support their buying, selling , 

hiring , planning and other activities . Some people use the term 

electronic business (e-business) when they are talking about electronic 

commerce in this broader sense. For e x ample, IBM defines electronic 

business as " the transformation of key business processes through the 

use of Internet technologies. " Most people use the terms electronic 

commerce and electronic business interchangeably (Schnieider , 

2007:5). 

There has been a significant research on electronic commerce , but 

majority of the studies have focused on the developed countries such as 

the United States of America , Canada and Western Europe (Garcia­

Murillo , 2004). However most o.f the world ' s population exists outside 

the borders of these countries (Uzoka, Seleka, and Shemi, 2006) . Most 

re se archers have put little emphasis on the adoption and diffusion of e­

commerce in the developing economies . Further, it has to be noted that 

African nations are beginning to m ake progress towards adopting 

reforms that could help them embrace this new order (WEF 2002 , 

Mabarika et al 2002 , UNECA , 2004; WSIS , 2004; and Hamilton et al , 

2004). Basically African countries tend not to have the same 

infrastructural facilities and support as developed west, which in fact 

are prerequisites for the order (Infinedo , 2005). 

D eveloping countries cannot afford to stand by the sideline and watch 

a s the rest of the world integrates into this network economy. Avgerou 

(1998), writes that " At the present , most developing countries are 

severely disadvantaged within a global economy which is increasingl y 

more technology and information intensi ve: Unequal distribution of 
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resources , such as telecommunications and technical skills causes 

concern about the ability to participate in the emerging world economy . 

Over the past decades or #so strong forces of change have been 

r e s hap i n g the g 1 o b a I b u s i n e s s I and s c a p e ( Kant e r , 2 0 0 0 , B e t4: i s & H i tt , 

2005). As a result , today's business environment is fraught with 

uncertainty , diverse global players , rapid technological change , wide 

spread price wars and seemingly endless reorganization , all of which 

exert pressure on the business environment. In short the business 

environment is variab le or volatile (Jorosi , 2006). This · is not leaving 

out the organizations 1n Botswana out. Against this scenano , e­

commerce has quickly assumed center stage as an extremely valuable 

resource (Orucker,2003 ; Mintzberg, 2002) . In this vein, e-commerce is 

seen as a strategic weapon for use by managers to adapt to the 

turbulent env ir onment. As the business environment becomes more 

complex and dynamic , it becomes increasingly v ital for top executives 

to monitor continuously the external environment to identify strategic 

threats and opportunities (Elsawy 2006 ; Milliken , 2003). 

Through e-commerce , organizations are able to reactively and 

proactively adapt their organizations to environmental changes in order 

to survive and prosper . The o b j e c t i v e of this study is to find out the 

level of adoption of e-commerce systems by marketing organizations in 

Botswana. 

1.2 Problem statement 

The world is experiencing a tremendous change and growth in the area 

of e-commerce systems . Today , a new technology 1s challenging the 

fundamental basis of traditional marketing discipline. The internet is 

transforming not only the practice of marketing but the way we think 

about marketing. It i s turning marketing on its head. Mass markets are 

being replaced by markets of one. Fixed product and service offerings 

those were the triumph of mass production are replaced by extensive 

and inexpensive customization (Jerry Wind and Vijay Mahajan , 2001). 

2 



The development of e-commerce IS dependent on the development of 

websites as the websites are the main gateway to the internet for any 

type of e-commerce . The evolution of the number of www servers 

worldwide is a useful indicator of the growth of e-business and as at . 
June 2004 there were over I 07,4 3 3 , I 03 websites worldwide 

(Domain tools, 2008) . United States department of commerce data 

suggests a necessary precursor to the success of electronic commerce In 

active engagement of Internet activities by population at large (Gary , 

Grant, and Scott, 2004) . lnternet usage is well noticed in the developed 

countries such as USA , UK , Australia etc but not much impact in the 

developing nations and more so Third World Countries (UNCTAD , 

2004) 

The study looks at how organizations In Botswana adopt e-commerce . 

Botswana is one of developing countries in Africa with a fair degree of 

e-readiness (Uzoka , Shemi and Seleka , 2006) . A recent study by 

(I fined o , 2 0 0 5) shows that Botswana has an e-re ad in e s s of 2 . 4 7 on a 

scale of five points , only behind South Africa with 2.78 and higher 

than the African mean of 2 . 22 . The Global Competitive Report (World 

Economic Forum , 2007) has placed Botswana as the 8 1
h most 

competitive African economy . It IS evident that In Botswana e­

commerce systems have the potential to grow . Therefore organizations 

in Botswana have to open up for e-commerce systems to grow their 

businesses effectively and efficiently in delivering goods and services . 

For organizations to stay competitive , they do not have to only identify 

information needs but also ensure that the information infrastructure 

provides the right support to serve the enterprise , its customers and 

supplier. If it does not do so then it runs the risk of being disconnected 

and excluded from future opportunities (Siriginid, 2000). 

In the new business environment, it is es sential to focus on changing 

customer needs and behaviour and on establishment of strong 

relationships with customers and other stake holders. Charles Schwab , 

one of the success stories of internet era , explains that their 

achievement " has been enabled by technolog y , not caused by it. He 
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went on to explain that , they have grown in the internet because they 
, 

have looked at this dramatic new communication medium strategically , 

as a natural extension of their business (Schwab , 2007). The type of 

problems and issues that arise from adopting information system range 

from specific issues and problems that can come up during the adoption 

period to behavioural, procedural, political , and organizational 

changes, etc (Appleton,2003). This research will seek to find out 

problems encountered during and after adoption. 

Marketing has a unique opportunity to lead the way · 1n developing 

insight into heterogeneous cyber consumers and business to business to 

business customers , as well as marketing-driven valuation methods . 

Measures for e-business need to be based on the firm's success in 

engaging consumers and capturing their loyalty. [n literature an amount 

of enough attention will be paid to the customer satisfaction . E­

commerce 1n marketing may work for or against the efforts of customer 

satisfaction . 

In addressing these issues a key task for a firm is the implementation 

of the adaptive experimentationphilosophy . This should encourage the 

development of customer cen t ric new business incubators to develop 

and launch innovative " out of the box " business that address emerging 

customer needs (Wind and Mahajan , 2001 ) . 

1.3 Hypothesis 

• E-commerce has a significant influence 1n innovation decision to 

be adopted. 

• E-commerce will have a positive individual innovativeness to 

usage . 

• E-commerce will have a rate of adoption , to grow. 

• E-commerce will also perce1ve attributes upon which an 

innovation is judged . 
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1.4 Research objective 

The primary objective of this study is to find out or estab li sh: 

1. The level of adoption of e-commerce by marketing organizations 

in Botswana. 

2. What factors affecting the adoption of e-commerce by marketing 

organizations in Botswana. 

3. The effect of e-commerce on employee productivity In marketing 

organization. 

4. The level of customer satisfaction towards adoption of 

information system by marketing organizations 

1.5 Importance of the study 

E-commerce has made a great mark in Botswana's economy . In this 

vein e-business is seen as a strategic weapon for use by managers to 

adapt to the turbulent environment. As the business environment 

becomes more complex and dynamic, it becomes increasingly vital for 

top executive to monitor continuously the external environment to 

identify strategic threats and opportunities (Mi llik en , 2003) . 

Through the use of e-commerce top managers of firms are able to 

reactively and pro-actively adapt their organizations to environmental 

changes in order to survive and prosper. 

1.6 Research design 

There are different methods of data collection that can be used. In this 

stud y a quantitative method will be tried. Closed-ended questionnaires 

will be used. Closed - ended questionnaires take the form of multiple 

choice questions. This method 1s efficient 1n the sense that it 

encourages frank responses and guarantees anonymity . It also 

eliminates interviewer ' s bias and can be filled at the respondent ' s 

leisure time . 
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1.7 Measurement in st rument s and data analysis 

It i s of high importance to measure and analyze the research . This will 

be done in the form of diagrams and charts. Questionnaires wi ll be u se d 

as instrument in the study . 

The ana l ysis of case data depends heavil y on the integrative powers of 

the researcher. Using multiple methods of data collection , however , 

offers the opportunity for triangulation and lends greater support to the 

researcher ' s conclusions . The key elements of data ana l ys i s are also 

critical to the wr i tten re s ults of case research . 

1.8 Nature and form of the result 

The results wi ll be in the form of tables , figures and statements . 

1.9 Facilities and special resources 

A di gita l camera will b e used in taking the buildin gs pictures . A lap ­

top IS another requirement needed to In facilitating and storing 

information. An a dequ ate amount of money will be needed for food , 

tran sport and stationary . 

1.10 Plan of the study 

Chapter 1 : Intr oduction 

Chapter 2: lit erature review 

Chapter 3: R esea rch methodology 

Chapter 4: F ind i ngs , Data Ana l ysis and Discu ss ions 

Chapter 5: R eco mm e nd a tion s and Conclusions 

1.11 Conclusion 

This chapter introduced the problem statement , the aim of the research 

as we ll as the method in which the solution wi ll be achieved. The 

subsequent chapters include the empir i cal study and addresses the 

different aspects of the problem as discus se d in this chapter. 
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CHAPTER 2 

2.0 LITERATURE REVIEW 

2.1 Introduction 

In literature extensive attention has been paid to the explanation of 

innovation adoption decision (Rogers, 2005) . Since, an innovation IS 

defined as "an idea, practice , or object that is perceived as new by an 

individual or other unit of adoption " (Rogers , 2005) the findings from 

the innovation adoption literature may also be useful .when studying 

firms ' adoption of e-commerce. 

The information age has not only increased the rate at which 

information is gathered , generated, calculated and communicated, but 

has triggered a chain reaction which has set new standards in every 

aspect of life and In every function of business. Business has 

fundamentally changed owing to the technology that now enables 

organizations to " know more and know faster" than their competitors . 

2.2 Diffusion of innovation theory as a model 

Ajzen (2001), states that an individual 's intention to adopt an 

inno va tion is determined by three factors, attitude subjective norms 

and perceived behavioural control. The diffusion of innovation theory 

mentioned by (Rogers, 2 0 0 5) provides for five product or service 

cate gor ies that influence consumers' acceptance of new products or 

service. The factors are relative advantage, compatibility , complexity, 

trialability and risk. Sathye (2007) stated that theory of planned 

beh avio ur has been successfully applied to vanous situations In 

predicting the performance of behaviour and intentions to use new 

software. 

