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Abstract

Background: The retail industry globally provides online shopping services to offer consumers easy access to a variety of shopping services. Like retailers in other countries, the retail industry in South Africa offers online shopping services to its consumers. South African consumers in Limpopo province are still reliant on the traditional shopping method, despite the convenience, ease of access and the elimination of physical boundaries offered by online shopping.

Objectives: This article investigated and discussed the factors which affect the acceptance and use of online shopping by consumers in Limpopo province.

Method: A quantitative research approach was used in this research. Data were gathered using a paper-based questionnaire and were analysed using Statistical Package for Social Sciences (SPSS) software.

Results: The perceived trialability was found to have significant influence on the acceptance and use of online shopping, whereas relative advantage, compatibility, complexity and external variables such as security and awareness were found not to be significant factors in the acceptance and use of online shopping in Limpopo province.

Conclusion: The research revealed that the effectiveness of trialability increased the intention to accept and use online shopping. Retail consumers in Limpopo province did not accept and use online shopping because of the lack of experience and trust. Trialability will make it easy for retail consumers in Limpopo province to build confidence in online s hopping, thus consumers may in the future be willing to accept and use online shopping. Retail consumers were found to be willing to accept and use online shopping.
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Introduction

The advent of the Internet era and the use of Electronic Commerce (e-Commerce) together brought about the rise of electronic business (e-Business) worldwide. E-business refers to trading over the Internet. E-business provides convenient service that is user-friendly, transparent and efficient for clients. Consumers are able to use online shopping sites to make price comparisons, product selection and other services offered by different retail stores in the comfort of their homes or offices in comparison to traditional shopping. Janeska et al. (2017) emphasised that online shopping includes a number of possibilities, such as information search, website browsing or navigation, ordering, payment, customer-service interactions, delivery and post-purchase problem resolutions. Advantages of online shopping, as perceived by consumers, include convenience, price, original services (services available online and not anywhere else), personal attention, easy and abundant information access and privacy (Al-Hujran et al. 2018). Although online shopping has many benefits, these have been narrowed to suit specific groups, such as the young, the wealthy, the better educated and the more computer-literate individuals, who often spend their time on the Internet and find online shopping interesting and easy to achieve (Chouk & Mani 2019). Consequently, consumers outside the groups above are still reluctant to use online shopping.

The current, traditional practice of shopping is often tedious, carrying many limitations and associated risks.

Most consumers often stand in long queues when shopping in a brick and mortar store. This wastes time, especially during month-end and festive seasons. Consumers have to be physically present at a particular shop or retail outlet to do their shopping, and must observe the stores’ trading hours, and parking space, inter alia. Online shopping technology can solve many of the problems associated with traditional in-store shopping. Online shopping is a form of E-commerce whereby consumers buy goods or services directly from a seller over the Internet (Laxmi & Sarath 2016). Shafiee and Bazargan (2018) stated that online shopping or e-shopping is a form of electronic commerce that allows consumers to buy goods or services directly from a seller over the Internet, using a web browser. The technology allows marketers and retailers to take advantage of the opportunities presented by the Internet. Online shopping provides consumers with benefits such as lower prices, customisation and faster deliveries, including the convenience of shopping at the time and place of consumers (Katta & Patro 2017). Maggioni et al. (2020) emphasised that in the online shopping environment, consumers are free to shop at various websites, and they are able to switch from one website to another with just a click. E-commerce adoption is well researched in the context of developed countries; however, there is a dearth of empirical studies that focus on the adoption and acceptance of e-commerce in developing countries (Tarhini et al. 2019). The pace and rate of online shopping are slow in developing countries, especially African countries as indicated by Egbetokun et al. (2017).

Retail consumers in Limpopo province are still using the traditional shopping methods and not accepting and using online shopping despite the availability of online shopping with concomitant benefits and advantages.

