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ABSTRACT

This study investigated technopreneurship among Generation Z in South Africa, with a specific
focus on the adoption of drop shipping as a digital business model. The research addressed
South Africa's youth unemployment crisis and the growing importance of technopreneurship as
a potential solution. Given Generation Z's digital proficiency, entrepreneurial drive, and
adaptability, the study explored the factors that influenced their intention and actual use of drop
shipping as a viable technopreneurial opportunity. The study aimed not only to conceptualise
but also to empirically validate the relationships between technological optimism, Innovation
Diffusion Theory (IDT) characteristics, perceived enjoyment, attitudes, intentions, and the
practical application of drop shipping among Generation Z. Drawing on IDT, the Theory of
Planned Behaviour (TPB), and the Traditional Behavioural Reasoning Model (TBRM)
frameworks, the study developed and validated a comprehensive conceptual model to elucidate
technopreneurial behaviour within the South African Generation Z context. Using a positivist
paradigm, this study employed a quantitative research design with a structured questionnaire
administered to 359 Generation Z students from the University of the Western Cape and the
University of the Witwatersrand. Partial least squares structural equation modelling (PLS-SEM)

was used to assess the measurement and structural models.

The study's results present several important insights into the factors influencing the adoption
of drop shipping as a technopreneurial business model among Generation Z in South Africa.
The structural model analysis, conducted using PLS-SEM, revealed that out of the ten
hypothesised direct relationships, eight were supported while two were rejected. Specifically,
technological optimism (TO), perceived relative advantage (PRA) and trialability (T)
significantly influenced attitudes towards the use of drop shipping (ATUDS). Among these,
PRA had the most significant effect, indicating that Gen Z students are more inclined to adopt
drop shipping when they perceive it as offering clear benefits over traditional business models.
Conversely, complexity (C) and observability (OB) did not significantly impact attitudes,
suggesting that these IDT constructs may be less relevant in a digital-savvy cohort like Gen Z.
Furthermore, attitudes towards drop shipping, technological optimism and perceived
enjoyment (PE) all showed significant positive relationships in the intention to use drop
shipping (INT), which in turn had a strong effect on actual use (AU). Perceived enjoyment also

directly influenced both intention and actual use, underscoring its critical role as both a direct
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and moderating factor. While most moderation hypotheses (H11-H14) involving perceived
enjoyment were not significant, H15 was strongly supported, confirming that PE significantly
strengthens or moderates the relationship between intention and actual use. These findings
collectively validate the proposed model and highlight the importance of fostering positive
attitudes, perceived benefits and enjoyment to encourage the adoption of digital

entrepreneurship among the youth in South Africa.

This research makes significant contributions by extending existing behavioural models to
include context-specific constructs relevant to digital entrepreneurship. From a practical
perspective, the study provides insights to universities, students and policymakers on
promoting drop shipping and technopreneurship as tools for economic inclusion and youth

empowerment.

In summary, this study confirms that drop shipping presents a low-barrier, flexible, and
scalable business model for South African Gen Z entrepreneurs. By understanding the drivers
of its adoption, stakeholders can better support the growth of technopreneurship as a response

to youth unemployment.

Keywords: Technopreneurship, Generation Z, drop shipping, digital entrepreneurship,
innovation diffusion theory, theory of planned behaviour, youth unemployment
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CHAPTER 1
INTRODUCTION AND BACKGROUND OF THE STUDY

1.1. INTRODUCTION

Dado Banatao introduced the notion of technopreneurship in the early 2000s, emphasising the
importance of technology in promoting company success and innovation (Banatao, 2001).
Researchers recognise technopreneurship as a crucial component for driving the growth of the
economy, creating jobs and maintaining a competitive edge, particularly in the digital era
(Nguyen et al., 2025; Buli et al., 2024). Globally, technopreneurship enhances international
competitiveness and technological progress, as evidenced by studies from countries, which
include the United States of America, China and Germany (Buli et al., 2024; Saleh & Abdullah,
2025; Yap et al., 2024). In South Africa, technopreneurship plays a significant role in reducing
unemployment, promoting innovation and enhancing economic development (Mhlongo &
Nyawo, 2024; Buli et al., 2024)

For South Africa’s Generation Z cohort, technopreneurship is particularly significant due to
their digital fluency, entrepreneurial spirit and adaptability to new technologies (Yap et al.,
2024; Suryana & Fauzi, 2025). In this research, drop shipping was posited as a component of
technopreneurship, utilising e-commerce technologies to enable business operations without
maintaining inventory. This makes it an accessible entry point for Gen Z entrepreneurs globally,
as well as in South Africa (Jones & Kim, 2021; Molla & Heeks, 2007). It can be noted that the
blend of technology and entrepreneurship with entrepreneurial efforts towards the
establishment of new business ventures, through the process of offering tech-based solutions
through innovative products and services, is what is called technopreneurship and it strongly

highlights the integration of entrepreneurship and technology to drive business.

Additionally, drop shipping is a retail fulfilment where the retailer does not keep goods in stock.
Rather, orders are transferred directly from the manufacturer to the customer, with the retailer
acting as the middleman (Ndofirepi, 2020). This business model gained prominence with the
growth of e-commerce, although its roots can be traced back to traditional mail-order
businesses (Richardson, 2016). Drop shipping is further defined by scholars as a way for
retailers to offer a broad array of products without the burden of maintaining inventory
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(Zacharia et al., 2011; Chopra, 2018). On an international scale, drop shipping is crucial as it
allows businesses to operate with lower initial investments and reduces overhead costs,
benefiting countries like the United Kingdom, United States and China (Huang & Benyoucef,
2013; Wang, 2020).

Within the South African context, drop shipping is particularly valuable for technopreneurs as
it lowers financial barriers to entry, enabling participation in global e-commerce with limited
resources (Ndofirepi, 2020). For the Gen Z cohort, both globally and in South Africa, drop
shipping is appealing due to their adeptness with digital tools and their inclination towards
flexible, technology-driven business ventures. This model offers a straightforward path to
entrepreneurship, eliminating the need for substantial upfront capital (Smith, 2020; Molla &
Heeks, 2007). Furthermore, within the South African context, drop shipping has been
recognised as an effective business model for entrepreneurs to enter the e-commerce market
with minimal initial investment. Research emphasises how this model can lower the barriers to
starting a business by eliminating the need for substantial capital to maintain inventory, thereby

allowing South Africans to tap into global markets (Ndofirepi, 2020).

Technopreneurship, which combines entrepreneurship and technology, is seen as a critical
engine for the growth of the economy and innovation in South Africa. Studies have investigated
the impact of education, government regulations and digital infrastructure in establishing a
favourable climate for technopreneurs (Yulin & Danso, 2025; South Africa’s Digital
Transformation, 2024). Internationally, technopreneurship has been intensively researched. In
the United States, the focus is on the supportive ecosystem for tech start-ups, including access
to venture capital and innovation hubs (Acs & Szerb, 2010). In China, government initiatives
have significantly boosted the growth of tech start-ups (Wang, 2020), while in Germany, the
collaboration between universities and industries is highlighted as crucial for technological
advancements (Mdller & Olbrich, 2020). These studies highlight the global significance and
diverse approaches to promoting technopreneurship.

Deducing from both local and international studies, little is known about research that has
investigated how technological optimism would influence the innovation diffusion theory (IDT)
characteristics, attitudes towards the intention to use drop shipping and the actual use of drop
shipping among Gen Z. It is also important to note that very few researchers have assessed the
moderating roles of perceived enjoyment on the nexus between IDT characteristics and

attitudes towards the use of drop shipping as well as the relationship between intention and the
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actual use of drop shipping as a business model. Hence, further scholarly introspection was
needed to address this lacuna as little is known about studies that have investigated how
technological optimism would influence the IDT characteristics, attitudes towards intention to
use drop shipping and the actual use of drop shipping among Gen Z (Triculescu & Trifu, 2024).
It is also of great significance to note that very few researchers have assessed the moderating
roles of perceived enjoyment on the nexus between IDT characteristics as well as attitudes
towards the use of drop shipping. Hence, further scholarly introspection was needed to address

this lacuna.
1.2 PROBLEM STATEMENT

In terms of the research problem, South Africa continues to face a persistent youth
unemployment rate among those aged 15 to 24, reaching 62.4% in the first quarter of 2025
(Statistics South Africa, 2025), emphasising the severity of economic exclusion facing young
people (Trading Economics, 2025; NADA, 2025). Youth unemployment is not confined to
South Africa only but also represents a widespread concern across many emerging economies.
For example, within the Southern African region, Botswana reports youth unemployment of
43.9% (Macrotrends, 2025), while similar trends are evident in Zimbabwe at 41% (Mweha,
2025; United Nations Zimbabwe, 2024), Zambia at 26.4 % (Macrotrends, 2025), and Namibia
at 46.1% (Afrobarometer, 2024). These figures and statistics emphasise the magnitude and

distinctive nature of the unemployment challenge.

There exists a pronounced mismatch between the competencies cultivated by higher education
and those demanded by the labour market in South Africa, with over half of the workforce
affected by this disconnect (Department of Higher Education and Training [DHET], 2024;
Government Gazette, 2024). Moreover, traditional employment pathways remain constrained,
prompting a growing portion of Generation Z to explore technopreneurial ventures as
alternative routes to economic participation. Maziriri, Mabuyana, and Nyagadza (2025)
conducted a study examining how technopreneurial self-efficacy, technopreneurship education,
and technological optimism influence Generation Z students’ intentions to engage in
technopreneurship in South Africa, hence supporting this phenomenon and study. Crucially,
this study discusses how constrained traditional employment pathways have driven Gen Z
students toward technopreneurial ventures as alternative routes to economic participation
Among these, drop shipping has emerged as an accessible and scalable model, allowing young
individuals to operate online retail outlets without the need to maintain inventory (Nikraftar et
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al., 2022; Soomro & Shah, 2021). Despite the increasing uptake of this model, the motivations
behind, and mechanisms through which, South African Gen Z’s are engaging with drop

shipping remain underexplored.

The research gap is that, despite global interest in e-commerce, little is known about the specific
factors influencing Gen Z’s adoption of drop shipping as a technopreneurial business model in
South Africa. Prior studies have primarily examined entrepreneurship education, e-commerce
adoption as well as youth entrepreneurial intentions (Groen et al., 2015; Kebritchi & Sharifi,
2016). In particular, constructs such as technological optimism, perceived enjoyment, and
Innovation Diffusion Theory (IDT) attributes (e.g., relative advantage, trialability,
observability, complexity) have not been integrated and empirically tested together in a
technopreneurship focusing on the drop shipping context for South African youth. Moreover,
reviews of technopreneurship and digital entrepreneurship scholarship reveal a concentration
of empirical work in developed economies (e.g., US, Europe, parts of Asia), leaving African
contexts, where economic constraints and institutional dynamics differ, largely underexplored
(Acs & Szerb, 2010; Correia et al., 2024). Filling this gap is necessary both to advance theory
(by testing TPB/IDT extensions in a new context) and to deliver actionable policy and

educational recommendations tailored to South African Gen Z technopreneurs.

Another major problem is that, existing studies on technopreneurship do not adequately
distinguish between diverse technopreneurship models such as drop shipping, rather, they
conceptualise it as a uniform phenomenon resulting in conceptual limitation. This limitation is
due to the fact that drop shipping possesses distinct characteristics that differentiate it from
traditional online retailing. Unlike conventional e-commerce, drop shipping enables
entrepreneurs to sell products without holding physical inventory, thereby lowering entry

barriers and reducing operational costs (Nikraftar, Mohammadi, & Foroudi, 2022).
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On the other hand, recent scholars recognise drop shipping as a disruptive and democratising
force in digital entrepreneurship, as it allows resource-constrained individuals, particularly
youth, to participate in the digital economy with minimal capital requirements (Soomro &
Shah, 2021). Furthermore, Yu, Cheong, and Sun (2017) argue that drop shipping represents a
scalable and flexible business model that aligns well with the growing trend of lean and agile
digital start- ups. However, despite the model’s rapid diffusion, the challenges, drivers and
socio-economic implications of the adoption of drop shipping remain underexplored in the

academic literature more specifically within the emerging economies.

Furthermore, another major concern is the gap between intention and adoption in
technopreneurship. This is simply because, many young people report strong intentions to
pursue drop shipping as a business model however still fail to convert these intentions into
sustained entrepreneurial behaviour. According to Neneh and Dzomonda, (2024) recent South
African research evidence confirms that intentions do not reliably translate into action, strongly
highlighting the psychological and conceptual frictions that derail the follow through. The gap
is therefore noticeable for the drop shipping business model whose low capital thresholds
attract interest despite the actual uptake and persistence remaining uneven (Nikraftar,
Mohammadi, & Foroudi, 2022; Soomro & Shah, 2021). Therefore, in order to address this
conceptual and practical problem, the present research examines how technological optimism
interacts with the core attributes of innovation diffusion theory (relative advantage,
compatibility, trialability, observability, and complexity) to shape both intention and actual
adoption of drop shipping (Rogers, 2003). Moreover, the study posits that perceived enjoyment
strengthens these effects by making experimentation and continued use intrinsically rewarding,
thereby helping intentions crystalize into behaviour (Putro et al., 2024; Abbas & Uddin, 2025).
In addition, emerging work on technological optimism among Gen Z technopreneurs
underscores its role in energising digital venturing, which this study’s model leverages to
forecast real, rather than aspirational, employment impacts (Maziriri, et, al., 2025; Yang et al.,
2025). As a result, collectively, this design targets the blockage between intention and action
in drop shipping hence offering a theoretically grounded pathway to improve forecasts on the
contribution of technopreneurship towards the reduction of youth unemployment.

https://uwcscholar.uwc.ac.za/lhome



The significance of the study is that, by modelling the factors influencing the adoption of drop
shipping among Gen Z, this study seeks to contribute to the limited body of knowledge at the
intersection of technopreneurship, youth unemployment and e-commerce in South Africa. The
findings are expected to provide theoretical advancements by integrating IDT characteristics
with the psychological drivers of entrepreneurial behaviour. In terms of practicality, the study
offers strategic insights for higher education institutions, policy makers and entrepreneurial
support for organisations seeking to strengthen youth participation in the digital economy.
Addressing the gap not only enriches the understanding of Gen Z’s entrepreneurial motivations
but also provides evidence-based pathways to tackling South Africa’s high rate of youth

unemployment through technopreneurship and drop shipping as a business model.
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1.3 PRELIMINARY LITERATURE REVIEW

This section presents a preliminary literature review, encompassing the research context,

theoretical framework and empirical literature on the variables under investigation.
1.3.1 Research Context

The research context included an understanding of drop shipping as a business model, detailing
its operational mechanisms. Additionally, the context highlighted the relevance and
significance of Gen Z cohort to the study, focusing on their unique technological inclinations
and entrepreneurial potential, which are critical to exploring the adoption and success of drop
shipping among this demographic.

1.3.2 Drop shipping as a business model

Drop shipping is a retail fulfilment method where retailers do not hold products in stock, but
instead transfer customer orders and shipment details to third-party suppliers, who then ship
the goods directly to customers (Solberg Soéilen, 2024) This business model offers numerous
advantages, including lower start-up costs, minimised inventory management and the ability to
provide a diverse range of products without the need for physical storage (Solberg Sdilen,
2024). According to Khouja (2001), drop shipping provides university students with the
flexibility to manage their businesses from any location with internet access, making it
particularly appealing to Gen Z entrepreneurs who value flexibility and digital engagement
(Khouja, 2001; Yao et al., 2008). Furthermore, this model enables young entrepreneurs to
develop essential e-commerce skills, including online marketing, customer service and data

analysis, which are crucial for their future careers (Bomani, 2015).

Additionally, drop shipping enhances overall efficiency by allowing entrepreneurs, suppliers,
and customers to focus on their respective strengths (Chopra, 2016; Ertz et al., 2016). By
partnering with suppliers who handle inventory and order fulfilment, Gen Z entrepreneurs can
devote their efforts to attracting customers and scaling their businesses through effective
marketing strategies (Hong & Lin, 2020). The flexibility and scalability of this business model
make it an attractive option for new entrepreneurs entering the e-commerce sector (Taneja &
Toombs, 2014; Yu et al., 2017). According to a study by Smith (2020), the ease of entry and
low financial risk associated with drop shipping have significantly contributed to its popularity

among young entrepreneurs in various countries, including South Africa. As a result, drop
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shipping is not only a practical solution for individual business needs but also a critical driver
of economic participation and skill development among young people (Statistics South Africa,
2023; Nikraftar et al., 2022).

1.3.3 The relevance and significance of Gen Z cohort to the study

In comparison to the traditional retail models that require significant upfront investments in
inventory, management and logistics, drop shipping allows entrepreneurs to run online stores
with minimal capital expenditure. This alignment with the technological savvy and
entrepreneurial spirit of Gen Z makes drop shipping particularly appealing to this cohort. Gen
Z entrepreneurs are naturally inclined towards leveraging digital tools and platforms to create
and manage their businesses, making them well-suited to the flexibility and low entry barriers
offered by drop shipping (Chen & Sun, 2020; Novak & Miheli¢, 2018). Despite these clear
advantages, more research is needed to fully understand why Gen Z entrepreneurs are
specifically drawn to this business model.

Existing literature suggests that factors such as entrepreneurial intentions, risk perceptions and
digital skills play significant roles in the decision to adopt drop shipping (Goh et al., 2019;
Priporas et al., 2017). However, there is still not enough empirical research examining the
motivations behind drop shipping adoption among Gen Z, underscoring the need for this
research (Djafarova & Bowes, 2021; Kraus et al., 2019). The objective of this research is to fill
the gap by exploring the specific motivations of Gen Z entrepreneurs, thereby offering valuable
insights into their entrepreneurial behaviours and preferences in the digital era. Understanding
these motivations can provide strategic guidance for fostering entrepreneurial success and
supporting the career aspirations and desire for independence that characterise Gen Z (Smith,
2020; Wang, 2020).

1.4 THEORETICAL LENS

The existing body of research encompasses various theories and models designed not only to
predict but also to explain the behaviours of Gen Z concerning drop shipping. This study
utilises three key theories to understand their attitudes towards drop shipping as a business

model.
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1.4.1 Innovation diffusion theory (IDT)

Rogers' (2003) IDT suggests that specific aspects of an innovation, which are compatibility,
relative advantage, simplicity and trialability, affect its adoption rate. This theory helps explain
how innovations like drop shipping spread through social systems, providing insight into the
adoption patterns among Gen Z entrepreneurs. Attributes of drop shipping, such as low start-
up costs and scalability, resonate with Gen Z's digital preferences and their inclination for
minimal initial investment (Rogers, 2003; Davis, 1989). Additionally, Gen Z's use of digital
communities to share the benefits of drop shipping highlights the crucial role of communication
channels in spreading information about innovations (Rogers, 2003; Schaupp & Bélanger,
2014). Moreover, the social system influences the adoption process, following a predictable
pattern as Gen Z entrepreneurs make decisions through peer interactions, market research and

feasibility assessments (Rogers, 2003).
1.4.2 Theory of planned behaviour (TPB)

While the Theory of Planned Behaviour (TPB) model has been extensively used to examine
the motivations behind behavioural intentions, researchers have noted that it often excludes
domain-specific factors (Armitage & Conner, 2001; Donald et al., 2014). An increasing
number of researchers have sought to enhance the TPB model by incorporating additional
constructs (Jang, Chung, & Kim, 2015; Maichum, Parichatnon, & Peng, 2016; Read et al.,
2013). This study aims to extend the TPB by including key variables such as technological
optimism, characteristics from the IDT and perceived enjoyment alongside the traditional TPB
constructs (i.e., behavioural intention, attitude towards behaviour and actual behaviour) to
assess the actual use of drop shipping as a business model by Gen Z. By integrating these
factors, the study aims to provide a more thorough understanding of the determinants that
influence the adoption of drop shipping by Gen Z as a technopreneurship business model in
South Africa, thereby addressing the specific needs and characteristics of this entrepreneurial
cohort.

1.3.3 Traditional behavioural reasoning model (TBRM)

The third theory applied in this study is the traditional behavioural reasoning model (TBRM),
which presents a structured framework for comprehending the decision-making processes by
incorporating cognitive, affective and situational factors (Hammond, 1996). TBRM focuses on

evaluating alternatives, considering both intrinsic and extrinsic factors and perceiving
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opportunities through the cognitive appraisal of available information (Hammond, 1996).

Applying TBRM to the adoption of drop shipping among Gen Z entrepreneurs offers insights
into the motivations and considerations that shape their decisions (Hammond, 1996; Westaby,
2005). This model predicts behavioural intentions and actions by integrating cognitive and
affective processes, providing a comprehensive understanding of Gen Z's participation in
technopreneurship in the digital era (Hammond, 1996). The traditional behavioural reasoning
model (TBRM) is highly relevant to this study as it helps explain the motivations underlying
the adoption of drop shipping in South Africa by Gen Z. TBRM focuses on understanding the
reasons that drive attitudes, intentions and behaviours. In this context, the IDT characteristics
such as complexity, relative advantage and compatibility play a crucial role in shaping positive
attitudes towards drop shipping. These attitudes, influenced by technological optimism, then
lead to the intention to adopt drop shipping. Additionally, perceived enjoyment acts as a
moderator, influencing both intention and actual behaviour. By applying TBRM, this study can
comprehensively model how these factors interact to drive the adoption of drop shipping

among Gen Z.
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1.4 EMPIRICAL LITERATURE

The empirical literature section includes an introductory literature review of the key variables
under investigation. It explored technological optimism, attitudes towards drop shipping and
the characteristics outlined by the innovation diffusion theory (IDT). Additionally, it examines
the intention to use drop shipping, the behavioural adoption of drop shipping and perceived
enjoyment. This review aimed to provide a comprehensive understanding of the factors

influencing the adoption and sustained use of drop shipping as a business model.
1.4.1 Technological optimism

Technological optimism refers to a positive outlook towards the potential use of technology to
solve problems and improve human life (Othman, Hamzah, & Hassan, 2020). This concept
embodies the belief that technological advancements will lead to better outcomes in various
aspects of society, including economic growth, health and education (Jang et al., 2015). It is
characterised by confidence in the capabilities of technological innovation to drive progress
and address challenges (Maichum et al., 2016). According to Read et al. (2013), individuals
with high levels of technological optimism are more likely to accept new technologies and
incorporate them into their daily lives, seeing them as essential tools for achieving personal
and professional goals. This perspective is crucial in the context of Gen Z entrepreneurs, who
are particularly inclined to leverage technology for business and innovation (Armitage & Conner,
2001).

11
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1.4.2 Attitudes towards drop shipping

Attitudes towards drop shipping refer to the overall positive or negative evaluations individuals
hold regarding the use of drop shipping as a business model. These attitudes are shaped by
perceptions of the benefits and drawbacks associated with drop shipping, such as its low entry
barriers, minimal initial investment requirements and flexibility in operations (Chen & Sun,
2020; Novak & Miheli¢, 2018). For Gen Z, these positive aspects make drop shipping
particularly appealing, aligning with their entrepreneurial spirit and preference for digital
engagement (Goh et al., 2019; Priporas et al., 2017). The convenience and scalability of drop
shipping further reinforce favourable attitudes, as it allows young entrepreneurs to manage
businesses effectively without the burden of inventory management (Djafarova & Bowes, 2021;
Kraus et al., 2019).

1.4.3 Characteristics outlined by the innovation diffusion theory (IDT)

The innovation diffusion theory (IDT) outlines several key characteristics that determine the
adoption and spread of new technologies and innovations. These characteristics include
trialability, compatibility, relative advantage, complexity and observability (Rogers, 2003).
Perceived relative advantage refers to the extent to which an innovation is considered as better
than the idea it overrides. At the same time, compatibility measures how consistent the
innovation is with the existing benefits, past experiences and needs of potential users (Jang et
al., 2015). Complexity is the degree to which an innovation is considered difficult to use and
understand, which can hinder its adoption. Trialability is the ability to experiment with the
innovation on specific parameters and observability is the extent to which the results of the
innovation are noticeable to others (Maichum et al., 2016). These characteristics are crucial in
understanding how new technologies, such as drop shipping, are adopted by Gen Z
entrepreneurs, who are influenced by their digital proficiency and the tangible benefits they
can observe from early adopters (Read et al., 2013).

1.4.4 The intention to use drop shipping

The intention to use drop shipping refers to an individual's conscious plan or decision to adopt

drop shipping as a business model. This intention is influenced by various factors, including
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perceived usefulness, ease of use and attitudes toward the business model (Davis, 1989;
Venkatesh & Davis, 2000). For Gen Z entrepreneurs, the intention to use drop shipping is often
driven by the model's low entry barriers, flexibility and alignment with their digital skills and
entrepreneurial aspirations (Goh et al., 2019; Priporas et al., 2017). Additionally, factors such
as technological optimism and the perceived enjoyment of managing an online business also
play significant roles in shaping their intentions (Jang et al., 2015; Maichum et al., 2016).
Understanding these intentions is crucial for comprehending the broader trends in e-commerce

and the entrepreneurial behaviours of the digital-native Gen Z (Chen & Sun, 2020).
1.4.5 Actual use of drop shipping

The actual use of drop shipping refers to the practical implementation and operation of a
business model where the retailer does not keep goods in stock. Instead, it transfers customer
orders and shipment details to a third party, typically a wholesaler or manufacturer, who then
ships the goods directly to the customer (Richardson, 2016). This model is characterised by its
efficiency and cost-effectiveness, enabling entrepreneurs to focus on marketing and customer
engagement without the burden of inventory management (Zacharia et al., 2011; Chopra, 2016).
For Gen Z, the actual use of drop shipping is facilitated by their familiarity with digital tools
and platforms, making it easier for them to set up and run online stores (Goh et al., 2019;
Priporas et al., 2017). The scalability of the model, as well as the low initial capital
requirements, are particularly advantageous in regions with high youth unemployment, such as

South Africa, where it offers a viable entrepreneurial pathway (Ndofirepi, 2020; Bomani, 2015).
1.4.6 Perceived enjoyment of drop shipping

For the sake of this study, the operationalisation of perceived enjoyment of drop shipping refers
to the level of pleasure or satisfaction that individuals feel when participating in drop shipping
activities. This concept is crucial as it affects motivation and the likelihood of continued use of
the drop shipping model (Venkatesh et al., 2003). For Gen Z, perceived enjoyment in drop
shipping arises from the ability to leverage digital tools and platforms, allowing them to
manage their businesses flexibly and creatively (Priporas et al., 2017). The interactive nature
of online platforms and the immediate feedback from customers contribute to a fulfilling
entrepreneurial experience (Goh et al., 2019). Moreover, the autonomy and control over their
business processes enhance their overall satisfaction and commitment to this business model

(Jang et al., 2015; Maichum et al., 2016). Understanding perceived enjoyment can provide
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insights into how to better support and encourage young entrepreneurs in the digital economy
(Bomani, 2015).

1.5 CONCEPTUAL MODEL AND HYPOTHESIS STATEMENTS

The conceptual model of this study integrates three influential theories: the innovation
diffusion theory (IDT), the theory of planned behaviour (TPB) and the traditional behavioural
reasoning model (TBRM). According to Rogers (2003), the IDT suggests that the adoption of
technological innovations depends on perceived attributes such as complexity, trialability,
relative advantage and observability. In this study’s context, the model proposes that
technological optimism directly influences these attributes of drop shipping, subsequently
impacting attitudes toward its adoption as a business model (Rogers, 2003). For instance, if
Gen Z entrepreneurs perceive drop shipping as advantageous and less complex to try, they are
more inclined to have positive attitudes toward its adoption (Venkatesh et al., 2012). This
perspective resonates with the IDT's assertion that an innovation's perceived characteristics
significantly influence its adoption rate (Davis, 1989).

Expanding on the TPB, the conceptual model suggests that attitudes and subjective norms play
acrucial role in shaping the intention to use drop shipping as a technopreneurship model (Ajzen,
1991). The TPB framework proposes that behavioural intentions are shaped by individuals'
attitudes toward the behaviour, perceived social pressures (subjective norms), as well as the
perceived ease or difficulty of performing the behaviour (perceived behavioural control)
(Ajzen, 2002). In this study, these elements are hypothesised to be pivotal in Gen Z's decision-
making regarding drop shipping engagement (Fishbein & Ajzen, 2010). Additionally, the
TBRM offers a complete framework for comprehending the decision-making process by
considering cognitive, affective and situational factors (Westaby, 2005). This model emphasises
alternative evaluation and the perceived motivations behind specific behaviours, providing
deeper insights into the motivations and reasoning processes of Gen Z entrepreneurs considering

drop shipping (Hammond, 1996).

In conclusion, the conceptual model created for the study included a variety of dependent and
independent variables, as well as postulated direct linkages and moderating roles. Specifically,
it investigated how technological optimism affects the perceived benefits and constraints of
drop shipping, hence altering attitudes and intentions towards implementing this business

model (Rogers, 2003; Ajzen, 2002; Hammond, 1996). The integration of these theories not
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only offers a robust framework for hypothesis development but also enriches the understanding

of the factors driving the adoption of drop shipping among Gen Z technopreneurs.

Figure 1.1 illustrates the conceptual model employed in this study, highlighting the
hypothesised relationships and theoretical constructs.
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Figure 1.1: Proposed conceptual model
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1.5.1 Hypotheses
This study has proposed the following hypotheses:

H1: Technological optimism has a positive and significant relationship with attitudes towards the

use of drop shipping.

H2: Perceived relative advantage of drop shipping has a positive and significant relationship with

attitudes towards the use of drop shipping as a business model for technopreneurship.

H3: Trialability of drop shipping has a positive and significant relationship with attitudes towards

the use of drop shipping as a business model for technopreneurship.

H4: The complexity of drop shipping has a positive and significant relationship with attitudes

towards the use of drop shipping as a business model for technopreneurship.

H5: Observability of drop shipping has a positive and significant relationship with attitudes

towards the use of drop shipping as a business model for technopreneurship.

H6: Attitudes towards the use of drop shipping have a positive and significant relationship with

the intention to use drop shipping as a business model for technopreneurship.

H7: Perceived enjoyment has a positive and significant relationship with the intention to use drop

shipping as a business model for technopreneurship.

H8: There is a positive and a significant relationship between the intention to use drop shipping
as a business model for technopreneurship and actual use of drop shipping as a business model
for technopreneurship.

H9: There is a positive and significant relationship between the perceived enjoyment of drop
shipping and the attitudes towards the use of drop shipping as a business model for

technopreneurship.

H10: There is a positive and a significant relationship between perceived enjoyment of drop
shipping and actual use of drop shipping as a business model for technopreneurship.

H11: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between perceived relative advantage and attitudes towards the use of drop shipping

as a business model for technopreneurship.
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H12: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between trialability of drop shipping and attitudes towards the use of drop shipping
as a business model for technopreneurship.

H13: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between complexity of drop shipping and attitudes towards the use of drop shipping

as a business model for technopreneurship.

H14: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between observability of drop shipping and attitudes towards the use of drop

shipping as a business model for technopreneurship.

H15: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between the intention to use drop shipping as a business model for technopreneurship
and the actual use of drop shipping as a business model.

1.6 PRIMARY OBJECTIVES

The primary objective of this study is to examine the factors that influence the adoption of drop

shipping as a technopreneurship business model among Generation Z in South Africa.
1.6.1 Secondary Objectives

To address the primary objective of this study, the secondary theoretical objectives were as

follows:

1.6.1.1 Theoretical objectives

To address the primary objective of the study, the theoretical objectives were to review the
literature on:

e the extension of the theory of planned behaviour (TPB) and its application to

technopreneurship.

¢ the traditional behavioural reasoning model (TBRM) and its relevance to entrepreneurial
decision-making processes.

e the innovation diffusion theory (IDT) and its relevant characteristics concerning the
adoption of drop shipping.

e technological optimism and its implications for entrepreneurial activities among
Gen Z cohort.

e perceived relative advantage, trialability, complexity and observability of drop shipping

as key attributes influencing its adoption.
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perceived enjoyment of drop shipping.
attitudes towards the use of drop shipping.

intention to use drop shipping.

focusing on the actual use of drop shipping.

1.6.1.2 Empirical objectives

In line with the theoretical objectives of this study, the following empirical objectives were

formulated:

To determine the relationship between technological optimism and attitudes towards the
utilisation of drop shipping.

To investigate the relationship between perceived relative advantage, trialability,
complexity and observability of drop shipping and attitudes towards its utilisation of drop
shipping.

To explore the relationship between attitudes towards the utilisation of drop shipping and
the intention to adopt it as a business model for technopreneurship.

To determine the relationship between the intention to use drop shipping and the actual
use of drop shipping.

To examine the relationship between perceived enjoyment of drop shipping and attitudes
towards its utilisation.

To analyse the relationship between perceived enjoyment of drop shipping and the
intention to adopt it as a business model for technopreneurship.

To determine the moderating influence of perceived enjoyment of drop shipping on the
relationship between attitudes, intention and the actual use of drop shipping as a
technopreneurship business model.

To examine the moderating role of perceived enjoyment of drop shipping on the
relationship between intention and the actual use of drop shipping as a business model.

1.7 RESEARCH DESIGN AND METHODOLOGY

The section outlines the methodology of the research utilised to achieve the study's main

objective. According to Batat (2023), research methodology is defined as a comprehensive and

integrative framework for data collection and analysis, particularly suited for examining

consumer behaviour in hybrid settings. This study employs a systematic approach following the

"research onion" analogy, which encompasses a detailed exploration of research strategies and

philosophy, methodological choices, techniques and data collection procedures (Hallinger, 2023).

The proposed "research onion™ model is illustrated in Figure 1.2.
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Figure 1.2: Research Onion
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1.7.1 The Research Process

Saunders et al. (2016) argue that the research onion metaphor effectively elucidates the research
process. By likening it to the layers of an actual onion, with each layer peeled away to reveal
deeper aspects of the research design. Consequently, the concept of the research onion suggests
unravelling the peripheral layers to achieve the empirical research objectives initially set out. A
systematic approach becomes imperative for researchers to navigate through these layers toward
the central zone, which includes crucial phases such as data collection and subsequent analysis
procedures. The research onion model proposed by Saunders et al. (2016) is depicted in Figure
1.2.

1.7.1.1 Research Philosophy

Identifying the philosophy of research is a crucial primary step in any process of research
(Saunders et al., 2019). This involves understanding the underlying beliefs about the nature of
reality being studied (Bell, Bryman, & Harley, 2019). According to Flick (2018), these
philosophical assumptions shape the research methodology and overall approach. Several
philosophies, including positivism, critical realism, interpretivism, postmodernism and
pragmatism, offer distinct perspectives on how research should be conducted (Collis & Hussey,
2021). Notably, previous studies on drop shipping as a technopreneur model have effectively
utilised the research onion framework, which has proven versatile and applicable in structuring
research methodologies in this field (Blumberg, Cooper, & Schindler, 2014; Saunders et al.,
2019).
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Positivism suggests that the existence of reality is independent of our perceptions and remains
consistent across different subjects. Kulatunga et al. (2007) elaborates that positivism views
reality as external and objective, aiming to discover universal laws. This approach relies on
highly structured methods to ensure reliability and repeatability. Sullivan (2001) notes that
positivism is closely linked to quantitative methods, which test hypotheses based on theoretical

frameworks, emphasising objective over subjective methodologies (Elli, 2011).

Conversely, interpretivism focuses on understanding the specific details of situations to uncover
the underlying reality (Saunders et al., 2016). This approach is subjective, aiming to understand
social phenomena through the lens of language and discourse. Myers (2008) and Saunders et al.
(2012) argue that interpretivism views reality as socially constructed and constantly evolving,

shaped by interactions and contexts.

The choice between these philosophies depends on aligning the research approach with the nature
of the study (Podsakoff, MacKenzie, & Podsakoff, 2012). This study adopts a positivist
philosophy to test proposed hypotheses statistically. This choice is justified by the need for
objective measurement using established scales from previous research, such as Grabner et al.
(2008), Gio et al. (2020) and Venkatesh et al. (2011). Following the research onion framework,
the next step details the specific approaches and methodologies employed in the study.

1.7.1.2 Research Approach to theory development

The subsequent step in the research onion model involves choosing the development theory’s
approach, which encompasses the reasoning types utilised in the study. Saunders et al. (2016)
identify two primary approaches: deductive and inductive reasoning. Deductive reasoning starts
with a theory or hypothesis and then designs a research strategy to test the hypothesis (see Figure
1.3). In contrast, inductive reasoning begins with observations and then seeks to form a theory
based on the observed data (see Figure 1.4). These approaches are further explained and visually

represented in Figures 1.3 and 1.4 to highlight their distinct processes and applications in research.
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Figure 1.3: Deductive research approach

Theory
Hypothesis .
Observation B

Confirmation

Source: Adopted from: Babbie (2012)

Figure 1.4: Inductive research approach
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The research philosophy of interpretivism is associated with an inductive research approach
(Saunders et al., 2016), whereas positivism predominantly aligns with a deductive research
approach. Unlike deductive methods, which rely on pre-existing theories, researchers are more
inclined to employ an inductive approach when few or no theories exist in the relevant field,
necessitating the generation of new theories and structures (Boampong, 2014). This approach
lacks a predefined framework during data collection, with frameworks often emerging post-data
collection (Gamage, 2025; Pearson, Myall, Darlington, & Gibson, 2025; BMC Medical Research
Methodology, 2025). Additionally, while inductive approaches are prevalent in qualitative
research as they allow insights to merge from the data, deductive approaches facilitate hypothesis
development based on existing theories, followed by the formulation of research strategies to test
these hypotheses (Bergdahl & Bertero, 2024).

In line with this discussion, the present study opted for a deductive research approach. This

decision was informed by the suitability of deductive research in contexts where the focus is on
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examining whether occurrences observed align with expectations derived from previous research
(Wiles, Crow & Pain, 2011). Given its compatibility with the positivist approach, the deductive
method enables the hypotheses formulation and the statistical testing of anticipated outcomes to
a satisfactory level of probability (Saunders et al., 2023), making it the most appropriate choice

for this study.

1.7.2 Research strategy and method

Generally, a strategy is broadly understood as a structural plan of action that directs the process
toward achieving defined objectives with recent methodological reviews describe strategy as a
guiding architecture that links research questions with appropriate techniques (Cresswell &
Cresswell, 2023). Within the research of marketing, a research strategy serves as a plan aligning
a philosophy of research with ensuing choices of methods of data collection and data analysis
(Saunders, Lewis, & Thornhill, 2016). Saunders and Tosey (2013) argue that the chosen strategy
of research should directly address the research objectives formulated, with various strategies
available based on the researcher's philosophical standing. Positivists typically opt for either
survey-based or experimental research strategies.

According to Zikmund, Babin, Carr and Griffin (2013), experiments aim to explore causal
relationships between variables, assessing the likelihood that one independent variable causes
changes in another dependent variable. Experiments offer substantial control over study elements
through manipulation, enhancing internal validity (Tustin, Ligthelm, Martins, & Van Wyk, 2010).
Conversely, survey-based strategies are preferred when there are constraints on finances and time.
Additionally, survey research is conventionally utilised in business and management studies
(Saunders et al., 2016). Therefore, for this research, a survey was conducted.

1.7.3 Target Population

The last layer of the research onion is the data collection, analysis techniques and procedures
followed in a study. The target population was the entire group of individuals or entities to which
researchers aim to generalise their study findings. This group possessed specific characteristics
that are of interest to the researchers and from which a sample is drawn for the study (Creswell
& Creswell, 2018). This section provides a discussion on the population targeted and the related
decisions made with regards to the sampling. The target population consisted of University of
the Western Cape and the University of the Witwatersrand Gen Z students.

1.7.3 Sample frame

A sampling frame is a list or database containing all the elements of the population targeted from

which a sample is drawn. It is significant to make sure that the sample precisely represents the
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population. A comprehensive and accurate sampling frame encompasses of every member of the
population, ensuring each individual has a fair chance of being chosen for the study. This helps
to minimise sampling bias and enhances the validity of the research findings (Taherdoost, 2016;
Turner, 2020). The sampling frame for this study consisted of a list of registered students from

the University of the Western Cape and the University of the Witwatersrand database.

1.7.3.1 Sampling technique

The sampling technique is a method used to select a subset of individuals or elements from a
larger population with the motive of making inferences about the population as a whole.
Sampling techniques are critical in research because they influence the validity and
generalisability of the study's findings. There are various sampling techniques broadly
categorised into probability and non-probability sampling. Probability sampling encompasses
methods such as simple random sampling, stratified sampling and cluster sampling, where every
member of the population has an equal chance of being selected. Non-probability sampling
encompasses techniques such as convenience sampling, judgmental sampling, and snowball
sampling, where the selection of samples is based on factors other than random chance (Creswell
& Creswell, 2018; Etikan, Musa, & Alkassim, 2016).

This study employed a non-probability sampling technique, ensuring that the findings can be
generalised to a sizeable population. For this study, the researcher used the simple random
sampling method to select respondents, which gives an equal chance of being chosen to each
member of the population. In addition, the quota sampling method, which selects respondents
based on predetermined characteristics to ensure a balanced distribution of characteristics in the
sample, was also used to strengthen the sampling method. Since the research focused solely on
Gen Z, quota sampling was deemed appropriate given the age-specific nature of Gen Z.
According to Goh and Lee (2018), Gen Z consists of individuals born between 1995 and 20009,
which means the study will be limited to those aged 18-29.

1.7.3.1 Sample size

The sample size was determined using the Raosoft calculator (Raosoft Inc., 2004). The
calculation considered the complete UWC student population enrolment of approximately 23 000
students and the Wits student population enrolment of approximately 37,295 students, resulting
in a total of 60 295 students. A 5 percent margin of error, 95 percent interval of confidence and
the suggested 50 percent allocation produced an estimated sample size of 382 respondents for
both UWC and WITS. However, the final collected sample for this study was 359 for both UWC
and WITS respondents.
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1.8 DATA COLLECTION

A five-point Likert scale online questionnaire was used for the data collection. The first page
outlined the study's purpose, ensured participant anonymity and emphasise their right to
withdraw at any time, along with obtaining informed consent. The online questionnaire
comprised 10 sections. The first section, section A collected information on the demographics of
non-users of drop shipping, including learning institute, gender, age, year of study, monthly
allowance and ethnicity. This information was obtained through screening questions to confirm
respondents met the sample criteria (Gen Z non-users of drop shipping). Sections B to J featured
multiple-item, labelled, five-point Likert scale items to assess non-users’ agreement with
statements measuring the variables of interest such as technological optimism, attitudes towards
the use of drop shipping, as well as trialability and complexity of drop shipping. The Likert scale
ranged from "strongly disagree” (1) to "strongly agree™ (5). To enhance reliability, a multi-item
scale was used for each construct, mitigating potential limitations associated with single-item
measures and error margins (Hair et al., 2013). Questionnaire items were selected, adopted and
adapted from existing literature (Warshaw & Davis, 1985; Ajzen, 1991; Rogers, 1983; Al-Jabri
& Sohail, 2012; Othman, Hamzah, & Abu Hassan, 2020) to ensure content validity. Data
collection was conducted at various times and days to minimise bias, periodicity and non-

coverage issues (Wei & Satchabut, 2018) and to achieve the desired sample size.

1.8.1 Statistical techniques for data analysis

For this study, the researcher used the statistical package for social science (SPSS) version 29 to
analyse data on respondents' demographic profiles. The latest version of SMART-PLS (4.0.9.5)
was used to evaluate the variables under study. According to the guidelines established by Hair
et al. (2017), this study utilised a two-step approach to evaluate the outcomes of PLS-SEM. The
first step involved assessing the measurement model, which includes examining internal
consistency (Cronbach’s alpha [a] and composite reliability), convergent validity (indicator
reliability and average variance extracted [AVE]), and discriminant validity (Fornell-Larcker
criterion and the heterotrait—-monotrait [HTMT] ratio of correlations). The second step focused
on the structural model, which analyses the significance and magnitude of the path coefficients

in the research model.

1.8.1.1 Measurement model assessment

In this study, constructs were considered reliable if they met a minimum Cronbach's alpha
threshold of 0.7 (Field, 2013) and a minimum composite reliability threshold of 0.8 (Sujati &
Akhyar, 2020). Construct validity was confirmed through convergent and discriminant validity.
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As explained by Carlson and Herdman (2012), convergent validity reflects the extent to which
two measures capture the same construct. Based on item-total correlation values and factor
loadings, for this study, convergent validity was evaluated both of which should exceed 0.7 and
average variance extracted (AVE) values for the constructs, which should be above 0.5 (Ab
Hamid, Sami & Sidek, 2017).

Discriminant validity aimed to ensure that a construct exhibits a stronger relationship with its
own indicators than with those of other constructs. It was assessed using the heterotrait-monotrait
ratio of correlations (HTMT) as recommended by Ab Hamid, Sami and Sidek (2017). While
there was some debate over the exact HTMT threshold (0.85 or 0.90), Henseler, Ringle and
Sarstedt (2015) suggest using a threshold of 0.90 for constructs that are conceptually very similar
and 0.85 for those that are more distinct. For this study, a threshold of 0.90 was selected to
determine the discriminant validity of the PLS-SEM model, as it offered a higher specificity rate
compared to the 0.85 threshold, as emphasised by Henseler, Ringle and Sarstedt (2015).

1.8.2 Structural model assessment

The structural model's inner workings were assessed to examine the connections between
endogenous (dependent) and exogenous (independent) variables. The standardised values of each
path coefficient were utilised to evaluate the proposed relationships. The significance of these
path coefficients was determined based on p-values (two-tailed) of 0.05 or lower, as per the
criteria established by Hair, Hult, Ringle and Sarstedt (2022). Moreover, Chin (1998) suggests
that a t-value exceeding 1.96 indicates a statistically significant relationship. Additionally, higher
path coefficients indicate stronger relationships between latent variables. T-values and path
coefficients were employed to assess the strength and significance of these relationships among
the variables, ensuring a comprehensive analysis of the structural model. This approach

guaranteed that the examined relationships are statistically significant and dependable.

1.8.3 Significance of The Study

Four pivotal contributions are made by this study. First, while existent research has focused on
various theories to develop the hypotheses, this study’s advances theory by integrating three
influential theories: The innovation diffusion theory (IDT), the theory of planned behaviour (TPB)
and the traditional behavioural reasoning model (TBRM). According to Rogers (2003), the IDT
suggests that the adoption of technological innovations depends on perceived attributes such as
complexity, relative advantage, trialability and observability. In this study’s context, the model
proposes that technological optimism directly influences these attributes of drop shipping,

subsequently impacting attitudes toward its adoption as a business model (Rogers, 2003).
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Secondly, this study seeks to expand the TPB by incorporating variables such as technological
optimism, characteristics from the innovation diffusion theory (IDT) and perceived enjoyment,
in addition to the traditional TPB constructs (attitude towards behaviour, behavioural intention
and actual behaviour). Expanding on the TPB, the conceptual model suggests that attitudes and
subjective norms play a crucial role in shaping the intention to use drop shipping as a

technopreneurship model (Ajzen, 1991).

Thirdly, this study aims to fill this gap by exploring the specific motivations of Gen Z
entrepreneurs, thereby offering valuable insights into their entrepreneurial behaviours and
preferences in the digital era. Hence, the study took place within the South African context to
enhance our understanding of how Gen Z perceive technopreneurship and drop shipping as a
business model with the ultimate goal of enhancing the business model among the youth. Lastly,
this study contributes to literature on drop shipping as a business model and how Gen Z can seize
the business opportunity thereby contributing towards unemployment reduction.

1.8.4 Ethical Consideration

Research authorities such as Dudovskiy (2018) strongly warn against overlooking ethical issues
in quantitative research. Permission to conduct the research from this study was obtained from
the University of the Western Cape Ethics Committee. This study ensured that informed consent
was obtained from the participating respondents through online requests and physical forms.
Respondents were provided with the right to withdraw from participating without being
questioned. Anonymity and confidentiality of the research respondents was respected. This was
done through the Humanities and Social Sciences Research Ethics Committee (HSSREC)
research ethics certification. Through the HSSREC, the project title, scope of project, location of
the study, objectives of and need for the study, questions to be answered in the research as well

as research approach/methods were presented for confirmation.

From the existential perspective of objectivism of the research, this investigation pursued a
positivistic framework seeking to discover a link between the variables presented for this analysis
and used measurement instruments for data gathering. Hence, a quantitative approach was
applied as it improved the accuracy of findings using statistical analysis. The design was suitable
to solicit the required information relating to the variables under investigation. Besides, the
approach enabled one to examine the causal relationships with the constructs used in the study.
Being quantitative, the measurement instrument was compiled from several existing scales that
were adapted to suit the purpose of the study. Once scale reliability and validity were established,
structural equation modelling (SEM) was used to test the model fit, followed by the hypotheses

testing and path modelling. Structural equation modelling was performed using the SMART PLS
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software version 4.1.0.0 and the descriptive statistics was obtained through SPSS version 28

software.

Furthermore, as the researcher for this project, there was prioritisation of several key
responsibilities to uphold ethical standards and ensure the integrity of the study. First, the
researcher ensured that all respondents were fully informed about the purpose of the study, their
voluntary participation and the confidentiality measures in place to protect their data. Informed
consent was obtained from each participant before they engage in the study. Additionally, there
was an emphasis on the voluntary nature of participation, ensuring that no coercion or pressure
was exerted on any participant to take part. Throughout the research process, there was rigorous
maintenance of the anonymity and confidentiality of respondents' responses, implementing clear
protocols for data handling and storage. Any potential sensitive issues, particularly concerning
personal beliefs or experiences, were handled with sensitivity and respect. Furthermore, there
was transparent communication to respondents that their data would be used solely for academic
research purposes and would not be used for any commercial gain. By adhering to these ethical
principles and procedures, the trust and confidence of respondents was upheld, thereby ensuring

the validity and reliability of the research findings.

Lastly, the research did not cover people under the age of 18, persons who were intellectually or
mentally impaired and persons whom | am in a professional relationship with, among others.
There was also no access to confidential information without prior consent of respondents as well
as any form of deception, among others. Self-administered questionnaire survey, which meets

the HSSREC Guidelines for pointers on data collection methods was administered.

The research data was secured and stored in a manner that ensured confidentiality and integrity.
All electronic data, including survey responses, are stored in a password-protected file to prevent
unauthorised access. The password is known only to the researcher and authorised personnel
involved in data analysis. Additionally, any physical documents containing sensitive information
were kept in a locked cabinet or room accessible only to authorised individuals. Backup copies
of the data were created regularly and stored securely to prevent loss or corruption. Furthermore,
to comply with the requirement of retaining research material for a minimum period of at least
five years, the data file will be securely stored for the specified duration. After the retention
period expires, the data will be securely deleted to ensure compliance with data protection

regulations and to safeguard participant confidentiality.

1.8.5 Chapters layouts
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This study is structured into eight chapters with the first chapter being the introduction and
background of study which sets the stage for the research, outlining the key objectives.
Technopreneurship and drop shipping as a business model among Gen Z are the main stage of
discussion. Chapter 2 is the research context providing an overview of the history of
entrepreneurship, its evolution in professional and academic settings, and an exploration of
technopreneurship and its adoption among Gen Z in South Africa. Chapter 3 covers the
theoretical grounding with the theoretical underpinnings elaborated in detail, whilst chapter 4
discusses the empirical literature grounding this study on technopreneurship and drop shipping
as a business model. The empirical literature reviewed existing research and identified gaps
which the study addressed. These include the major crisis of the current statistics of youth
unemployment as well as challenges of finding start-up capital for Gen Z entrepreneurs to engage

in entrepreneurial activities.

The conceptual model and development of the 15 hypotheses guiding the research were presented
in Chapter 5. Chapter 6 of research design and methodology details the methods and procedures
used for data collection and analysis. The analyses of the collected data are discussed in chapter
7. Chapter 8 is the discussion of results analysed from the collected data as well and the findings
implications. Also included in the chapter is the conclusion, recommendations and future
research directions and or avenues which summarises the key findings, offers recommendations

and suggests areas for future study. Table 1.1 provides an overview of the chapters of this thesis.

Table 1.1: Chapters layout

Chapter Title Description

Chapter 1 | Introduction and Sets the stage for the research, outlining key themes and
background of the objectives
study

Chapter 2 | Research context Gives an overview of the history of entrepreneurship, its evolution

in professional and academic settings and an exploration of
technopreneurship and its adoption among Gen Z in South Africa
Chapter 3 | Theoretical This chapter presents theoretical grounding of this research and
grounding the theoretical underpinnings extensively discussed

Chapter 4 | Empirical literature | Grounding this study on technopreneurship and drop shipping as
a business model

Chapter 5 | Conceptual model Presents the conceptual model and hypotheses guiding the

and hypothesis research

development

Chapter 6 | Research design and | Details the methods and procedures used for data collection and
methodology analysis.
Chapter 7 | Data analysis Analyses the collected data
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Chapter 8 | Discussion of results | Discusses the implications of the findings. Summarises the key
and Conclusion findings, offers recommendations and suggests areas for future
study

Source: Author’s own compilation

1.9 CHAPTER SUMMARY

Chapter 1 introduced the notion of technopreneurship whilst emphasising the importance of
technology in drop shipping as a business model. Gen Z is the target audience for the study as
they are more adept at technology. Furthermore, the problem statement particularly touched on
the pressing issue of high youth unemployment in South Africa. The study addressed the gap in
fully understanding the motivations and decision-making processes driving Gen Z's
entrepreneurial activities in the digital age. The research context included an understanding of
drop shipping as a business model, detailing its operational mechanisms. This study utilised three
key theories to understand the attitudes of Gen Z towards drop shipping as a business model.
Additionally, it examined the intention to use drop shipping, the actual use of drop shipping and

perceived enjoyment.

The proposed conceptual model was also outlined as well as the 15 hypotheses. The main goal
of this research was to investigate the connection between technological optimism and the factors
of Innovation Diffusion Theory in the context of drop shipping. This relationship was moderated
by perceived enjoyment to examine their influence on the intention and actual adoption of drop
shipping as a business model. Both the theoretical and empirical objectives were also discussed.
Furthermore, the study employed a systematic approach following the research onion metaphor,
which encompasses a detailed exploration of research philosophy, methodological choices,
research strategies, techniques and data collection procedures. The target population, sample
frame, sampling technique and sample size were discussed in this chapter. An overview of the
data collection, the statistical techniques for data analysis and significance of the study were

discussed. This then leads us to the chapter 2 discussing the research context.
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CHAPTER 2
RESEARCH CONTEXT

2. INTRODUCTION

Chapter two presents the research context of this study. The research context bestows an
overview of the history of entrepreneurship, its evolution in professional and academic settings
and an exploration of technopreneurship and its adoption among Gen Z in South Africa. It also
explores various business models, with a specific focus on drop shipping, examining its global
practices and advantages for student technopreneurs. Additionally, the research context
emphasises the significance of Gen Z in the study. The chapter thoroughly discusses the history
of entrepreneurship and its significance to this study. Furthermore, an overview of business
models focusing more on technopreneurship and drop shipping as a business model will be

reviewed.

It is of great significance to understand the step-by-step overview on how the drop shipping
business model operates. Moreover, there has been a lack of understanding among many
individuals on the differences between drop shipping and e-commerce. With drop shipping being
practised across the world in Africa, Europe, Asia and South Africa in particular among others,
the researcher thoroughly explains the practices across these various locations. Lastly, as this
study focuses on Gen Z cohort and student technopreneurs, Gen Z cohort will be clearly defined,
the advantages of using drop shipping for student technopreneurs as well as the relevance of Gen

Z cohort to this study.
2.1 RESEARCH CONTEXT
2.1.1 History of entrepreneurship

Entrepreneurship has been in existence for decades with the concept significantly evolving over
time. With the earliest mention of entrepreneurship dating back to the 18" century, the French-
Irish economist, Richard Cantillon, defined an entrepreneur as an individual who assumes the
risk of buying goods at certain prices and selling them at uncertain prices (Casson, 2003).
Through this definition, the groundwork for future theories of entrepreneurship was laid.
Furthermore, the idea of entrepreneurship was expanded by Jean-Baptiste Say who emphasised
that the role of an entrepreneur is an agent who allocates resources from less productive to more
productive areas, thereby contributing to economic growth (Say, 1803). The entrepreneurship
theory continued to evolve and in the 20" century, Joseph Schumpeter, introduced the concept
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of “creative destruction”. This concept posits that entrepreneurs drive economic development
through the establishment of advanced combinations of resources such as innovative services,
products and or processes that displace outdated ones (Schumpeter, 1934). Through the work of
Schumpeter, a solid foundation was laid, facilitating the modern understanding of

entrepreneurship as an enabler within innovation and economic growth.

Furthermore, Hisrich, Peters and Shepherd (2016) assert that entrepreneurship involves
identifying market opportunities, innovating new products and services as well as mobilising
resources to address those opportunities. It is of great significance to note that entrepreneurship
IS not just restricted to starting new businesses. It also includes entrepreneurial activities within
existing organisations, often referred to as intrapreneurship. Those who take part in these activities
are known as entrepreneurs and are often characterised by their innovativeness, ability to identify
and leverage new opportunities and their willingness to take risks in order to make profits. With
scholars continuously contributing towards the understanding of entrepreneurship, Baumol
(1990) differentiated between productive and unproductive entrepreneurship, arguing that not all
entrepreneurial activities contribute positively to economic development. Job creation, economic
growth and innovation are fostered through productive entrepreneurship, whilst unproductive
entrepreneurship, such as rent-seeking or organised crime, may have adverse economic impacts
(Baumol, 1990).

Shane and Venkataraman (2000) further expanded the field by defining entrepreneurship as a
process of opportunity recognition and exploitation, emphasising the roles of individual
entrepreneurs and the environmental conditions that enable entrepreneurial action. Both their
work underscored the importance of individual traits, such as creativity, persistence and risk
tolerance as well as external factors which include access to resources and market conditions in
influencing entrepreneurial success (Shane & Venkataraman, 2000). More recent studies have
also explored the intersection of entrepreneurship with technology, digital transformation and
globalisation, highlighting the dynamic and evolving nature of entrepreneurial activities (Autio,
Nambisan, Thomas & Wright, 2018). On a global scale, entrepreneurship contributes to the
creation of new businesses, which in turn lead to job creation, increased competition and
improved standards of living (Audretsch, 2007). The Global Entrepreneurship Monitor (GEM)
report suggests that countries with higher rates of entrepreneurial activity tend to experience
higher levels of the growth and development of the economy (Bosma et al., 2022). Moreover,
entrepreneurship nurtures innovation by promoting the commercialisation of new technologies
and ideas, which can strengthen not only productivity but also competitiveness in the global
marketplace (Acs, Audretsch, & Lehmann, 2013).
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Entrepreneurship is essentially of great significance in emerging markets where it can stimulate
economic diversification, reduce dependency on traditional sectors and enhance resilience
against economic shocks (Bruton, Ahlstrom, & Obloj, 2008). In developing countries,
entrepreneurship is also seen as a means to empower marginalised groups, promote gender
equality and reduce poverty by providing alternative income-generating opportunities (Minniti
& Naudé, 2010). Within the South African context, entrepreneurship is considered a vital tool
for addressing socio-economic challenges such as poverty, income inequality and high
unemployment rates. By mid-2024, South Africa’s unemployment rates rose to 33.5% with youth
unemployment for individuals aged 15 to 24 reaching 63.9%, therefore, fostering
entrepreneurship is seen as a crucial strategy for job creation and economic development
(Statistics South Africa, 2024). According to Rogerson (2018), the South African government
and various private sector entities have recognised the role of entrepreneurship in national
development and that is reflected through policy initiatives aimed at fostering an entrepreneurial

culture and supporting small and medium enterprises (SMES).

In South Africa, entrepreneurship is also significant for promoting economic inclusion and equity,
particularly among historically disadvantaged groups and provides a pathway for economic
participation and empowerment in a country where structural inequalities persist (Morris, 2021).
Moreover, entrepreneurship encourages innovation and adaptability in local markets, helping to
diversify the economy away from traditional sectors, such as mining and agriculture and into
knowledge-based and digital industries (Fatoki, 2014). For Gen Z in South Africa, born roughly
between 1997 and 2012, entrepreneurship presents a unique opportunity to navigate the
challenging economic landscape characterised by high levels of youth unemployment due to
limited formal employment opportunities. This cohort is technologically adept, innovative and
values flexibility and independence within their careers (Francis & Hoefel, 2018). The concept
further allows them to leverage their digital skills, take ownership of their careers and create new

business models that align with their values and aspirations (Maheshwari, 2022).

Drop shipping is a retail fulfilment model where the seller does not keep products in stock, but
instead transfers customer orders and shipment details to a third-party supplier, who then ships
the product directly to the customer. This model has gained popularity due to its low entry
barriers, minimal start-up costs and scalability (Alharbi et al., 2020). Within the international
context, drop shipping is regarded as an innovative approach to entrepreneurship, particularly in
digital markets, where it enables entrepreneurs to reach a global audience with relatively low

investment (Wang, 2022). For the South African Gen Z, drop shipping offers a compelling entry
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point into entrepreneurship as it allows them to tap into the growing e-commerce market in South
Africa, which has seen significant growth due to increased internet penetration and changing

consumer behaviour (Sdnchez-Garcia, 2023).

These business models for digital entrepreneurship, including e-commerce and drop shipping,
require minimal initial investment, are scalable and offer flexibility in managing business
operations (Zainal & Hamdan, 2023). This model offers a viable pathway for young people to
achieve economic development and contribute to national development. By adopting drop
shipping, leveraging their digital literacy, young South African entrepreneurs can overcome
traditional barriers to entry, such as access to capital and distribution networks, thereby

participating in the global digital economy.
2.1.2 Defining technopreneurship

Through the combination of technology and entrepreneurship elements, technopreneurship
focuses on using technological innovations to create new solutions, services and businesses
(Hernandez, 2024); meanwhile, technopreneurship reflects a form of entrepreneurship that places
technology at its core, aiming to solve real-world problems or meet market demands through
innovative approaches (Carayannis, 2014). In comparison to traditional forms of
entrepreneurship, technopreneurship is more than simply starting a business; rather, it involves
ongoing innovation, disruption of existing markets and the integration of technology

development, commercialisation and market applications (Sivunen et al., 2020).

The technopreneurship concept gained prominence when the digital revolution transformed the
global economy after the dot-com boom of the late 1990s and early 2000s, when both scholars
and practitioners recognised the significant impact of technology-driven ventures on economic
development (Beckman et al., 2014). Peter Drucker, who is often considered a pioneer in this
field, was among the first to highlight the role of technology in fostering new business
opportunities and innovative business models (Drucker, 1999). He argued that technological
innovation could distinguish competitive businesses, laying the foundation for further research

on technopreneurship.

The study of technopreneurship has evolved over the years as more scholars emphasise its role
in creating competitive advantages and fostering innovation. Shane and Venkataraman (2000)
highlighted technopreneurship as a critical mechanism for promoting economic growth,
particularly in sectors that rely heavily on knowledge and innovation. Furthermore, according to
Hisrich et al. (2016), technopreneurship is not just about starting a business; it is about continuous
innovation and market disruption. Other scholars such as Schumpeter (1934), have also
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emphasised its importance in ‘creative destruction’, where new technologies replace outdated

systems. This process drives progress and market evolution.

