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Abstract 

Online shopping businesses generally provide delivery services to their clients. Online delivery 

service is a mechanism in which consumers buy products electronically and the products are 

delivered to the consumer-provided location. Online delivery service is becoming increasingly 

popular and has been regarded as an effective model of today’s internet transaction in many 

countries. South Africa is one of the most developed countries in Africa with easy internet 

accessibility, but the rate of online delivery service in the township is very low as compared to 

the suburban area due to lack of knowledge and resistance to change. The study aimed to 

examine the factors that contribute to the use of online delivery services in the township, a 

research study of Khayelitsha township. The study was measuring the customer’s perception 

of online delivery service. 

The study adopted the Technology Acceptance Model, also known as TAM, to lay the 

conceptual foundation for investigating how the adoption of the online delivery service is 

perceived or understood in the township. A quantitative approach was used in the research, and 

data had been gathered from participants with internet access using a questionnaire survey. 

These questionnaires were examined by using statistical packages for the social sciences 

(SPSS) and Cronbach's Alpha to assess reliability. 

The experiments were used to highlight what factors influence consumer’s perceptions of 

online delivery services in Khayelitsha township. The findings revealed that social norms, 

perceived usefulness, and visibility are significant factors in the adoption of online delivery 

services, perceived risk and perceived ease of use are not significant because their sig. value 

from the coefficient table is more than 0.05. Thus, the study recommended raising community 

awareness, providing local language support, creating user-friendly platforms, and providing 

affordable and accessible services are some of the approaches to improve the use of online 

delivery services in the township. Lastly, the study emphasizes the importance of online 

delivery services and has provided business owners with a deeper understanding of their 

customers, which could help to increase online purchases in the township that can ultimately 

increase business profits and revenues.  

 

 

 

 Key words: TAM, Online delivery service, social influence, Perceived risk and Township. 
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Chapter 1: Introduction 

1.1 Introduction  

The online delivery services are growing in popularity in South Africa (SA). However, because 

of specific risks and logistics linked with online delivery service many consumers continue to 

avoid doing so. In the context of retail e-commerce, online delivery refers to e-retailers using 

the in-house logistics department along with an external logistics provider in delivering the 

items ordered to the customer's preferred location (Punakivi and Saranen, 2001; Rutter and 

Southerton, 2000; Asdemir et al., 2009). The delivery service is an important step in the 

customer's online purchasing process (Rao et al., 2011; de Koster, 2003). The effectiveness of 

an e-commerce retailer's shipping may have significant effects on its client base and how they 

perceive the company.  

This study investigated a township’s adoption of online delivery services. Customers now have 

more chances to shop at their convenient location due to online delivery services. There are 

numerous benefits to using an online delivery service, including time savings, global product 

accessibility and comparability, convenience, and the ability to shop anywhere, anytime (Al-

Debei & Zhou, Dai & Zhang, 2007; Shahzad, 2015; Akroush & Ashouri, 2015). Consumers 

may look through an online catalog for products from a different country or continent-wide 

from the convenience of their own residences or places of employment, and the products will 

be delivered to their door through e-logistics. The online delivery service could contribute to 

economic progress by increasing demand, expanding consumption, and promoting 

employment. South Africa has encountered several challenges as a developing country, 

including poverty and limited growth in the economy. Online delivery services, according to 

Behravesh Rasouli and Farhad (2019), have the potential to contribute to economic growth by 

creating more revenue. Therefore, learning about the factors that influence online delivery 

service in South African townships is critical considering that the townships are affected by 

poverty. The online delivery services can assist with job creation for people interested in being 

delivery drivers. Technology has been essential in modernizing the processes for online 

delivery services. Due to their dependence on technology, consumers now perform a variety of 

tasks online, including ordering goods to be delivered right to their doorstep with a single click 

on a mobile device. Today, practically everyone chooses to use online delivery services, from 

active employees to idling students. The primary factor contributing to the acceptance of 

internet delivery services today is convenience. Companies compete to provide service in the 
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shortest amount of time to attract more consumer attention, which increases consumers' 

reliance on online delivery services. Businesses can use technology to ensure that every aspect 

of the consumer journey runs smoothly, intuitively, and efficiently. This is accomplished by 

incorporating quick and efficient methods of online transaction payments. Thus, the online 

service delivery sometimes is not free rather at an expense. But the advantages are beneficial 

to both business organizations and consumers. However, the customer’s perception of using 

the online service delivery was taken into consideration and Khayelitsha township was our 

focus of study.  

Consumer technology adoption is the decision people make about how they utilize technology 

(Louho, Kalliojaand and Oittinen, 2006). The adoption of modern technology from potential 

consumers may influence the success of information technology initiatives. User adoption is 

required for all information technology initiatives to succeed, whether necessary or elective. 

Thus, in this study, we will look at the factors which may influence the success for online 

delivery services in the township.       

This dissertation begins with an overview to the topic of study concerning factors influencing 

online delivery service adoption, followed by a brief review of the historical context to the 

research challenges, issue of research, which involves goals and objectives. The literature 

review and historical context will be discussed next, research design and methodology and 

lastly ethics are discussed. 