The aim of the study was to investigate and explore the factors that may influence the acceptance and use of online shopping in Limpopo province. To conceptualise the theoretical and practical framework for the problem stated above, the following question guided the research: Why are Limpopo Province consumers not using online shopping platforms, regardless of the accessibility of online shopping technology, and the attempt of retail vendors to raise the awareness of online shopping?

Background

Majority of consumers in Limpopo Province are still using the traditional shopping method despite the availability of online technology that offers convenient shopping. Despite their increasing busy lifestyle and demanding jobs, consumers still regard traditional shopping as an integral part of their life. The aim of this study was to investigate the factors that may influence the acceptance and use of online shopping in Limpopo Province. The following question guided the research and was used to conceptualise the theoretical and practical framework for the problem stated above: Why are Limpopo province consumers not using online shopping platforms, despite the availability of online shopping infrastructure and the effort of retail vendors in promoting online shopping awareness?

Literature review

Online shopping is a process of buying products using the computer, and portable devices (smartphones) via the Internet. According to Tankovic and Benazic (2018), online shopping is also known as e-shopping, Internet shopping, online-store purchasing and virtual-store purchasing. Rahman (2016) defined online shopping as the process a customer uses to purchase a service or product over the Internet. Jayasubramanian, Sivasakthi and Ananthi (2015) further defined online shopping as the process whereby consumers buy goods and services directly from a seller interactively in real-time, over the Internet without a middle-man. Online shopping is a procedure that contains a number of platforms, which includes the search for product information, the processing and incorporation of information in order to assess alternative product options, as well as the act of purchasing (Sudha & Sheena 2017). Consumers may at their leisure buy from the comfort of their own home, products from an online store (Sheth 2020). Malhotra and Aggarwal (2019) argued that online shopping requires the existence of retailers’ websites through which shopping may be achieved in a virtual environment devoid of physical contact between sellers and buyers.

Impact of online shopping on consumers

Rodrigues, Oliveira and Costa (2016) stated that online shopping is currently experiencing a rapid growth, owing to its distinctive benefits for both consumers and retailers, such as shopping round the clock facilities, decreased dependence on store outings, saving of travel costs, decreased overhead expenditure and choice of a wide variety of products. Shopping online has become the norm for consumers globally, in that it has many advantages. Fernández-Ferrín et al. (2018) emphasised that consumers can shop at any time and have access to products and services not available in their geographic regions, thus the use of online shopping can help consumers with access to quality products and services available in other geographic regions. The perception of consumers regarding online shopping differs from individual to individual and is limited to a certain extent to the availability of proper Internet connection, and the promotion of online shopping (Duffett 2017; Shanthi & Kannaiah 2015).

The benefits and challenges of online shopping

The benefits of online shopping include convenience, time saving, flexibility and consumers being able to shop anytime and anywhere without visiting the retail premises. Online shopping enables consumers to shop and pay online for the products of their choice, having them delivered or collecting them in the store, thus improving consumer’s well-being by decreasing the necessity for purchasers to carry money when shopping.

Advantages of online shopping, as identified by consumers, include accessibility, collection, price, original services (services offered electronically and not anywhere else), personal attention, simple and profuse data access and confidentiality (Janeska et al. 2017). Online shopping brings many advantages to consumers, who may shop from anywhere having Internet, not needing physically to visit the shops or outlets for shopping purposes (Vaidya & Vaidya 2017). Compared with brick-and-mortar stores, online stores have many advantages: they are convenient and time-saving, eliminating travelling and waiting time in lines (Rahman et al. 2018).

Although online shopping has many benefits, it has been narrowed to suit specific groups, such as the young, the wealthy, the better educated and the more computer-literate individuals, who often spend their time on the Internet, finding online shopping interesting and fun (Ansell 2016). According to Sheth (2020), from a buyer’s point of view, e-commerce offers many tangible advantages, for example, better buyer decisions, less time spent in resolving invoice and order discrepancies and finally, increased opportunities for buying alternative products.