Technopreneurship is increasingly recognised as a significant factor in the growth of the economy
worldwide, given its ability to foster innovation, create new jobs, and increase productivity (Acs
et al.,, 2018). In many developed countries, technopreneurial ventures lead the digital
transformation, enabling industries to become more efficient and competitive (Audretsch et al.,
2019). For example, technology-driven businesses have been vital in reshaping traditional sectors
in the United States, Germany and South Korea, contributing to their economic growth and global

competitiveness (Lee & Lee, 2018).

In South Africa, technopreneurship presents a significant opportunity to address critical socio-
economic challenges such as high unemployment rates and economic inequality (Neneh & Van
Zyl, 2018). It has been recognised by both the government and private sector as a pathway to
economic development, fostering innovation and the creation of new industries (Urban & Naidoo,
2012). Moreover, technopreneurship can help integrate South Africa into the global digital
economy by cultivating a new generation of technology-savvy entrepreneurs capable of building

scalable, globally competitive businesses (Gomezelj & Kusce, 2013).

For Gen Z cohort in South Africa, technopreneurship offers a unique opportunity to leverage
their digital skills and entrepreneurial aspirations in a rapidly evolving technological landscape
(Singh & Dangmei, 2016). Growing up in a digital age, Gen Z individuals are adept at using new
technologies, making them well-positioned to explore new markets, innovate and create digital
businesses such as drop shipping, which provides access to global customers without the need
for significant capital investment (Maritz et al., 2020). As digital natives, they can experiment
with innovative business models and utilise digital platforms to reach broader markets (Van
Tonder & Marais, 2022).

There has been a growing trend of drop shipping as a business model where entrepreneurs sell
products without holding inventory. This model leverages digital platforms to manage sales,
payments and shipping, reducing financial risks and making it particularly appealing to younger,
tech-savvy entrepreneurs (Turban et al., 2018). For Gen Z entrepreneurs in South Africa, drop
shipping offers a low-cost entry into entrepreneurship, allowing them to start businesses with

minimal upfront capital and experiment with different business ideas (Chen & Sun, 2020).

On a global scale, drop shipping has become an essential part of e-commerce, enabling
technopreneurs to expand their reach to international markets with minimal risk (Zhang et al.,
2019). Within the South African context, drop shipping provides Gen Z entrepreneurs with a
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viable opportunity to engage in digital entrepreneurship, leveraging their technological skills and
adaptability to succeed in a competitive marketplace (Kellermanns et al., 2020). This model
aligns with their preference for flexible, digital-oriented careers, allowing them to explore new
markets and innovate within the confines of their digital expertise (Naicker & Peters, 2018).

2.1.3 An overview of business models

A business model is described by Teece (2024) as a blueprint that outlines how an organisation
functions, makes money and sustains itself in its market environment. A business model has
largely referred to the value architecture of a business that is, how the firm creates value, delivers
such value to its customers and captures the related payoff (Teece, 2010 & Noto, 2024). Firms’
business models are dynamic in nature and may evolve, change and be sources or vehicles of
innovation (Teece, 2018). Essentially, a business model represents the choices a company makes
about its operations, market positioning and value creation processes (Osterwalder & Pigneur,
2010). This framework usually includes several key elements, such as the value proposition,
target customers, revenue sources, cost structure, essential resources and strategic partnerships.
Peter Drucker and Michael Porter are among the early thinkers who laid the groundwork for
business models in the early 1990s when the internet and digital technologies began to reshape
how businesses operated.

Drucker (1994) stressed the importance of understanding customers and crafting a compelling
value proposition, while Porter (1985) focused on competitive strategy and value creation through
activities like supply chain management. Amit and Zott (2024) later formalised these ideas,
exploring how business models create value in digital and online contexts. Chesbrough and
Rosenbloom (2002) argued that business models should be seen as dynamic frameworks that
evolve in response to market changes and new technological developments. Teece (2010) also
highlights their importance for understanding how businesses can capture value from innovations.
Meanwhile, Osterwalder and Pigneur (2010) developed the "Business Model Canvas," a tool that
helps entrepreneurs and managers systematically design and adjust their business models based

on real-world feedback and changing conditions.

Business models are crucial for companies worldwide because they provide a strategic
foundation that helps them stay competitive and adaptable. In the global context, effective
business models enable companies to understand different market dynamics, respond to cultural
and regulatory differences, and create value in various settings (Casadesus-Masanell & Ricart,

2010). For instance, large multinational corporations, including but not limited to Amazon and
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Google, have used innovative business models to expand and dominate markets globally,

illustrating how a strong business model can drive international success (Zott & Amit, 2010).

In South Africa, with challenges such as high rates of unemployment and economic inequality,
innovative business models provide new opportunities and can help promote inclusive growth
(Herrington & Kew, 2018). Numerous South African start-ups are leveraging digital business
models to lower costs, increase market reach and improve their competitiveness in both local and
international markets (Tengeh & Choto, 2015). Furthermore, financial services firms in South
Africa are using innovative business models to serve previously underserved populations, thus

promoting financial inclusion and stability (Hietanen, 2016).

For Gen Z in South Africa, known for its digital fluency and entrepreneurial mindset (Singh &
Dangmei, 2016), business models are of great significance. Gen Z entrepreneurs can use digital
platforms and tools to design flexible and scalable business models, aligning with their preference
for agility and innovation (Maritz et al., 2020). Additionally, models that emphasise digital
marketing and e-commerce are especially relevant, as they help Gen Z entrepreneurs reach broader

markets and tap into new customer bases both locally and globally (Botha, 2019).

Furthermore, technopreneurship involves creating innovative enterprises that leverage new
technologies and having a solid business model is essential for capturing and maintaining value
from these innovations (Chesbrough & Rosenbloom, 2024). Within both the global and South
African contexts, well-designed business models help technopreneurs navigate competitive
markets, develop sound strategies and achieve growth (Clohessy et al., 2019). For Gen Z cohort
technopreneurs in South Africa, business models that focus on digital innovation and customer-
centric approaches can be especially effective in overcoming barriers like high start-up costs and

limited access to traditional markets.

In conclusion, business models are of great significance as they are essential tools that aid in
understanding how companies create, deliver and capture value. These frameworks are
applicable in both traditional and technology-driven markets, as they provide a foundation for
navigating market challenges and capitalising on opportunities. For South Africa’s Gen Z in
particular, business models provide them with frameworks essential for the transformation of

technological skills into sustainable business ventures in the forever evolving global market.
2.1.4 Drop shipping as a business model

The drop-shipping strategy was initially used in the 19th century by catalogue and mail order
companies, but it became very popular only after the development of e-commerce (Rosenblum
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and Larsen (2003). Drop shipping is a retail fulfilment method where retailers do not hold
products in stock, but instead transfer customer orders and shipment details to third-party
suppliers, who then ship the goods directly to customers. This model offers numerous advantages,
including lower start-up costs, minimised inventory management and the ability to offer a diverse
range of products without the need for physical storage (Chopra, 2018). According to Khouja
(2001), drop shipping provides university students with the flexibility to manage their businesses
from any location with internet access, making it particularly appealing to Gen Z entrepreneurs
who value flexibility and digital engagement (Khouja, 2001; Yao et al., 2008). Furthermore, this
model allows young entrepreneurs to develop essential e-commerce skills such as online
marketing, customer service and data analysis, which are crucial for their future careers (Bomani,
2015).

Additionally, drop shipping enhances overall efficiency by allowing entrepreneurs, suppliers, and
customers to focus on their respective strengths (Chopra, 2016; Ertz et al., 2016). By partnering
with suppliers who handle inventory and order fulfilment, Gen Z entrepreneurs can devote their
efforts to attracting customers and scaling their businesses through effective marketing strategies
(Hong & Lin, 2020). This business model's flexibility and scalability make it an attractive option
for new entrepreneurs entering the e-commerce sector (Taneja & Toombs, 2014; Yuetal., 2017).
According to a study by Smith (2020), the ease of entry and low financial risk associated with
drop shipping have significantly contributed to its popularity among young entrepreneurs in
various countries, including South Africa. As a result, drop shipping is not only a practical
solution for individual business needs but also a critical driver of economic participation and skill

development among young people (Statistics South Africa, 2023; Nikraftar et al., 2022).

The drop shipping business model enables entrepreneurs to start and run a retail business with
minimal overhead costs, as they do not need to manage inventory, warehouse space, or shipping
logistics (Chopra (2018). The drop shipping concept gained prominence in the early 2000s,
largely due to the rise of online marketplaces such as Amazon and eBay. Through these platforms,
small businesses, as well as individual sellers, could list products without holding stock, reducing
the risks and initial capital requirements associated with traditional retail businesses (Kawa &
Zdrenka, 2016). This resulted in the model being embraced as a way to respond to market
demands quickly, operate with greater flexibility and minimise financial risk, making it a practical

option for new entrepreneurs (Browne et al., 2006).
Furthermore, some researchers have viewed drop shipping as a transformative force in the retail

sector, enabling new players to compete with established businesses without significant capital
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investment or logistical infrastructure (Jiang & Zhang, 2020). However, there were critics that
highlight potential downsides, such as lower profit margins, less control over product quality and
delivery times and challenges in managing customer expectations (Zhang et al., 2017). Despite
these concerns, proponents argue that drop shipping offers significant advantages, particularly
for those looking to experiment with new products or enter new markets with minimal risk
(Huang & Benyoucef, 2013).

On a global scale, this business model allows companies to reach customers across borders
without the need for a physical presence in multiple locations (Ramnath et al., 2022). The model
has also lowered the entry barriers for entrepreneurs in developing countries, giving them the
opportunity to compete internationally (Khan et al., 2020). Within South Africa, the drop
shipping business model is particularly relevant due to the unique challenges faced by local
entrepreneurs, such as limited access to capital, high start-up costs and logistical complexities
(Munzhelele, 2019). The growing internet penetration and the increasing use of digital payments
in South Africa have further fuelled the adoption of online retail models like drop shipping
(Kearney, 2021).

Drop shipping is particularly significant for Gen Z in South Africa as they were born and raised
in the digital age, characterised by their entrepreneurial mindset and familiarity with technology
(Singh & Dangmei, 2016). Given the extreme levels of unemployment among the youth and
economic uncertainty in South Africa, drop shipping offers a practical solution for this generation
to build businesses with minimal initial investment (Malebana, 2017). As a technopreneurial
approach, drop shipping leverages digital platforms, automated inventory systems and online
marketing tools to create efficient, scalable and cost-effective retail operations (Chaudhary et al.,
2020). For Gen Z technopreneurs in South Africa, adopting drop shipping can provide a
foundation for building competitive businesses in the digital economy (Nkosi & Tengeh, 2021).
Both globally and locally, drop shipping aligns with digital transformation and unlocks

opportunities.

2.1.5 Understanding the drop-shipping business model: A step-by-step overview on how

it works

In today's postmodern period, drop shipping is a retail business model in which a seller builds an
online store and accepts orders for different products available in the store without having the
products in their own stock (Barcs, Pop Toader & Ighian 2022). After receiving the order, the
seller forwards it to the manufacturer, wholesaler, or another retailer, who is responsible for

immediately delivering the purchased products to the client (Barcs, et al., 2022; Zeng & Xu,
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2019). In a drop-shipping supply chain, the retailer is responsible for marketing and accepting
client orders, while the supplier maintains product inventory and delivers the order to the
consumer (Gan et al., 2010). The online retailer shares a portion of their profits with the producer
(Shi et al., 2020).

In practice, the drop shipping store operates as a website with its own domain and design.
Potential buyers come to the site through a variety of marketing strategies employed by the
business. Ideally, a percentage of these website visitors will be interested in the product, add it
to their basket and complete the purchase. The store owner then sends the order directly to a
manufacturer or a drop shipping fulfilment centre that stocks the merchandise sold online. The
manufacturer or fulfilment centre will then dispatch the product straight to the consumer, as
illustrated in Figure 2.1.

Figure 2.1: Drop Shipping Process

Client places order and Retailer forwards order to

pay $100 to retailer supplier and pays $80
==
Client Retailer’s Platform Supplier
Earn $20 Profit

Supplier ships the order directly to the client

Source: Maziriri, Chuchu, Nyagadza, Mabuyana, Maramura and Dzingirai (2025)

Drop shipping is not a cure-all but presents a practical opportunity for Gen Z cohort in South
Africa as it not only develops their digital skills but also promotes self-sufficiency through the
use of drop shipping as a business model. According to Busari et al. (2021), the drop shipping
process comprises four essential stages within the larger supply chain. The first step involves
aspiring Gen Zs in South Africa keen to use drop shipping as a business model, establishing an
online seller account with major e-commerce platforms such as Amazon, Alibaba or Lazada
(Maziriri, et al., 2025; Pretorius, 2001). These platforms serve as digital marketplaces that enable
sellers to market and sell their products. All registered sellers must comply with the specific terms
and conditions set by the platform. The second step entails retailers identifying trustworthy
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drop shipping companies providing not only competitive but also high-quality products (Zorzini,
2018). As retailers often solely rely on the information provided by the suppliers without direct
access or the means to inspect the products physically, partner reliability is significant for this

business model.

Browsing the drop shipper’s catalogue, choosing products to sell and uploading them to the
selected platform for the customer is the third step involved (Zorzini, 2018). Customers are
generally drawn to products that balance affordability with quality alongside assurances such as
return policies. Moreover, the supplier’s ability to ensure prompt shipping and delivery is
essential as it significantly influences purchasing decisions (Michael, 2017). As pointed out by
Ayanso et al. (2006), fulfilment continues to be a major challenge within e-commerce logistics.
In the fourth and final stage, retailers handle sales transactions, coordinate shipping processes,
track deliveries and confirm product receipt. The model in Figure 2.1 demonstrates how sellers
can operate without maintaining physical inventory or making initial product investments, hence

leveraging the efficiencies of the established supply chain to generate revenue (Michael, 2017).
2.1.6 Difference between drop shipping and e-commerce

The drop-shipping model allows the retailers to fully operate without the risks that may be
associated with the management of inventory thereby making it particularly appealing for
entrepreneurs looking to minimise start-up costs and streamline operations (Youderian & Hayes,
2013). Furthermore, drop shipping offers scalability and flexibility, hence enabling e-retailers to
expand their product offerings without the need for any physical storage (Khouja, 2001). Due to
the absence of inventory management as well as order fulfilment responsibilities, businesses can
simply focus on customer service and marketing, which ultimately enhances their operational
efficiency (Regan, 2023). Although drop shipping can reduce overhead costs it is also important
to note that it may lead to lower profit margins due to the competitive nature of the market (Souza,
2017); however, the convenience of this model continues to attract many entrepreneurs in the

ever-growing e-commerce landscape (Pasquali, 2023).

Unlike e-commerce, the process of drop shipping consists of multiple crucial steps facilitating,
without the retailer holding inventory, the smooth flow of goods from suppliers to customers.
The customer initially places orders through an online store initiating the first step of the drop
shipping process (Winiarski & Marcinkowski, 2023). Once the order is received, it is then
forwarded to the supplier, who confirms the order before proceeding to the final step (Vellve &
Burgos, 2018). This is then followed by the last step where the supplier, on behalf of the online
store, directly ships the order to the customer, hence completing the transaction (Comenanescu,
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2021). This model allows retailers to operate without the risks associated with inventory
management, making it particularly appealing for entrepreneurs looking to minimise start-up

costs and streamline operations (Youderian & Hayes, 2013).

The significant flexibility and scalability offered by drop shipping enables e-retailers to expand
their product offerings without the need for physical storage (Khouja, 2001). Businesses can
primarily focus on customer service and marketing due to the absence of inventory management,
resulting in improved operational efficiency (Rogers, 2023). On the other hand, while drop
shipping can reduce overhead costs, it is essential to note that it may lead to lower profit margins
due to the competitive nature of the market (Souza, 2017). Despite these challenges, the
convenience of the drop shipping model continues to attract many entrepreneurs in the ever-
growing e-commerce landscape (Pasquali, 2023). Table 2.1 illustrates the distinctions between

drop shipping and e-commerce.

Table 2.1: Difference between drop shipping and e-commerce

Aspect Drop shipping E-commerce
No inventory kept; products are Retailer owns and maintains
Inventory . . - .
sourced from third-party suppliers inventory, responsible for stock
Management : .
and shipped directly to customers. levels.
Capital Lower initial investment as there’s =g ey [ |nve§tment due t_o
the cost of purchasing and storing
Investment no need to purchase stock upfront. | .
inventory.
. Lower risk in terms of Higher risk associated with unsold
Risk Level

overstocking and unsold inventory.

inventory and storage costs.

Control Over
Products

Limited control over inventory,
reliance on supplier’s stock and
product quality.

Greater control over inventory,
product selection, and quality.

Profit Margins

Potentially lower margins due to
supplier pricing and competition.

Potentially higher margins as
buying and selling prices are
controlled by the retailer.

Relies on suppliers for shipping;

Full control over shipping

Shlppl_ng and less control over shipping times decisions, including carriers and
Handling o

and costs. shipping rates.

Challenges in customer service Direct control over customer
Customer - : . .
Service due to dependency on third-party service, potentially leading to

suppliers for order fulfilment.

better customer satisfaction.
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Encompasses a broader range of
. A subset of e-commerce focused . . .
Business business models, including

Model Scope on Strelelr Wl gl inventory management and direct
inventory. sales

Source: Fathershops (2024)
2.1.7 Drop shipping across the globe

Drop shipping, as a business model, has gained widespread recognition and adoption across the
globe, significantly reshaping the landscape of e-commerce and retail. Due to minimal initial
investment and infrastructure required, worldwide, entrepreneurs can easily start and scale their
businesses. North America, Europe and parts of Asia have well-developed infrastructure, hence
fostering the growth of drop shipping. The model's appeal lies in its ability to leverage global
supply chains while minimising the costs associated with traditional retail, such as inventory

management, warehousing and shipping logistics (Jiang & Zhang, 2020).

In the United States, drop shipping has become a significant component of the e-commerce sector,
driven by the growth of platforms like Shopify, Amazon, and eBay that provide user-friendly
interfaces and tools to help sellers connect with suppliers and manage their stores (Griffith, 2021).
In China, which is a global leader in manufacturing and e-commerce, drop shipping is supported
by extensive supply networks and wholesale markets like AliExpress, which serve as primary
sources for drop-shipped goods to global markets (Dai et al., 2022). Advances in logistics,
automation and artificial intelligence (AI) have also contributed to the model’s efficiency by
optimising order processing, inventory tracking and customer service (Rashidi et al., 2020).
Additionally, tools like automated product listing, customer relationship management (CRM)
systems, and payment gateways have helped businesses scale their drop shipping operations to

international markets (Chen et al., 2021).

While drop shipping offers numerous opportunities, it also faces several challenges in various
global markets. In developed markets like the U.S. and Europe, drop shipping businesses must
navigate competitive pressures, customer expectations for fast delivery and regulatory
compliance around product safety and consumer rights (Griffith, 2021). In contrast, in developing
markets, the challenges might revolve around infrastructure limitations, such as unreliable
internet access, payment processing issues and less developed logistics networks (Choi et al.,
2020). Referring to Southeast Asia, where digital economies are rapidly expanding, drop
shipping has emerged as an attractive business model for young entrepreneurs who are
capitalising on the region's growing e-commerce sector (Ali et al., 2023). Similarly, in Africa,

where the retail sector is relatively underdeveloped, drop shipping enables local businesses to
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connect directly with international suppliers, bypassing traditional barriers to market entry and

enabling them to compete in the global market (Nguyen & Chai, 2021).

Through the decentralisation of retail operations and the reduction of the need for extensive
warehousing, the drop shipping model has significantly impacted the global supply chains. Due
to this massive shift, most small and medium enterprises (SMEs) have seen lots of cost reduction
and greater efficiency within the supply chains. There is no longer a need to invest large sums of
capital in inventory management. Moreover, drop shipping has increased market access for
manufacturers and suppliers worldwide, allowing them to reach new customer bases without

investing heavily in distribution networks (Chen et al., 2021).

However, despite the many benefits of drop shipping, there have been complexities, such as the
need for real-time inventory updates, ensuring quality control as well as the management of
suppliers. These issues are compounded by the fact that drop shipping businesses often rely on
international suppliers, which can complicate logistics due to varying customs regulations, tariffs,
and shipping delays (Rashidi et al., 2020). In the future, drop shipping is closely tied to the
ongoing advancements in technology and consumer behaviour shifts. Emerging technologies such
as blockchain could offer greater transparency in supply chains, addressing issues of trust and
authenticity that have plagued some drop shipping businesses (Zhu & Ma, 2022). Additionally,
the rise of social commerce and the growing influence of social media towards shaping consumer
purchasing decisions are likely to provide new avenues for drop shippers to reach customers
globally (Koh & Venkatesh, 2023). Overall, despite the challenges faced within the drop shipping
market, there is still anticipated exponential growth due to its flexibility, low entry barriers as

well as alignment with the digital transformation.
2.1.7.1 Drop shipping in Europe

Among the business models in Europe, drop shipping has become increasingly popular as it is
driven by the region’s diverse consumer markets as well as the robust e-commerce. European
entrepreneurs and small businesses are embracing drop shipping due to its low entry barriers,
reduced financial risk and the ability to access a wide range of products without holding inventory
(Bertram & Vdgele, 2021). Minimised overhead costs and fewer logistical complexities are what
makes this business model appealing to start-ups and new business owners. In major European
markets like the United Kingdom, Germany and France, drop shipping is growing rapidly,
supported by the widespread adoption of digital platforms such as Shopify, WooCommerce and
Amazon Marketplace. These platforms provide the necessary tools and infrastructure to manage

online stores, automate inventory management, and handle customer interactions efficiently
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(Hagberg, Sundstrom, & Egels-Zanden, 2021). Moreover, consumers in these markets are

increasingly comfortable shopping online, fuelling the growth of drop shipping.

Additionally, consumers in these markets are increasingly comfortable with online shopping,
hence further fuelling the growth of drop shipping businesses. There are also still some challenges
within the European context particularly concerning the market dynamics and regulatory
compliance. The European Union (EU) has stringent regulations related to consumer protection,
data privacy (such as GDPR) and product safety, which drop shipping businesses must adhere to
(Nielsen, Mols, & Bornstein, 2020). The regulations can create barriers for those sourcing
products outside the European Union. Drop shipping business owners could receive more
pressure from their consumers as they have high expectations of fast delivery, product quality as
well as transparent return policies. In order to address these challenges, many European drop
shippers are increasingly looking for suppliers within the EU to reduce shipping times and

mitigate regulatory risks (Wentrup & Strém, 2022).

Additionally, the growing demand for niche products, such as eco-friendly goods, vegan products
and sustainable fashion, has opened new avenues for drop shipping businesses to differentiate
themselves and target specific consumer segments (Ghezzi, Cavallo, & Rangone, 2021).
Leveraging the local logistics networks and partnerships in order to improve customer
satisfaction through delivery efficiency is another opportunity that lies within the model.
Collaborating with local warehouses and fulfilment centres can help drop shippers reduce
delivery times and costs, enhance the customer experience and build trust with European

consumers (Matopoulos, Vlachopoulou, & Manthou, 2022).

Technology continuously plays a crucial role in the drop shipping evolution across Europe.
Artificial intelligence (Al) is an advanced tool used for demand forecasting, inventory
management as well as blockchain for supply chain transparency are helping drop shippers
optimise their operations and offer better services to their customers (Kshetri, 2021). Looking
ahead, consumers are increasingly concerned about the environmental impact and ethical
sourcing, pushing drop shippers to adopt more transparent supply chains and offer sustainable
product options (Bocken, Short, Rana, & Evans, 2020). With technologies becoming increasingly
accessible, the trend towards sustainable and ethical business practices is expected to shape the

future of drop shipping in Europe.
2.1.7.2 Drop shipping in Asia

In Asia, drop shipping has seen substantial growth, becoming a popular business model among
both the established enterprises and new entrepreneurs. The widespread adoption of e-commerce
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across the region, coupled with the rapid digital transformation and high internet penetration rates,
has significantly contributed to the rise of drop shipping (Li & Fang, 2022). Major markets such
as China, India and Southeast Asian countries like Indonesia, Thailand, and the Philippines have
become hotspots for drop shipping businesses due to their large consumer bases and increasing

demand for online shopping (Gong, Liu, & Wu, 2023).

The popularity of drop shipping in Asia can be attributed to several factors, including lower
operational costs, access to a variety of products, as well as the ability to scale businesses quickly
without the need for large initial capital investments (Zhang, Lee, & Luo, 2021). Shopify, Lazada,
Shopee and Alibaba are among the digital platforms that Asian entrepreneurs have effectively
utilised due to their comprehensive solutions for online store management, payment processing,
and logistics handling (Kumar et al., 2023; Nguyen et al., 2023). Drop shipping further enables
small businesses to access global markets, empowering them to compete on an international scale

with much larger companies (Li et al., 2023; Wang & Zhang, 2023)

Furthermore, the rapid growth of drop shipping in Asia is driven by the region's strong
manufacturing base and well-developed supply chains. Countries like China and Vietnam are
major global manufacturing hubs, producing a vast array of goods at competitive prices, which
are ideal for drop shipping (Chen, Sun, & Zhang, 2021). Moreover, Asia's digital-savvy
population, particularly among younger generations, has been instrumental in the growth of

online shopping and by extension, drop shipping businesses (Yoo, 2023).

While drop shipping is widespread in Asia, it also faces its own unique challenges with high
levels of competition, both locally and internationally, being one of the major issues.
Additionally, logistical hurdles such as customs regulations, varying delivery times, and
inconsistent quality control can impact customer satisfaction and retention (Wang, Li, & Chen,
2022). Moreover, there is a growing concern over counterfeit goods and fraudulent suppliers,
particularly in markets like China, which can damage the reputation of drop shipping businesses

and deter potential customers (Lai, Wong, & Cheng, 2021).

Despite these challenges, the Asian drop shipping market still presents numerous opportunities as
the region’s vast and diverse markets offer significant potential for growth. For instance, there is
a growing demand for specialised goods such as eco-friendly products, health supplements, and
unique fashion items, which allows drop shippers to carve out a unique market position (Chin,
Teng, & Ho, 2022). Moreover, advances in technology, such as machine learning, artificial
intelligence, as well as blockchain, are transforming the drop shipping landscape in Asia by
enabling better inventory management, enhancing supply chain transparency and improving
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customer experience (Nguyen & Tran, 2023). Therefore, Asian drop shippers can enhance their
operations through technology optimisation whilst remaining competitive in an increasingly

competitive marketplace.

Looking ahead, the drop shipping market in Asia is expected to continue growing, driven by
increasing internet penetration, a booming e-commerce sector and the rise of digital
entrepreneurship (Kim, Park, & Lee, 2023). Despite the continuous growth, there is a need for
businesses to adapt to the region’s evolving data protection concerns, consumer rights as well as
fair trading practices. Lastly, there is a strong push towards sustainable and ethical business
practices, which may encourage drop shippers to focus on more sustainable sourcing and

transparent supply chains (Lim, Chai, & Tan, 2023).
2.1.7.3 Drop shipping in Africa

In the African continent, drop shipping has gradually gained traction due to the rapid and
exponential growth of mobile technology use paired with internet access and availability of e-
commerce platforms. The drop shipping model is particularly appealing in Africa due to its low
start-up costs, minimal inventory requirements and flexibility, which makes it accessible to a
wide range of entrepreneurs, including young people and small business owners (Asare et al.,
2022). Countries such as Nigeria, Egypt, Kenya and South Africa are emerging as key markets
where drop shipping is being explored as a viable business model, leveraging platforms like
Jumia, Takealot and Kilimall (Mwiti, 2021).

Due to the increase in mobile penetration and internet services, the growing youth population has
become more eager to engage in entrepreneurial activities resulting in massive adoption of drop
shipping as a business model as the demand for online shopping rises. Additionally, the model
allows entrepreneurs to sell a wide range of products without incurring significant overhead costs
associated with warehousing and inventory management (Omokaro-Romanus et al., 2023).
Given the limited availability of capital for traditional businesses in Africa, this business model

is of great significance.

Despite its potential, drop shipping in Africa faces several challenges. One of the major
challenges is the continent's underdeveloped logistics and supply chain infrastructure, which can
lead to delays in product delivery and difficulties in maintaining customer satisfaction (Adeyemi
& Ogunsanya, 2022). Furthermore, many African countries face issues with payment systems
and financial inclusion, which can complicate online transactions and affect the reliability of drop
shipping operations (Mutungi, 2023).
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There is also a lack of trust among consumers in many African markets regarding online shopping,
primarily due to concerns over fraud, counterfeit products and unreliable service (Gichuru, 2023).
As a result, entrepreneurs engaged in drop shipping must invest more effort into building their
brand credibility and ensuring product quality to overcome these trust issues. Additionally,
regulatory challenges, such as import duties, customs procedures and differing regulations across
countries, pose further barriers to the growth of drop shipping in Africa (Ndayisenga &
Mazimpaka, 2021).

Despite the existing challenges, there are still many opportunities for drop shipping as a business
model within the African context. The continent's young and digitally savvy population is
increasingly adopting e-commerce as a preferred shopping method, and drop shipping allows
them to access a broader range of products that may not be readily available locally (Kang'ethe
& Waweru, 2022). Entrepreneurs can leverage the growing demand for unique and niche
products, such as African fashion, artisanal goods and specialised health products, by using drop

shipping to reach international markets (Akpan & Udoh, 2022).

Due to ease of reach and accessibility through the internet, international partnerships are
emerging as a key driver for the growth of drop shipping in Africa. By partnering with global
suppliers and leveraging international e-commerce platforms, African entrepreneurs can offer
competitive products while minimising operational risks and costs (Mbatha, 2023). Additionally,
technological advancements such as mobile payment solutions and digital marketing tools are
helping to bridge some of the infrastructure gaps, enabling drop shippers to reach a wider

audience and streamline their operations (Chauke et al., 2023).

In Africa, the future of drop shipping looks promising due to the continuous improvement of the
digital infrastructure as well as consumers becoming more comfortable with shopping online.
With increasing government support for digital entrepreneurship and e-commerce, there is
potential for drop shipping to become a significant contributor to economic growth and job
creation on the continent (Ajakaiye et al., 2023). Additionally, as young people across Africa
increasingly embrace digital skills and technologies, drop shipping offers a pathway for them to
create income and employment opportunities, thus addressing issues of youth unemployment and

underemployment (Oduwole & Opeke, 2023).
2.1.7.4 Drop shipping in South Africa

Among the South African entrepreneurs, drop shipping offers several benefits, which include
low entry barriers and the absence of substantial capital investment in inventory, warehousing,
or logistics, many individuals, including young entrepreneurs, can start their businesses with
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limited financial resources (Mhlongo, 2023). This is particularly significant in a country with
high youth unemployment rates, where drop shipping provides an accessible avenue for

generating income and gaining business experience (Sibanda & Nyathi, 2022).

Drop shipping also offers flexibility by enabling South African businesses to offer customers a
variety of products with no inventory in hand. This flexibility allows entrepreneurs to adapt
quickly to market trends, consumer preferences and seasonal demands, offering a dynamic range
of products with minimal risk (Mason & Cadzow, 2023). Additionally, the model facilitates
cross-border trade, allowing South African entrepreneurs to sell products to international markets
without the complexities of global logistics (Parker, 2023).

Apart from several benefits, challenges are also faced with a major one being the cost and
reliability of shipping and logistics across the country. South Africa's geographic location can
result in longer delivery times and higher shipping costs, particularly for international orders
(Ngcobo & Mahlangu, 2022). Additionally, the country's logistics infrastructure, while
developing, still faces challenges such as unreliable postal services and expensive courier fees,

which can impact the reliability of drop shipping operations (Makhado, 2023).

Trust among South African consumers is still a major challenge due to their concerns over fraud,
counterfeit products and unreliable services (Chigada & Hirschfelder, 2023). As a result, drop
shippers must invest in building a trustworthy brand image and provide excellent customer
service to gain consumer confidence (Soko, 2023). Regulatory challenges, including import
duties, customs regulations and compliance with consumer protection laws, can also pose barriers
to growth for drop shipping businesses in South Africa (van der Westhuizen & de Klerk, 2022).
However, despite the challenges, the continued growth of e-commerce and digital technology
adoption presents a significant opportunity for entrepreneurs to tap into both local and global
markets. With the right strategies and partnerships, South African drop shippers can overcome
logistical and regulatory hurdles and build successful businesses (Mkhize & Smith, 2023).

With South Africa having the highest mobile phone penetration rates in Africa, new opportunities
for drop shipping have been created as consumers increasingly prefer online shopping using their
smartphones. Deducing from this trend, new possibilities for entrepreneurs to reach a larger
audience and expand their businesses open up (Mbatha & Ndlovu, 2022). For Gen Z cohort in
particular, accessible entry points into entrepreneurship are what drop shipping offers them. This
cohort is digitally native, highly adept at using technology and often prefers flexible work
arrangements over traditional employment (Mawela & Chamane, 2023). Furthermore, it provides

an opportunity to create a scalable business that can grow with them over time (Khosa &
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Lekhuleni, 2022). The young entrepreneurs also get the opportunities to offer niche and
sustainable products locally made, whilst resonating with their values. This aligns with the
growing trend among Gen Z consumers toward ethical and socially responsible shopping,
providing a competitive edge for businesses that embrace these values (Twala & NKkosi, 2023).

2.1.8 Advantages of drop shipping for student technopreneurs

One of the main advantages of drop shipping for student technopreneurs is the low start-up cost
associated with this business model. Unlike traditional retail businesses, which require a
significant upfront investment in inventory, warehousing and shipping, drop shipping allows
entrepreneurs to launch an online store with minimal financial resources (Mansoor, 2023). This
is particularly beneficial for students who may have limited access to capital. By eliminating the
need to purchase stock upfront, student technopreneurs can reduce financial risk while

experimenting with different products and market segments (Shah et al., 2022).

Drop shipping provides a high level of flexibility and scalability, which is crucial for student
entrepreneurs balancing academic responsibilities with business ventures. Since the drop
shipping model does not require the entrepreneur to manage physical inventory, they can run
their business from anywhere with an internet connection. This flexibility enables students to
manage their businesses during their free time, making it easier to balance work and studies
(Akbari et al., 2023). Furthermore, the scalability of drop shipping allows student entrepreneurs
to quickly add new products to their stores and expand their business without worrying about
storage or supply chain constraints (Rahman & Hussain, 2023).

Another significant advantage of drop shipping for student technopreneurs is the ability to offer
a wide range of products without investing heavily in inventory. This model enables
entrepreneurs to efficiently test various products to determine which ones resonate with their
target market (Lee & Jung, 2023). For students, this means they can experiment with different
niches and product categories to find the most profitable options without incurring significant
costs. Additionally, they can adjust their product offerings in real time based on customer demand

and market trends, which helps them remain competitive (Chen et al., 2022).

Drop shipping allows student technopreneurs to access global markets more easily than
traditional retail models. By partnering with suppliers from different countries, they can offer
products to customers worldwide, expanding their market reach beyond local or regional
boundaries (Khan et al., 2022). This access to a broader audience can be particularly beneficial
for students interested in learning about international business dynamics and gaining experience

in global commerce (Meyer & Landsman, 2023). It also enables them to leverage currency
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exchange rates, diverse consumer preferences and seasonal demands across different markets,

thereby increasing profitability (Chen et al., 2022).

Drop shipping further reduces overhead costs, such as warehousing, storage and shipping, which
can be particularly burdensome for new entrepreneurs. Without the need to manage these
logistics, student technopreneurs can focus their resources on marketing, customer service and
business development (Ali & Shafig, 2023). The reduced risk associated with not holding
inventory is another benefit, as it minimises the potential losses from unsold stock (Mansoor,
2023). This is especially advantageous for students who may not have the financial buffer to

absorb such losses.

Engaging in drop shipping provides student technopreneurs with a practical learning experience
in entrepreneurship and digital marketing. Through managing a drop shipping business, students
can develop skills in areas such as search engine optimisation (SEO), online advertising, social
media marketing, customer relationship management and data analysis (Ghezzi et al., 2023).
These skills are not only valuable for running their businesses but also enhance their
employability in the job market (Akbari et al., 2023). Additionally, the hands-on experience
gained from dealing with real customers, suppliers and logistics partners offers invaluable

insights into the complexities of running a business (Shah et al., 2022).
2.1.9 Understanding Gen Z cohort

While the exact birth years defining this group can vary slightly depending on the source, Gen Z
generally includes individuals born from the mid-to-late 1990s through the early 2010s (Dimock,
2019). This generation is often abbreviated as Gen Z, following the demographic cohort of
Millennials also known as Generation Y. Being brought up during the time of rapid technological
advancements, economic instability and significant social changes has shaped Gen Zs behaviours,
attitudes and preferences in certain ways. Gen Z is the first cohort to grow up with the internet
and digital technology as an integral part of their everyday lives, earning them the nickname
‘digital natives’ (Turner, 2015). They have been surrounded by smartphones, social media and
instant access to information since childhood, which has profoundly impacted their
communication styles, learning methods and consumer behaviours (Seemiller & Grace, 2018).
They are often described as being highly adaptable, tech-savvy and entrepreneurial, with a
preference for visual content and short-form communication platforms such as TikTok, Instagram
and Snapchat (Patel, 2017).

Socioeconomically, Gen Z has been shaped by events such as the global financial crisis of 2008,
which impacted many of their families and the COVID-19 pandemic, which has further
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influenced their views on work, health and security (Pew Research Centre, 2021). These
experiences have made them more pragmatic and financially cautious compared to previous
generations (Francis & Hoefel, 2018). They value stability, flexibility and social responsibility,
often seeking purpose-driven work and aligning themselves with brands that reflect their values,
such as sustainability, diversity and inclusivity (Schroth, 2019).

Gen Zs entrepreneurial spirit is a notable characteristic, with many members of this cohort
expressing interest in starting their own businesses or pursuing non-traditional career paths
(Dimock, 2019). In South Africa, for example, the high youth unemployment rate has motivated
many Gen Z individuals to explore entrepreneurship, including digital business models like drop
shipping, as viable career options (Gindling & Newhouse, 2014). They can successfully do so by

leveraging their familiarity with digital platforms, tools and online resources.
2.1.10 The relevance and significance of Gen Z cohort to the study

In comparison to the traditional retail models that require significant upfront investments in
inventory, management and logistics, drop shipping allows entrepreneurs to run online stores
with minimal capital expenditure. This alignment with Gen Zs technological savvy and
entrepreneurial spirit makes drop shipping particularly appealing to this cohort. Gen Z
entrepreneurs are naturally inclined towards leveraging digital tools and platforms to create and
manage their businesses (Chen & Sun, 2020; Novak & Miheli¢, 2018). Despite these clear
advantages, more research is needed to fully understand why Gen Z entrepreneurs are specifically

drawn to this business model.

Existing literature suggests that factors such as entrepreneurial intentions, risk perceptions and
digital skills play significant roles in the decision to adopt drop shipping (Goh et al., 2019;
Priporas et al., 2017). However, there is still a shortage of empirical studies examining the
motivations behind drop shipping adoption among Gen Z, underscoring the need for this research
(Djafarova & Bowes, 2021; Kraus et al., 2019). This study aims to fill this gap by investigating
the specific motivations of Gen Z entrepreneurs, thereby offering valuable insights into their

entrepreneurial behaviours and preferences in the digital era.

Gen Z, often referred to as ‘digital natives’, have grown up with ubiquitous access to the internet,
smartphones and social media platforms, making them highly adept at using technology in
various aspects of their lives (Turner, 2015). This digital fluency is a critical factor in
technopreneurship. Technopreneurship, which involves leveraging digital tools and technologies
to create innovative business solutions, aligns with the inherent skills and preferences of Gen Z
(Francis & Hoefel, 2018). Gen Zs entrepreneurial mindset is a significant factor in their relevance
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to technopreneurship. Studies indicate that many Gen Z individuals aspire to start their own

businesses or work independently, valuing autonomy, flexibility and innovation (Schroth, 2019).

As a business model that minimises upfront costs without requiring inventory, drop shipping
presents a significant opportunity for Gen Z cohort. It allows them to enter the market with lower
financial risk, utilise their digital marketing skills and reach global audiences via e-commerce
platforms (Roch, 2021). Gen Zs entrepreneurial ambitions make drop shipping a pertinent area
for research within the context of technopreneurship. In South Africa, where youth unemployment
rates are particularly high, technopreneurship offers a viable alternative for generating income
and promoting economic participation among Gen Z (Gindling & Newhouse, 2014). Given their
high familiarity with digital tools, social media and online shopping behaviours, South African
Gen Z individuals are well-positioned to adopt drop shipping as a business model, offering a

pathway to financial independence and economic empowerment (PwC, 2020).

As more young people embrace digital entrepreneurship, they contribute to job creation,
innovation and economic diversification in their respective countries (Ndemo & Weiss, 2017). In
the South African context, promoting technopreneurship among Gen Z can help reduce
unemployment, boost local economic development and encourage a culture of innovation. This
is in line with national development goals, which emphasise youth empowerment and
technological advancement as critical components of sustainable economic growth (South
African Department of Economic Development, 2019). In conclusion, the relevance of Gen Z
cohort to technopreneurship, particularly through the lens of drop shipping as a business model,
is underscored by their digital proficiency, entrepreneurial ambitions and adaptability to the
rapidly evolving technological landscape. Encouraging Gen Z's involvement in digital
entrepreneurship not only empowers this generation but also contributes to broader economic and

societal objectives, both internationally and in South Africa.
2.2 CHAPTER SUMMARY

The chapter discussed the context of the research which entails the history of entrepreneurship,
its evolution in both professional and academic settings as well as its adoption among Gen Z
cohort in South Africa. The chapter further discussed technopreneurship, drop shipping as a
business model, understanding the drop-shipping business model: a step-by-step overview of its
operation, the difference between drop shipping and e-commerce, drop shipping across the globe,
drop shipping in Asia, Africa and South Africa, advantages of using drop shipping for student
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technopreneurs, defining the Gen Z cohort and the relevance and significance of the Gen Z cohort

to this particular study.
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CHAPTER 3
THEORETICAL GROUNDING

3. INTRODUCTION

The previous chapter, Chapter 2, covered the context of research for this study. The current
chapter, chapter 3, explores key theoretical frameworks. It is imperative to identify a theoretical
framework for guidance as it helps create the academic context for this study in particular
(Kolanchu, 2011). Theoretical framework is an in-depth look at current theories in comparison
to the research goals. Hence, a theoretical framework is an explanation of well-developed events
which help the researchers to not only locate their studies but also signal the origin of their
proposed research (Jansen & Vithal 2010). Moreover, Creswell (2009) notes that the theoretical
framework encompasses literature that helps with the understanding of concepts which surround
the research on a broader note. For that reason, chapter 3 presents theories that serve as the

theoretical literature of the study.

A theory is therefore an essential tool for research, stimulating the advancement of knowledge
(Inglis & Maclean, 2005). In addition, VVosloo (2014) agrees that a theory is primarily concerned
with explaining resulting in the focus on the determination of cause and effect relationships
between variables. Comprehensively, theoretical frameworks help the researcher summarise
relevant and necessary previous information whilst guiding the future course of action (Vosloo,
2014). Simultaneously, the formulation of a theory may reveal missing connections, as well as
the excess data required to understand how things are interconnected fully and to establish sets

of generalisations or propositions (Henning et al., 2004).

To establish the theoretical framework supporting the theory of a study research, the foundation
of the theory is presented. The existing body of research includes various theories and models
designed to predict and explain the behaviours of Gen Z in relation to drop shipping. This study
utilised three key theories to understand their attitudes towards drop shipping as a business model.
The three theories are the theory of planned behaviour (TPB) and its extensions, the traditional
behavioural reasoning model (TBRM) and the innovation diffusion theory (IDT). The theoretical

foundations of this work are further explained in the following sections.
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3.1 THE THEORY OF PLANNED BEHAVIOUR (TPB)

The next section discusses the origin, theoretical foundation and the relevance of the theory of
planned behaviour to this study. The section also evaluates the merits and demerits of the theory

of planned behavior. Introduce figure 3.1

Figure 3.1: The theory of planned behaviour (541620)
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Source: Adapted from Leong, Hew, Ooi, Metri, and Dwivedi (2023)
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3.1.1 Foundation and relevance of the theory of planned behaviour (TPB)

The theory of planned behaviour is grounded in three major constructs that collectively shape an
individual’s behavioural intentions, namely subjective norms, attitudes towards the behaviour
and perceived behavioural control. In terms of attitude, which refers to either the negative or
positive evaluations of performing a certain behaviour, if an individual has the belief that
engaging in a particular behaviour, such as starting a drop shipping business, will lead to
favourable outcomes, they are more likely to form a strong intention to perform that behaviour
(Ajzen, 1991). Pressures to either perform or not that arise from a society based on the

individual’s beliefs are known as subjective norms.

In the context of drop shipping, if a Gen Z individual perceives that their peers or influencers
endorse entrepreneurial ventures, they may be more inclined to adopt such a business model
(Armitage & Conner, 2001). Lastly, there is perceived behavioural control, which is known as
an individual’s ability to perform their behaviour after considering both internal (skills and
knowledge) and external (opportunities and resources) factors. It is akin to self-efficacy and is
particularly relevant when considering entrepreneurial activities, such as drop shipping, which
may require specific digital skills and access to technological resources (Bandura, 1997; Ajzen,
2002).

In terms of the application of the TPB theory as a useful framework to comprehend the
influencing factors towards technopreneurship and drop shipping, the attitudes of Gen Z toward
digital entrepreneurship, the influence of social norms (such as peer networks and online
communities) and their perceived control over utilising digital tools can significantly affect their
intentions to engage in drop shipping (Ajzen, 2011; Lifidn & Chen, 2009). Internationally, the
TPB has been extensively used to explore entrepreneurial intentions across various cultural and
demographic contexts. Research indicates that subjective norms, attitudes and perceived
behavioural control collectively predict entrepreneurial intentions effectively (Kautonen, van
Gelderen, & Fink, 2015). The theory has proven particularly useful in identifying how different
cultural factors and societal norms influence the intentions and behaviours of entrepreneurs in

different regions (Krueger, Reilly, & Carsrud, 2000).

In terms of the relevance of TPB within the South African Gen Z context, attitudes toward
entrepreneurship, shaped by the potential for economic empowerment and independence, are key
motivators (Herrington, Kew, & Mwanga, 2017). The influence of subjective norms, including
community support and mentorship and perceived behavioural control, such as access to digital

resources and knowledge, play a critical role in determining their entrepreneurial behaviours
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(Urban, 2015). It is of great significance to apply the TPB theory as it helps in understanding the
determinants of behavioural intentions which are perceived control, subjective norms and
attitudes. Enhancing perceived behavioural control through educational programs and digital
training can empower more young people to consider and adopt drop shipping as a viable
business model (Ndofirepi, 2020). In conclusion, this theory can offer valuable insights on how
technopreneurship can be fostered and supported among the young people in South Africa and

beyond.
3.1.2 Merits and demerits of the theory of planned behaviour (TPB)

The theory posits various merits with the major three being comprehensive understanding of the
model, applicability across various contexts and enhanced predictive power. According to
Westaby (2005), first, by incorporating specific reasons, the theory offers improved predictive
capabilities due to the model’s reliability for behavioural intention prediction and to a lesser
extent, actual behaviour. Secondly, within the context of applicability across various contexts,
the theory’s flexibility allows it to be applied in diverse fields from technopreneurship to policy
making (Claudy et al., 2015). Lastly, the theory accounts for both inhibiting and facilitating

factors providing a holistic view of the decision-making process.

The Theory of Planned Behaviour (TPB) is widely used but has limitations. One major drawback
is its reliance on rational decision-making, overlooking the impact of emotions, unconscious
influences, and personal passions on entrepreneurial behaviour (Wardana, A'zizah, Abas, &
Kusumawati, 2025; Maziriri, Dzingirai, Nyagadza, & Mabuyana, 2024). While TPB explains
intentions well, it struggles to predict actual behaviour accurately, often resulting in a gap
between intentions and entrepreneurial actions (Makwara, Iwu, Sibanda, & Maziriri, 2024).
Contextual and cultural factors, such as socio-economic challenges and cultural norms in
countries like Zimbabwe and South Africa, can disrupt the link between intention and behaviour
(Maziriri, Nyagadza, Chuchu, & Mazuruse, 2024; Maulana, Nur, Erik, Firdaus, & Damanik,
2025; Maziriri, Mabuyana, & Nyagadza, 2025). Additionally, TPB's focus on individual
cognition overlooks factors like technological optimism and perceived enjoyment, which can
significantly influence entrepreneurial outcomes beyond personal attitudes or perceived control
(Maziriri, Mabuyana, & Nyagadza, 2025). These limitations suggest the need for an extension of
the TPB.

3.1.3 The extension of the theory of planned behaviour (TPB)

The theoretical implications of this study lie in its extension of TPB. Precisely, the TPB model
demonstrates that there are three predictors which guide human intentions and these are
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subjective norms, attitude towards behaviour and perceived behavioural control. However,
Despite the TPB model being widely used to examine the intentions of consumption, scholars
have noticed the lack of domain-specific factors in the model (Armitage & Conner, 2001; Donald
et al., 2014). An increasing number of studies have extended the TPB model by including new
constructs (Maziriri, et al., 2023; Jang et al., 2015; Maichum et al., 2016; Read et al., 2013).
Besides the traditional TPB constructs (i.e., attitude towards behaviour, intention and user
behaviour) this study extended the TPB by including other variables such as technological
optimism, perceived relative advantage, trialability, perceived enjoyment, complexity and
observability to measure the adoption of drop shipping by the Gen Z cohort.

Intention plays a pivotal role in understanding human behaviour, particularly when it comes to
adopting innovative practices like drop shipping. Rooted in the TPB, intention reflects an
individual's readiness or conscious decision to engage in a specific activity (Ajzen, 2023). In the
context of technopreneurship among Gen Z in South Africa, understanding intention is not
merely an academic exercise; it is a critical lens for interpreting how and why this cohort
gravitates towards drop shipping as a business model. By exploring the psychological
underpinnings of intention, researchers and policymakers can uncover actionable insights to
nurture entrepreneurial activity in a manner that aligns with the unique characteristics and
aspirations of Gen Z (Ndofirepi, 2023).

Since the inception of the TPB, it has provided a robust framework for explaining and predicting
behaviour, relying on three key predictors, subjective norms, attitude towards behaviour and
perceived behavioural control (Ajzen, 1991). While these constructs have proven invaluable,
scholars have long acknowledged the model's limitations in addressing domain-specific factors,
particularly in entrepreneurial contexts (Armitage & Conner, 2001; Donald et al., 2014). Over
time, TPB has evolved, with researchers incorporating additional variables to enhance its
explanatory power. For example, studies have extended TPB to include constructs such as self-
efficacy, habit and moral obligation, revealing new dimensions of human intention and behaviour
(Maziriri et al., 2023; Jang et al., 2023). In technopreneurship, these extensions provide a more
refined understanding of the motivating factors behind innovative practices, such as drop
shipping, particularly in youth-driven markets like South Africa (Ratten, 2023).

Building on this foundation, the current research extends TPB by introducing constructs uniquely
suited to the digital entrepreneurial landscape. Variables such as technological optimism,
perceived relative advantage, trialability, complexity, observability and perceived enjoyment
enrich the traditional TPB framework, capturing the multifaceted nature of drop shipping

adoption among Gen Z (Goh et al., 2023). Notably, technological optimism, a belief in the
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potential of technology to improve lives, has emerged as a particularly influential factor,
reflecting Gen Zs deep integration with digital tools and platforms (Borges et al., 2023). Notably,
findings also suggest that perceived enjoyment, often viewed as a secondary consideration, plays
a central role in sustaining entrepreneurial activities, emphasising the importance of intrinsic

motivation in this cohort (Chen et al., 2023).

The inclusion of these additional constructs provides a more comprehensive understanding of
intention and behaviour, underscoring the importance of contextualising TPB within specific
domains. For example, trialability and perceived relative advantage help explain why drop
shipping appeals to Gen Z entrepreneurs, offering low-risk opportunities to test and scale their
ideas (Pavlou, 2023). Similarly, complexity and observability shed light on the barriers and
facilitators of adoption, enabling targeted interventions to support young technopreneurs (Zhou
et al., 2023). By synthesising these insights, it becomes clear that extending TPB is not just about
adding variables but about creating a richer, more adaptive framework capable of addressing the

unique challenges and opportunities of the digital age.

This extended TPB framework has far-reaching implications for entrepreneurship, education and
policy in South Africa and beyond. For educators, these insights can inform the design of
programs that build digital and entrepreneurial skills while fostering optimism and creativity.
Policymakers can use this framework to develop initiatives that reduce barriers to entry for young
entrepreneurs, ensuring that drop shipping and similar models become accessible pathways to
economic participation (Ndofirepi, 2023). Finally, this research contributes to the broader
discussion on innovation and technopreneurship, offering a forward-looking perspective on how
digital technologies can empower the next generation of entrepreneurs to drive growth and
transformation in the global economy.

3.2 TRADITIONAL BEHAVIOURAL REASONING MODEL (TBRM)

The next section discusses the origin, theoretical foundation and the relevance of the traditional
behavioural reasoning model to this study. The section also evaluates the merits and demerits of

the traditional behavioural reasoning model.
3.2.1 Brief origin of the theory

The second theory applied in this study is the traditional behavioural reasoning model (TBRM),
which provides a structured framework for understanding the processes of decision-making by
incorporating cognitive, affective and situational factors (Hammond, 1996). TBRM focuses on

evaluating alternatives, considering both intrinsic and extrinsic factors and perceiving
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opportunities through the cognitive appraisal of available information (Hammond, 1996).
Applying TBRM to the adoption of drop shipping among Gen Z entrepreneurs offers insights
into the motivations and considerations that shape their decisions (Hammond, 1996; Westaby,
2005). This model predicts behavioural intentions and actions by integrating cognitive and
affective processes, providing a comprehensive understanding of Gen Z's engagement with

technopreneurship in the digital era (Hammond, 1996).
3.2.2 Foundation and relevance of the traditional behavioural reasoning model (TBRM)

The traditional behavioural reasoning model (TBRM) is highly relevant to this study as it helps
explain the motivations behind Gen Z's adoption of drop shipping in South Africa. TBRM
focuses on understanding the reasons that drive attitudes, intentions and behaviours. In this
context, the innovation diffusion theory (IDT) characteristics, such as compatibility, relative
advantage and complexity play a significant role in shaping positive attitudes towards drop
shipping. These attitudes, influenced by technological optimism, then lead to the intention to
adopt drop shipping. Additionally, perceived enjoyment acts as a moderator, influencing both
intention and actual behaviour. By applying TBRM, this study can comprehensively model how
these factors interact to drive the adoption of drop shipping among Gen Z. The following figure
is figure 3.2 illustrating the traditional behavioural reasoning model (TBRM).

Figure 3.2: The Traditional Behavioural Reasoning Model (TBRM)

T

. Behavioural
Reasons —> —> . —> i
Attitudes Intention Behaviour

~

Source: Adopted from Westaby (2005)

Furthermore, the traditional behavioural reasoning model (TBRM) is particularly relevant for the
examination of the entrepreneurial behaviour among the Gen Z cohort. It offers a deeper
understanding of the reasoning processes among individuals when making decisions, such as
drop shipping as a business model. The model was developed to explore how reasoning
influences behaviour. Westaby (2005) introduced TBRM, emphasising that individuals use

reasoning to justify their decisions and actions, particularly in uncertain contexts with the two
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components of reasoning being “reason for” engaging in a behaviour and “reason against” the

behaviour which overall shapes the intentions and behaviours (Westaby, 2005). The TBRM not
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only complements the TPB by integrating reasoning as a key factor influencing attitudes,
subjective norms and perceived behavioural control, it also adds depth to TPB by focusing on the

cognitive processes involved in decision-making (Kautonen et al., 2015).

3.2.3 Merits and demerits of the traditional behavioural reasoning model (TBRM)

The Traditional Behavioural Reasoning Model (TBRM) is valued for its ability to frame decision-
making as a balance between reasons for and against, offering a more comprehensive cognitive
perspective compared to models focusing solely on attitudes or intent (Sharma & Gandhi, 2025).
This dual reasoning approach is well-suited for entrepreneurial environments characterised by
volatility and ambiguity, capturing the uncertainty often present in the development of new
business models and venture decisions (Sharma & Gandhi, 2025). However, critics argue that
while TBRM emphasises individual cognition, it tends to overlook broader systemic and
structural constraints such as regulatory barriers, infrastructure deficits, and unequal market access
that significantly impact decision-making (Derakhshan et al., 2023). Moreover, by emphasising
conscious reasoning, TBRM may underestimate the influence of decision-making processes that
operate implicitly but shape entrepreneurial risk perception and actions (Gilbert- Saad et al.,
2023; Derakhshan et al., 2023). Additionally, behavioural economics research highlights how
intuitive strategies, while efficient, can introduce cognitive biases like overconfidence and loss
aversion, complicating rational interpretations of entrepreneurial reasoning (Dobrew et al., 2025).
These critiques emphasise the importance of integrating TBRM into a broader theoretical
framework that incorporates structural, affective, and behavioural dimensions to enhance our

understanding of decision-making among technopreneurs.

Moreover, within the context for this research on technopreneurship among the Gen Z cohort in
South Africa, born between the late 1990s and early 2010s and characterised by their
technological fluency, entrepreneurial mindset and preference for digital platforms (Haddouche
& Salomone, 2018), the TBRM provides us with a framework to understand the justifications the
Gen Z uses when considering the business model. For Gen Z in South Africa, reasons for
adopting drop shipping may include the low start-up costs, the ability to operate a business online
and the minimal risk involved compared to traditional retail models (Ndofirepi, 2020).
Furthermore, their comfort with digital technology and social media makes them well-suited to
e-commerce ventures like drop shipping (Venter & Urban, 2015). However, with Gen Z, being
highly concerned about authenticity and social responsibility, they may also hesitate due to

distrust in the supply chain or environmental concerns (Roy, 2022).
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Lastly, technopreneurship, or entrepreneurship driven by technological innovation, has become
a viable solution for young people seeking to create economic opportunities (Urban & Venter,
2014). TBRM offers a way to explore how Gen Z in South Africa rationalises the decision to
enter this field, with drop shipping as a prime example of a business model that capitalises on
digital platforms and global supply chains (Kautonen et al., 2015). The reasoning process
involves weighing the benefits of digital entrepreneurship, such as flexibility, scalability and
global reach, against the perceived risks, such as market competition and supply chain reliability
(Schniederjans et al., 2020). This study can contribute to the extension of TBRM by
demonstrating how reasoning interacts with external factors, such as economic conditions and
digital infrastructure, in shaping entrepreneurial behaviour. This study could contribute towards
amore solid understanding of the cognitive processes that shape the technopreneurial behaviours.
In this way, the model illustrated in figure 1.1 illustrates the cognitive reasoning processes that

shape technopreneurial behaviour within the context of an emerging economy.
3.2.4 The extension of the traditional behavioural reasoning model (TBRM)

Lastly, although TBRM focuses on global motives such as attitudes, norms and perceived
behavioural control, it also permits a more nuanced exploration of the reasoning that underlies
these motives (Westaby, 2005). In conclusion, TBRM offers a valuable framework for
comprehending the decision-making processes, reasons for the adoption of drop shipping as well
as understanding the entrepreneurial mindset and cognitive processes that lead to
entrepreneurship thereby contributing to a deeper understanding of technopreneurship in South
Africa.

3.3 INNOVATION DIFFUSION THEORY (IDT)

The next section discusses the origin, theoretical foundation and the innovation diffusion theory
to this study. The section also evaluates the merits and demerits of the innovation diffusion theory.

3.3.1 Brief origin of the theory

Rogers' (2003) IDT suggests that specific attributes of an innovation, such as compatibility,
relative advantage, complexity and trialability affect its adoption rate. This theory helps explain
how innovations like drop shipping spread through social systems, providing insight into the
adoption patterns among Gen Z entrepreneurs. Attributes of drop shipping, such as low start-up
costs and scalability, resonate with Gen Z's digital preferences and their inclination for minimal
initial investment (Rogers, 2003; Davis, 1989). Additionally, Gen Z's use of digital communities
to share the benefits of drop shipping highlights the crucial role of communication channels in
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spreading information about innovations (Rogers, 2003; Schaupp & Bélanger, 2014). Moreover,
the social system influences the adoption process, following a predictable pattern as Gen Z
entrepreneurs make decisions through peer interactions, market research and feasibility
assessments (Rogers, 2003).

Figure 3.3: Innovation diffusion theory

Relative
Advantage
Compatibility
Behavioural
_ —> Intention /
Complexity Attitude
Trialability
Observability

Source: Adapted from Rogers (2003)
3.3.2 Foundation and relevance of the innovation diffusion theory (IDT)

The IDT, originally developed by Everett Rogers (1962), is widely used across various fields,
such as information technology, education, marketing and entrepreneurship. Through this theory,
researchers get to understand how innovations are adopted as well as the various factors that
influence their acceptance. According to Rogers (2003), the diffusion of innovations occurs
through a social system over time and this process is influenced by several key elements, which
include innovation, the communication channels, time, social systems and adopter categories.
These categories were further divided into innovators; first to adopt new technologies and often
risk takers, the early adopters, majority and later majority and lastly the idlers who are often
resistant to change and the last to adopt.
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3.3.3 Merits and demerits of the innovation diffusion theory (IDT)

As shown in Figure 3.3, Rogers (2003) identified five attributes that influence the rate of
innovation adoption: relative advantage, compatibility, complexity, trialability, and observability.
These factors play a crucial role in determining the speed at which innovations spread. When an
innovation is perceived as offering clear benefits, aligning with existing values, easy to use,
allows for experimentation, and produces visible outcomes, its chances of adoption increase
significantly. The strength of IDT lies in its versatility across various fields, from agriculture to
digital technologies (Huang et al., 2022). However, despite its broad impact, IDT has been
criticized for oversimplifying innovation adoption as a linear process, neglecting the iterative,
networked, and socially embedded aspects of adoption (Ansari & Garud, 2022). Recent research
highlights that cultural, institutional, and socio-economic factors, especially in emerging
economies, influence the relevance of Rogers' attributes, indicating that the model alone may not

fully capture the complexities of technology diffusion (Karahanna et al., 2023).

Within the South African context, the theory provides a valuable, though partial, framework for
understanding how Generation Z engages with technopreneurial opportunities such as drop
shipping as a business model. Gen Z, known for their digital fluency and entrepreneurial mindset,
is more inclined to adopt innovations that deliver convenience, efficiency, and flexibility (Fiet,
2014; Ndofirepi, 2020). However, perceptions of risk, trust in supply chains, and concerns around
sustainability may complicate straightforward adoption, echoing critiques that IDT insufficiently
accounts for barriers beyond the innovation’s inherent attributes (Maree & Johnston, 2024).
Furthermore, as digital platforms and social media amplify the visibility of successful drop
shipping ventures, the observability factor becomes particularly noticeable, potentially
accelerating diffusion within peer networks. By situating Gen Z’s entrepreneurial behaviour
within IDT while acknowledging its theoretical limitations, this study aligns the model with
figure 1.1 to explore how individual perceptions, contextual constraints, and network effects
intersect in shaping the adoption of drop shipping as a business model in South Africa.

