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The Kingdom of Lesotho is still confronted by challenges that act as inhibitors of E-Commerce adoption – these range from lack of trust in E-Commerce systems, lack of technology adoption by corporations, lack of financial resources and Information Technology (IT) expertise (UNCTAD, 2019). A significant population in Lesotho own a smartphone and access internet on a daily basis – the two combined, serve as key drivers for E-Commerce adoption. Therefore, the purpose of this research was to investigate the factors that influence E-Commerce adoption from a Lesotho consumers’ perspective. The investigation employed a quantitative research approach, and a survey was distributed online to collect data. 275 participants responded to the survey. Both snowball and purposive sampling techniques were used and data was analysed using Confirmatory Factor Analysis (CFA).
A conceptual framework which was proposed to drive the whole investigation was established from adapting TAM along with the factors that were identified to influence E-Commerce adoption from the literature. The research findings that emanated from the CFA revealed five constructs to influence E-Commerce adoption from a Lesotho consumers’ perspective. Three enabling factors identified are: Attitude and Convenience; Time and Cost Savings and Perceived Ease of Use. Whereas inhibiting factors are: Dependability and Accessibility and Policy Initiatives. Meanwhile, descriptive statistics established that 74.6% of consumers have adopted the technology.
Ultimately, a new conceptual framework was developed from the constructs that are unique to Lesotho and it was coined Mokhoro – Which is a Basotho rondavel or hut. The name was inspired by the flow and the design of the model. It was then recommended that to improve on the inhibiting factors, Dependability and Accessibility to be specific; online businesses ought to embed trust-marks or trust badges and security measures as well as a good network and E-Commerce infrastructure. To encourage the adoption of the technology via Policy Initiatives – creation of relevant online consumer protection rules; personal data protection; increasing international cooperation on E-Commerce and Engaging in international E-Commerce talks are the five approaches that policymakers can leverage on to enable E-Commerce adoption. 
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CHAPTER 1. [bookmark: _Ref25654451][bookmark: _Toc141172730][bookmark: _Toc141172802][bookmark: _Toc141173470][bookmark: _Toc141173536][bookmark: _Toc141173582][bookmark: _Toc43538720][bookmark: _Toc48645005][bookmark: _Toc48645123][bookmark: _Toc73642445]INTRODUCTION
[bookmark: _Toc141172731][bookmark: _Toc141172803][bookmark: _Toc141173471][bookmark: _Toc141173537][bookmark: _Toc184011853][bookmark: _Toc43538721][bookmark: _Toc48645006][bookmark: _Toc48645124][bookmark: _Toc73642446]1.1 Purpose of the Study
The purpose of this research is to investigate factors that influence E-Commerce adoption from the consumers’ perspective in Lesotho.
E-Commerce has gained a substantial popularity across the globe, while it has also dramatically shaped the business landscape. A significant number of brick and mortar (physical stores) have converted into click and mortar (physical stores with online presence) while others play purely on cyber space - typically known as dotcoms (Aleid, 2011). This paradigmatic shift in the business arena has been influenced by an array of benefits presented by E-Commerce to both the consumer and the business, which include amongst others increased consumer loyalty and retention; improved consumer relationship and improved communication with consumers (Molla, 2004). Internet and Information Communication Technologies (ICT) are integral components that facilitate E-Commerce as they allow for a seamless communication for businesses and their consumers (Business-2-Consumer) globally.
The citizens and the consumers in Lesotho have at their disposal internet connectivity provided by different Internet Service Providers (ISPs) and a significant population also has access to smartphones, iPads or tablets and computers. All these constitute adequate infrastructure that facilitates E-Commerce, which in its absence could have served as a key barrier to E-Commerce adoption. Given the numerous benefits interwoven with E-Commerce, consumers in Maseru remain sceptical towards the adoption of this technology. Therefore, their inability to participate in E-Commerce serves as a hindrance from enjoyment of the advantages that come along with using this technological advancement. Fram and Grandy (1995) concluded that most concerns for online shoppers include amongst others basic transaction issues such as lack of credit card security, partially known vendors and lack of payment alternatives (Almousa, 2013). Consequently, this study seeks to investigate the factors that influence E-Commerce adoption from the perspective of consumers in Lesotho.
[bookmark: _Ref25396392][bookmark: _Toc141172732][bookmark: _Toc141172804][bookmark: _Toc141173472][bookmark: _Toc141173538][bookmark: _Toc184011854][bookmark: _Toc43538722][bookmark: _Toc48645007][bookmark: _Toc48645125][bookmark: _Toc73642447]1.2 Context of the Study
[bookmark: _Ref25636347][bookmark: _Toc141172733][bookmark: _Toc141172805][bookmark: _Toc141173473][bookmark: _Toc141173539][bookmark: _Toc184011855]The boom of Internet and E-Commerce have profoundly impacted the business environment. E-Commerce was projected to accelerate a shift of power from the business man to the consumer and thereby fundamentally altering how firms relate to consumers (Alwahaishi, et al., 2009). According to the Organisation of Economic Corporation and Development (OECD), the advent of E-Commerce has come along with endless benefits to the consumer, such as price comparisons; fast and convenient delivery and easy purchase of goods and services (Kalinic, 2015).
In the context of this study, E-Commerce transactions fall within three participant groups being: business entities, governments and individuals and traditionally E-Commerce activities comprise of four business models namely: Business to Business (B2B); Business to Consumer (B2C); Consumer to Business (C2B) and Consumer to Consumer (C2C) (Gawady, 2005).
Since the study aims to investigate factors that influence E-Commerce adoption in Lesotho, particularly from the perspective of an individual consumer; the inquiry is therefore concentrated in B2C transactions which involve trade between a business corporation and the consumer or the end user. The inquiry is conducted in Lesotho, which also is a developing country and a member state of Southern Africa Customs Union (SACU). SACU is an African regional economic organisation, which maintains a common external tariff, shares customs revenue and coordinates policies and a wide range of trade issues (Gibb, 1997).
Lesotho is a small mountainous country landlocked within the Republic of South Africa, with an overall national population of about two million (Commonwealth, 2019). The country relies extensively on South Africa for its economic activity, it imports 85% of its goods from South Africa and 26% of its total GDP in 2016 came from SACU, which unfortunately was projected to decline in the next 5 years following 2016 and also gains royalties from the government of South Africa for water supply (LesothoEconomy, 2019).
Lesotho Communication Authority (LCA) puts forth that 78% of the citizens own smartphones and the country ranks fifth in mobile subscriptions in comparison to other 15 SADC counterparts and about 63% of the internet users’ access internet on a daily basis (Senaoana, 2018). Nonetheless, not much has been discovered and documented pertaining to the adoption of E-Commerce in the country. A little evidence documented on the development of E-Commerce activity nationwide can be traced on social media especially Facebook (Nhlapo, 2018). Most of the technological advancements, E-Commerce inclusive, are chiefly germinated in western countries, which comprise a significantly different backdrop to that of developing countries (Kurnia, 2007). A number of studies conducted in developing countries, stress that major impediments to the adoption of this technology is associated to economic, financial, legal and technological factors (Molla & Licker, 2005), hence the pertinence of understanding the factors that influence the technology of this kind in the context of study. 
Based on the current literature, E-Commerce has a tremendous potential to enhance both businesses and individual people‘s lives; hence it has received a significant interest and attention in most developing countries. According to Avgerou (2002), for over ten years scholars, practitioners and policy makers agree that E-Commerce is a key ingredient for socio-economic development in developing countries (Datta, 2011). Consequently, this study endeavours to address the gap in literature towards E-Commerce adoption in Lesotho.
[bookmark: _Toc43538723][bookmark: _Toc48645008][bookmark: _Toc48645126][bookmark: _Toc73642448]1.3 Problem Statement
[bookmark: _Toc141172734][bookmark: _Toc141172806][bookmark: _Toc141173474][bookmark: _Toc141173540][bookmark: _Toc184011856][bookmark: _Toc43538724][bookmark: _Toc48645009][bookmark: _Toc48645127][bookmark: _Toc73642449]1.3.1 Main Problem
[bookmark: _Toc141172735][bookmark: _Toc141172807][bookmark: _Toc141173475][bookmark: _Toc141173541][bookmark: _Toc192476467][bookmark: _Ref25654455][bookmark: _Toc141172736][bookmark: _Toc141172808][bookmark: _Toc141173476][bookmark: _Toc141173542][bookmark: _Toc184011858]The main research problem is to investigate and understand the key factors that influence E-Commerce adoption from the consumers’ Perspective in Lesotho.
[bookmark: _Toc48645010][bookmark: _Toc48645128][bookmark: _Toc73642450]1.3.2 Research Questions
Research Question 1
What are the key factors enabling E-Commerce adoption amongst consumers in Lesotho?
Research Question 2
What are the barriers towards E-Commerce adoption among consumers in Lesotho?

 
[bookmark: _Toc43538725][bookmark: _Toc48645011][bookmark: _Toc48645129][bookmark: _Toc73642451]1.4 Contribution and Significance of the Study
[bookmark: _Toc141172737][bookmark: _Toc141172809][bookmark: _Toc141173477][bookmark: _Toc141173543][bookmark: _Toc184011859]Jamali, et al., (2015) posit that there are considerable studies in both developed and developing countries that have placed prominent efforts in clarifying E-Commerce adoption, though mostly are concentrated in SMEs. Therefore, this inquiry is chiefly investigating the phenomenon in the context of Lesotho and from the consumer’s position; which will consequently contribute to the body of knowledge. With the study having revealed the consumers’ perspective in Lesotho, then the outcome of the research will enable local businesses to leverage on E-Commerce with a better understanding of a local consumer’s needs and wants in order to entice them to participate in E-Commerce.
The investigation further contributes to the body of knowledge through adapting TAM with two propositions in the form of ten constructs that were derived from the key themes that arose in the literature review to provide meaningful insights for understanding the factors that influence E-Commerce adoption for Lesotho users. The propositions were further modeled into a theoretical framework (see Figure 5) which was then tested through employing an empirical survey that was distributed online. The research findings later established only five constructs to influence E-Commerce adoption in Lesotho and a theoretical framework unique to the country was developed also.  
It was mentioned earlier that internet and E-Commerce are closely connected. Therefore, the outcome of this inquiry will help to inform an overlong proposed cyber security bill in Lesotho. Chief Maseribane who was also the Minister of Communication, Science and Technology disclosed that as part of efforts  to ensure safe internet surfing in the country, the ministry is contemplating on proposing the cyber security bill to be presented before the parliament of Lesotho (Thesele, 2019) and the bill has not materialised to date.
[bookmark: _Toc43538726][bookmark: _Toc48645012][bookmark: _Toc48645130][bookmark: _Toc73642452]1.5 Delimitations of the Study
Like any other research, this study has its own limitations. The scope of the study is limited to those individuals who own a smartphone, a laptop or a tablet and have access to the internet. The research purposely focused on these consumers since access to either a smartphone, a laptop or a tablet and internet connection improve the respondents’ likelihood to being knowledgeable in the focus area hence able to provide true and valuable feedback.

[bookmark: _Toc141172740][bookmark: _Toc141172812][bookmark: _Toc141173480][bookmark: _Toc141173546][bookmark: _Toc184011862][bookmark: _Toc43538727][bookmark: _Toc48645013][bookmark: _Toc48645131][bookmark: _Toc73642453]1.6 Definition of Terms
[bookmark: _Toc141172741][bookmark: _Toc141172813][bookmark: _Toc141173481][bookmark: _Toc141173547][bookmark: _Toc184011863]E-Commerce: this has been defined simply as purchases and sale of goods and services over the internet (Khan, 2016).
E-Commerce adoption: Chong (2006) explains E-Commerce adoption as the extent to which communication, interaction and transactions are conducted over the internet (Jamali, et al., 2015).
B2B – Business to Business: transactions involved in this business model typically involve business entities alone, one business may sell its products or services to another; on certain occasions a buyer is an end user but often, the buying organisation resells to the consumer (Taylar, 2019).
B2C – Business to Consumer: unlike in B2B, in this model – business activities are more focused on the consumer rather than between business entities (Gawady, 2005). That is to say, transactions take place between a business and a consumer for personal consumption (Inside, 2019).
C2B – Consumer to Business: this is an ability for a business to derive value from consumers and vice versa, for instance, a consumer may provide a business a platform to advertise on his or her blog for a certain fee (Arline, 2015).
C2C – Consumer to Consumer: It is a business model that facilitates trade between individual people, the most popular C2C platform is eBay: which makes it easy for anyone to sign up and begin to either sell or buy (Rivera, 2018).
[bookmark: _Toc43538728][bookmark: _Toc48645014][bookmark: _Toc48645132][bookmark: _Toc73642454]1.7 Assumptions
The study comprised of the following assumptions:
· The participants had a basic idea of E-Commerce and therefore were able to provide valuable insights.
· The participants were honest and truthful in their answers or responses.
· Data collated online is indicative of the insight from consumers in the Kingdom of Lesotho.
[bookmark: _Toc43538729][bookmark: _Toc48645015][bookmark: _Toc48645133][bookmark: _Toc73642455]1.8 Ethics
The researcher took into account ethical considerations from the onset of the study and throughout all different stages of the research. Since the inquiry seeks to understand people, the researcher found it imperative to obtain ethical approval or clearance from IMM Graduate School of Marketing Research Committee before carrying out the empirical study. The ethics approval form was submitted to the research committee and this was subsequently followed by an ethical approval from the committee authorising the continuance of the study.

The preliminary research was conducted with 10 participants to ensure or test issues of reliability and validity. With this trial survey having been conducted, appropriate corrections and adjustments were incorporated into the final questionnaire whereas the results were included in the final data collection. To adhere to the ethical standards laid down by the college, the researcher ensured that:
· Once data was obtained, it was kept confidential, keeping right to privacy and securing the anonymity of participants.
· Participants were protected from any kind of psychological, social and financial harm.
· The researcher informed the respondents about the uses of the research and explained findings at the end.