1.2 Background on the research problem 

According to web usage data, the continent of Africa saw the greatest increase in usage, up 

13.20% from 2000 to 2022 (Makhitha & Ngobeni, 2022). This rise in usage in Africa expands 

the market for internet technology such as online delivery service. The low cost of internet 

connectivity in South Africa enables a growing number of people to gain accessibility to the 

web and access online services such as online delivery. The amount of money spent on internet 

delivery service is increasing worldwide, data shows that it makes a significant contribution 

for the Southern African economy (Nhlapo & Makhitha, 2021). Takealot, Superbalist, and 

other previously brick-and-mortar-only businesses like Makro and Woolworths are all common 

online merchants in South Africa. As stated by Wu and Shang (2017), there has been a rise in 

the number of companies offering online delivery services such as Takealot, Superbalist, and 

other food deliveries such as Mr D, Uber Eats, etc. This growing interest in e-commerce 

provides a reason for scholars to explore further and contribute to an improved awareness of 
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what factors are influencing the use of online delivery services in townships in a developing 

country such as South Africa. Adopting digital technologies has become one of the most 

significant indicators of future use of technology in a free environment, influencing whether 

technology succeeds or fails. Ab-Rahim, Oye and Iahad (2012) emphasized the significance of 

technology adoption within the literature, claiming that technology has little value even though 

consumers embrace it and utilize it. According to Li, Kishore, Parameswaran and (2015), TAM 

philosophy is still commonly employed to predict future technological adoption. The study’s 

conceived framework intends to strengthen the technology acceptance model by putting the 

theory to the test using the hypotheses that have been identified. In a voluntary adoption use 

scenario, individuals in South African townships were surveyed about their approval of online 

delivery services. South Africa is slowly transforming to adopt online delivery service, 

according to Kwarteng & Pilik (2016). With the expectation of future increases in sales volume, 

retailers through South Africa as well as around the world are on a mission to provide efficient 

services to their customers through online delivery service. However, some people still prefer 

traditional shopping locations to online delivery services (De Swardt & Wagner, 2008). To 

ensure that online store development meets the needs and expectations of individual 

consumers, online vendors and other stakeholders must first determine the factors that 

influence online delivery service adoption within the township. Thus, despite the benefits of 

online delivery service and its importance to society, this opportunity in the township is 

underutilized when compared to those living in the suburbs. In this study, we will look into the 

factors that influence the adoption for online service delivery within the township.   

1.3 Research Problem 

The Technology Acceptance Model (TAM) served as the theoretical lens for analyzing what 

factors influencing Khayelitsha township residents' adoption of online delivery services. The 

factors influencing the consumer adoption of delivery services that are online in South Africa 

are understudied and poorly understood, particularly among those living in townships. To fully 

understand the adoption and use of online delivery services, more research was conducted (Li 

& Huang, 2019). More research regarding the use for delivery services online was required, 

creating an opportunity for both current and future studies.  

Although research has been conducted on the use of delivery services offered online in 

developing countries, few studies on the adoption of online delivery services by consumers in 

townships have been discovered. As a result, this study helps to close the research gap in the 

use of online delivery services by people living in townships. According to Al-Debei and 
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Akroush (2015), most of the current research on online delivery service adoption has been 

conducted in developed countries, with few studies focusing on developing countries, 

including townships. Although the townships refer to geographical areas in which individuals 

live in South Africa, the above geographical designations have provided rise to the country's 

township culture. Thus, there is less study on adoption of online delivery service   that come 

across the township culture (Ashraf, et al, 2014). The research presented here helps to close 

this discrepancy by revealing the level of adoption of online delivery services among residents 

of South African townships, with Khayelitsha as a case study. 

1.4 Research Objectives & Questions  

1.4.1 Primary Research question  

The study questions were written in accordance with the study’s goals and objectives. 

● What factors influence consumers to adopt online delivery service in Khayelitsha? 

1.5 Research objectives 

This research aims to assess a model for residents in Khayelitsha townships to adopt online 

delivery service using the technology acceptance model (TAM) as a theoretical perspective. 

The research was carried out through the context of individual consumers in Khayelitsha 

townships voluntarily adopting online delivery service and below are the research objectives: 

● To identify various factors which can be used to assess the use for delivery services 

offered online in Khayelitsha townships.  

● To identify and describe the most efficient model to measuring the adoption for delivery 

services offered online in the Khayelitsha township. 

● To determine how relevant the factors are in assessing the adoption of delivery services 

offered online in Khayelitsha townships. 

● To make recommendations to further improve on online delivery service in Khayelitsha 

townships. 

1.6 Research sub-questions and alignment with objectives  

● What factors can be used for investigating the adoption of delivery services offered 

online in Khayelitsha townships? 

● What are the most appropriate models that can be used for investigation of delivery 

services offered online in Khayelitsha townships? 

● What factors are relevant to measure the delivery services offered online Khayelitsha 

townships? 
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● What are the recommendations that can be used to improve the delivery services offered 

online through consumer’s in Khayelitsha townships?  
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Chapter 2: Literature Review 

2.1 Preliminary Literature Review 

Online delivery is a digital process in which customers look for and purchase products or 

services using devices that are connected to the internet before they are delivered (Kloppers, 

Rudansky, 2014). The online delivery service is divided into five stages: the web page, the cart 

where items are bought, the billing process, fulfilment of orders, and delivery. According to 

Ameleh, Khadang Vazifehdust, and Esmaeilpour (2014), the online delivery service consists 

of several components, including navigation, information search, transactions, and customer 

interactions. According to Rudansky-Kloppers (2014), an online delivery service allows 

consumers to search for products and services from virtually anywhere around the world, order 

the products and services they want, select the method of shipping, and pay. Over the years, 

various researchers have conducted studies on online delivery service and some of their works 

will be discussed in this chapter.  