The decomposed theor y use s contracts from the innovation literature 

(e .g . relative advantage , compatibility). It also explores subjective 

norms (e.g. social influence) and percei ve d beha v ioural control more 

completely by decomposing them into more specific dimensions (Tan 

and Theo , 2000) . It pro v ide s a comprehen s i ve way to understand how 
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an individual's attitude , subjective norms and perceived behavioural 

control can the customers intention to use the e-commerce . Ajzen 

(2005) asserts that adoption and diffusion of electronic commerce by 

an individual consumer determined by three factors. They are: 

1. Attitude , which describes a person ' s attitude towards us1ng 

electronic commerce . 

11. Subjective norms , which describe the social influence that may 

affect a person ' s intention to , use electronic commerce 

technologies . For an example if a friend uses it, one might 

also want to try it. 

111. Perceived behavioural control. Previous study indicates that 

attitude plays a dominant role in the diffusion of innovation. 

Attitude is defined as an individual ' s positive or negative feelings 

about performing target behaviour (Fishbein , and Ajzen , 2005). 

The diffusion of innovations theory suggests that the different 

dimensions of attitudinal belief toward an innovation can be measured 

ustng the five perceived attributes, namely: relative advantage , 

compatibility , complexity, trialability and risk. 

Tonatzk y (2002) has found relative advantage to be an important factor 

in determining adoption of new innovations . In general , perceived 

relative advantage of an innovation is positively related to its rate of 

adoption (Rogers, 2005) . However , an innovation is more likely to be 

adopted when it is compatible with an individual ' s job responsibility 

and value system. Previou s research has also indicated that an 

inno vation with substantial complexity requires more technical skills 

and needs greater implementation and operational efforts to increase its 

chances of adoption (Cooper and Zmud , 2000). Rogers argues that 

potential adopters who are allowed to experiment with innovation will 

feel more comfortable with the innovation and more likely to adopt it. 

In an organisation if people are given a chance to taste and use e ­

commerce they will be come comfortable and adopt it. Bauer (2000) 

and Ostlund (2003) have introduced risk as an additional dimension 1n 

8 



diffusion and adoption. A common and widely recognized obstacle to 

electronic commerce adoption has been the lack of security and privacy 

over the Internet (Shemi and Magembe , 2002) . This does not go well in 

the minds of people and they perceive electronic commerce as a risky 

un'dertaking. 

Li ter at u r e on technology d i f f usion and pI anne d behaviour st r e s s t hei r 

importan ce in b e hav io ur al facto rs, i t is noted that the se theori es 

recognize th e ex i s-tenc e of othe r fac ilitating factors , which in most 

·cases , are existen t (e s pe.cially i n t h e developed countries) . In the 

dev ..., lop i ng c ou ntries i t is still lacking behind or no t de velo ped . T he 

_i;tudy w ill f ocus on th e factor s i nfluencing adoption e-c omm e rc e In 

Bot s wana . 

Or gani z a t i ons are increasing l y hooking up to the g lobal e lec tro nic 

mark e t p l ace , w i t h .d e v e I o p e d cou nt r i e s i n the l e a d ( M c K e n n a , 2 0 0 6 ) . A 

number of researches h ave been carried out on e-commerce adoption . 

However ,_ most of the· studi es have focused on develop e d countries 

( Garcia- M ur i II o , 2 0 0 4 }. More o v e r , m os t techno 1 o g i e s (inc I u din g e -

. comm er c e) we r e develo ped in western countries th at have diffe re n t 

cultural , econom ic, soc ial , politica l , technologic a l and organi s ati ona l 

backgro unds f r om those of deve lopin g countries (Kurnia n.d yea r) . The 

fi t betw e en t echnology .and its adopte r s a ffe ct s th e int e ntion to a dop t 

a n d success of a dopt i on (Unhelker , 2 003). Prediction s p o int to a 

significant g rowth in e-commerce in de ve lopin g the countr i e s in the 

first d ecade of th e t we nt y f i rs t c e ntur y (McConn e ll , 2000) . A number 

of deve lopin g countries 1n So uth America , Asia , and Africa are 

un dergoi n g a numbe r of economic change s such as deregulation a nd 

globalizat ion. T hese, co up led w ith ch ange s in industrial structures a nd 

i ncr eased c o m p e t i.t i v: e p r e s s u r e h a v e f o r c e d the d e v e I o p i n g c o u n t r i e s to 

make concerted effort s towards con nec ti n g to th e global m arke t place 

(Tarafda r a nd V a iday , 2 004) . 

E.-com me r c e d e el o p m en t h a s b e e n s t aged i n to thre e ph as e s : 

1) Readiness : This 1s t h e earliest s tage of e -c o m me rc e 

d eve lopment , which deals w ith the readines s of people , 
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business , infrastructure and the economy as a whole for e­

commerce activities . 

2) Intensity: This second stage deals with the intensity with which 

information and communications technologies are utili ze d 

within a country and the extent to which electronic commerce 

activities are undertaken. 

3) Impact: This is the last of e-commerce development , at which 

time e-commerce begins to make impact on national economy 

and business activities in the country. 

E-readiness IS fundamental to the adoption of e-commerce . It 

repre sents the capability of nations to create , diffuse , adopt and use 

various components of the networked economy . The rankings of e-
': 

readiness survey have become an established benchmark for countries 

seeking to harness the Internet ' s potential to drive business efficiency , 

improve the provi s ion of public services and encourage the integration 

of local economies with the global economy (Lane et al, 2004). 

2.3 E-commerce adoption criteria 

Adoption of e-commerce refers to an organization's decision to sta rt 

using an innovation. Based on the theories from technological 
' . 

innovation literature , this study develops an integrated model of e-

commerce adoption in organizations. The model specifies contextual 

variables s uch as decision-maker characteristics , e-commerce 

characteristics, organizational characteristics and environmental 

characteristics as primar y determinants of e-commerce in busine ss. 

Organization can obtain the needed information from internal data , 

marketing intelli ge nce , and marketing research . 

2.3.1 Internal data 

Many companies build extensive internal database , electronic 

collection of information obtained from d a ta sources within the 

compan y. Managers can readil y access and wo rk w ith in format ion in 

the database to id e ntify oppor tunitie s a nd problems , plan pro grams a nd 

10 
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evaluate performance . Information in the database can come from many 

sources. The accounting department prepares financial statements and 

keeps detailed records of sa les , costs, and cash flows (Armstrong and 

Kottler, 2003). 

Internal database usually can be accessed more quickly and cheaply 

than other information sources , but they also present some problems . 

Because internal information was collection for other purposes , it may 

be incomplete or in the wrong form for making marketing decisions . 

The database information must be well integrated · and readily 

accessible through user-friendly interfaces so that managers can find it 

easil y and use it effectively(Armstrong and Kottler , 2003). 

2.3.2 Marketing Intelligence 

This is a systematic collection and analysis of publicly available 

information about competitors and developments in the marketing 

environment. The goal of marketing intelligence is to improve strategic 

decision making , asses and track competitors' actions, and provide 

early war ning of opportunities and threats (Armstrong and Kottler , 

2003 ) . 

Competitive intelligence gathering has grown dramatically as more and 

more com panie s are now snooptng on their competitors. Techniques 

range from quizzing the company ' s own employees and benchmarking 

competitors ' product s to researching the internet , lurking around 

industry trade shows, and rooting through rival s ' trash bins. 

With this marketing intelli gence compan1es can also obtain important 

intelli gence information from su pplier s , resellers , and key customers . 

Or it can get good information by observing competitors . 

The growing u se of marketing intelligence raises a number of ethical 

issues . Although most of the preceding techniques are legal , and some 

are considered to be shrewdly competitive , some may invol ve 

questionable ethics . Clearly compan1es should take advantage of 

publicly available in format ion . However they shou ld not stoop to 

noop . With all the legitimate intelli gence sources now available , a 
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company does not have to break the law or accepted codes of ethics to 

get good intelligence (Armstrong and Kottler , 2003) . 

2.3.3 Marketing research 

In addition to information about competitor and environmental 

happenings , marketers often need formal studies of specific situations . 

For example , Toshiba wants to know how many and what kinds of 

people or companies will buy its new super-fast note book computer. In 

such situations , marketing intelligence will not provide the detailed 

information needed. Managers will need marketing research. 

Marketing research is the systematic design , collection , analysis and 

reporting of data relevant to a specific marketing situation facing an 

organization . Companies use marketing research in a wide variety of 

situations . For example , marketing research can help marketers assess 

market potential and market share. Internal data , marketing intelligence 

and marketing research give proof that there is need for adoption of 

information system by marketing organizations . 

The marketing research process has four steps as indicate In the below 

diagram (Armstrong and Kotler , 2003). 

Defining the 

problem and 

research I_, 
objectives 

Developing 

the research 

plan for 

collecting 

information 

Implementing 

the research 

plan, collecting 

and analyzing 

data 

Interpreting 

and reporting 

the findings 

Figure 2.1: The marketing research process (Armstrong and Kotler , 

2003) . 

Information gathered 1n internal databases and through marketing 

intelligence and marketing research usually requires more anal ys is . 
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And managers may need help to apply the information to their 

marketing probl e ms and decisions . This help ma y include advanced 

statistical analysis to learn more about both the relationships within a 

set of data and their s tati s tical reliability. Such analysis allows 

managers to go beyond mean s and standard deviations in the data and 

to answer qu es tions about markets , marketing activities , and outcomes . 

In formation analysis mi g ht also involve a collection of analytical 

models that will help marketers mak e better d ec i s ion s . Each model 

represents so me real syste m , proc ess or outcome . These models can 

answer the questions of what - if and which i s the be s t. Marketin g 

scientists h ave d eve loped numerou s models to help marketing manager s 

make better mark et ing mi x deci s ion s , designs sales territories and sales 

call pl a n s . 

An adoption analysis a pproach (Farquhar and Surr y, 2004) considers 

the process from the broader per s pec ti ve of both u se r-p e rception and 

organi zat ion attributes , resulting In a plan for carrying out the 

adoption of t ec hnolo gy that i s root e d in an organizational context and 

addresses Iss u es of concern to the intended u se r. Product and 

application de s i gn and de ve lopment a r e also sig nificantl y influenced b y 

thi s approac h . 

There is n o s in g l e approach or process that ma y b e s u ff icient to e nsur e 

successful inno va tion adoption. But clearly, internet and web based 

techn o lo gy 1 s indi vi dual-u ser ba se d In application , and th e 

adoption / diffusion proce ss s hould sta rt at that level . It s hould focus on 

the potent i a l a d opters an d address th ei r characteri s tics in the context 

of the e nvironm e nt in which th ey will be using the technology . 