CHAPTER 2. [bookmark: _Toc43538730][bookmark: _Toc48645016][bookmark: _Toc48645134][bookmark: _Toc73642456]LITERATURE REVIEW
[bookmark: _Toc141172743][bookmark: _Toc141172815][bookmark: _Toc141173483][bookmark: _Toc141173549][bookmark: _Toc184011865][bookmark: _Toc43538731][bookmark: _Toc48645017][bookmark: _Toc48645135][bookmark: _Toc73642457]2.1 Introduction
The aim of the study is to examine factors that influence E-Commerce adoption amongst consumers in Lesotho. Meanwhile, the purpose of this section (literature review) is to review past research that has been conducted in alignment to E-Commerce adoption, particularly from the consumers’ perspective; define key terms; identify relevant models to the context of study; develop key constructs and propositions from the common themes that will be identified in the literature review and finally draw deductions based on the same literature review. 
The research questions are designed to comprehend the factors that influence E-Commerce adoption both in the context of Lesotho and from the vantage point of the consumer. The research questions drive the investigation of the available literature. The literature review is therefore divided into the following sections:
I. Introduction
II. Investigating drivers and enablers to consumer adoption
III. Investigating barriers and inhibitors to consumer adoption
IV. Theory base
V. Conclusion and research propositions
Previous research in E-Commerce adoption suggests that studies have been conducted in developing nations, though predominantly aligned to businesses (Almousa, 2013). Therefore, it had been put forth that this section will explore literature that is in accordance with the consumer; however, it is noteworthy that the same literature might be applicable from the position of businesses, as the study will predominately be focused on B2C transactions.
[bookmark: _Toc73642458]2.1.1 E-Commerce Defined
The E-Commerce breakthrough was initially discovered by ‘Netscape.com’ when the company launched a web advertising portal as a novel platform to advertise and also improve sales in the year 1995 (Basarir-Ozel & Mardikyan, 2017). The proliferation of both internet and digital technologies have created massive opportunities for users globally to leverage on these technologies in a myriad of ways, however, there seems to exist no uniform definition to E-Commerce given a variety of definitions extended by several authors (Rahayu & Day, 2017). 
Deploying digital technologies to conduct business in cyberspace is said to be E-Commerce. Moreover, E-Commerce is defined in simpler terms as purchases and sale of goods and services over an electronic network (internet),  transactions may take a number of forms and shapes, typically known as B2B, B2C, C2C and C2B (Rouse, 2019). Furthermore, E-Commerce is explained as purchases, sales, promotion and serving of products and services via computer networks (Combe, 2006).
The concepts E-Business and E-Commerce overlap to a great extent, therefore often mistakenly used synonymously. To clear the confusion, Chaffey (2015) defines E-Business as any information exchanges that are carried out electronically both internally and externally with stakeholders in support of a range of business processes. Critically evaluating both definitions to E-Commerce and E-Business, a major difference that can be identified is that, the former is concerned with communication with internal stakeholders alone; whereas the latter is concerned with interactions with both internal and external stakeholders.
2.1.2 [bookmark: _Toc29546967][bookmark: _Toc43538732][bookmark: _Toc48645018][bookmark: _Toc48645136][bookmark: _Toc73642459]E-Commerce Adoption in Developing and Developed Countries
Despite E-Commerce having a potential to enhance national economic growth, its role and place in developing economies remains quite vague and ambiguous; thereby leaving too many unanswered questions pertaining to the level of adoption in these countries (Kabango & Asa, 2015). Hence, the literature review explores prior studies on the factors that influence E-Commerce adoption from a consumer’s perspective in both developing and developed nations. Alqahtani, et al., (2012) deliberate that developed countries have harnessed and adopted E-commerce, whereas on the flip-side of the coin, developing countries have not yet fully adapted to its adoption. 
To support the success of E-Commerce, developed countries such as Singapore, through its government, encouraged the adoption by playing a more catalyst role establishing infrastructure adequate for E-Commerce with an intention to level the playing field for the private sector (Chan & Al-Hawamder, 2002). Additionally, OECD comprising of a majority of developed countries, played a pioneering role in E-Commerce adoption through formulation of good practice and guidelines geared towards online consumer protection and dispute resolution, privacy, encryption, taxation and information security in order to promote E-Commerce amongst member states (Tigre & O’Connor, 2002).
Furthermore, OECD (2002) highlights that to boost E-Commerce in Austria, several ICT policies such as the Building on IT Strengths (BITS) incubator program, National Technology Online program (ITOL), Business Entry Point and Online Business Resources Facility were introduced in order to make the environment conducive for E-Commerce and in the United Kingdom, the UK Online for Business and Wales Information Society initiatives were introduced to assist in adoption (Rahayu & Day, 2017).
[bookmark: _Toc141172744][bookmark: _Toc141172816][bookmark: _Toc141173484][bookmark: _Toc141173550][bookmark: _Toc184011866][bookmark: _Toc43538733][bookmark: _Toc48645019][bookmark: _Toc48645137][bookmark: _Toc73642460][bookmark: _Ref35876276]2.2 Drivers and Enablers to Consumer adoption
Literature has identified a wide array of factors influencing E-Commerce acceptance and adoption in B2C transactions. It was mentioned in the previous chapter that B2C transactions occur between businesses and their individual consumers. Hence, for consumers to adopt E-Commerce; businesses themselves ought to have embraced the technology (Almousa, 2013). Internet has rendered both the world and the distances smaller, and the number of internet users has experienced a sharp increase across the world, therefore providing substantial opportunities for global transactions to take place (Stats, 2019). Similarly, E-Commerce is said to have a significant potential to offer a vast amount of benefits unheard-of in other technological landscapes, however the conclusion that has been reached by many researchers who have attempted to find these benefits in developing countries thus far is disappointing (Yaghi, 2017), which calls for a need to investigate the key drivers and enablers to this adoption in these nations. 
Several studies also indicate that E-Commerce adoption in developed economies is higher than that of developing countries and the inequality is attributable to cultural differences, infrastructure, supportive government policies, level of education, the legal environment and the economic level of these nations (Ochara, et al., 2019). Nonetheless, a number of these drivers and enablers that encourage E-Commerce adoption will be discussed in turn in this section.
[bookmark: _Toc73642461]2.2.1 Political Stability
Political stability is cited as a factor imperative for adoption of E-Commerce; it is said that political leaders can only focus on development programs if peace abounds and countries whereby leaders are seen to be more concerned with economic development pay a substantive attention to the development of infrastructure that enables E-Commerce development and adoption (Akelloh, et al., 2017 & Kurnia, 2007). 
To achieve stability, it is fundamental to firstly bridge the gap on the international digital divide through a nationalistic approach which may utilize the government or the international community to ascertain that technologically disenfranchised communities have adequate access to the online market space (Ferrette, 2000). In January of 2001, the Clinton administration in United States had put forth that, it is imperative to establish meaningful consumer protection, promote broadband deployment, involve developing economies in E-Commerce and recognise that Small and Medium Sized Enterprises (SMEs) are important in a continued success story in E-Commerce adoption (Malawer, 2001).
[bookmark: _Toc73642462]2.2.2 Geographical Conditions
Geographical conditions also determine the fate of E-Commerce in any given country since they can serve as a motivation to technology infrastructure development, more especially when individuals in remote rural areas that are hard to reach may be compelled to participate in E-Commerce due to unavailability of shopping centres (Kurnia, 2007). A study conducted in Saudi Arabia found that, due to a lack of shopping malls in rural areas; inhabitants were driven to shop online (Aleid, 2011). Meanwhile, people living in rural areas are migrating to settle in urban areas globally so as to make ends meet;  therefore a need to transact online has become a requirement for these individuals to save time which is rather more valuable in their different jobs in the cities (Waseem, et al., 2019).
[bookmark: _Toc73642463] 2.2.3 Convenience
An ability to easily access products and services at ones finger tips, as well as a facility that allows customers to easily key-in and search for products and services which ultimately appear in a much organised fashion in real time is defined as convenience (Franco & Regi, 2016). Meanwhile, Yale and Venkatesh (1985) explained that, properties of convenience include time savings, accessibility, handiness and avoidance of unpleasantness (tímù & yīngwén, 2010). Similarly, convenience from the customer’s perspective means free delivery around-the-clock, online payments and dedicated pick-up services (Salehi, et al., 2012). E-Commerce convenience is illustrated through elimination of  queues that are typically prevalent in brick-and-mortar businesses; online businesses that are open 24/7 to consumers, thus shopping ought to take place at the consumer’s own convenience; consumers can shop for digital goods (music, books and videos) instantaneously; due to the use of cookies that monitor consumer behaviour, consumers enjoy customised e-mails tailor-made to fit their needs and similarly enjoy lower prices due to easier price comparisons that take place online (Bakos, 2001). Agwu & Murray (2014) stress convenience and accessibility as two benefits that have been circled out as the key reasons for E-Commerce adoption in a majority of studies. A research conducted in May 2009 in India, suggested that convenience coupled with time savings, serve as drivers to E-Commerce adoption (Nagra & Gopal, 2013).
[bookmark: _Toc73642464]2.2.4 Time and Cost Savings
Furthermore, time and cost savings have been outlined also as compelling forces to E-Commerce adoption due to the technology’s rapid search process and transactions (Agwu & Murray, 2014; Anckar, 2003 & Salam, et al., 2003). Time and cost savings could be achieved via timely, correct, complete, accurate and automated processes (Alam, et al., 2005).
[bookmark: _Toc73642465]2.2.5 Social Media and Awareness
Meanwhile, Ul Hassnain (2013) makes clear that social media and raising awereness are also important drivers to E-Commerce adoption; which entails raising awareness among customers through social mediums such as Facebook and Twitter regarding the use of E-Commerce to ignite consumers’ interest. Hajli et al. (2012) emphasize that raising E-commerce awareness is important since it can improve consumers’ confidence, reduce doubt and consequently enhance trust in E-Commerce (Yaseen, et al., 2017). In the meantime, a study conducted in Jordan points out that there is a raising use of social media (Facebook, MySpace and YouTube) though predominantly for leisurely activities, therefore to encourage adoption; the citizens can be made aware of the real benefits of E-Commerce via the same social media (Yaseen, et al., 2017).
[bookmark: _Toc73642466]2.2.6 Forces in the Consumer and Business Adoption of E-Commerce
Almousa (2013) briefly outlined enablers to E-Commerce adoption as forces in the consumer himeself or herself, for instance; a consumer ‘s demand or motivation to purchase online,  will encourage the consumer  to buy online and the consumer’s purchasing power also motivates the consumer to engage in E-Commerce. The author also puts forth that, for consumers to adopt E-Commerce there should be businesses or shops operating online. The extent to which customers demand, adopt and accept E-Commerce, substantially influences a widespread adoption of the technology since these exterts the pressure on companies to make the technology available to its clientel (Rahayu & Day, 2017).
[bookmark: _Toc29546969][bookmark: _Toc43538734][bookmark: _Toc48645020][bookmark: _Toc48645138][bookmark: _Toc73642467]2.3 Barriers and Inhibitors to Consumer adoption
[bookmark: _Toc14713582][bookmark: _Toc14713816][bookmark: _Toc14713983][bookmark: _Toc14714981]Notwithstanding the fact that E-Commerce is in its advanced stages, similarly considering the endless documented incentives available to consumers such as shopping from anywhere and anytime, readily available price comparisons, detailed information pertaining to both goods and services and convenient delivery (OECD, 2013), there still seems to exist insurmountable obstacles that prevent a seamless adoption of the concept (Kalinic, 2015). Consequently, this section will evaluate previous studies that have delved into inhibiting factors (barriers) to E-Commerce adoption, particularly in B2C online transactions.
[bookmark: _Toc73642468]2.3.1 Socio-Cultural Conditions
Adoption of technological advancements is influenced by dynamics of cultural environments (Jarvenpaa, et al., 2000). Literature emphasises that, in a majority of developing economies; E-Commerce as opposed to conventional commerce is limited by lack of personal contact, therefore it may require time to adapt this technology in the socio-cultural environment of developing countries which currently depends heavily on face-to-face interactions (Oluyinka, et al., 2014). Additionally, a deficiency of a friendly face-to-face interaction between the customer and the vendor also serves as a hindrance to this adoption, more especially in developing countries whereby the communities value interpersonal relationships (Yaghi, 2017). 
Another research study conducted in Tanzania indicated that E-Commerce is not compatible with the local culture, which depends heavily on face-to-face interactions for both bargaining and a cash-based system (Kabanda & Brown, 2015). In recent times, it is paramount to develop E-Commerce platforms that encapsulate issues of cultural diversity and sensitivity (religion, brand identities, linguistic cues, culturally specific symbols etc.) so as to encourage the adoption of E-Commerce (Dawson, et al., 2004).
[bookmark: _Toc73642469]2.3.2 Digital Literacy
A study conducted in Turkey concluded that digital literacy is a barrier hindering the adoption and recommended that businesses should raise awareness to consumers emphasising the benefits of adopting the technology such as time and money savings as well as enhanced reach or availability of a variety of products and services offered by E-Commerce (Basarir-Ozel & Mardikyan, 2017). Education, awareness and technical skills substantially affect the adoption of E-Commerce, and it has been argued that members of Generation Y seem to be more familiar and educated with internet relative to other preceding cohorts; therefore lack of knowledge hinders the predecessors to engage in electronic transactions (Waseem, et al., 2019).
[bookmark: _Toc73642470]2.3.3 External Influence
External influence is mentioned as another factor that may inhibit the adoption of E-Commerce; the usage of E-Commerce is said to have a ripple effect in other countries, a bad reputation of E-commerce activities in one country affects adoption in the next country and vice-versa (Kurnia, 2007).
[bookmark: _Toc73642471]2.3.4 Poor Economic Conditions
E-Commerce is the most tangible technology that illustrates how ICT can have a positive contribution on a country‘s economic growth, yet despite its commendable attributes, developing countries are still lagging behind in its adoption (Datta, 2011). Literature has concluded that, E-Commerce is less prominent in least developed economies since they lack financial resources essential for adoption of E-Commerce (Waseem, et al., 2019). 
Poor economic conditions are also said to have a negative influence on the adoption of E-Commerce; for instance, if the level of poverty is relatively high, then a majority of individuals may not be able to participate in E-Commerce since they cannot afford to acquire either software or hardware and access internet that is quintessential to deploy the technology (Akelloh, et al., 2017 ).
[bookmark: _Toc73642472]2.3.5 Infrastructure Development
For E-Commerce to flourish, it requires an establishment of an appropriate support infrastructure (Galant, et al., 2002). A wide-spread and available inexpensive infrastructure serves as a pertinent factor for e-commerce adoption, these include internet coverage and a variety of technologies such as teledensity, wireless technology, broadband and Personal Computers (PCs) (Gibbs, et al., 2002). Meanwhile, Molla (2005) posits that telecommunication, logistics and secure payment systems infrastructure are essential requirements to connect different regions locally and internationally (Kurnia, 2007 & Almousa, 2013). A study carried out in Asia-Pacifc (2019) asserts that,  increased mobile internet along with telecom operators responsible for connectivity, increased availability of smartphones and tablets and different payment methods available online are the three key factors enabling E-Commerce in this region (GlobalData, 2019).
Literature indicates that E-Commerce adoption in a majority of developing countries has been hampered by quality, availability and cost of access to the necessary infrastructure (Garg & Choeu, 2015). Internet forming part of infrastructure had also been outlined as another barrier in developing countries. Kalinic (2014), in his study, concluded that internet access interwoven with internet speed should be enhanced so as to enable individual people to shop effortlessly online since unavailability of internet acts as a crippling barrier to E-Commerce adoption.
It is also put forth that factors hindering E-commerce adoption in developing countries vary widely and the most commonly shared are lack of adequate infrastructure, cost factors, ICT skills, security and trust issues, problems associated with return policies and an inability to touch and feel online products (Japhet & Usman, 2010).
[bookmark: _Toc73642473]2.3.6 Trust
E-Commerce increases the ability of businesses to sell to a significant number of customers globally, however, trust is a key ingredient for the sustainability of E-Commerce transactions (Lee, et al., 2018), literature puts forth that, trust amongst customers and businesses is a critical issue online in comparison to offline, therefore to enhance trust, policymakers ought to create relevant online consumer protection rules; look into personal data protection, increase online international trade and engage in international E-Commerce dialogues (Lianos & Botwright, 2019). 
Trust is explained as the willingness of consumers to frequently use E-Commerce systems based on feelings of confidence (Christian & Asa, 2015). The provision of contact information (telephone and e-mail address) and physical address on the website was also discovered to compel consumers to engage in E-Commerce, since it enhances confidence in the consumer. 
A good reputation amongst consumers was also highlighted as an important factor that increases trust in a particular e-tailer and e-vendor. Moreover, since consumers belong to communities and different social groups, these groups (family, friends and collegues) can make or break E-Commerce adoption as they affect trust on E-Commerce through advice and sharing of E-Commerce links and sites. Lastly, it was established that website specifications such as usability; design; realiability; security; and clarity on products encourage trust (Aleid, 2011).
According to a survey conducted in a Brazilian market, lack of trust is related to government regulations pertaining to privacy and security, absence of E-Commerce laws, a flimsy legal framework protecting consumers in cyberspace purchases and anxiety triggered by internet taxation (Renman & Alam, 2016). A more recent study conducted by Yaghi (2017), puts forth that lack of trust from the consumer’s perspective is fueled by counterfeiting and distribution of poor-quality products between parties separated by distance and connected by technology.
[bookmark: _Toc73642474]2.3.7 Government Policy Initiatives
E-Commerce is a technological innovation that has a significant potential to transform an everyday life of the end consumer, therefore governments are the single most powerful bodies that can speed up the adoption of the technology (Papazafeiropoulou & Pouloudi, 2000)
Studies have identified a government initiative as a key factor for individuals to embrace E-Commerce; which may take place through promotion of Information Communication Technology (ICT) usage, education and establishment of E-Commerce rules and regulations (taxes and tariffs) as well as protection of intellectual property (Kurnia, 2007). Withal, national policy initiatives are processes that layout principles and rules that guide E-Commerce decisions, these may include telecommunication liberalisation, E-Commerce promotion policies, ICT policies and E-Commerce legislation (Makame, et al., 2014). A report compiled in 2002 further argued that, to enable E-Commerce adoption; trade and telecommunication liberalisation are key and could be achieved through making both ICT and internet access more affordable for enterprises and consumers while at the same time pressure is exerted for companies to adopt the technology (Gibbs, et al., 2002). The results of a study carried out in Tanzania indicate that the absence of national policy initiatives, technology infrastructure (high quality broadband, security systems and websites) and trust serve as significant factors inhibiting E-Commerce adoption. The national policy initiatives essentially influence both infrastructure and trust in developing countries, whereas these factors are not necessarily significant in developed countries (Makame, et al., 2014).
Risks and challenges that serve as barriers to E-Commerce adoption range from cyber security, fraud, counterfeit products and privacy (Li, et al., 2019), therefore, robust steps that can be undertaken immediately to mitigate against the outlined challenges in E-Commerce, can be achieved through a very targeted legislation and regulations and where the rules and regulations are well defined, yet consumers remain sceptical; the governments can focus their initiatives on promoting E-Commerce so as to reassure the public that online transactions are secure (Shalhoub & Al Qasimi, 2006).
[bookmark: _Toc73642475]2.3.8 Security
Security is defined as a perception that E-Commerce portals are secure platforms free of any kind of uncertainty (Christian & Asa, 2015). According to McAfee, one of the leading security companies, a good number of customers terminate an online order due to feelings of insecurity, security threats can range from modification of consumer data, fraud, abuse of security and unauthorised access (Chandratre & Kulkarni, 2014). Security and privacy concerns discourage consumers to shop online (Nagra & Gopal, 2013).
It is further emphasised that, security concerns impact on how a substantial fraction of shoppers spent their money online and it is for this reason that security issues linked to E-Commerce have to be consistently reviewed and constantly updated with serious countermeasures (Matbouli & Gao, 2012), hence pertinent E-Commerce applications ranging from debit and credit card information, private E-mails, work-flow automation, and purchase order processing would prove to be worthless in the absence of water tight security infrastructure (Mwencha, et al., 2014). To overcome issues of security and drive E-Commerce, companies are advised to adopt techniques such as data encryption, Secure Socket Layer (SSL) Certificates and Trustmark (Wasfi, et al., 2012).
A study conducted in Ghana on Mobile-Transactions (a branch of E-Commerce) emphasised that more than 45.5% of the interviewees were chiefly concerned with security issues, highlighting hacking and fraud as major barriers to adoption; 33% were concerned with trust when paying over mobile devices; almost 30% had their worries pinned on cost, stressing that current prices of internet subscription were high and the more speed one requires, the more one has to pay, making it hard for an ordinary citizen to afford the advancement (Alqahtani, et al., 2014).
[bookmark: _Toc43538735][bookmark: _Toc48645021][bookmark: _Toc48645139][bookmark: _Toc73642476]2.4 Theory Base
Literature has put forth a number of models and theories that are widely used to determine the acceptance and adoption of E-Commerce from the consumer’s perspective. These models are employed to thoroughly understand people’s intention, behaviour and attitude towards the adoption of new technologies, particularly giving explanations of the forces that influence decision making regarding the adoption of these technologies (Blagoeva & Mijoska, 2017). Congruent to E-Commerce adoption and also in alignment to the consumer, is Theory of Reasoned Action (TRA); Theory of Planned Behaviour (TPB); Technology Acceptance Model (TAM) and Innovation Diffusion Theory (IDT) (Rahayu & Day, 2017).
[bookmark: _Toc29546971][bookmark: _Toc43538736][bookmark: _Toc48645022][bookmark: _Toc48645140][bookmark: _Toc73642477]2.4.1 Theory of Reasoned Action (TRA)
The Theory of Reasoned Action (TRA) was formulated by Martin Fishbein and Icek Ajzen in 1975, it is a framework used for predicting a behavioural intention as shown in Figure 1 (Fishbein & Ajzen, 1975). The purpose underlying TRA is to explain human behaviour on the basis of an intention to follow a certain behaviour (Macovei, 2015). TRA originally stated that the behavioural intention (BI) of an individual person is significantly determined by two forces; firstly that the attitude towards a behaviour is characterised by either positive or negative evaluation of performance, which in a similar manner is influenced by the individual’s own beliefs regarding the results of executing a behaviour (Dakduk, et al., 2016). Secondly, the model propounds that the behavioural intention is also influenced by the subjective norm, which pertains to the perceived social pressure ‘against or for’, performing a particular behaviour especially considering what certain individuals or even reference groups would perceive should one execute a behaviour (Dakduk, et al., 2016).
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[bookmark: _Toc73642325]Figure 1: Theory of Reasoned Action (Fishbein and Ajzen, 1975)
Source: (Fishbein & Ajzen, 1975)
[bookmark: _Toc29546972][bookmark: _Toc43538737][bookmark: _Toc48645023][bookmark: _Toc48645141][bookmark: _Toc73642478]2.4.2 Theory of Planned Behaviour (TPB)
Notwithstanding the fact that TRA has a strong predictive utility behaviour, some researchers including Professor Icek Ajzen felt that the theory was limited in explaining behaviour; particularly for those people who have little of feel they have zero power (volitional control) over their behaviours (Manoj & Amar, 2007). To supplement on the deficiencies of the TRA, Icek Ajzen himself further developed the Theory of Planned Behaviour (TPB) by adding a new construct coined ‘Perceived Behavioural Control (PBC)’ as indicated in Figure 2; the perceived behavioural control is comprised of situational factors and the presence of resources such as time, money and knowledge, which reflect the real level of control over behaviour (Macovei, 2015). PBC refers to the ease or difficulty to adopt a particular behaviour (Lai, 2017).
TPB predicts the individual’s intention to execute a particular behaviour at a specific time and place, and adds that individual behaviour is influenced by behavioural intentions comprising of three determinants being individual’s attitude towards behaviour; subjective norms and perceived behavioural control (Ajzen, 1991). The first two determinants are the original constructs of TRA and the last (PBC) being the addition that ultimately gave birth to TPB.
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[bookmark: _Toc73642326]Figure 2: Theory of Planned Behaviour (Ajzen, 1991)
Source: (Ajzen, 1991)
[bookmark: _Toc29546973][bookmark: _Toc43538738][bookmark: _Toc48645024][bookmark: _Toc48645142][bookmark: _Toc73642479]2.4.3 Technology Adoption Model (TAM)
The Technology Adoption Model (TAM) was also derived from the TRA and has been rigorously used to measure attitude towards technology adoption for users from several Information Technology based services (Rigopoulos, et al., 2008). TAM was proposed by Fred Davis (1986) for his doctorate proposal (Lai, 2017).
The theory posits that, consumers’ behavioural intentions are influenced by their attitude towards technology adoption; which in turn is determined by two constructs namely: Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) (Shia, et al., 2015). TAM postulates that these two beliefs (PU & PEOU) are of primary relevance to evaluate computer acceptance behaviours as demonstrated in Figure 3 (Davis, et al., 1989).
PU refers to a perception held by an individual that using a certain system will enhance their job performance, meanwhile; PEOU is defined as an individual’s perception that employing a particular system will not demand a substantial effort (Fayada & Paper, 2015). The model hypothesises that technology acceptance and adoption are decided by behavioural intention (BI) to use; which is also determined by the users’ attitude (A) geared towards using; and ultimately, attitude is fueled by beliefs about technology  which comprise of PU an PEOU (Lou & Li, 2017).
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[bookmark: _Toc73642327]Figure 3: First modified version of Technology Acceptance Model (Davis, Bogozzi & Warshaw, 1989)
Source: (Davis, et al., 1989)
[bookmark: _Toc29546974][bookmark: _Toc43538739][bookmark: _Toc48645025][bookmark: _Toc48645143][bookmark: _Toc73642480]2.4.4 Innovation Diffusion Theory (IDT)
In 1962 Rogers pioneered IDT as a process-oriented perspective to explain how an innovation can be embraced and dispersed among consumers (You & Tao, 2009). Diffusion is defined as a process through which members of a social system communicate an innovation through certain channels over time, therefore in 1995 Rogers further proposed that IDT be used for the purposes of establishing the foundation for conducting research on innovation acceptance and adoption (Lai, 2017).
The theory attempts to explicate the innovation decision process, deciding factors of the rate of adoption and different cohorts of adopters (Lou & Li, 2017). IDT comprises of five essential constructs: relative advantage (ADV), which is defined as the extent at which an innovation is perceived to be better than the idea it succeeds; compatibility (CPA), which is the degree at which an innovation is perceived to be in alignment with the current values, past experiences and the needs of the potential adopters; complexity (CPL), being the level at which an innovation is perceived to be either easy or difficult to use; trialability (TRI), which is explained as the level at which an innovation may be experimented within a certain timeframe and observability (OBS), which is said to be the degree at which the consequences of the innovation are visible to others (Tran & Cheng, 2017).
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[bookmark: _Toc73642328]Figure 4: IDT Constructs Proposed by Rogers (1983)
Source: (Nehemiah, et al., 2017)
Having explored the theory base in tandem with technology adoption and E-Commerce adoption, the inquiry proposed to test a model that had been derived and integrated from the themes that arose from the literature review and TAM; the model is illustrated in Figure 5. Below is an articulation of how the theoretical framework was derived and its justification:
· Technology Acceptance Model: the propositions of TAM that have been adapted into the proposed model are Attitude towards Use, Perceived Ease of Use and Intention to Use:
i. Attitude towards Use: this is the degree at which an individual has either a positive or a negative evaluation of a particular technology (Davis, et al., 1989). 
ii. Perceived Ease of Use: this is an individual’s perception that employing a particular system will be free from effort (Davis, et al., 1989).
iii. Intention to Use: an individual‘s willingness to deploy a particular system (Davis, et al., 1989). 	Comment by Littlewood, Kerry: A little confusing as you have "intention" and now "intention to use" - maybe use the most relevant or find a way to link. Same with "attitude" and "attitude towards use"
The constructs of TAM that have been incorporated into the proposed model are Perceived Ease of Use (PEU),  Attitude towards use (A), and Intention to use (I) and they were further fused with Convenience (C), Time and Cost Savings (TCS), Economic Conditions (EC), Infrastructure Development (ID), Trust (T), Policy Initiatives (PI) and Security (S) – these constructs persisted to emerge throughout the literature review even during a discussion of other factors hence their combination with TAM, they have been explicated hereunder:
· Convenience (C): an ability to easily access products and services at ones finger tips, as well as a facility that allows customers to easily key-in and search for products and services which ultimately appear in a much organised fashion in real time (Franco & Regi, 2016).
· Time and Cost Savings (TCS): compelling forces that accrue to the technology’s rapid search process and transactions (Agwu & Murray, 2014; Anckar, 2003 & Salam, et al., 2003).
· Economic Conditions (EC): if the level of poverty is relatively high, then a majority of individuals may not be able to participate in E-Commerce since they cannot afford to acquire either software or hardware and access internet that is quintessential to deploy the technology (Akelloh, et al., 2017 ).
· Infrastructure Development (ID): these include internet coverage and a variety of technologies such as teledensity, wireless technology, broadband and Personal Computers (PCs) (Gibbs, et al., 2002).
· Trust (T): the willingness of consumers to frequently use E-Commerce systems based on feelings of confidence (Christian & Asa, 2015).
· Policy Initiatives (PI): processes that layout principles and rules that guide E-Commerce decisions, these may include telecommunication liberalisation, E-Commerce promotion policies, ICT policies and E-Commerce legislation (Makame, et al., 2014).
· Security (S): it is a perception that E-Commerce portals are secure platforms free of any kind of uncertainty (Christian & Asa, 2015).
The theory that has been amalgamated with the constructs from the literature review are not without fault (Al-Mamary, et al., 2016), hence they were fused along with the factors that were revealed to influence E-Commerce adoption in the literature.
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[bookmark: _Toc73642329]Figure 5: The Proposed Theoretical Framework
Source: (Author)
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The study has investigated factors influencing E-Commerce adoption from the perspective of a consumer in Lesotho. The research bridges the gap pertaining to the topic of study in the marketing fraternity while it also serves to inform entrepreneurs and policy makers to comprehend the factors that influence the adoption of this technology in the country of study. To achieve this, the following research questions were answered by the inquiry:
Research Question 1
What are the key factors enabling E-Commerce adoption amongst consumers in Lesotho?
The literature review explored different factors that influence E-Commerce adoption in both developing and developed economies. The key factors that have been discovered to chiefly enable the adoption of E-Commerce range from Convenience, Time and Cost Savings, Perceived Ease of Use, Attitude towards Use and Intention to Use.