Online shopping in South Africa

According to the Effective Measure (2017) report, online shopping is increasingly becoming the norm for online audiences in South Africa. Findings reveal that 80% of online shoppers have either maintained or increased their online shopping habit, with 46% of offline shoppers reportedly believing that they will make an online purchase within the coming year (Measure 2017). Pillay (2016) stated that South Africans, in general, are growing increasingly confident about shopping online. Large enterprises in South Africa, like their counterparts in developed and similar developing countries, have, to a large degree, accepted e-business (Abdullah et al. 2018). According to Beneke et al. (2016), South African consumers rely on personal information sources before making purchase decisions online. Little was known about market-related Internet activities. Also, little was known about the influence of the market-related activities on the consumers’ intention to purchase products over the Internet (Contini et al. 2020).

South Africa had a correlated rise in the use of mobile phones and computer applications for business purposes (Deen-Swarray 2016). According to Statistics South Africa (2016b), only 3.5% of households in South Africa (SA) did not have access to either landline or cellphone in 2016. To date, both the urban and rural areas in South Africa enjoy Internet facilities at various degrees (Bama & Ragaprabha 2016). South Africa experienced significant growth in e-commerce, although not to the same degree as in the United States of America (USA) and Europe (Elbeltagi et al. 2016).

Online shopping in Limpopo province

The rapid growth of the Internet has revolutionised the way business is being carried out in the world, and many businesses use it for several strategic goals. Retailers, like Pick n Pay, Checkers, Woolworths and Edgars, are amongst the retailers who have adopted online shopping in order to offer convenient shopping services to their consumers. Retailers, such as Pick n Pay and Woolworths’ online shopping platforms, allow or enable consumers to buy products and have them delivered to their homes. Edgars and Checkers enable consumers to buy online and collect the product in store.

The lack of access to technological infrastructure is a key impediment to business growth and adds significantly to the cost of doing business. Thus, lack of Internet resources in Limpopo province results in the community being starved of access to possible services offered by this medium. Today, both urban and rural areas do not enjoy Internet facilities to the same degree with rural areas bearing the brunt (Kavitha 2015). Limpopo is a rural province.

Online shopping security

Security in online shopping is a significant concern for most consumers, anxious to safeguard their personal information. According to Krishnan et al. (2017), e-commerce security includes three major components, namely, data security, network security and privacy security of the consumer. The online shopping environment, unlike its organisational counterparts, is an extremely fertile field for consumer anxiety, owing to its inherent risks and dangers (e.g. privacy infringement and credit-card fraud) (Celik 2016). Security in e-commerce transactions is an extremely worrying matter for both organisations and individuals. Both parties must safeguard their interests from unauthorised access (Al-maghrabi et al. 2011; Krishnan et al. 2017). Retailers can educate their consumers on their sites by explaining to them their security measures, and assuring compensation if their personal information is compromised. Businesses can make use of social media to improve their reputation by letting customers share their stories with friends, confirming that online shopping is secure. If consumers lack confidence in the security of the online transaction, perceiving it as a risk, this would be the main obstacle to the development of e-commerce (Ansari & Alhazemi 2016; Dong-Her et al. 2004).

Demographic features of online shoppers

Demographic features have an impact on consumers’ requirements, and the capability of buying goods online.

Several studies have confirmed that age and gender differences are important factors that affect online shopping (Lin et al. 2019).

There is a need to facilitate the creation of wireless information infrastructures, and alleviate the digital divide resulting from differences in family income, educational attainment, occupation, employment status, race, gender, age and geography (Wang et al. 2016). Ling, Jusoh and Ishak (2018) concluded that demographic variables such as income, education and age have a modest impact on the decision whether to buy online, whereas the most important determinant of online shopping was previous behaviour, such as earlier online purchases.

Theoretical foundation

The study was based on the Diffusion of Innovation Theory (Rogers 1983), which attempts to identify patterns and rates of how a particular innovation is accepted or rejected by consumers.