This st ud y i s on the adoption of electronic commerce b y organisations 

in Botswa n a. As managers identify their indu st r y va lu e c hain , th ey are 

finding that th ey can u se electronic commerce and Intern et 

techn o lo gies to r e duc e costs , reach n ew c ustom ers or s uppliers , and 

create new ways of selling exis tin g products. By exam inin g elements of 

the va lu e chain outside th e indi v idual bu s in ess unit , managers can 

identi f y m any business opportunities , includin g tho s e that ca n be 
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exploited using e-commerce. The value chain process IS a useful way to 

think about business strategy in general (Rayport and Jaworski , 2004). 

Rayport and Jaworski (2004) further state that companies can use the 

principles of marketing strategy and the four Ps of marketing to 

achieve their goals for selling products and offering services on the 

Web. Some companies use a product-based marketing strategy and some 

use a customer-based strategy . The Web enables companies to mix 

these strategies and give customers a choice about which they prefer . 
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CHAPTER 3 

3.0 Research methodology 

3.1 Introduction 

This chapter portrays the method of research and also of the study. It 

outlines steps pursued in ensuring the validity of the organizations and 

situational factors, in which measurement takes place and also the 

reliabilit y of the measurement. The aim of the study as explicitly put in 

chapter one has guided this investigation . Chapter two, review of 

literature clearly shows the scope of e-commerce in organizations and 

what ma y be critical or key issues in adopting e - commerce. However , 

this stud y aims at empirically finding out what managers perceive as 

critical issues tn adoption of e-commerce systems and finding 

recommendations as an endeavour of addressing these challenges. 

3.2 Method of research 

According to Wallace , (2003) research methodology is how it is gotng 

find out about the subs tan t i v e aim of research. This ex pI an at ion reI ate s 

to all applicable tools used to obtain data. Since this research will be 

quantitative , it has been done under a certain frame work which 

includes instrumentation of the study which introduces the types of 

methods used to collect data , the population , sampling techniques and 

the sample , the research method , data collection method and statistical 

anal ysis . This chapter will discus the above factors and show how data 

was dealt with . 

3.3 Instrumentation 

A que s tionnaire and semi- s tructur e d interview will be used in thi s 

stud y . A questionnaire will be used to get the views of employees and 

an interv iew will be used to get a deeper perspective of the information 

system in organizations. This will be more efficient in the sense that it 

encourages frank response and guarantees anonymity . It also eliminates 

interv ie wer ' s bias , and can be filled at the respondent ' s leisure time . 
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Questions In the questionnaire were structured in such a way that they 

matched the four hypotheses and research objectives cited in the first 

chapter. For example the third hypothesis " E-commerce will have a rate 

of adoption to grow " is covered by question 9 of the questionnaire 

which deals with diffusion of e - commerce applications . 

3.4 The population and sampling 

The total population which will be questioned in this research will be 

200 in 20 selected organizations in Gaborone. This will be in both non­

governmental organizations and government. 

3.5 Procedure data collection 

The decision is to utilize the survey questionnaire for this study. The 

main justification for using the questionnaires is the need to obtain 

responses from people , often a wide range of companies . 

A covenng letter explaining the purpose of the study, assunng 

anonymit y of respondent and their organization and providing 

instructions on how and who should complete the questionnaire will be 

issued. 

3.6 Criticism against the use of questionnaires 

Legotlo (2006) admits that there are criticisms levelled against the 

usage of questionnaires. The criticisms are as follows : 

E x ce s sive non-response rates . 

Poorl y constructed items . 

They deal with trivial information . 

Data from different questions are different to synthesize. 
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3.7 Summary_ 

A questionnaire will be the matn data collection tool in investigating 

the adoption of electronic commerce by organisations in Botswana . 

Quantitative methods will be used to analyse the data , mainly in the 

form of frequency tables . 

Chapter 4 focuses on data analysis and discussions . 
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cHAPTER 4 

4 . 1 Data a n a lysis a nd disc u ss i o n s 

In this chapter , a combination of frequency tables , bar graphs and 

factor analysis w i ll be used to present the findings and discuss those 

findings . A stati sti ca I package SP SS version 16.0 . 1 was used for both 

the frequency tab l es and factor ana l ysis. The presentation and 

discussions will first be focused on frequency tables . 

Section of the questionnaire extracted demographic and e-commerce 

adoption information from the respondents . The fo l low i ng ts a 

question-by -question analysis of the findings : 

Tab l e 4 . 1 Responde n t's Age 

Valid C umul a tive 

Frequency Percent Percent Percent 

Valid Le ss than 25 4 1.8 1.8 I . 8 

2 5 -3 9 I 7 1 7 7 . 7 77 . 7 79 . 5 

40-60 45 2 0 . 5 20 . 5 I 00 . 0 

Total 220 I 00 . 0 I 00 . 0 

The above findings show that the majority (77.7%) of respondents were 

aged bet wee n 25 and 39 years of age . This was followed by 20.5% 

representin g those aged 40 to 60 years of age and finally 1.8% aged 

less than 18 years . 

Table 4 .2 Gender 

V a lid C umulativ e 

Frequency Percent Percent Percent 

Valid Ma l e 13 I 59.5 60 . 6 60 .6 

Female 85 3 8.6 3 9 . 4 I 00 . 0 

Tot a l 216 98.2 I 00 . 0 

Mi ss ing S ys tem 4 I . 8 

Total 220 I 00 . 0 
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The above findings show that 59 . 5% of res pond en ts were ma le and 

38.6% were fema l e. More males participated In the survey than 

females . 

Ta b le 4.3 Type Of.Orga ni zat i o n 

Va l id C umul a ti ve 

Fre qu ency Percent Percent P ercent 

Valid Agr i cult ur e 9 4 . I 4 . I 4 . I 

Education 3 I I 4 . I 14 . I I 8 . 2 

Fina n cia l 
57 2 5 . 9 25 . 9 44 . I 

Se r vices 

Government 36 16 . 4 I 6 . 4 60 . 5 

Human Service s 9 4 . I 4 . I 64 . 5 

I CT 8 3 . 6 3 . 6 68 . 2 

MA 5 2 . 3 2 . 3 7 0 . 5 

Medica l 8 3 . 6 3 . 6 74 . I 

Mining 8 3 . 6 3 . 6 77 . 7 

Other 49 2 2 . 3 22 . 3 I 00 . 0 

Total 220 I 00 . 0 I 00 . 0 

The abo ve f indings show that the majority of respondents (25 .9%) were 

emp loyed tn the financial serv t ces sector, fo l lowed by those In 

miscellaneous organizations (22 .3%), government (16.4%), and 

ed ucation (14 . 1%) . The other sectors contribution is less than 5%. 
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Tabl e 4 .4 Pos i t i o n 

V a l id C umu l a t i ve 

Frequenc y Pe r ce nt P erce nt P e rc e nt 

Valid Admin i s trati ve s t aff 18 8 02 8 02 8 02 

Midd l e I eve I 
I I 9 54 0 I 54 0 I 62 0 3 

m ana g e m e nt 

Oper a tion a I I eve I 
22 I 0 0 0 I 0 00 72 03 

mana ge ment 

Op e r a tional s t aff I 7 7 07 7 07 80 0 0 

Oth e r 4 I o 8 1.8 8 I o 8 

Top l e ve l management 23 I 0 0 5 I 00 5 92 03 

Tec hni c a l s taff I 3 5 09 5 09 98 0 2 

TSOM 4 I o 8 1.8 I 00 00 
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The above findings show that the majorit y of 

respondent s (54 . 1 %) came from m idd l e leve l management 

followed b y top leve l manag e ment ( l 0 . 5%) and 

operational level managemen t ( l 0.0%) . The other levels 

had less than l 0 % each. 

Tab l e 4 . 5 T y pe Of E.-commerce ap pl icatio n s 

Va l id Cu m u l a ti ve 

Freque n cy P erce nt P e rcent Percen t 

Valid BK 8 3 . 6 3 . 6 3.6 

BKPP 4 1.8 I . 8 5.5 

cs 14 6 . 4 6 . 4 I I . 8 

.EAEM 10 4 . 5 4 . 5 16 . 4 

EAEMCS 12 5 . 5 5 . 5 2 I . 8 

EAEMCSBK 12 5 . 5 5 . 5 2 7. 3 

EAEMCSPP 13 5 . 9 5 . 9 3 3. 2 

EM 80 3 6 . 4 3 6 . 4 69.5 

EMBK 9 4 . I 4 . I 73.6 

EMBKOS 10 4 . 5 4.5 7 8 . 2 

EMBKPPOS 4 I . 8 I . 8 80.0 

EMCS 4 1.8 I . 8 8 I . 8 

EMCSBK 4 1.8 I . 8 83.6 

EMCSBKOS 4 1. 8 1.8 8 5 . 5 

EMCSPP 4 I . 8 I . 8 8 7. 3 

EMCS PPO S 10 4 . 5 4 . 5 9 1 .8 

EMOS 4 I . 8 I . 8 93.6 

EMPP 4 I . 8 I . 8 9 5. 5 

PP 10 4 . 5 4 . 5 I 00.0 

Total 220 I 00.0 I 00 .0 

By far th e majority of use rs of e -comm e rc e encounter it throu g h e-mail 

activities ( 3 6 .4%). The re s t of th e figures are I e s s than 7 % w ith 

Customer Se r v ice s at 6 . 4 % fo ll owed by a cohort of electronic 

advertising , e- m a i l and customer se r v ic e at 5.5%. 
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Table 4 . 6 S i z e Of Or g a ni za tion 

I'"" C umul a ti ve 

Fr e q u e n cy Per ce n t V a l i d Pe r ce nt P e r cent 

Va lid La r ge 2 3 I 0 5 1 0 5 I 0 . 5 

Medium 7 0 3 I . 8 3 I . 8 4 2 . 3 

S m a ll 1 27 5 7 . 7 57 . 7 I 00.0 

To t a l 2 2 0 I 0 0. 0 I 0 0 . 0 

The m aj o rit y o f r es pond e nt s who parti c ipated in thi s s uryey ca me from 

s mall bu s in ess ( 5 7.7 % ) , f o ll owe d b y m e dium bu s in ess ( 3 1. 8 % ) and 

lar ge b u s in ess ( 10 . 5 % ). 