Research Question 2
What are the barriers towards E-Commerce adoption among consumers in Lesotho?
Since Lesotho is a developing country, the literature review explored barriers or inhibitors to E-Commerce adoption from the perspective of other developing nations since they may share some similar characteristics to that of the country. Different studies, from different developing countries have identified common barriers to E-Commerce adoption in developing economies as Economic Conditions, lack of adequate Infrastructure Development, Policy Initiatives, Security issues and Trust.
[bookmark: _Toc43538741][bookmark: _Toc48645027][bookmark: _Toc48645145][bookmark: _Toc73642482][bookmark: _Toc141172753][bookmark: _Toc141172825][bookmark: _Toc141173493][bookmark: _Toc141173559][bookmark: _Toc192476483][bookmark: _Ref35062434]2.5 Conclusion of the Literature Review

The literature extends many varied definitions of E-Commerce (Boateng, et al., 2008), therefore for the purpose of this study, the inquiry borrows a definition of Turban, McLean and Weatherbe (2004); which posits that, E-Commerce is a process via which businesses and individuals conclude transactions such as buying, selling, transfer and exchange of products, services and information electronically (Alyoubi, 2015).
Review of literature has discovered a number of factors that influence the adoption of E-Commerce. From the common themes that arose from prior studies, two propositions were established. The first proposition identifies the factors listed hereunder as enablers to E-Commerce adoption from the customer’s perspective:
· Convenience (C)
· Time and cost savings (TCS)
· Perceived Ease of Use (PEOU)
· Attitude towards Use (A)
· Intention to Use (I)
The second research proposition identifies the factors listed below as inhibitors or barriers to E-Commerce adoption:
· Economic Conditions (EC)
· Infrastructure Development (ID)
· Trust (T)
· Policy Initiatives (PI)
· Security (S)
A more detailed report of these enablers and inhibitors is consolidated in the form of Table 1 (enablers) and Table 2 (inhibitors) in page 26.
Adapting TAM together with the constructs that had been extracted from the literature contribute to comprehending an interplay between E-Commerce and the factors that either enable or inhibit its adoption amongst consumers in the Kingdom of Lesotho. The constructs were further used to develop a questionnaire which unraveled the empirical findings. 
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[bookmark: _Toc73642382]Table 1: Enablers of E-Commerce Adoption	Comment by Littlewood, Kerry: Add abreviations for each (consistency)
	Factors that Influence E-Commerce adoption
	References 
	Impact on E-Commerce adoption

	Convenience (C)
	(tímù & yīngwén, 2010)
(Nagra & Gopal, 2013)
	· properties of convenience include time savings, accessibility, handiness and avoidance of unpleasantness
· Convenience is a key driver to E-Commerce adoption
· Convenience will positively influence E-Commerce adoption

	Time and Cost Savings (TCS)
	(Agwu & Murray, 2014)
(Anckar, 2003)
(Salam, et al., 2003)
(Alam, et al., 2005)
	· Time and cost savings could be achieved via timely, correct, complete, accurate and automated processes
· Time and cost savings are driving forces to E-Commerce adoption 
· Time and Cost savings will positively influence E-Commerce adoption

	Perceived Ease of Use (PEOU)
	(Davis, 1989)
(Shia, et al., 2015) (Fayada & Paper, 2015)

	· Perceived Ease of Use is defined as an individual’s perception that employing a particular system will not demand a substantial effort
· Perceived ease of use will positively influence use of E-Commerce

	Attitude Towards Use (A)
	(Davis, et al., 1989)
(Lou & Li, 2017)
(Shia, et al., 2015)
(Al Hujran, et al., 2013).


	· Attitude towards technology adoption is determined by perceived usefulness (PU) and perceived ease of use (PEOU)
· Attitude is fuelled by beliefs about technology which comprise of PU an PEOU
· A positive attitude towards use of E-Commerce will positively influence E-Commerce adoption

	Intention to Use (I)
	(Davis, et al., 1989)
(Dakduk, et al., 2016)
(Ajzen, 1991)
	· Consumers’ intention to use is influenced by their attitude towards technology adoption
· Intention to use can be influenced by perceived social pressure 
· Intention to use is influenced by of situational factors such as time, money and knowledge
· Intention to use will positively influence actual use of E-Commerce






[bookmark: _Toc73642383]Table 2: Inhibitors of E-Commerce Adoption
	Factors that Influence E-Commerce adoption
	References
	Impact on E-Commerce adoption

	Economic Conditions (EC)
	(Datta, 2011)
(Waseem, et al., 2019)
(Akelloh, et al., 2017 )
	· E-Commerce is less prominent in least developed economies since they lack financial resources essential for adoption of E-Commerce
· If the level of poverty is relatively high, then a majority of individuals may not be able to participate in E-Commerce since they cannot afford to acquire either software or hardware and access internet that is quintessential to deploy the technology
· Poor economic conditions will negatively influence use of E-commerce


	Infrastructure Development (ID)
	(Galant, et al., 2002)
(Gibbs, et al., 2002)
(Kurnia, 2007)
(Almousa, 2013)
(Garg & Choeu, 2015)
(Japhet & Usman, 2010)
	· For E-Commerce to flourish, it requires an establishment of an appropriate support infrastructure
· E-Commerce adoption in developing countries has been hampered by quality, availability and cost of access to the necessary infrastructure
·  Unavailability of internet acts as a crippling barrier to E-Commerce adoption
· Inadequate infrastructure development will negatively influence use of E-commerce


	Trust (T)
	(Lee, et al., 2018)
(Lianos & Botwright, 2019)
(Christian & Asa, 2015)
(Aleid, 2011)
(Renman & Alam, 2016)
(Yaghi, 2017)
	· Trust is a key ingredient for sustainability of E-Commerce transactions
· lack of trust is related to government regulations pertaining to privacy and security, absence of E-Commerce laws, a flimsy legal framework protecting consumers in cyberspace purchases and anxiety triggered by internet taxation
· Lack of trust is fuelled by counterfeiting and distribution of poor-quality products between parties separated by distance and connected by technology
· Lack of trust will negatively influence use of E-Commerce

	Policy Initiatives (PI)
	(Li, et al., 2019)
(Kurnia, 2007)
(Makame, et al., 2014)
	· Absence of national policy initiatives serve as a significant factor inhibiting E-Commerce adoption
· In the absence of policy initiatives, risks and challenges range from cyber security, fraud, counterfeit products and privacy
· Absence of Policy Initiatives will negatively influence use of E-Commerce 

	Security (S)
	(Chandratre & Kulkarni, 2014)
(Nagra & Gopal, 2013)
(Matbouli & Gao, 2012)
(Mwencha, et al., 2014)
(Wasfi, et al., 2012)
(Alqahtani, et al., 2014)
	· A good number of customers terminate an online order due to feelings of insecurity
· security threats can range from modification of consumer data, fraud, abuse of security and unauthorised access
· security concerns impact on how shoppers spent their money online
· Security concerns will negatively influence use of E-commerce




CHAPTER 3. [bookmark: _Toc73642483]RESEARCH METHODOLOGY
The purpose of this research was to investigate the factors that influence E-Commerce adoption amongst consumers in Lesotho. Therefore, this chapter introduces the most suitable research philosophy and the design to the research questions. It further speaks to data collection methods, the sample as well as the sampling techniques employed and subsequently justifies the choice of the selected paradigm. 
Research is defined as an organised and a systematic method of finding answers to questions and it is classified into basic and applied research: basic research is imperative for generating new knowledge and technologies to address unresolved issues, meanwhile; applied research is instrumental for identifying key problems so as to design and evaluate either policies or programs that would deliver value (Msukuma, 2018).
[bookmark: _Toc43538743][bookmark: _Toc184011879][bookmark: _Toc141173563][bookmark: _Toc141173497][bookmark: _Toc141172827][bookmark: _Toc141172755][bookmark: _Toc73642484]3.1 Research Methodology /Paradigm
This section explores the lenses through which the researcher used to view the world, otherwise scholarly known to be a paradigmatic perspective. A paradigm defines what one beliefs about the world. Furthermore, “a paradigm is a set of assumptions or beliefs about fundamental aspects of reality which gives rise to a particular worldview – it addresses fundamental assumptions taken on faith, such as beliefs about the nature of reality (ontology), the relationship between the knower and known (epistemology) and assumptions about methodologies” (Msukuma, 2018). 
Kuhn (1962) explains a paradigm as a set of common beliefs shared in a community of scientists about how problems should be made sense of and solved, Guba (1990) dissects research paradigms through ontology - what is reality? Epistemology - how do you know something? Methodology - how do you go about finding it out? (Patel, 2015). Figure 6 further explains ontology, epistemology and methodology as well as how they are related.
	
[image: ]
[bookmark: _Toc73642330]Figure 6: Research Paradigms
Source: (Patel, 2015)
A philosophical stance appropriate to the study is postpositivism. This is a quantitative method that argues that reality can never be fully apprehended, therefore relies on multiple methods as a strategy to capture as much reality as possible and that makes it a much freer paradigm since it accommodates alternative research strategies that might be instrumental in finding information in most unlikely and creative ways (de-Vos, et al., 2008). 
[bookmark: _Toc43538744][bookmark: _Toc184011880][bookmark: _Toc141173564][bookmark: _Toc141173498][bookmark: _Toc141172828][bookmark: _Toc141172756][bookmark: _Toc73642485][bookmark: _Ref25574737]3.2 Research Design
The study used a quantitative method approach, using a non-experimental design. According to Maree and Pieterson (2007), non-experimental designs are primarily used in descriptive studies in which the units that have been selected to take part in the research are measured on all relevant variables at a specific time; there is absolutely no manipulation of variables and does not use experiments or a control group (de-Vos, et al., 2008). Therefore, this inquiry will employ a randomised cross-sectional survey design. A randomised cross-sectional survey design is typically associated with both exploratory and descriptive inquiries, which examine a number of people at one point in time (de-Vos, et al., 2008 & Cooper & Schindler, 2011). Meanwhile, the rationale for a quantitative approach was motivated by the fact that it relies on numerical data to describe trends as well as to test and explain the relationship between variables. The researcher typically asks specific, narrow questions or formulates hypotheses about the variables that can be observed or measured; and the researcher controls bias by choosing reliable and valid measures employing standardised processes for gathering data from the participants (Creswell, et al., 2016). Moreover, quantitative research is known to depend tremendously on deductive reasoning (moving from the general to the specific) (de-Vos, et al., 2008).
[bookmark: _Toc43538745][bookmark: _Toc184011881][bookmark: _Toc141173565][bookmark: _Toc141173499][bookmark: _Toc141172829][bookmark: _Toc141172757][bookmark: _Toc73642486][bookmark: _Ref25556716]3.3 Population and Sample
[bookmark: _Toc43538746][bookmark: _Toc184011882][bookmark: _Toc141173566][bookmark: _Toc141173500][bookmark: _Toc141172830][bookmark: _Toc141172758][bookmark: _Toc73642487]3.3.1 Population
A research population comprises of a collection of people or otherwise objects that become a central focus of the inquiry, or more formally a collection of entities through which one attempts to draw an inference (Salkind, 2010).Consequently an appropriate population for this study constitutes current and potential E-Commerce users in the Kingdom of Lesotho.
[bookmark: _Toc141173567][bookmark: _Toc141173501][bookmark: _Toc141172831][bookmark: _Toc141172759][bookmark: _Toc43538747][bookmark: _Toc184011883][bookmark: _Toc73642488]3.3.2 Sample and Sampling Method
The foundational basis for sampling is to get a representative group from a population. Since it is impossible and unlikely to study the entire population, a researcher has to be content with only studying just a sample of the overall population (Bordens & Abbott, 2006). A sample is a subset of a population or a universe (Etikan, et al., 2016). A sample is extracted from the overall population or the actual group that the researcher would engage and contact for the information required (Salkind, 2010).
For the purpose of this study, a sample was made up of the current and the potential users of E-Commerce in Lesotho, who at least own a smartphone and/or a laptop and/or a tablet; internet access and are able to surf the net. 
Quantitative studies usually apply mathematical sampling techniques called probability sampling, also known as random sampling or chance sampling (Kothari, 2004). However, the study used a combination of two non-probability sampling methods in the form of snowball and purposive sampling techniques. Usually the starting pointing when employing the snowball technique involves making contact with one or more individuals who belong to the population, who are then given a questionnaire and further asked for information about others with similar characteristics (Creswell, et al., 2016). Meanwhile, a purposive sampling technique allows the researcher to target particular subjects guided by the objectives of the study (Creswell, et al., 2016). Therefore, a purposive sample comprised of those individuals who can surf the web, own at least a laptop and or a smartphone and or tablet and have an internet connection during the inquiry. A minimum sample size of 300 respondents is required to maintain reliability and validity (Creswell, et al., 2016), however a sample of 275 respondents was achieved.  Table 3 illustrates the demographic information that the survey had collected from the respondents.
[bookmark: _Toc73642384]Table 3: Demographic Profiling
	VARIABLES 
	CATEGORY
	PERCENTAGE

	Age Groups
	· 19-25
· 26-35
· 36-45
· 46-55
· Over 55
	· 25.7%
· 44.2%
· 20.7%
· 6.5%
· 2.9%

	Household Income (monthly)
	· Less than R5000.00
· R 8000.00-R16 000.00
· R13,000.00- R16,000.00
· R17,000.00-R20,000.00
· R21,000.00-R30,000.00
· Over R30,000.00
	· 39.5%
· 16.7%
· 14.5%
· 12.3%
· 9.1%
· 8.0%

	Gender
	· Female
· Male
	· 58%
· 42%

	Highest Level of Education
	· Form 5
· Diploma
· Bachelors 
· Masters 
· Other 
	· 8%
· 17%
· 48.2%
· 18.5%
· 8.3%

	District of Residence
	· Maseru
· Mafeteng
· Mohale’s Hoek 
· Quthing 
· Qacha’s Nek 
· Butha-Buthe
· Other 
	· 65.6%
· 4.0%
· 2.9%
· 2.2%
· 15.9%
· 2.5%
· 4.7%

	Occupation
	· Teacher
· Nurse
· Student
· Accountant
· Self-Employed
· Other 
	· 20.3%
· 3.6%
· 22.8%
· 5.9%
· 19.6%
· 27.9%

	Computer Literacy Level
	· Advanced User
· Intermediate User
· Basic User
· Beginner 
	· 39.9%
· 31.5%
· 25.4%
· 3.3% 

	Do you use of E-Commerce Sites
	· Yes
· No
	· 74.6%
· 25.4%

	Total Sample Size
	                                                           275