The rise of the Internet has resulted in a significant shift in the retail sector, with many 

customers turning to online delivery services (MacAlister et al., 2018). According to Weber 

and Badenhorst-Weiss (2016), the shift from traditional retailing to multi-channel retailing has 

increased customer preference for new shopping channel choices, such as online delivery 

services, as a means of making purchases. Hung and Cant (2017) define online delivery service 

as an optional channel through which customers can purchase items and services over the 

Internet whenever and wherever it is most beneficial to them. The Internet has a significant 

impact on people's shopping experiences, as well as their ability to access information and 

change consumer habits (Berg, 2016; Alamelu and Meena, 2015; Saleem et al., 2018). 

Globally, the amount of Internet consumers has grown dramatically, mostly due to the 

introduction of mobile devices with sophisticated Internet connectivity features (Phang, 2016). 

According to Kemp (2020), over 3.8 billion people worldwide actively use social networking 

sites, while over 4.5 billion individuals utilize the internet. According to Chigada and 

Hirschfelder (2017), 78% of Facebook users in South Africa access the social media site 

through their mobile devices. As a result, merchants ought to interact with their clientele via a 

range of digital marketing platforms that will profoundly influence the decisions made by 

consumers. Online delivery service has allowed consumers to purchase goods and services 

more quickly and easily, as well as to compare prices, thanks to their constant access to 

information (Dani, 2017). Retailers can use digital marketing in a variety of approaches to 

increase sales, change customer preferences, and advertise their products and services (Todor, 
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2016). Additionally, since consumers have a wide range of options when they shop online, 

merchants need to work hard to offer their clients a special service that will improve their online 

delivery service experience (Bilgihan et al., 2016). However, the purchasing process, 

information search, product presentation, and customer service differ from traditional shopping 

(MacAlister et al., 2018). According to MacAlister et al. (2018), grocery retailers have been 

more visible online, primarily drawing in Gen X, Millennial, and Gen Z customers. 

 

2.2 Overview of Online delivery service 

2.2.1 Online Delivery Services  

The following section will address five logistical factors: Delivery method, movement, time 

slot, and slot cost differential, often known as distribution prices and distribution cost. Every 

variable has two or more options, each of which will be thoroughly explained. Marchet et al. 

(2018) define several logistics variables that represent retailers, including delivery method, 

velocity, and time frame. Another described variable is the delivery fee. These variables are 

interesting to learn about how retailers maintain their competitiveness in the online delivery 

service.  

2.2.2 Delivery Method  

According to Marchet et al. (2018), the mode of delivery is an important logistical variable for 

the online channel because it is the final step in the payment process. Since the customer 

communicated with the retailer on the product required, such product must be delivered to the 

customer, and this makes the delivery method an important variable. Retailers consider several 

factors before deciding on a delivery method. The retailer and consumer's geographic location, 

local competition, and demography rank highest among the crucial factors. To determine the 

best delivery option, the level of vehicle accessibility within a specific location must be 

considered (Wollenburg et al., 2016a). There are several ways to deliver goods. Goods may be 

delivered indirectly, to a picking up location, or directly to the customer's home. According to 

Boyer et al. (2005), retailers may choose to fulfill orders in-store or using distribution centers. 

Goods are shipped to the customer's door via an online delivery system, which is viewed as a 

value-added service offered by retailers to meet customer expectations. Customers can cut 

down on how long it takes them to drive to the store and back by opting for the online delivery 

service option. According to Mehmood and Najmi (2017), online service delivery can be 

advantageous for customers who place large orders and need them delivered quickly. 
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The procedure for using the online delivery service as a shipping option can be difficult. First 

and foremost, an Omni-Channel (OC) needs to pick up the products that end users have ordered 

online. Secondly, it is necessary to cover the expenses associated with logistics of 

transportation (Wollenburg et al., 2016). Nonetheless, because they satisfy their customers, 

retailers who provide home delivery have an advantage over their competitors. Unattended 

home delivery and attended online service delivery are the two forms of home delivery. 

According to Wollenburg et al. (2016a), attending delivery to the home necessitates the 

customer's presence at home during a set period. In Europe, grocery stores primarily use it to 

deliver food to customers' doors. Despite its benefits, there may be challenges for customers 

and retailers alike. 

 

Customers are unable to leave their homes because they must wait during the order to be 

delivered at a specific time. Should the consumer fail to show up for the order's pickup, the 

truck returns to the store or warehouse. This forces the courier to return to the warehouse and 

a new time be rescheduled. The merchant then must arrange for a new delivery for the client. 