Table 4 . 7 Age Of Organi za tion 

V a I i d C u mu l a t i ve 

F r e q ue n c y Per ce nt P e rc e nt P e r ce nt 

Va lid L e s s t h a n 5 yea r s 26 I I . 8 I I. 8 11. 8 

5-9 yea r s 4 1. 8 I . 8 I 3 . 6 

I 0 - I 9 y e a r s 3 4 I 5 . 5 I 5 . 5 29 . I 

2 0 -2 9 y ea r s 5 I 2 3 . 2 2 3 . 2 5 2 . 3 

3 0- 4 0 yea r s 6 1 2 7 . 7 2 7 . 7 80 . 0 

Ove r 40 y ea r s 44 20 . 0 2 0 . 0 I 00 . 0 

To t a l 220 I 00 . 0 I 00 . 0 

Mo s t of t h e bu si n e s ses (2 7 .7 %) a r e 3 0 to 40 yea r s o l d f ollo we d b y 

tho se w hi c h a r e 2 0 t o 29 yea r s o ld a n d th os e w hi c h a r e over 40 yea r s 

old . T h e r es t ar e l ess than 2 0 ye ar s old . 
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Ta bl e 4.8 Uti l izat i on Of Eco m merce 

V a lid C umul at iv e 

' Frequenc y Percent Percent Perc e nt 

Va l id. Very grea t ex tent 30 13 . 6 I 3.6 I 3 . 6 

Very r ea s onab l e 
23 I 0 . 5 I 0. 5 24 . I 

extent 

Some ex t e nt 39 I 7 . 7 I 7. 7 4 I . 8 

Ver y le ss ex t e nt 69 3 I. 4 3 I. 4 7 3 . 2 

Not at all 59 26 . 8 26 . 8 I 00 . 0 

To tal 220 I 00 . 0 I 00.0 

The abo ve findings s how that the major i ty of respondent s (3 1. 5%) u se 

e - commerce to some very less extent and 26.8% do not usee -co mmerce 

at all. 17 .7 % of respondent s usee-commerce to some extent, 13.6% use 

it to a very great extent and 10 . 5% use it to some reasonable exte n t. 

What this means is t h at e-commerce has not been fu l ly embraced i n 

deve loping countries as compared to deve loped countr ies . 

Ta bl e 4.9 e - Adver t isi n g 

Va I i d C umu la tiv e 

Frequ e ncy P e rcent Percent Percent 

Valid 0-25% 146 66 . 4 66 . 4 66.4 

25-50 % 39 I 7 . 7 I 7 . 7 84. I 

51- 75 % I 8 8 . 2 8 . 2 92.3 

76-100 % I 7 7 . 7 7 . 7 I 00.0 

Total 220 I 00 . 0 100 . 0 

The majorit y of respondents (66.4%) use e -advertising for about 25% 

of the time fo l lowed by 17 . 7% who usee - advertis i ng for abo u t 25 to 

50% of the time . Of the respondents , 8 . 2% of th e m usee-ad ver tising 51 

to 75% of the time a nd 7 . 7 % said that t hey usee-adverti si ng for 76 to 

lOO% of the time . 

23 



What this means I S that the i mpact of e-advertis i ng 1n developed 

co untries i s not yet fe l t l ike i n deve l oped cou nt ries. 

Tab l e 4. 10 e-Mai l 

Va l id Cum ul a ti ve 

Freq u e ncy Percent Percent Percent 

Valid 0-25% 69 3 I. 4 3 I . 4 31.4 

25-50% 23 I 0. 5 I 0 . 5 4 I . 8 

5 1-75 % 42 I 9. I 19 . I 60.9 

76- 1 00 % 86 3 9. I 3 9 . I I 00.0 

Tot a I 220 I 00 . 0 I 00 . 0 

The majority of respondents (39. 1 %) u se e-mai l 76 to I 00% of t h e 

time . However-mail usage is a l so between 0 to 25% in 31 .4 % of 

respondent s . The overa l l pict u re is t h at e-mai l u sage 1s more popu lar 

than its non-usage . 

Tab l e 4. 1 1 e-Custo m er Se r v i ce 

Va I i d C umul at i ve 

Fr e q u ency Pe rcent p"erc e n t Perc e nt 

Valid 0-25 % 149 6 7 . 7 6 7. 7 67.7 

25-50 % 26 I I . 8 I I . 8 79.5 

51- 7 5 % 27 I 2. 3 I 2 . 3 9 I . 8 

76-100 % 18 8.2 8 . 2 I 00 .0 

Total 220 100 . 0 I 00 . 0 

T h e a bove findings show t hat e-c us tome r serv 1 ce 1 s sti II u npop u I ar 

among respondents . 67.7% of r espo nd en t s use e-customer service 0 to 

25% of the time . The other figures are l ess than ha l f of 67.7% when 

combined. 
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Ta bl e 4 . 12 e - Banking 

- Valid Cum ul ative 

F r e quenc y Percent P e rc e nt Percent 

Valid 0-25 % I 3 7 6 2 . 3 62 . 3 6 2. 3 

25-50% 27 I 2 . 3 I 2 . 3 7 4. 5 

51-75 % 27 I 2 . 3 I 2 . 3 86.8 

76- I 00 % 29 I 3 . 2 13 . 2 I 00 . 0 

Tota l 220 I 00 .0 I 00 . 0 

The majority of r es pondent s (62 . 3%) have only used e-bank i ng 

faci l itie s for only 0 to 25% of th e time . The rest are not in touch with 

e- b anking facilities for most of their time s. 

Ta b l e 4 . 13 e - Procurement 

C umul a ti ve 

F r e qu e nc y Perce nt V a I i d Perce nt Perc e nt 

Valid 0-2 5 % I 3 6 6 I . 8 6 I . 8 6 I . 8 

25-50 % 5 3 2 4 . I 24 I 8 5 9 

5 1-7 5 % 9 4 . I 4 I 9 0 . 0 

76 - 1 00 % 2 2 I 0 . 0 1 0 0 100 0 

Tot a I 2 20 I 0 0 . 0 I 00 0 

T he above fi ndin gs s h ow that the majority of respondents (61 . 8%) u se 

e-procurement serv i ces for b e tween 0 to 25% of the i r time and 24.5% 

for between 25 to 50% of th e i r tim e . Ed-proc urement t ec hnolo gy i s st i ll 

in its growth s tage in e-co mm e rc e . 
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Tab l e 4 . 14 Onl i n e S h o p p in g 

V a lid C umu l a t i ve 

Fre qu ency Percent Percent Perce n t 

Valid 0-25% 168 76.4 76 . 4 76.4 

25-50 % 30 I 3. 6 I 3 . 6 90.0 

5 1-75 % 5 2.3 2 . 3 9 2. 3 

76- 100% I 7 7 . 7 7 . 7 I 00.0 

Tota l 220 I 00.0 I 00 . 0 

T h e above findings s h ow t h a t t h e majority (76.4%) of respondents use 

on l in e -shopping for 0 to 25% of the time fo ll owed by 13 .6% w h o use i t 

for 25 to 50% of t hei r t i me . Again online-shoppi n g t s an e - commerce 

techno logy which i s sti ll i n i ts i nfancy in deve loping countries. 

Tab l e 4 . 15 Tec hn ology Use 

Va li d C umu la t iv e 

Frequenc y P erce nt P e rc e nt P e rcent 

Va l id 26 I I .8 I I. 8 I I . 8 

y 2 . 9 .9 12 . 7 

N 37 16 8 I 6. 8 2 9. 5 

y 155 7 0 . 5 7 0. 5 100 . 0 

To t a l 220 I 00 . 0 100 . 0 

The above findings indicate t h a t the majority of respondent s (70 . 5%) 

agree tha t t h ere i s so meone or peop le within the i r organizat ions who 

champion t h e use of new tec h no l ogy . These find in gs are significant in 

the sense that there are some individua l s with i n organizations who tr y 

to ens u re that everyone w i thin t h a t organization embraces new 

Inno vat ion s lik e e-commerce. A minority of respondents ( 16 . 8 %) sta ted 

th at there are no individua l s or peop le within the i r organization who 

champion the u se of new techno l ogy . 
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Tab l e 4 . 16 Manageme n t S up port 

~ Va l id Cumula ti ve 

Frequency Percent Percent Percent 

Valid Strongl y agree 27 I 2 . 3 I 2 . 5 I 2 . 5 

Agree 9 4 . 1 4.2 I 6 . 7 

Neutra l 25 11.4 I I . 6 2 8 . 2 

Di sag r ee 8 I 3 6 . 8 3 7 . 5 65 . 7 

Strong l y 
74 33 . 6 3 4 . 3 I 00 . 0 

Di sag r ee 

To t a l 2 16 98 . 2 I 00 . 0 

Mi ss in g Syste m 4 I . 8 

To t a l 220 1 00 . 0 

The above findings suggest that the majority of m a nagers (70.4% -

36 .8 % plus 33 .6%) 1n organizations do not give adequate support to 

those individual s who may champion s uch innovation. These findings 

suggest that support in the form of funding for new technology in the 

form of training , equipment and other infrastructure ma y not be 

forthcoming from the management s ide . 
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Ta b le 4. 1 7 P eop l e See k i n g H e l p 

Val i d C umu l a tive 

Frequency Percent Perc e nt Percent 

Valid Stron g l y 
82 3 7. 3 3 7 . 3 3 7. 3 

a gr ee 

A gr ee 59 26 . 8 26 . 8 64. I 

N e utr a l 27 I 2. 3 I 2 . 3 76.4 

Di sag r ee 3 I 14. I 1 4 . I 90 . 5 

Stron g l y 
21 9 . 5 9 . 5 1 00.0 

ag r ee 

Tot a l 2 20 I 00.0 I 00.0 

The above findings show that t he majority of respondents (60 . 1 %) h ave 

persona l l y communicated with people seek in g he l p In us t ng e­

commerce app li cat i ons . 23. 1% did not communicate w ith any persons 

seeking he l p . 

Tab l e 4. 18 P eo pl e Affected D ecis i o n s 

V a li d C umul a tiv e 

Fr e qu e ncy Perc e nt P e rc e nt P e rc e nt 

V a lid S tron g l y 
8 3. 6 3 . 6 3 . 6 

ag r ee 

Ag r e e 3 7 I 6 . 8 I 6 . 8 20 . 5 

Ne utr a l 3 7 16 . 8 I 6 . 8 3 7. 3 

Di sag r ee 97 44 . 1 4 4 . 1 8 I .4 

S tron g l y 
4 1 I 8. 6 1 8 . 6 100 . 0 

ag r ee 

Tot a I 2 20 I 00.0 I 00 . 0 

The above findings indicate that the majority of respondents (62 .9%) 

are not consu l ted on i ssues wh i ch affect them as far as giving their own 

tnputs is concerned , 20 . 4% agreed that they are consulted and 16.8% 

Were neutral. These findings may indicate a l ack of consu l tat i on by 

management on issues which affect the da y -to-day running of their 
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organizations and hence the i mplementation of e-commerce t n their 

organizations . 