[bookmark: _Toc43538748][bookmark: _Toc192401336][bookmark: _Toc73642489][bookmark: _Toc141173568][bookmark: _Toc141173502][bookmark: _Toc141172832][bookmark: _Toc141172760][bookmark: _Ref25485698]3.4 The Research Instrument
The study used a structured closed ended questionnaire using a 5-level Likert scale. Likert scales are employed to measure feelings and thoughts connected to different areas of an individual’s attitude (Likert, 1932). Uebersax (2006) articulates a list of characteristics original to Likert’s 1932 article as follows:
1. The scale has various details.
1. Reply levels are designed horizontally.
1. Reply levels are fastened with successive integers.
1. Replies are fastened with verbal labels which showcase uniformly placed gradations.
1. Verbal labels are homologous and have corresponding points with a neutral middle
1. The scale typically measures attitude using either agreement or disagreement to a statement to be responded to.
[bookmark: _Toc192401337]The questions from the questionnaire were extracted from the themes that arose from the literature review. The questionnaire was divided into four sections. The first section was designed to collect demographic data of the participants, the second section was meant to understand the level of E-Commerce adoption and the third section evaluated factors that inhibit and enable E-Commerce adoption in Lesotho. Lastly, the respondents were also enabled to add any additional enablers and inhibitors to E-Commerce adoption that could have not been covered by the questionnaire. The questionnaire was completed online, electronically submitted and self-completed. The actual questionnaire can be seen in Appendix B.
[bookmark: _Toc43538749][bookmark: _Toc73642490]3.5 Procedure for Data Collection
Data was collected using structured closed ended questions with a 5- level Likert scale. The questions appearing on the questionnaire were designed in alignment with what has been discovered and discussed in the literature review. The survey was designed as a google form, which was distributed through different online platforms in the form of a link on Twitter, WhatsApp, Facebook and e-mail (the most popular social medium tools in the country). Throughout these platforms, the survey was accompanied by a cover letter provided in Appendix A. The letter guaranteed all participants of their anonymity, ethical considerations and the purpose of the research being carried out. Responses resulting from the questionnaire were all satisfactory, therefore none were subject to being discarded.
Advantages of using online surveys range from increase in response rates, flexibility of design, automation of data input and handling, minimal costs and ease of gathering data (Sincero, 2019). A sample of 10 individuals who are familiar with both research and E-Commerce were selected to evaluate the accuracy and appropriateness of the survey. The final version of the questionnaire was distributed once the feedback had been incorporated into in the survey.
[bookmark: _Ref25020491][bookmark: _Toc43538750][bookmark: _Toc192401338][bookmark: _Toc141173569][bookmark: _Toc141173503][bookmark: _Toc141172833][bookmark: _Toc141172761][bookmark: _Ref25646398][bookmark: _Toc73642491]3.6 Data Analysis and Interpretation
Having collected data, a subsequent and a critical step was data analysis and interpretation. To analyse and interpret data, this study used the Factor Analysis Statistical tool IBM SPSS statistic software. 
Data was collected using structured closed ended questions. The responses gathered from the 5 level Likert scale were coded using numeric values. Then these responses were then entered manually into SPSS using codes. 
Thereafter, data was analysed using Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA). Exploratory factor analysis is “a multivariate statistical method designed to facilitate the postulation of latent variables that are thought to underlie – and give rise to – patterns of correlations in new domains of manifest variables” (Haig, 2010: 1). The minimum sample size for this type of analysis is 300 (Koyuncu & Faruk, 2019).  Meanwhile, confirmatory factor analysis is a quantitative factor analysis tool that allows a researcher to confirm his or her hypothesis via assessement of observed data and deduced factors (Mueller & Hancock, 2001). Articulated below is the procedure followed in conducting CFA:
· Step 1: Importing data from google forms into microsoft excel.
· Step 2: Manipulating and confirming that data is in the right format.
· Step 3: Importing data into IBM SPSS statistic softaware from microsoft excel.
· Step 4: Carrying out a Descriptive Statistic Analysis on the data.
· Step 5: Carrying out reliability tests.
· Step 6: Performing a Factor Analysis.
· Step 7: Summarised and interpreted the results.
[bookmark: _Toc43538751][bookmark: _Toc73642492]3.7 Limitations of the Study
The following are several identified limitations to this study: 
· The use of the online survey excludes people who do not have smartphones, internet connection or otherwise on any social medium from participation. 
· The study is only limited to the residents and consumers in Lesotho.
· It was mentioned earlier that quantitative studies typically use probability sampling methods but this particular study found non-probability sampling methods (snow-ball and purposive sampling) to be mostly appropriate; this may however, have undermined generalisation of the sampling population as well as generalisability of results.
[bookmark: _Toc43538752][bookmark: _Toc184011886][bookmark: _Toc141173570][bookmark: _Toc141173504][bookmark: _Toc141172834][bookmark: _Toc141172762][bookmark: _Ref25473012][bookmark: _Toc73642493]3.8 Validity and Reliability
Reliability is the extent to which an instrument can be used several times or repetitively and still yield consistent results, whereas validity is the extent at which an instrument measures what it is supposed to measure (Creswell, et al., 2016). To ensure reliability, the method of data collection has to be consistent while at the same time the conditions of research are standardised (Middleton, 2020). To meet the requirements for consistency and standardisation, a standard survey was distributed across various online channels and made available for a specific timeframe, after which it was deactivated. To ensure validity, the results of the study ought to correspond with the relevant theories and metrics and use appropriate subjects for the research (Middleton, 2020). Hence to assure validity for this research – questions in the questionnaire included characteristics and variables from the constructs that were established from the literature review. To discover valid and generalisable results, the target population was defined in terms of age, household income, gender, level of education, district of residence, occupation, computer proficiency level and use of E-Commerce (see Table 3). The inquiry also conducted a pilot study and statistical tests so as to ensure that the instrument is both reliable and valid.
[bookmark: _Toc43538753][bookmark: _Toc184011887][bookmark: _Toc141173571][bookmark: _Toc141173505][bookmark: _Toc141172835][bookmark: _Toc141172763][bookmark: _Toc73642494]3.8.1 External Validity
[bookmark: _Toc184011888][bookmark: _Toc141173572][bookmark: _Toc141173506][bookmark: _Toc141172836][bookmark: _Toc141172764]External validity establishes whether the cause-and-effect relationship between the research variables can be generalised across individuals, settings and times (Cooper & Schindler, 2011), consequently; the results of an inquiry can be applicable to other populations, settings and times. 
[bookmark: _Toc43538754][bookmark: _Toc73642495]3.8.2 Internal Validity
Internal validity is the extent at which an inquiry establishes the cause-and-effect relationship between the researched variables (questions and outcomes) (Cooper & Schindler, 2011). Several threats that can potentially undermine internal validity can be minimised by maintaining consistency at each point of observation, avoiding the longer time between the beginning and the end of the survey since so much can change and administering a pilot test to ensure that the instrument is valid (DeJong, 2019). To ensure validity, face validity was identified to be the most appropriate approach for this research. Face validity refers to the degree at which an instrument appears to measure that what is supposed to measure (Creswell, et al., 2016). Therefore, to meet the requirements of face validity, the questionnaire was scrutinized by experts to ensure a high level of face validity before it was distributed. 
[bookmark: _Toc43538755][bookmark: _Toc184011889][bookmark: _Toc141173573][bookmark: _Toc141173507][bookmark: _Toc141172837][bookmark: _Toc141172765][bookmark: _Toc73642496]3.8.3 Reliability
To ensure the reliability of the proposed research instrument, the study used a reliability test called internal reliability (internal consistency), the coefficient employed to measure the internal reliability of a research instrument is a Cronbach‘s alpha coefficient; alpha coefficients that are close to one are strongly correlated, whereas poor correlation is denoted by a value close to zero (Creswell, et al., 2016).



















[bookmark: _Toc43538756][bookmark: _Toc73642497]CHAPTER 4. PRESENTATION OF RESULTS
[bookmark: _Toc43538757][bookmark: _Toc73642498]4.1 Introduction
The chapter constitutes the presentation, the analysis and the description of the findings and the results to the research questions. The research data was analysed by using IBM SPSS statistical software employing a Confirmatory Factor Analysis (CFA), which is used to concurrently test and confirm if factors of a construct are coherent with the deductions drawn by the researcher from these factors (Matsunaga, 2010). The research factors were primarily derived from the research questions and a sample of this data is found in Appendix C (sample SPSS data).
Data for this investigation was gathered through an online survey development software – Google Forms, which was distributed through different online platforms in the form of a link across the nation. Using snowball and purposive sampling approaches, a sample of 275 responses was achieved. 
This chapter sets out with a demographic description of the respondents in terms of their age, household income per month, gender, level of education, occupation, residence, and computer literacy level.
[bookmark: _Toc73642499]4.2 Demographic Description
This section of the study presents the analysis of age, household income per month, gender, district of residence, occupation and computer literacy level of the respondents.
[bookmark: _Toc73642500]4.2.1 Age Groups of the Respondents
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[bookmark: _Toc73642331]Figure 7: Age groups of the respondents
A large number of participants that were anticipated to take part in the survey were firstly those of ages 26-35 and secondly those of 36-46 since these cohorts constitute a majority of millennials. Millennials currently fall between the ages of 25 – 39, they make up a steadily growing majority of the workforce (Brannan, 2020), hence the expectation. Closely looking at the pie chart, a leading group is that of ages 26 – 35, followed by 19 – 25 (post-millennials) and lastly 36 – 45, therefore post-millennials (Gen Z) participated in substantial numbers also. Age groups were segregated into the following brackets:
· 19-25: 25.7%
· 26-35: 44.2%
· 36-45: 20.7%
· 46-55: 6.5%
· Over 55: 2.9%
[bookmark: _Toc73642501]4.2.2 Household Income per Month

[image: ]
[bookmark: _Toc73642332]Figure 8: Household income per month
Household income per month was divided into 6 different categories as indicated in Figure 8. A majority of respondents earned less than R 5,000.00 per month (39.5%). According to the World Bank, in 2017 the country’s poverty headcount ratio was reported to be 47.7% (TradingEconomics, 2020). Therefore, this was an expected outcome. The rest of the categories scored less than 16.7%. The categories were classified as follows:
· Less than R 5,000.00: 39.5%
· R 8,000.00 – R 12,000.00: 16.7%
· R 13,000.00 – R 16,000.00: 14.5%
· R 17,000.00 – R 20,000.00: 12.3%
· R 21,000.00 – R 30,000.00: 9.1%
· Over R 30,000.00: 8.0%
[bookmark: _Toc73642502]4.2.3 Gender
[image: ]
[bookmark: _Toc73642333]Figure 9: Gender
More women participated in the survey as illustrated in Figure 9. The percentage score of females is 58% whereas males scored 42%. This was an expected outcome looking at the country‘s male to female ratio. The sex ratio for the Kingdom of Lesotho‘s population is 970 males per 1000 females (countrymeters, 2019). Information on gender was broken down as follows:
· Female: 58%
· Male: 42%

[bookmark: _Toc73642503]4.2.4 Highest Level of Education
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[bookmark: _Toc73642334]Figure 10: Highest Level of Education
 Figure 10 highlights a majority of respondents to be holders of a Bachelor’s degree, with the lowest group of participants being those in possession of a Form 5 certificate (equivalent to matric). This was an expected outcome since the government of Lesotho sponsors students enrolled in all the three universities found in Lesotho in pursuit of first degree. Meanwhile, Master’s degree and Diploma holders almost formed a tie. This section of demographics was broken down as follows:
· Form 5: 8%
· Diploma: 17%
· Bachelor’s: 48.2%
· Master’s: 18.5%
· Other: 8.3 %






[bookmark: _Toc73642504]4.2.5 District of Residence
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[bookmark: _Toc73642335]Figure 11: District of Residence
Over half of the respondents were from Maseru. This was yet another anticipated disparity since the country‘s 2016 census population postulates that, more than one fifth of the population (25.8%) resides in Maseru (Statistics, 2018). Maseru is the most populated district in Lesotho, with more than 200,000 people, from the total population of over 2,000 000 in the country (Sawe, 2019). The districts of residence were divided in to the following:
· Maseru: 65.6%
· Mafeteng: 4.0%
· Mohale’s Hoek: 2.9%
· Quthing: 2.2%
· Qacha’s Nek: 2.2%
· Leribe: 15.9%
· Butha-Buthe: 2.5%
· Other: 4.7%


[bookmark: _Toc73642505]4.2.6 Occupation
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[bookmark: _Toc73642336]Figure 12: Occupation
A majority of respondents who participated in the survey were students, with 20.3% relative to other occupations. These were expected results since a large population of universities and colleges is occupied by Generation Z (Gen Z). Gen Z members are said to be digital natives, therefore; their lives have been saturated by computers and internet from a moment they were born (Molla, 2019), hence the most likely cohort to access the questionnaire since it had been distributed online. Different occupations were broken down as follows:
· Teacher: 20.3%
· Nurse: 3.6%
· Student: 22.8%
· Accountant: 5.9%
· Self-employed: 19.6%
· Others: 27.9%


[bookmark: _Toc73642506]4.2.7 Computer Literacy Level
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[bookmark: _Toc73642337]Figure 13: Computer Literacy level
With reference to Figure 13, a majority of respondents defined themselves as advanced computer users - with a leading percentage of 39.9%. The study used purposive sampling, thereby subjectively choosing the participants of the study as those individuals who are online and have access to both internet and a smartphone or a personal computer. Hence it was anticipated that primarily, the respondents will be advanced users. Computer literacy level skills were outlined as follows:
· Advanced users: 39.9%
· Intermediate users: 31.5%
· Basic users: 25.4%
· Beginner: 3.3%



[bookmark: _Toc73642507]4.2.8 Use of E-Commerce Sites
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[bookmark: _Toc73642338]Figure 14: Use of E-Commerce Sites
It is evident that a majority of respondents use E-Commerce with a majority of 74.6%. This was not an anticipated result since the perception held by the researcher prior to the study was that, consumers in Lesotho had a negative attitude in E-Commerce, with judgments made at face value. Use of E-Commerce sites was broken-down as follows:
· Yes: 74.6%
· No: 25.4%
[bookmark: _Toc73642508]4.2.9 Use of Internet Banking
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[bookmark: _Toc73642339]Figure 15: Internet Banking
From Figure 15, it is evident that a good number of the respondents use internet banking; with a percentage score of 83%. Internet banking is yet another branch of E-Commerce, which was assumed to be easily accessible to the target population.  Use of Internet banking was broken-down as follows:
· Yes: 83%
· No: 17%
[bookmark: _Toc73642509]4.2.10 Online Shopping
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[bookmark: _Toc73642340]Figure 16: Online Shopping
Figure 16 depicts a significant number of respondents to be engaging in online shopping, forming 68.1% of the overall respondents. This was not an expected outcome considering the level of uncertainty that comes along with online shopping, online shoppers do not feel at ease with the quality of online products (Kim & Krishnan, 2015). Use of online shopping was broken-down as follows:
· Yes: 68.1%
· No: 39.9%

[bookmark: _Toc73642510]4.2.11 Online Savings or Investments
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[bookmark: _Toc73642341]Figure 17: Online Savings or Investments
According to the Global FinTech Adoption Index, the industry has grown substantially and thereby achieving a mass growth in the year 2017 in comparison to 2015 (Hwa, 2019). Both Forex trading and crypocurrencies account for a significant portion of the financial technology (FinTech). Looking at Figure 17, a majority (74.6%) of respondents are not saving or investing in either crypocurrencies or Forex trading, hence this was not an expected result. The use of online savings or investments was broken-down as follows:
· Yes: 25.4%
· No: 74.6%





[bookmark: _Toc73642511]4.2.12 Online Studies
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[bookmark: _Toc73642342]Figure 18: Online Studies
Figure 18 graphically represents a number of participants who consume and those who do not consume online studies. A substantial number of participants forming 60.5% have attested to using online platforms for their studies. This was an anticipated outcome looking at an influx of online studies and free online courses provided online. The use of online studies was broken-down as follows:
· Yes: 60.5%
· No: 39.5%
[bookmark: _Toc73642512]4.2.13 Devices Used when Internet Surfing
[bookmark: _Toc73642385]Table 4: Devices used when internet surfing
	Device
	Percentage

	Laptop
	47.7%

	Tablet/I-Pad
	17.4%

	Smartphone
	95.7%

	Desktop
	2.2%



The table above illustrates different devices that the respondents use for internet surfing. The participants were allowed to choose multiple or all gadgets that apply to them. 95.7 % of the respondents appear to be predominantly using a smartphone for surfing the internet. Ownership of smartphones is 45.3%, laptop 25.20%, Tablet/I-Pad 7.84% and desktop 11.83% across the nation (LCA, 2017), hence this was an expected outcome of the results.

[bookmark: _Toc73642513]4.2.14 Platforms Used to Access E-Commerce Sites
[bookmark: _Toc73642386]Table 5: Platforms used to access E-Commerce sites
	Platforms
	Percentage

	Website
	77.2%

	Search engine
	63.4%

	Links and adverts shared on social media (Whatsapp, Facebook etc.)
	60.9%

	Applications
	44.4%



The Table 5 illustrates different platforms that the respondents use for accessing E-Commerce sites. The participants were allowed to choose multiple or all platforms that are relevant to them. A majority of the respondents (77.2%) are obviously going straight to the websites for access. It was explained above that Lesotho Communications Authority in its report compiled in 2017, an overriding number of people own smartphones relative to other gadgets used for internet surfing, hence it would only be rational to assume that a majority of consumers would then use cellular phone applications primarily to access E-Commerce site, hence the outcome was not expected. 




[bookmark: _Toc73642514]4.2.15 Frequency of E-Commerce Sites Access

[image: ]
[bookmark: _Toc73642343]Figure 19: Frequency of E-Commerce Sites Access
Figure 19 draws a frequency of the respondents’ visits to E-Commerce sites. Evidently, a majority of respondents access these sites on a daily basis, with a leading frequency of 118 as illustrated in the graph above. This was an expected result since it had been put forth that; over 95% people owned smartphones, hence easy accessibility of internet and E-Commerce sites. The Frequency of E-Commerce sites access was broken-down as follows:
· Daily: 118
· Weekly: 79
· Bi-weekly: 17
· Monthly: 49
· Annually:13



[bookmark: _Toc73642515]4.2.16 Payment Methods Used in E-Commerce Transactions
[bookmark: _Toc73642387]Table 6: Payment Methods Used in E-Commerce Transactions
	Payment Methods
	Percentage

	Online credit and debit card payment
	56.9%

	Bitcoin payment
	27.2%

	M-Pesa
	67.4%

	Eco-Cash
	38.4%

	Electronic Funds Transfer (EFT) payment
	62.9%



Table 6 presents different payment alternatives that the respondents use in E-Commerce transactions. The participants were allowed to choose multiple or all options that are applicable to them. A significant number of the respondents use M-Pesa with 67.4% ahead of other payment alternatives. This was not an expected outcome since online credit and debit card payment allows much flexibility to transact locally, regionally and internationally (Mamonova, 2020).

[bookmark: _Toc73642516]4.3 Variable Names, Attributes and Related Questions
The investigation proposed to test two propositions that had been designed from the themes that arose in the literature review. The proposed factors or constructs that make up the propositions were analysed according to the attributes outlined in Table 7:






[bookmark: _Toc73642388]Table 7: Variables, Attributes and Related Statements/ Questions
	Category
	Construct
	Variable
	Attribute
	Statement/ Question

	









Inhibitors
Enablers

	Convenience
	C1
	Confinement
	Generally, E-Commerce is a good option to use when you are confined by distance, time, costs and/or a lack of preferred goods and services.

	
	
	C2
	Online Shopping
	I prefer shopping online since I conveniently shop at any time and from anywhere.

	
	
	C3
	Use of Online Platforms
	I prefer to use online platforms rather than going into the shops when buying products and services

	
	Time & Cost Savings
	TCS1
	Price and Product Comparisons
	E-commerce is useful because it allows me to easily do both price and product comparisons.

	
	
	TCS2
	Travelling costs
	I believe E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons.

	
	
	TCS3
	Usefulness
	I believe that online shopping will be useful to anyone who uses it since it saves time and money

	
	Perceived Ease of Use
	PEOU1
	Accessibility
	Online sites are easily accessible to me

	
	
	PEOU2
	Ease of Use
	Shopping online is easy to use

	
	
	PEOU3
	Convenience
	I believe that online shopping is easy to use since it is just a click away

	
	Attitude Towards Use
	A1
	Recommendations
	I strongly recommend others to use E-Commerce transactions

	
	Intention to Use
	I1
	Continuance of Use
	I intend to continue using E-Commerce websites to purchase goods and services online.

	
	
	I2
	Frequency of Use
	I believe that I will use E-Commerce platforms frequently

	
	Economic Conditions
	E1
	Absence of Infrastructure
	I believe that lack of computers, smartphones and affordable internet connection hinder a majority of my friends and family members to transact online

	
	
	E2
	Affordability
	I believe that I can afford the necessary infrastructure (e.g. smartphone or laptop and internet data charges) required to transact online

	
	Infrastructure Development
	ID1
	Availability of Infrastructure
	I believe that there is adequate technology infrastructure for me to shop online (internet connection and computers/ smartphones)

	
	
	ID2
	Internet Coverage
	I believe that internet coverage is enough for me to use E-commerce from any part of the country

	
	
	ID3
	Knowledge to Surf the Web
	I believe that a majority of my family and friends can surf the internet, browse the website and access goods and services online

	
	Trust
	T1
	Trust in Online Products
	My inability to see a product in its physical form does not affect my trust in the features of the product, as long as I can see it in a picture and it is thoroughly explained

	
	
	T2
	Trust in Vendors
	I believe that online vendors will promptly respond to my problems and queries

	
	
	T3
	Knowledge of Trustworthy Sites
	I can easily identify trustworthy websites

	
	
	T4
	Trust due to Word of Mouth
	I trust websites that have a record of positive evaluations from other customers

	
	
	T5
	Perceived Trust
	In my opinion, E-Commerce sites are trustworthy

	
	Security
	S1
	Perceived Safety
	E-Commerce platforms are secure enough to make me feel comfortable to access them

	
	
	S2
	Perceived Safety due to Legal Regulations
	I feel assured that legal and technological structures adequately protect me from any problems when using E-Commerce sites (debit and credit card information, return policies and wrong goods and services)

	
	Policy Initiatives
	PI1
	E-Commerce Promotion
	I believe that the government of Lesotho has adequately promoted E-Commerce (providing educational programs on E-Commerce usage and its benefits and ensuring that citizens have reliable postal addresses).

	
	
	PI2
	Infrastructure Development
	I believe that policy initiatives in Lesotho support E-Commerce infrastructure development (this may be a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce).