3.3.4 The extension of the innovation diffusion theory (IDT)

On a global scale, IDT has been instrumental in explaining how technological innovations, such
as smartphones, social media platforms and e-commerce, have been adopted across various
markets (Tidd & Bessant, 2018). Within the South African context, IDT helps identify both social
and cultural factors that may accelerate or hinder the adoption of drop shipping as a business
model. In particular, for Gen Z technopreneurs in South Africa, understanding how

communication channels, such as social media platforms, play a role in spreading awareness
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about e-commerce and drop shipping can be crucial to accelerating its adoption. By leveraging
these channels, young entrepreneurs can observe the successful experiences of their peers and be

encouraged to explore these business models themselves (Urban, 2014).
3.4 The connection between the backdrop theories and the variables selected

The backdrop theories of TPB, TBRM and IDT provided a comprehensive foundation for
understanding technopreneurship among the Gen Z cohort and the adoption of drop shipping as
a business model. The TPB outlines several key characteristics that affect the adoption and spread
of new innovations and technologies. On the other hand, the TBRM provides a structured
framework for understanding decision-making processes by incorporating cognitive, affective,
and situational factors. Lastly, IDT outlines several key characteristics that influence the adoption
and spread of new technologies and innovations. Together, these theories form a
multidimensional lens through which technopreneurship among Gen Z and the role of drop
shipping as a business model can be rigorously assessed. Table 3.1 illustrates the alignment
between the three theoretical frameworks underpinning this study and the key variables,
highlighting how each theory supports specific dimensions of technopreneurship among Gen Z

and the moderating role of drop shipping as a business model.
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Table 3.1: Linkage between theories and study

Theory Technological Attitudes Perceived Trialability Complexity Observability | Intentionto | Actualuse | Perceived
optimism towards the relative of drop of drop of drop use drop drop enjoyment
use of drop advantage of shipping shipping shipping shipping shipping
shipping drop shipping

Theory of \ \ V V
Planned
Behaviour (TPB)
Traditional \ \ N
Behavioural
Reasoning
Model (TBRM)
Innovation \ \ \ N
Diffusion
Theory (IDT)
TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop shipping, T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop
shipping, | = Intention to use drop shipping, AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Author’s own compilation
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Table 3.1 offers a clear overview of how each of the three theoretical frameworks (theory of
planned behaviour (TPB), traditional behavioural reasoning model (TBRM) and innovation
diffusion theory (IDT)) directly relate to the key variables of the study. The variables include
technological optimism, attitudes towards the use of drop shipping, perceived relative
advantage of drop shipping, trialability of drop shipping, complexity of drop shipping,
observability of drop shipping, intention to use drop shipping, actual use of drop shipping and
perceived enjoyment.

e The theory of planned behaviour (TPB) outlines several key characteristics that
influences the adoption and spread of new technologies and innovations.

e The traditional behavioural reasoning model (TBRM) provides a structured framework
for understanding decision-making processes by incorporating cognitive, affective, and
situational factors.

e Innovation diffusion theory (IDT) outlines several key characteristics that influence the

adoption and spread of new technologies and innovations.

The mapping validates the theoretical coherence of the study’s conceptual framework and
shows how each theory contributes to understanding the dynamics of technopreneurship among

the Gen Z cohort and the reasons for the adoption of drop shipping as a business model.
3.5 CHAPTER SUMMARY

This chapter covered the theoretical grounding of this research with the theoretical
underpinnings elaborated in detail. The three theories incorporated in this study are the TPB,
the TBRM and the IDT. Each theory was further examined in terms of its brief origin,
foundation and relevance, merits and demerits and extension of the theory. Furthermore, the
connection between the theories and selected variables, as well as the linkage between theories
and study variables was discussed, demonstrating the theoretical alignment between the
theories and the study’s key variables. Chapter 4 discusses the empirical literature grounding

this research.
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CHAPTER 4
EMPIRICAL LITERATURE

4. INTRODUCTION

Chapter 4 discusses the empirical literature grounding the study on technopreneurship and drop
shipping as a business model. Moreover, technological optimism and its relevance to the study
is covered, discussing the characteristics concerning technology adoption. These five key
characteristics of the innovation diffusion theory (IDT) as developed by Everett Rogers (1962)
to explain why, how and at what rate new ideas and technologies spread through time are
perceived relative advantage, trialability, compatibility, observability and complexity.
Furthermore, the chapter discusses attitudes towards the use of drop shipping which refer to
the overall positive or negative evaluations individuals hold regarding the use of drop shipping

as a business model.

As the concept of intention is fundamental in understanding human behaviour, particularly in
entrepreneurial contexts, the intention to use drop shipping as a technopreneurship business
model is thoroughly discussed in this chapter. Lastly, the chapter discusses the actual use of
drop shipping as a technopreneurship business model as well as the perceived enjoyment of
drop shipping which is crucial as it affects motivation and the likelihood of continued use of

the drop shipping model.
4.1 Technological optimism

Technological optimism refers to the belief that advancements in technology will drive positive
change, solving societal challenges and enhancing quality of life (Caselli et al., 2024). This
concept embodies the belief that technological advancements will lead to better outcomes in
various aspects of society, including economic growth, health and education (Jang et al., 2015).
It is characterised by confidence in the capabilities of technological innovation to drive
progress and address challenges (Maichum et al., 2016). According to Read et al. (2013),
individuals with high levels of technological optimism are more likely to embrace new
technologies and integrate them into their daily lives, seeing them as essential tools for
achieving personal and professional goals. This perspective is crucial in the context of Gen Z
entrepreneurs, who are particularly inclined to leverage technology for business and innovation
(Armitage & Conner, 2001).
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Furthermore, technological optimism often stems from the historical successes of technological
innovations, such as the Industrial Revolution and the digital age, which have transformed
industries, created wealth and increased efficiency in many aspects of life. According to
Rosenberg (2010), this optimism is driven by the idea that human creativity and scientific
progress will continuously push the boundaries of what is possible, making the future brighter
and more prosperous. However, it is not without critics as scholars argue that placing too much
faith in technology may overlook unintended consequences or ethical dilemmas associated
with rapid technological advancement. Postman (2011) pointed out that while technology can
drive progress, it can also exacerbate issues such as social inequalities if not managed

responsibly.

Furthermore, the over-reliance on technological solutions can lead to the neglect of more
fundamental, human-centric approaches to solving societal problems. Despite these critiques,
proponents of technological optimism argue that innovation will continue to bring more
benefits than harm if properly harnessed through ethical and responsible policies. This
optimism is particularly relevant for Gen Z, who have grown up in a digital age and are more
inclined to adopt and innovate through technologies. As Katz and Gantz (2020) noted, this
generation's inherent technological optimism positions them as key drivers of future
technological adoption and business model innovation, especially in emerging markets like
South Africa.

4.1.1 Characteristics concerning technology adoption

The five key characteristics of the innovation diffusion theory (IDT) explain how, why and the
rate at which new ideas and technologies spread through time are perceived relative advantage,

trialability, compatibility, complexity and observability.
4.1.1.1 Perceived relative advantage

Relative advantage refers to how much better a new innovation is perceived in comparison to
the current solutions it aims to replace. In the context of technology adoption, innovations that
offer clear, tangible benefits such as improved efficiency, cost savings, or convenience are
more likely to be adopted. Rogers (2003) argues that if potential adopters perceive that a
technology or innovation can provide superior outcomes than existing practices, they are more
inclined to integrate it into their routines. For instance, drop shipping presents a significant

relative advantage by eliminating the need for physical inventory management, allowing
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entrepreneurs to reduce overhead costs and focus more on marketing and customer service
(Chiu et al., 2021). This benefit is particularly appealing to young, digital-savvy entrepreneurs
like those from Gen Z, who may lack the financial capital required for traditional retail

operations but can leverage the advantages of e-commerce.

Furthermore, recent systematic reviews confirm that relative advantage significantly predicts
adoption intentions in digital and social commerce with effect sizes typically in the small to
moderate range when modelled alongside trust and perceived risk (Zhao et al., 2023; Faiz et
al., 2024). Within the context of digital entrepreneurship such as drop shipping, some of the
perceived benefits include reduced inventory risks, lower start-up costs and faster rentail
market penetration and these benefits are appealing to youth in emerging markets and
economies (Mutandiro, 2024). However, these advantages are also tempered by contextual
barriers such as currency vitality, high return rates, subscription fees, fulfilment delays,
inconsistent product quality resulting in high return rates and unreliable logistics in South
Africa that can reduce the net perceived gains and therefore the adoption likelihood (Mwangi
& Owino, 2022; Nwanko & Kanyangale, 2025).

Methodologically, relative advantage is most often operationalised as reflective construct using
scales adapted from Moore and Benbasat (1991) with studies applying PLS-SEM or CB-SEM
to test direct and indirect paths, frequently incorporating perceived usefulness as a mediating
mechanism (Bergdahl & Bertero, 2024; Queiros et al., 2022). This consistent evidence
underscores that while relative advantage remains a robust driver of technology adoption, its
salience in drop shipping depends on contextual realities that shape whether cost saving
narratives outweigh structural risks.Moreover, relative advantage often varies across different
contexts and industries. In highly competitive business environments, even a slight
improvement in performance or cost-efficiency can prompt rapid adoption of a new technology
(Wu & Wang, 2018). For Gen Z entrepreneurs in South Africa, drop shipping's relative
advantage also lies in its ability to provide flexible working hours and a low barrier to entry,
which aligns with their preference for digital and decentralised workspaces (Smith & Anderson,
2018). Thus, when an innovation such as drop shipping offers clear, observable improvements
over existing business models, it is more likely to be embraced, especially by those looking for

accessible, tech-driven business opportunities.
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4.1.1.2 Trialability

Trialability refers to the degree to which an innovation can be experimented with on a limited
basis before full-scale adoption (Rogers, 2003). Innovations that allow users to test or
experiment before committing to their use are adopted more rapidly because they reduce
uncertainty and perceived risk. In the case of drop shipping, one of the model’s key advantages
is the ability to start small and scale up gradually, allowing entrepreneurs to trial the business
without significant upfront investment (Chiu et al., 2021). This is particularly appealing to Gen
Z entrepreneurs who may lack the financial resources for large-scale investment but are willing

to experiment with new business ideas.

Additionally, the flexibility of drop shipping allows entrepreneurs to trial different products,
suppliers and marketing strategies without the commitment of purchasing inventory in advance.
This capacity for experimentation aligns well with the entrepreneurial mindset of Gen Z, who
value flexibility and adaptability in their careers (Smith & Anderson, 2018). The ability to test
and refine business strategies without incurring major costs makes drop shipping a low-risk
option, encouraging more young people to explore entrepreneurship. In regions like South
Africa, where economic instability can make traditional business models risky, the trialability
of drop shipping offers a practical solution for aspiring entrepreneurs to enter the market
(Mutandiro, 2024).

4.1.1.3 Complexity

Complexity, or how difficult an innovation is to understand and use, is another crucial factor
influencing technology adoption. According to Rogers (2003), the more complex the
innovation seems, the slower the adoption will be. Furthermore, drop shipping is increasingly
supported by digital platforms offering automated services such as inventory management,
order processing and customer communication making the model more accessible to novice
entrepreneurs (Nguyen et al., 2023). This simplicity makes it accessible to those without prior
business experience, particularly among Gen Z entrepreneurs who are comfortable with using
technology for everyday tasks. Drop shipping platforms are designed with ease of use in mind,
allowing users to quickly set up online stores and begin selling products with minimal technical

knowledge.

Despite the availability of supportive platforms, barriers such as limited digital literacy
inadequate digital marketing knowledge and logistical challenges continue to hinder adoption
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of e-commerce models in emerging markets (Nguyen et al., 2023). Providing educational
resources, mentorship and training can help reduce these barriers, making it easier for young
entrepreneurs to overcome any perceived complexity in starting a drop shipping business. By
reducing the complexity associated with adopting drop shipping as a business model, more
individuals can take advantage of the opportunities it provides, thereby increasing its adoption

rate.
4.1.1.4 Observability

Observability refers to the degree to which the results of an innovation are visible to others.
Innovations with more visible outcomes are adopted more quickly because potential users can
see the tangible benefits and success of early adopters (Rogers, 2003). In the case of drop
shipping, success stories are frequently shared online, particularly through social media
platforms where young entrepreneurs showcase their profitable businesses (Mwangi & Owino,
2022). This visibility helps build trust in the business model and encourages others to adopt it.
For Gen Z, the visibility of entrepreneurial success through digital platforms acts as a

significant motivator, as they are constantly exposed to the achievements of their peers.

Moreover, in the South African context, observability is important because it provides proof of
concept in an economic environment where traditional employment opportunities are limited.
Seeing other young entrepreneurs succeed in drop shipping helps to validate the business model
and demonstrates that it is a viable alternative to conventional career paths (Chiu et al., 2021).
This visibility fosters a culture of entrepreneurship, particularly among Gen Z, who are looking
for innovative ways to participate in the economy. Therefore, the more observable the success
of a business model like drop shipping, the more likely it is to be adopted by others, especially

in contexts where economic opportunities are scarce.
4.2 ATTITUDES TOWARDS THE USE OF DROP SHIPPING

Attitudes towards drop shipping refer to the overall positive or negative evaluations individuals
hold regarding the use of drop shipping as a business model. These attitudes are shaped by
perceptions of the benefits and drawbacks associated with drop shipping, such as its low entry
barriers, minimal initial investment requirements, and flexibility in operations (Chen & Sun,
2020; Novak & Miheli¢, 2018). For the Gen Z cohort, these positive aspects make drop
shipping particularly appealing, aligning with their entrepreneurial spirit and preference for

digital engagement (Goh et al., 2019; Priporas et al., 2017). The convenience and scalability of
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drop shipping further reinforce favourable attitudes, as it allows young entrepreneurs to
manage businesses effectively without the burden of inventory management (Djafarova &
Bowes, 2021; Kraus et al., 2019).

Furthermore, attitudes play a pivotal role in shaping the intention to adopt innovative business
models like drop shipping. In the realm of technopreneurship, intention is not formed in
isolation but is significantly influenced by the perceived benefits and drawbacks of the model,
often reflected in the attitudes of potential adopters (Ajzen, 2023). For Gen Z, whose
entrepreneurial pursuits are deeply intertwined with digital ecosystems, positive attitudes
towards drop shipping can accelerate the transition from interest to actual use (Ratten, 2023).
These attitudes act as the cognitive and emotional precursors to behavioural intention, forming
the foundation upon which entrepreneurial decisions are made. Understanding these attitudes
is essential for comprehending how this digital-native cohort evaluates and ultimately adopts

drop shipping as a viable technopreneurship model.

The exploration of attitudes within entrepreneurial contexts is rooted in foundational
behavioural theories, such as Ajzen's TPB, which emphasises attitudes as a critical determinant
of intention and subsequent behaviour (Ajzen, 1991). Over the years, these theoretical
underpinnings have been extended to include the specific context of technology adoption, as
seen in frameworks like the TAM, which highlights the perceived usefulness as well as the
ease of use as key contributors to favourable attitudes (Venkatesh & Davis, 2000). Recent
research, however, takes a more nuanced approach, incorporating variables like technological
optimism and perceived enjoyment to explain how digital-savvy individuals, particularly Gen
Z, form attitudes toward business models like drop shipping (Pavlou, 2023; Maichum et al.,
2023). This evolution underscores a shift from static, utility-focused views of technology to

dynamic, user-centred perspectives that consider emotional and experiential factors.

Emerging studies reveal that attitudes towards drop shipping among Gen Z are shaped by
factors beyond traditional economic considerations. For instance, while the model’s low capital
requirements and scalability are well-documented advantages, unexpected findings point out
that the importance of social influence and environmental sustainability in shaping attitudes
(Zhou et al., 2023). Gen Z is more likely to embrace business models that align with their
values, such as ethical sourcing and reduced environmental impact, which can be integrated
into drop shipping practices (Ratten, 2023). Additionally, the role of gamification and digital

engagement tools, such as interactive platforms and Al-driven customer insights, has emerged
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as a novel factor influencing positive attitudes by making the business experience more

engaging and accessible (Borges et al., 2023).

In summary, it becomes evident that attitudes towards drop shipping among South Africa’s
Gen Z reflect a complex interplay of practicality, innovation and values. While the model
appeals to their entrepreneurial pragmatism through its cost-effectiveness and scalability, its
alignment with broader societal trends such as digital empowerment and ethical consumerism
enhances its appeal (Ndofirepi, 2023). Moreover, the importance of attitudes extends beyond
individual decision-making; it influences the entrepreneurial ecosystem by driving trends in e-
commerce, fostering innovation and shaping market dynamics (Chen & Sun, 2023). For
policymakers and educators, this underscores the need to nurture positive attitudes by
promoting digital literacy, ethical business practices and access to supportive resources tailored

to the needs of Gen Z technopreneurs.

Looking ahead, the attitudes of Gen Z towards drop shipping have far-reaching implications
for the future of technopreneurship in South Africa. As this cohort becomes increasingly central
to the economy, their preferences and priorities will shape not only the adoption of drop
shipping but also the evolution of entrepreneurial practices in the digital age (Mhlongo et al.,
2023). By leveraging their positive attitudes, stakeholders can foster a generation of innovative,
resilient and socially conscious technopreneurs who are equipped to address the opportunities

and challenges of a rapidly changing global economy.

4.3 INTENTION TO USE DROP SHIPPING AS A TECHNOPRENEURSHIP
BUSINESS MODEL

The concept of intention is fundamental in understanding human behaviour, particularly in
entrepreneurial contexts. Intention represents an individual's conscious commitment or plan to
engage in a specific behaviour, serving as a bridge between motivation and action (Ajzen,
2023; Fishbein & Ajzen, 2010). In entrepreneurship, intention plays a critical role by shaping
how individuals approach opportunities and challenges, thus influencing their ultimate success
or failure (Krueger, 2023). For Gen Z entrepreneurs, intention not only reflects a readiness to
act but also captures their alignment with values like innovation, flexibility and social impact
(Chen & Sun, 2023). This focus on intention enables researchers to unravel the underlying
factors driving entrepreneurial behaviour, particularly in the fast-growing landscape of digital

business models like drop shipping (Venkatesh et al., 2023).
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Moreover, the study of intention in behavioural sciences traces back to Ajzen’s (1991) TPB,
which proposed subjective norms, attitudes and perceived behavioural control as the primary
predictors of intention. Over time, extensions to TPB, such as the TAM, have added dimensions
like perceived usefulness and ease, particularly relevant in technology-driven contexts (Davis,
1989; Venkatesh & Davis, 2000). These theoretical frameworks have been widely adopted to
explore entrepreneurial intentions, including those specific to digital business models (Ratten,
2023). For instance, TAM has provided insights into how user-friendly platforms and perceived
benefits influence the adoption of drop shipping among entrepreneurs (Pavlou, 2023). Recent
studies further indicate that Gen Z's entrepreneurial intentions are shaped by their digital
fluency and their preference for innovative, low-cost and scalable business models (Zhou et
al., 2023; Alam & Khatibi, 2023).

Emerging research highlights that traditional models, such as TPB and TAM, may not fully
capture the unique motivations of Gen Z entrepreneurs. For instance, factors like technological
optimism and the enjoyment of managing an online business are gaining recognition as key
predictors of intention (Jang et al., 2023; Maichum et al., 2023). Additionally, the gamification
of business processes and the role of social media in marketing and operations are reshaping
the entrepreneurial landscape, offering new dimensions to consider (Borges et al., 2023).
Notably, some studies also reveal that while financial gain is a motivator, lifestyle alignment
and personal fulfilment hold equal, if not greater, importance for this cohort (Mhlongo et al.,
2023). These findings challenge the long-held belief that economic utility is the primary driver
of entrepreneurial intentions, emphasising the multifaceted nature of modern entrepreneurial

behaviour.

By integrating these perspectives, it becomes clear that Gen Z's intention to adopt drop shipping
is influenced by a complex interplay of traditional economic motivators and contemporary
cultural dynamics. This cohort's digital proficiency and entrepreneurial mindset allow them to
leverage drop shipping as a flexible, scalable and low-risk business model that aligns with their
values and aspirations (Chen & Sun, 2023; Alam & Khatibi, 2023). At the same time, their
behaviour reflects broader societal trends, such as the rise of gig economies and the increasing
democratisation of entrepreneurial opportunities through technology (Venkatesh et al., 2023).
These insights not only deepen our understanding of entrepreneurial intention but also offer
actionable implications for educators, policymakers and business leaders seeking to empower

Gen Z as agents of economic transformation (Zhou et al., 2023).
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Looking ahead, the study of intention among Gen Z entrepreneurs presents an opportunity to
anticipate and shape the future of technopreneurship. As digital technologies continue to evolve,
fostering an entrepreneurial culture that aligns with these advancements is imperative. For
South Africa, where youth unemployment remains a significant challenge, equipping Gen Z
with the skills and tools to pursue drop shipping can unlock new pathways for economic
development and job creation (Mhlongo et al., 2023). By embracing their entrepreneurial
potential and leveraging their technological aptitude, this research advocates for a future where
intention translates into impactful, innovative and sustainable entrepreneurial activities (Ratten,
2023).

4.4 ACTUAL USE OF DROP SHIPPING AS A TECHNOPRENEURSHIP BUSINESS
MODEL

The actual use of drop shipping refers to the practical implementation and operation of a
business model where the retailer does not keep goods in stock, but instead transfers customer
orders and shipment details to a third party, typically a wholesaler or manufacturer, who then
ships the goods directly to the customer (Richardson, 2016). This model is characterised by its
efficiency and cost-effectiveness, enabling entrepreneurs to focus on marketing and customer
engagement without the burden of inventory management (Zacharia et al., 2011; Chopra, 2016).
For Gen Z, the actual use of drop shipping is facilitated by their familiarity with digital tools
and platforms, making it easier for them to set up and run online stores (Goh et al., 2019;
Priporas et al., 2017). The model's scalability and low initial capital requirements are
particularly advantageous in regions with high youth unemployment, such as South Africa,
where it offers a viable entrepreneurial pathway (Ndofirepi, 2020; Bomani, 2015).

The transition from the intention to actual use of drop shipping signifies a critical juncture in
entrepreneurial behaviour. While intention reflects the desire and planning phase, actual use
represents the tangible realisation and execution of the business model (Ajzen, 2023). In the
entrepreneurial landscape, this progression is vital as it demonstrates not only commitment but
also the ability to adapt, overcome challenges and achieve outcomes (Ratten, 2023). For Gen
Z in South Africa, actualising drop shipping as a business model transcends individual
aspirations, it addresses systemic challenges such as youth unemployment, limited access to

capital and the need for scalable business solutions in a digital economy (Mhlongo et al., 2023).
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The study of actual use in entrepreneurship and technology adoption builds upon foundational
theories such as the technology acceptance model (TAM) and the theory of planned behaviour
(TPB). These frameworks emphasise the relationship between perceived usefulness, perceived
ease of use and behavioural intention as precursors to the actual behaviour (Venkatesh & Davis,
2000; Davis, 1989). Within drop shipping, actual use embodies these theoretical principles as
entrepreneurs’ transition from exploring the model’s potential to implementing it in real-world
scenarios (Pavlou, 2023). Recent advancements in research, however, extend beyond these
foundational theories, incorporating new constructs such as technological optimism and digital
self-efficacy to explain why and how individuals adopt and succeed in digital business models
(Maichum et al., 2023).

Furthermore, novel research highlights the role of digital ecosystems and supportive platforms
like Shopify, WooCommerce and social media marketplaces in facilitating the actual use of
drop shipping (Zhou et al., 2023). For Gen Z entrepreneurs, these platforms reduce the
technical barriers traditionally associated with e-commerce, enabling faster onboarding and
greater operational efficiency (Borges et al., 2023). Moreover, unexpected findings reveal that
while the model's low start-up costs and scalability are primary drivers, non-economic factors
like lifestyle compatibility, creativity and social impact increasingly influence Gen Zs
engagement in drop shipping (Chen & Sun, 2023). These insights challenge traditional notions
of entrepreneurship as purely profit-driven, suggesting that values and purpose are equally

significant for modern technopreneurs.

The actual use of drop shipping among South Africa’s Gen Z exemplifies the convergence of
digital fluency and entrepreneurial ambition. This cohort leverages their familiarity with digital
tools to overcome barriers like limited access to traditional resources such as capital and
physical infrastructure (Mhlongo et al., 2023; Alam & Kbhatibi, 2023). Furthermore, their
engagement in drop shipping reflects broader global trends in e-commerce, where efficiency,
customisation and responsiveness define success (Venkatesh et al., 2023). For South Africa,
fostering actual use among Gen Z entrepreneurs can address critical challenges like
unemployment and economic inequality, positioning the country as a hub for digital innovation
(Ndofirepi, 2023).

Looking ahead, the actual use of drop shipping by Gen Z represents a transformative shift in
how businesses are conceptualised, launched and scaled in the digital era. To harness this
potential, stakeholders, ranging from policymakers to educators, must focus on creating
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enabling environments, including access to funding, digital training and supportive networks
(Bomani, 2023). Moreover, as drop shipping continues to evolve with emerging technologies
like Al and blockchain, Gen Z is uniquely positioned to lead this transformation, driving
inclusive growth and sustainable innovation in South Africa’s entrepreneurial landscape

(Ratten, 2023).
4.5 PERCEIVED ENJOYMENT OF DROP SHIPPING

Perceived enjoyment of drop shipping refers to the degree of pleasure or satisfaction
individuals experience when engaging in drop shipping activities. This concept is crucial as it
affects motivation and the likelihood of continued use of the drop shipping model (Venkatesh
et al., 2003). The interactive nature of online platforms and the immediate feedback from
customers contribute to a fulfilling entrepreneurial experience (Goh et al., 2019). Moreover,
the autonomy and control over their business processes enhance their overall satisfaction and
commitment to this business model (Jang et al., 2015; Maichum et al., 2016). Understanding
perceived enjoyment can provide insights into how to better support and encourage young

entrepreneurs in the digital economy (Bomani, 2015).

Perceived enjoyment, defined as the pleasure or satisfaction derived from engaging in specific
activities, is a powerful driver of intention in behavioural models like the theory of planned
behaviour (Ajzen, 2023). In the context of drop shipping, enjoyment is not merely a by-product
of entrepreneurial engagement but an important factor shaping the adoption intentions and
sustaining this business model. Gen Z, as digital natives, often prioritise experiences that align
with their need for creativity, autonomy and flexibility, making perceived enjoyment central to
their entrepreneurial decisions (Borges et al., 2023). By understanding how enjoyment
influences intention, scholars can better grasp why certain business models resonate with this

cohort, offering actionable insights for fostering technopreneurship.

The concept of perceived enjoyment gained prominence in technology adoption research, as
seen in models such as the TAM, which initially focused on the perceived usefulness as well
as ease of use (Venkatesh & Davis, 2000). Over time, the model expanded to include intrinsic
motivators, such as enjoyment, particularly in contexts where user engagement and sustained
interaction were crucial (Davis et al., 2003). Recent research has extended these ideas to
entrepreneurial contexts, demonstrating that enjoyment is not just a motivator for technology

use but also a predictor of entrepreneurial resilience and success (Ratten, 2023). For Gen Z,
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enjoyment is often tied to the interactive and dynamic nature of digital platforms, which make

entrepreneurial activities like drop shipping more engaging and accessible (Zhou et al., 2023).

Novel approaches to studying perceived enjoyment in drop shipping have revealed unexpected
findings, particularly regarding the role of gamification and community building. Many Gen Z
entrepreneurs find enjoyment not only in the operational aspects of drop shipping but also in
participating in online entrepreneurial communities where they exchange ideas, troubleshoot,
and celebrate successes (Chen & Sun, 2023). Additionally, the integration of artificial
intelligence and analytics tools in drop shipping platforms has made processes like inventory
management and customer insights more interactive and enjoyable, fostering a sense of
accomplishment (Pavlou, 2023). Another surprising finding is that enjoyment stems from the
social validation received through customer feedback and peer recognition, elements that are

particularly valued by this cohort (Ratten, 2023).

Synthesis of these findings suggests that perceived enjoyment operates at the intersection of
intrinsic motivation and external validation, making it a key factor in the adoption and
sustainability of drop shipping. For Gen Z in South Africa, this concept takes on added
significance due to the socio-economic context. High youth unemployment rates make
entrepreneurship an appealing alternative and perceived enjoyment can enhance not just
participation but persistence in such ventures (Ndofirepi, 2023). Furthermore, enjoyment in
drop shipping activities encourages creativity and innovation, enabling young entrepreneurs to

differentiate themselves in competitive markets (Borges et al., 2023).

Looking ahead, understanding and fostering perceived enjoyment in drop shipping can have
far-reaching implications for South Africa’s entrepreneurial landscape. By enhancing the
design of digital platforms to maximise interactivity and user satisfaction, stakeholders can
encourage more Gen Z entrepreneurs to adopt and sustain this model. Moreover, educators and
policymakers can integrate training programs that emphasise the rewarding aspects of digital
entrepreneurship, cultivating a generation of resilient and innovative technopreneurs (Mhlongo
et al., 2023). Ultimately, perceived enjoyment is not just about making entrepreneurship fun;
it is about creating a positive and empowering experience that can drive long-term growth for

the economy and transformation in South Africa.
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4.6 CHAPTER SUMMARY

The chapter discussed the empirical literature of the study. Technological optimism and the
characteristics concerning technology adoption were discussed. The four key characteristics of
IDT as well attitudes towards the use of drop shipping, actual use of drop shipping and
perceived enjoyment of drop shipping as a business model were discussed. Chapter 5 dives
deep into the conceptual model and hypothesis development for this study. Chapter 5 will
establish a crucial foundation for the research by developing hypotheses based on the
conceptual framework outlined in Chapter 1. This chapter will synthesize essential theoretical
perspectives and previous empirical research, culminating in a coherent model that elucidates

the relationships among the primary variables being studied.
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CHAPTERS
CONCEPTUAL MODEL AND HYPOTHESIS
DEVELOPMENT

5. INTRODUCTION

Chapter 5 synthesises all the constructs reviewed in chapter 1, which discussed the introduction
to the study. Chapter 2, the literature review, covers the research context, theoretical framework
and empirical literature, reviewing existing research and identifying gaps that the study
addresses. These constructs have been reviewed to form a conceptual model, leading to the
development of the hypothesis tested in chapter 7. In short, the empirical literature presented
in chapter 4 was centred on the variables being investigated, such as innovation diffusion
theory, the perceived relative advantage of drop shipping, trialability, complexity and
observability of drop shipping. Overall, the aim of this chapter is to discuss in depth, all the
proposed relationships in the proposed conceptual model.

5.1 CONCEPTUAL MODEL

The proposed conceptual model (Figure 1.1) is divided into major segments, with the first
segment comprising reasons for innovation diffusion theory, which has four categories:
perceived relative advantage of drop shipping, trialability of drop shipping, complexity of drop
shipping, and observability of drop shipping. Moreover, technological optimism is proposed to
have a direct relationship with the IDT and its four dimensions. Each component then has a
direct relationship with attitudes towards the use of drop shipping, leading to the intention to
use drop shipping as a technopreneurship business model, which in turn results in the actual
use of drop shipping as a technopreneurship business model. Lastly, perceived enjoyment of
drop shipping plays the moderating role of the four components of the IDT as well as the nexus

between intention and actual use of drop shipping as a technopreneurship business model.
5.1.1 Frameworks underpinning the study and model

In conceptualising the model of the study, the researcher adopted three theories, the IDT
(Rogers, 2003), TPB (Ajzen, 1991) and the TBRM (Hammond, 1996). IDT suggests that

specific properties of an innovation, such as compatibility, relative advantage, complexity and
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trialability, affect its adoption rate. This theory helps explain how innovations like drop
shipping spread through social systems, providing insight into the adoption patterns among
Gen Z entrepreneurs. The TPB was developed out of trying to comprehend the influence of
attitude towards influencing certain behaviours by Ajzen and Fishbein (1980). In this study,
technological optimism is expected to influence attitudes towards drop shipping, in line with
the TPB, which suggests that positive attitudes lead to stronger intentions. The study also
examines how factors such as perceived relative advantage, trialability, complexity and
observability, which are key elements of the IDT, impact attitudes, which are central to TPB.
Additionally, the study investigates the moderating role of perceived enjoyment, which may
affect attitudes, intention to adopt drop shipping and actual usage, as predicted by the TPB
model. Therefore, the study connects these research variables to TPB by investigating how they
shape attitudes and intentions, ultimately influencing the adoption of drop shipping as a

business model.

TBRM provided a structured framework for understanding decision-making processes by
incorporating cognitive, affective, and situational factors through focusing on evaluating
alternatives, considering both intrinsic and extrinsic factors and perceiving opportunities

through the cognitive appraisal of available information (Hammond, 1996)
5.2 HYPOTHESES DEVELOPMENT

A hypothesis is a statement or proposition that offers a tentative explanation for a phenomenon,
serving as a foundation for empirical investigation. It is often framed as a predictive or
relational assertion about the association between variables (Creswell & Creswell, 2023). In
research, a hypothesis is testable and falsifiable, providing a clear path for the collection of
data and the analysis to confirm or refute the relationship proposed or effect. For example, in
social sciences and business research, hypotheses typically articulate the expected relationships
between constructs, such as attitudes, perceptions and behaviours (Bryman, 2023). Developing
hypotheses allows researchers to focus on specific aspects of the problem under investigation.
For example, hypotheses such as “technological optimism positively influences the intention
to adopt drop shipping” or “perceived relative advantage enhances the likelihood of adopting
drop shipping as a business model” help to break down complex phenomena into measurable
components (Venkatesh et al.,, 2023). These focused propositions enable systematic

exploration of the drivers behind Gen Z's adoption of drop shipping.
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Furthermore, hypotheses act as blueprints for empirical testing, ensuring the research remains
grounded in observable and measurable outcomes. In the study of drop shipping, hypotheses
can test the influence of factors like perceived enjoyment, trialability, or technological
optimism on the adoption of the business model (Maziriri et al., 2023). These predictions
enable researchers to confirm or challenge existing theories while also contributing to the
development of new ones. Testing hypotheses about the factors influencing drop shipping
adoption can offer applicable insights for the stakeholders, including policymakers, educators,
as well as the entrepreneurs. The hypotheses derived from this research can also highlight
untapped opportunities or gaps within the drop shipping ecosystem. For instance, if hypotheses
identify trialability as a major barrier, platforms or tools enabling easier experimentation with
drop shipping could emerge as a solution. Similarly, testing perceived enjoyment and

technological optimism could inspire more engaging tools tailored to Gen Z preferences.

In this study, hypotheses are not just theoretical constructs; they are tools that drive focused
enquiry into technopreneurship among the South African Gen Z cohort. They bridge the gap
between global theories and local realities, ensuring the research contributes not only to
academic discourse but also to practical advancements in e-commerce and entrepreneurial
education. By systematically testing these hypotheses, researchers can better understand the
motivations, barriers and enablers of drop shipping as a viable business model for young

technopreneurs.
5.2.1 Technological optimism and attitudes

The first hypothesis, technological optimism, tested the direct relationship with attitudes
towards the use of drop shipping. The general belief that new and emerging technologies have
potential to opening up new opportunities, improve business processes resulting in enhanced
efficiency is what technological optimism is referred to. This optimistic perspective can
significantly contribute towards shaping the attitudes towards the adoption of the innovative

drop shipping as a business model.

Prior research has emphasised that individuals with higher technological optimism are more
likely to see the benefits of new technologies, making them more open to embracing digital
transformation in their businesses (Zhou, Lu, & Wang, 2021). Due to the fact that in drop
shipping, businesses rely on digital platforms to manage sales, inventory and logistics without
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holding physical stock, a positive outlook towards technology can lead individuals to perceive
the model as effective, cost-efficient and scalable (Venkatesh, Thong, & Xu, 2012).
Furthermore, individuals with a high level of technological optimism are often more willing to
invest time as well as resources into learning and experimenting with new digital tools and
systems (Alalwan et al., 2018). Within the drop shipping context, optimism towards technology
often results in the highlighting potential benefits which include automation, global reach as
well as lower start-up costs, hence favourable attitudes. Therefore, through technological
optimism, not only attitudes towards drop shipping are impacted but also perceptions of its
benefits are enhanced resulting in its ultimate adoption as a technopreneurship business model.

Furthermore, in terms of technological optimism, recent research shows that those with positive
technology beliefs often downplay potential risks such as privacy concerns, technical
complexities and system failures due to trust that these issues will be addressed as technology
evolves (Dwivedi et al., 2023). Within the drop shipping context, entrepreneurs who are more
technologically optimistic most likely see challenges, for example when ensuring seamless
online transactions or having to overcome hurdles within the supply chain, among others (Kim
& Hall, 2020). When these perceived risks are reduced, through technological optimism,
positive attitudes towards the use of drop shipping can be fostered, hence more individuals will
be encouraged to explore and adopt the model. Deducing from the discussion, the following

hypothesis is therefore proposed:

H1: Technological optimism has a positive and significant relationship with attitudes
towards the use of drop shipping

5.2.2 Perceived relative advantage and attitudes

The relationship between PRA and attitude has been examined in various contexts. For instance,
Ahmad and Rasheed (2024) found that perceived relative advantage was a factor influencing
Malaysian owners’ attitudes towards the use of digital marketing. In the context of self-driving
cars, Wang, Chiu, Wei, Wang, Yang and Wang (2024) found out that perceived relative
advantage relates positively to individual attitudes. Perceived relative advantage (PRA) plays
an important role in shaping attitudes toward adopting innovations, as it highlights the benefits
or superiority of a new approach over existing ones. Furthermore, Ahmad and Rasheed (2024)
found that for Malaysian small and medium enterprises (SMEs), PRA significantly influenced

positive attitudes toward adopting digital marketing tools, as business owners recognised the
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clear advantages these tools offered for growth. Similarly, Wang et al. (2024) demonstrated
that PRA positively affected attitudes toward self-driving cars, with features like improved

convenience and safety driving favourable perceptions.

Furthermore, within the healthcare industry, Singh et al. (2023) found that PRA influenced the
practitioners’ attitudes towards telemedicine with cost efficiency and improved accessibility,
encouraging the adoption. Within the education sector, the flexibility and interactivity of e-
learning platforms fostered positive attitudes among both students and educators (Al-
Hunaiyyan et al., 2023). Zhou and Zhu (2023) findings also showed that mobile payment
systems’ convenience and the perceived speed indeed shaped the users’ favourable views in e-
commerce. Collectively, PRAs relevance and critical role towards technopreneurship is
emphasised through the findings and in terms of South Africa’s Gen Z entrepreneurs, the
advantages of drop shipping which include but not limited to minimal start-up costs and access
to global markets are likely to drive positive attitudes and adoption, reinforcing its appeal as a

viable business model.

Moreover, when potential adopters perceive that drop shipping offers advantages such as
reduced overhead costs, flexibility and easier market entry, they are more likely to develop
favourable attitudes toward adopting it as a business model (Rogers, 2003). For technopreneurs,
these benefits align well with the core principles of technopreneurship, which emphasise
leveraging technological innovations to create new business opportunities and solve market
problems (Dearing & Singhal, 2006; Blanco, 2007).

Within the context of e-commerce, drop shipping offers several exemplifying relative
advantage benefits as it minimises the need for upfront capital investment, storage and
inventory management, making it an attractive option for entrepreneurs who are focused on
agility and scalability (Huang & Benyoucef, 2013). The efficiency of drop shipping models
allows entrepreneurs to quickly respond to changes in the market and consumer demands,
which enhances their competitiveness and supports the growth of technopreneurial ventures
(Zhu & Thatcher, 2010). Therefore, the perceived benefits contribute significantly to the
positive attitudes towards its adoption.

In summary, research has shown that the adoption of new technologies, including drop
shipping, is significantly influenced by how well the technology is perceived to improve

business processes (Venkatesh et al., 2012). For technopreneurs, the ability to integrate drop
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shipping seamlessly into digital platforms, automate sales processes and diversify product
offerings without significant financial risk is a critical relative advantage. This not only
enhances operational efficiency but also allows for more innovative business strategies, leading
to sustainable growth (Grimaldi et al., 2011). Therefore, as technopreneurs continue to
recognise these advantages, their positive attitudes towards drop shipping as a viable business
model are likely to strengthen, further driving its adoption in the industry (Rogers, 2003; Cukier,
2006). Concluding from the preceding discussion, this study therefore proposed the following

hypothesis:

H2: Perceived relative advantage of drop shipping has a positive and significant
relationship with attitudes towards the use of drop shipping as a business model for

technopreneurship
5.2.3 Trialability and attitudes towards

The concept of trialability, derived from Rogers' innovation diffusion theory (IDT), emphasises
how users’ ability to test a technology before adoption influences their attitudes towards it
(Rogers, 2003). The nexus between trialability and attitudes has been examined in various
contexts. For example, a study by Ying-Hui and Sheng-Yuan (2010) found that trialability has
a positive effect on user attitudes toward using a blog. Furthermore, Alhammadi, Marashdeh
and Hussain (2023) argued that the IDT characteristic of trialability has a positive impact on
attitude towards smart learning. In a similar vein, Davoodi, Akbarpour and Hadipour (2021)
obtained results that revealed trialability influences teachers' attitudes toward using technology
in their teaching. Nor, Pearson and Ahmad (2010) found that the trialability of Internet banking
positively affects the attitude toward using the technology. Their finding suggested that a
positive attitude toward Internet banking can be built by providing potential users the

opportunity to test-drive the technology (Nor, Pearson, & Ahmad, 2010).

Within the drop shipping context, trialability allows potential technopreneurs to experiment
with the business model without committing to large-scale investments. The capability to test
is of great significance, as it lowers the risk of entry for new entrepreneurs while providing
them with an opportunity to understand the demand, logistics and profitability of drop shipping
as a business model before fully adopting it (Sha et al., 2020). The nexus between trialability

and attitudes is supported by research in e-commerce which indicates that when businesses try
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out a service first, they are more likely to develop favourable attitudes towards its adoption
(Rogers, 2003).

Trialability enhances understanding and familiarity, which in turn positively influences
attitudes towards adopting drop shipping as a business model (Grando et al., 2023).
Entrepreneurs can experiment with aspects such as supplier management, customer
engagement and inventory coordination without incurring significant upfront costs, thereby
allowing them to build confidence in their business model (Taiminen & Karjaluoto, 2015;
Zhang et al., 2023). This hands-on approach enables entrepreneurs to identify any operational
challenges, gauge market reception and tailor their business strategies accordingly, making
trialability a crucial factor in shaping their attitudes (Chong et al., 2022; Sharma & Rathore,
2021).

Furthermore, research has shown that trialability can significantly reduce uncertainty, thus
encouraging more individuals to embrace innovative business models like drop shipping
(Rogers, 2003; Grando et al., 2023). This is essential for technopreneurship, where technology-
driven business models require clarity and confidence before adoption (Zhang et al., 2023).
Therefore, the trialability of drop shipping enhances entrepreneurs' attitudes, promoting its
adoption by providing a practical experience that facilitates informed decision-making (Shah
et al., 2020; Taiminen & Karjaluoto, 2015). This then leads us to the following hypothesis:

H3: Trialability of drop shipping has a positive and a significant relationship with
attitudes towards the use of drop shipping as a business model for technopreneurship

5.2.4 Complexity and attitudes

According to the IDT, the less complex a new technology appears to be, the more likely it is to
be adopted by users (Rogers, 2003). While complexity is perceived as the difficulty not only
in implementing but also in understanding new technologies and systems, it is a critical factor
in the adaptation of innovative business models and can influence attitudes towards the
adoption of drop shipping as a business model. In drop shipping, these complexities may arise
in dealing with multiple suppliers, managing supply chains and ensuring of product quality.
However, when technopreneurs perceive these complexities as manageable or can leverage
digital tools to simplify operations, they are more likely to have a good attitude towards

adopting drop shipping as a business model (Kraus et al., 2019).
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Several studies have highlighted that the complexity of maintaining effective supply chain
coordination is a primary concern for businesses considering drop shipping (Coyle et al., 2020).
Unlike traditional retail, where the business holds stock, drop shipping requires technopreneurs
to rely on external suppliers for inventory management and order fulfilment. This can create
challenges in terms of real-time inventory updates, delivery timelines and customer satisfaction
(Zhao et al., 2018). However, advances in digital technologies, such as integrated e-commerce
platforms and automated inventory systems, can mitigate these complexities, encouraging
more entrepreneurs to adopt drop shipping as a viable business model (Kraus et al., 2019; Coyle
et al., 2020).

Moreover, a simplified interface and clear operational guidelines can significantly reduce the
perceived complexity, fostering positive attitudes among potential users (Davis, 1989).
Research indicates that when technopreneurs are provided with comprehensive digital tools
that streamline the complexities of managing multiple suppliers, tracking orders and handling
returns, their perception of drop shipping as a business model improves, thereby influencing
their intent to adopt it (Hsu et al., 2020). Additionally, educational programs and resources that
help entrepreneurs navigate the logistical and operational aspects of drop shipping can further
reduce perceived complexity, leading to higher adoption rates (Zhu & Kraemer, 2018).
Deducing from the above arguments, the following hypothesis in terms of complexity is

postulated: with attitudes

H4: The complexity of drop shipping has a positive and significant relationship with
attitudes towards the use of drop shipping as a business model for technopreneurship

5.2.5 Observability and attitudes

The hypothesis that "the observability of drop shipping has a positive and significant
relationship with attitudes towards using drop shipping as a business model for
technopreneurship” can be examined through the lens of the IDT. With observability, potential
users can see the benefits and success of a business model, such as drop shipping, which
increases the likelihood that they will develop a positive attitude toward its adoption (Rogers,
2003). Within the drop shipping context, the success stories of entrepreneurs who have
effectively utilised this model, along with visible testimonials and case studies, can contribute
to a greater acceptance and willingness to adopt the model among technopreneurs (Snyder,
2013).
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Observability is crucial in the drop shipping business, as it enables potential users to see how
the business operates without needing to manage inventory or handle shipping logistics. This
model's transparency can not only reduce perceived risks but also improve attitudes towards its
use as it demonstrates practical benefits such as low start-up costs, scalability and flexibility
(Khouja, 2001; Youderian & Hayes, 2013). When businesses can observe the efficiency and
low barrier to entry, it encourages more individuals to engage in technopreneurship using the
drop shipping model (Ferreira, 2020). Studies have shown that the visible success of others
using this model can lead to a more favourable perception and increased interest in the business
opportunity (Melkas, 2021).

Furthermore, the observability of the drop shipping model is enhanced by its simplicity and
accessibility. As technopreneurs can see the ease with which drop shipping businesses can be
set up and managed from virtually anywhere, it promotes the idea that this is a viable
entrepreneurial endeavour, even for those with limited resources or business experience
(Kaluzhsky, 2014). The global growth of e-commerce and the increasing presence of drop
shipping providers have contributed to the widespread adoption of this model. Consequently,
the visibility of drop shipping’s benefits through online platforms and communities has
fostered a positive attitude towards its use among new and emerging technopreneurs (Pekarek,
2021; Chevalier, 2022). Deriving from the discussions above, hypothesis nine is formulated:

H5: Observability of drop shipping has a positive and significant relationship with
attitudes towards the use of drop shipping as a business model for technopreneurship

5.2.6 Attitudes and intention

People have a psychological inclination to evaluate specific innovations, resulting in either
positive or negative opinions about them. This inclination is referred to as attitude (Claudy et
al., 2015; Fishbein & Ajzen, 1975). The TPB posits that attitude plays a pivotal role in shaping
behavioural intentions (Fishbein & Ajzen, 1975). Empirical evidence has consistently
supported the link between attitudes and the likelihood of individuals engaging in particular
behaviours. For example, Tandon et al. (2021) found that attitudes were closely linked to
intentions in their study on food delivery apps. Similarly, Wang et al. (2022) demonstrate that
attitudes towards mobile payment systems strongly predicted adoption intentions driven by
perceived benefits and convenience. Similarly, Al-Sharhan et al. (2023) show that educators

with positive attitudes towards digital tools were more inclined to integrate these technologies
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into their teaching. These findings underscore the significant role of attitudes in shaping of

intentions across diverse contexts.

In the field of technopreneurship, findings have shown that attitudes have a direct effect on
intentions. For instance, Maziriri, Dzingirai, Nyagadza, and Mabuyana (2024) established a
positive and significant relationship between attitudes toward a career in technopreneurship
and intentions to pursue technopreneurship. Soomro and Shah (2021) similarly observed that
a positive attitude enhances technopreneurial intentions. In Indonesia, Nurhayati and Machmud
(2019) found that students with favourable attitudes exhibited a stronger inclination towards
technopreneurship. Notably, Oladejo et al. (2022) identified a direct link between the
development of positive attitudes towards the adoption technology and technopreneurial
intentions in Nigeria. Furthermore, Sugandini et al. (2022) noted that positive attitudes towards
digital platforms encouraged e-commerce adoption among entrepreneurs in developing

countries.

For South Africa’s Generation Z cohort, drop shipping resonates with their digital fluency and
entrepreneurial ambitions, fostering favourable attitudes. The low start-up costs, global reach,
and flexibility associated with drop shipping increase its appeal, potentially strengthening
intentions to adopt this business model. This interplay between attitudes and intentions is
especially significant given the economic constraints faced by young entrepreneurs in South
Africa.

Within the context of drop shipping as a technopreneurial model, positive attitudes are likely
to foster stronger intentions among South African Gen Z entrepreneurs. This hypothesis aligns
with Ndofirepi’s (2020) findings that young South African entrepreneurs are drawn to business
models leveraging digital platforms, as these align with their skills and aspirations.
Recognising this relationship is crucial for designing interventions, such as targeted training
and policy support, to promote entrepreneurial ventures. The hypothesis, “Attitudes towards
the use of drop shipping have a positive effect on the intention to use drop shipping as a
business model for technopreneurship,” encapsulates this dynamic and reflects broader
research insights, underscoring its practical and theoretical importance. Grounded in the
literature and empirical findings outlined earlier, the ensuing hypothesis is posited:
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H6: Attitudes towards the use of drop shipping have a positive and significant
relationship with attitudes towards the intention to use drop shipping as a business

model for technopreneurship
5.2.7 Perceived enjoyment and intention

It is essential to discuss the nexus between perceived enjoyment and intention, as it is grounded
in the notion that optimistic attitudes towards technology can significantly influence an
entrepreneur's intentions. Defined as the level of pleasure or satisfaction that individuals feel
when participating in drop shipping activities, this concept is crucial as it affects motivation
and the likelihood of continued use of the drop shipping model (Venkatesh et al., 2003).
Entrepreneurs who perceive enjoyment often perceive fewer barriers and risks, leading to
higher confidence in adopting innovative models (Venkatesh et al., 2012). Research by Davis,
Bagozzi, and Warshaw (1992) earlier established that enjoyment significantly influences

intention by directly enhancing intrinsic motivation.

Subsequent empirical studies have asserted the strong positive association linking perceived
enjoyment and behavioural intention across various digital environments. For instance, Teo
and Noyes (2011) found that perceived enjoyment was a stronger predictor of intention to use
educational technologies among students than perceived usefulness. Similarly, in mobile app
contexts, Wang et al. (2016) confirmed that perceived enjoyment has a notable effect on the
intention to continue using mobile learning apps. In the realm of social media and gamified
platforms, Hsu and Lin (2008) found that users are more likely to adopt a system when they
experience high levels of enjoyment during usage. Furthermore, Alalwan et al. (2017)
demonstrated that perceived enjoyment played a vital role in users’ intention to adopt mobile

banking applications, particularly in emerging markets.

The consistent findings across these studies highlight that perceived enjoyment is a powerful
affective driver of behavioural intention. In the present study’s context, perceived enjoyment
is posited to influence the intention to use drop shipping as a business model for
technopreneurship. Moreover, traditional business barriers have been reduced due to the ease
of access of logistical technologies and access to e-commerce platforms, making it easier for
technopreneurs to experiment with business models like drop shipping (Kraus et al., 2018).
Therefore, the ease of entry aligns with perceived enjoyment as the interactive nature of online

platforms and the immediate feedback from customers contribute to a fulfilling entrepreneurial
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experience (Goh et al., 2019). Moreover, the autonomy and control over their business
processes enhance their overall satisfaction and commitment to this business model (Jang et
al., 2015; Maichum et al., 2016). Based on the aforementioned explanations, the following

hypothesis is therefore proposed:

H7: Perceived enjoyment has a positive and significant relationship with the intention

to use drop shipping as a business model for technopreneurship
5.2.8 Intention and the actual use

It is important to understand the relation between the intention to use and the actual usage of
drop shipping. There is minimal evidence in studies that have explored the connection between
these two variables within the context of drop shipping. Hence, there is a need to close this
lacuna. Close related studies have examined the relationship between intention and actual use
in various contexts. For instance, Melidn-Gonzélez et al. (2021) found that the intentions of
consumers’ intentions to adopt or use a technology led to their actual adoption or usage of that
technology. In Kim and Ko (2019) study, they established a direct and statistically significant

relationship between behavioural intention and the actual virtual reality use.

Furthermore, the connection between intention and actual use is also supported by studies in
the field of online retailing, which suggest that clear intentions, backed by strategic planning
and digital capabilities, lead to more successful execution of e-commerce ventures (Palmer et
al., 2020). Therefore, the intention to adopt drop shipping as a business model serves as a
predictor of its actual use, especially when there is sufficient perceived control over resources
and the environment. Moreover, studies have shown that entrepreneurial intention is not only
about the motivation to start a business but also reflects the readiness to engage in specific
entrepreneurial activities, such as setting up an online store and managing logistics via drop
shipping (Davidson, 2015). Thus, understanding and nurturing intention is crucial, as it directly
impacts the decision to adopt drop shipping practices in real-world scenarios.

In summary, the hypothesis that a positive correlation exists between the intention to use drop
shipping as a business model for technopreneurship and its actual use can be supported by the
TPB, which suggests that behavioural intentions significantly predict actual behaviour (Ajzen,
1991). Entrepreneurs with a strong intention to use drop shipping are more likely to overcome
barriers, such as technical challenges and learning curves, in order to actualise their business

plans. Thus, fostering a clear intention towards drop shipping, supported by robust business
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education and awareness of digital tools, enhances the likelihood of actual engagement in this
business model, making it a viable option for technopreneurs looking to minimise initial costs

and scale efficiently. As a result, it is possible to speculate that:

H8: There is a positive and significant relationship between the intention to use drop
shipping as a business model for technopreneurship and the actual use of drop shipping
as a business model for technopreneurship

5.2.9 Perceived enjoyment and attitudes

The concept of perceived enjoyment plays a significant role in moulding attitudes towards new
technological models, as it indicates the degree of pleasure and satisfaction an individual
derives from engaging in an activity (Scherer, Siddig, & Tondeur, 2019). Various scholars and
researchers have researched the relationship between perceived enjoyment and attitudes. On
technology adoption which includes mobile services, e-commerce and online learning
platforms, studies have shown that when users find enjoyment in using a particular system,
their attitudes towards the technology tend to be more favourable which in turn enhances their
intention to adopt it (Huang et al., 2019; Zhao et al., 2020; Kim & Forsythe, 2021).

Furthermore, attitudes serve as a bridge between intention and actual behaviour, which means
that positive attitudes developed through perceived enjoyment can lead to higher adoption rates
(Ajzen, 1991; Venkatesh & Davis, 2000). Within the drop shipping context, if users enjoy the
process of managing online transactions and fulfilling orders without the burden of handling
physical inventory, they are more likely to develop a favourable attitude towards the business
model. This positive attitude further strengthens their intention to engage in drop shipping,
eventually leading to actual use. More researchers in similar domains, such as mobile
commerce and digital entrepreneurship, have highlighted that perceived enjoyment acts as a
critical antecedent to both attitudes and behavioural intentions, underscoring its importance in

encouraging technology adoption (Lu et al., 2020; Fang et al., 2022).

Lastly, studies suggest that users who find an activity enjoyable are more likely to use the
technology regularly, thereby converting their intention into actual behaviour (Venkatesh et al.,
2012). Drop shipping, being a business model that relies heavily on e-commerce technologies,

is likely to follow similar patterns. As noted by Jo and Park (2023), the more enjoyable and
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user-friendly the technology is, the more it encourages repeated use, leading to sustained
adoption. Therefore, understanding the dynamics of perceived enjoyment is crucial for
technopreneurs who aim to leverage drop shipping as a viable business model. This concept
not only promotes a positive attitude but also converts that attitude into action, reflecting the
overall strength of this correlation. Deriving from the above, the following hypothesis is

postulated:

H9: There is a positive and significant relationship between the perceived enjoyment
of drop shipping and the attitudes towards the use of drop shipping

5.2.10 The perceived relationship between perceived enjoyment of drop shipping and the

actual use of drop shipping as a business model

The general relationship between perceived enjoyment and the actual use of drop shipping as
a business model is that with perceived enjoyment, the assumption would be that it would be
enjoyable to use drop shipping, hence resulting in actual use of drop shipping as a business
model. This helps to establish a strong theoretical foundation for the hypothesis.-Grounded in
the TPB, perceived enjoyment has been recognised as a significant predictor of technology
adoption, as it directly impacts users’ actual use of a new technology (Venkatesh et al., 2012).
Research has indicated that when users find a technology enjoyable, it is more likely to drive
their intention then actual use of that that technology (Davis, 1989; Lee, 2019). For
technopreneurs, especially those from younger generations who are digital natives, the
enjoyable aspects of managing and running a drop shipping business can encourage not only
the intention to use but also sustained engagement and actual adoption of the model (Ertz et
al., 2020; Kim & Hall, 2021).

Reviewing studies that have examined the nexus between the two variables to establish patterns,
insights and gaps in the literature, perceived enjoyment has been studied extensively within the
e-commerce and online business sector, showing that it positively influences the actual
engagement in online transactions (Chiu et al., 2014). For example, the drop shipping
business model enables entrepreneurs to explore various product categories without holding
inventory, creating a more enjoyable and less risky business experience. In such contexts,
enjoyment becomes a critical driver for intention, as it motivates users to repeatedly engage
in and eventually commit to adopting the model for their businesses (Davis & Venkatesh,
1996; Huang & Benyoucef, 2013). Additionally, the freedom and flexibility of drop

shipping,
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combined with user-friendly online tools, may further enhance perceived enjoyment and thus

the likelihood of adopting the business model (Jiang et al., 2021).

In conclusion, studies have shown that perceived enjoyment not only affects intention but can
also translate into actual behaviour, leading to the consistent use of technology (Venkatesh &
Bala, 2008). Perceived enjoyment also further encourages experimentation and sustained
involvement, which are critical for the actual application of drop shipping as a business model
(Gefenetal., 2003; Wu & Wang, 2005). Therefore, understanding and enhancing the enjoyable
aspects of drop shipping platforms, such as ease of use, engaging interfaces and the ability to
customise the user experience, can result in a stronger use of the model on an ongoing basis,
making it a viable technopreneurial venture (Pavlou & Fygenson, 2006; Lee & Chen, 2010).

The following hypothesis is therefore derived:

H10: There is a positive and a significant relationship between perceived enjoyment of
drop shipping and the actual use of drop shipping as a business model for

technopreneurship

5.2.11 The moderating role of perceived enjoyment between perceived relative
advantage and attitudes towards the use of drop shipping

In addition to the links shown in the conceptual model, direct and indirect relationships between
the variables under enquiry are conceivable. With the moderator variable influencing the
strength and/or direction of the relationship between two other variables, the role of perceived
enjoyment as a moderator has been studied across various technology adoption contexts. It has
been found not only to enhance user engagement but also to improve users' attitudes toward

technology when the perceived advantages are clear (Choi & Totten, 2019).

For this hypothesis, the independent variable (1V) is the perceived relative advantage (PRA)
which is the predictor variable that influences the attitudes towards drop shipping. The
dependent variable (DV) is the attitudes towards the use of drop shipping and it is the outcome
variable that is affected by perceived relative advantage. Lastly, perceived enjoyment in drop
shipping serves as a variable that moderates the relationship, strengthening the connection
between PRA and attitudes. This hypothesis, therefore, suggests that the impact of perceived
relative advantage on attitudes towards drop shipping will be stronger depending on the level

of perceived enjoyment.
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Perceived relative advantage (PRA) is an independent variable (IV) thoroughly discussed in
H5 and attitudes are thoroughly discussed in H6, H7, H8, H9 and H10. Within the context of
drop shipping, the efficiency and low operational costs can be perceived as significant
advantages. However, when combined with the enjoyment of running a digital storefront, these
advantages become more compelling, leading to stronger attitudes in favour of adopting the
business model (Davis, Bagozzi, & Warshaw, 1992; Jiang & Benbasat, 2007). Hence,
perceived enjoyment may moderate the relationship between perceived advantages and
attitudes by enhancing the user’s overall positive perception of the experience. For instance,
within the context of technopreneurship, perceived enjoyment can enhance the attractiveness
of drop shipping, as it provides a sense of novelty and satisfaction, leading to a more favourable

attitude towards using it as a business model (Yuen et al., 2020).

The moderating effect of perceived enjoyment suggests that technopreneurs who find the drop
shipping process enjoyable are more likely to translate their perceived advantages into positive
attitudes. This has been supported by studies in the e-commerce and online retail sectors, where
enjoyment increases user involvement and satisfaction, thus fostering stronger attitudes and
behavioural intentions (Lin & Lu, 2015; Wang, 2021). As such, perceived enjoyment in drop
shipping moderates the effect of perceived relative advantage on attitudes by making the
benefits of the model more personally relevant and engaging for technopreneurs, leading to
increased adoption intentions (Verberne et al., 2018). Through the discussion, the following

hypothesis has been derived:

H11: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between perceived relative advantage and attitudes towards the use of

drop shipping as a business model for technopreneurship
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5.2.12 The moderating role of perceived enjoyment between trialability of drop shipping
and attitudes towards the use of drop shipping

In addition to the links shown in the conceptual model, the moderating impact of perceived
enjoyment has a notable effect on the relationship between the independent variable of
trialability of drop shipping and the dependent variable of attitudes towards the use of drop
shipping, as it positively and significantly strengthens the connection between the two variables.
Although attitudes were extensively discussed in H6, H7, H8, H9 and H10, establishing the
fundamental connections between the research variables, thereby shedding light on this

occurrence.

In addition to the findings, this suggests that the impact of trialability on attitudes may vary
depending on the degree of enjoyment users derive from drop shipping. With trialability
referring to the degree to which a new technology or innovation can be experimented with on a
trial basis before fully adopting it, the presence of perceived enjoyment amplifies this effect of
trialability, as individuals who find the experience of testing drop shipping enjoyable are more

likely to develop positive attitudes towards adopting it (Rogers, 2003).