The diffusion of innovation theory has five innovation characteristics that influence individuals on the acceptance and use of a particular innovation, namely, relative advantage (the view of advantage in online shopping), compatibility (the enjoyment found in online shopping), complexity (the effort made in online shopping), trialability (experience of the product in online shopping) and observability (the publicity of online shopping) (Rogers 1983):


	Relative advantage is the extent to which an innovation is recognised to be better than its predecessor, often measured in economic terms, social prestige, convenience and satisfaction (Rogers 1983).

	Complexity is defined as the degree to which an innovation is perceived as relatively difficult to understand and use (Rogers 1983).

	Compatibility is defined as the extent to which an innovation meets the potential adopters’ present beliefs, adopters’ past knowledge and current requirements (Rogers 1983). Compatibility of online shopping is assumed as an important driver of the acceptance and use of online shopping. According to Ramavhona and Mokwena (2016), it is measured in terms of how innovation fits into individual life situations.

	Rogers (1983) defined trialability as the degree to which an innovation may be experimented with on a limited basis. Rogers (1983) further stated that trialability enables potential consumers to develop a specific kind of confidence in online shopping, being willing to accept and use it.

	Two external factors, Awareness and Security, have been added to this study as they are regarded as critical factors in the diffusion of innovations such as online shopping.

	Security of online shopping is associated with the risk of identity theft and fraud consumers. As payment modes in online shopping are most likely made with credit cards, consumers pay attention to the retailers’ information in order to protect themselves (Amati 2020).



Researchers, such as Ramavhona and Mokwena (2016), applied the Diffusion of Innovation Theory in the study of Internet Banking in rural areas of South Africa. The Diffusion of Innovation (DOI) may also be used to study the adoption of online shopping (Van Droogenbroeck & Van Hove 2017). Four key constructs of DOI, relative advantage, compatibility, complexity and trialability, together with two external factors, awareness and security were critical in this study in an attempt to identify the factors that influence the acceptance and use of online shopping in Limpopo province.

Research method and design

Hypothesis of this research

Six hypotheses have been derived from the research questions and the objectives of this study. The research study conducted by Ramavhona and Mokwena (2016) on factors affecting Internet adoption in South African rural areas has revealed that trialability of online banking has a major impact on the adoption of Internet banking. This is supported by other previous studies which indicated that when consumers are given an opportunity of trying a new technology, this would reduce the feelings of fear about the usage of this technology (Bulmer, Elms & Moore 2018). Hence, the study hypothesises that:


H1: Trialability of online shopping positively affects the intention to accept and use online shopping in Limpopo province.



Based on the diffusion of innovation theory, consumers accept and use online shopping if they perceive relative advantage over traditional shopping methods, such as lower cost or saving in time and effort which make online shopping more convenient (Akroush & Al-Debei 2015; Choudhury & Karahanna 2008).

With all this relative advantage of online shopping, it would be expected that online shopping consumers in Limpopo Province would be likely to accept and use the service. The study therefore hypothesises that:


H2: Relative advantage of online shopping positively has an impact on consumer intention to accept and use online shopping in Limpopo province.



Research conducted previously revealed that an innovation having difficulty requires extra effort and better execution in terms of practical and operative skills to support its chances of adoption in the communities (Lau & Price 2017). Online shopping involves browsing and clicking a user-friendly interface, which leads consumers to believe that online shopping facilities are simple to use, thus enabling them to accept and use the service. According to Rogers (1983), the acceptance will be less likely if an innovation such as online shopping is considered complex to use, and not user-friendly. The study therefore hypothesises that:


H3: Complexity of online shopping will have positive impact on consumers’ intention to accept and use online shopping in Limpopo province.