Items were measured using a 5 level Likert scale, where:
· 1 stands for strongly disagree
· 2 stands for disagree
· 3 stands for neutral
· 4 stands for agree
· 5 stands for strongly agree
Descriptive statistics for each item are presented in the Table 8, illustrating the mean and the standard deviation (Std.D) for every item.









[bookmark: _Toc73642389]Table 8: Means and Standard Deviations
	Descriptive Statistics

	
	Mean
	Std. Deviation
	Analysis N

	PI1
	1.85
	.917
	275

	PI2
	2.08
	1.109
	275

	TCS1
	4.44
	.867
	275

	TCS2
	4.55
	.755
	275

	TCS3
	4.56
	.735
	275

	PEOU1
	4.09
	1.021
	275

	PEOU2
	3.70
	1.229
	275

	PEOU3
	4.20
	1.008
	275

	ID1
	3.16
	1.504
	275

	ID2
	2.69
	1.418
	275

	ID3
	2.90
	1.409
	275

	S1
	2.58
	1.436
	275

	S2
	2.48
	1.335
	275

	T1
	2.58
	1.314
	275

	T2
	2.57
	1.374
	275

	T3
	2.48
	1.451
	275

	T4
	4.02
	1.030
	275

	T5
	2.67
	1.251
	275

	E1
	4.02
	1.187
	275

	E2
	3.91
	1.363
	275

	C1
	4.41
	.869
	275

	C2
	4.21
	1.042
	275

	C3
	3.81
	1.112
	275

	A1
	4.27
	.959
	275

	I1
	4.15
	1.022
	275

	I2
	4.05
	.982
	275


[bookmark: _Toc73642517]4.4 The Proposed Factors 
Below is a list of all the factors that the inquiry proposed to test (see Table 1&2):
I. Convenience (C)
II. Time and Cost Savings (TCS)
III. Perceived Ease of Use (PEOU)
IV. Attitude Towards Use (A)
V. Intention to Use (I)
VI. Economic Conditions (E)
VII. Infrastructure Development (ID)
VIII. Trust (T)
IX. Policy Initiatives (PI)
X. Security (S) 
[bookmark: _Toc73642518]4.5 Factor Analysis
It had been put forth in chapter 3 that the research was both exploratory and descriptive in nature. Factor analysis is a process utilised to explore data with an intention to expose patterns of correlation amongst variables that are not obviously related, it is further used for confirmation of hypothesis and for summarisation and reduction of variables to a manageable number (Petty, et al., 2016). Confirmatory factor analysis was administered on the collected data using IBM SPSS so as to establish a relationship amongst variables. The process gave a summary of all the information held in 26 variables and 26 questionnaire statements (items), whereas 10 factors were proposed to influence E-Commerce adoption.
[bookmark: _Toc73642519]4.5.1 Reliability Tests
4.5.1.1. Cronbach’s Alpha Coefficient
Alpha was formulated by Lee Cronbach in the year 1951 in order to measure internal reliability or otherwise known as internal consistency of a test (Creswell, et al., 2016). Table 9 indicates the results of a statistical analysis performed on the data to test reliability whereas Table 10 depicts the test that the study was subjected upon to evaluate the reliability of the research findings. Cronbach’s alpha coefficient is grounded on inter - item correlations. To test reliability, a rule of thumb accepted by researchers is the following:
· 0.90 – high reliability (excellent)
· 0.80 – moderate reliability (good)
· 0.70 – low reliability (poor) (Creswell, et al., 2016)
[bookmark: _Toc73642390]Table 9: Case Processing Summary
	Case Processing Summary

	
	N
	%

	Cases
	Valid
	275
	100.0

	
	Excludeda
	
	.0

	
	Total
	275
	100.0

	a. Listwise deletion based on all variables in the procedure.



 A Cronbach’s alpha for this particular research depicted .882 (refer to Table 10), suggesting that the items contain in them a high degree of internal consistency; therefore, rendering the results acceptable according to the standard (rule of thumb) laid above.
[bookmark: _Toc73642391]Table 10: Cronbach's Alpha Coefficient
	
Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.882
	.878
	26



4.5.1.2. KMO and Bartlett’s Test
The appropriateness of the factor analysis was backed by Bartlett’s test of sphericity, which is an indicator of the strength of a relationship between variables (Chan & Idris, 2017) and data was subjected to Kaiser Meyer Olkin measure of sampling adequacy. The test was carried out to establish the viability of continuing with the factor analysis which evaluates the strength of the relationship among items and tests sampling adequacy. The tests gave a result of 0.898 out of the maximum of 1 for the factors influencing E-Commerce adoption and anything above 0.5 is acceptable. Meanwhile Bartlett’s Test of Sphericity (Sig.) is also good since the associated probability is less than 0.05, in fact; it depicts 0.000 therefore making it a statistically significant value.
[bookmark: _Toc73642392]Table 11: KMO and Bartlett's Test
[image: ]
[bookmark: _Toc73642520]4.5.2 Eigenvalues and Scree Plot
The Eigenvalues represent a measure of the variance of the observed variables (Larsen & Warne, 2010). The factors extracted from the analysis with Eigenvalues are illustrated in Table 12 together with the percentage variance for each factor. For the factors that influence E-Commerce adoption, the study findings revealed that:
· The first component explained 27.3%
· The second component explained 24.4%
· The third component explained 5.5%
· The fourth component explained 4.7%
· The fifth component explained 3.9%
In Table 12, there are 5 identifiable factors with Eigenvalues >1. Cumulatively, the five components of the factors constitute 66% of the variance for the factors influencing E-Commerce adoption in Lesotho from the customer’s perspective, meaning that there is a high degree of correlation in the factor analysis.  The rest of other the components are not loading strongly. From the graphical representation in same table, it is further evident that the rotation is distributed evenly, therefore all the five factors are present.
[bookmark: _Toc73642393]Table 12: Eigenvalues and Factor Loadings
	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	7.114
	27.360
	27.360
	7.114
	27.360
	27.360
	6.695
	25.750
	25.750

	2
	6.359
	24.456
	51.817
	6.359
	24.456
	51.817
	5.578
	21.453
	47.203

	3
	1.431
	5.503
	57.319
	1.431
	5.503
	57.319
	1.950
	7.499
	54.702

	4
	1.229
	4.725
	62.045
	1.229
	4.725
	62.045
	1.646
	6.329
	61.031

	5
	1.023
	3.933
	65.978
	1.023
	3.933
	65.978
	1.286
	4.946
	65.978

	6
	.926
	3.560
	69.538
	
	
	
	
	
	

	7
	.829
	3.189
	72.727
	
	
	
	
	
	

	8
	.784
	3.017
	75.744
	
	
	
	
	
	

	9
	.707
	2.719
	78.462
	
	
	
	
	
	

	10
	.671
	2.579
	81.041
	
	
	
	
	
	

	11
	.555
	2.136
	83.178
	
	
	
	
	
	

	12
	.476
	1.829
	85.007
	
	
	
	
	
	

	13
	.448
	1.724
	86.730
	
	
	
	
	
	

	14
	.418
	1.608
	88.339
	
	
	
	
	
	

	15
	.395
	1.518
	89.857
	
	
	
	
	
	

	16
	.341
	1.310
	91.167
	
	
	
	
	
	

	17
	.315
	1.211
	92.378
	
	
	
	
	
	

	18
	.285
	1.095
	93.473
	
	
	
	
	
	

	19
	.281
	1.080
	94.553
	
	
	
	
	
	

	20
	.259
	.997
	95.550
	
	
	
	
	
	

	21
	.252
	.968
	96.518
	
	
	
	
	
	

	22
	.216
	.830
	97.348
	
	
	
	
	
	

	23
	.194
	.747
	98.095
	
	
	
	
	
	

	24
	.184
	.709
	98.804
	
	
	
	
	
	

	25
	.164
	.632
	99.436
	
	
	
	
	
	

	26
	.147
	.564
	100.000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.



Scree Plot
The scree plot is a graphical representation of Eigenvalues against all the factors that influence E-Commerce adoption. The essence of the chart is to determine the number of factors to retain. Focus and emphasis is on the point whereby the curve starts to flatten. In Figure 19, it is observed that the curve starts to flatten between point 5 and 6. Point 6 is characterised with an Eigenvalue less than 1, therefore only 5 factors could be retained. The scree plot unitedly with the factors decide the number of factors ought to be analysed and rotated. The following can be identified the scree plot:
· The scree plot alongside the factors is a graphical representation of the total variance associated to an individual factor. 
· The steep incline indicates the five prominent factors influencing E-Commerce adoption with Eigenvalues >1 and include component 1 up to component 5. 
· The gradual decline points out that the five factors are statistically significant, hence ample variance showing true factors. 
· The trailing off of the scree plot suggest that the rest of the factors are lower than the Eigenvalue of 1.

[image: ]
[bookmark: _Toc73642344]Figure 20: Scree Plot
[bookmark: _Toc73642521]4.5.3 Factor Loadings
The purpose underlying rotation is to reduce a number of factors in which the variables under investigation constitute high loadings. The factor loadings for the factors influencing E-Commerce adoption in Lesotho from the customers’ perspective are articulated in Table 13. The table illustrates the loadings of 26 variables on the five chief factors extracted. Component 1 to 5 are the factors that can be used as variables for further analysis. The more prominent the absolute measure of the loading, it means that the variable contributes more to the factor. The table below shows that there are five (5) component factors influencing E-Commerce adoption, it is the five components that describe both the barriers/ inhibitors and enablers of E-Commerce with the level of 66%. The factors were extracted by employing the Varimax rotation method. The blanks in the table represent loadings that are less than 0.5, thereby making the table much easier to read. Factor loadings sitting at 0.5 or greater are considered to be significant factor loadings.











[bookmark: _Toc73642394]Table 13: Factor Loadings after Orthogonal Varimax Rotation

	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	T2
	.842
	
	
	
	

	T5
	.835
	
	
	
	

	S1
	.831
	
	
	
	

	S2
	.830
	
	
	
	

	T1
	.778
	
	
	
	

	T3
	.773
	
	
	
	

	ID3
	.750
	
	
	
	

	ID2
	.715
	
	
	
	

	C2
	.694
	
	
	
	

	ID1
	.670
	
	
	
	

	E2
	.631
	
	
	
	

	I1
	
	.850
	
	
	

	A2
	
	.839
	
	
	

	I2
	
	.817
	
	
	

	C3
	
	.814
	
	
	

	T4
	
	.738
	
	
	

	C1
	
	.724
	
	
	

	PEOU3
	
	.547
	
	
	

	E1
	
	.535
	
	
	

	TCS2
	
	.498
	.683
	
	

	TCS3
	
	.385
	.672
	
	

	TCS1
	
	.566
	.567
	
	

	PEOU2
	
	
	
	.744
	

	PEOU1
	
	
	
	.545
	

	PI2
	
	
	
	
	.738

	PI1
	
	
	
	
	.680

	Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 7 iterations.




Through aligning the questionnaire statements with the highest loading variables, the five factors extracted are summarised in Table 14:
[bookmark: _Toc73642395]Table 14: Factor and Variable Naming
	Factor 1: Dependability and Accessibility

	T2
	I believe that online vendors will promptly respond to my problems and queries

	T5
	In my opinion, E-Commerce sites are trustworthy

	S1
	E-Commerce platforms are secure enough to make me comfortable to access them

	S2
	I feel assured that legal and technological structures adequately protect me from any problems when using E-Commerce sites (debit and credit card information, return policies and wrong goods and services)

	T1
	My inability to see a product in its physical form does not affect my trust in the features of the product, as long as I can see it in a picture and it is thoroughly explained.

	T3
	I can easily identify trustworthy websites

	ID3
	I believe that a majority of my family and friends can surf the internet, browse the website and access goods and services online

	ID2
	I believe that internet coverage is enough for me to use E-commerce from any part of the country

	C2
	I prefer shopping online since I conveniently shop at any time and from anywhere.

	ID1
	I believe that there is adequate technology infrastructure for me to shop online (internet connection and computers/ smartphones)

	E2
	I believe that I can afford the necessary infrastructure (e.g. smartphone or laptop and internet data charges) required to transact online

	Factor 2: Attitude and Convenience

	I1
	I intent to continue using E-Commerce websites to purchase goods and services

	A1
	I strongly recommend others to use E-Commerce transactions

	I2
	I believe that I will use E-Commerce platforms frequently

	C3
	I prefer to use online platforms rather than going into the shops when buying products and services

	T4
	I trust websites that have a record of positive evaluations from other customers

	C1
	Generally, E-commerce is a good option to use when you are confined by distance, time, costs and / or lack of preferred goods and services

	PEOU3
	I believe that online shopping is easy to use since it is just a click away

	E1
	I believe that lack of computers, smartphones and affordable internet connection hinder a majority of my friends and family members to transact online.

	TCS2
	I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store buying and price comparisons

	TCS1
	E-Commerce is useful because it allows me to easily do both price and product comparisons

	factor 3: Time and Cost Savings

	TCS2
	I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons

	TCS3
	I believe that online shopping will be useful to anyone who uses it since it saves time and money.

	TCS1
	E-Commerce is useful because it allows me to easily do both price and product comparisons

	Factor 4: Perceived Ease of Use

	PEOU2
	Shopping online is easy to use

	PEOU1
	Online sites are easily accessible to me

	Factor 5: Policy Initiatives

	PI2
	I believe that policy initiatives in Lesotho support E-Commerce infrastructure development (this may be a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce)

	PI1
	I believe that the government of Lesotho has adequately promoted E-Commerce (providing educational programs on E-Commerce usage and its benefits and ensuring that citizens have reliable postal addresses)



The five components (factors) are explained in detail below:
Factor 1: Dependability and Accessibility
Eleven (11) statements that loaded into this factor are:
1. T2: I believe that online vendors will promptly respond to my problems and queries
1. T5: In my opinion, E-Commerce sites are trustworthy
1. S1: E-Commerce platforms are secure enough to make me comfortable to access them
1. S2: I feel assured that legal and technological structures adequately protect me from any problems when using E-Commerce sites (debit and credit card information, return policies and wrong goods and services)
1. T1: My inability to see a product in its physical form does not affect my trust in the features of the product, as long as I can see it in a picture and it is thoroughly explained
1. T3: I can easily identify trustworthy websites
1. ID3: I believe that a majority of my family and friends can surf the internet, browse the website and access goods and services online
1. ID2: I believe that internet coverage is enough for me to use E-commerce from any part of the country
1. C2: I prefer shopping online since I conveniently shop at any time and from anywhere.
1. ID1: I believe that there is adequate technology infrastructure for me to shop online (internet connection and computers/ smartphones)
1. E2: I believe that I can afford the necessary infrastructure (e.g. smartphone or laptop and internet data charges) required to transact online.
These statements are aligned to Trust, Security, Infrastructure Development, Convenience and Economy being the constructs that had been initially proposed to be tested from the conclusions of the literature review. Consequently, looking at the common themes that tie all these factors together; they have been coined Dependability and Accessibility.
Factor 2: Attitude and Convenience
For this factor, there were eleven statements that loaded together, however; only ten (10) statements were considered since the 10th (PU4) statement was 0.385 hence does not qualify as a significant loading factor. The 10 statements that make up this factor are:
1. I1: I intent to continue using E-Commerce websites to purchase goods and services
1. A1: I strongly recommend others to use E-Commerce transactions
1. I2: I believe that I will use E-Commerce platforms frequently
1. C3: I prefer to use online platforms rather than going into the shops when buying products and service
1. T4: I trust websites that have a record of positive evaluations from other customers
1. C1: Generally, E-commerce is a good option to use when you are confined by distance, time, costs and / or lack of preferred goods and services
1. PEOU3: I believe that online shopping is easy to use since it is just a click away
1. E1: I believe that lack of computers, smartphones and affordable internet connection hinder a majority of my friends and family members to transact online.
1. TCS2: I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons
1.  TCS1: E-Commerce is useful because it allows me to easily do both price and product comparisons
The statements are related to Intention to Use, Attitude towards Use, Trust, Time and Cost savings and Economy which were also the constructs of the proposed research factors. These factors have been consolidated into a new factor called Attitude and Convenience. 
Factor 3: Time and Cost savings
For this factor, there are only three (3) following statements that loaded together:
1. TCS2: I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons
1. TCS3: I believe that online shopping will be useful to anyone who uses it since it saves time and money
1. TCS1: E-Commerce is useful because it allows me to easily do both price and product comparisons
In the previously proposed factors that had been derived from the literature review, these statements were all in line with Time and Cost Savings and continue to be constructs of Time and Cost Savings, hence the name of the factor is retained. 
Factor 4: Perceived Ease of Use
Only the two following statements loaded for this factor: 
1. PEOU2: Shopping online is easy to use
1. PEOU1: Online sites are easily accessible to me
In the previously proposed research constructs that had been derived from the literature review, these statements were in line with Perceived Ease of Use and continue to be constructs of Perceived Ease of Use, hence the factor has been retained as it was.
Factor 5: Policy Initiatives
In the similar manner, only the two following statements loaded for this factor: 
1. PI2: I believe that policy initiatives in Lesotho support E-Commerce infrastructure development (this may be a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce)
1. PI1: I believe that the government of Lesotho has adequately promoted E-Commerce (providing educational programs on E-Commerce usage and its benefits and ensuring that citizens have reliable postal addresses)
In the previously proposed research factors that had been derived from the literature review, these statements were in line with Policy Initiatives and continue to be constructs of Policy Initiatives also. 
[bookmark: _Toc73642522]4.6 Summary of Results Pertaining to Research Question 1 and 2
Initially, specific factors were derived from the Literature Review as discussed in Chapter 2; the same factors were tested via a quantitative study and five factors were identified to influence E-Commerce adoption in the context of study. The factors that influence E-Commerce adoption from a Lesotho consumer’s perspective have been outlined in Table 15. They have been broken down into enabling and inhibiting factors. The same table can be used by both entrepreneurs and policy makers to inform E-Commerce decisions. 
[bookmark: _Toc73642396]Table 15: Summary of Results Pertaining to Research Questions 1&2
	Factor Number
	Category 
	Factors Influencing E-Commerce Adoption

	1
	Inhibitor
	Dependability and Accessibility

	2
	Enabler
	Attitude and Convenience

	3
	Enabler
	Time and Cost Savings

	4
	Enabler
	Perceived Ease of Use

	5
	Inhibitor 
	Policy Initiatives



[bookmark: _Toc73642523]4.7 Additional Data Collected
The last section of the questionnaire contained open-ended questions whereby the respondents were prompted to list any additional factors that might have been relevant to this area or that could have served as either motivators (enablers) or hindrances (barriers) from E-Commerce adoption.
[bookmark: _Toc73642524]4.7.1 Enablers
Additional factors that could enable E-Commerce adoption were listed as follows:
· Free internet
· Accessibility of the products that are not available locally
· Guarantee of total safety
· Availability of online stores in the country
· Friendly cross border clearance
· Improved postal services for delivery
[bookmark: _Toc73642525]4.7.2 Barriers
Additional factors that were listed as barriers to E-Commerce adoption are as follows:
· Fraud and scams
· Poor internet connection
· Inability to use products right away
· Irrelevant ads and pop-ups
· Cybercrimes and phishing
· False advertising
· Limited payment options
· Inability to test products
· Late delivery
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[bookmark: _Toc73642526]CHAPTER 5. DISCUSSION OF THE RESULTS

[bookmark: _Toc43538763][bookmark: _Toc73642527]5.1 Introduction
This chapter deliberates and evaluates the research findings presented in the previous chapter (Chapter 4). First and foremost, this chapter briefly discusses demographic findings and their potential bias. Secondly, it analyses the constructs (factors) that had been discovered in the preceding chapter against the theoretical factors that had been discovered from the literature. The results that were obtained in Chapter 4 were also derived from the data collected online to achieve valid conclusions for the study.
[bookmark: _Toc43538764][bookmark: _Toc73642528]5.2 Demographic Profile of Respondents
Initially, the sample size had been predetermined to be 300; however, 275 respondents participated in the survey. All the questions and the sections of the questionnaire were marked with an asterisk thereby ensuring that all the questions were completed hence there was no survey to be discarded. Demographics encapsulated the age groups, household income, gender, highest level of qualification, district of residence, occupation, computer literacy level, usage of E-Commerce sites and different E-Commerce services. 74.6% of the respondents use E-commerce sites, which is not an irregular result since the study had targeted those individuals who owned a smartphone and/or laptop and/or a tablet; internet access and also capable to surf the net.
The potential bias of the study is that; the respondents are most probably familiar with E-Commerce due to their advanced computer literacy level, having internet access and their ability to surf the internet. Hence, the highest likelihood to be advocates and adopters and have a minimal understanding of the factors inhibiting its adoption. The study did not in a true sense accommodate non-adopters and other groups that may be found offline.
[bookmark: _Toc73642529]5.3 Construct analysis Relative to Literature
This section of the project will discuss the research findings established in Chapter 4 against the theoretical factors from the literature. Table 21 illustrates the mean values of the scale scores studied in this investigation. The factor analysis which was carried out in Chapter 4 revealed five factors that influence E-Commerce adoption from a Lesotho consumers’ perspective. The same factors contain the key attributes, which were further embedded into a questionnaire that served as a cornerstone for the entirety of the investigation. Beneath is an analysis and a discussion of all the factors that had been discovered in the previous chapter, the table below is a quick reminder of the same.
[bookmark: _Toc73642397]Table 16: Reminder of the Research Findings
	Factor 1: Dependability and Accessibility

	T2
	I believe that online vendors will promptly respond to my problems and queries

	T5
	In my opinion, E-Commerce sites are trustworthy

	S1
	E-Commerce platforms are secure enough to make me comfortable to access them

	S2
	I feel assured that legal and technological structures adequately protect me from any problems when using E-Commerce sites (debit and credit card information, return policies and wrong goods and services)

	T1
	My inability to see a product in its physical form does not affect my trust in the features of the product, as long as I can see it in a picture and it is thoroughly explained.