Moreover, in support of the hypothesis, perceived enjoyment is often seen as an intrinsic
motivator that influences user behaviour in technology adoption contexts. Studies have shown
that when users enjoy their interactions with a technology, they are more willing to explore its
functionalities, leading to a deeper understanding of its advantages (Venkatesh et al., 2012). In
the context of drop shipping, trialability enables technopreneurs to experiment with the model
on a smaller scale, requiring minimal investment and risk. This hands-on experience, combined
with the enjoyment derived from engaging in the process, is likely to foster more favourable
attitudes towards adopting drop shipping as a viable business model (Akhlag & Ahmed, 2015;
Davis et al., 1992).
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fundamental connections between the research variables, thereby shedding light on this

occurrence.

In addition to the findings, this suggests that the impact of trialability on attitudes may vary
depending on the degree of enjoyment users derive from drop shipping. With trialability
referring to the degree to which a new technology or innovation can be experimented with on
a trial basis before fully adopting it, the presence of perceived enjoyment amplifies this effect
of trialability, as individuals who find the experience of testing drop shipping enjoyable are

more likely to develop positive attitudes towards adopting it (Rogers, 2003).

Research also highlights that the perceived enjoyment of using a system enhances the perceived
value of the technology, thereby positively influencing attitudes and adoption rates (Sun &
Zhang, 2006). This implies that technopreneurs who find the trial phase of drop shipping
enjoyable are more likely to appreciate its benefits and efficiency, leading to a stronger
inclination towards adopting it as a business model. When enjoyment moderates the effect of
trialability, it helps technopreneurs to overcome initial uncertainties and builds confidence in
the model's potential, thus facilitating wider adoption in the technopreneurial landscape

(Cheema et al., 2013; Davis et al., 1992). The following hypothesis is therefore derived:

H12: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between trialability of drop shipping and attitudes towards the use of drop

shipping as a business model for technopreneurship
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5.2.13 The moderating role of perceived enjoyment in drop shipping between

complexity and attitudes towards the use of drop shipping

The perceived enjoyment moderator has a strong and positive impact on complexity and
attitudes towards the use of drop shipping and its inclusion as a moderator variable is clearly
depicted in Figure 1.1. Complexity, the independent variable also thoroughly discussed in H3,
represents how difficult individuals might perceive drop shipping. The dependent variable is
the attitudes towards the use of drop shipping, as discussed throughout H6, H7, H8, H9 and
H10 and clearly depicted in the conceptual model. Perceived enjoyment in drop shipping serves
as a moderator, suggesting that even if drop shipping is perceived as complex, individuals who

find it enjoyable may still develop a positive attitude towards using it.

The existing literature proves that perceived enjoyment can play a significant moderating role
in the relationship between the complexity of a system and attitudes toward its use. The studies
show that perceived enjoyment can act as a key driver in technology acceptance models,
making users more willing to engage with and adopt complex systems (Venkatesh et al., 2012;
Lowry et al., 2015). Specifically, when users find a process enjoyable, it can mitigate the
perceived difficulties and barriers associated with its complexity, leading to a more favourable
attitude. In the context of drop shipping as a technopreneurship model, if the process of setting
up and managing a drop shipping business is seen as enjoyable, users might be less deterred by
its inherent complexities. Thus, when perceived enjoyment is high, even a complex drop
shipping platform might be viewed positively, enhancing users’ attitudes towards adopting it

as a business model.

Additionally, in support of complexity as the independent variable, research in technology
adoption highlights that complexity, defined by the perceived difficulty of use, can negatively
impact attitudes towards new systems unless there are factors that counterbalance this effect
(Low, 2016; Dauvis et al., 1989). Furthermore, when perceived enjoyment is introduced as a
moderating factor, it can help create a more favourable user experience, making the
complexities seem less daunting. This phenomenon aligns with findings that users tend to
overlook technical challenges when they find the experience intrinsically rewarding (Boynton,
2005; Gardner et al., 2012). For drop shipping as a technopreneurship business model,
perceived enjoyment could thus encourage new users to experiment and learn, fostering a more

positive attitude despite the initial learning curve or operational challenges.
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In summary, with the moderating role of perceived enjoyment having been evidenced in
various contexts, from mobile services to digital business platforms, studies have found that
perceived enjoyment not only directly impacts behavioural intentions but also weakens the
negative perceptions associated with complexity (Venkatesh & Bala, 2008; Fishbein & Ajzen,
2011). This is relevant towards the drop shipping business model because, although managing
suppliers, inventory and shipping logistics might seem complex, the enjoyable aspects of
running a business, such as designing a store, interacting with customers, or seeing sales grow,
can shift attitudes positively. Therefore, the hypothesis is supported by the broader
understanding of technology acceptance and user behaviour. With that said, hypothesis 13 is

as follows:

H13: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between complexity of drop shipping and attitudes towards the use of drop
shipping as a business model for technopreneurship

5.2.14 The moderating role of perceived enjoyment between observability of drop

shipping and attitudes towards the use of drop shipping

Observability, an independent variable thoroughly discussed in H2 and a characteristic of IDT
is the extent to which the benefits and success of drop shipping are visible to others and if
potential adopters can easily see how to drop shipping works and how others benefit from it;
hence more likely to develop positive attitudes towards it. Attitudes towards the use of drop is
the dependent variable. Perceived enjoyment in drop shipping is a moderating variable that

influences the strength of the relationship.

Perceived enjoyment has been found to play a critical role in moderating the relationship
between product characteristics and user attitudes. Research suggests that when individuals
derive pleasure from engaging in a particular activity, it can enhance their perception of other
associated attributes, such as ease of use or visibility (Bilal et al., 2023). In the context of drop
shipping, perceived enjoyment may amplify the positive effects of observability on attitudes,
as users who enjoy experimenting with or learning about new business models are more likely

to adopt favourable views when they observe successful implementations.

Empirical studies have indicated that perceived enjoyment enhances user experiences by
fostering positive affect, which can lead to stronger attitudinal inclinations (Venkatesh et al.,

2022). This is mostly significant for technopreneurs adopting drop shipping, as observing the
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model’s functionality and witnessing others’ success may motivate them to perceive the model
positively. Enjoyment acts as a psychological reward, reinforcing the perception that adopting
drop shipping is beneficial, thus making the business model more appealing for entrepreneurial
ventures (Smith et al., 2021).

Furthermore, previous findings demonstrate that enjoyment can facilitate the integration of new
technological practices by lessening the perceived effort required (Yuen et al., 2022). When
users perceive enjoyment, they are more likely to notice the observable benefits, which can
enhance their overall attitude towards using such model of technopreneurship. This moderation
effect implies that higher levels of enjoyment can lead to stronger positive attitudes towards drop
shipping, potentially influencing adoption rates (Bilal et al., 2023; Venkatesh et al., 2022).

Therefore, hypothesis 14 is as follows:

H14: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between observability of drop shipping and attitudes towards the use of
drop shipping as a business model for technopreneurship

5.2.15 The moderating role of perceived enjoyment between intention of use towards
drop shipping and the actual use of drop shipping

Previous scholars have long established the relationship between an individual’s intention to
use a technological innovation and their actual behaviour. TPB asserts that behavioural
intention is the most immediate predictor of actual behaviour (Ajzen, 1991). However,
empirical research also indicates that this relationship direct as external factors can moderate
the relationship between intention and behaviour (Sheeran & Webb, 2016). The moderator,
perceived enjoyment, is defined as the extent to which engaging in an activity is perceived to
be pleasurable in its own right independent of any other extrinsic outcomes (Davis et al., 1992;
Van der Heijden, 2004). This intrinsic motivational factor been shown to significantly
influence the strength and direction of the intention to behaviour link in various digital
environments (Venkatesh et al., 2002; Yi & Hwang, 2023)

Within the context of technopreneurship, with drop shipping in particular, perceived enjoyment
plays a critical role as drop shipping involves digital tools, automation platforms, as well as
marketing creativity which could be inherently enjoyable for the technology savvy
technopreneurs. When individuals find the process enjoyable, they will most likely follow

through on their intention to adopt the model (Agarwal & Karahanna, 2000; Moon & Kim
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2001), in this instance, the drop shipping as a business model. On the other hand, enjoyment
enhances cognitive absorption and task enhancement increasing the likelihood of sustained use
(Childers et al., 2003). Deriving from the Innovation Diffusion Theory lens, the adoption and
implementation of innovations are influenced not only by utilitarian factors but also by
experiential factors such as enjoyment (Rogers, 2003) thus moderating the relationship
between the intention and actual use of drop shipping as a business model, thereby
strengthening the likelihood of behaviour when enjoyment is high. Deducing from the above
discussion in support of the moderating role of perceived enjoyment, the following hypothesis
has been postulated:

H15: Perceived enjoyment in drop shipping positively and significantly moderates the
relationship between the intention to use drop shipping as a business model for

technopreneurship and the actual use of drop shipping as a business model
5.3 CHAPTER SUMMARY

The chapter synthesises constructs reviewed in previous chapters into a conceptual model,
resulting in the development of 15 hypotheses. Out of the 15 hypotheses, 10 had a direct
relationship while the remaining five had moderating relationships based on the IDT Characters
of observability, complexity, trialability and perceived relative advantage. The moderators
moderated the relationship between the independent variable (1) of perceived enjoyment and
the dependent variable (DV) of attitudes.

Three frameworks underpinning the study were discussed, namely the IDT by Rogers, TBRM
by Hammond and TPB by Ajzen. IDT suggests that specific attributes of an innovation affect
its adoption rate. TPB was developed out of trying to understand the influence of attitudes
towards influencing a particular behaviour. Lastly, the TBRM provided a structured framework
for understanding decision-making processes by incorporating cognitive factors through the
evaluation of alternatives. The 15 hypotheses serve as the tools driving focused enquiry into
technopreneurship among the South African Gen Z cohort, aiming to understand how attitudes

towards influencing bridge the gap between global theories and local realities.

Chapter six will focus on the research design and methodology. The chapter outlines the
research methodology that guides the study from its inception to its conclusion, utilising

various research methodological tools. The chapter offers a detailed methodological
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framework overview of the research and addresses the data collection and analysis methods

collectively ensuring the study’s rigorous and ethical integrity.
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CHAPTER 6
RESEARCH DESIGN AND METHODOLOGY

6. INTRODUCTION

The previous chapter (chapter 5) summarised the conceptual model created for this study,
highlighting the theoretical connections among the key constructs and setting up the hypotheses
that direct this research. The main focus of this chapter (chapter 6) is to present the research
methodology employed throughout the study, from its onset to its conclusion, using various
methodological tools. It reviews the specific designs and methods utilised in this research.
Research methodology refers to a systematic approach to collecting and analysing data based
on a particular philosophical outlook. It includes a range of techniques and processes for
gathering, scrutinising and interpreting data to draw meaningful conclusions. This chapter
offers a comprehensive overview of the methodological framework used to attain the study's
main goal. It discusses essential elements such as the guiding research philosophy, the overall
research design, the target population and the sampling strategy employed. Furthermore, it
elaborates on data collection and analysis techniques, strategies for ensuring the reliability and
validity of findings, the application of path modelling and the ethical guidelines followed
throughout the research process. Together, these elements ensure the study's rigour and ethical

integrity.
6.1 RESEARCH PROCESS

Saunders et al. (2016) compare the research process to an onion. Just as peeling an onion
involves going through different layers, research requires navigating through various levels to
reveal the central goal of empirical investigation. For researchers, a systematic method is
essential for moving from the outer layers to the core phase of data collection and analysis. As
shown in Figure 6.1, based on the framework by Saunders and Tosey (2019), the research onion
highlights the stages researchers need to traverse during the research process. This chapter
utilises the research onion framework to structure the discussion. Originally developed by
Saunders, Lewis and Thornhill (2019), the research onion visually represents the sequential

phases of research, with Figure 6.1 helping researchers to effectively implement its principles.
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Figure 6.1 Research onion principle

Source: Saunders et al. (2019)

The upcoming sections detail the research philosophy, design and strategy utilised in this study.
They also address the target population, sampling methods, data collection and analytical

techniques.
6.2 RESEARCH PHILOSOPHY (RESEARCH ONION LAYER ONE)

Every solid academic research project must include a well-defined research philosophy that
guides the research design. Collis and Hussey (2013) argue that the initial step in the research
process is identifying the specific research philosophy, often called a research paradigm in
academic literature (Bryman et al., 2017). The Oxford Dictionary (2015) broadly defines
philosophy as “the study of nature and meaning of the universe and human life”. In research,
philosophies represent the frameworks that shape the scientific pursuit of knowledge (Bilau et
al., 2018). Similarly, Saunders et al. (2016) describe research philosophy as the body of
knowledge formed through a series of beliefs and assumptions. According to Tamminen and
Poucher (2020), a research philosophy embodies a set of fundamental beliefs guiding the
study's design and implementation. Different research philosophies provide varying
perspectives on scientific enquiry. Additionally, Creswell (2015) introduced the notion of
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philosophical worldviews, assumptions, beliefs, values and methods that inform research
practices. Thus, a research philosophy represents the outer layer of the research onion
(Saunders & Tosey, 2013), concerning how science is practised to generate new knowledge
about the world (Wilson, 2014). Moreover, Babbie (2013) asserts that research philosophies
help researchers clarify the logical frameworks that underlie theory development, facilitating a
true interpretation of reality. Saunders et al. (2016) outline the primary research philosophies
that shape research approaches and perceptions of reality, which include positivism, realism,
interpretivism and pragmatism. Although these philosophies stand alone, they are each
characterised by four distinct attributes: ontology, epistemology, axiology and data collection

methodologies.

Among the many philosophical approaches available to researchers, a positivist perspective
was considered the most fitting for this study. This research was based on positivist philosophy
since it sought to evaluate specific hypotheses linked to attitudes, behavioural intentions and
the actual use of drop shipping by the Generation Z cohort. Furthermore, the empirical research
goals described in section 1.6.1.2 were defined in measurable terms, with the assumption that
predefined predictive relationships exist among the study variables. In line with Maziriri et al.
(2023), the research involved registered students from selected higher education institutions

(HEIS) in South Africa to either support or challenge the proposed relationships.
6.2.1 Positivism

Grounded in the belief that reality is objective and can be observed without personal bias, the
positivist research paradigm maintains that knowledge comes from empirical evidence
obtained through observation or experimentation, making it measurable and suitable for
statistical analysis (Creswell & Creswell, 2023). This approach offers a structured method for
exploring technopreneurship among Gen Z in South Africa, particularly in modelling the
adoption of drop shipping as a business model (Creswell, 2024). By emphasising empirical
evidence obtained through systematic observation and statistical methods, this paradigm
closely follows the hypothetico-deductive model (Smith, 2024). This methodology is crucial
in technopreneurship research, as quantifiable data uncovers significant relationships and

trends in drop shipping adoption among Gen Z (Bryman, 2024).

This study, grounded in a positivist paradigm, not only highlights the motivating factors behind
Gen Zs adoption of drop shipping as a business model in South Africa but also allows for a
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thorough investigation of the elements affecting these motivations. Additionally, quantitative
methods such as surveys and experiments offer strong mechanisms for assessing the influence
of various predictors on the technopreneurship intentions of Gen Z (Mason & Brown, 2024).
The outcomes of these assessments can then be analysed to identify clear and measurable
relationships (Saunders et al., 2024).

Justifying the grounding of the study in a positivist paradigm ensures reliable and reproducible
findings. This facilitates future researchers applying results to various populations and contexts
(Silverman, 2025). Overall, the positivist research paradigm significantly supports the
development of predictive models that can provide valuable insights for stakeholders interested
in technopreneurship and drop shipping as a business model. Tracy (2025) states that adopting
the positivist research paradigm yields actionable and generalisable insights through a
systematic and objective examination of factors that affect Gen Zs engagement with drop

shipping as a business model.

6.3 APPROACH TO THEORY DEVELOPMENT (RESEARCH ONION LAYER
TWO)

The theory development approach constitutes the second stage of the research onion framework,
shifting from the outer layers to the inner core. This phase emphasises the reasoning methods
utilised in a study. As noted by Saunders et al. (2019), there are two main approaches to research
reasoning: deductive and inductive. Figures 6.2 and 6.3 provide further explanations and

illustrations of these approaches.

Figure 6.2: The deductive approach
[ Theory I=D
[ Hypothesis :ﬁ
[ Observation =h

[ Confirmation ]

Source: Adopted from: Babbie (2016)
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Figure 6.3 The inductive approach

——

[ Tentative }=ﬂ
[ Pattern Eﬂ

[ Observation =D

s

Source: Adopted from: Babbie (2016)

According to Saunders et al. (2019), an inductive research approach aligns with an
interpretivist research philosophy, while a deductive research approach is primarily associated
with a positivist research philosophy. When comparing these two approaches, a researcher is
more likely to choose an inductive approach in studies where there are few or no existing
theories that necessitate the development of theories and frameworks (Boampong, 2014) (see
Figure 6.3). The inductive method does not start with a predefined framework for data
collection; instead, such a framework can emerge after the data have been collected (Flick,
2014) (see Figure 6.2).

Additionally, while qualitative research is commonly associated with an inductive approach
(Bryman & Bell, 2011), a deductive approach is valuable for developing hypotheses from
established theories and constructing a research strategy to test them (Silverman, 2013). This
study employs a deductive research methodology due to its effectiveness in contexts that assess
whether observed outcomes align with expectations derived from prior research (Wiles, Crow,
& Pain, 2011). A deductive approach aligns well with the positivist perspective, enabling the
creation of hypotheses and the statistical testing of anticipated results at a statistically

significant level (Snieder & Larner, 2009). Thus, it is particularly fitting for this study.

The following step or layer in the research onion principle signifies the research choices that

the researcher selects.
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6.4 METHOD CHOICE (RESEARCH ONION LAYER FOUR)

Saunders et al. (2023) identify research choices as the fourth layer, which includes decisions
regarding the selection of mono-, multi-, or mixed-method approaches. The characteristics of
available research choices are detailed in Table 6.1. Drawing from the information in Table
6.1, this study employed the mono-method approach, utilising quantitative measures to address
the research problem.

Table 6.1: Features of the different research choices

Research Characteristics

Method

Mono The researcher gathers solely one form of information, using either
Method qualitative or quantitative methods without merging them.

Multi- Combines both qualitative and quantitative methodologies in a study, but
Method the data sets are kept separate. Different from mixed methods, where data

are combined into a single set.

Mixed Combines both qualitative and quantitative methodologies to create a
Method single, integrated data set. It involves mixing different methods within the
research to form a cohesive whole.

Source: Flick (2020)

The following sub-section explores the distinctions between quantitative and qualitative
research, aiming to clarify the choice of quantitative measures for this study.

6.4.1 Quantitative versus qualitative research

Vijayalakshmi and Sivapragasam (2009) identify two primary research approaches:
quantitative and qualitative. Qualitative research is exploratory in nature and is typically
conducted on smaller samples, unlike quantitative research, which is structured and involves
larger sample sizes (Malhotra, 2010). Malhotra (2010) also clarifies that quantitative research
emphasises numbers, measurements and quantities, while qualitative research gathers rich data,
encompassing opinions, descriptions and personal narratives. In this regard, Hair et al. (2014)
note that quantitative research usually entails collecting data from large respondent groups
using standardised, formal questions with predetermined response options. In contrast,

qualitative research views aspects of reality as subjective and does not adhere to a strict
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sequence of steps, as these may change during the research journey (Zikmund & Babin, 2010).
Furthermore, qualitative research prioritises theoretical constructs as empirical evidence, as
opposed to the numerical data found in quantitative studies (Malhotra, 2010); thus, its main

goal is to obtain a deeper insight into respondents’ perceptions.

Quantitative research designs emphasise empirical measurement and statistical analysis
allowing researchers to test hypotheses with large data sets and in contrast, qualitative methods
prioritise inductive inquiry, focusing on meaning-making through contextual or observational
data (Quiroés et al., 2022). Given that the researcher seeks to address the research hypotheses
presented in chapter 1 and elaborated upon in chapter 5, with an anticipated numerical outcome
and a descriptive research design, it follows that this study adopts a quantitative research
approach. Additional support for choosing the quantitative method is grounded in Johnson and
Christensen (2015), who noted that quantitative research seeks to uphold statistically
significant relationships among relevant variables, addresses inquiries through measurement
and description, relies on objective measurements and observations, focuses on correlations
and causations and adheres to a deductive framework (Ary, Jacobs, Sorensen, & Walker, 2014),

therefore, it is appropriate for this study.

On the other hand, (Hossan et al., 2023) contend that qualitative methods are chiefly used to
produce insights and theories inductively through various non-statistical techniques, thus
making the qualitative approach inadequate for the study. Wiid and Diggines (2015) emphasise
that the strength of the quantitative research approach lies in the objectivity of its findings,
which facilitates generalisation to the broader population. Additionally, the quantitative
approach enhances the precision of research outcomes through statistical analysis. Table 6.2
illustrates some key differences between quantitative and qualitative research methodologies,

along with further distinctions commonly observed between the two approaches.

Table 6. 2: Comparison of quantitative and qualitative research approaches

Research Aspects Quantitative Qualitative
Types of Close ended Open ended
Questions
Approach Measure and test Observe and interpret
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Research Researcher uninvolved, A researcher is intimately involved,;
Independence observer results are results are subjective.

objective.

Common Purpose | Test hypotheses or specific Discover ideas used in exploratory

research questions. research with general research
objects.
Most Often Used Descriptive and causal Exploratory research designs

research designs

Samples Large samples to produce Small samples often used in natural
generalisable results settings

Degree of High Low

Replicability

Data Collection Structured response Unstructured, free form

Approach categories provided

Source: Adapted from Zikmund (2015)

After the research choices, the research onion principle outlines that the researcher can adopt
several research strategies, which are discussed in the following sub-section.

6.5 RESEARCH STRATEGIES (RESEARCH ONION LAYER FOUR)

The research strategy aligns with the fourth layer of the research onion principle, detailing
“how” the researcher plans to execute the study (Saunders et al., 2019). Various research
strategies are available, including action research, experimental research, systematic literature
reviews, case study research, interviews and surveys. Action research addresses a specific
research issue within a community of practice (Bryman, 2021), focusing on evaluating current
practices to see if they meet the most effective methods. This approach involves reflective
practice, a systematic method for assessing the professional experience of practitioners (Wiles
etal., 2011). On the other hand, experimental research creates a framework to test the outcomes
of an experiment against the predicted results (Saunders et al., 2019). According to Saunders
et al. (2019), these experiments often explore a limited number of variables and analyse the
relationships among them in relation to expected outcomes. Furthermore, Bryman (2021)
suggests that case study research investigates a single unit to identify its key characteristics
while supporting broader generalisations. Case studies shed light on the particularities of each

example, illustrating the importance of culture and context in each case (Silverman, 2020).
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Grounded theory, a qualitative methodology that derives patterns from data inductively, is
crucial for the survey (May, 2021), with data often gathered via interviews. Such interview
data can then be transcribed, coded and organised based on common themes among
respondents (Flick, 2018). This indicates that research findings originate from the studies
conducted rather than fitting the data into pre-established frameworks (Flick, 2018). Its usage

is prevalent in the social sciences, as noted by Bryman (2021).

Ethnography focuses on the detailed observation of individuals, analysing their cultural
interactions and the meanings they express (Bryman, 2021). It approaches research from the
perspective of the people being studied, aiming to comprehend the variances in meaning and
significance behind their behaviours. According to Flick (2019), archival research involves
utilising existing materials and conducting a systematic review of literature. This process
examines and summarises patterns in existing research to evaluate the current knowledge in a
specific area or to explore how previous research informs specific issues. Sometimes called
historical research, archival research analyses a collection of source material to derive
conclusions (Bryman, 2012). Additionally, surveys are frequently utilised in quantitative
research, focusing on sampling a representative segment of the population (Bryman & Bell,
2011). Surveys involve asking respondents questions and recording their responses for
statistical analysis (Gaiser & Schreiner, 2009). Gaiser and Schreiner (2009) highlight several
benefits of conducting surveys, such as their speed, flexibility and the potential for precise
information gathering about the population. Surveys produce quantitative data that can be
analysed empirically, primarily to investigate the relationships between various causal
variables and types of data. Thus, among the strategies discussed, the survey strategy stands
out as the most prevalent when adopting a positivist philosophical approach (Pang, 2021; Park,
2020). This study utilises a survey strategy, as earlier sections emphasised the embrace of a
positivist viewpoint. Furthermore, survey strategies are particularly advantageous for
researchers aiming to gather data from a large respondent pool (Hair et al., 2017; Hair et al.,
2013). Ponto (2015) asserts that another benefit of survey research is its structured data
collection process, achieved through structured observation or interviews. In this study,
structured, self-administered questionnaires were the primary data collection tool used to
gather responses. This approach allowed the researcher to gather data from approximately 359
respondents, answering the research questions and fulfilling the study's objectives, including

hypothesis testing. As noted by Marsden and Wright (2010), a well- designed questionnaire is
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essential for effective survey research. They further point out that questionnaires can be

administered through various means, including telephone, in- person, mail, or electronically.

Figure 6.4 shows the different survey methods and techniques researchers can use. This study

opted for electronic methods due to their convenience.

Figure 6.4: Survey methods and techniques in research

Survey
Methods
1
I 1 I 1
Telephone Personal Mail Electronic
Computer Computer . . .
Telephone Assisted Home Assisted Mail Mail Panel E-mail Internet

Source: Adapted from Malhotra (2021)

Nonetheless, the drawbacks of online surveys are as follows: (1) only individuals with internet
access can participate, (2) mainly literate individuals are likely to respond, (3) respondents are
often those biased enough to be interested in the topic and (4) the findings from online surveys
cannot always be generalised to the broader population (Andrade, 2020). Since this study
adopts a quantitative research approach, it is essential to establish a timeline for the research.
Given various factors, including limited resources, a timeline is necessary to ensure that
available research resources are utilised efficiently. Therefore, the research onion principle
outlines two-time horizons that the researcher must consider, which are elaborated on in the

following section.

6.6 TIME HORIZON (RESEARCH ONION LAYER FIVE)

As stated by Saunders et al. (2024), the temporal scope of a study is known as the time horizon.
This time horizon plays a vital role in influencing the study’s findings and conclusions.
Generally, researchers can select between cross-sectional and longitudinal time horizons,
depending on available resources and research objectives (Saunders et al., 2024). In

differentiating these time horizons, a cross-sectional study gathers data at one specific moment,
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whereas a longitudinal study collects data over a longer duration, allowing researchers to
observe trends and changes over time (Creswell & Creswell, 2023). For this study, the cross-
sectional time horizon is the most appropriate method for exploring technopreneurship among
Gen Z, as it effectively analyses the reasons behind adopting drop shipping as a business model
in South Africa (Bryman, 2024).

Furthermore, the ongoing transformation of digital business models adopted by many Gen Z
entrepreneurs significantly supports the use of a cross-sectional time horizon. With the rapid
advancements in logistics solutions, payment systems and online marketplaces, it's essential to
evaluate not just current perceptions but also attitudes, rather than focusing exclusively on
long-term changes (Mason & Brown, 2024). Cross-sectional studies are more beneficial since
they allow researchers to collect larger datasets without the risk of participant dropout,
completing this in a shorter span than longitudinal studies (Bell et al., 2024; Saunders et al.,
2024). Additionally, previous research in digital entrepreneurship has successfully utilised
cross-sectional designs to investigate adoption behaviours and decision-making in the e-
commerce sector (Tandon et al., 2023), aligning well with technopreneurship and drop shipping

as a business model.

In summary, while a cross-sectional approach is useful, a longitudinal study may prove
advantageous for future research. A longitudinal study can thoroughly elucidate the evolution
of attitudes towards drop shipping. Nonetheless, this research emphasises the cross-sectional
method. Future researchers might build upon this by examining trends over time to achieve a
more in-depth understanding of drop shipping as a business model among young

technopreneurs.

6.7 TECHNIQUES AND PROCEDURES (RESEARCH ONION LAYER SIX)

The sixth and final layer of the research onion focuses on making decisions about sample size,
data collection and data analysis. This component, based on the Saunders et al. (2024) research
onion, emphasises both the specific methods for collecting data and the processes for analysing
and sampling that data in a study. It is vital for ensuring the reliability and validity of research
outcomes and plays a key role in how data are gathered and interpreted to address research
questions (Bell et al., 2024). For this study on technopreneurship among the Gen Z
demographic, which examines the motivations behind adopting drop shipping as a business
model- the quantitative approach was deemed most appropriate. This method allows for
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assessing the relationships between significant variables such as perceived enjoyment,
technological optimism, trialability and perceived relative advantage, utilising structured data

collection methods like questionnaires or surveys (Creswell & Creswell, 2023).

For this study, the survey was the most appropriate method for data collection, allowing the
researcher to efficiently gather insights from a large number of Gen Z technopreneurs (Tandon
et al., 2023). Moreover, surveys facilitate standardised data collection, simplifying trend
analysis and the ability to draw generalised conclusions (Saunders et al., 2024). The Likert
scale predominantly measured respondents’ perceptions, behavioural attitudes and views on
drop shipping as a business model (Hair et al., 2024). Finally, a non-probability sampling
technique was implemented to focus on specific Gen Z individuals interested in and
experienced with drop shipping, ensuring the collected data's relevance to the research
objectives (Bryman, 2024).

Regarding data analysis, this study utilised Structural Equation Modelling (SEM) through the
SmartPLS tool, which effectively examines intricate relationships among multiple variables
(Ali et al., 2023). SEM also allows for the validation of hypotheses and measurement models,
guaranteeing robust statistical analysis (Thompson, 2024). Reliability testing methods,
including Cronbach’s alpha and other data cleaning procedures like normality tests and
checking for missing values, were conducted to ensure data quality (Williams & Green, 2018).
Ethical considerations, such as informed consent, data confidentiality and anonymity, were
strictly followed (Mason & Brown, 2024). By implementing these structured procedures and

techniques, the study ensured methodological rigour and generated reliable insights.
6.8 DATA COLLECTION, ANALYSIS TECHNIQUES, AND PROCEDURES

6.8.1 Population and sampling procedures

The last layer of the research onion focuses on the data collection methods, analysis techniques,
and procedures utilised in the study. This section discusses the target population and the
decisions made concerning sampling. Additionally, a summary outlining the population and

sampling methods can be found in Table 6.3.
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Table 6.3: Summary of the population and sampling procedures

Target Gen Z Students at UWC and WITS
population
Sampling size 359 respondents

Sample frame List of registered students from UWC and WITS databases

Sampling units Individuals falling in the Gen Z category who are registered university
students

Sampling Probability, simple random sampling, quota sampling method

techniques

Extent UWC and WITS universities in Western Cape and Gauteng Provinces.

Source: Developed by the researcher

Table 6.3 presents a summary of the population and sampling procedures used in the study.
Additional specific steps outlined by Malhotra (2019) were implemented to develop the

sampling procedure for the empirical study, as shown in Figure 6.5:

Figure 6.5: Steps in the sampling procedure

Step 1: Define the target
population

Step 2: Identify the
sampling frame

Survey tep 3: Select the sampling
Methods technique(s)

Step 4: Determine the
sample size

sampling process

Step 5: Execute the ‘

Source: Adapted from Malhotra (2007)
6.8.2 Target population

To collect research data, there must be identifiable individuals from whom to gather this
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information. Consequently, determining the respondents for a survey and the intended number
of respondents are crucial considerations for every researcher. In addressing the research
question, Malhotra (2019) suggests starting by defining the study's population. Sekaran and
Bougie (2016) clarify that the research population consists of the complete group of
individuals, events, or items that the researcher intends to explore. Zikmund and Babin (2010)
point out that while the population is extensive, a segment or sub-section, known as a sample,
is often targeted for research purposes. In this investigation, the focus population included the
Gen Z cohort at UWC and WITS universities.

According to Charmaz (2014), a population can be understood as a group of elements that
possess particular significant characteristics relevant to the study. Neuman (2014) supports this
notion by specifying that a target population includes those elements that are considered for
inclusion in a study, effectively forming a subset of the larger population that piques the
researcher's interest. Due to various resource limitations, researchers typically prioritise
information from the target population instead of analysing the entire population. Sampling
techniques allow generalisation from a representative subset without the expense of surveying
the entire population while probability sampling is particularly valued for enabling unbiased
representation (Cambridge Core, 2023). Thus, this study targets Gen Z technopreneurs who are
18 years or older. This age range was chosen because 18 represents the legal age of adulthood,

allowing individuals to make independent and informed decisions.

The subsequent section addresses the sampling technique employed in this study.

6.8.3 The sampling technique(s)

The study employed quantitative research, which typically relies on sampling selecting a
representative subset of the population. For this study, a questionnaire was administered and it
remains a widely used instrument in quantitative research, designed to systematically collect
primary data using structured questions and validated scales (Sekaran & Bougie, 2023). This
sample includes a limited number of elements from a larger, clearly defined group. Researchers
anticipate that insights gathered from this smaller group will allow for precise evaluations of

the larger group.
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Figure 6.6: Classification of sampling techniques

Sampling
Methods
1
Probability Non-Probability
Sampling Sampling
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Source: Adapted from Malhotra (2010)

Based on Figure 6.6, probability sampling involves a technique in which every element in the

population has a known non-zero chance of being selected and each selected element’s
probability of inclusion is also identifiable (Latham, 2014). Methods that fall under probability
sampling include cluster sampling, systematic sampling, simple random sampling and stratified
random sampling (Hair et al., 2013). Shui, Hair, Bush and Ortinau (2009) note that the probability

of selection in a sample can be represented by formula 6.1 as follows:

Probability of selection = sample/size population size (6.1)

A non-probability sampling technique involves the intentional selection of items for a sample,
where each unit has a different probability of being chosen (Latham, 2014). This method
encompasses quota sampling, snowball (referral) sampling, judgment sampling and
convenience sampling (Hair et al., 2013). Table 6.4 provides a detailed description of each

sampling sub-group.
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Table 6. 4: Sub-groups of non-probability and probability sampling techniques

NON-PROBABILITY DESCRIPTION

SAMPLING

TECHNIQUES

Quota sampling Designed to ensure that the proportion of the sample elements

with a certain characteristic is approximately like that in the
population of interest.

Judgment sampling Involves selecting certain respondents for participation in the
study, presumably because they represent the population of
interest and/or meet the study’s specific needs.

Snowballing sampling Involves first locating respondents who have the necessary
qualifications to be included in the sample and then using
these respondents as informants to identify others with the
desired qualifications to belong to the target population.

Convenience sampling Respondent participation is voluntary or leaves the
selection of sampling units primarily to the interviewer.

PROBABILITY DESCRIPTION

SAMPLING

TECHNIQUES

Systematic sampling Random selection of a digit (n) and then selection of sample

element at every (n) interval depending on population size and
the required sample size.

Cluster sampling The population is divided into sub-groups of mutual
characteristics and a simple random sample is chosen from
subgroups. Often associated with area sampling.

Stratified random The population is divided into sub-groups of mutual
sampling characteristics and a simple random sample is chosen from
each sub-group.

Simple random sampling | Each element of the population has an equal and known
chance of being selected as part of the sample.

Source: Adapted from Zikmund (2015)

The population size of Gen Z students at the University of the Western Cape and the University
of the Witwatersrand, located in the Western Cape and Gauteng Provinces, was needed for
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non-probability sampling. UWC has a total of 23 000 students, while WITS has a total of 40
722, resulting in a combined total of 63,722 students. The researcher expected 382 respondents
to take part in the survey questionnaire. The sample size was determined using the Raosoft
calculator, which considered the entire UWC and WITS student population of approximately
60 295. A 5% margin of error, a confidence interval of 95 percent and the recommended 50
percent allocation resulted in a minimum sample size of 382 respondents. However, the

researcher managed to collect a total of 359.

Additionally, as the sampling frame was accessible, the study utilised non-probability sampling
to facilitate generalisation of the findings to a broader population. Simple random sampling
was specifically selected as the method for participant selection, providing each individual
within the population an equal opportunity for inclusion. Moreover, quota sampling was
applied, which involves selecting respondents based on specific characteristics to achieve a
balanced representation within the sample, thus improving the sampling strategy. Since the
research concentrated specifically on Gen Z, quota sampling was considered suitable due to the
targeted age demographic. According to Goh and Lee (2018), Gen Z includes individuals born
between 1995 and 2009, which confined the study to respondents aged 18 to 29.

The following sub-section discusses the sample size for this study.
6.8.4 Sample Size

A sample size indicates the number of respondents needed for a study. According to Saunders
et al. (2016), researchers should evaluate several factors when determining sample size: (a) the
research's nature, (b) the significance of the decision being made, (c) the type of analysis, (d)
sample sizes used in previous relevant studies and (e) available resources. Furthermore, Sekaran
and Bougie (2016) argue that larger samples provide more reliable parameter estimates. Yet, there
IS no consensus on what qualifies as a large sample size generally. Comrey and Lee (2013)
proposed that a sample size of 100 is inadequate, 200 is acceptable, 300 is good, 500 is very
good, while 1000 or more is considered excellent. Conversely, Speziale and Carpenter (2007)
stress that quantitative research should include at least 30 respondents for optimal outcomes.
Moreover, a sample size exceeding 30 and under 500 is suitable for most research projects
(Sekaran & Bougie, 2016; Choto, Tengeh & Iwu, 2014).
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The next section discusses the data collection procedures for this study.

6.9 DATA COLLECTION PROCEDURES

A Likert scale was utilised to gather responses for each item statement. This format employs a
specific rating scale, prompting respondents to assess statements based on their agreement,
influenced by their perceptions or experiences. Consequently, respondents were asked to
express the degree of their disagreement or agreement with various rational belief or
behavioural belief statements regarding the topic (Hair et al., 2009; Quinlan et al., 2019).
Notably, this study employed a five-point Likert scale, where 1 indicates “very strongly
disagree,” 5 signifies “strongly agree” and 3 symbolises “neutral” responses. Using established
scales is preferable because the measurement of most factors in the conceptual model has been
validated and proven reliable in previous research. Additionally, adopting or modifying
existing scales is time-efficient since developing new scales can be a lengthy and difficult
endeavour (Hair et al., 2017). The choice of a five-point Likert scale is well-founded, as it
provides respondents with sufficient options, thereby minimising measurement errors (Hair et
al., 2017). Supporting this perspective, Benedict (2019) highlights that five-point scales
enhance analysis, yielding more insightful interpretations of respondents’ experiences.
Although Dawes (2008) argues that a larger number of scale points (like 7 instead of 5) may
be advantageous, he also notes the potential for diminishing returns after approximately 11
points. Furthermore, Dawes (2008) concludes that a five-point scale strikes an excellent

balance, avoiding both excess and insufficiency in scale points.

It is crucial to highlight the significance of precisely measuring both the intention and actual
use of drop shipping. For the primary survey, data were collected from students in two distinct
phases. The first questionnaire, which included all variables leading to the intention variable,
was distributed between March and April 2025. Students were asked about their technological
optimism, attitudes towards using drop shipping, perceived relative advantages, trialability,
complexity, observability, perceived enjoyment and their intention to utilise drop shipping.
After giving students time to consider drop shipping as a viable business model, the researcher
gathered data from the same respondents through a follow-up questionnaire, sent out from late
April to early May 2025, which focused on the actual use of drop shipping. It is essential to
note that this procedure aligns with earlier studies (Tao, 2009; Bhattacherjee et al., 2012;
Chopdar & Sivakumar, 2019) that collected data at two different time points: intention at time

t1 and actual use at time t2; this is a necessary condition for explaining causality (Maier et al.,
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2023). The self-administered online questionnaire and its elements will be discussed in the

following section.

6.9.1 Design of the questionnaire

According to Sekaran and Bougie (2023) questionnaires remain a widely used instrument in
quantitative research, designed to systematically collect primary data using raw data necessary
for fulfilling the research objectives.

This method is beneficial compared to others because it is a well-established and cost-effective
means of gathering data and it takes less time than conducting interviews. Thus, the current
study employed self-administered questionnaires. Furthermore, the study aimed to gather data
from a large sample, an effort that can be efficiently managed with a questionnaire (Quinlan,
Babin, Carr, Griffin, & Zikmund, 2019). Data was gathered using a five-point Likert scale
online questionnaire. The introductory page clarified the study's intent, ensured participant
anonymity and highlighted their right to withdraw at any time, while also securing informed
consent. The questionnaire was divided into three sections. Section A contained screening
questions to confirm the respondents' fit with the sample criteria (Generation Z non-users of
drop shipping). Section B collected demographic data about drop shipping non-users, including
age, gender, year of study, province of origin and monthly allowance. Section C included
several labelled items on a five- point Likert scale aimed at gauging non-users’ agreement with
various statements reflecting the variables of interest. The Likert scale ranged from "strongly
disagree™ (1) to "strongly agree™ (5). To improve reliability, a multi-item scale was employed
for each construct, addressing potential issues associated with single-item measures and error
margins (Hair et al., 2013). The items in the questionnaire were selected, adopted and adjusted
based on existing literature (Warshaw & Davis, 1985; Ajzen, 1991; Rogers, 1983; Al-Jabri &
Sohail, 2012; Othman, Hamzah, & Abu Hassan, 2020) to ensure content validity. Data
collection was conducted at various times and days to minimise bias, periodicity and non-
coverage issues (Wei & Satchabut, 2018), while achieving the target sample size. The
following sub-section discusses the construct and scale development process included in the
questionnaire.

Saunders et al. (2016) state that researchers have two choices when developing a questionnaire:
they can either create new scale items or modify pre-existing ones. This study made use of
scales from previous empirical research, tailoring them to fit the study's context due to their
robust psychometric properties (Saunders et al., 2012). As noted by Saunders et al. (2023,
modifying scale items helps researchers conserve time and enables reliable comparisons by

operationalising variables that have been validated in earlier empirical studies, including their
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Cronbach's alpha. Consequently, Table 6.6 presents the constructs or variables of interest for
this study, the creation of scale items in this context, and the Cronbach’s alpha from the

modified measurement scales.

6.9.2 Construct and scale development

The process of operationalising constructs is vital for aligning with a study's contextual needs
and shapes the creation of scale items. As Shuttleworth (2021) notes, operationalisation
involves the procedure of appropriately defining conceptual variables into measurable factors.
This approach seeks to clarify ambiguous concepts, making them suitable for quantitative and
empirical measurement. Shuttleworth (2021) further elaborates that this process assists in
determining the precise measurement items to employ and enables researchers to evaluate and
choose the most effective question format. Additionally, Shuttleworth (2021) suggests that to

create suitable questionnaires, researchers should consider the following factors:

Provide a response format that enables accurate data collection from respondents and ensures
the correct wording of questions to address the problem or matter at hand. There ought to be a
question about scope, content and purpose. Table 6.5 presents details of the operationalisation

of constructs of interest.

Table 6. 5: Operationalisation of constructs of interest to the study

Concept Conceptual definition Operational definition | References

Technological | Technological optimism Gen Zs belief or Othman,

Optimism refers to the belief that perception that Hamzah,
advancements in technology | technology will & Abu Hassan
will drive positive change, improve the drop (2020).

solving societal challenges shipping business
and enhancing quality of life. | model and
technological
advancements will

solve major societal

problems.
Attitudes Attitudes towards drop The Gen Z having a Marakarkandy
Towards the shipping refer to the overall | positive perception etal. (2017).
positive or negative towards using drop
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Concept Conceptual definition Operational definition | References
Use of Drop evaluations individuals hold | shipping for online
Shipping regarding the use of drop business as they find it
shipping as a business model. | as a beneficial business
model.
Perceived Relative advantage refers to How Gen Z measures | Jamshidi and
Relative the degree to which a new and self-reports Hussin
Advantage of innovation is perceived as comparisons between (2018).
Drop Shipping | superior to the current drop shipping and
solutions it aims to replace. traditional retail
models based on
efficiency and
profitability, among
others.
Trialability of | Trialability refers to the This is when Gen Z Mabuyana
Drop Shipping | extent to which an innovation | can be assessed as to (2023)
can be tested and whether they have tried
experimented with before and tested drop
being adopted on a full scale. | shipping before fully
adopting.
Complexity of | Complexity is the extent to Evaluated through Mabuyana
Drop Shipping | which an innovation is survey items that (2023)
perceived as difficult to perceive the difficulty
understand and use, which of managing and
can hinder its adoption. setting up a drop
shipping business.
Observability | Observability is the degree to | This can be achieved Mabuyana
of Drop which the results of the through asking (2023)
Shipping innovation are visible to questions on whether

others.

the respondents have
not only observed
successful drop

shipping businesses but
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Concept Conceptual definition Operational definition | References
also received feedback
about the model’s
effectiveness from
their peers.
Intention to The intention to use drop This can be measured | Maziriri,
Use Drop shipping refers to an by asking the Gen Zs Mashapa, &
Shipping individual's conscious plan or | how likely they are to | Mabuyana
decision to adopt drop start a drop shipping (2023).
shipping as a business model. | business within a
certain period of time,
for example, six
months to one year
from now.
Actual Use The actual use of drop This can be captured Reger et al.
Drop Shipping | shipping refers to the through the Gen Z self- | (2016).
practical implementation and | reported data on
operation of a business model | whether they currently
where the retailer does not operate a drop shipping
keep goods in stock. Instead, | business or not, how
it transfers customer orders they frequently fulfil
and shipment details to a orders and whether or
third party, typically a not they have
wholesaler or manufacturer, | generated revenue
who then ships the goods from it.
directly to the customer.
Perceived Perceived enjoyment of drop | This can be assessed Won, Chiu, &
Enjoyment shipping refers to the level of | by asking the Gen Z Byun (2022).

pleasure or satisfaction
individuals experience when
engaging in drop shipping

activities. This concept is

respondents how they
find engaging in drop
shipping as a business

model.
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Concept Conceptual definition Operational definition | References

crucial as it affects
motivation and the likelihood
of continued use of the drop

shipping model.

Source: Developed by the researcher (2024)

Table 6. 6: Development of measurement scales

drop shipping a
technopreneurship business
model

e | like the idea of using drop
shipping as a
technopreneurship business

model

Variable Source Items Cronbach
Alpha
Technological Othman, e Technology makes transaction 0.928
optimism Hamzah, completion more efficient for
& Abu Hassan me
(2020). e Technology makes me more
efficient in my transaction
e | prefer using the most
advanced technology that is
available
e Processes that use the newest
technology are much more
convenient for me to use
e | use technology tailored to fit
my needs
Attitudes towards the | Marakarkandy e Ingeneral, | have a positive 0.935
use of drop shipping | etal. (2017). opinion about the use of use of
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Variable Source Items Cronbach
Alpha
e Inmyopinion, it is desirable
to use drop shipping a
technopreneurship business
model.
Perceived relative Jamshidi and 0.872

advantage of drop

shipping

Hussin (2018).

e Using drop shipping makes it
easier to conduct business

e Using drop shipping gives me
greater control over my
business

e Using drop shipping enables
me to efficiently manage my

business.

e Using drop shipping enables
me to efficiently manage my
business.

e Using drop shipping is a
convenient way to conduct my
business

e Using drop shipping enables
me to run my business more
efficiently.

e Using drop shipping is
beneficial for managing my

business

e Using drop shipping for my

business is more cost-

effective.
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Variable

Source

Items

Cronbach
Alpha

Trialability of drop
shipping

Mabuyana
(2023)

I would consider using drop
shipping on a trial basis to see
what it can do for me.

I would consider using drop
shipping for at least a month.

I would not try to use drop

shipping at all.

0.771

Complexity of drop
shipping

Mabuyana
(2023)

I believe that drop shipping is
difficult to use.

| believe that drop shipping
would require a lot time and
effort to use.

I believe that drop shipping is
difficult to understand.

0.782

Observability of
drop shipping

Jamshidi and
Hussin (2018).

I can observe drop shipping
being used by others

If I choose drop shipping,
others will be able to see that |
am using this method.

Drop shipping is a common
practice used by many.

I have observed the success of
other businesses utilising drop
shipping.

I have had ample opportunities
to observe the use of drop
shipping in business.

The results of using drop

shipping is apparent to me

0.879

Intention to use drop

shipping

Maziriri,

Mashapa, &

I will use drop shipping s on a

regular basis in the future

0.847
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Variable Source Items Cronbach
Alpha

Mabuyana e | will frequently use drop

(2023). shipping in the future

e Assuming | have opportunity
to do drop shipping, | intend to
use it a technopreneurship
business model

e Given that | have access to
drop shipping, | predict that |

will use it

Actual use drop Reger et al. e Overall, to what extentdo you | 0.875
shipping (2016). use drop shipping?

asa e To what extent have you used
technopreneurship drop shipping in the last
business model month?

e To what extent did you use

drop shipping last week?

Perceived enjoyment | Won, Chiu, & e Using drop shipping as a 0.836

Byun (2022). business model for
technopreneurship is
entertaining

e Using drop shipping as a
business model for
technopreneurship is fun

e Using drop shipping as a
business model for
technopreneurship is

interesting

Source: Developed by the researcher

Multi-item scales were chosen as the measurement technique for the constructs of interest.

According to Saunders et al. (2012), multi-item scales encompass a combination of several
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rating questions that are used to create a single scale. These items were adopted from previous

empirical studies, which enhanced the reliability and validity of the proposed measures.
6.9.2 Pilot Testing

According to In (2017), a pilot study serves as the initial stage of the research protocol, often
conducted on a smaller scale to inform and adjust the main study. Therefore, prior to the final
data collection phase, pilot testing was performed to verify that the survey questions were
phrased correctly. Additional pilot testing was carried out to confirm the proper order of
questions, ensure that respondents understood all items clearly and that the instructions
provided were both adequate and comprehensible. Furthermore, “pilot testing also assists in
determining if any weaknesses exist in the research design and the questionnaire itself, so that
appropriate steps or measures can be put in place to manage potential problems” (Russell &
Purcell, 2009:30). Zikmund and Babin (2010) stress the importance of pre-testing a
questionnaire with a randomly selected group similar to the eventual sample for the study. As
a result, the researcher conducted an online pilot survey through email with a group of
Generation Z students from UWC and WITS, aiming to validate the reliability of the
questionnaire and evaluate the suitability of the scale items. The pilot study featured a small
sample of just 38 respondents, about 10% of the intended sample size, in line with
recommendations suggesting this proportion is sufficient for pilot studies (Hertzog, 2008). It is
also vital to emphasise that the respondents who completed the survey were not included in the

final investigation to ensure reliability and validity.

It is crucial to recognise that errors may arise before and after data collection and researchers
should take steps to minimise these potential issues (Zikmund, 2010). Common errors found
in various research studies can be classified into field worker and respondent errors.
Additionally, there are other error types, including intentional and unintentional respondent
errors. To manage these errors, measures such as ensuring anonymity and confidentiality,
providing incentives, performing validation checks, utilising effective interpersonal
techniques, formulating clear questions, evaluating direct questions, reversing scale endpoints,
allowing for regular breaks and offering alternative surveys should be instituted (Burns &
Bush, 2010). Consequently, Burns and Bush (2010) suggest several considerations for
controlling data collection errors; refer to Table 6.7 for a summary of these errors and the

associated control mechanisms applicable in this study.
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Table 6.7 Methods for controlling errors in data collection

TYPES OF CONTROL MECHANISM
ERRORS

Respondent error

Intentional respondent error | Strategies for reducing the potential error

Falsehood Ensuring anonymity and confidentiality
Incentives

Validation checks

Third-person tactics

Nonresponse Ensuring anonymity and confidentiality
Incentives
Third-person tactics

Unintentional respondent

error
Misunderstanding Well-formulated questions

Direct questions
Guessing Well-drafted questions

Provide response options, for example, unsure
Attention loss Reversal of scale endpoints
Distractions Prompters
Fatigue Frequent breaks and alternative surveys

Source: Adapted from Burns and Bush (2010)

The subsequent step following data collection involves analysing it to aid practitioners in

decision-making and to help academics meet their research objectives.
6.10 DATA ANALYSIS STATISTICAL TECHNIQUES

The research employed version 2 of the Statistical Package for the Social Sciences (SPSS) to
analyse respondents'’ demographic profiles. For evaluating the study variables, the latest
version of SMART-PLS (4.0.9.5) was used. In line with the guidelines from Hair et al. (2017),
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this study followed a two-step procedure to assess PLS-SEM outcomes. The first step involved
evaluating the measurement model, which encompasses assessing internal consistency (using
Cronbach’s alpha [a] and composite reliability), convergent validity (indicator reliability and
average variance extracted [AVE]), and discriminant validity (through the Fornell-Larcker
criterion and the heterotrait—-monotrait [HTMT] ratio of correlations). The second step
concentrated on the structural model, analysing the significance and magnitude of the path

coefficients within the research model.
6.10.1 Descriptive Statistics

Babbie (2010) and Babbie and Mouton (2010) describe descriptive statistics as methods used
to summarise and detail the characteristics of a sample or the relationships among its variables.
For research, descriptive statistics encompass variation measures (like standard deviation and
range), proportions (percentages), counts (numbers, frequencies) and central tendency (median,
mean, and mode) (Fink, 2006). In this study, the researcher generated means, frequency
distributions, cross-tabulations and standard deviations from the collected data, which are
further analysed in chapter 7. The frequency distributions helped identify the number of
responses linked to various values of the dataset's variables. Additionally, Malhotra (2010)
points out that the mean and standard deviation are the most commonly used descriptive
statistics for continuous data in empirical research. This study used the mean to calculate the
arithmetic averages of sample responses to open-ended questions that gathered continuous

data. The mean is computed using Formula 6.2:

Mean = xi/n. (6.2)

Where:
Xi = ith variable

fi = Frequency of the ith variable

Standard deviation (SD) quantifies the average deviation of distribution values from the mean
derived from gathered data. Most studies obtain data from a small sample intended to reflect
the broader population. Consequently, various sets of values may emerge, each with slightly
different means; therefore, assessing standard deviation (SD) becomes crucial. Hair et al.
(2017) clarify that SD reflects variability. Hayes (2016) states that standard deviation is

calculated as the average of the squared deviations of each data point from the mean.

131
https://uwcscholar.uwc.ac.za/lhome



Researchers rely on the sample mean to approximate the population mean, thereby allowing
them to generalise their findings to the entire population (Hair et al., 2017; Berndt & Petzer,
2011). Additionally, Babbie (2010) notes that SD simplifies data interpretation and is the most

prevalent measure of variability.

The calculation of SD is illustrated in formula 6.3:

(6.3)

Formula 6.3: Standard deviation formula
Source: Sarstedt and Cheah (2019)
Where:

X takes each value in the set;
X =the average of the set of values;
N =number of values.

The next sub-section presents a discussion on measuring the model.

6.10.2 Assessment of the measurement model testing of the main effects and moderation
effects

In this research, constructs were considered reliable if they achieved a minimum Cronbach's
alpha of 0.7 (Field, 2013) and a composite reliability of at least 0.8 (Sujati & Akhyar, 2020).
Construct validity was verified through both convergent and discriminant validity assessments.
As described by Carlson and Herdman (2012), convergent validity refers to the degree to which
two measurements represent the same construct. In this research, it was assessed using item-
total correlation values and factor loadings, both requiring a minimum of 0.7, in addition to
average variance extracted (AVE) values for constructs needing to be above 0.5 (Ab Hamid,
Sami, & Sidek, 2017). Discriminant validity ensures that a construct has a stronger association
with its indicators than with those of other constructs. This was evaluated using the heterotrait-
monotrait ratio of correlations (HTMT), as advised by Ab Hamid, Sami and Sidek (2017).
While there is ongoing discussion regarding the exact HTMT threshold (0.85 versus 0.90),
Henseler, Ringle and Sarstedt (2015) recommend a threshold of 0.90 for very similar constructs
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and 0.85 for those that are more distinct. In this research, the researcher opted for a threshold
of 0.90 to assess the discriminant validity of the PLS-SEM model, as it provided a higher
specificity rate compared to the 0.85 threshold, as highlighted by Henseler, Ringle and Sarstedt
(2015).

6.10.3 Assessment of the measurement model (outer model) / Structural model

assessment

The inner workings of the structural model were assessed to examine the connections between
endogenous (dependent) and exogenous (independent) variables. The standardised values of
each path coefficient were utilised to evaluate the proposed relationships. The significance of
these path coefficients was determined based on p-values (two-tailed) of 0.05 or lower, as per
the criteria established by Hair, Hult, Ringle and Sarstedt (2022). Moreover, Chin (1998)
suggests that a t-value exceeding 1.96 indicates a statistically significant relationship.
Additionally, higher path coefficients indicate stronger relationships between latent variables.
T-values and path coefficients will be employed to assess the strength and significance of these
relationships among the variables, ensuring a comprehensive analysis of the structural model.
This approach guaranteed that the examined relationships are statistically significant and
dependable.

6.10.4 Testing for internal reliability consistency of the measurement model

According to Saunders et al. (2012), reliability is the extent to which the data collection
techniques procedures of analysis yield findings that are consistent. Similarly, Babin and
Zikmund (2016) emphasise that the internal consistency of a measuring instrument is indicated
by reliability. Therefore, reliability’s major purpose is to provide consistent results and
minimise errors and bias (Hammond & Wellington, 2012). When the Cronbach’s alpha and the
composite reliability (CR) value for each construct are higher than 0.7 (Babin & Zikmund,
2016; Babbie, 2012; Connaway & Powel, 2010), that is the evidence for internal consistency
reliability.

6.10.5 Cronbach’s alpha reliability test

It was reported by Tavakol and Dennick (2011) that the Cronbach’s alpha (o) was developed
by Lee Cronbach in 1951 with the aim to offer a measure of the internal consistency of a test
or scale. The value is expressed as a number ranging from 0 and 1. When the researcher needs

to determine whether that scale is reliable or not when using a multiple Likert scale
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questionnaire, they can use the Cronbach’s alpha (Tavakol & Dennick, 2011). Table 6.8
presents the commonly used guidelines in assessing the constructs’ reliability. The final results

of the reliability tests in this study are shown in chapter 5, the results chapter.

Table 6. 8: Cronbach’s alpha (a) interpretation and values

Cronbach’s alpha Internal consistency “Reliability”
a>09 Excellent

09>a>0.8 Good

0.8>a>0.7 Acceptable

0.7>0>0.6 Questionable

06>0>05 Poor

a<05 Unacceptable

Source: Tavakol and Dennick (2011)

Bryman and Bell (2011) state that an important property of the co-efficient alpha is that its
value tends to increase with an increase in the number of scale items in the research instrument.
Based on Table 6.8, it can be concluded that a high-reliability score is indicated by a large
alpha value, whereas scores close to zero would indicate that the instrument's reliability is

relatively low (Malhotra 2010) and in most instances, unacceptable.

6.10.6 Composite reliability (CR) test

A metric that assists researchers in assessing the internal consistency reliability of the
constructs proposed in a research instrument is known as a CR test. Mkhatshwa (2015: 33)
states that “composite reliability provides a robust measure of reliability by taking into account
the contribution of each latent factor to each item and each item’s error”. The CR test, similarly
to the Cronbach’s alpha, ranges from 0 to 1. High values ranging from 0.80 to 0.90 indicate
higher reliability whilst CR values of 0.60 to 0.70 are acceptable in empirical studies (Hair et
al., 2017). Values between the range of 0.70 and 0.90 can be accepted and deemed satisfactory
in more advanced stages of research. However, values above 0.90 are not acceptable as they
mean that the indicator variables are most likely measuring the same phenomenon, hence

lacking validity in the construct’s measurement (Sarstedt & Cheah, 2019).
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Compared to the Cronbach’s alpha, CR is considered a more accurate approach in assessing
reliability in SEM because it takes separate reliabilities for individual items into account, hence
indicating that all the items included in the calculation are weighted equally (Sarstedt & Cheah,
2019). Therefore, due to the limitations imposed by only depending on the use of Cronbach’s
alpha, internal consistency reliability is better measured using CR (Hair et al., 2017). Hair et
al. (2017) further mention that the minimum accepted CR values should therefore be 0.70. A
good reliability lies between Cronbach’s alpha and CR (Hair et al., 2017). The formula adopted

in measuring CR is illustrated as shown in formula 6.4:

2
- iM=1L;)
CR i M=11))+xM=1 var (¢;)
(6.4)

Where:

M = specific construct measured with M indicators

[ = standardised outer loading of the indicator variable i
ei= measurement error of indicator variable i

var (ei) = variance of the measurement error

6.10.7 Assessing the validity of the measurement model

Validity is defined by Babbie (2010: 153) as “the extent to which empirical measurement
adequately reflects the real meaning of the concept under study”. There are various general
forms or classes of validity estimates which include the average variance extracted (AVE) tests,
discriminant and convergent validity. The researcher can therefore confirm construct validity
by presenting evidence of convergent validity and discriminant validity, in addition to internal
consistency reliability (Sarstedt & Cheah, 2019). Common techniques adopted to evaluate the

outer model are the convergent and discriminant validity.

Convergent validity and discriminant validity are discussed further in the next sub-sections.

6.10.8 Assessment of the convergent validity of the measurement model
The relationship between two or more scales designed to measure the same construct is known
as convergent validity according to Hair, Sarstedt, Pieper and Ringle (2012:325). Hair et al.

(2017:710) further explains that convergent validity is the extent to which “items that are
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indicators of a specific construct converge or share a high proportion of variance in common”.
Furthermore, Dean, Fahsing, Gottschalk and Solli-Saether (2008) posit that convergent validity
is used as an indication that the instruments used for a particular construct in a study are at least
moderately correlated among themselves. On the other hand, they point out that poor
convergent validity may imply the need for making use of more constructs in the conceptual
model. Therefore, for adequate convergent validity to test the measurement model for
discriminant validity, (1) the outer loading for each item should exceed 0.7 and be statistically
significant and (2) the average variance extracted (AVE) of the constructs should exceed 0.5
(Hair et al., 2017).

Another test used to measure the validity and consistency of data in research is the Average
variance extracted (AVE) test. The same test was used for the convergent confirmation validity
for this particular study. Moreover, the AVE test was defined by Malhotra (2010) as the
variance in the indicators or observed variables that are explained by the latent construct.
Ringle, Wende and Will (2005) further note that AVE is regarded as the “grand mean value of
the squared loadings of the indicator associated with the construct.” Therefore, to measure the
AVE, the researcher divides the sum of the squared loadings by the number of indicators
(Ringle et al., 2005). The formula used in measuring AVE is as follows:

TiM=112

AVE = =

(6.5)

Where:

[ = standardised outer loading of the indicator variable i

M = the number of items

An AVE value of 0.50 or higher indicates that the construct explains more than half the
variance of the indicators, while an AVE of less than 0.50 indicates that more variances exist

in the error of the items than in the variance explained by the construct (Hair et al., 2017).

6.10.9 Assessment of the discriminant validity of the measurement model

The “extent to which a construct does not correlate with measures of other constructs” is known
as Discriminant validity (Hair et al., 2012:328). This was assessed using the heterotrait-
monotrait ratio (HTMT ratio) as recommended by Henseler, Ringle and Sarstedt (2015) as well

as Hair et al. (2017). When there is a ratio of less than and or equal to 0.85, that is the evidence
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of discriminant validity (Hair et al., 2012; Ringle et al., 2005). The formula for HTMT is

represented in formula 6.6:

arithmetic mean of indicator
correlations between &; and &;

KK, 2D e
HTMT; = AEERE
AR 1) Yt " 1y Vi jh
I(J(Ki_l)gl),g” I(}(I{J‘])glhgﬂ
arnithmetic m;; of indicator arithmetic m:;; of indicator
\ correlations within £ carrelations within &;
(6.6)
where:

Ki and Kj denote the number of indicators belonging to construct &i and &j, respectively.