Tab l e 4.19 S h ared I nformatio n 

Va I id C umul at i ve 

Fre qu ency Perc e nt P e r cent Pe rcent 

Va lid St ron g l y 
22 I 0 . 0 I 0 . 0 I 0. 0 

ag r ee 

A g r ee 3 I I 4 . I 14 . I 24 . I 

Ne utral 40 I 8 . 2 I 8 . 2 4 2 . 3 

Di sag re e 79 3 5 . 9 3 5 . 9 7 8 . 2 

S tr on g l y 
48 2 I . 8 2 I . 8 I 00 . 0 

ag r ee 

Tot a l 220 I 00 .0 I 00 . 0 

The above finding s s how that the majorit y of respondents (57 . 7 %) did 

not agree that the re IS information sharing in their organization , 24. 1% 

agreed that there I S information s haring In their organi za tion and 

18 .2% were n e utr a l. These f indin gs s ugges t that managers do not s hare 

critica l inform a tion in their organizations for the good of everyone and 

th e organizations th e mse l ves. 

Tab l e 4.20 Creativity Respected 

V a lid C umul a tiv e 

F r e qu e ncy P erce nt P e rc e nt P erce nt 

Val id S tron g l y· 
14 6 . 4 6 . 4 6 . 4 

ag r ee 

Ag r ee 14 6 . 4 6 . 4 I 2 . 7 

e u t r a I 42 I 9. I I 9 . I 3 I . 8 

Di sag r ee I I 0 50 . 0 50 .0 8 I . 8 

S tr ong l y 
4 0 I 8 . 2 I 8 . 2 I 00 . 0 

a g re e 

Tota l 220 I 00.0 I 00 . 0 
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The majority of respondents stated t h at creativ i ty is not respected in 

their organizations , 12 . 8% agreed that creativ i ty IS respected and 

1 9. 1 % were n e u t r a I. These findings suggest that i nnovative in d i v i d u a Is 

are not given room to come up with somet h i n g new within the i r 

organ izat i ons. This may i nh ibit the adopt i on of e-commerce 

techno log i es in organizat i ons . 

Table 4.2 1 R o l e of Leader 

Va l id C umul ative 

Frequ e ncy Percent Percent Percent 

Valid · Strong 

l y I 4 6 . 4 6.4 6 . 4 

agree 

Ag r ee I 3 5 . 9 5.9 I 2 . 3 

N e u tr 
56 2 5 . 5 2 5 . 5 3 7 . 7 

a I 

D i sagr 
10 3 46 . 8 46.8 84 . 5 

ee 

Strong 

l y 34 I 5 . 5 I 5 . 5 100 . 0 

ag ree 

To tal 220 I 00 . 0 I 00 . 0 

The a bove findings see m to s u pport tho se from above . In the findings 

in tab l e 4.2 162 .3 % or respondent s stated that the i r leaders are not 

supportive of th e i r any in i tiative s the y ma y attempt to come up with. 

Managers are ac tu a ll y s uppo se d to support their subordinates when it 

comes to adoption of e -commerce but this seems to be happen i ng In 

on l y 12.3 % of organizations . The other 25.5% of respondent s gave a 

neutr a l response . 
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Table 4.22 Assis tan ce in New Ide as 

Va I i d C umulative 

F requency Percent Perc e nt Percent 

Valid Strong l y a g r ee 22 I 0 . 0 I 0 . 0 I 0 . 0 

Agree 4 3 I 9 . 5 I 9. 5 29 . 5 

Neutr a l 56 2 5 . 5 2 5 . 5 55 . 0 

Di s agree 7 8 3 5 . 5 3 5. 5 90 . 5 

S tron g l y ag r ee 2 1 9 . 5 9.5 I 00.0 

Tot a l 2 20 I 00 . 0 I 00 . 0 

Stil l re lated to previous findings , here the majority of respondents 

(45 .0%) adm itt ed that their managers do not ass i s t indi vidua l s in t h e i r 

organizations who come up wi th new ideas . 29 .5% agreed that their 

managers assis t those w ho come up wit h n ew ideas and 25 . 5% were 

neutra l . 

Tab l e 4.23 Financial S upp ort 

V a I i d C umul a ti v e 

F r eq u e nc y P e rcent P e r cen t P e rc e nt 

Valid Stron g ly ag r ee 22 I 0 . 0 10 . 0 I 0 . 0 

A g r ee 22 I 0 . 0 10 . 0 20 . 0 

Ne utr a l 7 8 3 5 . 5 3 5 . 5 55 . 5 

Di sag r ee 8 I 3 6 . 8 3 6.8 92 . 3 

S tron g l y ag r ee 17 7 . 7 7 .7 I 00 . 0 

To ta I 220 I 00 . 0 I 00 . 0 

The above f indin gs s h ow that the majority of respondents (44 . 5%) 

stated that they are not g i ven financial s upport when they try to come 

up with new i deas . 20 .0% agreed that they are given financia l support 

for coming up with new ideas and 35.5 % were neutral. 
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Tab l e 4.24 Comp lex I n novation 

Valid Cumu l ative 

Frequency Percent P e rcent Percent 

V a lid Strong l y agree 4 1.8 I . 8 I . 8 

A g ree 35 I 5. 9 I 5 . 9 I 7. 7 

Ne utra l 65 2 9. 5 29 . 5 4 7. 3 

Di s ag r ee 103 46.8 46 . 8 94 . I 

St r ong l y agree 13 5 . 9 5 . 9 I 00 . 0 

Tota l 220 I 00.0 I 00 . 0 

The majority of respondents (52. 7 %) disagreed w i t h the statement that 

pr edict i n g the way an innovation w iI I fit into their work procedures is 

usua ll y too comp lex to assess i n advance of imp lementation , 17 . 7 % 

agreed a nd 29 . 5% were neutral. These findings may suggest that 

individua l s have ful l knowledge about e-commerce technologies and 

their imp l ementation but management ma y be the factor which ts 

stalling adoption of such innovation . The above findings seem to 

support this notion . 
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Tab l e 4.25 C l ear P l an o n I mp l e m entatio n of an Inn ovat i o n 

V a lid C u m u l at i ve 

F r eq u e nc y Perc e nt P e rc e nt P erce nt 

V a l i d S tr ong l y ag r e e 5 2 . 3 2 . 3 2.3 

Ag r ee 22 I 0 . 0 I 0 . 2 I 2. 5 

e u t ra I 62 28 . 2 28 . 7 4 I . 2 

D i s agree I 0 7 48 . 6 49 . 5 9 0 .7 

S t r o n g l y ag r e e 20 9 . I 9 . 3 I 00.0 

Tot a l 2 16 9 8 . 2 I 00 . 0 

M iss in g S ys t e m 4 I . 8 

Tot a I 220 I 0 0 .0 

Th e m ajorit y of r es pond e nt s (57.7 % ) s t a t e d th a t th ey l a ck a cl ea r plan 

to g uid e th e m w he n imp le m e nt i n g a n inn ova ti o n , 12.3% ag r ee d a nd 

28 . 2 % we r e n e utr a l. T h e p l a nnin g pr ocess s t a rt s w ith m a n age m e nt a nd 

th ese f ind i n gs s u gg e s t l ac k o f dr aftin g o f c lea r guid e l in es and pl a n s 

w h e n impl e m e ntin g e-co mm e rc e innovation . 

Tab l e 4.26 Forma l Ju s t i f i cation 

V a l i d C u m u l a t i v e 

Fr e qu e n cy P erc e n t P e rce nt P e r ce n t 

V a l i A g r ee 28 I 2 . 7 I 2 . 7 I 2 . 7 

d 
N e u t ra I 58 26 . 4 26 .4 3 9 . I 

D i s ag r e e 8 8 . 40 . 0 4 0 . 0 79 . I 

Str o n g l y d i sag r ee 46 20 . 9 20 . 9 I 00.0 

To t a I 220 I 00 . 0 I 00 . 0 

T h e m aj o r i t y of r es p o nd e nt s (6 0. 9 % ) s t a t ed th a t in th e ir o rga ni za t io n s 

e- co mm e rc e inn ova ti o n s a r e ad o p te d wi th o ut a n y fo rm a l ju s ti f i ca ti o n , 

such as r e turn o n in ves tm e nt , pay bac k o r c os t - b e n efit a n a lys i s . 12 . 7 % 

of res pond e nt s s t a t e d t h a t e -c o mm e r ce inn ova tion s a re a d o pt e d w ith 

form a l ju s ti f ic a ti o n and 26 .4 % we re n e ut ral. 
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Tab l e 4.27 Flexib l e Promotion 

Va l id Cumu l at iv e 

Frequency P e rcent Percent Percent 

Valid Strongl y 
22 I 0 . 0 I 0 . 0 I 0 . 0 

agree 

Agree 62 28 . 2 28 . 2 3 8 . 2 

Neutral 80 3 6 . 4 36.4 74 . 5 

Di sag ree 48 2 I . 8 2 I. 8 96 . 4 

Strongly 
8 3 . 6 3.6 I 00 . 0 

ag ree 

Total 220 I 00 . 0 I 00 . 0 

The majority of respondents (38.2%) agreed that there are flexible 

promotion systems In their organizations for indi v iduals who are 

in vo lved In e-commerce projects and any other technologica l 

innovations, 25.4% disag reed and 36.4% were neutral. It is important 

to s tate in this case that the high number of neutral respondents may 

weigh against the obta i ning of representative resu lts here. Those who 

were neutral may actually no t be having any e-commerce projects to 

talk abo u t hence their neutrality. 
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Tab l e 4. 28 P e rfo rm a n ce R e l ate d Rewa r ds 

Valid C umulative 

Frequency Percent Percent Percent 

V a lid Strongly 
13 5.9 5.9 5 . 9 

ag re e 

Agree 24 I 0 . 9 I 0 . 9 I 6 . 8 

Neutra l 7 I 3 2 . 3 3 2 . 3 49 . I 

D i sagree 96 43.6 43 . 6 92 . 7 

Stron g ly 
16 7.3 7.3 I 00 . 0 

a gree 

Tot a l 220 I 00.0 I 00 . 0 

The majority of responde n ts (50.9%) stated that important rewards are 

not performance re lated . 16.8% agreed that important rewards are 

performance re l ated and 32.3% were neu t ra l . These findings ind i cate 

that in these organizations some other reward schemes, other than 

performance-based ones are used to reward emp loyees. This may de­

motivate those emp loyees w h o may br i ng innovations re l ated to e­

commerce . 