	T3
	I can easily identify trustworthy websites

	ID3
	I believe that a majority of my family and friends can surf the internet, browse the website and access goods and services online

	ID2
	I believe that internet coverage is enough for me to use E-commerce from any part of the country

	C2
	I prefer shopping online since I conveniently shop at any time and from anywhere.

	ID1
	I believe that there is adequate technology infrastructure for me to shop online (internet connection and computers/ smartphones)

	E2
	I believe that I can afford the necessary infrastructure (e.g. smartphone or laptop and internet data charges) required to transact online

	Factor 2: Attitude and Convenience

	I1
	I intent to continue using E-Commerce websites to purchase goods and services

	A1
	I strongly recommend others to use E-Commerce transactions

	I2
	I believe that I will use E-Commerce platforms frequently

	C3
	I prefer to use online platforms rather than going into the shops when buying products and services

	T4
	I trust websites that have a record of positive evaluations from other customers

	C1
	Generally, E-commerce is a good option to use when you are confined by distance, time, costs and / or lack of preferred goods and services

	PEOU3
	I believe that online shopping is easy to use since it is just a click away

	E1
	I believe that lack of computers, smartphones and affordable internet connection hinder a majority of my friends and family members to transact online.

	TCS2
	I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store buying and price comparisons

	TCS1
	E-Commerce is useful because it allows me to easily do both price and product comparisons

	factor 3: Time and Cost Savings

	TCS2
	I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons

	TCS3
	I believe that online shopping will be useful to anyone who uses it since it saves time and money.

	TCS1
	E-Commerce is useful because it allows me to easily do both price and product comparisons

	Factor 4: Perceived Ease of Use

	PEOU2
	Shopping online is easy to use

	PEOU1
	Online sites are easily accessible to me

	Factor 5: Policy Initiatives

	PI2
	I believe that policy initiatives in Lesotho support E-Commerce infrastructure development (this may be a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce)

	PI1
	I believe that the government of Lesotho has adequately promoted E-Commerce (providing educational programs on E-Commerce usage and its benefits and ensuring that citizens have reliable postal addresses)



[bookmark: _Toc73642530]5.3.1 Dependability and Accessibility 
From the initially proposed factors that influence E-Commerce adoption, this construct has been derived from trust, security, infrastructure development, convenience and the economy. The respondents strongly disagreed that E-Commerce is easily accessible due to unavailability of infrastructure, means and affordability and strongly disagreed that they can depend or rely on E-Commerce because of security and trust concerns as well as the absence of infrastructure developments and associated costs. The evaluation is corroborated by the mean value of the construct in Table 22. 
[bookmark: _Toc73642398]Table 17: Dependability and Accessibility
	Factor 1: Dependability and Accessibility

	T2
	Trust in Vendors
	I believe that online vendors will promptly respond to my problems and queries
	.842

	T5
	Perceived Trust
	In my opinion, E-Commerce sites are trustworthy
	.835

	S1
	Perceived Safety
	E-Commerce platforms are secure enough to make me feel comfortable to access them
	.831

	S2
	Perceived Safety due to Legal Regulations
	I feel assured that legal and technological structures adequately protect me from any problems when using E-Commerce sites (debit and credit card information, return policies and wrong goods and services)
	.830

	T1
	Trust in Online Products
	My inability to see a product in its physical form does not affect my trust in the features of the product, as long as I can see it in a picture and it is thoroughly explained
	.778

	T3
	Knowledge of Trustworthy Sites
	I can easily identify trustworthy websites
	.773

	ID3
	knowledge to Surf the Web
	I believe that a majority of my family and friends can surf the internet, browse the website and access goods and services
	.750

	ID2
	Internet Coverage
	I believe that internet coverage is enough for me to use E-Commerce from any part of the country
	.715

	C2
	Online Shopping
	I prefer shopping online since I conveniently shop at any time and from anywhere
	.694

	ID1
	Availability of Infrastructure
	I believe that there is adequate technology infrastructure for me to shop online (internet connection and computers/ smartphones)
	.670

	E2
	Affordability
	I believe that I can afford the necessary infrastructure (e.g. smartphone or laptop and internet data charges) required to transact online
	.631



In Table 17, for Dependability and Accessibility; the research findings in Chapter 4 loaded eleven (11) variables under:
5.3.1.1 Trust (T2)
T2 had the highest loading factor of .842, and evaluated trust in vendors in conjunction with responding to their problems and queries as an attribute. The attribute constituted a mean value of 2.57. The respondents strongly disagreed that they trusted online vendors with regards to their problems and queries. Customer trust plays quite a significant role in online purchases, hence to positively increase trust; it is pertinent for online vendors to increase their integrity via adhering to promises, good quality online services, trading legal products and providing effective resolutions for customer queries and problems (Adiwijaya, 2015). Lack of trust is related to government regulations pertaining to issues of privacy and security, absence of E-Commerce laws, a weak legal framework protecting consumers online, purchases and anxiety (Renman & Alam, 2016). The subjects’ scepticism in trusting the e-tailers is probably exacerbated by a mere fact that there are no rules and regulations governing E-Commerce in the context of study and this reality is supported by PI2, where the respondents strongly disagreed that there is policy meant to regulate the industry in Lesotho.  
5.3.1.2 Trust (T5)
T5 had a loading factor of .835 and evaluated perceived trust with a mean of 2.67. Overall, the respondents strongly disagreed that E-Commerce sites are trustworthy. Findings of a study conducted in Pakistan, postulate that to enhance perceived trust in B2C transactions; online vendors ought to prioritize security and privacy of their customers in online transactions while navigation, graphical design and usability also need to be factored into the technical aspects of the site so as to improve trust (Mazhar, et al., 2012).
5.3.1.3 Trust (T1) 
T1 had a loading factor of .778 and evaluated inability to see products in their physical form and it had a mean value of 2.58. The respondents strongly disagreed that an inability to see the products in their physical form does not affect their trust in the features of a product as long as they can see it in a picture and it is thoroughly explained. In conventional transactions, when one walks out of a store; an item is in their hands, they can freely touch and see it – hence an increased level of uncertainty in the legitimacy of products and firms in online dealings (Niranjanamurthy, et al., 2013). Research has so far addressed compensatory measures for physical touch such as mental imagery, which does not adequately address a need for touch, however; a qualitative study which employed a focus group established that an introduction for a more appropriate and effective touch technology can have a far reaching effect in the sensory experience for consumers in e-tailing transactions (Kerrebroeck, et al., 2017).
5.3.1.4 Trust (T3)
T3 had a loading factor of .773 and evaluated knowledge of trustworthy websites with a mean of 2.48. The respondents strongly disagreed that they can easily identify trust worthy websites. Trust-worthiness is earmarked on the consumer’s judgements of the vendor (Salam, et al., 2005). Design quality, up-front disclosure, comprehensive and recent content are the four factors, which persist to influence feelings of trust-worthiness as proposed by Nielsen (1999) (Harley, 2016). It is concluded that to assure trust to those consumers who do not understand technical specifications of a trustworthy site, e-vendors can inculcate feelings of trust via a design quality, up-front disclosure,  comprehensive and fresh content as proposed by Nielsen 1999.
Looking at the loading factors of these attributes (T2, T5, T1, & T3), it is further concluded that trust in online vendors, perceived trust, inability to see products in their physical form and knowledge of trustworthy websites are significant factors when evaluating Dependability and Accessibility of E-Commerce sites; while they also serve as inhibiting factors for the same.  
5.3.1.5 Security (S1)
Security and privacy concerns discourage consumers to shop online (Nagra & Gopal, 2013). S1 had the highest loading factor of .831 and evaluated perceived safety as an attribute with a mean value of 2.58. The respondents strongly disagreed that E-Commerce sites are secure enough to make them feel comfortable to access them. In E-Commerce, security means protection of E-Commerce assets from unauthorised access, unauthorised changes and fraudulent activities. Authentication – to verify who you are; authorisation – which allows only a designated person to perform an activity; encryption – which ensures that no one spies on another in online transactions; auditing – which keeps a clear record of transactions as prove of purchases; integrity – which prevents unauthorised data alteration; nonrepudiation –  which is meant to prohibit another party from withdrawal after an agreement; and availability – which protects against data delays and removal are pertinent features to build a secure E-Commerce system (Niranjanamurthy, et al., 2013). Hence to guarantee safety in E-Commerce transactions amongst consumers in Lesotho, it is significant for online stores to accommodate E-Commerce security standards.
5.3.1.6 Security (S2)
S2 had a loading factor of .830 and evaluated perceived safety due to legal regulations as an attribute and had a mean value of 2.48. The respondents strongly disagreed that legal and technological structures adequately protect them from any problems in online transactions, particularly in terms of credit and debit card information, return policies and wrong goods and services. A study carried out in Ukraine, recommended that a legal framework geared towards consumer protection, privacy, cyber security, electronic payment problems, putting in place electronic signatures and resolving e-procurement problems are integral in gaining consumer confidence in the arm of law (Kwilinski, et al., 2019). Consequently, it can be deduced that to improve confidence in the subjects and consumers in Lesotho; there should be appropriate rules and regulations that protect consumers in e-shopping in the country.  
The respondents strongly disagreed with all the statements in line with the attributes of security (S1 & S2), which can only point out that they are inhibiting factors of E-Commerce adoption.  Looking at the loadings of these attributes, it can further be deduced that perceived safety and perceived safety due to legal regulations are significant factors when evaluating Dependability and Accessibility of E-Commerce technology.
5.3.1.7 Infrastructure Development (ID3)
ID3 had the highest loading factor of .750 and evaluated knowledge to surf the web as an attribute, with a mean value of 2.90. The respondents strongly disagreed that a majority of their family and friends can surf the internet, browse a website and access goods and services online. Knowledge of E-Commerce systems positively influences E-Commerce adoption (Looi, 2005), hence to encourage use of the technology; ease of use has to be incorporated into the infrastructural design of the E-Commerce system (Villa, et al., 2018). To encourage E-Commerce adoption, it is essential for the governments to intervene by designing appropriate E-Commerce promotion policies, ICT policies and E-Commerce legislation (Makame, et al., 2014). For these reasons, it is deduced that, to encourage E-Commerce adoption it is pertinent for the government to initiate activities that promote the technology while the vendors also incorporate ease of use into their online shopping systems.
5.3.1.8 Infrastructure Development (ID2)
ID2 had a loading factor of .715 and evaluated internet coverage with a mean of 2.69. The respondents strongly disagreed that the internet coverage is adequate enough to allow its usage from any part of the country. A report issued by the World Bank asserts that a digital divide in Africa indicates that 23% of the internet users are dominantly found in the urban areas as opposed to the 10% that is found the rural areas, therefore targeted public policies ought to be enacted so as to correct such inequalities (Wen & Guy, 2019). 
5.3.1.9 Infrastructure Development (ID1)  
ID1 had a loading factor of .670 and evaluated availability of infrastructure with a mean value of 3.16. The respondents agreed that there is adequate availability of infrastructure such as internet connection, smartphones and laptops. In comparison to their family and friends, the respondents agreed that they have at their disposal the infrastructure required to transact online. This was a relatively expected outcome since the study especially targeted the persons who own a smartphone, a laptop or a tablet and also have access to internet. Literature has established ICT such as mobile cellular telephone, mobile broadband, fixed broadband internet, fixed telephone lines and internet bandwidth as important factors that can enable E-Commerce adoption (Kang, et al., 2021). 
The respondents strongly disagreed with the statements aligned to ID3 and ID2 and a significant number agreed that there is adequate availability of infrastructure such as internet connection, and smartphones or laptops (ID1). It can be deduced that availability of infrastructure, internet knowledge and internet coverage are possible inhibiting factors. Critically looking at the loadings of these attributes, it can be concluded that internet knowledge, internet coverage and availability of infrastructure are significant attributes when evaluating Dependability and Accessibility of E-Commerce also.
5.3.1.10 Convenience (C2)
C1, C2 and C3 are the variables of Convenience that were employed throughout the study, meanwhile C2 is the only attribute of convenience that loaded for this factor. The loading factor for C2 was .694 and this attribute was meant to evaluate online shopping convenience. The respondents strongly agreed that that E-Commerce is convenient as it allows them to shop without being confined by time and space. Online vendors can achieve convenience via providing site visitors with rich information, enshrining simplicity of navigation, customisation of information, appealing aesthetics, time savings, self-service, shorter product search and a broad payment options (Farhang, et al., 2012). Therefore, looking at the mean value of this attribute (4.21) and its loading factor, two deductions can be reached. Firstly, online shopping is a significant factor when evaluating dependability and accessibility and secondly, it is an enabling factor of the technology.
5.3.1.11 Economy (E2) 
E1 and E2 are the variables of Economy that had been used in this investigation, however; E2 is similarly the only attribute for economy that loaded for this factor and it evaluated affordability. It had a loading factor of .631 with a mean value of 3.91. A significant number of Africa countries makes use of an intra-African traffic which flows via exorbitant intercontinental prices which ultimately cascade to the end user (UNCTAD, 2003), Nonetheless; out of 275 respondents, 133 strongly agreed that they can afford a smartphone or laptop and internet data charges. This is probably because the study in itself was inclined towards those individuals who are most likely to be the proponents of E-Commerce adoption. It can also be deduced that affordability is an enabling factor for E-commerce adoption, while affordability is also a significant factor when evaluating Dependability and Accessibility of E-Commerce.
Overall, when evaluating the construct Dependability and Accessibility; the following variables discussed above loaded as enablers:
C2, ID1 & E2
Meanwhile, the following variables loaded as inhibitors to the adoption:	
T2, T5, S1, S	2, T1, T3, ID3 & ID2	
All the variables above (both enabling and inhibiting) loaded for the same factor, however; inhibiting factors outweigh enabling factors, therefore it can be deduced that Dependability and Accessibility is an inhibiting factor in the case of Lesotho.
[bookmark: _Toc73642531]5.3.2 Attitude and Convenience 
This particular construct has been developed from Intention to Use, Attitude, Trust, Perceived Ease of Use, Economy, Convenience and Time and Cost Savings. The respondents strongly agreed that they intend to continue to use E-Commerce and that E-Commerce is useful since it allows both product and price comparisons, it is easy to use and that E-Commerce is good. Overall, it was deduced that the respondents had a very positive attitude towards the technology whilst it also offered them convenience.  A study carried out in India suggested that convenience intertwined with time savings serve as enablers of E-Commerce adoption (Nagra & Gopal, 2013). Technology acceptance is determined by the user’s attitude towards using it (Lou & Li, 2017). 
[bookmark: _Toc73642399]Table 18: Attitude and Convenience
	Factor 2: Attitude and Convenience

	I1
	Continuance of Use
	I intent to continue using E-Commerce websites to purchase goods and services online
	.850

	A1
	Recommendations 
	I strongly recommend others to use E-Commerce transactions
	.839

	I2
	Frequency of Use
	I believe that I will use E-Commerce websites frequently
	.817

	C3
	Use of Online Platforms
	I prefer to use online platforms rather than going into the shops when buying products and services
	.814

	T4
	Trust due to word of mouth
	I trust websites that have a record of positive evaluations from other customers
	.738

	C1
	Confinement 
	Generally, E-Commerce is a good option to use when you are confined by distance, time, costs and/or a lack of preferred goods and services
	.724

	PEOU3
	Time savings
	I believe that online shopping is easy to use since it is just a click away
	.547

	E1
	Absence of infrastructure 
	I believe that lack of computers, smartphones and affordable internet connection hinder a majority of my friends and family to transact online
	.535

	TCS2
	Travelling Costs
	I believe that E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons
	.498

	TCS1
	Price and Product Comparisons
	E-Commerce is useful because it allows me to easily do both price and product comparisons
	.566