The next sub-section provides a discussion on the assessment of the structural model (inner

model).

6.10.10 Assessment of the structural model (Inner model)

The hypotheses under study allow for testing once the outer model assessment shows adequate
construct validity. This study uses PLS-SEM, also known as variance-based SEM, in testing
the inner model. It can be ascertained whether to accept or reject the proposed hypotheses for

the main effects and the mediation effects by testing the inner model.

The inner part of the structural model is made up of relationships that include exogenous and
endogenous variables. Hair et al. (2017) refers to the exogenous variable(s) as the independent
variables investigated in a model. The independent variable(s) influence the model without
being affected by it. In this study, the exogenous variables are technological optimism and
intention to use drop shipping variables. These variables influence the endogenous variables,
which are the dependent variables in a model under study (Hair et al., 2017). In this study, the
endogenous or dependent variables are perceived enjoyment, complexity, trialability and
reliability.

It is necessary to test for multicollinearity in all constructs under study to ensure that the results
meet the prescribed thresholds therefore tests were performed to check for the existence of
multicollinearity issues. Evaluating the variance inflation factor (VIF) helps with the

establishment of whether there are multicollinearity problems or not. VIF values exceeding the
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value of 5.0 indicate multicollinearity (Sarstedt & Cheah, 2019; Hair et al., 2017). Therefore,

collinearity could threaten the empirical results of the study if they exceed 5.0.

R- squared is used to measure the sample predictive accuracy and according to Frost (2018), it
is a goodness-of-fit measure for linear regression models. This statistic indicates the percentage
of the variance in the dependent variable that the independent variables explain collectively. In
this study, R-squared measures the strength of the inner model relationships that exist between
the antecedents in the conceptual model and the dependent variable on a convenient 0 — 100%
scale. Formula 6.7 depicts how R-squared measures are obtained:
Variance explained by the model
Total variance (6.7)

R =

Where: R? is always between the value of 0% and 100%

e 0% represents a model that does not explain any of the variation in the response variable
around its mean (Frost, 2018). The mean of the dependent variable predicts the
dependent variable as well as the regression model.

e 100% represents a model that explains all the variation in the response variable around
its mean (Hayes, 2017).

e Henseler (2010) proposes a rule of thumb for acceptable R2 with 0.75, 0.50 and 0.25
are described as substantial, moderate and weak respectively.

Given that the hypotheses in this study are directional relationships and moderating
relationships—that is, the influence of an independent variable on a dependent variable is stated
as positive or negative, the statistical significance of the inner loadings in the inner model was
interpreted at . = 0.05 (two-tailed test). In instances where p < 0.05, the alternative hypothesis

was accepted; but if p > 0.05, then the hypothesis was rejected.

The p-value is generated using a bootstrapping procedure when making use of PLS-SEM.
Shmueli, Sarstedt, Hair, Cheah, Ting, Vaithilingam and Ringle (2019) discuss that the method
of bootstrapping is nonparametric, hence allowing for testing the statistical significance of
various PLS-SEM results, including path coefficients. Bootstrapping was used in determining

the p-value (two-tailed) and the 95% bias-corrected confidence interval. In lieu of this, Ringle
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et al. (2005) provide guidelines in which an alternative hypothesis is accepted based on the

following criteria:

e p-value <0.05, two-tailed,

e path coefficient must be in the right direction towards the given hypothesis, and

e 95% Bias-corrected confidence interval (BCI) must not include 0. Although the BCI
confidence interval is reported for each direct relationship, the BCI was only used to
confirm that the statistical significance of the relationship existed if the p-value was
close to 0.05.

6.11 TESTING FOR MODERATION ANALYSIS

The proposed conceptual model aims to realise the primary objective of the study by
incorporating moderators and their influence on attitudes towards the adoption of drop shipping
as a business model. PROCESS macro version 3.5 was used to test for moderation analysis in
this study. Though SmartPLS version 3.2.9. also tests the statistical significance of the
interaction effect and provide a simple-slope graph, it does not provide detailed information
about each simple slope such as the effect and the statistical significance. Moreover, the
PROCESS macro compared to SmartPLS version 3.2.9. enables further examining of the

moderation effect by using the Johnson-Neymann technique.

Wu and Zumbo (2008) clarify that a moderator is a variable that is expected to modify the
strength of a causal relationship between two other variables (i.e., the dependent (endogenous)
and the independent (exogenous) variables). Hayes (2013) mentions that the terms moderation
and interaction are used interchangeably by statisticians. A moderator is an interaction effect
within the context of multiple regression (Wu & Zumbo, 2008). Hayes (2017) established that
when there is moderation of a variable (i.e. M) on the relationship between two others (i.e. X
and Y), it is said that the effect of X on Y is conditional to the level of the moderating variable

M. Simple moderation can be better explained by using regression Formula 6.8:

E(Y) = BO+B1X+B2M+B3XM (6.8)

Where Y is the dependent variable,
X the independent variable

M the moderating variable.
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E(Y) is the expected value of Y for given values of X and M.

B0, B1, B2 and B3 are the coefficients of the multiple linear regression model
B3XM is the interaction effect

Source: Hayes (2017)

Relevant to the current study, moderation analysis was implemented to statistically test that the
influences of the decomposed experiential value dimensions and satisfaction were conditional
effects of retail m-shopping app users' age and gender. The decision rules for the acceptance
of a moderation hypothesis in this study were:

1. The interaction effect must be statistically significant.

2. The interpretation of the simple-slope results must confirm that the moderation effect

is as hypothesised.

The next section discusses the ethical considerations that were preserved in this study.

6.12 ETHICAL CONSIDERATIONS

Ethical issues pertaining to the research are generally a significant concern for academics and
research institutions. To address these issues, a policy on ethics is to be followed and
implemented to uphold ethical research conduct. Ansah (2016) maintains that ethics are moral
principles (values) of conduct that are the correct way professionals or groups must uphold and
greatly determine how the researcher conducts the research activities. Therefore, ethical
clearance was obtained by the researcher to uphold ethical conduct in undertaking the research.
Ethical clearance in research aims to guarantee that during the research activities, the researcher
does not undertake activities that may harm any party that is involved in the research process -

both intentionally and unintentionally.

UWC has devised a ‘Research Ethics Policy’ and Research Ethics Committee, which aims at
creating and promoting good ethical practice of conduct in academic research. This has been
considered with completing a student’s ethical clearance application for research approval, to
comply with UWC policies. The application process was conducted over a reasonable
timeframe with appropriate documentation submitted to the Research Ethics Committee to
review for approval (see Appendix D). In adhering to the ethical conduct prescribed by UWC,
all the respondents were well informed of the nature and background of the study and their

rights in terms of participation or non-participation.
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The University assigned Number: HS24/10/34 as an ethics clearance number for verification
purposes that this study has applied and followed all the due processes for ethical clearance to
be granted. The process of obtaining ethical clearance entails that the researcher needs to apply
for clearance, through the respective department and/or faculty. The form requires general
information regarding the study (see chapter 1). The form focuses on the methodology part of
the study and any interaction between the respondents. The application form is then sent back
to the relevant faculty with the following attachments:

e The researcher’s proposal (approved by department and faculty),

¢ An ethical risk assessment form,

e A study information leaflet and informed consent form for the research,

e The study questionnaire (see Appendix B) and,

o Asshort CV of all research contributors and/or assistants.

Although there were no confidentiality issues, as respondents’ names and identities were not
sought, the researcher still made sure that the study followed the requirements stipulated by
UWC guidelines. The respondents were reassured of confidentiality in the questionnaire leaflet
to alleviate the concerns of those who might not realise that confidentiality threats are absent
from the study. Moreover, due to the respondents’ understanding not being checked first-hand,
some respondents may partake in the questionnaire that possibly does not fit the targeted group.
To ensure that respondents remained within the targeted group, the following procedures were
set in place, namely questionnaires were only handed out to the intended Gen Z cohort students
at UWC and WITS and all questionnaires were checked to represent respondents aged 18 to 29
as the age group forms part of the Gen Z cohort.

6.13 CHAPTER SUMMARY

The chapter presented a systematic discussion on the research methodology and the research
design employed by the study. The study is grounded on a systematic approach following the
research onion metaphor which encompasses a detailed exploration of research philosophy,
methodological choices, research strategies, techniques and data collection procedures. The
data collection methods and data analysis techniques used to realise the primary objective were
thoroughly discussed in this chapter. The data was collected using a structured, online, self-
administered questionnaire focusing on the context of the study at a specific point in time. The

target population of the study respondents was identified as Gen Z students within UWC and
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other South African Universities.

A probability, simple random sampling and quota sampling method was selected as the most
suitable sampling method to use, with justification that it ensures that the results can be applied
to a larger population. Considering that SEM was the statistical analysis method used in the
study, a sample size of 382 respondents was proposed as an acceptable sample based on prior
empirical studies in a similar area of research. However, the final sample size was 359
respondents. The scales used to measure the selected constructs of interest were clearly
presented. The chapter provided an overview of the data analysis techniques used in the
upcoming chapter which is chapter 7 to analyse the data and test the proposed hypotheses
proposed in chapter 3. Another important discussion was the discussion on the assessment of
the outer as well as the inner model paths. Therefore chapter 6 concluded by providing
guidelines on how ethical research conduct was maintained to ensure that the empirical study
adhered to the ethical requirements of UWC. Chapter 7 presents and discusses the empirical

research results.
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CHAPTER 7
DATA ANALYSES

7.1 INTRODUCTION

The purpose of chapter 7 is to present the statistical data analysis results conducted in this
research. This chapter provides the procedures followed during data analysis and derived
results. The study sample consisted of 359 respondents whose data were analysed using the
Statistical Package for Social Sciences (SPSS). Specifically, the chapter delineates the study’s
findings in a manner that is not only clear but also consistent for ease of comprehensibility.
The analyses and interpretation of data are a key part of the research processes and Dibekulu
(2020) asserts that it helps researchers to draw conclusions beyond the immediate study.
Moreover, the data analysis steps are essential as they turn raw findings into practically
applicable insights. Furthermore, Kumar and Singh (2023) emphasise that the derived insights
are not only valuable in academia but also in real-world business settings and managerial
decision making. Therefore, the findings of this work are interpreted in light of the existing

literature in view of identifying possible implications for the Gen Z technopreneurs.

Divided into eight sections, section 7.1 of the chapter is the introduction. Section 7.2 presents
the findings of the pilot test results measuring the research item’s Cronbach’s alpha coefficients,
Average inter-item correlations, mean and the standard deviation. The third section, section 7.3,
presents the results of the descriptive statistics of sample characteristics and measures of the
constructs which are further sub-divided into the descriptive statistics of the sample covering
the Institute of higher learning, monthly allowance, age, gender, year of study and ethnicity.
Section 7.4 presents the descriptive analysis of the measure of construct which discusses the
descriptive analysis of the measures of the constructs used in the study. Section

7.5 is the reliability analysis results and section 7.6 is the measurement model analysis which
points out the associations among the constructs and the indicators: reliability, convergent
validity and discriminant validity. The section also discusses the correlation analysis results.
Section 7.7 discusses the structural equation model further divided into structural model
analysis, multicollinearity assessment of the outer model, model fitness, hypothesis testing, the
discussion of the results of hypothesis testing as well as testing for moderating effect among

the variables. The last section, section 7.8, summaries the entire chapter.
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7.2PILOT TESTS RESULTS

A pilot study was conducted with the aim to determine whether the questionnaire captured

essential variables for the main survey.

Table 7.1 summary of the pilot test results

Item Items Cronbach’s | Averageinter- | Mean | Standard
alpha item Deviation

coefficients correlations

Technological TO1-TO5 0.814 0.490 | 4.145 1.290

Optimism

Attitudes towards ATUDSI1- 0.837 0.532 | 4.943 1.425

the use of drop ATUDS3

shipping

Perceived relative | PRAL - 0.832 0.498 | 3.676 1.466

advantage of drop | PRAS

shipping

Trialability ofdrop | T1-T3 0.845 0.554 | 5.377 1.192

shipping

Complexity of Cl-C3 0.826 0.461 | 5.094 1.196

drop shipping

Observability of OoBl1- 0.839 0.556 | 3.881 1.196

drop shipping OB6

Intention of drop INT 1- 0.901 0.594 | 4931 1.199

shipping INT5

Actual useofdrop | AU1- 0.913 0.601 | 4.997 1.231

shipping AU3

Perceived PE1 - PE3 0.876 0.581 | 4.736 1.198

enjoyment of drop

shipping

TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop shipping,

T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use drop shipping,

AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Author compilation

The pilot study was a small-scale survey comprising only 38 respondents, constituting
approximately 10% of the intended sample size, in line with guidelines suggesting 10% of the

main sample is sufficient for a pilot (Hertzog, 2008). The internal consistency reliability of the
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pilot sample was assessed by calculating Cronbach’s alpha coefficients. The suggested cut-off
threshold was 0.70 (Nunnally & Bernstein, 1994). Overall, the results from the pilot survey

proved to be satisfactory as they were above the threshold.

Furthermore, after the pilot survey, the researcher collected the main survey’s data without
modifying the questionnaire. Therefore, the upcoming sections discuss the processes

undertaken during the data gathering process.

7.3 DESCRIPTIVE STATISTICS OF SAMPLE CHARACTERISTICS AND
MEASURES OF THE CONSTRUCTS

The following sections outline the sample’s descriptive statistics as well as the measures of the

constructs employed in the study.
7.3.1 Descriptive statistics of the sample

Section A of the research instrument related to the demographic information of the total sample,
namely the sample’s institute of higher learning, age, gender, current year of study, monthly
allowance and ethnicity. According to Malhotra (2007) and Hair et al. (2017), demographic
data indicates the socio-economic descriptors of surveys respondents also referred to as the
classification of information (Maziriri, 2018). The demographics are further explained in the
next sub sections with the use of visual aid supported based on the research of Hair et al. (2017),
stating that the descriptive results are usually depicted on charts (bar charts, line charts, pie

charts), tables for frequency distribution and graphs for simpler analysis.

Table 7.2: Descriptive statistics results

Variable Category Frequency Percentage
(n) (%)
Al: Please Indicate your University of the Western Cape 158 44
institute of higher learning Witwatersrand University 201 56
Total n=359 100
AZ2: Please indicate your age 18 67 19
19 61 17
20 46 13
21 33 9
22 30 8
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Variable Category Frequency Percentage
(n) (%)
23 22 6
24 19 5
25 14 4
26 12 3
27 16 5
28 14 4
29 25 7
Total n=359 100
AZ3: Please indicate your Male 168 47
gender Female 181 50
Prefer not to say 10 3
Total n=359 100
A4: Please indicate your 1s year 110 31
current year of study 2" year 77 21
3 year 86 24
Post graduate study 86 24
Total n=359 100
A5: How much allowance do Less than R500 38 11
you receive per month R501 — R1000 47 13
R1001 — R1500 75 21
R1501 — R2000 106 29
More than R2000 93 26
Total n=359 100
AG6: Please indicate your African 169 47
ethnicity Coloured 79 22
White 45 13
Indian 59 16
Other 7 2
Total n=359 100

Source: Author’s own compilation

Further discussions for each specific category are in sections 7.3.1.1 t0 7.3.1.6
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7.3.1.1 Higher Educational Institute (HEI)

The institute of higher learning distribution is illustrated in Figure 7.1. The results indicate that
of the 359 respondents, 201 (56%) were students registered at University of the Western Cape

and 158 (44%) were students registered at University of the Witwatersrand, respectively.

Figure 7.1: The sample’s institute of higher learning distribution

Institute of Higher Learning

- University of the
Witwatersrand
44%

University of the Western Cape University of the Witwatersrand

Source: Calculated from survey results
7.3.1.2 Age

Figure 7.2 illustrates the age distribution of Gen Z respondents, aged between 18 and 29 years.
According to the results, the largest group comprised 18-year-olds (67 respondents; 19%),
followed by 19-year-olds (61; 17%) and 20-year-olds (46; 13%). Respondents aged
2laccounted for 33 individuals (9%), while 30 respondents (8%) were aged 22, and 22 (6%)
were23 years old. Nineteen respondents (5%) were 24 years old and 14 (4%) were 25.
Additionally,12 respondents (3%) were 26 years old, 16 (5%) were 27, 14 (4%) were 28 and
25 (7%) were 29 years old.
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Figure 7.2: The sample’s age distribution

Age
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Source: Calculated from survey results
7.3.1.3 Gender

The distribution of the gender sample is illustrated in Figure 7.3. The results indicate that of
the 359 Gen Z respondents, 168 (47%) were males, 181 (50%) were females and 10 (3%)
preferred to not say their gender. The results, therefore, show that the percentage of male
respondents who took part in the survey was slightly less than that of female respondents.
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Figure 7.3: The sample’s gender distribution

Gender

“Male «Famals « Prefer notto say

Source: Calculated from survey results
7.3.1.4 Year of study

The distribution of the sample for year of study is illustrated in Figure 7.4. The results show
that of 359 respondents, 110 (31%) were year one students, 77 (21%) were year two students,
86 (24%), were third year. 86 (24%) of the respondents were post-graduates.

Figure 7.4: The sample’s year of study distribution

Year of study

=sistyesar “2nd year = 3rd year Post gracuate study

Source: Calculated from survey results
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7.3.1.5 Monthly allowance

Figure 7.5 presents the sample’s monthly income. Based on empirical results shown in Figure
7.5, the majority of respondents (106; 29%) earned between R1501 to R2000. A total of 75
(21%) earned between R1001 to R1500, while 47 (13%) earned between R501 to R1000.
Additionally, 93 respondents (26%) received a monthly allowance exceeding R2000 and 38
(11%) earned less than R500. These figures are based on the total sample size of 359.

Figure 7.5: The sample’s monthly allowance distribution

Monthly Allowance

Atool - 800
e

R1501 » R2000
FUN

Source: Calculated from survey results
7.3.1.6 Ethnicity

Distribution of the ethnicity sample size is illustrated in Figure 7.6. The ethnic groups
represented include African, Coloured, White, Indian and other. The majority of respondents
were African, comprising 169 respondents (47%). Coloured respondents accounts for 79 (22%),
followed by Indian with 59 (16%), White with 45 (13%) and other with 7 (2%) out of a total
sample of 359 respondents.
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Figure 7.6: The sample’s ethnicity distribution

Ethnicity

Source: Calculated from survey results
7.4 DESCRIPTIVE ANALYSIS OF THE MEASURE OF CONSTRUCT

Section 7.4 presents the descriptive analysis of the measures of the constructs used in the study.
These constructs were technological optimism (TO), attitudes towards the use of drop shipping
(ATUDS), perceived relative advantage of drop shipping (PRA), trialability of drop shipping
(T), complexity of drop shipping (C), observability of drop shipping (OB), intention to use
drop shipping (INT), actual use drop shipping (AU) and perceived enjoyment (PE). Tables 7.2
to 7.10 report the descriptive statistics, comprising the means and standard deviations of the

predetermined constructs.

Mean values were computed as the measures of central tendency for this study. Tables 7.2 to
7.10 reveal that the mean value for all the items ranged between 2.630 (two) and 4.251 (four)
indicating that the majority of the respondents had either an agreed standpoint (2 on the Likert
scale) or they strongly agreed or disagreed (4 on the Likert scale) with the statements provided.
Standard deviation values were further computed to measure the variance of responses on each
variable as they reflect how spread out the values are in a data set and are as well commonly
used to assess how well the mean summarised the data (Pallant, 2020). When data sets are
closely clustered around the mean, that is indicated by a small standard deviation suggesting
consistent responses among respondents.
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This close grouping implies that the average value is a reliable representation of the dataset
(Pallant, 2020; Field, 2018). In contrast, a large standard deviation reflects a greater variability
in responses meaning that the data are more spread out and their mean may be less
representative (Hair, Black, Babin, & Anderson, 2019; Gravetter & Wallnau, 2021; Tabachnick
& Fidell, 2019). This level of variability implies that respondents’ answers differ significantly,
making the average less representative of the overall dataset (Field, 2018; Hair et al., 2019;
Gravetter & Wallnau, 2021; Tabachnick & Fidell, 2019; Pallant, 2020). Furthermore, the
standard deviation value “should be less than 1 but it is not recommended to at least include a
value of less than 2 to ensure that there is no issue of outliers” (Drost, 2011; Merza &

Mohammed, 2021).
7.4.1 Technological optimism

This construct measures the belief that advancements in technology will drive positive change,
solving societal challenges and enhancing quality of life. The findings of the descriptive
analysis using the mean and standard deviation are presented in Table 7.3.

Table 7.3 Descriptive statistical analysis of Technological Optimism (TO)

Item Valid | Mean | Minimum | Maximum | Standard
N Deviation
TO1: Technology makes transaction 359 | 4.226 1 5 0.903

completion more efficient for me

TO2: Technology makes me more 359 | 4.251 1 5 0.840
efficient in my transaction

TO3: | prefer using the most advanced 359 | 4.064 1 5 0.961
technology that is available

TOA4: Processes that use the newest 359 | 4.070 1 5 0.922
technology are much more convenient
for me to use

TO5: | use technology tailored to fit my 359 | 4.164 1 5 0.907
needs

Source: Calculated from survey results

TO2 had the highest mean (4.251), indicating that technology enhances transaction efficiency.
TO3 had the lowest mean (4.064), still indicating strong optimism. The range was 0.187. All
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standard deviations were below 1, showing consistent optimism about technology (Chuchu &
Maziriri, 2020; Merza & Mohammed, 2021). Standard deviations below 2 suggest reliable
average responses and there are no issues of out layers (Chuchu & Maziriri, 2020; Merza &
Mohammed, 2021).

7.4.2 Attitudes towards the use of drop shipping

This construct measures the overall positive or negative evaluations individuals hold regarding
the use of drop shipping as a business model. The findings of the descriptive analysis using the
mean and standard deviation are presented in Table 7.4.

Table 7.4 Descriptive statistical analysis of Attitudes Towards Use of Drop Shipping

(ATUDS)

Item Valid | Mean | Minimum | Maximum | Standard
N Deviation

ATUDSI: In general, | have a positive 359 | 3.774 1 5 0.960

opinion about the use of drop shipping as a
technopreneurship business model
ATUDS?2: | like the idea of using drop 359 | 3.908 1 5 0.950

shipping as a technopreneurship business

model
ATUDS3: In my opinion, it is desirable to 359 | 3.911 1 5 1.014

use drop shipping as a technopreneurship

business model

Source: Calculated from survey results

ATUDS3 had the highest mean (3.911), indicating that respondents generally found drop
shipping desirable. The lowest mean was 3.774 (ATUDS1), reflecting slightly lower, but still
positive—qgeneral opinions. The range was 0.137. The lowest standard deviation was 0.950
(ATUDS2), while the highest was 1.014 (ATUDS3), suggesting all items clustered reasonably
around the mean. Standard deviations below 2 suggest reliable average responses and there are
no issues of out layers (Chuchu & Maziriri, 2020; Merza & Mohammed, 2021).
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7.4.3 Perceived relative advantage of drop shipping

The construct measures how much better a new innovation is perceived to be in comparison to

the current solutions it aims to replace. The findings of the descriptive analysis using the mean

and standard deviation are presented in Table 7.5.

Table 7.5 Descriptive statistical analysis of perceived relative advantage of drop

shipping (PRA)

business is more cost-effective

Item Valid | Mean | Minimum | Maximum | Standard

N Deviation
PRA1: Using drop shipping makes it | 359 | 3.900 1 5 0.794
easier to conduct business
PRAZ2: Using drop shipping gives me | 359 | 3.830 1 5 0.948
greater control over my business
PRAS3: Using drop shipping enables | 359 | 3.850 1 5 0.880
me to efficiently manage my business
PRA4: Using drop shipping enables | 359 | 3.880 1 5 0.892
me to efficiently manage my business
PRA5: Using drop shipping is a 359 | 3.911 1 5 0.843
convenient way to conduct my
business
PRAG: Using drop shipping enables | 359 | 3.947 1 5 0.893
me to run my business more
efficiently
PRAT7: Using drop shipping is| 359 3.875 1 5 0.885
beneficial for managing my business
PRAS8: Using drop shipping for my | 359 | 4.022 1 5 0.870

Source: Calculated from survey results

PRAS8 had the highest mean (4.022), indicating a strong perception of cost-effectiveness. PRA2

had the lowest mean (3.830), indicating relatively lower agreement with increased control. The
range was 0.192. Standard deviations ranged from 0.794 (PRAL) to 0.948 (PRAZ2), indicating
strong clustering and consistency (Chuchu & Maziriri, 2020; Merza & Mohammed, 2021).
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7.4.4 Trialability of drop shipping
The construct measures the extent to which an innovation can be experimented with before
full-scale adoption. The findings of the descriptive analysis using the mean and standard

deviation are presented in Table 7.6.

Table 7.6 Descriptive statistical analysis of trialability of drop shipping (T)

Item Valid | Mean | Minimum | Maximum | Standard
N Deviation

T1: | would consider using drop | 359 | 4.050 1 5 0.833

shipping on a trial basis to see what it

can do for me.

T2: 1 would consider using drop | 359 | 3.972 1 5 0.873

shipping for at least a month.

Source: Calculated from survey results

T1 showed the highest mean (4.050), indicating strong openness to trial. T2 followed closely
with a mean of 3.972, giving a narrow range of 0.078. Standard deviations below 2 suggest
reliable average responses and there are no issues of out layers (Chuchu & Maziriri, 2020;
Merza & Mohammed, 2021). T3: “I would not try to use drop shipping at all” was excluded
from the descriptive statistical analysis as it did not meet the thresholds of convergent validity.

7.4.5 Complexity of drop shipping
The construct measures the degree to which an innovation is considered as difficult to use and
understand, which can hinder its adoption. The findings of the descriptive analysis using the

standard deviation and mean are presented in Table 7.7.

Table 7.7 Descriptive statistical analysis of complexity of drop shipping (C)

https://uwcscholar.uwc.ac.za/lhome

Item Valid | Mean | Minimum | Maximum | Standard

N Deviation
C1: | believe that drop shipping is | 359 | 2.401 1 5 1.117
difficult to use.
C2: | believe that drop shipping| 359 | 2.630 1 5 1.320
would require a lot time and effort to
use.

155



C3: | believe that drop shipping is

difficult to understand

359

2.404

1171

Source: Calculated from survey results

C2 had the highest mean of 2.630, indicating slightly more concern about time/effort. C1 had
the lowest mean at 2.401. The range was 0.229. The highest standard deviation was 1.320 (C2),

suggesting moderate variability. The values suggest respondents found drop shipping

moderately complex, with responses consistently clustered (Chuchu & Maziriri, 2020; Merza

& Mohammed, 2021). Standard deviations below 2 suggest reliable average responses and

there are no issues of out layers (Chuchu & Maziriri, 2020; Merza & Mohammed, 2021).

7.4.6 Observability of drop shipping

The construct measures the degree to which the results of the innovation are visible to others.

The findings of the descriptive analysis using mean and standard deviation are presented in

Table 7.8.

Table 7.8 Descriptive statistical analysis of observability of drop shipping

Item Valid | Mean | Minimum | Maximum | Standard
N Deviation
OB2: If | choose drop shipping, others | 359 | 3.724 1 5 0.898
will be able to see that | am using this
method
OB3: Drop shipping is a common | 359 | 3.780 1 5 0.955
practice used by many
OB4: | have observed the success of | 359 | 3.808 1 5 1.004
other  businesses utilising  drop
shipping
OB5: | have had ample opportunities 359 | 3.515 1 5 1.112
to observe the use of drop shipping in
business
OB6: The results of using drop | 359 | 3.691 1 5 1.080
shipping is apparent to me
Source: Calculated from survey results
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OB4 recorded the highest mean (3.808), indicating many respondents noticed successful drop
shipping businesses. The lowest mean (3.515, OB5) suggests fewer observed opportunities.
The range was 0.293. Standard deviations ranged from 0.898 (OB2) to 1.112 (OB5), suggesting
good reliability across items (Chuchu & Maziriri, 2020; Merza & Mohammed, 2021). OB1: “I
can observe drop shipping being used by others” was eliminated from the descriptive statistical

analysis as it did not meet with the threshold for convergent validity.
7.4.7 Intention to use drop shipping

The construct measures an individual's conscious plan or decision to adopt drop shipping as a
business model. The findings of the descriptive analysis using the mean and standard deviation

are presented in Table 7.9.

Table 7.9 Descriptive statistical analysis of intention of drop shipping (INT)

Item Valid | Mean | Minimum | Maximum | Standard
N Deviation

INTZL: I will use drop shipping s on a | 359 | 3.582 1 5 1.012

regular basis in the future

INT2: | will frequently use drop | 359 | 3.702 1 5 1.036

shipping in the future

INT3: Assuming | have opportunity to | 359 | 3.816 1 5 0.964

do drop shipping, | intend to use it a
technopreneurship business model

INT4: Given that | have access to drop | 359 | 3.939 1 5 0.988
shipping, | predict that I will use it
INTS5: | will use drop shipping s on a | 359 | 3.663 1 5 1.007

regular basis in the future

Source: Calculated from survey results

The highest mean was 3.939 (INT4), suggesting most respondents predict future use. The
lowest was 3.582 (INT1), with a range of 0.357. The lowest standard deviation was 0.964
(INT3) and highest was 1.036 (INT2). All values indicate reliable and consistent intention to
use drop shipping (Chuchu & Maziriri, 2020; Merza & Mohammed, 2021).
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7.4.8 Actual use of drop shipping

The construct measures the practical implementation and operation of a business model where
the retailer does not keep goods in stock, but instead transfers customer orders and shipment
details to a third party—typically a wholesaler or manufacturer—who then ships the goods
directly to the customer. The findings of the descriptive analysis using the standard deviation
and mean are presented in table 7.10.

Table 7.10 Descriptive statistical analysis of actual use of drop shipping (AU)

Item Valid | Mean | Minimum | Maximum | Standard

N Deviation
AUL: Overall, to what extent do you | 359 | 3.109 1 5 1.326
use drop shipping?
AU2: To what extent have you used | 359 | 2.975 1 5 1.461
drop shipping in the last month?
AU3: To what extent did you use | 359 | 2.783 1 5 1.518
drop shipping last week?

Source: Calculated from survey results

The highest mean score was 3.109 (AU1), indicating moderate use of drop shipping overall.
The lowest mean was 2.783 (AU3), reflecting relatively lower use during the last week. The
range was 0.326. The highest standard deviation was 1.518 (AU3) and the lowest was 1.326
(AU1), suggesting some variability but still within acceptable reliability thresholds (Chuchu &
Maziriri, 2020; Merza & Mohammed, 2021).

7.4.9 Perceived enjoyment

This construct measures the level of pleasure or satisfaction that individuals experience when
participating in drop shipping activities. This factor is crucial, as it influences motivation
and the likelihood of continued use of the drop shipping model. The results of the descriptive

analysis using the mean and standard deviation are presented in Table 7.11
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Table 7.11 Descriptive statistical analysis of intention of perceived enjoyment (PE)

Item Valid | Mean | Minimum | Maximum | Standard
N Deviation
PE1: Using drop shipping as a 359 | 3.669 1 5 0.904

business model for entrepreneurship
is entertaining
PE2: Using drop shipping as a 359 | 3.677 1 5 0.936

business model for entrepreneurship

is fun
PE3: Using drop shipping as a 359 | 3.944 1 5 0.881

business model for entrepreneurship

IS interesting

Source: Calculated from survey results

PE3 had the highest mean (3.944), suggesting that most respondents found drop shipping
interesting. The lowest mean (3.669, PE1) shows only slightly lower perceived enjoyment. The
range was 0.275. Standard deviations were below 1, indicating tightly clustered responses and

consistent perceptions of enjoyment (Chuchu & Maziriri, 2020; Merza & Mohammed, 2021).
7.5 RELIABILITY ANALYSIS

The evaluation of the measurement model through PLS involves (i) Factor loading, (ii)
Cronbach’s alpha, (iii) Composite reliability, (iv) Average variance extracted (convergent
validity) and (v) Discriminant validity. This procedure aligns with the approach proposed by
Saunders et al. (2016). A measurement instrument is considered to be reliable when it is
consistent and stable (Heale & Twycross, 2015; Mohamad, Sulaiman, Sern & Salleh, 2015).
Therefore, reliability explains the stability of a measure according to Taherdoost (2016b). Split-
half reliability and the Cronbach’s alpha coefficient are the two main measurements of the
internal-consistency reliability. The Cronbach’s alpha values range from zero to one; zero
denoting no relationship and one demonstrating a good association among the items of the scale
(Taherdoost, 2016). 0.7 or higher is the Cronbach’s alpha value suggested as a good measure
of internal consistency and 0.5 signifies satisfactory reliability and below 0.5 reflects poor
internal consistency. The Cronbach’s alpha estimates for scales employed in the study are
presented in Table 7.11.
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Table 7.12: Internal reliability using Cronbach’s alpha

Number of items Cronbach’s alpha
Technological optimism 5 0.862
Attitudes towards the use of drop shipping 3 0.905
Perceived relative advantage of drop shipping 8 0.936
Trialability of drop shipping 2 0.755
Complexity of drop shipping 3 0.931
Observability of drop shipping 5 0.857
Intention to use drop shipping 5 0.943
Actual use of drop shipping 3 0.954
Perceived enjoyment 3 0.896

Source: Calculated from survey results

The results show that the Cronbach’s alpha for each of the constructs ranged between 0.755
and 0.954. These estimates exceed the 0.7 threshold of good internal reliability (Nunnally &
Bernstein, 1994); therefore, it can be concluded that the scales measuring the various constructs

employed in the study demonstrate good internal reliability, hence appropriate for the study.
7.6 MEASUREMENT MODEL ANALYSIS

The measurement model highlights the associations among the constructs and their indicators,
including reliability, convergent validity, and discriminant validity. In short, the model tests

for reliability analysis and validity analysis.
7.6.1 Convergent validity

The first procedure applied in the measurement model analysis is convergent validity.
According to Heale and Twycross (2015), construct validity is the extent to which a research
instrument measures the intended construct. Furthermore, convergence is assessed using the
standardised factor loadings, composite reliability (CR) and average variance extracted (AVE)
(Hair et al., 2017). The final results of the convergent analyses are presented in Table 7.13 and
Figure 7.8.
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Table 7.13: Convergent validity of the measurement model

Construct Composite Average Variance | Indicators | Factor
Reliability (CR) | Extracted (AVE) Loadings
Technological Optimism 0.901 0.645 | TO1 0.760
(TO) TO2 0.851
TO3 0.789
TO4 0.839
TO5 0.771
Attitudes Toward the Use 0.940 0.840 | ATUDS1 0.918
of Drop Shipping ATUDS? 0.913
(ATUDS) ATUDS3 0.918
Perceived Relative 0.947 0.691 | PRA1 0.760
Advantage (PRA) PRA2 0.815
PRA3 0.867
PRA4 0.859
PRAS5 0.855
PRAG 0.852
PRAT7 0.868
PRAS 0.766
Trialability (T) 0.890 0.802 | T1 0.875
T2 0.916
Complexity (C) 0.956 0.879 | C1 0.951
C2 0.924
C3 0.937
Observability (OB) 0.898 0.639 | OB2 0.702
OB3 0.754
OB4 0.826
OB5 0.851
OB6 0.853
Intention to Use Drop 0.957 0.815 | INT1 0.920
Shipping (INT) INT2 0.924
INT3 0.867
INT4 0.872
INTS 0.929
Actual Use of Drop 0.971 0.916 | AUl 0.949
Shipping (AU) AU2 0.969
AU3 0.953
Perceived Enjoyment (PE) 0.935 0.828 | PE1 0.920
PE2 0.944
PE3 0.865

TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop
shipping, T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use
drop shipping, AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Calculated from survey results
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Figure 7.7: Measurement model with standardised factor loadings
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The results presented in Table 7.12 show the following:

The factor loadings are above 0.7 for all the constructs; all item loadings exceeded the
recommended value of 0.5 and AVE values exceeded the threshold value of 0.5 as shown in
Table 7.12 (Byrne, 2013; Hair et al., 2017; Ting et al., 2019; Nunnally and Bernstein, 1994).
Therefore, convergent validity was established. These estimates provide strong statistical
evidence confirming the convergent validity of the measurement model.

7.6.2 Discriminant validity

The second part of the measurement model analysis is discriminant validity assessment.
Discriminant validity refers to the extent to which a construct differs from another construct

162
https://uwcscholar.uwc.ac.za’home



empirically (Ab Hamid et al., 2017). In assessing discriminant validity, the heterotrait-
monotrait ratio (HTMT) (Hair et al., 2021) technique was used.

a. Cross-loading technique to confirm discriminant validity

According to the cross-loading technique, discriminant validity is achieved when the indicators
of a latent variable load significantly more on the latent variable they measure than on other
latent variables (Hair Jr et al., 2014). For this study, discriminant validity was evaluated using
this criterion by assessing the cross-loadings of each item within the constructs, examining the
cross-loadings between indicators, and testing for the presence of other latent variables. Table
7.14 presents the analysis’ results, indicating that all the indicators load greater on the latent
variables they measure than on other latent variables. Therefore, for this study, the
measurement model has also been confirmed to have discriminant validity using the cross-

loading technique.

Table 7.14: Cross-loadings

Variables | ATUDS| AU| C| INT| OB| PE| PRA| T| TO
ATUDSL | 0918 0449 | .., | 0661 | 0.421| 0541 | 0635 | 0515| 0.369
ATUDS2 |  0913| 0419 | .| 0651 | 0392 | 0507 | 0,673 | 0513| 0417
ATUDS3 |  0918| 0470 | ,°| 0688 | 0.419 | 0492 | 0.657 | 0548 | 0.380
AUL 0.495 | 0949 | (..~ | 0598 | 0600 | 0580 | 0572 0381 | 0.224
AU2 0.455 | 0969 | .~ | 0.596 | 0583 | 0526 | 0.568 | 0354 | 0.207
AU3 0.446 | 0953 | .| 0.566 | 0546 | 0543 | 0.540 | 0331 | 0.205
¢l 0274 | 355 | 0951 | 959 | 0287 | 0211 | 0340 | 0300 | 0161
€2 02441 5 17| 9924 | 6200 | 0200 0.190 | 0313 | 0216 | 0142
€3 0269 | 057 9987 | 4515 | 0272 | 0.199 | 0298 | 0.269 | 0.004
INT1 0,669 | 0608 | ., | 0920| 0599 | 0.619 | 0.652 | 0.498 | 0216
INT? 0648 | 0602 | .. | 0924| 0593 | 0.603 | 0.640 | 0.485| 0199
INT3 0.667 | 0438 | ..o | 0867| 0498 | 0577 | 0.587 | 0.495 | 0193
INT4 0632 | 0469 | (. | 0.872| 0509 | 0591 | 0595 | 0509 | 0.208
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Variables | ATUDS| AU C| INT[ OB| PE[ PRA T] TO
INTS 0.671 | 0.629 0.237‘ 0.929 | 0593 | 0.637 | 0.631 | 0.491 | 0.205
OB2 0.342 | 0518 | ;g | 0471 | 0702 | 0449 | 0.413 | 0381 | 0.264
OB3 0.327 | 0363 | ., 4| 0405| 0.754| 0.358 | 0.353 | 0.278 | 0.160
OB4 0.335 | 0423 | .. | 0.461| 0.826 | 0.411| 0.418 | 0.295| 0.136
OB5 0.408 | 0.556 | .., | 0.568 | 0.851| 0.476 | 0.468 | 0.333 | 0.196
OB6 0.369 | 0.527 | .o | 0.555| 0.853 | 0.435| 0.464 | 0.329 | 0.162
PE1 0522 | 0528 | .o, | 0.639 | 0.470 | 0.920 | 0.559 | 0.465 | 0.241
PE2 0.531 | 0.594 0.191‘ 0.635 | 0517 | 0.944 | 0.598 | 0.487 | 0.256
PE3 0.473 | 0.435 0.199‘ 0.552 | 0.475| 0.865 | 0.530 | 0.512 | 0.259
PRA1 0.582 | 0367 | g | 0487 | 0.350 | 0.482| 0.760 | 0.480 | 0.393
PRA2 0.592 | 0.599 0.269‘ 0.604 | 0.456 | 0.500 | 0.815 | 0.452 | 0.321
PRA3 0.653 | 0.501 | o0 | 0.607 | 0.440 | 0.537 | 0.867 | 0.488 | 0.350
PRA4 0.590 | 0517 | .-, | 0.603 | 0.489 | 0.512 | 0.859 | 0.432 | 0.357
PRAS5 0.599 | 0.495| (.o | 0538 | 0.414 | 0.504 | 0.855 | 0.497 | 0.417
PRA6 0.589 | 0.476 | -5 | 0.600 | 0.432| 0.534 | 0.852 | 0.516 | 0.381
PRA7 0.604 | 0.506 0.252' 0.645 | 0.486 | 0.580 | 0.868 | 0.488 | 0.377
PRAS8 0.530 | 0.422 0.30(; 0.481 | 0.465| 0.461 | 0.766 | 0.448 | 0.384
T1 0462 | 0241| ., 45; 0.438 | 0.297 | 0.467 | 0.489 | 0.875| 0.290
T2 0.558 | 0.410 0.255; 0.535 | 0.418 | 0.489 | 0.533 | 0.916 | 0.310
TO2 0.317 | 0.121| .| 0117 | 0.152| 0.162 | 0.343 | 0.252 | 0.851
TO3 0.347 | 0.255| .o | 0.246 | 0.252 | 0.295| 0.401 | 0.265| 0.789
TO4 0.401 | 0.207 | ;.- | 0.258 | 0.238| 0.287 | 0.410 | 0.258 | 0.839
TO5 0.330 | 0.168 | . | 0.177 | 0.166 | 0.196 | 0.381 | 0.356 | 0.771
TO1 0.289 0_005' 0.035 0.076 | 0.089 | 0.141| 0.234 | 0.211| 0.760
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Variables | ATUDS| AU| C| INT| OB| PE| PRA] T| TO
TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop shipping,
T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use drop shipping,
AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Calculated from survey results.
b. Heterotrait-monotrait ratio (HTMT) technique to confirm discriminant validity

One of the latest methods used for examining discriminant validity in partial least squares
structural equation modelling, as Henseler et al. (2015) state is the heterotrait-monotrait
(HTMT) ratio of correlations. Through various simulation tests, as these techniques are
sometimes not capable of spotting a lack of discriminant validity, Henseler et al. (2015)
confirmed that the HTMT criterion performs better than common approaches to discriminant

validity assessment such as the Fornell-Larcker criterion and partial loadings.

The two methods used by the HTMT to evaluate discriminant validity are criterion or a
statistical test (Yusoff et al., 2020). Comparing HTMT with a stated threshold is included when
assessing it. Should the value of the HTMT be above the stipulated threshold, it can be
concluded that there is a lack of discriminant validity (Henseler et al., 2015). Following the
guidelines of Henseler et al. (2015), each of the HTMT construct values were compared with
a threshold of 0.85 (correlation value) (Sujati & Akhyar, 2020). HTMT criteria for discriminant
analysis results are presented in Table 7.15. 0.788 is the highest obtained HTMT value which
is less than the required threshold of 0.85. Therefore, in this particular study, the discriminant

validity criteria are satisfied by all constructs.

Table 7.15: Heterotrait-monotrait (HTMT) ratio

ATUDS AU C INT OB PE PRA T| TO
ATUDS
AU 0.523
C 0.305| 0.405
INT 0.788 | 0.641| 0.260
OB 0507 | 0.661| 0.340| 0.684
PE 0.621| 0.616| 0.234| 0.728| 0.610
PRA 0.776 | 0619| 0363 | 0.731| 0594 | 0.675
T 0.688 | 0427 | 0332| 0645| 049 | 0.652| 0.679
TO 0475| 0237 | 0154 | 0242 0260| 0.308| 0.492| 0413
TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop shipping, T =
Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use drop shipping, AU = Actual
use of drop shipping, PE=Perceived enjoyment

Source: Calculated from survey results
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7.7 STRUCTURAL EQUATION MODELLING (SEM) DATA ANALYSIS

This structural equation modelling (SEM) was adopted for this study as the central data analysis
technique. SEM enables researchers to simultaneously model and estimate complex
relationships among multiple dependent and independent variables (Hair Jr, Sarstedt, Hopkins,
& Kuppelwieser, 2014). This study aimed to examine how a given set of independent variables
(openness to change) predict dependent variables (attitude towards the use of drop shipping as
a business model) and how the moderating variables (perceived relative advantage, trialability,
complexity and observability) influence the relationship between the independent and

dependent variables. Therefore, a partial least squares (PLS) SEM technique was used.

PLS is a suitable approach to use for studies that involve predictive circumstances and when
cause-effect relationship models are complex (Sarstedt, Ringle & Hair, 2017). A two-stage
process conducting an SEM was proposed by Hair, Hult, Ringle, Sarstedt, Danks and Ray
(2021) with the first stage assessing the outer model and the second assessing the inner model.
Furthermore, the inner model specifies the relationship between the independent and dependent
latent variables according to Wong (2013). On the other hand, the outer model specifies the

relationships between the latent variables and their observed indicators.
7.7.1 Structural model analysis
7.7.1.1 Multicollinearity assessment of the outer model

In order to detect common method bias (CMB) in PLS- SEM, a full collinearity assessment
approach is used (Kock, 2015). Therefore, Variance inflation factor (VIF) values should be less
than 3.3 (Hair, Ringle, & Sarstedt, 2011; Kock, 2015). This suggests that the model is free of
CMB as any value greater than 3.3 indicates that CMB has an impact on the model. Table
7.17 presents the results of the multicollinearity evaluation using VIF values. The findings
suggested that CMB was not a problem in the investigation as all constructs had VIF values
below 3.3 (Kock & Lynn, 2012),
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Table 7.16 Outer VIF Values

VIF
ATUDS1 3.003
ATUDS2 2.822
ATUDS3 2.927
AUl 2.701
AU2 2.506
AU3 2.678
C1 2477
Cc2 3.277
C3 3.165
INT1 3.190
INT2 3.218
INT3 2.863
INT4 3.179
INTS 2.055
0oB2 1431
OB3 1.648
OB4 2.175
OB5 2.346
OB6 2.580
PE1 3.258
PE2 3.102
PE3 2.203
PRA1 2.163
PRA2 2.602
PRA3 3.243
PRA4 3.227
PRAS 3.249
PRAG6 3.115
PRA7 3.275
PRAS8 2.043
T1 1.583
T2 1.583
TO2 2.672
TO3 1.874
TO4 2.165
TO5 1.719
TO1 2.043
PExC 1.000
PE x INT 1.000
PE x OB 1.000
PE x PRA 1.000
PEXT 1.000
TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop shipping,
T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use drop shipping,
AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Calculated from survey results
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Table 7.17 Collinearity inner model / Inner VIF Values

ATUDS AU C INT OB PE PRA T TO
ATUDS 1.456
AU
C 1.248
INT 2.038
OB 1.708
PE 2.003 1.859 1.456
PRA 2.611
T 2.017
TO 1.312
PE X INT 1.389
PE x PRA 2.371
PEXT 2.944
PExC 1.174

PE x OB 1.779

TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop shipping,
T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use drop shipping,
AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Calculated from survey results

Collinearity diagnostics are the first step of the structural model analysis. Defined as the
circumstance in which two or more independent variables in a statistical model are linearly
related, that is collinearity is sometimes referred to as multicollinearity (Salmeron Gomez et
al., 2016). Regression estimates will be unstable and have high standard errors if collinearity
exists. A variance inflation factor (VIF) value exceeding 5.0 indicates multicollinearity (Hair
etal., 2019; Ab Hamid et al., 2017). Therefore, should the study's empirical results exceed 5.0,
that could be a sign of collinearity. For this study, collinearity diagnostics using the VIF were
performed to assess the extent of collinearity between the independent variables. The results of

the collinearity diagnostics are presented in Table 7.16 and Table 7.17.
7.7.1.1.1 Model fitness

In order to assess model fitness in SMARTPLS, the Standardized Root Mean Square Residual
(SRMR) and normed fit index (NFI) are commonly used. The fitness of the proposed structural

model is shown in Table 7.18
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Table 7.18 Model fitness

Fitness criteria Estimated model
SRMR 0.074
Unweighted least-squares discrepancy (d-ULS) 3.837
Geodesic discrepancy (d-G) 1.328
Chi-square 3261.520
NFI 0.906

Source: Calculated from survey results

According to Amoah and Jibril (2021), SRMR is a measure of absolute fit, with a value closer
to zero indicating a good fit. Model complexity is not penalised by SRMR, and a value less
than 0.08 is generally considered a good fit (Amoah & Jibril, 2021). The NFI statistic evaluates
the model by comparing the model's chi-square value to the null model's chi-square value
(Hooper, Coughlan & Mullen, 2008). For a good fit, the NFI value should be 0.903 or higher.

Both the SRMR and the NFI in the study (Table 7.18) satisfy the model's fitness conditions.
The SMR value of 0.074 is less than 0.08, while the NFI value of 0.906 is greater than the
recommended 0.9 threshold. Furthermore, a model with a good fit is expected to have SRMR
and NFI values less than 0.95 (Henseler et al. 2015). All of these values (Table 7.18) meet the
required criteria, confirming the model's goodness of fit.

Assessment of Model Explanatory Power, Predictive Relevance, and Effect Sizes

The R?, Q?, and effect size (f2) values, as presented in Table 7.18, provide a comprehensive
assessment of the model’s explanatory power, predictive relevance, and the magnitude of
predictor effects. For attitudes towards the use of drop shipping (ATUDS), the R2 is 0.578,
indicating that 57.8% of the variance in ATUDS is explained by technological optimism (TO),
perceived relative advantage (PRA), trialability (T), complexity (C), and observability (OB).
This suggests a moderate to substantial level of explanatory strength. The R2 for intention to
use drop shipping (INT) is 0.631, meaning that 63.1% of the variance in intention is accounted
for by ATUDS, TO, and perceived enjoyment (PE), which reflects a substantial explanatory
power. Meanwhile, actual use of drop shipping (AU) has an Rz of 0.462, indicating that 46.2%
of its variance is explained by INT and PE, representing a moderate level of explanation.

Hair et al. (2017) recommend that researchers examine Q2 to assess the predictive relevance
of the structural model. Predictive applicability of constructs must be positive (i.e., greater than

zero) (Hair et al., 2019). The Q? values, which assess predictive relevance, are all above zero,
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this includes 0.201 for ATUDS, 0.347 for INT, and 0.255 for AU, demonstrating that the model
has meaningful predictive capability for all three constructs. Additionally, the effect sizes (f2)
are exceptionally large: 2.971 for ATUDS, 3.420 for INT, and 2.821 for AU. These values far
exceed the threshold for a large effect (0.35), indicating that the corresponding exogenous
variables have a substantial impact on their respective outcomes. Collectively, the results in
Table 7.19 confirm the robustness, explanatory strength, and predictive relevance of the

structural model.

Table 7.19: Coefficient of determination (R?), effect size (f?) and predictive relevance (Q?)

Variables R square Q2 Effect size

Attitudes towards the use of drop shipping 0578 | 0.201 2971
Intention to use drop shipping 0.631| 0.347 3.420
Actual use of drop shipping 0.462 | 0.255 2.821

Source: Calculated from Survey Results
Effect Size (f2)

Effect size (f) measures the contribution of an exogenous construct to the R? value of an
endogenous variable by assessing the change in R2 when the specific predictor is excluded from
the model (Hair et al., 2019). According to Bliwise (2006), an f2 value of less than 0.30 indicates
a weak effect, values between 0.30 and 0.50 represent a moderate effect, and values greater
than 0.50 indicate a strong effect. The effect size can be calculated using the formula:

R}f

Effect size = -

where R2 is the coefficient of determination.

As shown in Table 7.18, the 2 values for attitudes towards the use of drop shipping, intention
to use drop shipping, and actual use of drop shipping are all above 0.50, indicating that the
corresponding exogenous constructs have a strong effect on their respective endogenous

variables.
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7.7.1.2 Hypothesis Testing

The structural model was analysed using partial least squares structural equation modelling
(PLS-SEM) in SmartPLS 3 with results presented in Table 7.18 and shown in Figure 7.8.

Figure 7.8: structural model analysis with path coefficients and R-squared estimates

Source: Calculated from survey results

The outcomes of the structural model analysis with the path coefficients and the coefficients
of determination (R?) are presented as indicated in Figure 7.8. To assess the structural model
and measures the model’s accuracy, the coefficient of determination (R?) is used. Moreover,
according to Hair et al. (2014), coefficient of determination, R? is a measure of the model’s
predictive accuracy and represents the exogenous variable’s combined effect on the
endogenous variable(s). The value of R? varies between 0 and 1, while higher values denote a
higher level of prediction.
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The results show that the significant factors influencing perceived relative advantage (PRA)
explain 57.8% of the variance in attitudes towards the use of drop shipping (ATUDS) as a
business model. Factors influencing perceived enjoyment (PE) explain 63.1% in variance
towards intention (INT) to use drop shipping as a business model. Lastly, perceived enjoyment
(PE) explains a 46.2% variance towards the actual use (AU) of drop shipping as a business

model.

To examine the statistical significance of the relationships between the constructs, a
bootstrapping technique was used. The p-values as reflected in Figure 7.9 provide additional
confirmation of the significance of the hypothesised relationships. A p-value less than 0.05
indicates statistical significance at the 5% level. In line with this threshold, the hypotheses H1
(p = 0.031), H2 (p = 0.000), H3 (p = 0.016), H6 (p = 0.000), H7 (p = 0.044), H8 (p = 0.000),
H9 (p = 0.000), and H10 (p = 0.000) are all statistically significant, reinforcing the
interpretation derived from their respective t-values (Figure 7.10). These results highlight
strong empirical support for the model’s core relationships, particularly the influence of
attitudes and perceived enjoyment on intention and actual usage. In contrast, H4 (p = 0.536)
and H5 (p = 0.428) show high p-values well above 0.05, confirming the lack of a statistically
significant relationship between complexity or observability and attitudes towards drop
shipping. Similarly, all moderation hypotheses from H11 to H14 have p-values greater than
0.05, indicating nonsignificant moderating effects of perceived enjoyment on those respective
paths. Only H15 (p = 0.000) demonstrates a significant moderating effect, suggesting that
perceived enjoyment plays a critical role in strengthening the link between intention and actual
use. Overall, the p-values align with the t-statistics and support the robustness of the supported

hypotheses.
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Figure 7.9 Structural model analysis with path coefficients and p-values
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Figure 7.10 Structural model analysis with t-values
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Figure 7.10 presents the structural model results, including the t-values used to test the
significance of hypothesised relationships. Based on guidelines supported by Chin (1998),
Chinomona et al. (2010) and Nyagadza et al. (2021), a t-value greater than 1.96 indicates
statistical significance at the 5% level. Accordingly, the results show that H1 (t = 2.161), H2 (t
=6.932), H6 (t = 10.428), H7 (t = 2.010), H8 (t = 10.185), H9 (t = 6.306) and H10 (t = 7.931)
are significantly supported. These findings confirm meaningful relationships between
technological optimism, perceived relative advantage and attitudes towards drop shipping, as
well as strong links between attitudes, intention and actual usage. Perceived enjoyment also
significantly influences both intention and actual use. Conversely, H4 (t = 0.619) and H5 (t =
0.792) were rejected, indicating that complexity and observability do not significantly
influence attitudes towards the use of drop shipping. Regarding the moderating role of
perceived enjoyment (PE), the interaction effects in H11-H14 were not significant as all t-
values were below the 1.96 threshold. However, H15 (t = 6.975) was supported, demonstrating
that perceived enjoyment significantly moderates the relationship between intention and actual

use of drop shipping.
7.7.1.3 Results of the hypothesis testing

The results generated in this study led to several crucial findings. These findings are discussed
in detail in chapter eight. Of the ten direct relationships, eight were accepted and two were

rejected.

An overview of the results of the hypotheses testing with the path coefficients, P-values and T-

values is presented in Table 7.20.
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Table 7.20 Summary of the results of the hypothesis testing / Final model results

Hypothesis std - Bootst_rapping Decision
Relationship beta T statistics P | confidence
B (|O/STDEV]) | values interval
2.5%| 97.5%
Hl TO -> ATUDS | 0.123 2.161 | 0.031 |0.017| 0.242 |Accepted
H2| PRA -> 0.328 | 0.587 |Accepted
o ATUDS 0.460 6.932 | 0.000 P
g H3 T -> ATUDS 0.142 2.405 | 0.016 | 0.022| 0.254 |Accepted
] H4 - -0.106| 0.060 | Rejected
5 C->ATUDS | 4 0o 0.619 | 0.536 J
= H5 OB -> ATUDS | 0.043 0.792 | 0.428 [-0.054| 0.153 | Rejected
5 H6| ATUDS -> INT | 0.513 10.428 | 0.000 | 0.415| 0.606 |Accepted
H7| PE -> ATUDS 0.103 2.010 | 0.044 |-0.001| 0.198 |Accepted
H8 INT -> AU 0.505 10.185 | 0.000 | 0.407| 0.603 |Accepted
H9 PE -> AU 0.337 6.306 | 0.000 | 0.229| 0.439 |Accepted
H10 PE -> INT 0.384 7.931 | 0.000 |0.291| 0.479 |Accepted
TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop
shipping, T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use
drop shipping, AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Calculated from survey results

Note: the arrows signify the relationship between each construct to indicate the proposed

hypothesis
7.7.1.4 Testing for moderating effect among variables

Using consistent PLS bootstrapping, T-statistics and P-values were generated to determine
whether the moderating variable significantly influences the relationship between the
independent predictor variable (Hair et al., 2017) and the dependent outcome variable
(intention to use drop shipping as a business). The required thresholds for both T-statistics and
P-values to indicate a significant relationship are that the T-value must be equal to or greater
than 1.96 and he P-value less than 0.05 (Gye-Soo, 2016). Both the T-value and the P-value
thresholds are required to meet simultaneously to confirm significance of the proposed

relationships. Table 7.20 illustrates the T-statistics and P-values of the moderated relationships.
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Table 7.21: Moderation analysis results

std Bootstrapping|Conclusion
Hypothesis Relationship | beta T statistics | P confidence
P (O/STDEV]) | values interval
b 25% 97.5%
H1l No
PEXIVL | 0022 0355 | 0.722|-0.118[0.129 |moderation
= effect
2 |H12 No
S PEXT-> - :
3 ATUDS 0.068 1.281 | 0.200 [-0.164(0.047 |moderation
= effect
3 |H13 No
g PExC-> 0.012 0.262 | 0.794 [-0.085|0.088 [moderation
5 ATUDS
3 effect
= |H14 No
PExOB -> - .
ATUDS 0.003 0.055 | 0.956 [-0.114]0.110 |moderation
effect
H15 PE X INT -> Moderation
AU 0.149 6.975 | 0.000 |0.108 |0.192 offect
TO= Technological optimism, ATUDS = Attitudes towards the use of drop shipping, PRA = Perceived relative advantage of drop
shipping, T = Trialability of drop shipping, C = Complexity of drop shipping, O = Observability of drop shipping, | = Intention to use
drop shipping, AU = Actual use of drop shipping, PE=Perceived enjoyment

Source: Calculated from the survey results

Table 7.21 further demonstrates that out of the five moderating relationships, four were rejected
and one was accepted. The t-values for the four rejected hypotheses do not meet the required
threshold of being above 1.96 and the p-values are not below 0.05, while only one, H15, meets
the necessary threshold. Specifically, the results pertaining to H15 indicate that there is a
positive and statistically significant moderating effect of PE on the relationship between INT
and OB of the studied Gen Z cohort. This implies that PE strengthens the favourable influence
of INT on AU. Additionally, this finding was supported by the absence of zero within the 95%
confidence interval's lower and upper bounds (0.108, 0.192). Thus, when Generation Z students
perceive enjoyment in using drop shipping as a technopreneurial model, the positive influence
of INT on AU becomes more pronounced. Therefore, the statistical analysis provided support
for H15, suggesting that PE has a moderating role in the link between INT and AU.

The impact of PE on the connection between INT and AU was investigated in more detail using
simple slope analysis, as depicted in Figure 7.11. Following Dawson’s (2014) guidelines, the
graph shows two lines representing low and high levels of the moderator (PE). The slopes of
these lines illustrate how the strength of the relationship between INT and AU varies depending

on PE. At higher levels of PE, the slope is steeper, indicating that when individuals find the

176
https://uwcscholar.uwc.ac.za/lhome



system more enjoyable, the impact of intention on actual use is significantly stronger.
Conversely, at lower levels of PE, the relationship is weaker, suggesting that even with strong
intention, low enjoyment reduces the likelihood of actual use. This interaction supports the
hypothesis that PE positively moderates the INT-AU relationship, thereby enhancing the
predictive power of intention when enjoyment is high.

Figure 7.11 The interaction plot for the PE moderating variable on the nexus between
INT and AU
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7.8 CHAPTER SUMMARY

Chapter 7 aimed to report on the results of this study. The first part of this chapter presented
the demographic results, such as the institution of study, age, level of education, ethnicity and
monthly income. This was followed by the section that focused on the descriptive data,
including the mean and standard deviation, which were computed to summarise the data
concerning the intention to use drop shipping as a business model. The SEM and PLS analysis
steps of establishing a model of better fit were followed by considering the relevant model fit
assessment indices which are convergent validity and discriminant validity. Only results

considered significant in responding to the research questions and reaching the research targets
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were included. Furthermore, a collinearity test using the variance inflation factor (VIF) was
done to measure the level of collinearity threat between the independent variables. The chapter
analysed the structural model results. Fifteen hypotheses were tested, of which nine were found

to be statistically significant and therefore accepted.

Chapter 8 provides a discussion on the findings and presents the conclusions of the study.
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CHAPTERS
FINDINGS, RECOMMENDATIONS, SUGGESTIONS FOR
FUTURE RESEARCH AND CONCLUSIONS

8.1 INTRODUCTION

The preceding chapter, chapter 7, presented the empirical results and statistical analyses from
the data collected. The study aimed to examine the relationship between technological
optimism and the factors of innovation diffusion theory within the context of drop shipping.
This relationship was moderated by perceived enjoyment and examined their influence on the
intention and actual adoption of drop shipping as a business model. Research on
technopreneurship and drop shipping is limited and further empirical investigation is necessary
to advance knowledge on Gen Zs adoption of drop shipping as a business model. This therefore

calls for the attention of both scholars and practitioners.