The next section of data ana lys is re lated to Factor Ana l ys i s . I n t h is 

section some re lationships be t ween variab les and t he strengths or 

impact of such relationships on proposed hypo t heses will be 

investigated. 

Hy p o th eses : 

HI : Organizational Demographics such as age (H 1. 1 ) and Size (H 1.2) 

have sig nificant In fluence on its ab i l ity to adopt e-commerce 

H2 : An effective reward system would encourage th e adoption of e­

commerce 

H3 : Good Management support wou l d posi t ively encourage the adoption 

of e-commerce 
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H4: If individuals in the organization are motivated , they would be 

enthusiastic about adopting e-commerce 

H5: The innovativeness of individuals in an organization ts a catalyst 

for e-commerce adoption 

H6 : If individuals within an organization are knowledgeable about e­

commerce, they would facilitate the adoption of e-commerce in the 

or g anization. 

H7 : There is a positive relationship between organizational size and e­

commerce adoption 

H8 : There is a positive relationship between the age of an organization 

and e-commerce adoption 
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Ta bl e 4 . 2 9: R otate d M a tr ix Co mp o n e n t I 

Rot a t ed Component M a tri x• 

Co mpon e nt 

Managem 
e nt C ommuni Motiv a ti l nnovati know led 

R ewa rd s S upport cat ions on veness ge 

DesiredAc t ivitie s . 7 8 2 

PerformanceAppra i sa I 
. 761 

Sys t e m 

Ri g h tM n age r sCo n t o I . 742 

l n t e r g ra t edSyste m s . 720 

Distribution Re wa rd s . 707 

Performance r E I a t e d R e 
. 660 

wa rd s 

A ttr ac tiv e R ewa rd s . 649 

Time ly Rew a rd s . 55 4 

P eo pIe Affected Dec i s i o 
. 800 

ns 

ManagementSupport . 768 

Creati v it y R es p ec t ed . 57 4 

Flexib l e Promotion . 53 9 

l nd i v id ua l sO th e r O rgan 
. 880 

i zat ion 

MangersHighLeve l . 8 53 

lndi vid u a ls YourOr ga ni 
. 786 

zat ion 

lnd ivid u a ll nd e p e nd enc 
. 7 59 e 

Financial S upp o rt . 679 

lnt eres t sE nc o ur aged . 64 6 

Comp l ex lnn ova ti on . 8 I 3 

Probl emSo lvin g . 7 95 

NotVeryCreative . 54 I 

Knowledge . 8 7 6 
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R o t a t e d Co mpon e nt Matrix • 

Component 

Managem 
en t Commun i Motivati Inno va ti knowled 

Reward s Support cation s on veness ge 

De s ir edAc tiviti es . 782 

Pe rform a nce A p p ra i sa I 
. 76 1 

Sys tem 

Ri g h tM n agersCon to I . 7 4 2 

Int e r gratedSystems . 720 

Di s tribution Reward s . 70 7 

PerformancerE I a t ed R e 
. 660 wards 

Attract i veReward s . 649 

Time l y Reward s . 55 4 

Peop I eA ffec t ed Dcci s io 
. 800 n s 

Mana ge mentSupport . 7 6 8 

Crea ti v it yRespec t e d . 57 4 

Flexib leP romo ti on . 539 

lndividu a l sO th erO r gan 
. 8 8 0 i zat ion 

MangersHighLeve l . 8 53 

lndividual s YourOrgani 
. 7 86 za t ion 

lndividua l lnd ependenc 
. 7 59 e 

Financ i a l Suppo rt . 679 

lntere s t s Enco ur aged . 64 6 

Co mpl ex inn ovation . 8 I 3 

Prob l e mSolvin g . 7 9 5 

NotVeryC r eative . 54 I 

Knowledge . 876 

Ex traction Method : Pr1nc1pal Co mponent An a lys 1s . 

Ro t a ti on Method : Va rim ax lv it h Kai s e r 
Nor m a li z ation . 
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Rot a ted C omponent Matrix • 

Co mponent 

Mana ge m 
e nt Co mmuni Motivati lnno va ti know led 

Reward s S upp or t cation s on ve n e s s ge 

De s ir e d Ac ti v i ti es . 782 

Performance A p p r a i s a I 
. 76 I Sys t em 

R igh tM n age r s Co n to I . 74 2 

l ntergratedSystems . 720 

Di s tri bu tion Reward s . 707 

Per for m a n cerE I a t e dR e 
. 660 ward s 

A tt r a ctive R ewa rd s . 64 9 

Timel y R eward s . 55 4 

P eo p Ie Affected Dec i s i o 
n s . 800 

Mana g e me nt S uppor t . 768 

C reativityRe s p ec ted . 5 74 

Fl ex ibl e P romotio n . 53 9 

I nd i v idu al sO th erO r gan 
. 88 0 i z a t io n 

Man ge rs Hi ghLeve l . 8 53 

I nd i victu a l s YourOrgan i 
. 786 z a t io n 

lnd ivi du a l l nd e pe nd e n c 
. 7 59 e 

F in a ncia l S upp or t . 679 

I nt e r es t s En co u raged . 64 6 

C omp lex I nnova ti on . 8 I 3 

Problem So l v in g . 7 9 5 

NotV e ry C re at iv e . 54 I 

Knowled g e . 8 76 

a . Rot a ti on co n verged in 7 1t era t1 on s . 
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In the above case , the factors Management Support , Communications, 

Motivation, l nnovati ve ness and Know ledge were compared w i t h several 

other factors to investigate any significant re lat ionships. - The 

percentage vanances were than explained In terms of the factor 

ana lysis. These are shown in the tab l e be low: 

Tab l e 4 . 30 : Pe r ce n tage variance Expla in ed 

In it i a I Eig e nva lu e s 

% of Cum ul ative % of Cu mul ative 

C ompon e nt Tot a I Vari a nce % Total Variance % 

R e ward s 6 . 24 8 28 . 40 I 28.40 I 4 ' 57 0 20 . 77 I 20 . 77 I 

M a na g em e nt 
2 . 97 0 I 3 . 4 99 4 I . 900 2 ' 8 54 I 2 . 97 I 33 . 742 

Support 

Communications 2 . 407 I 0 . 940 52.840 2 . 693 I 2 . 23 9 45 . 98 I 

Motivation I . 4 I 7 6 . 44 I 59.2 8 I 2 ' 0 55 9 0 3 3 9 55 . 3 I 9 

l n novativen ess I . 266 5 ' 7 55 65 . 036 I . 9 70 8 . 9 55 64.274 

Knowledg e I . 08 5 4 . 9 3 2 69.968 I . 2 52 5 . 693 69 . 968 

E x trac ti o n Method : Princip a l Co mponent An a l ys i s . 

The above table s how s t he percentage va r i a nce s In th e given factors 

stated a bove. T hey range from 20 .77 1% to 5 . 693% . 
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Tab l e 4.3 1 : R e l iab ili t y A n a l ys i s ( C h ro n bac h ' s a l p h a ) 

F a ctor A l p h a 

R ewa r d s 0 . 844 

Manageme nt S upp o rt 0 . 8 I I 

C omm u n ica ti o n s 0 . 83 6 

M ot i va ti o n 0 . 699 

ln nova ti ve n e ss 0 . 624 

K n ow ledge I . 000 

T h e R e l i a bi l it y A n a l ys is s hows th e int er n a l c on s i s t e nc ies of th e g i ve n 

var i a b l es and a ll va lu es a r e c l ose to 1.000. 

Tab l e 4 . 32 : Mode l S u mm a r y 

Adju s t e d R S t d . E r ro r o f 

M o d e l R R Sq u a r e S qu a re th e Es t im a te 

I . 4 5 7 3 . 209 . I 79 I . 2 2 3 

a . Pr e dic t o r s: ( C on s t a nt) , A ge 0 fOr ga n i z a t i o n , 

Co mm u nic a t ion s , R ewa rd s , M a n age m e n t S u p p o rt , 

Kn o w I e d ge. Mot i v a t io n , In n ova t i ve n ess , S i ze 0 fO rga n i z a t io n 
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T a b l e 4 . 3 3 : ANOVAb 

Sum of 

Mode l Sq u a r es df M ea n Sq u a r e F Sig. 

I R eg r e s s i o n 8 3 . 2 I I 8 I 0 . 40 I 6 . 954 . o oo • 

Re s i d u a l 3 15.625 2 I I I . 496 

Tota l 398 . 836 2 19 

a . Pr e d 1ctor s : ( Co n s tant) , A ge OfO r ganiza t ion , C ommun i ca t io n s , Rewards , 

M a n age m e nt Support, Know l e d ge , Mo t ivat i on. l nnov a t i venes s , Si zeO fOr ga n i za tion 

b . D e p e nden t V a riab l e: Uti l i za tionOf E com m e r ce 

T h e A n a lys i s of V ar ia n ce (AN O VA) t est s h ows a s i g ni f i ca nc e valu e o f 

0. 0 0 0 i n di ca tin g th a t th e fac t o r s g ive n a r e v it a l w he n o r ga ni za t io n s 

co n s id er th e a d o pti o n of e - co mm e r ce. 
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Tab l e 4.34: R egressio n S t at istics 

U nst an d a rdi ze d Standardized Co l l inearity 

Coe ffi c ien t s C oefficients Stati s tic s 

Toleranc 

Mod e l B Std . Error Beta t Sig . e VI F 

I ( C on s tant) 5 . 52 
I . 8 53 . 3 3 6 . 000 

2 

R ewa rd s . 070 . 083 . 052 . 848 . 398 . 99 1 I . 009 

Mana ge ment 3 . 24 
. 2 70 . 08 3 . 200 . 00 I . 98 7 I . 0 I 4 

Support 7 

Co mmunic a tion s - . 00 5 . 084 - . 004 - . 06 I . 9 52 . 967 I . 0 3 4 

M o ti vat ion 2 . 16 
. I 8 3 . 08 5 . I 3 6 .03 2 . 95 I I . 0 5 I 

2 

lnn ova ti veness - . 060 . 08 7 - . 04 5 - . 6 9 7 . 48 7 . 908 I . I 02 

Knowl e d ge 2 . 7 3 
. 2 4 5 . 090 . I 8 I . 007 . 85 0 I . I 7 7 

0 

Si ze OfOrgan iz a tio 2 . 84 
. 44 5 . I 57 . 2 24 . 005 . 604 I . 6 54 

n 3 

AgeOfOrgan iza tio I . 7 7 
. I 2 5 . 07 I . I 4 3 . 077 . 5 80 I . 725 

11 6 

a . De p e nd e nt V a r1able: UtJIJ za tJ o n OfEco m mer c e 

The above Regression An a I y sis extracts varia b I e s which are s ign i fica n t 

w h e n it comes to considering those factors wh ic h are i mportan t in 

determi nin g factors w hi c h are cr i tica l t n e -commerce a d opt i o n . Va lu es 

greater t han or eq u a l to 2 . 000 are considered s ignificant. T h ese va l ues 

relate to t h e var iab l es: 

• Manage m en t Support. 