Illustrated in Table 18 are the ten (10) variables that loaded together for this factor. 
5.3.2.1 Intention to Use (I1)
I1 had the highest loading factor of .850 and was meant to evaluate continuance of use as an attribute, the attribute also had a mean value of 4.15. The respondents strongly agreed that they intend to continue using E-Commerce. Trust, Perceived Ease of Use and Ease of Use all positively influence continuance of E-Commerce use (Basarir-Ozel & Mardikyan, 2017). Critically evaluating literature and the findings of the study, the respondents’ intention to continue the use of E-Commerce appears to be somewhat interesting since they strongly disagreed that they trust online transactions.
5.3.2.2 Intention to Use (I2)
I2 had a loading factor of .817 and was used to evaluate frequency of use as an attribute, it had a mean value of 4.05. The respondents strongly agreed that they will use E-Commerce websites frequently. An intention to frequently use E-Commerce sites is influenced by customer satisfaction, which in turn is influenced by excellence of usage, pleasure of usage and attractiveness of usage (Vasić, et al., 2019). 
It can be deduced that continuance of use and frequency of use are enabling factors of E-Commerce adoption, while they are also significant factors to evaluate Attitude and Convenience towards E-Commerce adoption looking at their factor loadings.
5.3.2.3 Attitude (A1) 
A1 had a loading factor of .839 and it was meant to evaluate recommendations as an attribute, it also had a mean score of 4.27 and the respondents strongly agreed that they will recommend for others to use E-Commerce. It can therefore be deduced that recommendations is an enabling factor of E-Commerce adoption, while it is also a significant factor for evaluating Attitude and Convenience of E-Commerce adoption. A study carried out at the University of Nebraska asserts that: family and friends have a significant influence on the consumption patterns of an individual and friends on social medium platforms typically influence peers via a content created on their walls (Johnson, 2012).
5.3.2.4 Trust (T4)
Customers’ reviews have become a chief cornerstone for E-Commerce platforms (Trenz & Berger, 2013). T4 had a loading factor of .738 and it was meant to evaluate trust due to word of mouth as an attribute, it had a mean of 4.02. The respondents strongly agreed that they trust websites that have a record of positive evaluations from other customers. It can be deduced that trust due to word of mouth is an enabling factor to E-Commerce adoption, while it is also a significant factor for evaluating Attitude and Convenience of E-Commerce adoption. Product reviews can make or break an e-vendor, a positive word of mouth can generate an influx of traffic to a website while an unfavourable comment can scare away a potential customer while it also tarnishes a brand image of a firm (Johnson, 2012), therefore this reinforces the research findings since the respondents strongly agreed that positive reviews strengthen their confidence in online dealings. 
5.3.2.5 Convenience (C3)
C3 had a loading factor of .814 and it was meant to evaluate use of online platforms as an attribute and it was characterised by a mean value of 3.81. The respondents strongly agreed that they preferred using online platforms rather than going into the conventional shops for shopping. A typical consumer today, prefers to take the shortest route from point A to B, hence the likely hood of adopting E-Commerce as it translates into saving them a trip to a store (Shawn, 2018), and the assertion substantiates the reason why the respondents prefer shopping online over brick and mortar. 
5.3.2.6 Convenience (C1)
C1 had a loading factor of .724 and it was evaluating confinement as an attribute and it had a mean score of 4.41. The respondents strongly agreed that E-commerce is a good option to use when they are confined by distance, time, costs and / or lack of preferred goods and services. It can be deduced that use of online platforms and confinement are enablers of E-Commerce adoption while they also served as significant factors for evaluating Attitude and Convenience. Search engines aggregate information on a broad spectrum of websites and their products offerings (Jovanovi´c, et al., 2020), this internet feature has a capacity to then shrink time, costs and widen product choices for online consumers.
5.3.2.7 Perceived Ease of Use (PEOU 3)
PEOU3 had a loading factor of .547 and it was meant to evaluate convenience as an attribute. The mean value of PEOU3 was 4.20 and the respondents strongly agreed that E-Commerce is easy to use since shopping is just a click away. Less complex information systems that users perceive as useful enhance an adoption rate of its usage (Lee, et al., 2000). Shopify, Wix Ecommerce and Ecwid exemplify E-Commerce systems that are easy to use (BluePrint, 2021). There seems to be a link between the research findings and the literature. The respondents strongly agreed that E-Commerce systems are easy to use owing to the fact that they are accessible over ICT. It can be deduced that convenience is an enabler of E-Commerce adoption, while it also serves a significant factor for evaluating Attitude and Convenience of E-Commerce adoption.
5.3.2.8 Economy (E1)
E1 had a loading factor of .535 and it was used to evaluate absence of infrastructure as an attribute. E1 comprised of a mean 4.02 and the respondents strongly agreed that a lack of computers, smartphones and affordable internet connection hinder a majority of their friends and family to transact online. Digital technologies enable consumers to access products and services across geographic territories and absence of infrastructure pertinent for E-Commerce transactions is a primary inhibitor to its adoption (Akelloh, et al., 2017 ). For this reason, literature corroborates the research findings considering that the respondents strongly agreed that lack of ICT inhibits their friends and family from consuming E-Commerce products and services. It is deduced that absence of infrastructure is an inhibitor of E-Commerce adoption and it is also a significant factor for evaluating Attitude and Convenience of E-Commerce adoption.
5.3.2.9 Time and Cost Savings (TCS2)
TCS2 had a loading factor of .498 and it was used to evaluate travelling costs as an attribute. TCS2 constituted a mean score of 4.55 and the respondents strongly agreed that E-Commerce saves them time and money since there is no need to travel to a physical store for buying and price comparisons. A study conducted in Malaysia postulates that, the main advantages of E-Commerce adoption include improved customer service, decreased travelling costs and cycle times (Alam, et al., 2005). The Malaysian research reinforces the results of the study also, insofar as the respondents strongly agreed that the technology saves them both time and money since they do not have to be physically present in store. 
5.3.2.10 Time and Cost Savings (TCS1)
Disruptive technologies such as internet, smartphones, tablets and Apps have presented to the consumer a profusion of digital catalogues which in turn serve as game changers for both price and product comparisons (Passyn, et al., 2013), this assertion supports the outcome of the study. TCS1 comprised a loading factor of .566 and it was used to evaluate price and product comparisons. The mean value of TCS1 was 4.44 and the respondents strongly agreed that E-Commerce is useful because it allows them to do both price and product comparisons. It can be deduced that time and cost savings and price and product comparisons are enabling factors of E-Commerce adoption and they are also significant factors for evaluating Attitude and Convenience of E-Commerce adoption. 
In conclusion, critically evaluating Attitude and Convenience as a factor; the following attributes loaded together as enablers to E-Commerce adoption:
· I1, I2, C3, C1, T4, PEOU3, TCS1 & TCS2
E1 loaded together with the above variables, though it is an exception since it served as an inhibitor to the adoption of E-Commerce. However, since the eight variables that loaded alongside E1 out number it; it can then be deduced that in Lesotho, Attitude and Convenience is an enabling factor of E-Commerce adoption.
[bookmark: _Toc73642532]5.3.3 Time and Cost Savings 
Looking at Table 18, the factor has been derived from three (3) variables from Time and Cost Savings. This was an originally proposed factor extracted from the literature review, this construct remained persistent and unchanged even after the study had been carried out – most probably because it is a significant factor in the influence of E-Commerce adoption in the Kingdom of Lesotho also. Overall, the respondents strongly agreed that E-Commerce saves them costs associated with time and money. Hence, time and cost savings are compelling factors to E-Commerce adoption due to the technology‘s rapid search process and transactions (Agwu & Murray, 2014).
[bookmark: _Toc73642400]Table 19: Time and Cost Savings
	Factor 3: Time and Cost Savings

	TCS2
	Travelling Costs
	I believe E-Commerce saves me time and money, since there is no need to travel to a physical store for buying and price comparisons
	.683

	TCS3
	Usefulness
	I believe that online shopping will be useful to anyone who uses it
	.672

	TCS1
	Price and Product Comparisons
	E-Commerce is useful because it allows me to easily do both price and product comparisons
	.567



5.3.3.1 Time and Cost Savings (TCS2)
Conducting business online has significantly revolutionised the users’ busy lives – they particularly appreciate its ability to save their invaluable time which they otherwise are unwilling to waste over shopping (Rahman, et al., 2018). Therefore this sheds light pertaining to why the respondents strongly agreed that E-Commerce saves them time and money, since there is no need to travel to a physical store for buying and price comparisons (TCS2). TCS2 had the highest loading of .683 and it was evaluating travelling costs as an attribute. The mean score of the factor was .455. It can be deduced that travelling costs is an enabler of E-Commerce adoption, while it is also a significant factor for evaluating Time and Cost Savings of E-Commerce adoption.
5.3.3.2 Time and Cost Savings (TCS3)
The traditional retailer typically owns a storefront, whereby a consumer can stop by to test and view items on a display and possibly buy, hence this implies that customers incur relatively significant costs related to both time and transportation (Chun & Kim, 2005). TCS3 had a loading factor of .672 and it was meant to evaluate usefulness as an attribute. It had a mean value of 4.56 and the respondents strongly agreed that online shopping will be useful to anyone who uses it since it saves time and money. It can be deduced that usefulness is an enabler of E-Commerce adoption and it is also a significant factor for evaluating Time and Cost Savings of E-Commerce adoption. To embed the usefulness of E-Commerce transactions and inculcate convenience, e-vendors ought to expedite delivery and improve speed (Azola, 2007); thus rendering the industry useful to the users. 
5.3.3.3 Time and Cost Savings (TCS1)
The emergence of the internet offers consumers a very convenient style to improve their reach beyond geographical landscapes, hence an improvement on product and price comparisons which is facilitated by informdiaries (Pathak, 2012). TCS1 had a loading of .567 and it was used to evaluate price and product comparisons. It also comprised of 4.44 as a mean value. The respondents strongly agreed that E-Commerce is useful because it allows price and product comparisons. Therefore, it can be deduced that price and product comparisons is an enabler of E-Commerce adoption while it is also a significant factor for evaluating Time and Cost Savings of E-Commerce adoption.
Below are the variables that loaded together as enablers of E-Commerce adoption to Time and Cost Savings:
· TCS2, TCS3 & TCS1
Hence, in the case of Lesotho; it can be deduced that Time and Cost Savings is an enabling factor to E-Commerce adoption. 
[bookmark: _Toc73642533]5.3.4. Perceived Ease of Use

This is yet another factor that had been previously proposed after reviewing literature and it also remained unchanged after the investigation was carried out, most likely because it is an important factor influencing E-Commerce adoption in the country of study. The respondents agreed that it is easy to use E-Commerce technology, thus the mean value of the construct also. Perceived Ease of Use is an individual‘s perception that employing a particular system will be free from substantial effort (Fayada & Paper, 2015).
[bookmark: _Toc73642401]Table 20: Perceived Ease of Use
	Factor 4: Perceived Ease of Use

	PEOU2
	Ease of use
	Shopping online is easy to use
	.744

	PEOU1
	accessibility
	Online sites are easily accessible to me
	.545



This factor has remained dominant before and after the research was carried out since it continued to load as Perceived Ease of Use still. The variables that make up this construct were coded as:
5.3.4.1 Perceived Ease of Use (PEOU 2)
This variable had the highest loading factor of .744 for this construct, it was meant to evaluate ease of use as an attribute. It had a mean score of 3.70. A significant number of respondents strongly agreed that shopping online is easy. Data collected in a simulation experiment from 217 respondents reinforces that PEOU has a direct implication on the adoption of IT (David & Straub, 2000), which in turn supports the findings of the subjects in Lesotho. However, it is paramount to recall that the outcome of the study is possibly biased; since the research in itself targeted the subjects who may potentially be the proponents of the technology. Meanwhile, it can be deduced that ease of use is an enabling factor of E-Commerce adoption while it also serves as a significant factor for evaluating Perceived Ease of Use for E-Commerce adoption in the case of Lesotho.
5.3.4.1 Perceived Ease of Use (PEOU 1)
Access to computer equipment, gateway to internet, telecommunications, power supply and broadband are very pertinent for accessing E-Commerce sites (Japhet & Usman, 2010). In light of these information, the factor loaded at .545 and it was meant to evaluate accessibility as an attribute. It had a mean value of 4.09. The respondents strongly agreed that online sites are easily accessible to them. This outcome of the study makes sense, considering that the respondents strongly agreed that they can afford the infrastructure that is required to access E-Commerce sites. However, it is noteworthy to once again emphasise that the conclusion is potentially biased given the caliber of the target population. It can therefore be deduced that accessibility is an enabling factor for E-Commerce adoption, while it is also a significant factor for evaluating Perceived Ease of Use for E-Commerce adoption. 
In the case of Lesotho, it can be deduced that all the attributes of Perceived Ease of Use, are enabling factors of E-Commerce adoption. The same attributes are significant factors for evaluating the Perceived Ease of Use of E-Commerce adoption. Overall, it can further be deduced that Perceived Ease of Use is an enabling factor to E-Commerce adoption in Lesotho
[bookmark: _Toc73642534]5.3.5 Policy Initiatives
This factor also loaded as it is, it was an originally proposed construct before the study was carried out. The respondents strongly disagreed that policy initiatives tailor-made to complement E-Commerce in Lesotho exist, hence the mean value of the construct is also low. A study conducted in Tanzania indicates that absence of policy initiatives, technology infrastructure and trust serve as inhibiting factors to the adoption of the technology (Makame, et al., 2014).
[bookmark: _Toc73642402]Table 21: Policy Initiatives
	Factor 5: Policy Initiatives

	PI2
	E-Commerce promotion
	I believe that policy initiatives in Lesotho support E-Commerce infrastructure development (This may be a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce)
	.738

	PI1
	Infrastructure development
	I believe that the government of Lesotho has adequately promoted E-Commerce (providing educational programs on E-Commerce usage and its benefits and ensuring that citizens have reliable postal addresses)
	.680



Table 21 presents the last factor that was identified in the research findings revealed in Chapter 4. This Factor was originally proposed as it is and remained constant in the case of Lesotho. The factor loadings of this construct constitute:
5.3.5.1 Policy Initiatives (PI2)
The factor loading of this variable was .738 and it was meant to evaluate infrastructure development as an attribute. The mean value of the attribute was 2.08. The respondents strongly disagreed that policy initiatives in Lesotho support E-Commerce infrastructure development (policy geared towards ensuring affordable and stable internet connection, secure online payment options and educational programs on E-Commerce adoption). To avoid a digital divide, it is imperative that governments take on the initiative to intervene so as to encourage internet adoption (Scupola, 2003), hence to encourage an adoption of E-Commerce in Lesotho; the importance of legislature tied to the technology cannot be overemphasised. Informed by the outlined facts, it can be deducted that infrastructure development is an inhibiting factor for E-Commerce adoption while it also is a significant factor for evaluating Policy Initiatives for E-Commerce adoption.
5.3.5.2 Policy Initiatives (PI1)
The factor loading for this variable is .680 and it was meant to evaluate E-Commerce promotion as an attribute. The mean score of the attribute was 1.85 and the respondents strongly disagreed that the government of Lesotho has adequately promoted E-Commerce through educational programs, E-Commerce usage and its benefits as well as ensuring that citizens have reliable postal addresses. Promotion of E-Commerce can also be in a form of funding for research projects, provision of education and establishment of E-Commerce standards (Scupola, 2003). Therefore, critically evaluating the outcome of the study; this further points out that, the country is required to urgently raise awareness with regards to E-Commerce adoption. It can be deduced that lack of E-Commerce promotion is an inhibiting factor while it is also a significant factor for evaluating Policy Initiatives for E-Commerce adoption.
Overall, it can be deduced that in the case of Lesotho, all the attributes of Policy Initiatives are inhibiting factors of E-Commerce adoption, while they are also significant factors for evaluating Policy Initiatives for E-Commerce adoption. Ultimately, it can be deduced that Policy Initiatives is an inhibiting factor of E-Commerce adoption in Lesotho.
[bookmark: _Toc73642403]Table 22: Descriptive for Individual Variables
	Descriptive For variables
	Mean 
	Standard Deviation

	1. Dependability and Accessibility
	2.93
	1.354

	1. Attitude and Convenience
	4.21
	.971

	1. Time and Cost Savings
	4.52
	.785

	1. Perceived Ease of Use
	3.91
	1.125

	1. Policy Initiatives
	2.1
	1.013



[bookmark: _Toc73642535]5.4 Factors that Influence E-Commerce Adoption
Via factor analysis, five (5) factors were identified to influence E-Commerce adoption in Lesotho from the consumers’ perspective. All these factors constitute the key attributes that were employed in the questionnaire.  Each one of these attributes was assigned its unique loading value according to its significance. The factors were then assigned different names and then designed into a conceptual framework that has been coined “Mokhoro” (Figure 21). The name was inspired by the flow of the framework which resembles a Basotho hut/ rondavel “Mokhoro”. The design of the framework has been derived from the attributes that make up the model (see Table 14)
[image: ]
[bookmark: _Toc73642345]Figure 21: Mokhoro
Source: (a model derived from the study)
Below is an explanation of how the model was designed: 
Dependability and Accessibility: this refers to the extent at which consumers can rely on and reach E-Commerce systems (author). The factor negatively influences E-Commerce adoption; hence it is an inhibitor to the technology. The respondents strongly disagreed with all the statements and the attributes that make up Dependability and Accessibility except for E2 and C2. Since the factor loadings of a majority of inhibiting attributes outweigh the two enabling attributes, it can be deduced that Dependability and Accessibility is an inhibiting factor of E-Commerce adoption in Lesotho. Meanwhile, C2 is variable of convenience that loaded together with the rest of the variables that formed the construct hence the flow of the model. Attitude and Convenience is said to influence Dependability and Accessibility. This could mean that users associate Dependability and Accessibility of E-Commerce systems with convenience.
Attitude and Convenience: attitude is the extent to which consumers have positive or negative feelings towards E-Commerce, whereas convenience is the suitability or appropriateness of E-Commerce systems in complementing consumers’ lives (author). This factor was identified to influence Dependability and Accessibility and E-Commerce adoption positively (enabler). The respondents strongly agreed with the statements that form Attitude and Convenience thereby making the construct an enabler of E-Commerce. TCS2 and TCS1 are the variables of Time and Cost Savings that influence Attitude and Convenience. Attitude and Convenience is also positively influenced by Perceived Ease of Use (PEOU3).
Time and Cost Savings: the extent at which an individual believes that using E-Commerce systems result in time and cost savings (author). This factor was identified to positively influence Attitude and Convenience and E-Commerce adoption ultimately. The respondents strongly agreed with the statements that loaded together for Time and Cost Savings, hence it can be deduced that the construct is an enabler for E-Commerce adoption.
Perceived Ease of Use: The extent to which an individual believes that using a certain system will not be complicated (Davis, 1989). From Table 14, it can also be established that the construct influences Attitude and Convenience as well as E-Commerce adoption positively. The respondents strongly agreed with the statements that loaded for Perceived Ease of Use, therefore making the construct yet another enabler of E-Commerce adoption. 
Policy Initiatives: E-Commerce rules and regulations (taxes and tariffs) as well as protection of intellectual property (Kurnia, 2007). National policies that promote E-Commerce includes telecommunications liberalisation, ICT policies, general E-Commerce policies and legislation (Makame, et al., 2014). The factor was also found to influence E-Commerce adoption negatively in the case of Lesotho. The respondents strongly disagreed with the statements that established this factor, hence making the factor an inhibitor to E-Commerce adoption.
[bookmark: _Toc43538767][bookmark: _Toc73642536]5.5 Conclusion
Dependability and Accessibility, Attitude and Convenience, Time and Cost Savings, Perceived Ease of Use and Policy Initiatives are the five factors that have been discovered to influence E-Commerce adoption from a Lesotho consumers’ perspective. These factors gave birth to a model – “Mokhoro” (see Figure 21).
The possible bias of the study emanates from the very nature of the research, since it was designed to intentionally target those individuals who are familiar with internet hence high chances of their know-how with E-Commerce. This bias is further concretized and corroborated via E2 whereby the respondents strongly agreed that they can afford infrastructure to transact online; and ID1 whereby the respondents, in the similar manner strongly agreed that there is adequate technology infrastructure for them to shop online. On the other hand, the respondents strongly agreed that lack of computers and affordable internet connection hinder a majority of their friends and family to transact online. Therefore, these conflicting views pertaining to the respondents and their friends and families further solidifies a potential bias established by the research design. 
[bookmark: _Toc43538768]PI2 was an attribute meant to evaluate the extent to which the government of Lesotho had promoted E-Commerce in the country. The respondents strongly disagreed that there are policy initiatives in Lesotho that support E-Commerce infrastructure development in the form of a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce. PI1 was yet another attribute that was meant to evaluate the level at which the government of Lesotho has established infrastructural development that supports E-Commerce. The respondents also strongly disagreed that the government of Lesotho had adequately promoted E-Commerce via provision of educational programs on E-Commerce usage and ensuring that the citizens have reliable postal addresses. Therefore, it can be deduced that the government of Lesotho has remained in the state of inertia when it comes to legislature and issues pertaining to E-Commerce adoption.





















[bookmark: _Toc73642537]CHAPTER 6. CONCLUSIONS & RECOMMENDATIONS

[bookmark: _Toc43538769][bookmark: _Toc73642538]6.1 Introduction
This chapter summarises the findings of the study and further draws a conclusion pertaining to the factors that influence E-Commerce adoption from a Lesotho consumers’ perspective. The propositions that were arrived at in Chapter 2 are now assessed in conjunction with the findings of the investigation. The chapter will further conclude with a discussion on recommendations and possible future research areas. 
[bookmark: _Toc43538770][bookmark: _Toc73642539]6.2 Conclusions of the Study
The objective of this research was to establish the key factors that influence E-Commerce adoption from the consumers’ purview in the Kingdom of Lesotho. Two research propositions that served as a cornerstone for the study were benchmarked against the Literature Review. The propositions contained factors that enabled and inhibited E-Commerce adoption amongst consumers. The research method followed by the study was quantitative and the questionnaire was distributed online to the targeted respondents. The collected data was analysed using the software programme IBM SPSS, utilising Confirmatory Factor Analysis. This method of analysis was employed to test and confirm whether the deductions that were derived from the Literature Review were consistent with the research findings. The research propositions were drawn in the form of enablers and inhibitors to E-Commerce adoption as illustrated in Table 23:
[bookmark: _Toc73642404]Table 23: Research Propositions
	Proposition 1: Enablers 
	Proposition 2: Inhibitors 

	Convenience
	Economic Conditions

	Time and Cost Savings
	Infrastructure Development

	Perceived Ease of Use
	Trust

	Attitude Towards Use
	Policy Initiatives

	Intention to Use
	Security



Some of the factors that had been proposed to be tested remained true even after the study had been conducted. Looking at Table 13 (factor loadings), the constructs still hold true although consolidated into five (5) constructs including Dependability and Accessibility, Attitude and Convenience, Time and Cost Savings, Perceived Ease of Use and Policy Initiatives. Three of the originally proposed factors (Time and Cost Savings, Perceived Ease of Use and Policy Initiatives) remained constant even after the study had been carried out in the case of Lesotho, hence the names of the constructs were retained. 
There following Research questions drove the whole investigation: 
5. What are the key factors enabling E-Commerce adoption amongst consumers in Lesotho? 
Presented in Table 24 are the research findings to Proposition 1. 
[bookmark: _Toc73642405]Table 24: Proposition 1 Research Findings
	Proposition 1: Enablers
	Findings
	Conclusion

	Enablers to E-Commerce adoption are: 
	The following factors were found during the study:
	The following conclusions were drawn:

	Convenience
	Factor 2: Attitude and Convenience
	Effectively Found

	Time and Cost Savings
	Factor 3: Time and Cost Savings
	Effectively Found

	Perceived Ease of Use
	Factor 4: Perceived Ease of Use
	Effectively Found

	Attitude Towards Use
	Factor 2: Attitude and Convenience
	Effectively Found

	Intention to Use
	        
	Not Found

	Result: The proposition is PARTIALLY ACCEPTED



Table 24 indicates that four of the originally proposed enabling factors for Proposition 1 were effectively found. The factors that have been effectively found are Convenience, Time and Cost Savings, Perceived Ease of Use and Attitude towards Use. Meanwhile; one factor was not found. Intention to Use is the factor that was not found. The results of the research findings confirmed that Proposition 1 is PARTIALLY ACCEPTED.