Rogers (1983) described compatibility as the extent to which an innovation meets the potential adopters’ present beliefs, adopters’ past knowledge and current requirements. A study conducted by Shi et al. (2020) revealed that compatibility is an essential component, affecting the acceptance of online shopping. Consumers who spend most of their time in their daily lives and job on the Internet and using other related technologies are more at ease with online shopping (Zendehdel & Paim 2015). According to Zendehdel and Paim (2015), the rate of an adoption may either be accelerated or retarded by the compatibility of an innovation with a preceding idea. The study therefore hypothesises that:


H4: Compatibility of online shopping will have a positive impact on consumers’ intention to accept and use online shopping in Limpopo province.



Security of online shopping is associatedwith the risk of identity theft and fraud consumers. As payment modes in online shopping are most likely made with credit cards, consumers pay attention to the retailers’ information in order to protect themselves (Haddad, Aïmeur & Hage 2018). Consumers fear that their personal information and transaction security will be compromised. According to Rabaan et al. (2017), in an online shopping environment, security is defined as the ability of the online company website to protect consumers’ information and their financial transaction data from being stolen during transmission. The study, therefore, hypothesises that:


H5: Security of online shopping will have a positive impact on consumers’ intention to accept the use of online shopping in Limpopo province.



Rogers (1995) recognised awareness as one of the important attributes of adoption. The adoption or rejection of a particular innovation begins when the intended consumers become aware of the innovation (Rogers 1995). Yaseen, Dingley and Adams (2016) announced that consumer awareness is one of the factors that has a major impact on e-commerce adoption. It is hypothesised that consumers are not sufficiently aware of the concept of online shopping and of the benefits it can provide (Ansari & Alhazemi 2016). The study, therefore, hypothesises that:


H6: Awareness of online shopping will have a positive impact on consumers’ intention to accept and use online shopping.



Research methodology

The research aimed to investigate and explore the factors that affect the acceptance and use of online shopping in Limpopo province. The researcher adopted a cross-sectional approach during data collection. A sample size of 150 participants was targeted. The data collection for this study was restricted to retail consumers in Limpopo province. A non-probability sampling method was used. This sampling method relies on the personal judgement of the researcher rather than chance to select sample elements (Malhotra & Dash 2016). A closed-ended self-administered questionnaire was used as the main method to collect data from the participants in Limpopo province.

The five-point Likert-scale was adopted in designing the questions for this study. All items measured on a five-point Likert-scale, using Strongly Agree (SA), Agree (A), Uncertain (U), Disagree (D) and Strongly Disagree (SD) codes throughout were statements wherein participants were required to choose one of these options. In order to examine the legality of the study mechanism, a pilot survey was carried out on retail consumers from the same area in which the study was conducted.

A total of 155 questionnaires were distributed to the retail consumers in Limpopo Province. Of 135 responses received, 15 (9.67%) responses were not usable, and 20 (12.90%) responses were not returned. Therefore, the study made use of the available 120 responses for the analysis. Before data were analysed, the researcher carried out data cleaning, which included coding and editing of the gathered data and analysis of data made use of MS Excel and then imported the data to Statistical Package for Social Sciences (SPSS).

Ethical considerations

The necessary ethical clearance was obtained from the Research Ethics Committee of Tshwane University of Technology with Ref #: FCRE/ICT/2017/03/004(2). The study also ensured that participants’ privacy and confidentiality were maintained, all issues raised by them were respected and taken into consideration. The Research Ethics Committee had approved the questionnaire for this research study.

Data analysis and results

Demographics of the participants

Limpopo Province has a population of 5.4 million, 2.6% of the population being white, 96.67% being black Africans, 0.33% of the population is Indian or Asian, 0.27% of the population is coloured and others contribute only 0.16% of the population. The majority of the population, 86.7%, resides in rural areas and 13.3% of the population lives in urban areas (Udjo 2014). The population distribution of the province has remained relatively constant according to the (Statistics South Africa 2016a) report. In Limpopo Province, the rural and urban populations are not equally distributed.