Especially, retailers aim to strike a balance between cost and customer satisfaction; 

transportation costs are reduced by using the truck's full capacity, and customers are satisfied 

when they receive the best possible customer care. According to Park and Regan (2004), one 

of the most significant barriers to home delivery is the fact that the recipient is not at home 

during the delivery. This implies that it is a failure if customers are not home when a package 

is delivered. Thus, customers are not satisfied, and operating expenses need to be paid. A 

possible approach is to provide unattended home delivery, which involves delivering goods to 

a customer's door while the customer is not present. This method of delivery is practical. 

According to Wollenburg et al. (2016b), unsupervised acceptance prevents tight time frames 

and capacity issues caused by fluctuations in demand throughout working hours. Furthermore, 

if a customer is not present, no additional charges for package redelivery will be incurred. 

Customers benefit from unattended home delivery due to the fact they are not required to wait 

for a package to arrive. However, some people are concerned about the security and 

confidentiality of unsupervised home deliveries, which includes package stealing or burglary. 

Unattended home delivery resolutions include reception boxes, distribution boxes, and shared 

welcome boxes. 

 

The idea of a shared reception box is applied when a customer retrieves the package from a 

different location. Retailers consider shared reception boxes to be unattended home deliveries 
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because they require the same arranging and expenses as a standard unsupervised delivery., 

even though they can be confused with Click and Collect (Click and Collect) deliveries 

(Wollenburg et al., 2016). Click and Collect delivery is an additional option. The term click 

and collect (C&C) refers to a system where consumers buy products online and pick them up 

at a designated location. This location may be a retailer store (in the store C&C), a drive-thru 

center included to a retailer store (which is included in C&C), a storage unit, or a post office 

(exclusive C&C) (Marchet et al., 2018). The following is the C&C process: the items that were 

ordered are packaged at a store or central storage facility. After that, the goods are picked up 

and delivered to the designated location. There are different types of C&C. Logistically 

speaking, since customers pay for the last mile of transportation, there are fewer transportation 

expenses (Wollenburg et al., 2018). For Omni-channel (OC) retailers looking to enter the 

market, C&C delivery option is an appropriate option because it saves them money by 

eliminating the need to invest in a separate location for pickup. According to Wollenburg et al. 

(2018), customers can pick up packages at a station inside the store. Customers, on the opposite 

hand, find this option inconvenient due to the amount of time required to drive and pick up the 

package. The corresponding C&C specifies a pick-up location that is not within a store but 

nearby to the retailer's store. It is a convenient choice because customers can easily fetch the 

packages. Furthermore, establishing an included C&C is less expensive than building a 

standalone C&C. According to Marchet et al. (2018), the drop-off location could be a storage 

facility or a postal office. According to Wollenburg et al. (2018), it could also be a warehouse. 

Shipping expenses can go up in a warehouse, but warehousing expenses like inventory and 

demand management can go down. 

 

2.2.3 Velocity  

The time it takes for a delivery to reach its recipient is known as velocity. and it depends on 

the kind of product the customer needs (Marchet et al., 2018). Reducing delivery cost and 

velocity while enhancing delivery security is a key goal that retailers set. Due to the high costs 

and complicated plan that must be created for the quick delivery to the customer, same-day 

delivery poses a logistical challenge. Customers have been observed to feel uneasy about 

paying for the same-day delivery service. Customers may have to pay for these services. For 

example, customers who frequently buy groceries online must pay for immediate delivery of 

services (Wollenburg et al., 2018). Moreover, immediate delivery requires a significant 

expense. Fast delivery typically means that the delivery vehicle departs the warehouse 
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immediately as the customer's order arrives and the package has been picked up. The cost of 

this method is high. Alternatively, vehicles may decide to hold out at the warehouse until 

additional customer orders come in. As a result, fewer trips from the warehouse to customers 

will be made by vehicles. This option can result in significant cost savings because it is 

predicated on predicting orders (Voccia et al., 2019). According to Wollenburg et al. (2018), 

delivery the following day provides more flexibility and is thus less expensive but equally 

complex as immediate delivery. 

This method of delivery does not always result in customer satisfaction. Customers expect 

packages to be delivered promptly because they placed orders for goods that need to be fresh 

and sensitive. According to Allen et al. (2017), the framework now includes more days: 

between 2 to 3 days, between 3 to 5 days, and more than 5 days. retailers can reduce emissions 

while using less transportation by planning productive delivery routes with order consolidation. 

As a result, even though customers must wait a while for their deliveries, air pollution is 

reduced. It is crucial to take Sweden's population into account. For example, since the vehicle 

makes only one trip for a greater number of customers and uses less fuel, customers who choose 

the same time slot and are in the same area pay less (Wollenburg et al., 2018). Additionally, 

Tesco, a major UK retailer, offered its customers a lower delivery charge in exchange for 

choosing flexible time frames. But to distinguish between time frames and improve their 

cooperation with the marketing division, retailers require specialized IT software (Marchet et 

al., 2018). 

 

2.2.4 Online delivery fee  

Retailers that value the cost of shipping can satisfy their customers by providing free delivery. 