5. What are the barriers towards E-Commerce adoption among consumers in Lesotho? 
Table 25 presents the research findings of Proposition 2: 
[bookmark: _Toc73642406]Table 25: Proposition 2 Research Findings
	Proposition 2: Inhibitors
	Findings
	Conclusion

	Economic Conditions
	
	Not Found

	Infrastructure Development
	
	Not Found

	Trust
	Factor 1: Dependability and Accessibility
	New Factor

	Policy Initiatives
	Factor 5: Policy Initiatives 
	Effectively Found

	Security
	
	Not found

	Result: The proposition is INCONCLUSIVE



Table 25 illustrates one of the originally proposed factors that inhibit E-Commerce adoption that was effectively found in Proposition 2. Policy Initiatives is the factor that was Effectively Found. Economic Conditions, Infrastructure Development, Trust and Security were not found; rather a new factor Dependability and Accessibility was discovered.  The results of the research findings confirmed that Proposition 2 is INCONCLUSIVE.
The following are the five factors that were identified to influence E-Commerce adoption from a Lesotho consumers’ perspective:
· Dependability and Accessibility
· Attitude and Convenience
· Time and Cost Savings
· Perceived Ease of Use
· Policy Initiatives
These factors were further used to develop a conceptual framework (Mokhoro) from the perspective of consumers in Lesotho (see Figure 21).  
[bookmark: _Toc73642540]6.3 Research Contributions
The end in mind for any kind of research is to inform decision making, inform and ignite some kind of action and ultimately contribute to the body of knowledge. Below is an outline of how this research has contributed to the body of knowledge:
[bookmark: _Toc73642541]6.3.1 Empirical Evidence
This investigation contributes to the body of knowledge through an empirical evidence and a unique explanation pertaining to the factors that influence E-Commerce adoption from a Lesotho consumers’ perspective. The study has empirically established that the factors that encourage E-Commerce adoption in Lesotho are Attitude and Convenience, Time and Cost Savings and Perceived Ease of Use. Meanwhile, it was also discovered that the factors that inhibit the technology are Dependability and Accessibility and Policy Initiatives.
[bookmark: _Toc73642542]6.3.2 Theoretical Contributions
Evidence of a theoretical contribution can be seen in the initial stages of the research whereby a conceptual framework to be tested in Lesotho was designed and in the latter phases of the study through which the research findings manifested into a new conceptual framework unique to the country of investigation. The model, which the inquiry proposed to test, had been derived and integrated from the themes that arose from the Literature Review and TAM (see Figure 5, Chapter 2). These theory was further blendend with those factors that were discovered to influence E-Commerce adoption in the Literature Review to develop a conceptual framework which drove the entire project. 
[bookmark: _Toc73642543]6.3.3 Contribution to the National Discourse
The study establishes a springboard for a national discourse on the factors that influence E-Commerce adoption from the consumers’ side across the nation. It was mentioned in Chapter 1 that the country has been contemplating introducing the cyber security bill, therefore this research can provide policy-makers, consumers and entrepreneurs a conducive platform for a dialogue on perhaps enhancing enablers and minimising barriers to E-Commerce adoption. This is especially pertinent when closely looking at all the individual, national and business benefits intertwined with E-Commerce adoption.
[bookmark: _Toc43538771][bookmark: _Toc73642544]6.4 Recommendations
The research project has discovered the key factors that serve as barriers and enablers of E-Commerce adoption from a Lesotho consumers’ perspective. This section of the report is designed to make recommendations that will enable E-commerce adoption via a further enhancement to the enablers while also making recommendations on the improvements of the barriers or inhibitors to the technology.
[bookmark: _Toc73642545]6.4.1 Recommendations on Enabling Factors
The research findings discovered Attitude and Convenience, Time and Cost Savings and Perceived Ease of Use as the factors that enable E-Commerce adoption from a Lesotho consumers’ perspective. Figure 22 constitutes a high level overview for further enhancing the enablers to E-Commerce adoption.
[image: ]
[bookmark: _Toc73642346]Figure 22: Enhancing the Enablers
Source: Author
Below is an articulation of how these factors can be promoted to encourage E-Commerce adoption:
6.4.1.1 Attitude and Convenience   
Convenience and Intention to Use are the two most dominant factors that established Attitude and Convenience (see Table 13 depicting factor loadings). It only makes logical sense to first enhance Convenience and Intention to Use so as to improve Attitude and Convenience and eventually E-Commerce adoption.  
Intention to Use
Intention to Use predicts the likelihood for readiness to adopt a particular behaviour and it also reflects awareness, benefits and ease of use for adopting a technology (Kosasi, et al., 2019). To improve Intention to Use and ultimately encourage E-Commerce, it is important that online vendors raise awareness to consumers by emphasising the benefits of adopting E-Commerce such as time and money savings as well as enhanced reach or availability of a variety of products and services offered by E-Commerce (Basarir-Ozel & Mardikyan, 2017).
Convenience
Convenience is the key driver of E-Commerce adoption, purchasing when and where it suits the consumer, with a plethora of payment alternatives and with different delivery choices are the properties of convenience that encourage the adoption of this technology (Expert, 2020). Facilities such as a shorter product search and a broad payment selection can translate into convenience and fundamentally encourage E-Commerce adoption. To improve on convenience, online vendors are urged to incorporate decision convenience, availability convenience, transaction convenience, benefit convenience and after sales convenience into the E-Commerce site (Farhang, et al., 2012). 
6.4.1.2 Time and Cost Savings 
To lower the costs associated with E-Commerce adoption and finally stimulate E-Commerce activity, governments are advised to assist in lowering the cost of using internet and the associated infrastructure (Garg & Choeu, 2015). Online vendors can further encourage E-Commerce adoption by ensuring the convenience of time and cost savings by proving sufficient information on the website, a user friendly search facility and customising information through monitoring the consumer’s buying habits (Farhang, et al., 2012).
6.4.1.3 Perceived Ease of Use
Perceived Ease of Use substantially impacts E-Commerce adoption, the more an E-Commerce system is easier to use, it is the more it compels users to significantly adopt the technology; Perceived Ease of Use is strong enough to shape the direction of E-Commerce adoption (Budyastuti & Iskandar, 2018). To enhance Perceived Ease of Use and E-Commerce adoption in the end, the following are the properties that can be embedded in an E-Commerce site (Gary, 2019):
· User-friendliness
· Mobile- friendliness
· High resolution pictures and videos
· User-generated reviews
· Wish lists
· Related items
· Frequently Asked Questions (FAQs)
· Payment options
· Detailed shipping information
· Contact-us facility
· Return policy
[bookmark: _Toc73642546]6.4.2 Recommendations on Inhibiting Factors
Dependability and Accessibility and Policy Initiatives are the two factors that the research findings had circled out as inhibiting factors to E-Commerce adoption in Lesotho. Figure 23 is a graphical representation with recommendations of how to improve on the inhibiting factors of E-Commerce adoption.
[image: ]
[bookmark: _Toc73642347]Figure 23: Enhancing the Inhibitors
Source: Author
Below are recommendations of how each of the enablers can be tackled in an attempt to encourage E-Commerce adoption:
6.4.2.1 Dependability and Accessibility
This construct has been predominantly established from the attributes of Trust, Security and Infrastructure Development. Hence, it is significant to heighten Dependability and Accessibility via improving the same. The recommendations on enhancing these attributes so as to encourage E-Commerce adoption via Dependability and Accessibility are listed hereunder:  
Trust
Vendors can leverage on displaying trust badges and security seals on their websites since they serve as mechanisms that emphasise the extend at which a website is trustworthy (Winchester, 2019). Figure 24 is a graphical representation of different trust marks.

[image: website trust symbols]
[bookmark: _Toc73642348]Figure 24: Trust Marks
Source: (Leibowitz, 2020)
Beneath are the types of trust marks that enhance trust with the site visitors (Hochmuth, 2009):
[bookmark: _Toc73642407]Table 26: Types of Trust Marks 
	Reputation
	This mark indicates that a vendor adheres to standard practices by proof of incorporation, disclosure of the vendor’s physical address, true advertising and offers recourse for consumer grievances. Overall, it enhances reputation of the website.

	Privacy
	This sign assures the user privacy pertaining to personal data. This may be shown through disclosing on the site that the vendor does not share customer data with any third parties.

	Secure Socket Layers (SSL)
	This is a universal standard for encrypting online transactions. It claims that end-user’s traffic is secured, therefore credit card information cannot be stolen. 

	Security/Vulnerability Scanning
	The mark promises that the site regularly performs audit and vulnerability checks for malware, viruses and spyware.



Additionally, trust can be improved through use of a reputable gateway (payment methods), to further put consumers at ease with credit card information; it is imperative that vendors incorporate well known and trustworthy systems such as PayPal (Leibowitz, 2020)
Security
To address issues of security and ultimately encourage E-Commerce adoption, firstly; online vendors can use Encryption - which is a tool responsible for encrypting the sender’s data using a code, which can only be decrypted using the same key or a different key yet compatible with the sender’s key. Secondly, Digital Signatures can also enhance security by using an electronic signature which is verified via encryption and password. Lastly, online vendors can put in place a Security Certificate - which functions as a unique digital identity used to authenticate the identity of a website or a user (Varghese, 2020). 
Infrastructure Development
Infrastructure development that embeds security properties is imperative to encourage E-Commerce adoption (Alsmadi & Alhami, 2009). Secure and certified website infrastructure is denoted by the letter “s” after http - which means that the website is secured by SSL and the certificate header on the far left of the address bar (Alsmadi & Alhami, 2009). Google marks uncertified and unsecure websites with a red triangle to highlight that they are unsecure and this further discourages an adoption of E-Commerce (Vaughan-Nichols, 2018), therefore it is essential that an online vendor accommodates security measures to the overall infrastructure development. Figure 26 is an illustration of Certified and Secure websites
[image: ]
[bookmark: _Toc73642349]Figure 25: Certified and Secure websites
Source: (Watanabe, 2017)
Other important components of infrastructure development that a vendor can tap into to enhance E-Commerce adoption, include hardware infrastructure such as routers, fiber optics and firewalls and a good network and internet infrastructure and all security approaches as well as all the recommended measures in security and trust (Alsmadi & Alhami, 2009) .
6.4.2.2 Policy Initiatives 
According to the Global Governance of Online Customer Protection and E-Commerce, creation of relevant online consumer protection rules; focusing on personal data protection; ensuring that consumer protection rules holistically cover all areas of a B2C transaction; increasing international cooperation on E-Commerce and Engaging in international E-Commerce talks are the five approaches that policymakers can leverage on to enable E-Commerce adoption (Lianos, 2019).
[bookmark: _Toc43538773][bookmark: _Toc73642547]6.5 Suggestions for Further Research
The results of this study have a direct bearing effect on the researchers, the research conceptualised “Mokhoro” as a framework that generally explains the factors that influence E-Commerce adoption from a Lesotho consumer’ perspective, therefore this has opened up a whole new opportunity for scholars to test both the validity and the reliability of the model. Moreover, researchers in other developing countries can mirror or replicate this study and identify deviations and similarities to those factors that have been established to influence E-Commerce adoption in the case of Lesotho. The study predominantly investigated those factors that influence E-Commerce adoption from the consumers’ perspective while neglecting the businessman, therefore this calls for a need for a further investigation for researchers to understand the key factors that influence E-Commerce adoption from a business vantage point in Lesotho. 
It is equally significant for the researchers to thoroughly investigate the benefits associated with E-Commerce adoption in Lesotho for the key beneficiaries of these research (consumers, businesses and the government).
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Dear Participant
I am Molelekeng Jeanett Kobane, a graduate student at IMM Graduate School of Marketing. I am pursuing a Master of Philosophy in Marketing Management (purely research-based degree). In fulfilment of the program, I am investigating factors that influence E-Commerce Adoption from the consumer’s perspective in Lesotho. Therefore, I cordially invite you to partake in this study. 
This study has been approved by the Ethics Clearance Board of IMM Graduate School of Marketing.
For the purpose of this research, E-Commerce is defined as a process through which organisations and individuals conclude transactions such as buying, selling, transfer and exchange of products, services and information via electronic networks.
· The survey should take approximately 10 minutes.
· All data collected is completely kept anonymous.
To ensure anonymity of the responses, the inquiry does not require you to give any identifiable information. Moreover, participation in this inquiry is completely voluntary and you may withdraw at any time. 
Kindly share the link to this survey to anyone who resides in Lesotho and you also deem appropriate to the study. This could be anyone who owns a smartphone and has access to internet.
Your participation is appreciated.


[bookmark: _Toc73642551]APPENDIX B: QUESTIONNAIRE 
This section of the survey is meant to collect demographic information and also serve as an introductory platform.
1. Age group?
O 19-25
O 26-35
O 36-45
O 46-55
O Over 55

1. Household income per month?
O Less than R 5,000.00
O R 8,000.00 – R 12,000.00
O R 13,000.00 – R 16,000.00
O R 17,000.00 – R 20,000.00
O R 21,000.00 – R 30,000.00
O Over R 30,000.00

1. Gender?
O Female
O Male

1. Highest level of education?
O Form 5
O Diploma
O Bachelors’
O Masters’
O Other: ____________________

1. Which part of the country do you reside?
O Maseru
O Mafeteng
O Mohale’s Hoek
O Quthing
O Qacha’s Nek
O Other_____________________

1. What is your occupation?
O Teacher
O Nurse
O Student
O Accountant
O Self employed
O Other: ______________________

1. What is your computer literacy level?
O Advanced user
O Intermediate User
O Basic User
O beginner
O Other: __________________________

1. Do you use E-Commerce sites/buy online?
O Yes
O No
Level of E-Commerce adoption
Please check/tick ALL the relevant options to you (you may check one, several or all boxes applicable to you)
1. Which E-Commerce products and services have you consumed?
☐ Internet banking
☐ Online shopping (clothes, buying and booking cars, hotel bookings, flight bookings etc.)
☐ Online savings or investments such as Bitcoins, other cryptocurrencies and Forex trading
☐ Online studies (online application, online registration, using e-learn system, using blackboard etc.)
☐ Other: _____________________

1. Which device do you use for internet surfing?
☐ Laptop
☐ Tablet/ I-Pad
☐ Smartphone
☐ Other: ____________________

1. How do you access these E-Commerce sites?
☐ Website
☐ Search Engine
☐ Links and adverts shared on social media (Whatsapp, Facebook etc.)
☐ Applications
☐ Other: ____________________

1. How often do you use these E-Commerce sites?
O Daily
O Weekly
O Bi-Weekly
O Monthly
O Annually
O Other: _____________________

1. Which payment methods do you use in E-Commerce transactions?
☐ Online debit Credit and Debit Card payment
☐ Bitcoin payment
☐ M-Pesa
☐ Eco-Cash Payment
☐ Electronic Funds Transfer (EFT)

1. To what extent do you agree or disagree with the following statements?

	Statement
	Strongly agree
	Agree 
	Neutral
	Disagree
	Strongly disagree

	I believe that the government of Lesotho has adequately promoted E-Commerce (providing educational programs on E-Commerce usage, its benefits and ensuring that the citizens have reliable postal addresses.
	☐
	☐
	☐
	☐
	☐

	I believe that policy initiatives in Lesotho support E-Commerce infrastructure (this may be a policy geared towards ensuring affordable and stable internet connection, secure online payment options and providing educational programs on E-Commerce).
	☐
	☐
	☐
	☐
	☐

	I prefer shopping online since I conveniently shop at any time and from anywhere.
	☐
	☐
	☐
	☐
	☐

	E-Commerce is useful because it allows me to easily do both price and product comparisons.
	☐
	☐
	☐
	☐
	☐

	I believe E-Commerce saves me time & money since there is no need to travel to a physical store for buying and price comparisons.
	☐
	☐
	☐
	☐
	☐

	I believe that online shopping will be useful to anyone who uses it since it saves time and money.
	☐
	☐
	☐
	☐
	☐

	Online sites are easily accessible to me.
	☐
	☐
	☐
	☐
	☐

	Shopping online is easy to use.
	☐
	☐
	☐
	☐
	☐

	I believe that online shopping saves me time since shopping is just a click away.
	☐
	☐
	☐
	☐
	☐

	I believe that there is adequate technology infrastructure for me to shop online (internet connection and computers/ smartphones).
	☐
	☐
	☐
	☐
	☐

	I believe that internet coverage is enough for me to use E-Commerce from any part of the country.
	☐
	☐
	☐
	☐
	☐

	I believe that a majority of my family and friends can surf the internet, browse the website and access goods and services online.
	☐
	☐
	☐
	☐
	☐

	E-Commerce platforms are secure enough to make me feel comfortable to access them.
	☐
	☐
	☐
	☐
	☐

	I feel assured that legal and technological structures adequately protect me from any problems in using E-Commerce sites (debit and credit card information, return policies and wrong goods and services).
	☐
	☐
	☐
	☐
	☐

	My inability to see a product in its physical form does not affect my trust in the features of the product as long as I can see it in a picture and it is thoroughly explained.
	☐
	☐
	☐
	☐
	☐

	I believe that online vendors will promptly respond to my problems and queries. 
	☐
	☐
	☐
	☐
	☐

	I can easily identify trustworthy websites.
	☐
	☐
	☐
	☐
	☐

	I trust websites that have a record of positive evaluations from other customers.
	☐
	☐
	☐
	☐
	☐

	In my opinion, E-Commerce sites are trustworthy. 
	☐
	☐
	☐
	☐
	☐

	I believe that lack of computers, smartphones and affordable internet connection hinder a majority of my friends and family members to transact online.
	☐
	☐
	☐
	☐
	☐

	I believe that I can afford the necessary infrastructure (e.g. smartphone or laptop and internet data charges) required to transact online.
	☐
	☐
	☐
	☐
	☐

	Generally, E-Commerce is a good option to use when you are confined by distance, time, costs and/or lack of preferred goods and services.
	☐
	☐
	☐
	☐
	☐

	I strongly recommend others to use E-Commerce transactions.
	☐
	☐
	☐
	☐
	☐

	I intend to continue using E-Commerce websites to purchase goods and services online.
	☐
	☐
	☐
	☐
	☐

	I believe that I will use E-Commerce platforms frequently.
	☐
	☐
	☐
	☐
	☐

	I prefer to use online platforms rather than going into shops when buying products and services.
	☐
	☐
	☐
	☐
	☐



1. Additional factors

List some of the additional factors that would motivate or hinder you from using E-Commerce that did not appear in the questions above:
Please list any additional factors that would motivate you to adopt E-Commerce.

Your answer:
____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Please list any additional factors that would discourage you from using E-Commerce.

Your answer:
____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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+ Consumers ought to be educated on the benefits for adopting the technology (Basarir-Ozel &
Mardikyan, 2017).

+ websites should embed search facilities, different payment options, a variety of products and after
sales support (Farhang, et al., 2012).

+ Online vendors have to ensure convenience via provision of sufficient information, a user friendly
search facility and customisation of communication (Farhang, et al., 2012).

* An E-Commerce system has to be easy to use, mobile friendly, use good quality pictures,
incorporate user-generated reviews, accommodate wish lists, integrate frequently asked
questions etc. (Gary, 2019).
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« Adisplay of trust badges and security seals will positively influence trust in an E-Commerce system
(Winchester, 2019).

* Incorporating tools such as encryption,
of security (Varghese, 2020).

* E-Commerce infrastructural properties such as Secure Socket Layers (SSL) have to be ingrained in an E-
Commerce site in order to enhance security (Alsmadi & Alhami, 2009)

al signatures and security certificates will promote a sense

improve E-Commerce adoption (Lianos, 2019).
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