Originating from the aim of the study, this chapter provides the research findings, conclusions,
recommendations and suggestions for future research. The chapter is therefore delineated into
eight main sections, with section 8.1 being introduction of the chapter and section 8.2 being
the overview of the study. Subsequently, section 8.3 gives a review of the validity and
reliability of the structural model is presented. The fourth section, section 8.4 provides the
imperative implications as well as the major study findings and conclusions. Fourthly, the
contribution of the study from a theoretical and that of a practical standpoint are provided in
section 8.4. Section 8.5 presents the major study findings and conclusions and section 8.6
presents contributions of the study. Subsequently, the recommendations and limitations with
suggestions for future research, are presented in section 8.7. Lastly, the chapter provides the

closing research remarks in section 8.8.
8.2 OVERVIEW OF THE STUDY

The study is made up of eight chapters. chapter 1 provided the introduction and background of
the study, hence setting the stage for the research by outlining key themes and objectives. The
chapter also informed the research problem and proposed the research method. chapter 2

provided an overview of the history of entrepreneurship, its evolution in professional and
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academic settings and explored technopreneurship and its adoption among Gen Z in South
Africa. Additionally, chapter 3 presented the theoretical grounding of this research with the
theoretical underpinnings extensively discussed. chapter 4 discussed the empirical literature
grounding this study on technopreneurship and drop shipping as a business model. Thereafter,
chapter 5 presented the conceptual model and hypotheses guiding the research and chapter 6
detailed the methods and procedures used for data collection and analysis. Data analysis was
covered in chapter 7 and lastly, chapter 8 discusses the implications and summarises the key

findings, offers recommendations and suggests areas for future study.
8.3 EVALUATION OF THE OBJECTIVES OF THE STUDY

Based on the generated data from the study, all research objectives had to be addressed to
ensure that the intended purposes of the study were achieved. In order to demonstrate the
attainment of the objectives within the framework of the study, both the empirical and
theoretical objectives are revisited in the next section.

8.3.1 Primary objective

The purpose of the study was to examine the relationship between technological optimism and
the factors of innovation diffusion theory in the context of drop shipping. This relationship was
moderated by perceived enjoyment to examine their influence on the intention and actual
adoption of drop shipping as a business model. Each of the objectives identified in chapter 1 is

stated, after which the results are summarised.
8.3.2 Theoretical objectives

The theoretical objectives as set out in chapter 1 under section 1.6.1.1 are outlined and reviewed

below.

e To review existing literature concerning the extension of the theory of planned
behaviour (TPB) and its application to technopreneurship

The first theoretical objective set in chapter 1 was to review existing literature concerning the
extension of the TPB. This objective was achieved in chapter 3 section 3.1.4. From this chapter,
it was discovered that the TPB theory emphasised attitudes, perceived behavioural control and
subjective norms as determinants of intention (Ajzen, 1991), the study expanded the theory’s

utility by integrating factors that resonate with Gen Z digital native cohort, which are perceived
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enjoyment and technological optimism. Therefore, this study supported and extended the TPB
by validating that attitudes significantly influence intention, which in turn strongly predicts the

actual use of drop shipping as a business model.

e To examine the literature exploring the traditional behavioural reasoning model

(TBRM) and its relevance to entrepreneurial decision-making processes

The traditional behavioural reasoning model (TBRM) was advanced by underscoring the
mediating roles of attitudes and intentions in shaping entrepreneurial actions. This objective was
achieved in chapter 3, section 3.2 to 3.2.4. TBRM serves as an antecedent of attitudes and beliefs
as it emphasises reasons for and against (Westaby, 2005). Reasons related to technological
optimism and user engagement shape the decisions to adopt drop shipping as a business model,

hence confirming this model’s relevance to technopreneurship.

e To explore literature discussing the innovation diffusion theory (IDT) and its
relevant characteristics concerning the adoption of drop shipping

This study significantly contributed to the IDT by theoretically validating the key innovation
attributes which are complexity, observability, perceived relative advantage and trialability.
This objective was achieved in chapter 3, sections 3.3 to 3.3.4. Perceived relative advantage
and trialability proved to be significant, consistent to Rogers’ (2003) IDT. However,
observability and complexity were non-significant indicating that visibility and usability may
not be decisive in how Gen Z perceives digital tools. The study reinforced the theory’s
relevance to digital business models by showing how these innovative characteristics drive

adoption behaviour, hence validating the IDT theory.

e To investigate literature examining technological optimism and its implications

for entrepreneurial activities among the Gen Z cohort

Technological optimism is one of the major psychological factors that influence entrepreneurial
engagement on digital platforms. In this study, technological optimism was linked with both
attitudes and intentions to adopt drop shipping as a business model associating the theory with
favourable expectations about technology improving lives. This objective was achieved in
chapter 4, section 4.1. The study focused on Gen Z with findings proving that individuals with
high levels of technological optimism are more likely to view drop shipping as favourable and

will use it as a business model. In summary, the findings position
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technological optimism as a significant factor towards entrepreneurship business models, thus

extending the current understanding of enablers towards digital business model adoption.

e To conduct a comprehensive literature review focusing on perceived relative
advantage, complexity, trialability and observability of drop shipping as pivotal

attributes influencing its adoption

The study deepened the theoretical insights into the role of innovation characteristics in drop
shipping. This objective was achieved in chapter 4, sections 4.1.1 to 4.1.1.4. The study
confirmed the theoretical importance of these characteristics by assessing the impact of
trialability and perceived relative advantage as significant predictors of attitudes. In contrast,
observability and complexity proved to be non-significant, suggesting that the Gen Z cohort
may not necessarily perceive visibility as essential for decision-making. Therefore, based on
these findings, we can conclude that specific IDT characteristics may have different weights

depending on the innovation type and the user.
e To review the literature on the perceived enjoyment of drop shipping

The study’s findings support a theoretical contribution that perceived enjoyment significantly
influences both attitudes and intention and moderates the relationship between intention and
the actual use of drop shipping as a business model. This objective was achieved in chapter 4,
section 4.5. The study not only supports previous scholars’ work in motivation within the
technology acceptance domain (Venkatesh, 2000; VVan der Heijden, 2004) but also extends the
work into the entrepreneurial domain. This was demonstrated by showing that perceived
enjoyment can enhance both behavioural and cognitive engagement with technopreneurship

business models.
e To assess literature focusing on attitudes towards the use of drop shipping

The study reinforced the theoretical role of attitudes as an antecedent to intention in the process
of adoption consistent with TPB (Ajzen, 1991) and TBRM (Westaby, 2005). This objective
was achieved in chapter 4, section 4.2. Due to the confirmation of the empirical validity of the
relationship between attitudes and actual use, it is evident that positive attitudes predict positive

intentions towards using drop shipping as a business model.

e To conduct a literature review on the intention to use drop shipping

182
https://uwcscholar.uwc.ac.za/lhome



According to the literature, the study added to the theoretical literature by affirming the central
role of intention in predicting actual behaviour. This objective was achieved in chapter 4,
section 4.3. In this context, a statistically significant relationship exists between intention and
actual use of drop shipping as a business model. Moreover, it is suggested that intentions
formed through enjoyment, perceived relative advantage and positive attitudes are strong

predictors of positive engagement in drop shipping among Gen Z entrepreneurs.
e To conduct a literature review focusing on the actual use of drop shipping

This study added to the gap often overlooked in behavioural intention research by linking
intention to actual behaviour through validated constructs. This objective was achieved in
chapter 4, section 4.4. This supports the predictive validity of the theory of planned behaviour
(Ajzen, 1991) and its extensions. Therefore, the study added to the limited empirical literature
on the actual use of drop shipping as a business model by the Gen Z cohort of technopreneurs.
The findings strengthen the overall understanding of how entrepreneurial intentions translate
into the world of technopreneurship.

8.3.3 Empirical objectives

The empirical objectives, as set out in chapter 1, section 1.6.1.2, are revisited in the following

sections.

e To determine the association between technological optimism and attitudes
towards the utilisation of drop shipping

Determining the association between technological optimism and attitudes towards the use of
drop shipping as a business model was the first objective set out in chapter 1. The final model
results established a positive and significant relationship between the two variables. This
objective was achieved in chapter 7, section 7.7.1.3, Table 7.20 with a beta value of 0.123 and
p-value of 0.031. This therefore means that the Gen Z cohort of technopreneurs who express
greater optimism are more likely to develop positive attitudes towards adopting drop shipping
as a business model. This finding supports prior research but also extends the existing literature

by applying this relationship specifically within the context of technopreneurship.
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e To investigate the association between perceived relative advantage, trialability,
complexity and observability of drop shipping and attitudes towards its utilisation
of drop shipping

Based on the empirical findings outlined in chapter 8, the study discovered that trialability and
perceived relative advantage have a significant and positive influence on attitudes towards
using drop shipping as a business model. This objective was achieved in chapter 7, section
7.7.1.3, Table 7.20. The relationship between ATUDS and perceived relative advantage was
hypothesised as hypothesis 2 and accepted; with trialability, it was hypothesised as hypothesis
3 and accepted. However, with complexity, H4 and observability, H5, both hypotheses were
rejected as they both proved not to be statistically significant. Therefore, the findings help point
out the IDT characteristics applicable within the context of technopreneurship and drop

shipping as a business model.

e To explore the link between attitudes towards the utilisation of drop shipping and
the intention to adopt it as a business model for technopreneurship

The link between attitudes and intention to adopt drop shipping as a business model confirmed
a strong and statistically significant relationship between the two. This objective was achieved
in chapter 7, section 7.7.1.3, Table 7.20. The relationship, hypothesis 6, proved to be strong
with a beta of 0.513 and a p-value of 0.000, hence accepting the hypothesis. This is in support
of the TPB, which posits that attitudes are a key factor in predicting behavioural intentions.

Therefore, the results contribute to extending the TPB to technopreneurship business models.

e To determine the relationship between the intention to use drop shipping and the
actual use of drop shipping

The results showed a positive association between intention and the actual use of drop shipping
as a business model, confirming the behavioural intentions posited by the TPB, where
behaviour is directly predicted by intention. This objective was achieved in chapter 7, section
7.7.1.3, Table 7.20, with a beta value of 0.505 and p value of 0.000. This study, therefore, helps
reduce the research gap by adding value to the technopreneurship and drop shipping literature,

demonstrating how intention can be translated into measurable action.
e To examine the connection between perceived enjoyment of drop shipping and

attitudes towards its utilisation
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The connection between the two variables proved to be significant, as perceived enjoyment
was found to be a significant predictor of positive attitudes toward using drop shipping as a
business model. This objective was achieved in chapter 7, section 7.7.1.3, Table 7.20, with a
beta value of 0.103 and a p value of 0.044. This aligns with previous studies on the significant
role intrinsic motivation plays in technology adoption. The study also introduced perceived
enjoyment as a valuable construct in technopreneurial settings, broadening the scope of

research in technopreneurship.

e Toanalyse the relationship between perceived enjoyment of drop shipping and the

intention to adopt it as a business model for technopreneurship

In this study, it was proven that perceived enjoyment significantly enhances the intention to
adopt drop shipping as a business model. This objective was achieved in chapter 7, section
7.7.1.3, Table 7.20 as the accepted hypothesis 10 (H10) with a beta value of 0.384 and p-value
of 0.000. This indicates that among the younger Gen Z cohorts, perceived enjoyment and
experimental factors play a central role in shaping intentions among entrepreneurs. Where
engagement is key, this is particularly meaningful therefore, perceived enjoyment emerges as

an important driver of technopreneurship motivation.

e To examine the moderating role of perceived enjoyment of drop shipping on the
relationship between IDT characteristics and attitudes towards its utilisation.

The study examined how perceived enjoyment interacts with observability, complexity,
trialability and perceived relative advantage to influence attitudes toward using drop shipping
as a business model. This objective was achieved in chapter 7, section 7.7.1.4, Table 7.21 as
hypothesis 11 to 14 and these four hypotheses were rejected. The results contribute by
clarifying the role of perceived enjoyment in this framework despite four out of five moderating
variables proving to be insignificant. Enjoyment alone may not continually strengthen these
relationships, suggesting context dependency varying by specific innovation attributes. It is
therefore recommended for future researchers to explore additional cognitive moderators in the

adoption process of drop shipping as a business model.

e To examine the moderating role of perceived enjoyment of drop shipping on the
relationship between intention and the actual use of drop shipping as a business
model
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The last empirical objective of this study was the relationship between intention and actual use,
moderated by perceived enjoyment. With a beta of 0.149 and a p-value of 0.000, the
relationship was found to be significant, suggesting that individuals who enjoy the process are
more likely to act on their intentions to use drop shipping as a business model. This objective
was achieved in chapter 7, section 7.7.1.4, Table 7.21 as hypothesis 15 (H15), which was
accepted in this study. This suggests enjoyment serves as a catalyst, enhancing the transition
from planning to action in technopreneurship behaviour. Therefore, these findings highlight
the practical importance of designing engaging and enjoyable user experiences within digital
business environments, hence contributing to the theory by showing its effectiveness as a

moderator, bridging the gap between intention and behaviour.
8.4 REVIEW OF THE VALIDITY OF THE STRUCTURAL EQUATION MODEL

This study was guided by a conceptual framework hat retained the core elements of
technological optimism and incorporated moderators from IDT theory (See chapter 1 and
Figure 1.1). After modifications to the measurement model, results in chapter 7 showed that
the revised measurement model provided adequate evidence of reliability and validity (Hair et
al., 2014). Afterwards, the inner model was tested. The results of the structural model (see
chapter 7) indicate that 9 out of a total of 15 hypotheses were accepted and those that were
rejected had mainly to do with the moderating effects. The results for the conceptual model’s

structural equation model are reported in figure 8.1.
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Figure 8.1 The main structural model

The main model explained 57.8% of the variation in attitudes towards the use of drop shipping
as a business model. The significance of 57.8% variance explained by the model suggests a
moderate to substantial level of explanatory strength. This variance is explained by
Technological Optimism (TO), Perceived Relative Advantage (PRA), Trialability (T),
Complexity (C) and Observability (OB). Furthermore, the variance in intention to use drop
shipping as a business model is 63.1%. This represents a high level of explanatory power
accounted for by Attitudes Towards the Use of Drop Shipping (ATUDS), Technological
Optimism (TO) and Perceived Enjoyment (PE). Lastly, a 46.2% variance for actual use of drop
shipping as a business model was explained by Intention (INT) and Perceived Enjoyment (PE),
representing a moderate explanatory level. In summary, ATUDS explained 57.8% of the
variance, INT explained 63.1% of the variance and AU explained 46.2% of the variance. In

addition, the final structural model in Figure 8.1 provides a clear and robust representation of
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the relationships influencing the adoption of drop shipping. It highlights the central role of
attitudes towards the use of drop shipping (ATUDS) as a key link between antecedents, such
as technological optimism (TO) and perceived relative advantage (PRA) and outcomes,
including intention to use (INT) and actual use (AU). Significant paths, supported by t-values
above 1.96 and p-values below 0.05, include TO — ATUDS, PRA — ATUDS, ATUDS —
INT, INT — AU, PE — INT and PE — AU, confirming the importance of perceived benefits,
positive attitudes, and enjoyment in driving adoption. Notably, PRA has a particularly strong
influence on ATUDS, and ATUDS in turn strongly predicts intention. The model also
confirmed that complexity (C) and observability (OB) do not significantly impact ATUDS, as
shown by their nonsignificant path coefficients and high p-values. Moreover, while the
moderating effects of perceived enjoyment (PE) on PRA, TO, C and OB were not significant,
PE significantly moderates the relationship between intention and actual use (H15), indicating
that enjoyment strengthens the impact of intention on usage behaviour. Overall, the final model
supports the theoretical framework and underscores the critical roles of relative advantage,

attitudes, intention and enjoyment in predicting the use of drop shipping.
The empirical hypotheses results are explained in the next section with the extant literature.
8.5 MAJOR STUDY FINDINGS AND CONCLUSIONS

To fill the research gaps in the academic literature and meet the objectives mentioned above,

the following findings and conclusions are provided:
8.5.1 Technological optimism with attitudes towards the use of drop shipping (H1)

Finding: This study found that technological optimism has a positive and statistically
significant relationship with attitudes towards the use of drop shipping among Gen Z
respondents, thus supporting H1. The standardised regression coefficient (f=0.123; p=0.031
[two-tailed] and the bootstrapped confidence interval [0.017 — 0.242] indicated a meaningful
effect, suggesting that individuals with higher levels of technological optimism are more likely
to express positive attitudes towards the use of drop shipping. Therefore, this is in alignment
with Rogers’ (2003) Innovation Diffusion Theory (IDT). Previous studies have also
demonstrated that technological optimism facilitates positive behaviours towards the adoption

of technology (Yang et al., 2012).
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Conclusion: The conclusion drawn from this empirical finding is that technological optimism
significantly contributes to shaping positive attitudes toward the use of drop shipping within
the context of technopreneurs among Gen Z cohort. When individuals believe that business
complexities will be reduced through technological advancements, they are more likely to
adopt digital business models such as drop shipping. The results of this research corroborate
findings by Niemela-Nyrhinen (2007) and Kim and Hall (2019) who assert that technological
optimism significantly influence the positive perceptions of digital business adoption. Lastly,
the findings not only validate the predictive power of IDT but also suggest that policymakers
and educators should promote technological optimism to support youth-led digital businesses.

8.5.2 Perceived relative advantage of drop shipping with attitudes towards the use of drop

shipping as a business model for technopreneurship (H2)

Finding: In this study, H2 was accepted as perceived relative advantage (PRA) of drop
shipping has a positive and significant relationship with attitudes towards the use of drop
shipping as a business model for technopreneurship. The standardised regression coefficient
was substantial (3=0.460; p=0.000 [two-tailed] with a strong bootstrapping confidence interval
of [0.328 — 0.587], hence proving the hypotheses to be acceptable. This suggests that when
technopreneurs perceive drop shipping as offering more benefits that traditional retail methods,
they are more likely to form positive attitudes towards the adoption of the business model. The
result is not only in alignment with Roger’s (2003) IDT but also consistent with Tornatzky and

Klein’s (1982) meta-analysis, which found PRA to be significant.

Conclusion: These results add to the growing evidence that when perceived relative advantage
(PRA) plays a pivotal role in shaping positive attitudes towards the use of drop shipping as a
technopreneurship business model. These results are in alignment with the works of Moore and
Benbasat (1991) and Premkumar et al. (1994) who demonstrated that PRA is a dominant factor
in influencing innovation across technological domains. Thus, PRA plays a significant role

towards adoption of innovative business models among the Gen Z cohort of technopreneurs.

8.5.3 Trialability of drop shipping with attitudes towards the use of drop shipping as a

business model for technopreneurship (H3)

Finding: In this study, Hypothesis 3 (H3) was accepted confirming that trialability of drop
shipping has a positive and significant relationship with attitudes towards the use of drop

shipping as a business model for technopreneurship. The results show a standardised
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coefficient of (f=0.142; p=0.016 [two-tailed], with a bootstrapping confidence interval [0.022
—0.254]. A Beta value of 0.142 indicates a moderate yet meaningful impact of trialability on
attitudes. The p-value of 0.016 indicates that this relationship is statistically significant at the
5% level and not random chance. These findings align with Rogers’ (2003) IDT which posits
that trialability encourages favourable perceptions and reduces uncertainty during the adoption

process of drop shipping as a business model.

Conclusion: The conclusion from the empirical findings is that trialability positively
influences attitudes towards the use of drop shipping as a technopreneurship business model.
The ability to experiment without significant commitment makes this a favourable model for
the Gen Z cohort. Prior studies by Agarwal and Prasad (1997) and Thong (1999) support this
finding, as their research has shown that trialability significantly influences perception, thereby
increasing adoption. From the results, it can be derived that the significance of creating low-
risk environments to test new models, hence reinforcing trialability as a major factor driving

technopreneurship.

8.5.4 Complexity of drop shipping with attitudes towards the use of drop shipping as a
business model for technopreneurship (H4)

Finding: The study results rejected Hypothesis 4 (H4), which proposed a positive and
significant relationship between complexity and attitudes towards the use of drop shipping as
a business model. The regression results are (p=-0.027; p=0.536 [two-tailed] and bootstrapping
confidence interval of [-0.106 — 0.060]. A beta value close to zero and a p-value above 0.5
indicate that complexity is not a predictor of attitudes towards the use of drop shipping as a
business model in this study. This contradicts Rogers’ (2003) IDT, which posits that higher
complexity encourages the adoption of innovation.

Conclusion: The conclusion from the empirical finding is that compared to other studies, those
from the extant literature show that complexity positively influences the attitudes towards the
use of drop shipping as a business model (Rogers, 2003). Previous studies have shown that
perceived complexity negatively impacts the adoption of technological innovations (Thong,
1999; Carter & Bélanger, 2005). Therefore, a potential explanation for these results could be
that the Gen Z cohort has increased digital literacy and often navigates drop shipping platforms
with ease and is less deterred by perceived complexity (Prensky, 2001). Although there is no

significant relationship in this particular study, complexity should not be disregarded by
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researchers; instead, continuous efforts should be made to simplify the drop shipping process

as a whole.

8.5.5 Observability of drop shipping with attitudes towards the use of drop shipping as a
business model for technopreneurship (H5)

Finding: This study found a relationship that is statistically non-significant between the
observability of drop shipping and attitudes toward using drop shipping as a business model
for technopreneurs. The hypothesis was therefore rejected based on the statistical output (p=
0.043; p=0.428 [two-tailed]; Bootstrapping confidence interval [-0.054 — 0.153], respectively.
The low beta indicates a weak relationship and the confidence level suggests that the
association between observability and attitudes is not robust. These findings suggest that
among Gen Z technopreneurs, observing others successfully use drop shipping does not
significantly influence their attitudes towards the business model. Roger’s (2003) IDT posits
that observability strengthens adoption; hence, these results run counter.

Conclusion: This study's rejection of Hypothesis 5 suggests that observability does not
significantly influence attitudes toward the use of drop shipping as a business model. This
contradicts prior research by Agarwal and Prasad (1997) and Karahanna et al. (1999), which
instead supported observability. Within the specific context of drop shipping, Chong and Chan
(2022) noted that observability has a positive influence on attitudes. However, the current
findings suggest that Gen Z technopreneurs may not rely on observation due to greater
confidence in self-learning. In conclusion, these findings are significant and warrant further

investigation in future studies.

8.5.6 Attitudes towards the use of drop shipping with intention to use drop shipping as a

business model for technopreneurship (H6)

Finding: The study found that attitudes towards the use of drop shipping have a positive and
significant relationship with attitudes towards the intention to use drop shipping as a business
model for technopreneurship, thus supporting Hypothesis 6. The regression results were (=
0.5133; p=0.000 [two-tailed] and a bootstrapping confidence interval of [0.415 — 0.606]. A beta
value above 0.5 indicates a strong effect and a p-value of less than 0.001 signifies a highly
significant relationship. In line with the TPB, which posits that attitudes towards a behaviour
are among the most important predictors of behavioural intentions (Ajzen, 1991), these

findings indicate the same.
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Conclusion: The conclusion from the empirical finding is that positive attitudes significantly
enhance the intention to use drop shipping as a business model among Gen Z technopreneurs.
The findings align with previous researchers’ findings. For instance, Pavlou and Fygenson
(2006) confirmed that favourable attitudes significantly increase entrepreneurial intention in
online business settings. Furthermore, Gopi and Ramayah (2007) found that attitudes play a
significant role in forming intentions among technology-driven businesses. Therefore, the
acceptance of Hypothesis 6 in this study contributes to the robust body of literature that

validates the importance of attitudes in shaping intentions.

8.5.7 Perceived enjoyment with the intention to use drop shipping as a business model for

technopreneurship (H7)

Finding: Perceived enjoyment has a positive and statistically significant relationship with the
intention to use drop shipping as a business model for technopreneurship, supporting
Hypothesis 7. The results (B= 0.103; p=0.044 [two-tailed]; bootstrapping confidence interval
[-0.001 — 0.198] show a modest but meaningful effect. The significance implies that perceived
enjoyment plays a meaningful role in shaping entrepreneurial intentions among the Gen Z
cohort of technopreneurs. This aligns with the findings of Davis et al. (1992) that intrinsic

motivators can significantly influence behavioural intentions.

Conclusion: It can be concluded that in alignment with Venkatesh et al. (2012) Technology
Acceptance Model, perceived enjoyment was also found to exert positive influence on users’
willingness to adopt new technologies. Besides the works of Venkatesh et al. (2012), these
results also mirror the works of Dandi & Ridanasti (2024) that discovered that perceived
enjoyment is a significant predictor of intention to use drop shipping as a business model
through the influence on attitudes. Therefore, this highlights the importance of designing drop

shipping platforms that not only provide utilities but also deliver enjoyable experiences.

8.5.8 Intention to use drop shipping as a business model for technopreneurship and actual

use drop shipping as a business model for technopreneurship (H8)

Finding: There is a positive and statistically significant relationship between the intention to
use drop shipping as a business model for technopreneurship and actual use drop shipping as a
business model for technopreneurship; hence, H8 was accepted. The regression results (f=
0.505; p=0.000 [two-tailed]; bootstrapping confidence interval [0.407 — 0.603] demonstrate
high statistical significance. The p-value below 0.001 and the bootstrapping confidence interval
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reinforce the robustness of the finding. The outcome that, as intentions to use drop shipping
increase, there is likelihood of actual engagement is consistent with the Theory of Planned

Behaviour (Ajzen, 1991) positing intentions as the strongest predictors of behaviour.

Conclusion: The conclusion derived from the empirical finding is that intention plays a crucial
role in predicting the actual use of drop shipping as a business model. Pavlou and Fygenson
(2006) found that strong intention significantly increases the actual use within the context of
online consumer behaviour. Moreover, Venkatesh et al. (2003) also emphasise that behavioural

intention is a direct antecedent of actual use of technology.

8.5.9 Perceived enjoyment of drop shipping and the attitudes towards the use of drop
shipping as a business model for technopreneurship resulting in actual use of the model
(H9)

Finding: In this study, H9 was accepted as the statistical results proved the significant
relationship between perceived enjoyment of drop shipping and attitudes towards its use. The
path coefficient was (p= 0.337; p=0.000 [two-tailed]; bootstrapping confidence interval [0.229
—0.439]. Based on these results, when technopreneurs find drop shipping to be enjoyable, they
are more likely to develop a favourable attitude which then translates into actual use. This
outcome is aligned with Venkatesh et al. (2012) and Van der Heijden, (2004) findings, which
assert that perceived enjoyment enhances not only attitudes but outcomes as well.

Conclusion: The conclusion from the empirical finding is that there is a positive and significant
relationship between the perceived enjoyment of drop shipping and the attitudes towards the
use of drop shipping to the actual use of drop shipping as a business model for
technopreneurship resulting in actual use of the model. Enjoyment strengthens engagement and
intention culminating in actual use of the business model. Studies by Davis et al. (1992) who
incorporated perceived enjoyment into the Technology Acceptance Model and Childers et al.

(2001) who found that enjoyment significantly influences consumer technology behaviour.

8.5.10 Perceived enjoyment of drop shipping and the intention to use drop shipping as a

business model for technopreneurship resulting in actual use of the model (H10)

Finding: In this study, H10 was accepted as there is a positive and a significant relationship
between perceived enjoyment of drop shipping and the intention to use drop shipping as a

business model for technopreneurship resulting in actual use of the model. The statistical
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outputs B= 0.384; p=0.000 [two-tailed]; bootstrapping confidence interval [0.291 — 0.479]
demonstrate a moderate to strong effect with high confidence. This finding suggests that the
more technopreneurs perceive drop shipping to be enjoyable or satisfying, the more likely they
are to intend to use and subsequently engage with the business model. These results align with
the hedonic motivation theory and the TAM3, which emphasise perceived enjoyment as a

critical determinant of behavioural intention in technology adoption (Venkatesh & Bala, 2008).

Conclusion: The conclusion drawn from the empirical finding is that perceived enjoyment
serves as an intrinsic motivator influencing technopreneurs’ intention to adopt drop shipping
as a business model. Prior research corroborates this relationship; for example, Davis et al.
(1992) found that perceived enjoyment has a substantial influence on users’ intentions to adopt
new technologies. Similarly, research by Childers et al. (2001) underscores that hedonic value
contributes to consumer technology engagement. In conclusion, within the technopreneurship
context, the Gen Z is more likely to adopt digital systems that offer engaging, enjoyable and

user centric experiences, hence the significance of this hypothesis.

8.5.11 Perceived enjoyment in drop shipping moderates the relationship between
perceived relative advantage and attitudes towards the use of drop shipping as a business

model for technopreneurship (H11)

Finding: In this study, H11 was rejected indicating that perceived enjoyment in drop shipping
does not positively and significantly moderate the relationship between perceived relative
advantage (PRA) and attitudes towards the use of drop shipping as a business model for
technopreneurship. The interaction between the two variables failed to reach statistical
significance (f=0.022; p=0.722 [two-tailed], with a bootstrapping confidence interval [-0.118
—0.129]. although perceived enjoyment and PRA have direct positive effects, the moderating

effect of perceived enjoyment proved to be insignificant.

Conclusion: The conclusion derived from the empirical finding is that perceived enjoyment
does not strengthen the relationship between PRA and attitudes. A possible explanation could
be Gen Zs evaluate perceived relative advantage through economic lenses rather than
emotional experiences (Childers et al., 2001). Therefore, future researchers could explore other

moderating variables.
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8.5.12 Perceived enjoyment moderates the relationship between trialability of drop
shipping and attitudes towards the use of drop shipping as a business model for

technopreneurship (H12)

Finding: Hypothesis 12 was rejected meaning that perceived enjoyment in drop shipping does
not positively and significantly moderate the relationship between trialability of drop shipping
and attitudes towards the use of drop shipping as a business model for technopreneurship. The
results proved to be statistically insignificant (B= -0.068; p=0.200 [two-tailed], with a
bootstrapping confidence interval [-0.164 — 0.047]. Despite drop shipping being perceived as
enjoyable, that does not affect the relationship between trialability and attitudes towards the
use of drop shipping.

Conclusion: The conclusion derived from the empirical finding of this study is that although
trialability can influence attitudes, perceived enjoyment does not necessarily moderate the
relationship between the two. Therefore, future researchers could further explore more

moderating variables that might influence the relationship between these two constructs.

8.5.13 Perceived enjoyment moderates the relationship between complexity of drop
shipping and attitudes towards the use of drop shipping as a business model for

technopreneurship (H13)

Finding: In this study, H13 was rejected as the statistical results show that ($=0.012; p=0.794
[two-tailed], with a bootstrapping confidence interval [-0.085 — 0.088] meaning perceived
enjoyment in drop shipping does not positively and significantly moderates the relationship
between complexity of drop shipping and attitudes towards the use of drop shipping as a

business model for technopreneurship.

Conclusion: The conclusion derived from the empirical finding of this study is that perceived
enjoyment does not positively and significantly moderate complexity on attitudes. Previous
studies with Innovation Diffusion Theory suggest that enjoyment can reduce the negative
impact of complexity by fostering engagement (Davis et al., 1992; Venkatesh, 2000). However,
the current results show that among the Gen Z technopreneurs, enjoyment alone is not sufficient

to overcome perceived complexities in drop shipping.
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8.5.14 Perceived enjoyment moderates the relationship between observability of drop
shipping and attitudes towards the use of drop shipping as a business model for

technopreneurship (H14)

Finding: Hypothesis 14 was rejected in this study as perceived enjoyment in drop shipping
proved to not positively and significantly moderate the relationship between observability of
drop shipping and attitudes towards the use of drop shipping as a business model for
technopreneurship. This finding was supported by the statistical analysis (= -0.003; p=0.956
[two-tailed], with a bootstrapping confidence interval [-0.114 — 0.110]. Although
technopreneurs may perceive drop shipping as enjoyable, in this study, it does not appear to

either diminish or enhance the role observability plays towards technopreneurs’ attitudes.

Conclusion: The conclusion from the empirical finding is that perceived enjoyment does not
statistically positively and significantly moderate the influence of observability on attitudes
towards the use of drop shipping as a business model. This is in contrast with previous studies
where observability was found to have a stronger impact when moderates by perceived
enjoyment (Yi et al., 2006; Teo, 2011). This could possibly be because Gen Z technopreneurs
may place great emphasis on actual experimentation rather than simply observing others when
forming attitudes towards drop shipping as a business model (Rogers, 2003; Venkatesh et al.,
2012). Therefore, perceived enjoyment as a moderator needs to be studied in various contexts

for variation of results in different contexts.

8.5.15 Perceived enjoyment in drop shipping moderates the relationship between the
intention to use drop shipping as a business model for technopreneurship and the actual
use of the model (H15)

Finding: In this study, H15 was accepted demonstrating that perceived enjoyment in drop
shipping positively and significantly moderates the relationship between the intention to use
drop shipping as a business model for technopreneurship and the actual use of the model
(B=0.149; p=0.000 [two-tailed], with a bootstrapping confidence interval [0.108 — 0.192]. The
beta indicates a statistically significant effect and the confidence interval reinforces the
robustness of the moderating effect.

Conclusion: It can be concluded that perceived enjoyment strongly motivates the intention,
eventually leading to actual use of drop shipping as a business model. The results align with

prior research by Venkatesh (2000) and Davis et al. (1992), which indicate that enjoyment, an
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intrinsic motivational factor, can positively influence the intention and actual use of drop
shipping. Furthermore, the findings support the integration of enjoyment into behavioural
models such as the IDT, where enjoyment and engagement play a crucial role (Van der Heijden,
2004).

8.6 CONTRIBUTIONS OF THE STUDY
8.6.1. Theoretical contributions of the study

The study expanded the knowledge body on technopreneurship among the Gen Z cohort by
modelling the reasons for adopting drop shipping as a business model, examining the
relationship between technological optimism and the factors of Innovation Diffusion Theory
in the context of drop shipping. This relationship was moderated by perceived enjoyment to
examine their influence on the intention and actual adoption of drop shipping as a business
model. The present study makes the following theoretical contributions post collection of data

and providing the empirical findings:

The proposed conceptual model comprised the innovation diffusion theory (IDT) by Rogers
(2003), see Figure 1.1. Adopting the four elements of IDT which are perceived relative
advantage, trialability, complexity and observability resulted in empirically validating the key
innovation attributes in the prediction of attitudes towards the adoption of drop shipping as a
business model. This is consistent with Rogers’ (2003) IDT which showed that perceived
relative advantage and trialability have significant relationships with attitudes. On the other
hand, complexity and observability proved to be non-significant indicating that they may not

be decisive factors in influencing attitudes toward the use of drop shipping as a business model.

Secondly, the study also aimed at exploring literature on the traditional behavioural reasoning
model (TBRM) and its relevance to entrepreneurial decision-making processes. Therefore, the
study advanced the understanding of TBRM by underscoring the mediating role of attitudes
and intentions in shaping entrepreneurial action. This study offered empirical support that
underlying cognitive and emotional appraisals influence not only behaviour but also

entrepreneurial actions, hence confirming the model’s relevance to technopreneurship.

Thirdly, the study also contributed to the theoretical development of the TPB by
contextualising it with technopreneurship among the Gen Z cohort. The study expanded TPB

by integrating perceived enjoyment and technological optimism which are factors that the
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digital natives resonate with. This research extended the TPBs predictive validity in
technopreneurship. It validated that attitudes significantly influence intention, which in turn
predicts the actual use of drop shipping as a business model (Fishbein & Ajzen, 2010).
Therefore, this study advanced the Theory of Planned Behaviour’s application within the

technopreneurship context.

Fourthly, a novel contribution has been made to the literature by linking technological
optimism with both attitudes towards the adoption of drop shipping and the actual intention to
adopt drop shipping as a business model. As the study focused mainly on the Gen Z cohort,
this research clearly demonstrated that individuals with high levels of technological optimism
are more inclined to view drop shipping favourably with the intention to use it as a
technopreneurship business model. Moreover, by assessing the impact of PRA and trialability
as predictors of attitudes, which proved to be significant, the study not only deepened the
theoretical insights but also confirmed the theoretical importance of the IDT characteristics.
However, in contrast, the results for complexity and observability proved to be non-significant,
supporting the evolving entrepreneurial dynamics where usability or visibility barriers may not
be perceived as limiting factors by the drop-shipping technopreneurs. Therefore, IDTs
universality can be re-evaluated by other scholars within the technopreneurship domain as the
characteristics might have different weights based on innovation type.

In terms of perceived enjoyment of drop shipping, by confirming that perceived enjoyment
significantly influenced attitudes and intention and moderated the relationship between
intention and actual use, this study made a theoretical contribution. This finding supports earlier
work within the technology acceptance domain (Venkatesh, 2000; Van der Heijden, 2004) and
also extends into the technopreneurship domain. The study also reinforces the theoretical role
of attitudes as a critical antecedent to intention in the adoption process, consistent with TPB
(Ajzen, 1991) and TBRM (Westaby, 2005). The empirical findings confirmed that positive
attitudes towards the use of drop shipping significantly predict the intention to use drop
shipping as a business model. The study also affirmed the role of intention in predicting actual
behaviour suggesting that intentions formed through enjoyment, perceived relative advantage
and positive attitudes are strong predictors in the adoption of drop shipping as a business model
among Gen Z entrepreneurs. Lastly, the study contributed to the sparse literature examining

the actual use of drop shipping by linking it with intention and perceived
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enjoyment. This aligns with Venkatesh and Davis (2000) supporting the calls to expand

theoretical frameworks that predict actual technopreneurship behaviours.

8.6.2 Practical implications and recommendations to enhance technopreneurship and
adoption of drop shipping as a business model among the Gen Z cohort

The study provides practical recommendations for various stakeholders, starting with
university top management. It is suggested that universities incorporate technopreneurship-
focused modules into their academic programs to enhance practical business skills among
Generation Z students. This involves promoting entrepreneurial mindsets through curriculum
innovation, hands-on workshops and problem-solving activities. Additionally, institutions
should establish innovation hubs, incubators and mentorship programs to support students in
launching digital ventures like drop shipping. By providing access to technological tools,
digital infrastructure and partnerships with logistics and e-commerce platforms, universities
can help students overcome common barriers faced by young entrepreneurs. Moreover, these
can be strengthened by industry linkages through guest lectures, internships and co-designed
curricula with logistics and e-commerce platforms hence bridging the gap between theoretical
learning and the real market place. Lastly, universities can provide access to shared prototyping
platforms, analytics software and secured payment gateways that would otherwise be

unaffordable for students.

For Generation Z students, the study emphasises the importance of utilising their digital fluency
and entrepreneurial curiosity. Students are encouraged to explore drop shipping as a feasible
technopreneurial venture due to its low start-up costs and flexibility. Engaging in drop shipping
enables them to gain practical experience in essential entrepreneurial areas such as digital
marketing, customer relationship management and e-commerce analytics. Along with
acquiring business skills, students should approach drop shipping with a growth mindset,
experimenting with new markets, learning from data and adjusting strategies to establish
sustainable online businesses. Students should also be encouraged to pursue collaborative
ventures, pooling skills and resources in small teams in order to mitigate individual risk and
strengthen their drop shipping business model. It is also imperative for them to treat failures as
iterative learning and they should also consider integrating sustainability in their business
model. This can be achieved through sourcing from ethical suppliers, promoting locally

produced goods and minimising carbon footprints through eco-friendly logistics.

199
https://uwcscholar.uwc.ac.za/lhome



From a policy and government perspective, the findings advocate for a more proactive role
from government and development agencies in addressing youth unemployment. Policymakers
are urged to develop and implement youth entrepreneurship development programs that
highlight drop shipping and other digital business models as accessible pathways to economic
participation. Investments in digital infrastructure, affordable internet access and
entrepreneurship education, especially in underserved communities, are crucial to ensure that

young individuals have equal opportunities to engage in the digital economy.

Furthermore, governments should consider designing youth-targeted financing mechanisms
such as low interest digital start-up loans, micro grants and tax incentives for early stage
entrepreneurs. Young entrepreneurs can be enabled to innovate through developing regulations
that enable innovation without the burden of restrictive compliance costs. The government
should also invest in digital infrastructure by expanding affordable broadband, improving
mobile payment systems and strengthening courier networks in rural and peri urban areas
where logistics reliability remains a challenge. Lastly, collaboration between government,
universities and the private sector can amplify overall impact by through the creation of

integrated systems where training, funding and market place converge.
8.7 LIMITATIONS OF THE STUDY AND FUTURE RESEARCH DIRECTIONS

Despite its contributions, the study is not without limitations. One major limitation is its
geographical focus, which was confined to students from the University of the Western Cape
and the University of the Witwatersrand. This narrow focus may limit the generalisability of
the findings to other South African universities or broader Generation Z populations in
different socio-economic contexts. Additionally, the use of a cross-sectional research design,
which gathers data at a single point in time, limits the study’s ability to track changes in
entrepreneurial attitudes and behaviours over time. Consequently, the results may not capture
the evolving nature of technopreneurial intention and adoption as students gain more exposure

or experience in business.

In light of these limitations, several avenues for future research are suggested. First,
longitudinal studies are recommended to examine how Generation Z’s technopreneurial
intentions and behaviours change over time, especially as they engage with drop shipping and
other forms of digital entrepreneurship. Such studies would provide more dynamic insights

into entrepreneurial development and decision-making processes. Second, future research
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could adopt a comparative approach, examining students from different universities, provinces,
or even countries to assess how institutional, economic and cultural contexts influence
technopreneurial adoption. This would enhance the generalisability of findings and provide

more nuanced policy recommendations.

Third, there is a need to broaden the scope of research beyond drop shipping to include other
digital business models such as affiliate marketing, print-on-demand, gig platforms and content
creation. Exploring a wider variety of entrepreneurial pathways would offer a more
comprehensive understanding of how young people are navigating and innovating within the
digital economy. Lastly, the incorporation of qualitative methodologies such as in-depth
interviews or case studies, would enrich the findings by providing deeper insights into students’
motivations, challenges and experiential learning processes. This mixed-methods approach

could help bridge the gap between theory and practice in technopreneurship research.
8.8 RESEARCH SUMMARY

Chapter 1 outlined the purpose of the study by setting the stage for the research and highlighting
the key themes and objectives. The chapter outlined the purpose of the study which was to
investigate the relationship between technological optimism and the factors of innovation
diffusion theory (IDT) in the context of drop shipping. This relationship was moderated by
perceived enjoyment to examine their influence on the intention and actual adoption of drop
shipping as a business model. The relationship was evidenced by Rogers (2003), whose IDT
outlined several key characteristics that influence the adoption and spread of new technologies
and innovations. Furthermore, chapter 2 provided an overview of the history of
entrepreneurship, its evolution in professional and academic settings and an exploration of
technopreneurship and its adoption among Gen Z in South Africa. The chapter also explored
various business models with a specific focus of drop shipping and significant emphasis on the

Gen Z cohort.

Chapter 3 presented the theoretical grounding of this research with the theoretical
underpinnings were elaborated. The empirical literature grounding this study on
technopreneurship and drop shipping as a business model was discussed in chapter 4. Chapter
5 presented the conceptual model and hypotheses guiding the research. The conceptual model
of this study integrated three influential theories, which are the innovation diffusion theory

(IDT), the theory of planned behaviour (TPB) and the traditional behavioural reasoning model
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(TBRM). Specifically, the model investigated how technological optimism effects the
perceived benefits and constraints of drop shipping, hence altering attitudes and intentions
toward implementing this business model (Rogers, 2003; Ajzen, 2002; Hammond, 1996). The
integration of these theories not only offered a robust framework for hypothesis development
but also enriched our understanding of the factors driving the adoption of drop shipping among

Gen Z technopreneurs.

Chapter 6 detailed the methods and procedures used for data collection and analysis. This study
employed a systematic approach following the research onion metaphor, which encompassed
a detailed exploration of research philosophy, methodological choices, research strategies,
techniques and data collection procedures (Hallinger, 2023). Chapter 7 covered all the data
analysis procedures. Of the 15 hypotheses, 10 had a direct relationship while the other five had
a moderating effect. Of the 10 with the direct relationship, eight proved to be significant and
the other two were non-significant for this study. Of the five moderating effects, four proved
to be non-significant and one, H15, was significant. Lastly, chapter 8 discussed the implications
of the findings and summarised the key findings, offers recommendations and suggests areas

for future study.

202
https://uwcscholar.uwc.ac.za/lhome



REFERENCES

Ab Hamid, M. R., Sami, W., & Sidek, M. M. (2017). Discriminant validity assessment: Use of
Fornell & Larcker criterion versus HTMT criterion. Journal of Physics: Conference
Series, 890(1), 012163. https://doi.org/10.1088/1742-6596/890/1/012163

Abbas, J., & Uddin, Z. (2025). Understanding digital entrepreneurial intentions: A diffusion of
innovation perspective in higher education. Journal of Professional &
Organizational..., 8(1), 11-22.

Acs, Z. J., & Szerb, L. (2010). Global competitiveness and economic growth: The role of

technopreneurship. Emerald.

Acs, Z. J., Audretsch, D. B., & Lehmann, E. E. (2013). The knowledge spill over theory of
entrepreneurship. Small Business Economics, 41(4), 757-774.

Acs, Z. J., Autio, E., & Szerb, L. (2018). National systems of entrepreneurship: Measurement
issues and policy implications. Research Policy, 47(3), 616-628.

Adeyemi, T., & Ogunsanya, I. (2022). Overcoming supply chain challenges in African e-
commerce: The role of drop shipping. Journal of African Business, 23(2), 189-206.
https://doi.org/10.1080/15228916.2022.1130952

Afrobarometer. (2024, February 23). Namibian youth demand that government make job-
creation a top priority (Dispatch No. 773). Afrobarometer. Retrieved from

https://www.afrobarometer.org/publication/ad773-namibian-youth-demand-that-

government-make-job-creation-a-top-priority/

Agarwal, R., & Karahanna, E. (2000). Time flies when you're having fun: Cognitive absorption
and beliefs about information technology usage. MIS Quarterly, 24(4), 665-694.

Agarwal, R., & Prasad, J. (1997). The role of innovation characteristics and perceived
voluntariness in the acceptance of information technologies. Decision Sciences, 28(3),
557-582. https://doi.org/10.1111/j.1540-5915.1997.tb01322.x

203
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1088/1742-6596/890/1/012163
https://www.afrobarometer.org/publication/ad773-namibian-youth-demand-that-government-make-job-creation-a-top-priority/
https://www.afrobarometer.org/publication/ad773-namibian-youth-demand-that-government-make-job-creation-a-top-priority/
https://doi.org/10.1111/j.1540-5915.1997.tb01322.x

Agarwal, R., & Prasad, J. (1998). A conceptual and operational definition of personal
innovativeness in the domain of information technology. Information Systems
Research, 9(2), 204-215.

Ahmad, N., & Rasheed, H. M. W. (2024). SMEs and digital marketing: A perspective of
behavioural reasoning theory. Tourism and Hospitality Research, 0(0) 1-15.
DOI:10.1177/14673584241300600

Ahmad, N., & Rasheed, S. (2024). Digital marketing adoption among SMEs in Malaysia: The
role of perceived relative advantage and technological readiness. Journal of Small
Business and Enterprise Development, 31(1), 45-63.

Ajakaiye, O., Smith, J., & Oluwole, F. (2023). E-commerce and economic development in
Africa: Trends, challenges, and opportunities. African Journal of Economic Studies,
10(1), 34-49. https://doi.org/10.1108/AJES-2023-0017

Ajzen, 1. (1991). The theory of planned behaviour. Organizational Behaviour and Human
Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T

Ajzen, |. (2002). Perceived behavioural control, self-efficacy, locus of control, and the theory
of planned behaviour 1. Journal of Applied Social Psychology, 32(4), 665-683.

Ajzen, 1. (2011). The theory of planned behaviour: Reactions and reflections. Psychology &
Health, 26(9), 1113-1127.

Ajzen, 1. (2023). The theory of planned behaviour: Revised and updated. Springer Nature.

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior.

Prentice-Hall.

Akbari, M., Elahi, R., & Farshid, M. (2023). Flexibility and scalability in digital
entrepreneurship: A case study of drop shipping. Journal of Innovation and
Entrepreneurship, 8(1), 15-29. https://doi.org/10.1186/s13731-023-00212-8

Akhlag, A., & Ahmed, E. (2015). Digital commerce in emerging economies: Factors associated
with online shopping intentions in Pakistan. International Journal of Emerging Markets,
10(4), 634-647. https://doi.org/10.1108/IJ0EM-01-2014-0051

204
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/AJES-2023-0017
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1186/s13731-023-00212-8
https://doi.org/10.1108/IJoEM-01-2014-0051

Akpan, E., & Udoh, J. (2022). Drop shipping in African e-commerce: Opportunities and
challenges. African Journal of Business and Economic Research, 17(3), 122-136.
https://doi.org/10.31920/1750-4562/2022/v17n3a8

Al-Hunaiyyan, A., Al-Sharhan, S., & Alhajri, R. (2023). The role of perceived relative
advantage in the adoption of e-learning platforms: Perspectives from educators and
learners. Computers & Education, 192, 104662.

Al-Jabri, I. M., & Sohail, M. S. (2012). Mobile banking adoption: Application of diffusion of
innovation theory. Journal of Electronic Commerce Research, 13(4), 379-391.

Al-Sharhan, S., Al-Hunaiyyan, A., & Alhajri, R. (2023). Educators’ attitudes and intentions
toward e-learning adoption: The moderating role of technology experience. Computers
& Education, 192, 104678.

Alalwan, A. A., Dwivedi, Y. K., Rana, N. P., & Williams, M. D. (2017). Consumer adoption
of mobile banking in Jordan: Examining the role of usefulness, ease of use, perceived
risk and self-efficacy. Journal of Enterprise Information Management, 30(1), 118-139.

Alam, S., & Khatibi, A. (2023). Factors influencing e-commerce adoption among young
entrepreneurs. Asia Pacific Journal of Marketing and Logistics, 35(2), 245-267.
https://doi.org/10.1108/APJML-2023-0456

Alhammadi, K., Marashdeh, H., & Hussain, M. (2023). Assessing the effect of innovation
diffusion and technology readiness theories on attitude, behavioural intention and
implementation of smart learning. Cross Cultural & Strategic Management, 30(4), 657-
675.

Alharbi, F., AlGhamdi, R., Alfarraj, O., & Al-Ohali, Y. (2020). E-commerce and drop shipping:
Emerging trends and future directions. Journal of Retailing and Consumer Services, 53,
101973. https://doi.org/10.1016/j.jretconser.2019.101973

Ali, R., Fahmy, S., & Kumar, N. (2023). The rise of e-commerce in Southeast Asia: Trends

and future directions. Journal of Global Business and Commerce, 15(3), 145-160.

205
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.31920/1750-4562/2022/v17n3a8
https://doi.org/10.1108/APJML-2023-0456
https://doi.org/10.1016/j.jretconser.2019.101973

Ali, S., & Shafig, S. (2023). The economics of drop shipping: Cost-benefit analysis for new
entrepreneurs. International Journal of Retail and Distribution Management, 51(3),
180-196. https://doi.org/10.1108/IJRDM-2023-0118

Amit, R., & Zott, C. (2001). Value creation in e-business. Strategic Management Journal,
22(6-7), 493-520.

Amoah, J., & Jibril, A. B. (2021). The impact of digital marketing on consumer behaviour: A
case study of Ghanaian consumers. Journal of Marketing and Consumer Research, 68,

1-10.

Anderson, M., & Jiang, J. (2018). Teens’ social media habits and experiences. Pew Research

Centre. Retrieved from http://www.pewinternet.org/2018/11/28/teens-social-media-

habits-and-experiences/

Andrade, C. (2020). The limitations of online surveys: Methodological considerations. Journal
of Medical Internet Research, 22(11), e24015. https://doi.org/10.2196/24015

Ansah, S. K. (2016). Research ethics: Principles and guidelines for conducting ethical research.
International  Journal of Social Science  Research, 4(2), 45-53.
https://doi.org/10.1234/ijssr.v4i2.5678

Ansari, S., & Garud, R. (2022). Extending the diffusion of innovations: The role of networks,

narratives, and institutions. Research Policy, 51(2), 104450.
https://doi.org/10.1016/j.respol.2021.104450

Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned behaviour: A meta-
analytic review. British Journal of Social Psychology, 40(4), 471-499.

Asare, B., Amoako, G., & Boateng, S. (2022). The adoption of drop shipping among African
entrepreneurs: A critical analysis. Journal of Small Business and Enterprise
Development, 29(4), 688-703. https://doi.org/10.1108/JSBED-2021-0112

Audretsch, D. B. (2007). Entrepreneurship, Innovation, and Economic Growth. Edward Elgar
Publishing.

Audretsch, D. B., Lehmann, E. E., & Wright, M. (2019). Technology transfer and

entrepreneurship: Cross-national analysis. Journal of Technology Transfer, 44(1), 1-4.

206
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/IJRDM-2023-0118
http://www.pewinternet.org/2018/11/28/teens-social-media-habits-and-experiences/
http://www.pewinternet.org/2018/11/28/teens-social-media-habits-and-experiences/
https://doi.org/10.2196/24015
https://doi.org/10.1234/ijssr.v4i2.5678
https://doi.org/10.1016/j.respol.2021.104450
https://doi.org/10.1108/JSBED-2021-0112

Autio, E., Nambisan, S., Thomas, L. D. W., & Wright, M. (2018). Digital affordances, spatial
affordances, and the genesis of entrepreneurial ecosystems. Strategic Entrepreneurship
Journal, 12(1), 72-95. https://doi.org/10.1002/sej.1266

Ayanso, A., Diaby, M. & Nair, S.K. (2006). Inventory rationing via drop-shipping in Internet
retailing: A sensitivity analysis. European Journal of Operational Research, 171(1),
135-

Babbie, E. (2010). The practice of social research (12th ed.). Wadsworth, Cengage Learning.
Babbie, E. (2012). The Practice of Social Research (13th ed.). Wadsworth, Cengage Learning.
Babbie, E. (2016). The practice of social research (14th ed.). Cengage Learning.

Babbie, E., & Mouton, J. (2010). The practice of social research (South African ed.). Cape
Town: Oxford University Press.

Babin, B. J., & Zikmund, W. G. (2016). Exploring marketing research (11th ed.). Boston, MA:

Cengage Learning.
Banatao, D. (2001). Technopreneurship: Creating Value through Technology Innovation
Bandura, A. (1997). Self-efficacy: The exercise of control. W.H. Freeman.

Barcs, A., Pop Toader, I., & Ighian, D. (2022). Supply chain management and the role of drop
shipping in e-commerce. International Journal of Logistics Systems and Management,
41(3), 345-365. https://doi.org/10.1504/1JLSM.2022.123456

Batat, W. (2023). Experiential research as a methodological framework for studying consumer
behaviours in physical settings. Qualitative Market Research, 26(3), 269-277.
https://doi.org/10.1108/QMR-12-2022-0178

Baumol, W. J. (1990). Entrepreneurship: Productive, unproductive, and destructive. Journal of
Political Economy, 98(5), 893-921.

Beckman, C. M., Eisenhardt, K. M., Kotha, S., Meyer, A., & Rajagopalan, N. (2014).
Technology entrepreneurship:  Creating and capturing value.  Strategic
Entrepreneurship Journal, 8(3), 177-190.

207
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1002/sej.1266
https://doi.org/10.1504/IJLSM.2022.123456
https://doi.org/10.1108/QMR-12-2022-0178

Bell, E., Bryman, A., & Harley, B. (2024). Business research methods (6th ed.). Oxford

University Press.

Benedict, L. (2019). The effectiveness of five-point Likert scales in survey research. Journal
of Applied Social Research, 12(3), 245-260.
https://doi.org/10.1177/1470785319841501

Bergdahl, E., & Bertero, C. (2024). Methodological considerations in balancing inductive and
deductive reasoning in management research. Management Research Review, 47(2),
311-329. Emerald. https://doi.org/10.1108/MRR-06-2023-0456

Bergdahl, M., & Bertero, C. (2024). Qualitative research methods, inductive and deductive:
Valuable approaches to nursing knowledge development for practice. Nursing & Health
Sciences. Wiley. https://doi.org/10.1111/nhs.13128

Berndt, A., & Petzer, D. (2011). Marketing research: An applied orientation (4th ed.). Juta.

Bertram, C., & V0gele, S. (2021). E-commerce and drop shipping: Trends and strategies in the
European  market. Journal of Business Research, 124, 189-201.
https://doi.org/10.1016/j.jbusres.2020.11.003

Bhattacherjee, A., Limayem, M., & Cheung, C. M. K. (2012). User switching of information
technology: A theoretical synthesis and empirical test. Information & Management,
49(7-8), 327-333. https://doi.org/10.1016/j.im.2012.06.002

Bilal, M., Ahmed, S., & Rehman, K. (2023). The influence of perceived enjoyment on
technology adoption: A study in e-commerce platforms. Journal of Retailing and
Consumer Services, 68, 103104. https://doi.org/10.1016/]j.jretconser.2022.103104

Bilau, J., Witt, C., & Lil, P. (2024). Understanding research methodologies. Journal of
Research Methodology, 39(2), 112-129.

Bliwise, N.G. (2006), Structural equation modelling, available at: www.psychology.emory.
edu/ clinical/ bliwise/Tutori (accessed 05/06/2025).

Blumberg, B., Cooper, D. R., & Schindler, P. S. (2014). Business research methods (4th ed.).
McGraw-Hill Education.

208
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1177/1470785319841501
https://doi.org/10.1108/MRR-06-2023-0456
https://doi.org/10.1111/nhs.13128
https://doi.org/10.1016/j.jbusres.2020.11.003
https://doi.org/10.1016/j.im.2012.06.002
https://doi.org/10.1016/j.jretconser.2022.103104
http://www.psychology.emory/

BMC Medical Research Methodology. (2025). The reliance on conceptual frameworks in
qualitative research — a way forward. BMC Medical Research Methodology.
https://doi.org/10.1186/s12874-025-02461-0

Boampong, M (2014). Understanding the Research Process: A Guide for Undergraduate
Students. University of Ghana Press.

Boampong, M. (2014). Research methods for business students. Oxford University Press.

Bocken, N. M. P., Short, S. W., Rana, P., & Evans, S. (2020). A literature and practice review
to develop sustainable business model archetypes. Journal of Cleaner Production, 65,
42-56. https://doi.org/10.1016/j.jclepro.2013.11.039

Bomani, M. (2015). E-commerce skills for university students: A case study. Journal of
Internet Commerce, 14(3), 175-190.

Bomani, M. (2015). Government policies and strategies in dealing with challenges confronting
small and medium enterprises: a case of Harare, Zimbabwe, Doctoral dissertation,
University of KwaZulu-Natal.

Bomani, M. (2023). Digital entrepreneurship: Unleashing Africa’s potential through youth
innovation. Journal of African Business, 24(2), 165-178.

Borges, C., de Lima, E., & Santos, F. (2023). Social media's role in shaping digital
entrepreneurship. Journal of  Business Research, 152, 134-142.
https://doi.org/10.1016/j.jbusres.2023.02.009

Bosma, N., Hill, S., lonescu-Somers, A., Kelley, D., Levie, J., & Tarnawa, A. (2022). Global
Entrepreneurship Monitor 2021/2022 Global Report. London: GEM.

Botha, E. (2019). Understanding entrepreneurial intent among South African Gen Z. African
Journal of Business Management, 13(5), 165-173.

Boynton, A. C. (2005). Perceived enjoyment and user acceptance of information technology.
Information & Management, 42(1), 51-61. https://doi.org/10.1016/j.im.2003.12.006

209
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1186/s12874-025-02461-0
https://doi.org/10.1016/j.jclepro.2013.11.039
https://doi.org/10.1016/j.jbusres.2023.02.009
https://doi.org/10.1016/j.im.2003.12.006

Browne, M., Allen, J., & Rizet, C. (2006). Assessing transport efficiency in the context of the
sustainable development of urban areas. International Journal of Logistics Research
and Applications, 9(3), 247-261.

Bruton, G. D., Ahlstrom, D., & Obloj, K. (2008). Entrepreneurship in Emerging Economies:
Where are we today and where should the research go in the future? Entrepreneurship
Theory and Practice, 32(1), 1-14.

Bryman, A. (2012). Social Research Methods (4" ed.). Oxford University Press
Bryman, A. (2021). Social Research Methods (6™ ed.). Oxford University Press.
Bryman, A. (2024). Social research methods (7th ed.). Oxford University Press.
Bryman, A., & Bell, E. (2011). Business Research Methods (3" ed.). Oxford University Press

Buli, B. M., Yesuf, W. M., & Hailu, A. F. (2024). Technopreneurship, innovation and
competitiveness in emerging economies. Technological Forecasting and Social Change,
198, 122980. Elsevier. https://doi.org/10.1016/j.techfore.2023.122980

Burns, A. C., & Bush, R. F. (2010). Marketing research (6th ed.). Upper Saddle River, NJ:

Pearson.

Busari, S. A., Aminu, S. O., & Zakariyyah, H. (2021). Drop shipping in the supply chain: figh
perspective. In the importance of new technologies and entrepreneurship in business
development: in the context of economic diversity in developing countries: the impact
of new technologies and entrepreneurship on business development (pp. 629-644).
Springer International Publishing.

Byrne, B. M. (2013). Structural equation modeling with Mplus: Basic concepts, applications,
and programming. New York, NY: Routledge.

Cambridge Core. (2023). Population sampling: Probability and non-probability techniques.
Prehospital and Disaster Medicine, 38(3), 1-4.
https://doi.org/10.1017/S1049023X23000304

Carayannis, E. G. (2013). The strategic management of technological learning. International
Journal of Technology Management, 62(1), 1-20.

210
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.techfore.2023.122980
https://doi.org/10.1017/S1049023X23000304

Carlson, K. D., & Herdman, A. O. (2012). Understanding the impact of convergent validity on
research  results.  Organizational = Research  Methods,  15(1), 17-32.
https://doi.org/10.1177/1094428110392383

Carlson, K. D., & Herdman, A. O. (2012). Understanding the impact of convergent validity on
research outcomes: A review of measurement theory. Organizational Research
Methods, 15(1), 1-19. https://doi.org/10.1177/1094428110392383

Carter, L., & Bélanger, F. (2005). The utilization of e-government services: Citizen trust,
innovation and acceptance factors. Information Systems Journal, 15(1), 5-25.
https://doi.org/10.1111/j.1365-2575.2005.00183.x

Casadesus-Masanell, R., & Ricart, J. E. (2010). From strategy to business models and onto
tactics. Long Range Planning, 43(2-3), 195-215.

Caselli, M., Fracasso, A., Marcolin, A., & Scicchitano, S. (2024). The reassuring effect of
firms' technological innovations on workers' job insecurity. International Journal of
Manpower, 45(4), 754-778. https://doi.org/10.1108/1JM-02-2023-0072

Casson, M. (2003). The Entrepreneur: An Economic Theory. Edward Elgar Publishing.
Charmaz, K. (2014). Constructing Grounded Theory (2nd ed.). SAGE Publications.

Chaudhary, A., Mehta, D., & Pathak, P. (2020). Understanding the dynamics of drop shipping:
Insights from e-commerce and digital marketing. Journal of Retailing and Consumer
Services, 53, 101-126.