Many retailers don't impose fees on orders that surpass a particular threshold for either money 

or merchandise. Huang & Cheng (2015) refer to this pricing strategy as Threshold Free 

Shipping (TFS). Retailers may, for instance, provide free delivery to customers who order over 

five products or products valued at more than a certain amount. In particular, the threshold 

value is indicated by a certain amount and maybe five items. However, customers will be 

charged a standard delivery fee if their purchase falls below the threshold amount. One benefit 

of TFS is the reality that it encourages customers to purchase more. Another benefit is that 

retailers can boost revenue significantly. One potential drawback of TFS is consumers might 

not be motivated to buy products. This is due to the eligibility requirements for free shipping 

(Huang et al., 2019). Additionally, retailers have the right to demand payment from customers 
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more than the actual cost of shipping. This isn't what retailers are doing to boost their earnings. 

According to Yao et al. (2012), retailers compensate for a product price reduction intended to 

assist them win business. 
 

2.2.5 Delivery Area  

Marchet al. (2018) states that the delivery area for online orders is another important logistics 

variable in an Omni-channel environment. It is classified into four types: regional, local, 

international, and national, depending on what kind of picking the place the business has. The 

resident delivery area, which is limited to 5 to 20 kilometers, is typically utilized in the food 

retail industry, where prompt delivery is essential (Marchet et al., 2018). Local grocery stores 

would benefit from this kind of delivery area because they typically deal with fresh goods like 

fruits and vegetables. According to Hübner et al. (2016a), these retailers frequently have short 

transportation distances. Local deliveries have increased since the percentage of Swedish food 

groceries purchased online reached 95% (Postnord, 2020). Retailers that use in-store 

fulfillment can lower their delivery costs by switching to a local delivery method (Myerson, 

2020). Also, retail stores that sell fresh goods can also benefit from regional delivery (Hübner 

et al., 2016b). By offering only local online delivery service, some retailers can reduce the cost 

of shipping by using regional fulfillment centers and stores. Businesses that operate multiple 

physical stores and use them as fulfillment centers. Companies that want to concentrate on a 

particular area or those with multiple brick-and-mortar locations and the ability to use those 

locations as fulfillment centers for nationwide deliveries can both employ this kind of strategy 

(Myerson, 2020). Food manufacturers and not food-related retailers with key warehouses, such 

as home electronics stores, frequently use national delivery service (Marchet et al., 2018). 

Retailers with central warehouses typically have longer transit routes (Hübner et al, 2016b). In 

2020, the online market for home electronics in Sweden grew by 43%, which resulted in an 

increase in national deliveries (Postnord, 2020). 

 

2.2.6 Challenges of online delivery Services  

Since online delivery is still relatively recent in developing countries such as South Africa, and 

consumers are unsure about it, retailers face numerous challenges. Because fragile products are 

perishable, their logistics are still more costly and complicated than those of other products, 

like clothing, electronics, computers, and media devices. But because it's convenient and time-

saving, a lot of customers already reap the rewards of online service delivery. To better 
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understand how consumers make the best decisions for themselves when shopping, the 

literature briefly discussed a few aspects related to how to make choices in an online delivery 

service. This is especially important when considering psychological factors like social 

influence, attitude, and above all personality traits that either influence or encourage consumers 

to make online delivery purchases. Furthermore, pertinent research highlights the importance 

of segmentation techniques like gender, age, and psychographic segmentation, all of which are 

crucial to the development of online delivery service. It is clear that online delivery services 

appeal to consumers (MacAlister et al., 2018), and retailers can no longer rely solely on 

traditional classification tools to determine and target an appropriate consumer. However, 

personality is one of the most important psychological and marketing characteristics for 

accurately predicting consumer tastes throughout the online context (Liu et al., 2019). 

Additional research on behaviour intentions theories was conducted in the literature, with a 

focus on psychographic segmentation using McCrae and Costa's five-factor traits theory 

(MacAlister et al., 2018). These characteristics reflect the most fundamental aspects of 

individual variations in attitudes, behaviour’s, and personalities (Novikova, 2013; Soto & 

Jackson, 2013; Gohary & Hanzee, 2014). The literature on online delivery services in South 

Africa is limited on the ground, particularly when it comes to the impact of personality traits. 

As a result, the study intends to fill that gap in the literature. The research design and 

methodological steps used to ascertain the associations between consumer personality traits 

and their propensity to make online grocery purchases are described in the following chapter. 

 

2.2.7 Benefit of Online delivery service 

Customers look for information on different options to fulfil their requirements and desires. 

Huyghe et al. (2016) claim that because a large range of product information is easily 

accessible, online data searches are less expensive. In line with this claim, Cai and Cude (2016) 

state that a large body of research shows the advantages of searching for delivery services 

online rather than in physical stores due to lower costs. Customers use their constant internet 

connections for reviewing feedback, shop online while in-store, compare prices and products, 

and search for products and services (Bilgihan et al., 2016). Customers can also use information 

to find products faster, making purchasing decisions easier and more effective (Huyghe et al., 

2016; Cai & Cude, 2016). According to Cai and Cude (2016), 94% of online shoppers conduct 

research before making a purchase, and 61% use search engines to find information when using 

an online delivery service. Furthermore, when the perceived risk of an item rises, customers 

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



 
 

13 
 

search for alternative brands more actively, according to Lamb et al. (2010:). However, the 

greater the product information a customer possesses, the less time they need to spend looking 

for information. 