• Motivation. 
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• Knowledge , and 

• Size of organization . 

Tab l e 4.35: Co rrelation s 

Size 0 fOrg a n i AgeO fOrga n i Ut ili zat i onOf 

za t ion zat ion Ecommerce 

Size 0 fOr ga n i z a t i on Pear s on 
I. 000 . 5 I 4 '. . 3 4 8 •. 

Co rre l a ti on 

Sig. (2- t ai l ed) . 000 .000 

220.000 220 220 

AgeOfOrganizat i on P e ar so n 
. 5 14 .. .2 I 0 .. I . 000 

C orrelation 

S i g . (2 - t a il e d) . 000 . 002 

N 220 220 . 000 220 

U ti I i z a t i on 0 fE com m e Pear so n 
. 3 4 8 •. . 2 1 o" I . 000 

rce Co rr e l a t ion 

Sig . (2-ta i l ed) . 000 . 002 

N 220 220 220.000 

* * C orre l a t iO n IS S1g n1f1 ca n t at the 0 . 01 leve l (2-

t a i I e d) . 
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Table 4 . 3 6: H y pothe ses re s ult s : 

H y p o th e s i s R es ult 

I-ll. I No t s u p por t ed 

1-11 . 2 S up p o r t e d 

1-1 2 N o t s u p por t ed 

1-1 3 S u ppo rt e d 

1-1 4 S up p o r t e d 

1-1 5 No t s u p p o r t e d 

1-1 6 S upp orted 

1-1 7 Supp o rt e d 

1-18 S upp o rt ed 

T h e a b ove r es ult s indi cate th a t out o f th e 8 h y pothes es initi a ll y 

s u gges t e d in th e Fa ct o r A n a l ys i s , th e se cond , third , fourth , s i x , seventh 

a nd e i g hth h y p o th eses a r e s upp o rt e d b y th e d a t a co lle c t e d in thi s 

r esea r c h . 

4.2 Summary of findings 

T h e a bove f indin gs were b ase d o n d a ta ca ptur e d fr o m r es p o nd e nt s ' 

q u es tionn a ir es t o a sta ti s ti ca l pac kage. T re nd s a nd p a tt e rn s we re 

o b se r ve d f rom th e fre qu e n cy t a bl es ge n e ra t e d by th e s tati s tic a l 

pac kage . T h ese w ill b e use d in th e l as t ch a pt e r , Co n c lu s i o n s a nd 

Reco mm e nd a ti o n s . 
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CHAPTER 5 

5.0 Conclu s ion s and recommendation s 

5.1 Conclu s ion s 

T h e researc h was o n in vest i ga tin g th e a d o ptio n of e lec t r oni c c o mm e r ce 

b y orga ni za ti o n s In B o t swana . D a t a fr o m qu es ti o nn aires was captur e d 

a nd a n a lyse d u s in g a s t at i s t ica l pac k age a nd di sc ussio n s m a d e · f r o m 

severa l freq u e n cy t a bl es a nd gra ph s ge n e r a t e d . 

R es p o n de nt s fro m a ll organi za ti o n s in dica t e d t h a t th ey use d e lec troni c 

co mm e rce a ppli ca ti o n s li ke e- m a il , c u s t o m e r serv ice , b a nkin g , 

e l ec t ro ni c a d ver ti s in g, p roc ur e m e nt a nd pur c h as in g a nd o nlin e 

s h o ppin g i n va r y in g ca p ac i t ies . Ind ee d , m os t o r gan i zatio n s in B o t swa na 

have beco m e Int e rn e t- e n a bl ed a r e u s in g th e a b ove m e nti o n e d e­

c omm e rce a ppli ca ti o n s w h ic h a r e wove n aro und th e We b. E -m a il IS 

use d for m essag in g a n d in for m a ti o n s h a rin g b y orga ni za tion s . A numb er 

of b a n ks in B o tswa n a lik e t h e F ir s t Nat iona l Bank (FN B ) h ave a d o pt e d 

a numb e r of e-co mm e r ce a ppli ca tion s t o Impr ove t h e ir c u s t o m er 

se rv i ces. T h ese in c lud e the a bili ty t o pay d e bt ors fro m a d es kt o p , 

ba l a n ce c h eck in g f r o m th e d es kt op or ce llph o n e , f und s tr a n sfe r a nd 

pay m e nt of bill s a nd u t i l iti es. Organi sat i o ns have e mbr a c e d th ese 

in n ova ti ons fro m FN B an d o th er ba nk s t o f ull y util ize th ese e­

com m e rce a ppli ca ti o n s. 

Co mp a n ies lik e O rac le a r e a l so se llin g e-commerce base p ac k ages l ike 

Ente rp r ise Reso ur ce Pl a nn ing (E RP ) to bo th t h e priva t e a nd publi c 

s ec t o r s in B o t swa na. T h ese pac k ages a ll ow o r ga n isatio n s t o m a n age 

the i r f in a n ces , c u s t o m ers , s up pI i e r s and o th e r s t a k e h o Id e r s a 11 o n I i n e . 

For exa mpl e , th e Bo t swa n a gove rnm e n t h as a d op t ed e-co mme r ce la r ge ly 
' to it s p a rtn e r s hip w ith Or a cl e w hi c h res ult e d in t he impl e m e nt a ti o n o f 

GA B S (Gove rnm e nt Acco unti ng a nd Ba n k i ng Syste m ) whi c h lit era ll y 

con n ects a ll f in a nce d e p a r t m e nt s ac r oss t h e w ho l e co un tr y. Pr iva t e 

compa ni es w hi c h d ea l w ith t h e B o t swa na gove rn me nt can ge t co nn ec t ed 
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to this system and as a result , also adopt the e-commerce applications 

initiated by this partnership . 

Many companies tn Botswana are also ustng electronic data interchange 

(EDI) to trade and communicate with customers and suppliers. EDI has 

enabled online shopping , and procurement and purchasing. This is 

proven by the findings of the research . 

The findings indicate that the adoption of e-commerce ts mostly among 

companies which have been in existence for at least 20 years in the 

market. Presumably these are the companies which have huge reserves 

of finance to invest in the infrastructure which supports e-commerce 

applications. Younger companies seem to utili ze only the existing 

infrastructure like network connections in order to utilize e-commerce 

applications . 

The findings also indicated that the degree of e-commerce utilization is 

s till low as compared to its non-utilizatiDn. This can be explained by 

the fact that e-commerce ts a new technology in developing countries 

and the fact that small and young companies (which form the majority 

of companies tn Botswana) do not use e-commerce very much as 

compared to large organisations . 

The level of e-commerce applications diffusion in organisations tn 

Botswana is highest in e-mail , followed by e-banking , then e-customer 

se rvice , e-advertising , onl i ne s hopping and e-procurement coming last. 

This can be explained by the cheapness of email application and the 

emergence and adoption of e-commerce applications by banks tn 

Botswana . Usage of e-commerce applications in Botswana is still in its 

infancy stage. 

The majorit y of organ i sations in the study have someone who 

champions or uses e-commerce . Unfortunately , for man y organisations , 

there is no s upport from management g iven to individuals who are 

innovative in e-cornmerce te c hnolo g ie s . This can be due to lack of 
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adequate funds for the infrastructure or lack of knowledge by 

management. 

Based on the findings , there 1s evidence that individuals 1n 

organisations exchange ideas on e-commerce applications with people 

fro m o u t s i d e t h e i r o r g a n i s at i o n s s e e k i ng he I p o n e - co m m e r c e 

applications . There is however evidence to the effect that decisions 

affecting individuals 1n organizations are not shared with those 

individuals before they are effected . There is also little information 

sharing in organisations and lack of respect for those who try to be 

creative . This lack of respect may inhibit the adoption of e-commerce 

technologies in those organisations. 

The findings indicated that individuals in organisations do not see 

innovations as too complex to assess in advance of implementation . 

This may suggest that individuals have the full theoretical framework 

as far as innovation and implementation of e-commerce is concerned . 

This is supported by the fact that the same individuals have a clear 

plan of what to do when implementing an innovation . The findings also 

show that most organisations make a cost-benefit analysis before 

acquiring any system. 

Most organisations have flexible promotion systems. The findings also 

show that most organisations do not have performance related reward 

systems . This may de-motivate those individuals who are innovative . 

5.2 Recommendations 

From the above conclusions and prev1ous discussions 1n Chapter 4 the 

following recommendations can be made: 

I . Responses indicated that there is evidence of adoption of e­

commerce applications 1n organisations in Botswana . However , 

the level of adoption is s till ver y much restricted to e - mail only . 

Organi s ation s should s hift from just using e-mail only as a 
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channel of e-commerce adoption . Other avenues l ike on l ine 

shopping, e l ectronic banking etc can a l so be uti l ised . 

2. The rate 

improved . 

of e - commerce util i sat i on shou ld a l so 

Infrastr 'ucture needs to be set up to 

be greatly 

support e-

commerce act i vities. Leaders in e-commerce adoption are the 

government of Botswana , large corporations and banking 

ins tit uti on s. These i n s tit ut i on s have the fin an cia I and 

technological resources to adopt and imp lement e-commerce . 

Their efforts in adoption and imp lementation of e-commerce wil l 

he l p to pull their customers and supp l iers in the same direction. 

For example organisations can make use of online banking 

because of its convenience 1n terms of flexibility and time 

saving . 

3 . The use of e-commerce applications like electronic data 

interchange needs support from individ u a l s who are innovative in 

organisations. Current l y such indiv iduals lack support and 

respect from their management when they come up with new ideas 

which ma y steer their organisations towards the adoption and 

implementation of e-commerce technologies. 

4 . Financia l institutions like banks should have po l icies in p lace to 

assist small and new companies with financia l assistance which 

will enable them to buy infrastructure to support e-commerce 

activities . Current l y it IS mostly the government and large 

organisations which are making full use of e-commerce 

applications because they can afford to invest using their 

financial resources . 