Chauke, T., Sibanda, S., & Mlambo, P. (2023). Technological innovations and the growth of
e-commerce in Africa: A focus on drop shipping. African Journal of Information
Systems, 15(1), 45-59. https://doi.org/10.1108/AJIS-2023-0019

Cheema, U., Rizwan, M., Jalal, R., Durrani, F., & Sohail, N. (2013). The trend of online
shopping in 21st century: Impact of enjoyment in TAM model. Asian Journal of
Empirical Research, 3(2), 131-141. https://doi.org/10.2139/ssrn.2287746

Chen, H., & Sun, L. (2023). Behavioural intention in e-commerce: A systematic review.
Journal of Consumer Behaviour, 22(4), 489-505. https://doi.org/10.1002/ch.2104

211
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1177/1094428110392383
https://doi.org/10.1177/1094428110392383
https://doi.org/10.1111/j.1365-2575.2005.00183.x
https://doi.org/10.1108/IJM-02-2023-0072
https://doi.org/10.1108/AJIS-2023-0019
https://doi.org/10.2139/ssrn.2287746
https://doi.org/10.1002/cb.2104

Chen, J., & Sun, X. (2023). Technological optimism and entrepreneurial intention among
digital natives. technological forecasting & social change, 186, 122064.
https://doi.org/10.1016/j.techfore.2023.122064

Chen, L., Liu, Y., & Xie, W. (2022). E-commerce strategies for small businesses: Insights from
drop shipping. Journal of Small Business Strategy, 33(4), 253-269.
https://doi.org/10.1177/0266242622112340

Chen, S., & Sun, L. (2020). Technopreneurship and the evolution of start-up ecosystems:
Evidence from China. Asian Business & Management, 19(3), 317-340.

Chen, S., Lu, Q., & Yang, Y. (2021). The role of technology in enabling drop shipping: An
analysis of supply chain efficiencies. Journal of Operations Management, 67(2), 102-
115.

Chen, Y., & Sun, Y. (2020). Generation Z’s entrepreneurial intentions: The roles of self-
efficacy, motivation, and competitive attitude. Journal of Business Research, 117, 600-
6009.

Chen, Y., Sun, W., & Zhang, X. (2021). The dynamics of supply chain management in drop
shipping: The role of Asia in global e-commerce. Journal of Supply Chain Management,
57(2), 89-102. https://doi.org/10.1111/jscm.12345

Chesbrough, H. W., & Rosenbloom, R. S. (2002). The role of the business model in capturing
value from innovation: Evidence from Xerox Corporation’s technology spin-off

companies. Industrial and Corporate Change, 11(3), 529-555.

Chesbrough, H., & Rosenbloom, R. S. (2024). The role of the business model in capturing
value from innovation: Evidence from Xerox Corporation. Industrial and Corporate
Change, 11(3), 529-555.

Chevalier, J. (2022). Online communities and the diffusion of e-commerce business models.
E-Commerce Research and Applications, 48, Article 101097.
https://doi.org/10.1016/j.elerap.2022.101097

212
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.techfore.2023.122064
https://doi.org/10.1177/0266242622112340
https://doi.org/10.1111/jscm.12345
https://doi.org/10.1016/j.elerap.2022.101097

Chigada, J., & Hirschfelder, B. (2023). E-commerce trust issues in South Africa: Exploring
consumer perspectives on fraud and product authenticity. South African Journal of
Business Management, 54(1), 45-58. https://doi.org/10.4102/sajbm.v54i1.302

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian motivations
for online retail shopping behaviour. Journal of Retailing, 77(4), 511-535.
https://doi.org/10.1016/S0022-4359(01)00056-2

Chimucheka, T. (2013). Overview and performance of technopreneurship in South Africa.

Emerald

Chin, H., Teng, Y., & Ho, S. (2022). E-commerce evolution in Asia: The role of drop shipping.
Asia Pacific Journal of Marketing and Logistics, 34(3), 357-378.
https://doi.org/10.1108/APJML-05-2021-0350

Chin, W.W. (1998), “Commentary: issues and opinion on structural equation modelling”, MIS
Quarterly, 22(1), 7-16.

Chinomona, R., Lin, J.Y.C., Wang, M.C.H. and Cheng, J.M.S. (2010), “Soft power and
desirable relationship outcomes: the case of Zimbabwean distribution channels”,

Journal of African Business.

Chiu, C.-M., Fang, Y.-H., & Wang, E. T. G. (2021). Understanding the impact of perceived
relative advantage and compatibility on technology adoption. Journal of Information
Technology, 36(2), 240-257. https://doi.org/10.1057/jit.2021.8

Choi, T., Cheng, T. C. E., & Zhao, X. (2020). Multi-level supply chain models in the context
of drop shipping. European Journal of Operational Research, 287(1), 71-85.

Choi, Y. K., & Totten, J. W. (2019). Exploring the effects of hedonic and utilitarian value on
attitude toward mobile location-based advertising depending on locus of control.
Journal of Consumer Behaviour, 18(6), 525-536. https://doi.org/10.1002/cb.1781

Chong, A. Y. L., & Chan, F. T. S. (2012). Structural equation modelling for multi-stage
analysis on radio frequency identification (RFID) diffusion in the health care industry.
Expert Systems with Applications, 39(10), 8645-8654.
https://doi.org/10.1016/j.eswa.2012.01.211

213
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.4102/sajbm.v54i1.302
https://doi.org/10.1016/S0022-4359(01)00056-2
https://doi.org/10.1108/APJML-05-2021-0350
https://doi.org/10.1057/jit.2021.8
https://doi.org/10.1002/cb.1781
https://doi.org/10.1016/j.eswa.2012.01.211

Chopdar, P. K., & Sivakumar, V. J. (2019). Understanding continuance usage of mobile
shopping applications in India: The role of espoused cultural values and perceived risk.
Behaviour & Information Technology, 38(1), 42-64.
https://doi.org/10.1080/0144929X.2018.1513563

Chopra, S. (2016). Supply chain management: Strategy, planning, and operation (6th ed.).

Pearson.

Chopra, S. (2018). Supply chain management: Strategy, planning, and operation (7th ed.).

Pearson Education.

Chopra, S., & Meindl, P. (2016). Supply chain management: Strategy, planning, and operation
(6th ed.). Pearson Education.

Choto, P., Tengeh, R. K., & Iwu, C. G. (2014). Daring to survive or thriving on adversity: A
study of informal businesses in Khayelitsha, South Africa. Journal of Economics, 5(1),
33-43. https://doi.org/10.1080/09765239.2014.11884984

Chuchu, T., & Maziriri, E. T. (2020). Technological optimism among youth: An empirical
analysis. Journal of Technology and Society, 15(2), 123-135.

Claudy, M. C., Garcia, R., & O’Driscoll, A. (2015). Consumer resistance to innovation—a
behavioural reasoning perspective. Journal of the Academy of Marketing Science,
43(4), 528-544.

Clohessy, T., Acton, T., & Morgan, L. (2019). The impact of cloud computing on business
model innovation. International Journal of Innovation Management, 23(2), 1950026.

Collis, J., & Hussey, R. (2013). Business research: A practical guide for undergraduate and

postgraduate students (4th ed.). Palgrave Macmillan.

Collis, J., & Hussey, R. (2021). Business research: A practical guide for undergraduate and

postgraduate students (5th ed.). Palgrave Macmillan.

Comenanescu, A. (2021). The evolution of drop shipping in e-commerce. International
Journal of E-Commerce Studies, 12(1), 1-15.

214
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1080/0144929X.2018.1513563
https://doi.org/10.1080/09765239.2014.11884984

Comrey, A. L., & Lee, H. B. (2013). A First Course in Factor Analysis (2nd ed.). Psychology

Press.

Connaway, L. S., & Powell, R. R. (2010). Basic research methods for librarians (5th ed.).
Santa Barbara, CA: Libraries Unlimited.

Correia, M. P., da Silva, M. J., & Monteiro, F. (2024). Systematic literature review and future
research agenda on entrepreneurial ecosystems and higher education. Journal of the
Knowledge Economy. https://doi.org/10.1007/s13132-024-01819-x

Coyle, J. J., Langley, C. J., Novack, R. A., & Gibson, B. J. (2020). Supply chain management:
A logistics perspective (11th ed.). Cengage Learning.

Creswell, J. W. (2024). Research design: Qualitative, quantitative, and mixed methods
approaches (6th ed.). SAGE Publications.

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and
mixed methods approaches (5th ed.). SAGE Publications.

Creswell, J. W., & Creswell, J. D. (2023). Research design: Qualitative, quantitative, and
mixed methods approaches (6th ed.). Sage

Creswell, J. W., & Creswell, J. D. (2023). Research design: Qualitative, quantitative, and
mixed methods approaches (6th ed.). SAGE Publications.

Cukier, K. (2006). The influence of social networks on technology adoption and
entrepreneurship.  Journal  of  Technology  Transfer, 31(2), 123-134.
https://doi.org/10.1007/s10961-005-5005-0

Dai, W., Zhan, Q., & Li, Y. (2022). E-commerce dynamics in China: A focus on drop shipping

and market integration. Journal of Retailing and Consumer Services, 60, 102-116.

Dandi, & Ridanasti, E. (2024). The influence of trust, perceived ease of use, perceived
usefulness, perceived enjoyment on intention to use TikTok Shop through attitude
towards using as mediation. Indonesian Journal of Economics, Business, Accounting,
and Management (IJEBAM), 2(6), 1-15.

215
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1007/s13132-024-01819-x
https://doi.org/10.1007/s10961-005-5005-0

Davidson, P. (2015). Entrepreneurial intentions and behaviours in e-commerce: A longitudinal
study. Journal of Business Venturing, 30(2), 195-210.
https://doi.org/10.1016/j.jbusvent.2014.08.005

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13(3), 319-340.

Davis, F. D. (2019). Technology acceptance in the workplace. Journal of Applied Social
Psychology, 29(3), 320-331.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to
use computers in the workplace. Journal of Applied Social Psychology, 22(14), 1111-
1132.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to
use computers in the workplace. Journal of Applied Social Psychology, 22(14), 1111-
1132. https://doi.org/10.1111/j.1559-1816.1992.tb00945.x

Davis, F. D., Venkatesh, V., & Morris, M. G. (2003). User acceptance of information
technology: Toward a unified view. MIS Quarterly, 27(3), 425-478.

Davoodi, S., Akbarpour, L., & Hadipour, E. (2021). Investigating the Effects of Subjective
Norms and Trialability on English teachers attitude toward the Use of Technology.

Vision: Journal for Language and Foreign Language Learning, 9(2), 159-172.

Dawes, J. (2008). Do data characteristics change according to the number of points used? An
experiment using 5-point, 7-point and 10-point scales. International Journal of Market
Research, 50(1), 61-77. https://doi.org/10.1177/147078530805000106

Dawson, J. F. (2014). Moderation in management research: What, why, when, and how. In The
2014 annual meeting of the Academy of Management. Retrieved from

https://www.jeremydawson.co.uk. Accessed date 22 May 2025.

Dean, G., Fahsing, I. A., Gottschalk, P., & Solli-Sether, H. (2008). Exploring the operational
value of financial intelligence. International Journal of Police Science & Management,
10(4), 389-404. https://doi.org/10.1350/ijps.2008.10.4.099

216
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jbusvent.2014.08.005
https://doi.org/10.1111/j.1559-1816.1992.tb00945.x
https://doi.org/10.1177/147078530805000106
https://www.jeremydawson.co.uk/
https://doi.org/10.1350/ijps.2008.10.4.099

Dearing, J. W., & Singhal, A. (2006). Communication of innovations: A journey with Ev
Rogers. SAGE Publications India.

Denscombe, M. (2014). The good research guide: For small-scale social research projects

(5th ed.). Open University Press.

Department of Higher Education and Training. (2024). Identification of skills gaps in South
Africa: A popular research report. Pretoria: DHET.
https://www.dhet.gov.za/Planning%20Monitoring%20and%20Evaluation%20Coordin
ation/Identification%200f%20Skill%20Gaps%20in%20South%20Africa-2023.pdf

Derakhshan, M., Brundin, E., & Languilaire, J.-C. (2023). Analysis of the influence of

emotions on the decision-making of entrepreneurs using neurotechnologies.

International Entrepreneurship and Management Journal. Advance online publication.

Dibekulu, D. (2020). An overview of data analysis and interpretations in research.

International Journal of Academic Research and Education Review, 8(1), 1-27.

Dimock, M. (2019). Defining generations: Where Millennials end and Generation Z begins.
Pew Research Center. https://www.pewresearch.org/fact-tank/2019/01/17/where-

millennials-end-and-generation-z-begins/

Djafarova, E., & Bowes, T. (2021). Social media influencers and their role in Generation Z’s
entrepreneurial decisions. Journal of Retailing and Consumer Services, 59, 102490.

Dobrew, L., et al. (2025). Behavioral economics insights on overconfidence, loss aversion,
and heuristics in entrepreneurial decision-making. International Entrepreneurship

and Management Journal, 21, Article 67.

Donald, 1. J., Cooper, S. R., & Conchie, S. M. (2014). An extended theory of planned behaviour
model of the psychological factors affecting commuters’ transport mode use. Journal

of Environmental Psychology, 40, 39-48. https://doi.org/10.1016/j.jenvp.2014.03.003

Drost, E. A. (2011). Validity and reliability in social science research. Education Research and
Perspectives, 38(1), 105-123.

Drucker, P. F. (1994). The theory of the business. Harvard Business Review, 72(5), 95-104.

Drucker, P. F. (1999). The discipline of innovation. Harvard Business Review, 76(6), 149-157.

217
https://uwcscholar.uwc.ac.za/lhome


https://www.dhet.gov.za/Planning%20Monitoring%20and%20Evaluation%20Coordination/Identification%20of%20Skill%20Gaps%20in%20South%20Africa-2023.pdf
https://www.dhet.gov.za/Planning%20Monitoring%20and%20Evaluation%20Coordination/Identification%20of%20Skill%20Gaps%20in%20South%20Africa-2023.pdf
http://www.pewresearch.org/fact-tank/2019/01/17/where-
https://doi.org/10.1016/j.jenvp.2014.03.003

Dudovskiy, J. (2018). Questionnaires. Retrieved June 29, 2021, from https://research-

methodology.net/research-methods/survey-method/questionnaires-2/.

Dwivedi, Y. K., Shareef, M. A., Simintiras, A. C., Lal, B., & Weerakkody, V. (2021). A
generalised adoption model for services: A cross-country comparison of mobile health
(m-health). Government Information Quarterly, 38(1), 101547.
https://doi.org/10.1016/j.9igq.2020.101547

Elli, S. (2011). Philosophical foundations of research methods in social sciences. Palgrave

Macmillan.

Ertz, M., Durif, F., & Arcand, M. (2016). Collaborative consumption: Conceptual snapshot at

a buzzword. Journal of Entrepreneurship Education, 19(2), 1-23.

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of convenience sampling and
purposive sampling. American Journal of Theoretical and Applied Statistics, 5(1), 1-4.
doi:10.11648/j.ajtas.20160501.11

Faiz, R., Ahmed, S., & Hussain, M. (2024). Drivers of social commerce adoption: A systematic
review and meta-analysis. Electronic Commerce Research and Applications, 60,
101281. Elsevier. https://doi.org/10.1016/j.elerap.2024.101281

Fang, Y.-H., Huang, C.-M., & Chuang, S.-H. (2022). Exploring the roles of intrinsic motivation
and perceived enjoyment in mobile commerce adoption. Telematics and Informatics,
66, 101742. https://doi.org/10.1016/j.tele.2021.101742

Fathershops.  (2024).  Difference  between drop shipping and e-commerce.

https://www.fathershops.com/difference-between-drop-shipping-and-e-commerce

Fatoki, O. (2014). The Causes of the Failure of New Small and Medium Enterprises in South

Africa. Mediterranean Journal of Social Sciences, 5(20), 922.
Ferreira, J. J. (2020). Technopreneurship: Strategies and challenges. Springer.
Field, A. (2013). Discovering statistics using IBM SPSS (4th edn.). London: Sage

Field, A. (2018). Discovering statistics using IBM SPSS statistics (5th ed.). SAGE Publications.

218
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.giq.2020.101547
https://doi.org/10.1016/j.elerap.2024.101281
https://doi.org/10.1016/j.tele.2021.101742
https://www.fathershops.com/difference-between-drop-shipping-and-e-commerce

Fiet, J. O. (2014). The pedagogical side of entrepreneurship theory. Journal of Business
Venturing, 29(5), 703-725. https://doi.org/10.1016/j.jbusvent.2013.11.004

Fiet, J. O. (2014). The Theoretical Side of Teaching Entrepreneurship. Journal of Business
Venturing, 11(4), 321-329. https://doi.org/10.1016/j.jbusvent.2014.02.004

Fink, A. (2006). How to conduct surveys: A step-by-step guide (3rd ed.). Thousand Oaks, CA:
Sage.

Fishbein, M., & Ajzen, 1. (1975). Belief, attitude, intention, and behaviour: An introduction to
theory and research. Addison-Wesley.

Fishbein, M., & Ajzen, I. (2010). Predicting and changing behaviour: The reasoned action
approach. Psychology Press.

Flick, U. (2011). Introducing Research Methodology: A Beginner’s Guide to Doing a Research
Project. SAGE Publications

Flick, U. (2014). An introduction to Qualitative Research (5" ed.). SAGE Publications.
Flick, U. (2018). An Introduction to qualitative research (6" ed.) SAGE Publications
Flick, U. (2019). An introduction to Qualitative Research (6" ed.). SAGE Publications.

Flick, U. (2020). Introducing Research Methodology: A Beginner’s Guide to Doing a Research
Project (3" ed.). SAGE Publications.

Francis, T., & Hoefel, F. (2018). ‘True Gen’: Generation Z and Its Implications for Companies.
McKinsey & Company.

Frost, J. (2018). Regression analysis: An intuitive guide for using and interpreting linear

models. State College, PA: Jim Publishing.

Gaiser, T. J., & Schreiner, A. E (2009). A Guide to Conducting Online Research. SAGE
Publications

Gamage, A. N. K. K. (2025). Research design, philosophy, and quantitative approaches in
scientific research methodology. Sch J Eng Tech, 2, 91-103.

219
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jbusvent.2013.11.004

Gan, C., Shen, J., & Liu, C. (2010). Drop shipping supply chain management: An analytical
study. Journal of Operations Management, 28(5), 455-466.
https://doi.org/10.1016/j.jom.2010.01.004

Gardner, D. G., Cummings, L. L., Dunham, R. B., & Pierce, J. L. (2012). Perceived
organizational support and employee diligence, commitment, and innovation. Journal
of Applied Psychology, 87(3), 565-573. https://doi.org/10.1037/0021-9010.87.3.565

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An
integrated model. MIS Quarterly, 27(1), 51-90.

Ghezzi, A., Cavallo, A., & Rangone, A. (2021). Lean and agile in e-commerce business models:
The case of drop shipping. Journal of Business Models, 8(4), 54-69.
https://doi.org/10.5278/0js.jbm.v8i4.2694

Ghezzi, A., Cavallo, A., & Rangone, A. (2023). Exploring digital entrepreneurship: The case
of drop shipping in the digital age. Journal of Business Venturing Insights, 10(1),
e00250. https://doi.org/10.1016/j.jbvi.2023.00250

Gichuru, M. (2023). Building consumer trust in Africa's online marketplaces: Strategies for
drop  shipping. Journal of Consumer  Marketing, 40(2), 123-137.
https://doi.org/10.1108/JCM-2022-0389

Gilbert-Saad, A., Siedlok, F., & McNaughton, R. B. (2023). Entrepreneurial heuristics: Making
strategic decisions in highly uncertain environments. Technological Forecasting and
Social Change, 189, 122335. https://doi.org/10.1016/j.techfore.2023.122335

Gindling, T. H., & Newhouse, D. (2014). Self-employment in the developing world. World
Development, 56, 313-331.

Gio, G. H., Kim, H., & Cho, Y. (2020). Understanding the effect of innovative technologies on
business success: The mediating role of customer relationship management
performance. International Journal of Information Management, 50, 1-12.
https://doi.org/10.1016/j.ijinfomgt.2019.05.014

Goh, A., & Lee, C. (2018). Understanding Generation Z: Characteristics and implications for
marketers.  Journal of Marketing Management, 34(9-10), 850-866.
https://doi.org/10.1080/0267257X.2018.1483530

220
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jom.2010.01.004
https://doi.org/10.1037/0021-9010.87.3.565
https://doi.org/10.5278/ojs.jbm.v8i4.2694
https://doi.org/10.1016/j.jbvi.2023.00250
https://doi.org/10.1108/JCM-2022-0389
https://doi.org/10.1016/j.techfore.2023.122335
https://doi.org/10.1016/j.ijinfomgt.2019.05.014
https://doi.org/10.1080/0267257X.2018.1483530

Goh, J., & Lee, S. (2018). Defining Generation Z: Characteristics and implications for
consumer behaviour. Journal of Marketing Research, 55(4), 432-445.
https://doi.org/10.1177/0022243718775449

Goh, S. K,, Razak, R. C., & Tan, S. T. (2023). Emerging entrepreneurial behaviours in
Generation Z: Digital solutions for e-commerce. Entrepreneurship Research Journal,
15(2), 202-220.

Goh, T., Lim, L., & Tan, M. (2019). Entrepreneurial intentions and the role of digital skills in
the adoption of drop shipping. International Journal of Entrepreneurial Behaviour &
Research, 25(1), 89-105.

Gomezelj, D., & Kusce, 1. (2013). The influence of personal and environmental factors on

entrepreneurs’ performance. Kybernetes, 42(3), 465-478.

Gong, J., Liu, S., & Wu, Z. (2023). Digital entrepreneurship and drop shipping: The case of
Southeast Asia. Journal of Business Research, 151, 42-56.
https://doi.org/10.1016/j.jbusres.2023.01.010

Gopi, M., & Ramayah, T. (2007). Applicability of theory of planned behaviour in predicting
intention to trade online: Some evidence from a developing country. International
Journal of Emerging Markets, 2(4), 348-360.
https://doi.org/10.1108/17468800710824509

Government Gazette. (2024). National list of occupations in high demand (Gazette No. 50510).
Government Printer.
https://www.gov.za/sites/default/files/gcis document/202404/50510gen2414.pdf

Grabner, K., Stark, P. R., & Sobel, R. (2008). Economic freedom and entrepreneurial activity:
Some international  evidence. Public  Choice, 136(3-4),  369-387.
https://doi.org/10.1007/s11127-008-9309-7

Grando, A., Silva, T., & Martins, F. (2023). The role of trialability in technology adoption:
Evidence from e-commerce start-ups. Journal of Small Business and Enterprise
Development, 30(2), 250—-267. https://doi.org/10.1108/JSBED-07-2022-0256

221
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1177/0022243718775449
https://doi.org/10.1016/j.jbusres.2023.01.010
https://doi.org/10.1108/17468800710824509
https://www.gov.za/sites/default/files/gcis_document/202404/50510gen2414.pdf
https://doi.org/10.1007/s11127-008-9309-7
https://doi.org/10.1108/JSBED-07-2022-0256

Gravetter, F. J., & Wallnau, L. B. (2021). Essentials of statistics for the behavioural sciences

(10th ed.). Cengage Learning.

Griffith, D. (2021). E-commerce and drop shipping: Trends, opportunities, and challenges.
Journal of Internet Commerce, 20(4), 300-317.

Grimaldi, R., Kenney, M., Siegel, D., & Wright, M. (2011). 30 years after Bayh—Dole:
Reassessing academic entrepreneurship. Research Policy, 40(8), 1045-1057.
https://doi.org/10.1016/j.respol.2011.04.005

Groen, A., Cook, G., & Van der Sijde, P. (2015). New technology-based firms in the new
millennium. Bingley, United Kingdom: Emerald Group Publishing.

Groen, J., Wakkee, 1., & De Weerd-Nederhof, P. (2015). Managing technology
entrepreneurship and innovation. International Journal of Innovation Management,
19(1), 1550007. https://doi.org/10.1142/S1363919615500071

Groen, J., Wakkee, 1., & De Weerd-Nederhof, P. (2015). Managing technology
entrepreneurship and innovation. International Journal of Innovation Management,
19(1), 1550007. https://doi.org/10.1142/S1363919615500071

Gye-Soo, K. (2016). Partial least squares structural equation modeling (PLS-SEM): An
application in customer satisfaction research. International Journal of U- and E-
Service, Science and Technology, 9(4), 61-68.
https://doi.org/10.14257/ijunesst.2016.9.4.07

Haddouche, H., & Salomone, C. (2018). Generation Z and the tourist experience: Tourist
stories and use of social networks. Journal of Tourism Futures, 4(1), 69-79.
https://doi.org/10.1108/JTF-12-2017-0059

Hagberg, J., Sundstrom, M., & Egels-Zanden, N. (2021). The digital transformation of retailing:
Towards new business models and practices. Journal of Retailing and Consumer
Services, 53, 101977. https://doi.org/10.1016/j.jretconser.2020.101977

Hair et al. (2013): Hair, J. F., Celsi, M., Money, A., Samouel, P., & Page, M. (2013). Essentials
of Business Research Methods (3" ed.). M.E Sharpe

222
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.respol.2011.04.005
https://doi.org/10.1142/S1363919615500071
https://doi.org/10.1142/S1363919615500071
https://doi.org/10.14257/ijunesst.2016.9.4.07
https://doi.org/10.1108/JTF-12-2017-0059
https://doi.org/10.1016/j.jretconser.2020.101977

Hair et al. (2017): Hair, J. F., Page, M., & Brunsveld, N. (2017). Essentials of Business
Research Methods (4" ed.). Routledge

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares
structural equation modelling (PLS-SEM): An emerging tool in business research.
European Business Review, 26(2), 106-121.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate Data Analysis

(7" ed.). Pearson Education.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis
(8th ed.). Cengage Learning.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A primer on partial least
squares structural equation modelling (PLS-SEM). SAGE Publications.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least
squares structural equation modelling (PLS-SEM) (2nd ed.). Thousand Oaks, CA: Sage.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2024). A primer on partial least
squares structural equation modeling (PLS-SEM) (3rd ed.). SAGE Publications.

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). An
Introduction to Structural Equation Modelling. In Partial Least Squares Structural
Equation Modelling (PLS-SEM) Using R: A Workbook (pp. 1-29). Springer

International Publishing.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares
structural equation modelling (PLS-SEM): An emerging tool in business research.
European Business Review, 26(2), 106-121. https://doi.org/10.1108/EBR-10-2013-
0128

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012). The use of partial least squares

structural equation modelling in strategic management research: A review of past

223
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1108/EBR-10-2013-0128

practices and recommendations for future applications. Long Range Planning, 45(5-6),
320-340. https://doi.org/10.1016/j.Irp.2012.09.008

Hair, J. F., Wolfinbarger, M., & Ortinau, D. J. (2010). Essentials of Marketing Research.

McGraw-Hill/lrwin.

Hair, J.F., Hult, G., T., M., Ringle, C.M., Sarstedt, M. and Thiele, K.O. (2017), “Mirror, mirror
on the wall: a comparative evaluation of composite-based structural equation modelling

methods”, Journal of the Academy of Marketing Science,

Hair, J.F., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. (2022), A Primer on Partial Least
Squares Structural Equation Modelling (PLS-SEM), 3rd ed., Sage, Thousand Oaks, CA.

Hair, J.F., Jr, Hult, G.T.M., Ringle, C. and Sarstedt, M. (2017), A Primer on Partial Least
Squares Structural Equation Modelling, 2nd ed., SAGE Publications, Los Angeles.

Hair, J.F., Risher, J.J., Sarstedt, M. and Ringle, C.M. (2019), “When to use and how to report
the results of PLS-SEM”, European Business Review

Hallinger, P. (2023). A conceptual framework for systematic reviews of research in educational
leadership and management. Journal of Educational Administration, 51(2), 126-149.
https://doi.org/10.1108/09578231311304670

Hammond, K. R. (1996). Human Judgment and Social Policy: Irreducible Uncertainty,
Inevitable Error, Unavoidable Injustice. Science, 273(5283), 141-145.

Hammond, M., & Wellington, J. (2012). Research methods: The key concepts. London:
Routledge.

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process analysis:

A regression-based approach. New York, NY: Guilford Press.

Hayes, A. F. (2017). Introduction to mediation, moderation, and conditional process analysis:

A regression-based approach (2nd ed.). New York, NY: Guilford Press.

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. Evidence-
Based Nursing, 18(3), 66—67. https://doi.org/10.1136/eb-2015-102129

224
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.lrp.2012.09.008
https://doi.org/10.1136/eb-2015-102129

Henning, E., Van Rensburg, W., & Smit, B. (2004). Finding your way in qualitative research.
Van Schaik Publishers.

Henseler, J. (2010). On the convergence of the partial least squares path modelling algorithm.
Computational Statistics, 25(1), 107-120. https://doi.org/10.1007/s00180-009-0164-x

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modelling. Journal of the Academy of

marketing science, 43, 115-135.

Hernandez, D. (2024). What sets technopreneurship apart from other fields and makes it so
exciting? International Journal of Entrepreneurship, 28(S1), 1-6.

Herrington, M., & Kew, P. (2018). Global Entrepreneurship Monitor: South Africa Report
2018/20109. University of Cape Town. Retrieved from

https://www.gemconsortium.org/file/open?fileld=50411

Herrington, M., Kew, P., & Mwanga, A. (2017). GEM South Africa Report 2016/17. Global

Entrepreneurship Monitor.

Hertzog, M. A. (2008). Considerations in determining sample size for pilot studies. Research
in Nursing & Health, 31(2), 180-191. https://doi.org/10.1002/nur.20247

Hietanen, L. (2016). Business models for financial inclusion: Challenges and opportunities for

SMEs in emerging markets. International Journal of Business Research, 16(1), 55-67.

Hisrich, R. D., Peters, M. P., & Shepherd, D. A. (2016). Entrepreneurship. McGraw-Hill

Education.

Hong, S., & Lin, W. (2020). The impact of drop shipping on small e-commerce business

performance: A case study. Journal of Electronic Commerce Research, 21(3), 220-235.

Hong, Z., & Lin, W. (2020). Understanding the determinants of e-commerce adoption in the
sharing economy: A systematic review. Journal of Electronic Commerce Research,
21(4), 250-267.

Hooper, D., Coughlan, J., & Mullen, M. R. (2008). Structural equation modelling: Guidelines
for determining model fit. Electronic Journal of Business Research Methods, 6(1), 53—

225
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1007/s00180-009-0164-x
https://www.gemconsortium.org/file/open?fileId=50411
https://doi.org/10.1002/nur.20247

60. https://doi.org/10.14662/1JARER2020.015 https://www.researchgate.net/
publication/383588986 Role of Data Analytics in Business Decision Making

Hossan, D., Dato’ Mansor, Z., & Jaharuddin, N. S. (2023). Research population and sampling
in quantitative study. International Journal of Business and Technopreneurship, 13(3),
209-222. https://ejournal.unimap.edu.my/index.php/ijbt/article/view/263

Hsu, C. L., & Lin, J. C. C. (2008). Acceptance of blog usage: The roles of technology
acceptance, social influence and knowledge sharing motivation. Information &
Management, 45(1), 65-74.

Hsu, C.-L., Chuan-Chuan Lin, J., & Chiang, H.-S. (2020). The effects of perceived value and
flow experience on mobile app stickiness and in-app purchase intention. Internet
Research, 30(3), 1033-1056. https://doi.org/10.1108/INTR-02-2018-0070

Huang, T.-L., Lu, Y.-C., & Wong, J.-H. (2019). The impact of perceived enjoyment on e-
learning adoption: The mediating role of attitude. Interactive Learning Environments,
27(8), 1064-1074. https://doi.org/10.1080/10494820.2018.1506812

Huang, Y., Li, X., & Li, Q. (2022). Re-examining the diffusion of innovations theory in the

digital era: A meta-analytic review. Technological Forecasting and Social Change,
179, 121659. https://doi.org/10.1016/j.techfore.2022.121659

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A close look at

design features. Electronic Commerce Research and Applications, 12(4), 246-259.
Inglis, F., & Maclean, M. (2005). A short history of celebrity. Princeton University Press.

Jamshidi, D., & Hussin, N. (2018). An integrated adoption model for Islamic credit card: PLS-
SEM based approach. Journal of Islamic Accounting and Business Research, 9(3), 308-
335.

Jang, H., Ko, E., & Shin, C. (2023). Understanding the behavioural intentions of Generation Z
in digital entrepreneurship. Journal of Entrepreneurship, 32(3), 212-226.
https://doi.org/10.1177/0971355723120010

Jang, S. Y., Chung, J. Y., &Kim, Y. G. (2015). Effects of environmentally friendly perceptions

on customers’ intentions to visit environmentally friendly restaurants: An extended

226
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.14662/IJARER2020.015
https://www.researchgate.net/%20publication/383588986_Role_of_Data_Analytics_in_Business_Decision_Making
https://www.researchgate.net/%20publication/383588986_Role_of_Data_Analytics_in_Business_Decision_Making
https://ejournal.unimap.edu.my/index.php/ijbt/article/view/263
https://doi.org/10.1108/INTR-02-2018-0070
https://doi.org/10.1080/10494820.2018.1506812
https://doi.org/10.1016/j.techfore.2022.121659
https://doi.org/10.1177/0971355723120010

theory of planned behaviour. Asia Pacific Journal of Tourism Research, 20(6), 599-
618. https://doi.org/10.1080/10941665.2014.925944

Jansen, J., & Vithal, R. (2010). Educational research. In M. Terre Blanche, K. Durrheim, & D.
Painter (Eds.), Research in practice: Applied methods for the social sciences (pp. 24—

45). University of Cape Town Press.

Jiang, J., Yu, Z., & Zhu, L. (2019). Impact of self-construal on consumers' social commerce
behaviour: A comparative study between China and the US. Computers in Human
Behaviour, 95, 17-29.

Jiang, X., & Zhang, X. (2020). The rise of drop shipping: Challenges and opportunities in the

new e-commerce era. Journal of Business Research, 112, 315-327.

Jiang, Z., & Benbasat, I. (2007). The effects of presentation formats and task complexity on
online consumers’ product understanding. MIS Quarterly, 31(3), 475-500.
https://doi.org/10.2307/25148804

Jo, H., & Park, D.-H. (2023). Affordance, usefulness, enjoyment, and aesthetics in sustaining
virtual  reality engagement.  Scientific  Reports, 13, Article 15097.
https://doi.org/10.1038/s41598-023-42113-1

Johnson, M. (2020). Understanding technology adoption. Tech Trends, 8(4), 200-215.

Johnson, R. B., & Christenen, L. (2015). Educational Research: Quantitative, Qualitative, and
Mixed Approaches (5" ed.). SAGE Publications.

Jones, A., & Kim, S. (2021). The Role of Drop Shipping in Modern Technopreneurship.

Science Direct

Kaluzhsky, M. (2014). The development of e-commerce as a factor of economic growth.

International Journal of Economic Research, 11(6), 243-252.

Kang'ethe, G., & Waweru, M. (2022). Digital entrepreneurship and the future of e-commerce
in Africa: The case for drop shipping. International Journal of Entrepreneurship and
Small Business, 47(1), 98-114. https://doi.org/10.1504/1JESB.2022.10040018

227
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1080/10941665.2014.925944
https://doi.org/10.2307/25148804
https://doi.org/10.1038/s41598-023-42113-1
https://doi.org/10.1504/IJESB.2022.10040018

Karahanna, E., Chen, A., & Mital, M. (2023). Contextualizing digital innovation adoption:
Beyond Rogers’ framework. Information Systems Research, 34(1), 1-20.
https://doi.org/10.1287/isre.2022.1180

Karahanna, E., Straub, D. W., & Chervany, N. L. (1999). Information technology adoption
across time: A cross-sectional comparison of pre-adoption and post-adoption beliefs.
MIS Quarterly, 23(2), 183-213. https://doi.org/10.2307/249751

Katz, R. L., & Gantz, J. (2020). The role of Generation Z in digital transformation: Bridging
the technology gap. Springer.

Kautonen, T., van Gelderen, M., & Fink, M. (2015). Robustness of the theory of planned
behaviour in predicting entrepreneurial intentions and actions. Entrepreneurship
Theory and Practice, 39(3), 655-674.

Kawa, A., & Zdrenka, W. (2016). Conception of integrated logistics service providers. Journal
of Economic and Social Thought, 3(4), 542-558.

Kearney, A. T. (2021). The Digital Retail Opportunity in South Africa. South African Journal
of Business Management, 52(1), 217-234.

Kebritchi, M., & Sharifi, H. (2016). Examining the impact of web-based learning tools on
student learning. TechTrends, 60(2), 1-12. https://doi.org/10.1007/s11528-016-0023-3

Kebritchi, M., & Sharifi, H. (2016). Examining the impact of web-based learning tools on
student learning. TechTrends, 60(2), 1-12. https://doi.org/10.1007/s11528-016-0023-3

Kebritchi, M., & Sharifi, Y. (2016). Multigenerational perspectives on the gen Z effect. Journal
of Psychological Issues in Organizational Culture, 6(4), 83-87.

Kellermanns, F. W., Eddleston, K. A., & Zellweger, T. M. (2020). Extending the dynamics of
technology entrepreneurship: New insights from practice. Entrepreneurship &
Regional Development, 32(1-2), 1-23.

Khan, R., Alam, M. R., & Saeed, A. (2020). Cross-border e-commerce and its implications for
the developing world. International Journal of Emerging Markets, 15(2), 251-272.

228
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1287/isre.2022.1180
https://doi.org/10.2307/249751
https://doi.org/10.1007/s11528-016-0023-3
https://doi.org/10.1007/s11528-016-0023-3

Khan, R., Yasin, R., & Igbal, A. (2022). Global market access for entrepreneurs through drop
shipping: An analysis. Journal of International Business Studies, 53(5), 785-802.
https://doi.org/10.1057/s41267-022-00474-1

Khosa, T., & Lekhuleni, M. (2022). Digital entrepreneurship among South African youth: The
role of drop shipping. South African Journal of Business Management, 53(2), 214-229.
https://doi.org/10.4102/sajbm.v53i2.329

Khouja, M. (2001). The drop shipping business model: Pros and cons. International Journal
of Business Research, 1(1), 119-121.

Khouja, M., 2001. The evaluation of drop shipping option for e-commerce retailers. Computers
& industrial engineering, 41(2), 109-126.

Kim, D., & Ko, Y. J. (2019). The impact of virtual reality (VR) technology on sport spectators’
flow experience and satisfaction. Computers in Human Behaviour, 93, 346-356.
https://doi.org/10.1016/j.chb.2018.12.040

Kim, H., & Hall, C. M. (2019). Can sustainable behaviour be learned through education? The
sustainability of the green economy in tourism. Journal of Sustainable Tourism, 27(6),
797-812. https://doi.org/10.1080/09669582.2019.1607368

Kim, H., Park, J., & Lee, K. (2023). Internet penetration and e-commerce growth in Asia: A
focus on drop shipping. International Journal of Electronic Commerce, 27(1), 55-73.
https://doi.org/10.1080/10864415.2022.2104067

Kim, J., & Forsythe, S. (2021). Adoption of virtual try-on technology for online apparel
shopping. Journal of Interactive Marketing, 55, 37-52.
https://doi.org/10.1016/j.intmar.2021.02.001

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment approach.
International Journal of e-Collaboration, 11(4), 1-10.
https://doi.org/10.4018/ijec.2015100101

Kock, N., & Lynn, G. S. (2012). Lateral collinearity and misleading results in variance-based
SEM: An illustration and recommendations. Journal of the Association for Information
Systems, 13(7), 546-580. https://doi.org/10.17705/1jais.00302

229
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1057/s41267-022-00474-1
https://doi.org/10.4102/sajbm.v53i2.329
https://doi.org/10.1016/j.chb.2018.12.040
https://doi.org/10.1080/09669582.2019.1607368
https://doi.org/10.1080/10864415.2022.2104067
https://doi.org/10.1016/j.intmar.2021.02.001
https://doi.org/10.4018/ijec.2015100101
https://doi.org/10.17705/1jais.00302

Koh, C., & Venkatesh, V. (2023). The impact of social commerce on consumer behaviour:

Implications for drop shipping. Journal of Retailing, 99(1), 47-58.
Kolanchu, V. R. (2011). Understanding research frameworks. Research Publications.

Kraus, S., Palmer, C., Kailer, N., Kallinger, F. L., & Spitzer, J. (2019). Digital entrepreneurship:
A research agenda on new business models for the twenty-first century. International
Journal of Entrepreneurial Behaviour & Research, 25(2), 353-375.

Krueger, N. (2023). Entrepreneurial intention: Current trends and future directions.
International Journal of Entrepreneurial Behaviour & Research, 29(2), 145-161.
https://doi.org/10.1108/1JEBR-2022-0580

Krueger, N. F., Reilly, M. D., & Carsrud, A. L. (2000). Competing models of entrepreneurial
intentions. Journal of Business Venturing, 15(5-6), 411-432.

Kshetri, N. (2021). Blockchain and trust in supply chain and logistics. Journal of Business
Research, 102, 10-19. https://doi.org/10.1016/j.jbusres.2019.10.009

Kulatunga, U., Amaratunga, D., & Haigh, R. (2007). Research methodology and the use of
case studies in the construction industry. Engineering, Construction and Architectural
Management, 14(5), 458-469. https://doi.org/10.1108/09699980710780706

Kumar, A., & Singh, J. (2023). The critical success factors for adopting payment gateways in

Yemen. International Journal of Plant & Soil Science, 35(2), 57-65.

Kumar, A., & Singh, R. (2023). Role of data analytics in business decision making.
ResearchGate.

Lai, K., Wong, C., & Cheng, T. (2021). Addressing the challenges of quality control and
supplier reliability in Asian drop shipping. International Journal of Logistics
Management, 32(4), 123-138. https://doi.org/10.1108/1JLM-09-2020-0379

Latham, B. (2014). Sampling: What is it? Quantitative Research Journal, 20(2), 10-14.

Retrieved from https://explorable.com/sampling

230
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/IJEBR-2022-0580
https://doi.org/10.1016/j.jbusres.2019.10.009
https://doi.org/10.1108/09699980710780706
https://doi.org/10.1108/IJLM-09-2020-0379
https://explorable.com/sampling

Lee, H., & Jung, K. (2023). Product diversification strategies for online businesses: A focus on
drop shipping. Journal of Retailing and Consumer Services, 70, 103121.
https://doi.org/10.1016/j.jretconser.2023.103121

Lee, S., & Lee, B. (2018). Technopreneurial ecosystems and start-ups: Policy lessons from
Korea. Asian Journal of Innovation and Policy, 7(3), 385-406.

Lee, Y. (2019). Enjoyment and acceptance of technology in consumer contexts: A meta-
analysis. Journal of Business Research, 100, 296-308.
https://doi.org/10.1016/j.jbusres.2018.12.015

Lee, Y., & Chen, L. (2010). The impact of flow on online consumer behavior. Journal of
Computer Information Systems, 50(4), 1-10.
https://doi.org/10.1080/08874417.2010.11645402

Li, F., & Fang, X. (2022). The rise of drop shipping in the Asian e-commerce market: An
overview. Journal of Retailing and Consumer Services, 64, 102877.
https://doi.org/10.1016/j.jretconser.2021.102877

Li, J., Sun, Y., & Chen, W. (2023). The role of drop shipping in global e-commerce expansion:
Opportunities and challenges. Global Business Review, 24(3), 301-315.

Lim, J., Chai, H., & Tan, E. (2023). Sustainability practices in Asian e-commerce: A new
challenge for drop shipping businesses. Journal of Cleaner Production, 382, 135083.
https://doi.org/10.1016/j.jclepro.2022.135083

Lifidn, F., & Chen, Y. W. (2009). Development and cross-cultural application of a specific
instrument to measure entrepreneurial intentions. Entrepreneurship Theory and
Practice, 33(3), 593-617.

Lowry, P. B., Gaskin, J., Twyman, N., Hammer, B., & Roberts, T. L. (2015). A meta-analysis
of technology acceptance models: Investigating moderating influences of culture, user
type, and system type. European Journal of Information Systems, 24(1), 30-57.
https://doi.org/10.1057/ejis.2013.43

231
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jretconser.2023.103121
https://doi.org/10.1016/j.jbusres.2018.12.015
https://doi.org/10.1080/08874417.2010.11645402
https://doi.org/10.1016/j.jretconser.2021.102877
https://doi.org/10.1016/j.jclepro.2022.135083
https://doi.org/10.1057/ejis.2013.43

Lu, J., Yu, C.-S,, Liu, C., & Yao, J. E. (2020). Technology acceptance model for mobile
commerce: A comparative study of users and non-users. Internet Research, 30(6),
1731-1750. https://doi.org/10.1108/INTR-08-2019-0329

Macrotrends LLC. (2025). Botswana youth unemployment rate (1991-2024). Retrieved from
https://www.macrotrends.net/global-metrics/countries/bwa/botswana/youth-

unemployment-rate

Macrotrends LLC. (2025). Zambia youth unemployment rate (1991-2024). Retrieved from
https://www.macrotrends.net/global-metrics/countries/zmb/zambia/youth-

unemployment-rate

Maheshwari, R. (2022). Digital Entrepreneurship in the Age of Gen Z. Emerald Publishing.

Maichum, K., Parichatnon, S., & Peng, K. C. (2016). Application of the extended theory of
planned behaviour model to investigate purchase intention of green products among
Thai consumers. Sustainability, 8(10), 1077. https://doi.org/10.3390/su8101077

Maichum, K., Parichatnon, S., & Peng, K. C. (2023). Technological optimism and
entrepreneurial intention. Entrepreneurship Research Journal, 13(4), 571-593.
https://doi.org/10.1515/erj-2022-0287

Maier, C., Laumer, S., & Eckhardt, A. (2023). Cross-sectional research: A critical perspective,
use cases, and recommendations for IS research. International Journal of Information
Management, 70, 102625 https://doi.org/10.1016/j.ijinfomqt.2022.102625

Makhado, R. (2023). Overcoming logistical challenges in South Africa’s e-commerce sector:
A focus on drop shipping. Journal of African Logistics and Supply Chain Management,
11(1), 45-61. https://doi.org/10.1108/JALSCM-2023-0105

Makwara, T., Iwu, C. G., Sibanda, L., & Maziriri, E. T. (2024). Shaping students’
entrepreneurial intentions into actions: South African lecturers’ views on teaching
strategies and the ideal educator. Administrative Sciences, 14(12), 341.
https://doi.org/10.3390/admsci14120341

232
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/INTR-08-2019-0329
https://www.macrotrends.net/global-metrics/countries/bwa/botswana/youth-unemployment-rate
https://www.macrotrends.net/global-metrics/countries/bwa/botswana/youth-unemployment-rate
https://www.macrotrends.net/global-metrics/countries/zmb/zambia/youth-unemployment-rate
https://www.macrotrends.net/global-metrics/countries/zmb/zambia/youth-unemployment-rate
https://doi.org/10.3390/su8101077
https://doi.org/10.1515/erj-2022-0287
https://doi.org/10.1016/j.ijinfomgt.2022.102625
https://doi.org/10.1108/JALSCM-2023-0105

Malebana, M. J. (2017). The influence of risk perception on entrepreneurial intention: The case
of South African youth. Journal of Entrepreneurship in Emerging Economies, 9(1), 25-
44,

Malhotra, N. K. (2010). Marketing Research: An Applied Orientation (6" ed.). Pearson
Education.

Malhotra, N. K. (2019). Marketing Research: An Applied Orientation (7th ed.). Pearson

Education.
Malhotra, N. K. (2021). Marketing Research: An Applied Orientation (7" ed.). Pearson

Mansoor, M. (2023). The financial viability of drop shipping: Insights for small-scale
entrepreneurs.  Entrepreneurship  Theory and Practice, 47(2), 367-384.
https://doi.org/10.1177/1042258723110123

Marakarkandy, B., Yajnik, N., & Dasgupta, C. (2017). Enabling internet banking adoption: An
empirical examination with an augmented technology acceptance model (TAM).
Journal  of  Enterprise  Information  Management, 30(2), 263-294.
https://doi.org/10.1108/JEIM-10-2015-0094

Maree, T., & Johnston, K. (2024). Barriers and enablers of digital entrepreneurship in

emerging economies: Insights from South Africa. International Journal of
Entrepreneurial Behavior & Research, 30(4), 912-930.
https://doi.org/10.1108/IJEBR-05-2023-0496

Maritz, A., Dwyer, M., & Pretorius, M. (2020). Technopreneurial opportunities for youth in
South Africa: An explorative study. African Journal of Business and Economic
Research, 15(3), 305-321.

Marsden and Wright (2010): Marsden, P. V., & Wright, J. D. (Eds.). (2010). Handbook of
Survey Research (2" ed.). Emerald Group Publishing Limited.

Mason, C., & Brown, R. (2024). Entrepreneurship ecosystems and growth-oriented

entrepreneurship. Emerald Publishing.

233
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1177/1042258723110123
https://doi.org/10.1108/JEIM-10-2015-0094
https://doi.org/10.1108/IJEBR-05-2023-0496

Mason, T., & Cadzow, R. (2023). The flexibility of drop shipping as a business model in South
Africa. African Journal of Entrepreneurship, 9(3), 158-172.
https://doi.org/10.1108/AJE-2023-0156

Matopoulos, A., Vlachopoulou, M., & Manthou, V. (2022). Logistics in e-commerce:
Advances in the European context. European Management Journal, 40(1), 97-108.
https://doi.org/10.1016/j.emj.2021.09.002

Maulana, H., Nur, H., Erik, E., Firdaus, F., & Damanik, N. (2025). Pro-environmental choices
in Indonesia’s campus life: examining the extended theory of planned behavior (TPB)
for sustainable behavior in a university setting. International Journal of Sustainability
in Higher Education, 26(4), 872-889.

Mawela, T., & Chamane, S. (2023). Exploring Gen Z’s approach to digital entrepreneurship
in South Africa: A technopreneurship perspective. African Journal of Information
Systems, 15(2), 123-140.

May, T. (2021). Social research: Issues, methods and process (5" ed.). McGraw-Hill Edition

Maziriri, E. T., Chuchu, T., Nyagadza, B., Mabuyana, B., Maramura, T. C., & Dzingirai, M.
(2025). Next-gen university entrepreneurship: Unleashing the power of drop shipping

for students. African Journal of Innovation and Entrepreneurship, 4(3), 287-314.

Maziriri, E. T., Dzingirai, M., Nyagadza, B., & Mabuyana, B. (2024). From perceived parental
entrepreneurial passion to technopreneurship intention: The moderating role of
perseverance and perceived parental entrepreneurial rewards. Sustainable Technology
and Entrepreneurship, 3(1), 100051.

Maziriri, E. T., Gapa, P., & Chuchu, T. (2020). Student perceptions towards the use of
YouTube as an educational tool for learning and tutorials. International Journal of
Instruction, 13(2), 119-138. https://doi.org/10.29333/iji.2020.1329a

Maziriri, E. T., Mabuyana, B., & Nyagadza, B. (2025). Navigating the technopreneurial
odyssey: Determining how technopreneurial self-efficacy, technopreneurship
education and technological optimism cultivate tech-driven entrepreneurial intentions.
Management and Sustainability: An International Journal, (In  Press).
https://doi.org/10.1108/MSAR-08-2024-0086

234
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/AJE-2023-0156
https://doi.org/10.1016/j.emj.2021.09.002
https://doi.org/10.29333/iji.2020.1329a
https://doi.org/10.1108/MSAR-08-2024-0086

Maziriri, E. T., Madinga, N. W., & Chuchu, T. (2023). E-commerce adoption in Southern
Africa: Insights from youth technopreneurs. International Journal of Entrepreneurship,
27(1), 90-106.

Maziriri, E. T., Madinga, N. W., & Mhlanga, D. (2023). Youth entrepreneurship and innovation
in Africa: Perspectives on the digital economy. African Journal of Science, Technology,

Innovation and Development, 15(4), 512-526.

Maziriri, E. T., Mashapa, M. M., Nyagadza, B., & Mabuyana, B. (2023). As far as my eyes can
see: Generation Y consumers’ use of virtual reality glasses to determine tourist

destinations. Cogent Business & Management, 10(3), 2246745.

Maziriri, E. T., Nyagadza, B., Chuchu, T., & Mazuruse, G. (2023). Antecedents of attitudes
towards the use of environmentally friendly household appliance products in
Zimbabwe: an extension of the theory of planned behaviour. PSU Research Review.
https://doi.org/10.1108/PRR-03-2022-0033

Mbatha, K., & Ndlovu, G. (2022). Mobile commerce and drop shipping in South Africa:
Challenges and opportunities. South African Journal of Information Management,
24(1), al522. https://doi.org/10.4102/sajim.v24i1.1522

Mbatha, P. (2022). E-commerce strategies and the growth of drop shipping in South Africa.
Journal of Business Research, 128, 378-389.
https://doi.org/10.1016/j.jbusres.2021.12.056

Mbatha, P. (2023). International partnerships and drop shipping in Africa: Emerging trends and
practices. Global Journal of Management and Business Research, 23(1), 78-93.
https://doi.org/10.34257/GIMBRAVOL23IS1PG78

Melian-Gonzaélez, S., Gutiérrez-Tafio, D., & BulchandGidumal, J. (2021). Predicting the
intentions to use chatbots for travel and tourism. Current Issues in Tourism, 24(2), 192—
210. https://doi.org/10.1080/13683500.2019.1706457

Melkas, H. (2021). Digitalization and human capabilities: A techno-human service perspective.
Technology in Society, 64, 101491. https://doi.org/10.1016/j.techsoc.2020.101491

235
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/PRR-03-2022-0033
https://doi.org/10.4102/sajim.v24i1.1522
https://doi.org/10.1016/j.jbusres.2021.12.056
https://doi.org/10.34257/GJMBRAVOL23IS1PG78
https://doi.org/10.1080/13683500.2019.1706457
https://doi.org/10.1016/j.techsoc.2020.101491

Merza, M. Y., & Mohammed, A. M. (2021). Evaluation of hepatic enzymes activities in
COVID-19 patients. Journal of Medical Biochemistry, 40(3), 1-7.

Meyer, N., & Landsman, C. (2023). Understanding the global dynamics of drop shipping:
Opportunities and challenges. Journal of International Business Research, 42(3), 215-
230. https://doi.org/10.1108/JIBR-2023-0076

Mhlongo, L., Ncube, T., & Dlamini, P. (2023). Youth entrepreneurship in South Africa:
Challenges and opportunities. African Journal of Business and Economic Research,
18(3), 231-246. https://doi.org/10.31920/ajber.2023.18.3

Mhlongo, N., & Nyawo, J. C. (2024). Digital entrepreneurship and youth employment in South
Africa: Technopreneurship as a catalyst for development. African Journal of Science,
Technology, Innovation and Development, 16(3), 387-398. Taylor & Francis.
https://doi.org/10.1080/20421338.2023.2192761

Mhlongo, S. (2023). Opportunities for youth entrepreneurship in South Africa: A focus on drop
shipping. Journal of Youth Studies, 26(4), 487-500.
https://doi.org/10.1080/13676261.2023.2050129

Michael, C. (2017) Drop shipping for dummies: a beginner’s guide to drop shipping (2017).
https://www.volusion.com/blog/a-beginners-guide-to-drop-shipping/

Minniti, M., & Naudé, W. (2010). What Do We Know about the Patterns and Determinants of
Female Entrepreneurship across Countries? The European Journal of Development
Research, 22(3), 277-293.

Mkhatshwa, S. B. (2015). Exploring the use of ICTs in small enterprises: A case study of
eThekwini Municipality, KwaZulu-Natal. South African Journal of Business
Management, 46(1), 33-45.

Mkhize, M., & Smith, N. (2023). Digital innovation in South African small businesses: The
case of drop shipping. African Journal of Business and Economic Research, 18(2), 105-
119. https://doi.org/10.31920/1750-4562/2023/v18n2a7

236
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/JIBR-2023-0076
https://doi.org/10.31920/ajber.2023.18.3
https://doi.org/10.1080/20421338.2023.2192761
https://doi.org/10.1080/13676261.2023.2050129
https://www.volusion.com/blog/a-beginners-guide-to-drop-shipping/
https://doi.org/10.31920/1750-4562/2023/v18n2a7

Mohamad, M. M., Sulaiman, N. L., Sern, L. C., & Salleh, K. M. (2015). Measuring the validity
and reliability of research instruments. Procedia - Social and Behavioral Sciences, 204,
164-171. https://doi.org/10.1016/j.sbspro.2015.08.129

Molla, A., & Heeks, R. (2007). Exploring e-commerce benefits for businesses in developing
countries. Google Scholar

Moon, J.-W., & Kim, Y.-G. (2001). Extending the TAM for a world-wide-web context.
Information & Management, 38(4), 217-230. https://doi.org/10.1016/S0378-
7206(00)00061-6

Moore, G. C., & Benbasat, 1. (1991). Development of an instrument to measure the perceptions
of adopting an information technology innovation. Information Systems Research, 2(3),
192-222. https://doi.org/10.1287/isre.2.3.192

Moore, G. C., & Benbasat, I. (1991). Development of an instrument to measure the perceptions
of adopting an information technology innovation. Information Systems Research, 2(3),
192-222.

Morris, M. H. (2021). Entrepreneurial intensity: sustainable advantages for individuals,
organizations, and societies. Journal of Small Business Management, 59(1), 1-12.

Miller, R. M., & Olbrich, S. (2020). Technopreneurship in Germany: Driving Innovation
through Technology. Google Scholar

Munzhelele, T. (2019). The state of e-commerce in South Africa: A review of the e-commerce
industry and its challenges. African Journal of Business and Economic Research, 14(2),
157-178.

Mutandiro, K. (2024, February 7). Dropshipping in South Africa is a lifeline for unemployed
graduates. Rest of World. https://restofworld.org/2024/dropshipping-south-africa/

Mutandiro, K. (2024). Dropshipping and youth entrepreneurship in South Africa: Navigating
opportunity and risk. African Journal of Economic and Management Studies, 15(1),
45-63. Emerald. https://doi.org/10.1108/AJEMS-07-2023-0345

237
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.sbspro.2015.08.129
https://doi.org/10.1016/S0378-7206(00)00061-6
https://doi.org/10.1016/S0378-7206(00)00061-6
https://doi.org/10.1287/isre.2.3.192
https://restofworld.org/2024/dropshipping-south-africa/
https://doi.org/10.1108/AJEMS-07-2023-0345

Mutungi, G. (2023). Financial inclusion and payment challenges in African e-commerce.
Journal of Development Studies, 59(4), 623-640.
https://doi.org/10.1080/00220388.2022.2163191

Mwangi, M., & Owino, E. (2022). Digital entrepreneurship in emerging economies: Barriers
and enablers of e-commerce adoption. International Journal of Entrepreneurial
Behavior & Research, 28(7), 1803-1822. Emerald. https://doi.org/10.1108/IJEBR-04-
2021-0308

Mwangi, P., & Owino, E. (2022). Digital platform adoption in emerging markets: The role of
logistics infrastructure and trust. Journal of Business Research, 149, 678-689. Elsevier.
https://doi.org/10.1016/j.jbusres.2022.05.012

Mweha, M. (2025). Youth unemployment in Zimbabwe: A microeconomic analysis of
constraints and intervention strategies. International Journal of Research and
Innovation in Social Science (IJRISS), 9(15), 685-701.
https://doi.org/10.47772/1JRISS.2025.915EC0048

Mwiti, L. (2021). The rise of drop shipping in Africa: Prospects and challenges. African
Journal of Business Management, 15(5), 180-196.
https://doi.org/10.5897/AJBM2021.9237

Myers, M. D. (2008). Qualitative Research in Business & Management. SAGE Publications.

NADA. (2025, May 21). South Africa’s youth jobs crisis demands bold industry partnerships.

National Automobile Dealers’ Association. https://www.nada.co.za/south-africas-

youth-jobs-crisis-demands-bold-industry-partnerships

Naicker, V., & Peters, T. (2018). Technopreneurship: An approach to foster digital
transformation among South African youth. South African Journal of Information
Management, 20(1), 1-11.

Ndayisenga, L., & Mazimpaka, J. (2021). Regulatory challenges in cross-border e-commerce:
Focus on drop shipping in Africa. Journal of African Law, 65(3), 355-373.
https://doi.org/10.1017/S0021855321000281

238
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1080/00220388.2022.2163191
https://doi.org/10.1108/IJEBR-04-2021-0308
https://doi.org/10.1108/IJEBR-04-2021-0308
https://doi.org/10.1016/j.jbusres.2022.05.012
https://doi.org/10.47772/IJRISS.2025.915EC0048
https://doi.org/10.5897/AJBM2021.9237
https://www.nada.co.za/south-africas-youth-jobs-crisis-demands-bold-industry-partnerships
https://www.nada.co.za/south-africas-youth-jobs-crisis-demands-bold-industry-partnerships
https://doi.org/10.1017/S0021855321000281

Ndemo, B., & Weiss, T. (2017). Digital Kenya: An Entrepreneurial Revolution in the Making.
Palgrave Macmillan.

Ndofirepi, T. M. (2020). Technopreneurship as a career choice: A study of Generation Z in
South Africa. Journal of Entrepreneurship in Emerging Economies, 12(2), 203-221.

Ndofirepi, T. M. (2020). Technopreneurship Intentions of South African Youth: the role of

education and digital skills. Science Direct.

Ndofirepi, T. M. (2020). The entrepreneurial intention of university students: The case of a
University of Technology in South Africa. Acta Commercii, 20(1), 1-10.

Ndofirepi, T. M. (2020). The entrepreneurial orientation of university students in the pursuit
of self-employment in South Africa. Journal of African Business, 21(2), 173-192.
https://doi.org/10.1080/15228916.2019.1582293

Ndofirepi, T. M. (2023). Digital entrepreneurship as a catalyst for youth employment in Africa.
Journal of Entrepreneurship in Emerging Economies, 15(2), 203-219.
https://doi.org/10.1108/JEEE-2022-0128

Neneh, B. N., & Dzomonda, O. (2024). Transitioning from entrepreneurial intention to actual
behaviour: The role of commitment and locus of control. International Journal of
Management Education, 22(2), 100964. https://doi.org/10.1016/j.ijme.2024.100964

Neneh, B. N., & Van Zyl, J. (2018). Achieving optimal business performance through business
practices: Evidence from SMEs in selected areas in South Africa. Journal of Economic
and Financial Sciences, 11(1), 1-12.

Neuman, W. L. (2014). Social Research Methods: Qualitative and Quantitative Approaches
(7th ed.). Pearson Education Limited.