 

2.3 Previous study on online delivery service 

In this section, the reviews were carried out on online delivery services presented by past 

researchers. According to the study by Chai et al., (2019), most customers now prefer online 

delivery services since it saves them time from having to physically visit the store and wait in 

long queues. There are more options accessible for various online shopping types, for example, 

you can purchase online then have it shipped or picked up. In addition to convenience, privacy, 

and safety, there are several more factors that affect how often people use online delivery 

services. According to empirical data from Chandrasekhar et al. (2019), consumers who are 

students or employees have been more likely to access online services. Online services are 

becoming more and more popular because of their dependability and effectiveness. The study's 

most important finding was that purchasing through online delivery services proved to be easier 

and more convenient, resulting in a more commonly utilized and adopted system. According 

to Das, J. (2018), the reasons why customers migrate to online delivery services are on-time 

delivery and greater pricing. His research has also revealed several additional elements that are 

attracting customers to online delivery services, including doorstep delivery, simplicity and 

convenience, loyalty programs, and cashbacks. In their investigations, Chai et al., (2019) show 

how technological advancements draw customers by giving them convenience by saving them 

time and effort. Discounts on services draw cost customers because the online delivery service 

platform offers transparency for selecting the finest available alternatives. Gawande, 

Pachaghare, and Deshmukh (2019) conducted a survey on consumers' perceptions of online 

delivery services in the city of Amravati, using a sample size of 150 consumers with an age 

range of 20 to 40 years. Online delivery service was just discovered in 2014, and since then, 

about 30 new ones have been developed to meet customer needs, but only 5 to 6 have been 

sustained. Customers between the ages of 20 and 25 are more likely to order online, and people 

in Amravati are more at ease using cash than any other digital platforms, according to research. 

According to Kotler and Keller (2016), the quality of a technology service contributes to a 

positive online delivery experience. Malhotra, Parasuraman, and Zeithaml, (2005) proposed 

the following electronic service quality constructs: effectiveness, fulfilment, system 

accessibility, security, responsiveness, payment, and contact. Kotler and Keller (2016), two 
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marketing and consumer behaviour researchers, acknowledge the fact that most shops are 

reluctant to take their consumers' impressions of electronic service delivery into account. If a 

company does not take a customer-centered approach, it will lose customers, have decreased 

sales and earnings, and eventually go out of business. 

There are few studies relating to online delivery service done in other countries such as Greece, 

Europe etc. Only few of such research is conducted in South Africa and trying to bridge this 

gap motivated why the studies attention is focused on adoption of online delivery services in 

the township. 

2.4 Reviews on adoption models 

The model that will be used, The Technology Acceptance Model (TAM), has become one of 

the most popular adoptions of technology theories among scholars (Lim & Ting, 2012). Davis 

(1989) developed it using the theory of rational decision-making, and it is made up of two key 

constructs: perceived ease of use and perceived usefulness (Gunawardena and 

Samaradiwakara, 2014). In their research work, Lim, and Ting (2012) noted that identifying 

major elements impacting person adoption and use of technology was a challenge within 

information technology management. Lim and Ting (2012) utilized the technology acceptance 

model (TAM) to evaluate and discuss the factors influencing customers' adoption of online 

delivery services. Although TAM has become one of the most popular technology adoption 

theories, it is inadequate, according to Lim and Ting (2012), because there is a wide range of 

research findings in various studies that focus on various consumers and technologies. They 

stated that because of customer cultural variations, a limited strategy focusing on research 

within a given country is crucial in the case of online delivery services, thus mitigating TAM’s 

flaws. Lim & Ting (2012) found that consumer attitude determines their adoption of online 

delivery service, utilizing TAM to be the theoretical foundation for the study. Their study, 

which focused on the relationship between perceived usefulness and perceived ease of use of 

online delivery service platforms, found that perceived usefulness and perceived ease of use of 

online delivery service platforms influence the opinions of customers toward adopting online 

delivery services. To investigate what factors are influencing the adoption of an online delivery 

service, Yen and Lian (2014) together use the unified theory of acceptance and use of 

technology (UTAUT) and innovation resistance hypothesis. The research goal was to discover 

what factors influence consumers’ use of online delivery services (Lian & Yen, 2014).  
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According to Li and Huang (2009), they combine the technology acceptance model (TAM) 

and theory of perceived risk (TPR) to investigate the relationships between the components of 

both theories and how they influence the online delivery services use adoption. According to 

Li and Huang's (2009) findings, there have been significant correlations among the concepts 

of both theories, with perceived risk having a negative impact on ease of use and perceived 

usefulness. Both perceived ease of use and perceived usefulness were discovered to have a 

beneficial effect on adoption of an online delivery service. In their study of factors influencing 

online delivery service adoption, McCole, Ramsey, and Williams (2009) utilized a conceptual 

framework based on the principle of reasoned action (TRA) (Ajzen & Fishbein, 1975) as well 

as modified it with an extra concept of trust, with perceived concerns about security and privacy 

as a moderating variable. The goal of McCole et al (2009) ’s study was to see if privacy and 

security issues have a moderating effect on trust in online delivery service. According to 

McCole et al. (2009), belief in a seller, trust on the internet, and trust in another party all have 

a beneficial influence on the adoption of online delivery services, and consumers' perceived 

feeling of security has a positive impact on technological reliability. Existing research on 

technology adoption have applied the TAM or a modified TAM in conjunction with perceived 

security, risk, and trust. Various empirical studies have improved and adapted the TAM model 

with risk, security, and trust being essential elements in e-commerce as they relate to payments, 

privacy, and delivery, according to Khalilzadeh et al (2017). According to Khalilzadeh (2017), 

perceived security influences trust in online delivery services significantly. Martins et al. 