5 . E-commerce adoption should be promoted across organisations so 

that management , which at the present moment seems to be 

lacking appreciation , can a lso join the bandwagon as far as the 

adoption of e-commerce is concerned. Management can influence 

the release and channelling of funds towards investments in e ­

commerce appl ications and technologies. 
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6. Information sharing and collaboration need to be promoted in 

organisations so that e-commerce technologies diffuse throughout 

organisations and related stakeholders. Currently there is very 

little evidence to support comprehensive information sharing In 

organisations particularly on issues pertaining toe-commerce. 

7. Employees should also be given incentives which are related to 

their effort in ensuring that organisations adopt e-commerce. 

Such rewards can be performance based , for example . 

so 
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OTH E R R E L ATE D T A BL ES 

Indi v idu a ls in Y our Or ga ni za tion 

Frequenc Va l id Cumu l ative 

y Percent Pe r cent Percent 

Va l id No contact 9 4 . l 4 . I 4 . l 

Month ly or less 3 I 1 4. l 14. I 18 . 2 

About week l y 26 11 .8 1 1.8 30.0 

About dai l y 63 28 . 6 28.6 58 . 6 

More than once 
91 4 I .4 41.4 10 0 . 0 

a day 

Tota l 220 100.0 I 00.0 

Indi v idu a ls Otb e rOr ga ni za ti o n 

Frequenc Valid Cumu lat i ve 

y Percent Percent Percent 

Valid Strongly 
I 9 8.6 8 . 6 8 . 6 

agree 

Agree 26 I 1. 8 I I. 8 20 . 5 

Neutral 50 22 . 7 22 . 7 43 . 2 

Disagree 83 3 7 . 7 3 7 . 7 80 . 9 

Strongly 
42 19 . 1 19 . 1 l 00 . 0 

Disagree 

Tota l 220 I 00 . 0 I 00.0 
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Ma n ge rs H ig h Leve l 

Freq u en Va l id Cumu lativ 

cy Percent Pe r cent e Percent 

Vali Strong l y 
46 20 . 9 20 . 9 20 . 9 

d agree 

Agree 44 20 . 0 20.0 40 . 9 

Neutra l 62 28 . 2 2 8 . 2 69 . 1 

Disa g ree 39 I 7 . 7 I 7. 7 86 . 8 

Stron g l y 
29 13 . 2 I 3.2 I 00.0 

agree 

Tota l 220 I 00 . 0 I 00 .0 

Co ll eag u es O t h e r O r g 

Frequen Valid C umu lativ 

c y Perc e nt Perc e nt e P e rcent 

Vali Stron g l y 
46 20 . 9 20.9 20 . 9 

d agree 

Agree 59 26.8 26.8 4 7 . 7 

Neutra l 47 2 I .4 2 1 .4 69 . 1 

Di sag ree 3 I 1 4 . I 14 . I 83 . 2 

Stron g l y 
3 7 16.8 16.8 I 00 . 0 

agree 

Total 220 1 00 . 0 I 00 .0 
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Av ail a bl e Info rmati o n 

Freq u en Va l id C u mu lativ 

cy Percent Perc e nt e Percent 

Va l i Strongly 
30 13.6 13 . 6 I 3. 6 

d agree 

Agree 27 12 . 3 12 .3 25.9 

Neutral 35 I 5 . 9 15 .9 41.8 

Di sagree 64 2 9 . I 29 . 1 70.9 

Strong ly 
64 2 9 . 1 29.1 I 00.0 

ag r ee 

Total 220 I 00 . 0 I 00 . 0 

Kn ow l e d ge 

Freq uen Va l id Cum ul ativ 

cy Percent Percent e Percen t 

Va l id Strong I y 
1 7 7 . 7 7 .9 7 . 9 

agree 

Agree I 6 7 . 3 7 .4 I5. 3 

Ne utra l 32 14 . 5 14 . 8 3 0 . I 

Di sagree 86 3 9 . I 39 . 8 69 . 9 

Strongly 
65 2 9 . 5 3 0 . 1 100.0 

agree 

Tota I 2 16 98 . 2 I 00 . 0 

Missin System 
4 I . 8 

g 

Total 220 I 00.0 
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NotV e ryC r e ati ve 

Freq u en Va li d Cumulativ 

cy Percent Percent e Percent 

Va li Strong l y 
30 1 3. 6 13 . 6 1 3 . 6 

d agree 

Agree 75 34 . 1 34 . I 4 7 . 7 

Neutra l 34 1 5 . 5 15 . 5 63 . 2 

Di sag re e 54 24 . 5 24.5 8 7 . 7 

S tron g l y 
2 7 12 . 3 12 . 3 100 .0 

agree 

To t a l 220 100.0 l 00 . 0 

Int e res ts E ncourage d 

Frequen Va l id C umul at i v 

cy P e rc e nt P erce nt e Percent 

Va l i S trong l y 
62 28 . 2 2 8 . 2 28 . 2 

d agree 

Agree 63 28.6 28 . 6 56.8 

Ne u tra l 47 21.4 2 1 . 4 78 . 2 

Di sag r ee 36 16.4 16 . 4 94 . 5 

S tron g l y 
12 5.5 5 .5 I 00 .0 

agree 

Tota l 220 100.0 100 .0 

lndi v idu a llnd e p e nd e n ce 
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Frequen Va l id Cum ul at i v 

cy Percent Percent e Percent 

Va li Strongly 
32 14.5 14 . 5 14.5 

d agree 

Agree 69 3 1. 4 3 I . 4 45.9 

Neutra l 60 27.3 2 7 .3 73.2 

D i sagree 5 I 23.2 23 .2 96.4 

Strong l y 
8 3 . 6 3 . 6 I 00 . 0 

agree 

Tota l 220 l 00 . 0 l 00 . 0 

Pr o bl e m S ol v in g 

Frequen Valid Cum ul at i v 

cy Percent Percent e Percent 

Va li Stro n g l y 
4 1. 8 1. 8 I . 8 

d agree 

Agree 53 24. l 24 ' l 25.9 

Neutra l 63 28 . 6 28 .6 5 4.5 

D i sagree 75 3 4 . l 3 4 ' l 88 .6 

Strongly 
25 l I. 4 l l .4 1 00.0 

agree 

Tot a I 220 100 . 0 1 00 . 0 
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A tt r a ct i v eRew a rd s 

Frequen Valid Cumu lativ 

cy Percent Percent e Percent 

Va l i Strong l y 
32 1 4 0 5 14 05 1 4 0 5 

d agree 

Agree 43 1 9 0 5 19 05 3 4 0 1 

Ne u tral 6 l 27 0 7 27 0 7 61.8 

Disagree 66 30 00 3 000 91.8 

Strongly 
l 8 802 8 02 l 00 0 0 

agree 

Total 220 100 0 0 I 0000 

Tim e ly R ewa rds 

Frequen Va l id Cumu lat i v 

cy Percent Percent e Percent 

Vali Strongly 
14 6.4 6 04 6.4 

d agree 

Agree 43 1 9 0 5 1905 25 09 

Neutra l 80 3 6 04 3 6.4 62 03 

D isagree 79 3 50 9 3 50 9 98 02 

Strongly 
4 1.8 1.8 1 0000 

agree 

Tota I 220 I 0000 I 00 00 
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P e rform an c eA p p ra i s a ISy s t e rn 

Freq u en Va li d C u mu lat i v 

cy Pe r cent Percent e Perce nt 

Va li Strong l y 
1 0 4 . 5 4.5 4.5 

d agree 

Agree 48 2 1. 8 2 1. 8 26.4 

Neutra l 61 2 7 . 7 27 .7 54 . 1 

Disagree 92 41.8 41 . 8 95.9 

Stro n g l y 
9 4. 1 4 . 1 I 00.0 

ag ree 

Tota l 220 I 00.0 I 00 .0 

De s ir e d Acti v iti es 

Freque n Va l id Cum ul ativ 

cy Percent Perce n t e Percent 

Va l i S t rong l y 
14 6.4 6.4 6.4 

d agree 

Agree 43 19 . 5 19 . 5 25.9 

Neutra l 72 3 2 . 7 32 . 7 58 . 6 

D i sagree 69 3 1. 4 3 I . 4 90.0 

S t rong l y 
22 I 0 . 0 I 0 . 0 I 00 .0 

agree 

Tota l 220 100 . 0 100 .0 
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UnD es ir e d A cti v i t es Puni s h e d 

Frequen Valid Cumulat i v 

cy Percent Percent e Percent 

Va li Stro n g l y 
18 8 . 2 8 . 2 8.2 

d agree 

Agree 29 13.2 13.2 2 1 .4 

Neutra l 72 3 2 . 7 3 2 . 7 54. I 

Disagree 60 2 7 . 3 2 7 . 3 8 I .4 

Strong l y 
4 I I 8. 6 18 .6 I 00.0 

agree 

Tot a I 220 I 00 . 0 100 . 0 

R i g h t M n age r sCo n t o I 

Frequen V a lid Cum ul ativ 

cy Percent Percent e Percent 

Va li Strong l y 
22 I 0 .0 1 0 . 0 I 0.0 

d agree 

Agree 22 I 0 .0 I 0 . 0 20.0 

Neutra l 71 3 2.3 3 2 . 3 52.3 

Disagree 78 3 5.5 3 5.5 87.7 

Strongly 
27 12 . 3 I 2 . 3 I 00 . 0 

agree 

Tota l 2 2 0 l 00.0 I 00 . 0 
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Di s t rib uti o n R ewa rd s 

Frequen Valid Cumulativ 

cy Percent Percent e Percent 

Vali Strong l y 
I 9 8.6 8 . 6 8 . 6 

d agree 

Agree 39 17 . 7 I 7 . 7 26.4 

Neutra l 77 3 5 .0 3 5 .0 61.4 

Disagree 72 32 .7 3 2 . 7 94.1 

Strong l y 
I 3 5.9 5 . 9 I 00.0 

agree 

Total 220 I 00 . 0 I 00 .0 

lnt e r g ra t e d Sys t e ms 

Frequen Va l id Cumulat iv 

cy Percent Percent e Percent 

Vali Strongly 
I 9 8.6 8 . 6 8.6 

d agree 

Agree 2 1 9.5 9 . 5 I 8.2 

Neutral 53 24 . I 24 . I 42.3 

' 
D isagree 104 4 7. 3 4 7 . 3 89.5 

Strongly 
23 1 0 . 5 I 0 . 5 100 . 0 

agree 

Total 220 I 00 .0 I 00 . 0 
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