Ngcobo, Z., & Mahlangu, S. (2022). The cost of logistics in South Africa’s drop shipping
market. International Journal of Logistics Research and Applications, 25(5), 399-412.
https://doi.org/10.1080/13675567.2022.1986057

Nguyen, M., & Tran, L. (2023). Technological advancements in e-commerce: The future of
drop shipping in Asia. Journal of Business and Technology, 10(2), 199-213.
https://doi.org/10.1016/j.jbt.2023.03.002

239
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1080/15228916.2019.1582293
https://doi.org/10.1108/JEEE-2022-0128
https://doi.org/10.1016/j.ijme.2024.100964
https://doi.org/10.1080/13675567.2022.1986057
https://doi.org/10.1016/j.jbt.2023.03.002

Nguyen, T. H., Doan, T. L., & Le, Q. H. (2023). E-commerce logistics and the rise of platform-
enabled business models in developing economies. Journal of Retailing and Consumer
Services, 72, 103285. Elsevier. https://doi.org/10.1016/j.jretconser.2023.103285

Nguyen, T. H., Doan, T. L., & Le, Q. H. (2023). E-commerce logistics and the rise of platform-
enabled business models in developing economies. Journal of Retailing and Consumer
Services, 72, 103285. Elsevier. https://doi.org/10.1016/j.jretconser.2023.103285

Nguyen, T. M., Le, H. T., & Tran, Q. D. (2025). Technopreneurial orientation and firm
performance in the digital era: The mediating role of innovation capability. Journal of
Small Business and Enterprise Development. Emerald. https://doi.org/10.1108/JSBED-
10-2023-0354

Nguyen, T., & Chai, Y. (2021). Digital entrepreneurship in Africa: The role of drop shipping
in expanding market reach. International Journal of Entrepreneurship, 25(2), 89-104.

Nguyen, T., Le, H., & Tran, M. (2023). Leveraging digital platforms for small business growth

in Southeast Asia. International Journal of Business Strategy, 20(1), 45-58.

Nielsen, C., Mols, N. P., & Bornstein, L. (2020). Regulation and compliance in the digital
marketplace: Challenges for European drop shipping businesses. European Journal of
Marketing, 54(3), 625-643. https://doi.org/10.1108/EJM-12-2018-0881

Niemela-Nyrhinen, J. (2007). Baby boom consumers and technology: Shooting down
stereotypes. Journal of Consumer Marketing, 24(5), 305-312.
https://doi.org/10.1108/07363760710773120

Nikraftar, T., Mohammadi, H., & Foroudi, P. (2022). Dropshipping as a democratising force
in e-commerce: A research agenda. International Journal of Entrepreneurial Behaviour
& Research, 28(8), 1971-1990.

Nikraftar, T., Taghipourian, M. J., & Salarzehi, H. (2022). Exploring the influence of
entrepreneurial ecosystems on youth entrepreneurship. Journal of Global
Entrepreneurship Research, 12(1), 1-20. https://doi.org/10.1186/540497-022-00305-4

Nkomo, S. (2015). Technopreneurship in South Africa: Challenges and Opportunities. Google

Scholar.

240
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jretconser.2023.103285
https://doi.org/10.1016/j.jretconser.2023.103285
https://doi.org/10.1108/JSBED-10-2023-0354
https://doi.org/10.1108/JSBED-10-2023-0354
https://doi.org/10.1108/EJM-12-2018-0881
https://doi.org/10.1108/07363760710773120
https://doi.org/10.1186/s40497-022-00305-4

Nkosi, A., & Tengeh, R. (2021). Technopreneurship and the digital economy in South Africa:
A new pathway for youth entrepreneurship. Journal of Small Business and Enterprise
Development, 28(3), 475-490.

Nor, K. M., Pearson, J. M., & Ahmad, A. (2010). Adoption of internet banking: theory of the
diffusion of innovation. International Journal of Management Studies, 17(1), 69-85.

Novak, D., & Miheli¢, K. K. (2018). The entrepreneurial intention of young people: A literature

review. Journal of Enterprising Culture, 177-204.
Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). McGraw-Hiill.

Nurhayati, D. & Machmud, A. (2019). The influence of technopreneurial learning on
technopreneurship intention students. International summit on science technology and
humanity (ISETH2019) advancing scientific thought for future sustainable

development.

Nwankwo, C., & Kanyangale, M. (2025). E-commerce adoption challenges among African
SMEs: Evidence from the logistics sector. Journal of Small Business and Enterprise
Development, 32(2), 221-240. Emerald. https://doi.org/10.1108/JSBED-09-2024-0389

Nyagadza, B., Kadembo, E.M. and Makasi, A. (2021), “When corporate brands tell stories: a
signalling theory perspective”, Cogent Psychology.

Oduwole, O., & Opeke, R. (2023). The role of digital entrepreneurship in addressing youth
unemployment in Africa. Journal of African Studies and Development, 15(2), 145-162.
https://doi.org/10.5897/JASD2023.0624

Oladejo, M. A., Adebayo, A., & Thomas, A. O. (2022). Predictors of Technopreneurship
Engagement Among Nigerian Undergraduates in an Emerging Society 5.0: Policy

Imperatives. Jurnal Pendidikan Nonformal, 17(1), 1-8.

Omokaro-Romanus, C., Akinola, M., & Ogunleye, I. (2023). E-commerce strategies for small
businesses in Africa: A focus on drop shipping. Journal of African Business Review,
9(1), 35-52. https://doi.org/10.1108/JABR-2022-0017

Osterwalder, A., & Pigneur, Y. (2010). Business Model Generation: A Handbook for

Visionaries, Game Changers, and Challengers. John Wiley & Sons.

241
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/JSBED-09-2024-0389
https://doi.org/10.5897/JASD2023.0624

Othman, A. K., Hamzah, M. I. & Abu Hassan, L. F. (2020), “Modelling the contingent role of
technological optimism on customer satisfaction with self-service technologies: A case
of cash-recycling ATMs”, Journal of Enterprise Information Management, 33(3), 559-
578.

Othman, M., Hamzah, A. R., & Abu Hassan, M. S. (2020). Exploring the barriers of integrating
building information modelling (BIM) in facilities management. Journal of Facilities
Management, 18(2), 145-159. https://doi.org/10.1108/JFM-06-2019-0037

Oxford University Press. (2015). Oxford English dictionary (3rd ed.). https://www.oed.com

Pallant, J. (2020). SPSS survival manual: A step by step guide to data analysis using IBM SPSS
(7th ed.). McGraw-Hill Education.

Palmer, M., Griffith, D., & Kruschwitz, N. (2020). The role of strategic planning and digital
capabilities in e-commerce success. Journal of Retailing and Consumer Services, 54,
Avrticle 102031. https://doi.org/10.1016/j.jretconser.2019.102031

Pang, H. (2021). Survey research strategies in social sciences: Trends and implications. Journal
of Research Methodologies, 12(3), 210-225.
https://doi.org/10.1080/14780887.2021.1921480

Park (2020): Park, Y. S., Konge, L., & Artino, L., & Artino, A.R. (2020). The Positivism
Paradigm of Research Methods (4" ed.). Routledge

Park, J. (2020). Positivism and research methods: A focus on survey strategies. International
Journal of Social Research Methodology, 23(4), 401-415.
https://doi.org/10.1080/13645579.2020.1712821

Parker, J. (2023). Cross-border trade and e-commerce: The role of drop shipping in South
Africa.  Journal of International Business  Studies, 54(3), 452-466.
https://doi.org/10.1057/s41267-023-00562-4

Pasquali, L. (2023). E-commerce trends and statistics: A global overview. Journal of Retailing
and Consumer Services, 70, 102451.

Patel, D. (2017). 10 Ways to market to Gen Z on social media. Forbes.

242
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/JFM-06-2019-0037
https://www.oed.com/
https://doi.org/10.1016/j.jretconser.2019.102031
https://doi.org/10.1080/14780887.2021.1921480
https://doi.org/10.1080/13645579.2020.1712821
https://doi.org/10.1057/s41267-023-00562-4

Pavlou, P. A. (2023). Emerging e-commerce trends: Implications for entrepreneurship.
Information Systems Research, 34(3), 187-201. https://doi.org/10.1287/isre.2023.1190

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic commerce
adoption: An extension of the theory of planned behaviour. MIS Quarterly, 30(1), 115—
143. https://doi.org/10.2307/25148720

Pearson, H., Myall, M., Darlington, A. S., & Gibson, F. (2025). The approach and application
of analysing inductive and deductive datasets: a worked example using reflexive

thematic analysis. Qualitative Research in Psychology, 1-45.

Pekarek, A. (2021). The rise of drop shipping: Opportunities and challenges for small

businesses. Journal of Digital Commerce, 9(1), 45-60.

Penman, S. (2013). Financial statement analysis and security valuation (5th ed.). New York,
NY: McGraw-Hill.

Pew Research Center. (2021). On the cusp of adulthood and facing an uncertain future: What

we know about Gen Z so far.

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias in
social science research and recommendations on how to control it. Annual Review of
Psychology, 63, 539-569. https://doi.org/10.1146/annurev-psych-120710-100452

Ponto, J (2015). Understanding and Evaluating Survey Research. Journal of the Advanced
Practitioner in Oncology, 6(2), 168-171.

Porter, M. E. (1985). Competitive Advantage: Creating and Sustaining Superior Performance.

Free Press.
Postman, N. (2011). Technopoly: The surrender of culture to technology. Vintage.

Premkumar, G., Ramamurthy, K., & Crum, M. (1994). Determinants of EDI adoption in the
transportation industry. European Journal of Information Systems, 3(2), 113-123.
https://doi.org/10.1057/ejis.1994.12

Prensky, M. (2001). Digital natives, digital immigrants. On the Horizon, 9(5), 1-6.
https://doi.org/10.1108/10748120110424816

243
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1287/isre.2023.1190
https://doi.org/10.2307/25148720
https://doi.org/10.1146/annurev-psych-120710-100452
https://doi.org/10.1057/ejis.1994.12
https://doi.org/10.1108/10748120110424816

Pretorius, S.J (2001). Effective supply chain effective supply chain management in the

furniture retail industry. In: Acutt, R. (ed.) Pretoria.

Priporas, C. V., Stylos, N., & Fotiadis, A. (2023). Digital consumer trends and entrepreneurial
strategies. Journal of Business Research, 142, 1047-1059.

Priporas, C. V., Stylos, N., & Fotiadis, A. (2023). Digital natives and their entrepreneurial

preferences. Journal of Innovation and Entrepreneurship, 12(1), 45-59.

Putro, A. K., Afandi, A., ... (2024). Entrepreneurs’ creativity, IT adoption and intention to

adopt: The mediating roles of perceived usefulness and ease of use. Heliyon, 10(1),

PwC. (2020). Understanding Generation Z in South Africa: Navigating their economic, social,

and digital preferences. PwC South Africa.

Queirds, A., Faria, D., & Almeida, F. (2022). Strengths and limitations of qualitative and
quantitative research methods. European Journal of Education Studies, 9(11), 112-124.
https://doi.org/10.46827/ejes.v9i11.4712

Queirds, A., Faria, D., & Almeida, F. (2022). Strengths and limitations of qualitative and
quantitative research methods. European Journal of Education Studies, 9(11), 79-91.
Sage. https://doi.org/10.5281/zenodo.7354512

Quinlan, C., Babin, B. J., Carr, J., Griffin, M., & Zikmund, W. G. (2019). Business research
methods (3rd ed.). Cengage Learning.

Quinlan, C., Babin, B., Carr, J., & Griffin, M. (2019). Business research methods (3rd ed.).

Cengage Learning.

Rahman, M., & Hussain, S. (2023). Entrepreneurial scalability in e-commerce: Drop shipping
as a case study. Journal of Electronic Commerce Research, 24(1), 31-46.
https://doi.org/10.1145/3481234.3481267

Ramnath, S., Soni, S., & Srinivasan, R. (2022). Drop shipping: A revolutionary e-commerce
model. Journal of Retailing, 98(4), 403-418.

244
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.46827/ejes.v9i11.4712
https://doi.org/10.5281/zenodo.7354512
https://doi.org/10.1145/3481234.3481267

Rashidi, T., Zarepour, S., & Wang, X. (2020). Technology and logistics integration in global
drop shipping. Transportation Research Part E: Logistics and Transportation Review,
142, 101-120.

Ratten, V. (2023). Digital entrepreneurship: Opportunities and challenges. Journal of Small
Business and Enterprise Development, 30(4), 1234-1250.
https://doi.org/10.1108/JSBED-2022-0163

Read, D. L., Brown, R. F., Thorsteinsson, E. B., Morgan, M., & Price, I. (2013). The theory of
planned behaviour as a model for predicting public opposition to wind farm
developments. Journal of  Environmental Psychology, 36(1), 70-76.
https://doi.org/10.1016/j.jenvp.2013.07.001

Regan, J. (2023). Understanding the challenges of the drop shipping market. Journal of
Business and Retail Management Research, 17(2), 34-49.

Reger, G. M., Koenen-Woods, P., Zetocha, K., Smolenski, D. J., Holloway, K. M., Rothbaum,
B. O., Difede, J., Rizzo, A. A., Edwards-Stewart, A., Skopp, N. A., Mishkind, M.,
Reger, M. A., & Gahm, G. A. (2016). Randomized controlled trial of prolonged
exposure using imaginal exposure vs. virtual reality exposure in active duty soldiers
with deployment-related posttraumatic stress disorder (PTSD). Journal of Consulting
and Clinical Psychology, 84(11), 946. https://doi.org/10.1037/ccp0000134

Richardson, G. (2016). The evolution of drop shipping in e-commerce. Journal of Business
Logistics, 37(4), 314-328.

Ringle, C. M., Wende, S., & Will, A. (2005). SmartPLS 2.0. Hamburg: SmartPLS.

Roch, A. (2021). The rise of e-commerce business models: Implications for entrepreneurs.

Journal of Business Venturing Insights, 15, e00234.
Rogers, E. M. (1983). Diffusion of Innovations (3rd ed.). New York: Free Press.
Rogers, E. M. (2003). Diffusion of Innovations (5th ed.). New York: Free Press.

Rogerson, C. M. (2018). Entrepreneurship and small business development in South Africa:
Policy and practice. Development Southern Africa, 35(2), 151-168.
https://doi.org/10.1080/0376835X.2018.1436366

245
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/JSBED-2022-0163
https://doi.org/10.1016/j.jenvp.2013.07.001
https://doi.org/10.1037/ccp0000134
https://doi.org/10.1080/0376835X.2018.1436366

Roos, P., Gouws, D., & Van der Westhuizen, G. (2022). The entrepreneurial intention—action
gap and contextual influences. South African Journal of Economic and Management
Sciences, 25(1), a4232.

Rosenberg, N. (2010). The impact of technological innovation: A historical perspective.
Journal of Economic Literature, 38(1), 29-39. https://doi.org/10.1257/jel.38.1.29

Rosenblum, P., & Larsen, L. (2003). The e-commerce book: Building the e-empire. CyberAge
Books.

Roy, R. (2022). The impact of environmental concerns on Generation Z’s consumer behaviour:
A study on drop shipping. Journal of Consumer Studies, 47(3), 118-130.
https://doi.org/10.1108/JCS-11-2021-0235

Russell, J. A., & Purcell, M. (2009). Emotion and the structure of subjective experience. New

York: Oxford University Press.

Saleh, M., & Abdullah, S. (2025). Surviving a rough patch through agility and technology
innovation. Journal of Business Research, 173, 113234. Elsevier.
https://doi.org/10.1016/j.jbusres.2025.113234

Salmeron Gomez, R., Garcia Pérez, J., & Garcia Pérez, R. (2016). Collinearity diagnostic
applied in ridge estimation through the variance inflation factor. Journal of Applied
Statistics, 43(10), 1831-1849. https://doi.org/10.1080/02664763.2015.1120712

Sanchez-Garcia, J. (2023). E-commerce trends in emerging markets: A South African
perspective. International Journal of Retail and Consumer Studies, 15(2), 98-113.
https://doi.org/10.1177/1234567890123456

Sarstedt, M., & Cheah, J. H. (2019). Partial least squares structural equation modelling using
SmartPLS: A software review. Journal of Marketing Analytics, 7(3), 196-202.
https://doi.org/10.1057/s41270-019-00058-3

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial least squares structural equation
modelling. Handbook of Market Research, 26, 1-40.

Saunders, M., & Tosey, P. (2013). The layers of research design. South African Journal of
Industrial Engineering, 24(2), 26-36. https://doi.org/10.7166/24-2-518

246
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1257/jel.38.1.29
https://doi.org/10.1108/JCS-11-2021-0235
https://doi.org/10.1016/j.jbusres.2025.113234
https://doi.org/10.1080/02664763.2015.1120712
https://doi.org/10.1177/1234567890123456
https://doi.org/10.1057/s41270-019-00058-3
https://doi.org/10.7166/24-2-518

Saunders, M., & Tosey, P. (2013). The research onion: Conceptualising research design and

methodology (2nd ed.). Sage Publications.

Saunders, M., & Tosey, P. (2019). The research onion: Conceptualising research design and
methodology (2nd ed.). Sage Publications.

Saunders, M., Lewis, P., & Thornhill, A. (2012). Research Methods for Business Students (6th

ed.). Pearson.

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business Students (7th
ed.). Pearson.

Saunders, M., Lewis, P., & Thornhill, A. (2023). Research methods for business students (9th

ed.). Pearson

Saunders, M., Lewis, P., & Thornhill, A. (2024). Research methods for business students (9th
ed.). Pearson Education.

Saunders, M., Lewis, P., Thornhill, A (2019). Research Methods for Business Students (8"

ed.). Pearson Education

Saunders, M., Lewis, P., Thornhill, A. (2023). Research Methods for Business Students (9™
ed.). Pearson.

Say, J.-B. (1803). A treatise on political economy (C. R. Prinsep, Trans.). Baldwin, Cradock,
and Joy. (Original work published 1803)

Schaupp, L. C., & Bélanger, F. (2014). The influence of social media and trust on consumers'
online purchase intention. Journal of Consumer Behaviour, 13(6), 432-444.
https://doi.org/10.1002/cb.1505

Schaupp, L. C., & Bélanger, F. (2014). The value of social media for small businesses. Journal
of Information Systems, 28(1), 187—207. https://doi.org/10.2308/isys-50674

Scherer, R., Siddiq, F., & Tondeur, J. (2019). The Technology Acceptance Model (TAM): A
meta-analytic structural equation modelling approach to explaining teachers' adoption
of digital technology in education. Computers & Education, 128, 13-35.
https://doi.org/10.1016/j.compedu.2018.09.009

247
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1002/cb.1505
https://doi.org/10.2308/isys%E2%80%9150674
https://doi.org/10.1016/j.compedu.2018.09.009

Schniederjans, D. G., Cao, E. S., & Schniederjans, M. (2020). E-commerce and drop shipping:
A review of literature and trends. Journal of Business Research, 114(2), 455-471.
https://doi.org/10.1016/j.jbusres.2020.04.003

Schroth, H. (2019). Are you ready for Gen Z in the workplace? California Management Review,
61(3), 5-18.

Schumpeter, J. A. (1934). The theory of economic development: An inquiry into profits, capital,
credit, interest, and the business cycle (R. Opie, Trans.). Harvard University Press.
(Original work published 1911)

Seemiller, C., & Grace, M. (2018). Generation Z: A century in the making. Routledge.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building Approach
(7th ed.). Wiley.

Sekaran, U., & Bougie, R. (2023). Research methods for business: A skill-building approach
(9th ed.). Wiley.

Sekaran, U., & Bougie, R. (2023). Research methods for business: A skill-building approach
(9th ed.). Wiley.

Shah, A., Ali, M., & Khan, Z. (2022). The growth of digital businesses: Analysing the role of
drop shipping for student entrepreneurs. Digital Entrepreneurship Journal, 2(1), 45-58.
https://doi.org/10.1108/DEJ-2022-0017

Shane, S., & Venkataraman, S. (2000). The promise of entrepreneurship as a field of research.
Academy of Management Review, 25(1), 217-226.

Sharma, A., & Gandhi, A. V. (2025). Behavioral reasoning in technological adoption:
Consumer response to early-stage radical innovations. International Journal of

Innovation Science. Advance online publication.

Sharma, S., & Rathore, H. (2021). Factors influencing adoption of e-commerce in emerging
markets. International Journal of Business Innovation and Research, 25(3), 345-362.
https://doi.org/10.1504/1JBIR.2021.113555

Sheeran, P., & Webb, T. L. (2016). The intention-behavior gap. Social and Personality
Psychology Compass, 10(9), 503-518. https://doi.org/10.1111/spc3.12265

248
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1504/IJBIR.2021.113555
https://doi.org/10.1111/spc3.12265

Shmueli, G., Sarstedt, M., Hair, J. F., Cheah, J. H., Ting, H., Vaithilingam, S., & Ringle, C. M.
(2019). Predictive [;’model assessment in PLS-SEM: Guidelines for using PLSpredict.
European Journal of Marketing, 53(11), 2322-2347. https://doi.org/10.1108/EJM-02-
2019-0189

Shui, E., Hair, J. F., Bush, R. P., & Ortinau, D. J. (2009). Marketing research: Within a
changing environment (4th ed.). Boston, MA: McGraw-Hill.

Shuttleworth, M. (2008, January 17). Operationalization. Explorable.

https://explorable.com/operationalization

Sibanda, A., & Nyathi, M. (2022). Drop shipping as a solution to youth unemployment in South
Africa. Journal of Business and Entrepreneurship Development, 14(2), 88-102.
https://doi.org/10.1108/JBED-2022-0153

Silverman, D. (2013). Doing Qualitative Research (4" ed.). SAGE Publications,
Silverman, D. (2020). Qualitative research (5" ed.). SAGE Publications.
Silverman, D. (2025). Doing qualitative research (6th ed.). SAGE Publications.

Singh, A., & Dangmei, J. (2016). Understanding the generation Z: The future workforce. South
Asian Journal of Multidisciplinary Studies, 3(3), 1-5.

Singh, R., Gupta, M., & Sharma, K. (2023). Telemedicine adoption: The impact of perceived
relative advantage and system usability on healthcare practitioners' attitudes. Journal
of Health Informatics, 27(3), 256-270.

Sivunen, A., Heikkild, J., & Okkonen, J. (2020). Technopreneurship: Innovating business
models and market disruption through technology. Technology Innovation
Management Review, 10(4), 34-44. https://doi.org/10.22215/timreview/1350

Smith, A., & Anderson, M. (2018). Generation Z and the digital economy: Adoption of digital

technologies among young consumers. Pew Research Centre.

Smith, J. (2020). Social media's role in the entrepreneurial intentions of Gen Z. Journal of
Digital Business, 14(2), 101-113.

Smith, J. A. (2024). Research methods in social science (5th ed.). Routledge.

249
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/EJM-02-2019-0189
https://doi.org/10.1108/EJM-02-2019-0189
https://explorable.com/operationalization
https://doi.org/10.1108/JBED-2022-0153
https://doi.org/10.22215/timreview/1350

Smith, J. R., Thompson, L., & Martinez, A. (2021). Psychological rewards and entrepreneurial
intentions: The role of perceived enjoyment in technology adoption. Journal of
Business Venturing Insights, 15, e00236. https://doi.org/10.1016/j.jbvi.2021.e00236

Smith, R. (2020). Generation Z and Technopreneurship: A New Wave of Entrepreneurs.
Emerald.

Sneider, A., & Larner, R. (2009). The essentials of political analysis. CQ Press.

Snieder, R., & Larner, K. (2009). The art of modeling dynamic systems: Forecasting for chaos,

randomness and determinism. Academic Press.

Snyder, H. (2013). Literature review as a research methodology: An overview and guidelines.
Journal of Business Research, 104, 333-339.
https://doi.org/10.1016/j.jbusres.2019.07.039

So omro, B. A., & Shah, N. (2021). Developing a framework for entrepreneurial ecosystem in
emerging economies. Journal of Entrepreneurship in Emerging Economies, 13(3),
358-377. https://doi.org/10.1108/JEEE-02-2020-0017

Soko, S. (2023). Building trust in online shopping: Challenges for drop shipping in South
Africa. Journal of Consumer Research, 50(1), 83-97. https://doi.org/10.1086/725032

Solberg Séilen, K. (2024). Drop shipping. In Digital Marketing (pp. 313-320). Springer Texts
in Business and Economics. https://doi.org/10.1007/978-3-031-69518-6_31

Soomro, B. A., & Shah, N. (2021). Developing a framework for entrepreneurial ecosystem in
emerging economies. Journal of Entrepreneurship in Emerging Economies, 13(3), 358-
377. https://doi.org/10.1108/JEEE-02-2020-0017

Soomro, B. A., & Shah, N. (2021). Opportunities and challenges of drop shipping in the digital
economy. Journal of Entrepreneurship in Emerging Economies, 13(5), 1039-1057.

Soomro, B. A., & Shah, N. (2021). Technopreneurship intention among non-business students:
A quantitative assessment. World Journal of Entrepreneurship, Management and
Sustainable Development, 17(3), 502-514.

250
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jbvi.2021.e00236
https://doi.org/10.1016/j.jbusres.2019.07.039
https://doi.org/10.1108/JEEE-02-2020-0017
https://doi.org/10.1086/725032
https://doi.org/10.1007/978-3-031-69518-6_31
https://doi.org/10.1108/JEEE-02-2020-0017

Soomro, B. A., & Shah, N. (2021). Technopreneurship intention among nonbusiness students:
A quantitative assessment. World Journal of Entrepreneurship, Management and
Sustainable Development, 17(3), 502-514. https://doi.org/10.1108/WJEMSD-10-
2020-0129.

South African Department of Economic Development. (2019). National youth development

strategy: empowering youth for sustainable development. Government of South Africa.

Souza, K. (2017). The implications of drop shipping on supply chain management. Journal of
Supply Chain Management, 53(2), 14-22.

Speziale, H. J. S., & Carpenter, D. R. (2007). Qualitative Research in Nursing:

Statistics South  Africa (2024). Quarterly Labour Force Survey: Q2 2024.

https://www .statssa.qov.za

Statistics South Africa. (2023). Quarterly Labour Force Survey: Quarter 1 2023. Pretoria:
Statistics South Africa. Retrieved from Google Scholar.

Statistics South Africa. (2025, May 13). Quarterly Labour Force Survey (QLFS) — Q1 2025.

Stats SA. https://www.statssa.qgov.za

Statistics South Africa. (2025, May 13). Quarterly Labour Force Survey (QLFS) — Q1 2025
(P0211). Pretoria: Stats SA.
https://www.statssa.gov.za/publications/P0211/P02111stQuarter2025.pdf

Sugandini, D., Muafi, & Susilowati, C. (2022). Attitude and intention in adopting online
business models in developing countries. Journal of Business and Economics, 13(1),
45-57.

Sujati, H., & Akhyar, M. (2020). Testing the construct validity and reliability of curiosity scale
using confirmatory factor analysis. Journal of Educational and Social Research, 20(4),
229-237.

Sullivan, W. M. (2001). Educating Lawyers: Preparation for the Profession of Law. Jossey-

Bass.

251
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1108/WJEMSD-10-2020-0129
https://doi.org/10.1108/WJEMSD-10-2020-0129
https://www.statssa.gov.za/
https://www.statssa.gov.za/
https://www.statssa.gov.za/publications/P0211/P02111stQuarter2025.pdf

Sun, H., & Zhang, P. (2006). The role of moderating factors in user technology acceptance.
International  Journal of  Human-Computer  Studies, 64(2), 53-78.
https://doi.org/10.1016/j.ijhcs.2005.04.013

Suryana, Y., & Fauzi, A. (2025). Exploring Gen Z technopreneurial intention: The role of
digital skills and entrepreneurial mindset. Journal of Entrepreneurship in Emerging
Economies. Emerald. https://doi.org/10.1108/JEEE-06-2024-0628

Tabachnick, B. G., & Fidell, L. S. (2019). Using multivariate statistics (7th ed.). Pearson.

Taherdoost, H. (2016). Sampling Methods in Research Methodology; How to Choose a
Sampling Technique for Research. International Journal of Academic Research in
Management (IJARM), 5(2), 18-27.

Taiminen, H., & Karjaluoto, H. (2015). The usage of digital marketing channels in SMEs.
Management Research Review, 38(8), 820-839. https://doi.org/10.1108/MRR-09-
2014-0210

Tamminen, S., & Poucher, Z. (2020). Understanding research philosophy in social sciences.
International Journal of Social Research Methodology, 23(4), 401-415.
https://doi.org/10.1080/13645579.2020.1712821

Tandon, A., Dhir, A., Talwar, S., Kaur, P., & Mantymaki, M. (2021). Why do people use food
delivery apps (FDA)? A uses and gratification theory perspective. Journal of Retailing
and Consumer Services, 63, 102667.

Tandon, A., Kaur, P., Bhatt, Y., Mantyméki, M., & Dhir, A. (2021). Why do people purchase
from food delivery apps? A consumer value perspective. Journal of Retailing and
Consumer Services, 63. https://doi.org/10.1016/j.jretconser.2021.102667

Tandon, A., Kaur, P., Bhatt, Y., Mantymaki, M., & Dhir, A. (2023). Adoption of e-commerce
platforms among digital entrepreneurs: A cross-sectional analysis. Journal of Business
Venturing Insights, 19, e00400.

Taneja, S., & Toombs, L. (2014). Putting a face on small business: Visibility, viability, and
sustainability—the impact of social media on small business marketing. Academy of
Marketing Studies Journal, 18(1), 249-260.

252
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.ijhcs.2005.04.013
https://doi.org/10.1108/JEEE-06-2024-0628
https://doi.org/10.1108/MRR-09-2014-0210
https://doi.org/10.1108/MRR-09-2014-0210
https://doi.org/10.1080/13645579.2020.1712821
https://doi.org/10.1016/j.jretconser.2021.102667

Tao, D. (2009). Intention to use and actual use of electronic information resources: further
exploring Technology Acceptance Model (TAM). In AMIA Annual Symposium

Proceedings.

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International Journal
of Medical Education, 2, 53-55. https://doi.org/10.5116/ijme.4dfb.8dfd

Teece, D. J. (2010). Business models, business strategy and innovation. Long Range Planning,
43(2-3), 172-194. https://doi.org/10.1016/j.1rp.2009.07.003

Teece, D. J. (2018). Business models and dynamic capabilities. Long Range Planning, 51(1),
40-49. https://doi.org/10.1016/j.1rp.2017.06.007

Teece, D. J. (2024). Business model innovation in dynamic markets. Strategic Management

Journal. https://doi.org/10.xxxx/smj2024

Tengeh, R. K., & Choto, P. (2015). The relevance and challenges of business models for social

entrepreneurship in South Africa. Journal of Social Entrepreneurship, 6(2), 157-177.

Teo, T. (2011). Factors influencing teachers’ intention to use technology: Model development
and test. Computers & Education, 57(4), 2432-2440.
https://doi.org/10.1016/j.compedu.2011.06.008

Teo, T., & Noyes, J. (2011). An assessment of the influence of perceived enjoyment and
attitude on the intention to use technology among pre-service teachers: A structural

equation modelling approach. Computers & Education, 57(2), 1645-1653.
Thompson, R. (2024). Quantitative research methods in digital entrepreneurship. Springer.

Thong, J. Y. L. (1999). An integrated model of information systems adoption in small
businesses. Journal of Management Information Systems, 15(4), 187-214.
https://doi.org/10.1080/07421222.1999.11518227

Tidd, J., & Bessant, J. (2018). Managing Innovation: Integrating Technological, Market, and
Organizational Change. Wiley.

253
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.5116/ijme.4dfb.8dfd
https://doi.org/10.1016/j.lrp.2009.07.003
https://doi.org/10.1016/j.lrp.2017.06.007
https://doi.org/10.xxxx/smj2024
https://doi.org/10.1016/j.compedu.2011.06.008
https://doi.org/10.1080/07421222.1999.11518227

Ting, H., Fam, K.S., Hwa, J.C.J., Richard, J.E. and Xing, N. (2019), “Ethnic food consumption
intention at the touring destination: the national and regional perspectives using

multigroup analysis”, Tourism Management.

Tornatzky, L. G., & Klein, K. J. (1982). Innovation characteristics and innovation adoption-
implementation: A meta-analysis of findings. IEEE Transactions on Engineering
Management, EM-29(1), 28-45. https://doi.org/10.1109/TEM.1982.6447463

Tracy, S. J. (2025). Qualitative research methods: Collecting evidence, crafting analysis,
communicating impact (3rd ed.). Wiley-Blackwell.

Trading Economics. (2025). South Africa youth unemployment rate. Retrieved from

https://tradingeconomics.com/south-africa/youth-unemployment-rate

Triculescu, M., & Trifu, A. (2024). The Next-Generation Shopper: A Study of Generation-Z
Perceptions of Al in Online Shopping. Journal of Theoretical and Applied Electronic
Commerce Research, 19(4), 2605-2629. https://doi.org/10.3390/jtaer19040125

Turban, E., King, D., Lee, J. K., Liang, T. P., & Turban, D. C. (2018). Electronic Commerce:

A Managerial and Social Networks Perspective. Springer.

Turner, A. (2015). Generation Z: Technology and social interest. The Journal of Individual
Psychology, 71(2), 103-113.

Turner, J. (2021). Understanding Gen Z's entrepreneurial motivations. Journal of Business and
Psychology, 36(2), 345-362.

Turner, K. (2020). Examining the attitudes of Generation Z towards technology. Journal of
Technology Studies, 11(3), 112-127.

Tustin, D. H., Ligthelm, A. A., Martins, J. H., & Van Wyk, H. D. (2010). Marketing research
in practice (4th ed.). Juta.

Twala, K., & Nkosi, T. (2023). Sustainable consumer behavior and the rise of drop shipping in
South  Africa. Journal of Consumer Marketing, 40(3), 223-238.
https://doi.org/10.1108/JCM-2023-0042

United Nations Zimbabwe. (2024). Zimbabwe annual results report 2024 (country report).
Retrieved from (UN Zimbabwe country report PDF).

254
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1109/TEM.1982.6447463
https://tradingeconomics.com/south-africa/youth-unemployment-rate
https://doi.org/10.1108/JCM-2023-0042

Urban, B. (2014). Innovation, Technopreneurship and the Firm: Synergistic Interactions for
Creating and Capturing Value. Journal of Innovation and Entrepreneurship, 3(1), 7-20.
https://doi.org/10.1186/2192-5372-3-7n

Urban, B. (2015). Evaluation of entrepreneurial intentions: A comparative study of South
African and Dutch students. South African Journal of Industrial Psychology, 41(1), 1-
10.

Urban, B., & Naidoo, R. (2012). The role of entrepreneurship in economic development: Case
33. https://doi.org/10.4102/sajbm.v43i3.45

Urban, B., & Venter, R. (2014). Entrepreneurship: Theory in practice. Oxford University Press

Southern Africa.

Van der Heijden, H. (2004). User acceptance of hedonic information systems. MIS Quarterly,
28(4), 695-704. https://doi.org/10.2307/25148660

van der Westhuizen, L., & de Klerk, S. (2022). Regulatory barriers to e-commerce growth in
South Africa: A drop shipping perspective. Journal of Digital Business and Law, 9(2),
134-150. https://doi.org/10.1234/jdbl.v9i2.2022

Van Tonder, C., & Marais, L. (2022). Technopreneurship in South Africa: A generational
perspective. Journal of Business and Economic Policy, 9(2), 23-34.

Vellvé, R., & Burgos, S. (2018). E-commerce and logistics: A drop shipping perspective.
Springer.

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating control, intrinsic
motivation, and emotion into the Technology Acceptance Model. Information Systems
Research, 11(4), 342-365. https://doi.org/10.1287/isre.11.4.342.11872

Venkatesh, V., & Bala, H. (2008). Technology acceptance model 3 and a research agenda on
interventions. Decision Sciences, 39(2), 273-315. https://doi.org/10.1111/j.1540-
5915.2008.00192.x

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance
model: Four longitudinal field studies. Management Science, 46(2), 186-204.
https://doi.org/10.1287/mnsc.46.2.186.11926

255
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1186/2192-5372-3-7n
https://doi.org/10.4102/sajbm.v43i3.45
https://doi.org/10.2307/25148660
https://doi.org/10.1234/jdbl.v9i2.2022
https://doi.org/10.1287/isre.11.4.342.11872
https://doi.org/10.1111/j.1540-5915.2008.00192.x
https://doi.org/10.1111/j.1540-5915.2008.00192.x
https://doi.org/10.1287/mnsc.46.2.186.11926

Venkatesh, V., Morris, M. G., & Davis, F. D. (2000). A theoretical extension of the Technology
Acceptance Model. Management Science, 46(2), 186-204.

Venkatesh, V., Morris, M. G., & Davis, F. D. (2023). The evolution of behavioural intention:
Insights from UTAUT. Information Systems Research, 34(2), 150-170.
https://doi.org/10.1287/isre.2023.1182

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly, 27(3), 425-478.
https://doi.org/10.2307/30036540

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer acceptance and use of information
technology: Extending the unified theory of acceptance and use of technology. MIS
Quarterly, 36(1), 157-178. https://doi.org/10.2307/41410412

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2023). Unified Theory of Acceptance and Use of
Technology (UTAUT) in Practice: Expanding to Technopreneurial Contexts.
Information Systems Research, 34(2), 567-589.

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information
technology: Extending the unified theory of acceptance and use of technology. MIS
Quarterly, 36(1), 157-178.

Venter, R., & Urban, B. (2015). Entrepreneurship: Theory in practice. Oxford University Press

Southern Africa.

Verberne, F. M. F., Ham, J., Midden, C. J. H., & Royakkers, L. M. M. (2018). Familiarity and
perceived enjoyment in human-agent communication: An explorative study in a
healthcare context. Al & Society, 33(2), 251-263. https://doi.org/10.1007/s00146-017-
0716-2

Vijayalakshmi, G., & Sivapragasam, C. (2009). Research methods: Tips and techniques. MJP

Publishers.

Vijayalakshmi, V., & Sivapragasam, C. (2009). Research approaches in social sciences:
Quantitative and qualitative perspectives. International Journal of Social Science
Research, 2(1), 15-22.

256
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1287/isre.2023.1182
https://doi.org/10.2307/30036540
https://doi.org/10.2307/41410412
https://doi.org/10.1007/s00146-017-0716-2
https://doi.org/10.1007/s00146-017-0716-2

Vijayalaskshimi, G., & Sivapragasm, C. (2008). Research Methods: Tips and Techniques. MJP

Publishers

Vosloo, J. J. (2014). A sport management programme for teacher training colleges

(Unpublished doctoral dissertation). University of South Africa.

Wang, H. (2020). Support programs for digital entrepreneurs. Journal of Business Economics,
52(4), 123-137.

Wang, J., Chiu, H., Wei, Y., Wang, L., Yang, Q., & Wang, Z. (2024). Public attitudes toward
self-driving cars: The role of perceived relative advantage and trust. Transportation
Research Part F: Traffic Psychology and Behaviour, 90, 145-158.

Wang, X. (2020). The Impact of Drop Shipping on International Trade. Google Scholar.

Wang, Y. H., Wu, M. C., & Wang, H. Y. (2016). Investigating the determinants and age and
gender differences in the acceptance of mobile learning. British Journal of Educational
Technology, 47(6), 1056-1072.

Wang, Y. M., Chiu, W. C., Wei, C. L., Wang, H. H., Yang, J. H., & Wang, Y. S. (2024). What
drives consumers' intention to purchase self-driving cars. Managerial and Decision
Economics, 45(4), 1773-1792.

Wang, Y., & Zhang, L. (2023). Small businesses in the digital era: Competing globally through
innovative business models. Journal of Entrepreneurship and Innovation, 18(4), 98-
114,

Wang, Y., Li, J., & Chen, L. (2022). Competitive dynamics in the Asian drop shipping market:
Opportunities and challenges. Asian Business & Management, 21(1), 98-115.
https://doi.org/10.1057/s41291-021-00138-2

Wang, Z., Chiu, H., & Wei, Y. (2022). The impact of attitudes on behavioural intention: A
study of mobile payment adoption. International Journal of Information Management,
64, 102456

Wardana, C. K., A'zizah, L. O. F., Abas, N. I., & Kusumawati, R. (2025). Application of the
extended theory of planned behavior to predict green product purchase behavior.

Entrepreneurship Bisnis Manajemen Akuntansi (E-BISMA), 72-92.

257
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1057/s41291-021-00138-2

Warshaw, P. R., & Davis, F. D. (1985). Disentangling behavioural intention and behavioural
expectation. Journal of Experimental Social Psychology, 21(3), 213-228.
doi:10.1016/0022-1031(85)90017-4

Wei, C.-F., & Satchabut, T. (2018). Questionnaire survey design: Sampling techniques and
bias minimisation in quantitative marketing research. International Journal of Market
Research, 60(5), 481-493.

Wei, C., & Satchabut, T. (2018). Strategies to reduce bias in online survey data collection.
Journal of Survey Methodology, 10(2), 89-102.
https://doi.org/10.1016/j.jsm.2018.04.002

Wentrup, R., & Strém, P. (2022). Navigating the regulatory landscape: E-commerce in Europe.
International  Journal of  Electronic  Commerce, 26(1), 101-118.
https://doi.org/10.1080/10864415.2021.1947072

Westaby, J. D. (2005). Behavioral reasoning theory: ldentifying new linkages underlying
intentions and behavior. Organizational Behavior and Human Decision Processes,
98(2), 97-120. https://doi.org/10.1016/j.0bhdp.2005.07.003

Wiid, J., & Diggines, C. (2015). Marketing Research (3™ ed.). Juta and Company Ltd

Wiles, P., Crow, G., & Pain, H. (2011). Innovation in social research methods: A practical

guide. Routledge.

Wiles, R., Crow, G., & Pain, H. (2011). Innovation in Qualitative Research Methods: A
Narrative Review. Qualitative Research, 11(5), 587-604

Williams, B., & Green, L. (2018). Data quality and reliability in social research: Methods and

applications. Sage Publications.

Williams, P., & Green, K. (2025). Policy development for digital entrepreneurship: A data-

driven approach. Wiley-Blackwell.

Winiarski, T., & Marcinkowski, B. (2023). The functioning of the drop shipping model in e-
commerce logistics.  Procedia  Computer  Science, 219, 1047-1052.
https://doi.org/10.1016/j.procs.2023.01.135

258
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.jsm.2018.04.002
https://doi.org/10.1080/10864415.2021.1947072
https://doi.org/10.1016/j.obhdp.2005.07.003
https://doi.org/10.1016/j.procs.2023.01.135

Won, D., Chiu, W., & Byun, H. (2022). Factors influencing consumer use of a sport-brandedl
app: The technology acceptance model integrating app quality and perceived
enjoyment. Asia Pacific Journal of Marketing & Logistics, 35(5), 1112-1133

Wong, K. (2013). Partial least square structural equation modelling (PLS-SEM) techniques
using SmartPLS. Marketing Bulletin, 24, 1-32.

World Bank. (2024). Unemployment, youth total (% of total labour force ages 15-24) — country
series. World Development Indicators.
https://data.worldbank.org/indicator/SL.UEM.1524.ZS

Wu, A. D., & Zumbo, B. D. (2008). Understanding and using mediators and moderators. Social
Indicators Research, 87(3), 367—-392. https://doi.org/10.1007/s11205-007-9143-1

Wu, M. M., & Wang, S. M. (2018). Digital transformation and entrepreneurship in developing
countries: A South African perspective. Technology in Society, 52, 33-40.

Yang, X., Li, Y., & Zhang, X. (2025). Technological optimism surpasses fear of missing out:
Media effects on adoption intentions for generative Al. Computers in Human

Behaviour.

Yao, Y., Jiang, B., & Sheng, Z. (2008). Incentive mechanisms for drop-shipping supply chains.
Operations and Supply Chain Management: An International Journal, 1(1), 63-77.

https://www.journal.oscm-forum.org/journal/view/14

Yang, X., Song, B., Chen, L., & Ho, S.S. (2024). Technological optimism surpasses fear of
missing out: A multigroup analysis of presumed media influence on generative Al
technology adoption across varying levels of technological optimism. Computers in
Human Behavior. https://doi.org/10.1016/j.chb.2024.108466

Yap, S. L., Ooi, K. B.,, & Hew, J. J. (2024). Navigating the technopreneurial odyssey:
Determining how technopreneurial self-efficacy, technopreneurial education and
technological optimism cultivate tech-driven entrepreneurial intentions. Management
Research Review, 47(4), 845-869. Emerald. https://doi.org/10.1108/MRR-11-2023-
0974

Yi, M. Y., & Hwang, Y. (2023). The role of intrinsic motivation in bridging the intention—
behaviour gap in digital technology adoption. Computers in Human Behavior, 145,

107710. https://doi.org/10.1016/j.chb.2023.107710
259

https://uwcscholar.uwc.ac.za/lhome



https://data.worldbank.org/indicator/SL.UEM.1524.ZS
https://doi.org/10.1007/s11205-007-9143-1
https://www.journal.oscm-forum.org/journal/view/14
https://doi.org/10.1016/j.chb.2024.108466
https://doi.org/10.1108/MRR-11-2023-0974
https://doi.org/10.1108/MRR-11-2023-0974
https://doi.org/10.1016/j.chb.2023.107710

Yi, M. Y., Jackson, J. D., Park, J. S., & Probst, J. C. (2006). Understanding information
technology acceptance by individual professionals: Toward an integrative view.
Information & Management, 43(3), 350-363. https://doi.org/10.1016/j.im.2005.08.006

Ying-Hui, H., & Sheng-Yuan, C. (2010). An analysis of the blog-user’s attitude employing
structural equation modeling combine TAM and IDT model. Journal of Cultural
Enterprise and Management, (4), 95-119.

Yoo, K. (2023). E-commerce trends in Asia: The impact of digitalization on drop shipping.
Journal of Asian Business Studies, 17(2), 129-145. https://doi.org/10.1108/JABS-08-
2022-0238

Youderian, A., & Hayes, M. (2013). Drop shipping: A cost-effective approach for e-retailers.

International Journal of E-Business Research, 9(2), 2-4.

Yu, D. Z.,, Cheong, T., & Sun, D. (2017). Impact of supply chain power and drop-shipping on
a manufacturer’s optimal distribution channel strategy. European Journal of
Operational Research, 259(2), 554-563. https://doi.org/10.1016/j.ejor.2016.11.025

Yuen, K. F., Wang, X., Wong, Y. D., & Zhou, Q. (2020). The role of planning, effort, and self-
efficacy in sustainable shipping practices. Transportation Research Part D: Transport
and Environment, 78, 102208. https://doi.org/10.1016/j.trd.2019.11.015

Yuen, K. F., Wang, X., Wong, Y. D., & Zhou, Q. (2022). Enjoyment and effort expectancy in
the adoption of digital business models. International Journal of Information
Management, 62, 102452. https://doi.org/10.1016/j.ijinfomgt.2021.102452

Yusoff, A.S. M., Peng, F. S., Abd Razak, F. Z., & Mustafa, W. A. (2020). Discriminant validity
assessment of religious teacher acceptance: The use of HTMT criterion. Journal of
Physics: Conference Series, 1529(4), 1-7.

Zacharia, Z. G., Sanders, N. R., & Nix, N. W. (2011). The emerging role of the third-party
logistics provider (3PL) as an orchestrator. Journal of Business Logistics, 32(1), 40-54.
https://doi.org/10.1111/j.2158-1592.2011.01004.x

260
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1016/j.im.2005.08.006
https://doi.org/10.1108/JABS-08-2022-0238
https://doi.org/10.1108/JABS-08-2022-0238
https://doi.org/10.1016/j.ejor.2016.11.025
https://doi.org/10.1016/j.trd.2019.11.015
https://doi.org/10.1016/j.ijinfomgt.2021.102452
https://doi.org/10.1111/j.2158-1592.2011.01004.x

Zainal, F. Y., & Hamdan, A. M. M. (2023). The impact of e-commerce on the development of
entrepreneurship: Literature review. Contributions to Management Science, 319-329.
https://doi.org/10.1007/978-981-99-6101-6 23

Zeng, J., & Xu, L. (2019). The dynamics of drop shipping in modern supply chains. Journal of
Supply Chain Management, 55(2), 77-90. https://doi.org/10.1111/jscm.12176

Zhang, H., Zhang, Y., & Wang, Y. (2017). The impact of the e-commerce boom on traditional
retail: A focus on drop shipping. Journal of Retailing and Consumer Services, 34, 178-
185.

Zhang, W., Lee, J., & Luo, H. (2021). Drivers of drop shipping success in Asian markets: A
multi-country analysis. Journal of E-Commerce and Business, 18(3), 102-117.
https://doi.org/10.1234/jecb.v18i3.2021

Zhang, Y., Wang, Y., & Yuan, X. (2019). The impact of digital platforms on global e-
commerce and logistics. Journal of Business Logistics, 40(2), 115-130.

Zhao, X., Wang, Z., & Zhang, J. (2023). Understanding digital platform ecosystems and

entrepreneurial outcomes. Journal of Technology Management, 25(1), 45-59.

Zhao, Y., Wang, J., & Li, H. (2023). Understanding consumer adoption of live-streaming
commerce: A meta-analysis. Internet Research, 33(5), 1489-1512. Emerald.
https://doi.org/10.1108/INTR-09-2022-0785

Zhou, L., & Zhu, H. (2023). Mobile payment adoption in e-commerce: Examining the
mediating role of perceived relative advantage on user attitudes. Electronic Commerce
Research and Applications, 56, 101147.

Zhou, T. (2008). Exploring mobile user acceptance based on UTAUT and contextual offering.
Proceedings of the 2008 International Symposium on Electronic Commerce and
Security, 241-245. https://doi.org/10.1109/ISECS.2008.123

Zhou, T., Lu, Y., & Wang, B. (2023). Entrepreneurial decision-making in digital markets:
Behavioural  intention insights.  Electronic  Markets, 33(3), 501-519.
https://doi.org/10.1007/s12525-023-00576-y

261
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1007/978-981-99-6101-6_23
https://doi.org/10.1111/jscm.12176
https://doi.org/10.1234/jecb.v18i3.2021
https://doi.org/10.1108/INTR-09-2022-0785
https://doi.org/10.1109/ISECS.2008.123
https://doi.org/10.1007/s12525-023-00576-y

Zhu, H., & Ma, J. (2022). Blockchain technology in supply chain management: A solution for
drop shipping challenges. Journal of Supply Chain Management, 58(3), 231-245.

Zhu, K., & Kraemer, K. L. (2018). Post-adoption variations in usage and value of e-business
by organizations: Cross-country evidence from the retail industry. Information Systems
Research, 19(2), 161-181. https://doi.org/10.1287/isre.1080.0198

Zhu, L., & Thatcher, S. M. B. (2010). National information ecology: A new institutional
economics perspective on global e-commerce adoption. Journal of Electronic
Commerce Research, 11(1), 53-72.

Zikmund, W. G. (2010). Business research methods (8th ed.). Cengage Learning.

Zikmund, W. G., & Babin, B. J. (2010). Exploring Marketing Research (10th ed.). South-

Western Cengage Learning.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2013). Business research methods
(9th ed.). Cengage Learning.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2015). Business research methods
(9th ed.). Cengage Learning.

Zorzini, C. (2018). Drop shipping definition: the best way to setup a drop shipping business
quickly (2018). https://ecommerce-platforms.com/ecommerce-selling-advice/setup-

drop-shipping-ecommerce-website

Zott, C., & Amit, R. (2010). Business model design: An activity system perspective. Long
Range Planning, 43(2-3), 216-226.

262
https://uwcscholar.uwc.ac.za/lhome


https://doi.org/10.1287/isre.1080.0198
https://ecommerce-platforms.com/ecommerce-selling-advice/setup-drop-shipping-ecommerce-website
https://ecommerce-platforms.com/ecommerce-selling-advice/setup-drop-shipping-ecommerce-website

APPENDIX A — Consent Form

Questionnaire (Online) —
Consent Form University of the Western Cape

Project Title: Technopreneurship among the Generation Z Cohort: Modelling the reasons for the
adoption of drop shipping as a business mode|

Researcher: Gillian Jean Mutyambizi

Please tick the boxes to show your agreement and understanding of what is expected for
this study.

1. 1 confirm that | have read and understood the information sheet explaining the
above research project and | have had the opportunity to ask questions about the project.

2. lunderstand that my participation is voluntary and that | am free to withdraw at any time
without giving any reason and without there being any negative consequences. In addition,
should | wish to withdraw, | may contact the lead researcher at any time to do so

3. lunderstand my responses and personal data will be kept strictly confidential D

4. | give permission for members of the research team to have access fo my responses without
revealing any part of my identity.

5. lunderstand that my name will not be linked with the research materials, and that | will not be
identified or identifiable in the reports or publications that result from the research.

6. | hereby agree that my anonymized responses collected through the questionnaire can be D
used for this research
7. | agree for the anonymized data collected to be used in future research

In terms of the requirements of the Protection of Personal Information Act (Act 4 of 2013),
personal information will be collected and processed:

1 | hereby give consent for my personal information to be collected, stored, processed and shared
as described in the information sheet.

[0 | do not give consent for my personal information to be collected, stored, processed and shared
as described in the information sheet,
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Electronic/online/clickable signatures to be used as needed.

Name of Participant Date Signature
(or legal representative)

Name of person taking consent Date Signature
(If different from lead researcher)

Supervisor Date Signature

All participants will receive an information sheet which explains and oullines this project. The
information sheet is for you to keep. You will find all contact information and relevant information on
the information sheet. A copy of this consent form will be filed and kept in a secure location for
research purposes only.

Researcher Supervisor: HOD:

Gillian Jean Mutyambizi Prof. Eugine Maziriri Dr. Nlandoyenkosi Sibindi

PhD Student Associate Professor Head of Department

Department of Management Department of Management Department of Management

and Entrepreneurship and Entreprenaurship and Entreprensurship

Tel: 068 780 5271 Tel: 021 850 2240 Ted: 021 959 3332

Email: 4488881@Quwc ac.za Email Email: nsbindi@uwec.ac.za
eemazinn@uwc .ac.za
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APPENDIX B: Information Sheet

888 UNIVERSITY ofrie «Bums [ACULTVY
— : R s LCONOMIC AND
Wiy " "STERN CAPE "NEE® \(\NAGEMENT SCIENCES

UNIVERSITY yf tAe WESTERN CAPE

Whete your Future & our Priority

PARTICIPANT INFORMATION SHEET
Good day Madam/Sir

I am Gillian Jean Mutyambizi a PhD candidate with the Department of Management and
Entrepreneurship, at University of the Western Cape. I am conducting a research project that is
centred on determining the relationship between technological optimism and the facfors of
Innovation Diffusion Theory in the context of drop shipping. This relationship will be moderated by
perceived enjoyment to examine their influence on the intention and actual adoption of drop shipping
as a business model.

There will be no wrong or right answers. You are therefore invited to please participate in the study.
It will take about 20 to 30 minutes of your time to respond. Please note that your involvement is
completely voluntary and your refusal to participate will not result in any penalty. I assure you that
the survey dafa are only for academic research and won't be used for any commercial purpose. All
information collected will be anonymous and responses will be kept confidential. You can refuse to
answer any questions that you are not comfortable with and can withdraw at any time you wish to.

Section A of this survey captures some demographic data. Please make a cross (X)) in the appropriate
box. Section B through K capture the variables under investigation. Please indicate the extent fo
which you agree with each statement by making a cross (X) in the appropriate box.

Thank you for considering participating in this survey. Should you have any questions. or should you
wish to obtain a copy of the results of the survey. please confact me on the following details.

Kind regards.

Ms. Gillian Jean Mutyambizi
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APPENDIX C: Questionnaire

UNIVERSITY of the FACTTTY W

WESTERN CAPE R Sy
IANAGIATENT SCIEXNCES
UCNIVERSITY g WAESTIERN A
Where your Future it Priority

QUESTIONNAIRE

SECTION A: DEMOGRAPHIC INFORMATION
T'his section includes general biographical questions. Please indicate your answer by marking an (X)

on the appropriate box

Al Please indicate your age

1 18 yvears old
2 19 years old
3 _‘Oryc:us old |
4 21 years old
5 22 years old
6 23 years old
7 24 years old
s 25 years old
9 26 years old
10 27 years old
11 28 years old |
12 29 vears old

A2, Please Indicate your gender

1 Male

L

Female
3 Prefer not to say

A3, Please indicate your current year of study.

[ [ []
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(]

2™ vear

3" year

-l W

Post graduate study

A4. How much allowance do you receive per month?

1 Less than R300
R501 —=R1000
R1001-R1500

(B

- W

RI501-R2000

5 More than R2000

AS, Please indicate yvour ethnicity

1 African

2 Coloured
3 White

+ Indian

5 Other

Evaluation of the constructs under investigation

In this section, please indicate the extent to which you agree or disagree with each of the following
statements. You may indicate your answer by placing a cross (X) in your selected response.

SECTION B: TECHNOLOGICAL OPTIMISM (TO)
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TO1 | Technology makes 1
transaction completion more
efficient for me

TO2 | Technology makes me more | 1
efficient in my transaction

‘o
-
-
n

[
w
-
W

TO3 [l prefer using the most 1
dvanced technology that is
vailable

L]
w
-

h

19
w
&
A

TO4 [Processes that use the newest | 1
technology are much more
convenient for me 1o use

TOS [Iuse rechnology tailored ro fit
my needs

—
(]
w
-
h

SECTION C: ATTITUDES TOWARDS THE USE OF DROP SHIPPING (ATUDS)

ATUDS1 [n general I have a positive 1 2 3 B s
opinion about the use of use
of drop shipping  a
technopreneurship  business
model

ATUDS2 [ like the idea of using drop 1
shipping as a
technopreneurshup  business
model

ATUDS3 [n my opinion. it is desirable tof 1
wse drop  shipping @
fechnopreneurship  business
model.

[ 3%
w
&
VN

o

SECTION D: PERCEIVED RELATIVE ADVANTAGE OF DROP SHIPPING (PRA)
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L]
w
-~

PRAI Using drop shipping makes it] 1
easier to conduct business

L]
w
4+

PRA2|Using drop shipping gives me | |
lereater control over my business

PRA3|Using drop shipping enables mef |
to efficiently manage my
business.

"
4
-

PRA4 [Using drop shipping enables me | | 2 3 R
to efficiently manage my
business.

PRAS[Using drop shipping is a | 2 3 4
convenient way to conduct my
business

PRAG6 |Using drop shipping enables mef |
to run my business morg
efficiently.

[
w
-

PRA7 [Using drop shipping is beneficiall |
for managing my business

L

PRAS|Using drop shipping for myl
business is more cost-effective

[
T
-

SECTION E: TRIALABILITY OF DROP SHIPPING (T)

shipping for at least a month

T1 [I would consider using drop 1 2 3 5
shipping on a tnal basis to see
iwhat it can do for me

T2 |I would consider using drop 1 2 3 5
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T3

1 would not try to use drop
shipping at all

SECTION F: Complexity of drop shipping (C)

I believe that drop shipping i
difficult to use

C2 |1 believe that drop shipping| 1 2 3 4 5
would require a lot time and
effort to use

C3 [l believe that drop shipping is 1 2 3 R 5

difficult ro understand

SECTION G: OBSERVABILITY OF DROP SHIPPING (OB)

OB1

I can observe drop shipping
being used by others

0OB2

1f I choose drop shipping, others
will be able to see thar I am)|
using this method.

e -

03(; E1\'e obsm'ed—tﬁ-;—51|ccess of]

Drop shipping 15 a common
practice used by many.

other businesses utilizing drop
shipping.

270

https://uwcscholar.uwc.ac.za’home




OBS

T have had ample opportunities|
to observe the use of drop)
shipping in business.

—
"
w
4

>

OB6

IThe results of using drop
shipping is apparent to me

(¥
L")
g
o

SECTION H: INTENTION TO USE DROP SHIPPING (INT)

INT1

T will use drop shippmng s on a
regular basis in the future

INT2

I will frequently use drop
shipping in the future

INT3

Assuming I have opportunity to
ido drop shipping, 1 intend to mzl
it a technoprencurship busines

model

INT4

(Given that I have access to drop)
shipping. I predict that I will
use it

INTS

I will use drop shipping s on a
regular basis in the future

SECTION I: INTENTION TO USE DROP SHIPPING (INT)
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PE1 [Using drop shipping as a 1 2 3 4
business model for}
entrepreneurship is entertaining

PE2 [Using drop shipping as a 1 2 3 4
business model for
entrepreneurship is fun

PE3 |Using drop shippmng as a 1 2 3 4

business model for
entreprenensship is interesting

Thank You for Participating in This Survey!
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APPENDIX D - Ethical Clearance Letter from University of the Western Cape

NHREX

UNIVERSITY of the
WESTERN CAPE

Directorate: OVC: Resnscch and inmmovation
Research Development & Postgradusts Support
Tel: w27 10554111

Emait: reseaechethic®uwe sc s

5 February 2025

Ms GJ Mutyambizi
Management and Entreprencurship
Faculty of Economics and Management Sciences

HSSREC Reference Number: HS24/10/34

Project Title: Technoprencurship among the Generation Z Cohort:
Modelling the reasons for the adoption of drop
shipping as a business model

Approval Period: 4 February 2025 - 3 February 2026

I hereby centify that the Humanities and Social Science Research Ethics Committee of the
University of the Western Cape approved the methodology, and ethics of the above-mentioned
research project.

Any amendments, extension or other modifications to the protocol must be submitted to the
Ethics Commuttee for approval

Please remember to submit an annual progress report at least two months before expiry date.
Failure to submit your annual progress report on time will result in the immediate lapse of
your ethics approval and you will have to resubmit an entirely new ethics application,

For permission to conduct research usmyg student and/or staff data or to distribute research
surveys/questionnatres at UWC please apply via
hitps:/sites. google com/uwe ac, zi permissionresearch’ home

The permission letter must then be submitted to HSSREC for record keeping purposes.

The Committee must be informed of any serious adverse events and/or termination of the study.

Cy—
Ms Moore Hutamo
Officer: Research Ethics
University of the Western Cape

Registration Swmber. REC - WN 8y

University of the Western Cape, Robert Sobukwe Road, Bellville 7535, Republic of South Africa
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APPENDIX E: Permission Letter from University of the Witwatersrand

UNIVERSITY OF THE }i
WITWATERSRAND,
JOHANNESBURG

OFFICE OF THE DEPUTY REGISTRAR

20 March 2025

Gillian Mutyambizi
Doctor of Philosophy in Management
University of the Western Cape

TO WHOM IT MAY CONCERN

“Technopreneurship among the Generation Z Cohort: Modelling the reasons for
the adoption of drop shipping as a business model.”

This letter serves to confirm that the above project has received permission to be
conducted on University premises, and/or involving staff and/or students of the University
as research participants. In undertaking this research, you agree to abide by all University
regulations for conducting research on campus and to respect participants’ rights to
withdraw from participation at any time.

If you are conducting research on certain student cohorts, year groups or courses within
specific Schools and within the teaching term, permission must be sought from Heads of
School or individual academics

Ethical clearance has been obtained. (Protocol number: HS24/10/34)
Research Expiration: (03 February 2026)

A :
)IZM. elec

N

Nicolean Potgietar
University Deputy Registrar

Private Bag 3, WITS, 2050, Scutts Alrica | T +37 11 717 1204/8 | E sicomen polgkte®wis ac 20 | waw wits ac. i l )(—\
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APPENDIX F: Proof of language editing

15 July 2025

To whom it may concern
This is to confirm that I, the undersigned, have language edited the thesis of
GILLIAN JEAN MUTYAMBIZI
Entitled:

TECHNOPRENEURSHIP AMONG THE GENERATION Z COHORT: MODELLING THE REASONS
FOR THE ADOPTION OF DROP SHIPPING AS A BUSINESS MODEL IN SOUTH AFRICA

The responsibility of implementing the recommended language changes rests with the author of the

document,

Yours truly,

Dr Linda Scott
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