(2014) used an adapted TAM that included perceived risk (perceived security) as well as trust 

factors in their investigation of individual customer acceptability of mobile banking. 

 

2.5 The Study theoretical Framework 

The study investigates factors influencing consumer adoption of online delivery services in 

Khayelitsha townships using the theoretical lenses of the adapted TAM theory and 

incorporating a sense of trust and security into the research model. The Technology Acceptance 

Model (TAM) has become one of the most widely used theories for studies on consumer 

adoption of information technology (Oliveira & Martins, 2011).  
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Chapter 3: Research Design & Methodology 

3.1 Chapter Introduction 

Chapter 3 introduces the study's framework, which serves as a roadmap for developing a 

method and design to address research questions while achieving research goals. Lewis, 

Saunders and Thornhill (2019) state that the research methodology addresses the structure of 

the research study. The research hypotheses and other significant elements of the methodology 

will be covered by this structure. According to Eric & Schliesser (2017), the research 

philosophy is a process of deconstructing the questions we pose, and the concepts used in the 

research study. This was covered in Chapter 3 of the research. This chapter also included a 

detailed timeline of milestones covered, outlining the various processes of the research study. 

The chapter describes the data gathering process for this study, as well as some key aspects of 

the research design. Finally, the chapter discusses ethical considerations. 

 

3.1.1 Technology Acceptance Model (TAM). 

When Martins et al. (2014) researched acceptability of biometric technologies, they updated 

TAM and introduced variables of trust and perceived security. According to previous research, 

TAM better explains user behavior toward the adoption of novel technology than any other 

model (Jang, Tsai, Zhu, & 2013). Samaradiwakara and Gunawardena (2014) observed that 

TAM represented an improved theory which may have been utilized to predict the adoption of 

technology after comparing several theories and frameworks. Previous research has 

demonstrated the significance of trust as well as perceived security in technology online 

adoption, hence Davis, (1989) modified TAM to add these two dimensions. Figure 1 represents 

the TAM framework presented by Davis, (1989). 
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Figure 1. Technology Acceptance Model (Davis, 1989) 

 

3.1.1.1 Perceived Risk (PR) 

The type and amount of risk which a consumer assesses when making a purchasing decision is 

known as perceived risk (Rich and Cox, 1964). A consumer considers the numerous risks 

associated with a product prior to purchasing it. Perceived and anticipated risks refer to 

different types of risks. According to research, consumers prefer to use online shopping to 

purchase items which require no physical inspection (Peterson et al., 1997). The higher the 

consumer's perceived risk of having a bad experience, the more likely they are to avoid 

purchasing it. Purchases of the goods may be made at a brick-and-mortar retailer. Tan (1999) 

found that lower perceived risk increases the likelihood of using an online delivery service. 

Perceived or actual risks exist as a result of technological failure (for example, system 

breaches) or human error. Risks associated with finances (e.g., is the information on my credit 

card secure?) and the risk of the product (e.g., is the product of the same quality as shown on 

the screen? The most frequently cited risks associated with online delivery services are 

convenience (e.g., Will I understand how to place an order and then return the items?) and non-

delivery risk (e.g., What if the product does not arrive?). The level of uncertainty surrounding 

an online purchase transaction influences consumers’ perception of perceived risks (Bhatnagar 

et al., 2000). In the online delivery service of this study, the hypothesis of the perceived risk is 

presented below in H1   
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H1: Perceived risks would have a significant effect on the adoption of online delivery services 

in Khayelitsha. 

3.1.1.2 Perceived ease of use (PEOU) 

Davis et al. (1989) defined users' perceived ease of use as the extent to which an individual 

believes the system or technology will require no effort. Potential consumers might think that 

the system or technology is beneficial while additionally believing that it is too difficult to use, 

according to Davis et al. (1989). As a result, perceived usefulness can be affected by perceived 

ease of use. Furthermore, Dawson, Abramson and Stevens (2015) conducted research on the 

use of electronic instruction within an expanded TAM as well as the factors that influence users' 

decision to use m-learning. They found that perceived ease of use had a significant impact on 

attitudes toward use. In the online delivery service of this study, the hypothesis of the Perceived 

ease of use is presented below in H2.  

H2: Perceived ease of use would have a significant effect on the adoption of online delivery 

services in Khayelitsha. 

3.1.1.3 Perceived usefulness (PU) 

TAM identifies perceived usefulness and ease of use as critical factors in the adoption of 

technology. Perceived usefulness is the degree to which a person believes that utilizing a 

technology will enhance their performance at work (Davis et al., 1989). Users are more likely 

to use an approach which they consider will boost their performance at work. Users, on the 

other hand, would refuse to utilize a technology that they thought would reduce their job 

performance and this was verified to be true in the research conducted by Teo (2010) on the 

attitudes of new educators regarding using computers. In the online delivery service of this 

study, the hypothesis of the Perceived usefulness is. below in H3. 