International Business Machines (IBM) SPSS 24 was used for data analysis, and to analyse the demographics of the participants. The majority of the participants, 52 (43.3%) were males, and 68 (56.7%) females. The majority of the participants were between the ages 26 and 35 years (42.5%), followed by 18 and 25 years (33.3%) and then by age group between 36 and 45 years (17.5%). This was followed by age group between 46 and 55 (6.7%). The majority of the participants, 40.8% hold diplomas, and 20.8% of them hold bachelor’s degree, 13.3% of them are certificate holders, whilst 12.5% of the participants had matric certificates and postgraduate degrees.

The occupational positions reported indicated that 59.2% of the participants are employed full time, with 23.3% of the participants not employed, whilst 17.5% of the participants are employed as interns. Of the participants, 44.2% of them earned an income of R4000 or more, followed by 18.3% participants earning between R3000 and R3999, 16.7% participants earned between R0 and R999 and 14.2% of participants earned between R2000 and R2999 per month. Besides, 6.7% of participants earned between R1000 and R1999.

Online shopping usage and experience of the participants

The majority of participants (51.7%) indicated that they had used online shopping, compared with (48.3%) participants who have never used online shopping before. Of the participants, 49.2% revealed that they do not use online shopping at all, whereas 26.7% stated that they use online shopping occasionally; 9.2% of the participants used online shopping often, whilst 8.3% used online shopping regularly and only 6.7% of the participants used online shopping frequently.

The relative advantage of online shopping

A total of 73.4% of participants indicated that online shopping makes it easy for them to conduct their shopping; only 14.2% of the participants were uncertain, whereas 12.5% disagreed with the statements. Furthermore, a total of more than 50.8% of participants indicated that online shopping gives them greater control in managing their shopping more efficiently.

The compatibility of online shopping

The majority of participants (57.5%) indicated that they agree that using online shopping suits their work-style, only 20.8% of participants were uncertain, whilst 21.6% of participants disagreed with the statements. Whilst the majority of participants (54.2%) indicated that online shopping is more convenient than traditional shopping and 23.3% of participants were uncertain, whilst only 22.5% of participants disagreed with the statement. Of the participants, 54.2% indicated that online shopping is compatible with the way they like to shop, only 20.8% of participants were uncertain, whilst 25% of participants disagreed with the statement.

The complexity of online shopping

The majority of the participants (67.5%) indicated that they agree that online shopping makes it easier for them to do their shopping, only 14.2% of participants were uncertain, whilst 18.4% of participants disagreed with the statement. Whilst majority of participants (56.6%) agreed that online shopping is simple, only 19.2% of participants indicated their uncertainty, whilst 24.2% of the participants disagreed with the statements. Furthermore, 58.3% of participants agreed that learning to use online shopping sites is easy, whilst only 15.8% of participants highlighted their uncertainty and only 25.8% of participants disagreed with the statements.

The trialability of online shopping

At least 67.5% of participants indicated that they want to try online shopping for at least a month, only 18.3% of the participants indicated that they were uncertain, other participants did not want to try online shopping. Once again, the majority of participants (65%) indicated that they want to try online shopping to understand how it works, only 22.5% of the participants indicated that they were uncertain and only 12.5% of the participants disagreed with the statements. Of the total participants, 55% of the participants indicated that they have tried online shopping before, only 5.0% indicated their uncertainty and only 40% of participants disagreed with the statement.

The security of online shopping

The majority of the participants (36.6%) agreed that using online shopping is safer than walking into a retail store, only 29.2% of participants were unsure about online shopping security, whilst 34.1% of the participants disagreed with the statement. Once again 54.1% of participants agreed that retailers who offer online shopping have security measures in place to protect consumers, only 31.7% of participants were uncertain, whilst only 14.2% of the participants disagreed with the statement.

The awareness of online shopping

The majority of the participants (75.9%) indicated that they were aware of online shopping and the services offered, only 14.2% of participants indicated their uncertainty, whilst 10% of participants disagreed with the statement. Once again 70.8% of participants indicated that they were aware of what they had to do to become online shopping consumers, whilst only 12.5 of the participants were uncertain and only 16.7% of the participants disagreed with the statements. Furthermore, majority of the participants (72.5%) indicated that they were aware of the service offered by online shopping; only 15.8% of the participants indicated their uncertainty, whilst only 11.7% of the participants disagreed with the statements.

The intention to accept and use online shopping

The majority of the participants (79.1%) indicated that they intend to accept and use online shopping in the future; only 9.2% of the participants were unsure whether they intend to accept and use online shopping in the future and only 11.7% of the participants indicated they had no intention to accept and use online shopping in the future.

Reliability test

The reliability test was conducted using Cronbach’s alpha coefficient in order to determine the reliability of the constructs in this study. The Cronbach’s alpha coefficient value for this study ranged from 0.471 to 0.960 is indicated (Table 1).
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Correlation analysis

The different constructs of this research paper, namely, relative advantage, compatibility, complexity, trialability, security, awareness and intention to accept and use online shopping, were analysed using Pearson’s correlation analysis. This was to check the trend and intensity of relations that exist amongst constructs. The correlation analysis results are outlined (Table 2).
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Regression analysis

The study used the regression pattern to establish the extent to which relative advantage, compatibility, complexity, trialability, awareness and security influence the intention to accept and use online shopping in Limpopo Province. The regression results reflected (Table 3) indicated a significant value of 0.000, denoting that the regression model may be used reliably to make recommendations to retail consumers concerning online shopping acceptance and use. The predictor variables in this study account for 77.4% of the variance on the acceptance and use of online shopping (Adjusted R Square = 0.774). The significant predictor of the acceptance and use of online shopping has been identified to be trialability. Compatibility, security, complexity, followed by relative advantage and awareness were found as not the significant factors on the acceptance and use of online shopping. In order for retail consumers to significantly improve their acceptance and use of online shopping, retailers must prioritise the improvement of trialability of online shopping. More retail consumers will then be willing to put online shopping to the test.
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Conclusions and recommendations

Hypothesis testing

In this study, there are seven hypotheses that were tested. The study further adopted a linear regression analysis to assess the assumptions, regressing every unrelated construct in contrast to the intention to accept and use online shopping. The findings of the research (Table 3) show that the intention to accept and use online shopping could be predicted by trialability. The results further indicate that relative advantage, compatibility, complexity, security and awareness have a positive correlation with online shopping acceptance and use. However, these constructs cannot be used to predict the intention to accept and use online shopping.

Conclusion in relation to the research problem

In conclusion, the study sought to find answers to the following research question: Why do retail consumers in Limpopo Province not accept and use online shopping, regardless of the accessibility of online shopping infrastructure, and the effort of the retailers in marketing online shopping? Based on the findings of the sections discussed, the overall conclusions of this study may be drawn as follows: The demographic features, age, education, occupation and income levels have an influence on the acceptance and use of online shopping in Limpopo province. Trialability was found to have an important effect on the acceptance and use of online shopping. However, relative advantage, compatibility, complexity and external variables (security and awareness) were found not to be significant factors influencing the acceptance and use of online shopping in Limpopo Province. It has been found that the majority of participants have never used online shopping. Retail consumers’ lack of access to infrastructure such as computers, smartphones or tablets with Internet connection to access online shopping contributes to this situation. Security and complexity of online shopping were highlighted to have influence on the intention to accept and use online shopping in Limpopo Province. Consumers perceived online shopping as being insecure and believe that retailers offering online shopping services have not put adequate safety procedures in place to protect the consumers. They also believe that it is difficult to use online shopping. Retail consumers in Limpopo Province revealed their awareness of online shopping, and the services offered.

Recommendations

The study has given an insight into what was identified as significant factors in the increase of the acceptance and use of online shopping. The following recommendations are made in order to improve the study generalisation:


	The number of participants in future research should be increased in order to include a larger capacity and increase the possibility of simplifying the conclusion.

	There should be more studies on the acceptance and use of online shopping, more especially focussing on ways in which retail consumers in rural areas can access and use it for their convenience.

	A study should be considered in which a specific population is investigated on its plans to attempt the use of online shopping. This will, in return, reveal insights which will be of assistance to retailers before they embark on online shopping awareness.
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TABLE 1: Reliability analysis using Cronbach’s alpha: Item statistics.

Construct Indicator Mean Standard deviation _ Alpha (a)
Relative REALDL 214 1063 0,893
Rcvariase REALD2 256 1.201
REALD3 244 1194
REALDA 188 1139
Compatibility CcomPAL 246 1187 0.899
compa2 250 1202
comPA3 260 1212
compas 257 1193
Complexity compL1 233 1162 0.471
compL2 257 1248
compi3 253 1250
compLa 378 1197
Security sec1 295 1201 0.780
seC2 252 1.004
sec3 253 1020
Seca 336 1136
Awareness AW1 2,00 1021 0.860
AW2 228 1077
AW3 222 1030
AW4 202 1115
Trialability TRIL 225 1031 0.809
TRI2 229 0.991
TRI3 273 1.499
TRI4 2.0 1.069
Online shopping ~ OSI1 202 1085 0.960
tention osi2 212 1.070
0si3 214 1.040
0si4 216 1115

REALD, Relative advantage; COMPA, Compatibility; COMPL, Complexity; SEC, Security; AW,
Awareness; TR, Trialability: OSI, Online shopping intention.
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TABLE 3: Results of regression analysis in the study.

Model 1 Unstandardised  Standardised  f  Significance
coefficients coefficients:
B Std.error beta
Constant 0665 0767 - 0867 0388
Relative advantage ~ 0.015  0.084 0015 0184 0854
Compatibility 0115 0083 0.119 1383 0.169
Complexity 0047 0101 0.035 0464 0643
Security 0094 0073 -0.078 4273 0206
Awareness 0008 0065 0.007 0118 0907
Trialability 0882 0078 0.804 11323 0000

Note: Dependent variable: Intention acceptance and use of online shopping; R20.78
Adjusted R20.774; F Change, 69.088.

Std. error, standard error.
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TABLE 2: Correlation analysis results in the study.

Variable Category 1 2 3 4 5 6
Relative advantage = 1 Pearson correlation 1
sig. (2-tailed) - - - - - -
Compatibility = 2 Pearson correlation 0.797* 1 - - - :
sig. (2-tailed) 0.000 - - - - -
Complexity = 3 Pearson correlation 0.764* 0.731* 1 - - -
sig. (2-tailed) 0.000 0.000 - - - -
Security = 4 Pearson correlation 0.585* 0.652* 0.636* 1 - -
sig. (2-tailed) 0.000 0.000 0.000 - - :
Awareness = 5 Pearson correlation 0.487* 0.563* 0.508* 0.453* 1 -
sig. (2-tailed) 0.000 0.000 0.000 0.000 - -
Trialability = 6 Pearson correlation 0.682* 0.731* 0.583* 0.573* 0.613* 1
sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 -
Online shopping intention = 7 Pearson correlation 0.643* 0.697* 0.555* 0.494* 0.556* 0.881*
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

Sig., significance.
* Correlation is significant at the 0.01 level (2-tailed).
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TABLE 4: Hypothesis acceptance and rejection test remarks.

Hypothesis Variables Beta » Remarks

H1 Relative advantage 0,015 0.854  Notsupported
H2 Compatibility 0.119 0169  Notsupported
H3 Complexity 0.035 0643 Notsupported
Ha Security -0.078 0206  Notsupported
H5 Awareness 0.007 0907  Notsupported

H6 Trialability 0.804 0.000  Supported