H3: Perceived usefulness would have a significant effect on the adoption of online delivery 

services in Khayelitsha. 

3.1.1.4 Attitude (Att.) 

Consumer attitude study has been closely associated with consumer purchasing habits research 

since the mid-1970s. According to Fishbein and Ajzen's (1975) theory of attitude change and 

behavior, intention influences consumer attitudes. The study looked at how this intention 

affected online purchasing behavior. Attitude is a complex concept. One of these dimensions 

is willingness to adopt the Internet as a purchasing channel (Jain, Jahng, and Ramamurthy 

2001).  
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Previous research found that attitudes toward online delivery services were a strong predictor 

of online purchases and purchasing behaviour. (George 2004; Yang et al., 2007). In the online 

delivery service of this study, the hypothesis of the Attitude is presented below in H4. 

H4: Attitude would have a significant effect on the adoption delivery services in Khayelitsha. 

3.1.1.5 Behavioural Intention (BI) 

Behavioral intentions refer to consumers' perceptions of their ability to carry out a specific 

behaviour. TAM predicts behaviours over which people do not have complete control. 

Behavioral intentions reflect both internal constraints (self-efficacy) and external constraints 

on behaviour, such as resource availability. The TAM has been displayed having a significant 

effect on online delivery service behavior (George, 2004) and is strongly linked to actual online 

purchases (Limayem and Khalifa, 2003). In the online. delivery service of this study, the 

hypothesis of the Behavioural Intention is presented below in H5. 

H5: The behavioural intention would have a significant effect on the adoption delivery service 

to be prevailed. 

3.1.1.6 Subjective norm (SN) 

To succeed, retailers must first understand their customers' purchasing patterns. This is 

particularly true for online retailers. To adapt to its users' information collection and spending 

patterns, a thorough understanding of the website's design and support is required. Consumers’ 

online preferences and actions can be impacted either positively or negatively by appearances 

and communication via text and music (Jones and Vijayasarathy, 2000). According to 

theoretical terms, human behavior is preceded by intentions, which are formed based on 

customers' attitudes toward the behaviour and subjective norms. The individual’s favourable 

or undesirable feelings concerning executing a behaviour are expressed in their attitude. 

Subjective norms (e.g., family, peers, authority figures, and media) shape consumers' 

perceptions about significant people's influence. This has taken place with intention, as people 

tend to behave based on what their opinion is that others should do. When users have little 

direct experience to base their attitudes on, subjective norms become of greater significance in 

the early stages of innovation implementation (Taylor and Todd, 1995). Online stores can 

impact buyers’ inclination for purchase behaviours throughout this stage of attitudinal 

development (Yu and Wu, 2007). In the online delivery service of this research, the hypothesis 

of the Subjective norm is presented below in H6. 
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H6: Subject norm would have a significant effect on the adoption delivery service in 

Khayelitsha. 

3.1.1.7 Visibility (VS) 

One of the main consequences for practice was that retailers' e-logistics must ensure that the 

websites created to facilitate online delivery services are useful and easy to use by customers. 

Furthermore, one may need to develop a more effective advertising plan to ensure the visibility 

of services that are provided through online delivery service, while also indicating the benefits 

of online delivery service. In the online delivery service of this study, the hypothesis of the 

Visibility is presented below in H7. 

H7: Visibility would have a significant effect on the adoption delivery service in Khayelitsha.  

3.1.1.8 Social Influence (SI) 

When any user uses technology, social influence is one of the most important factors 

influencing an individual's desire to use technology. It influences the individual depending on 

the situation (Bonn et al., 2016). According to Rice et al. (1990), social influence alters an 

individual's behavior and decision-making process in response to rules and the environment. 

The social influence can be referred to as perceived pressure, as it alters the personality's 

actions to complete specific tasks. Social pressure is the primary cause that led the user to 

accept the situation regarding online delivery services, and it had a significant impact on the 

risk associated with consumers' online delivery service decisions (Zurain and Goh, 2012). 

Optimistic encounters persuade customers to purchase products through online delivery 

services. However, a bad experience addresses the risk of changing one's mind about buying 

something online (Boyer, 2005). Zuroni and Goh (2012) discovered a link between delivery 

service experience and online delivery service attitude. In the online delivery service of this 

study, the hypothesis of the Social Influence is presented below in H8. 

H8: Social influence would have a significant effect on the adoption delivery service in 

Khayelitsha. 

 

3.1.2 Research Design 

Since online delivery services are still becoming more prevalent in South Africa, the study 

followed a method known as exploratory research, which is more appropriate in this case. 

There are few studies on the adoption of online delivery services in South African townships      

that support the decision to carry out exploratory research. According to Bhattacherjee (2012), 
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in most situations, exploratory research is conducted in new fields of investigation. In order to 

discover the factors impacting the use of online delivery services in Khayelitsha townships, the 

research study used a quantitative design including questionnaires. 

3.1.3 Unit of analysis/analyses 

According to Bhattacherjee (2012), the individual, collective, or thing that was researched is 

the unit of analysis. A questionnaire was ideally suited for research in which a unit of analysis 

is a collection of people. The study’s unit of analysis was a group of people. The study’s 

participants were people from Khayelitsha townships who are familiar with or used online 

delivery service. You had to be over the age of 18 and above to take part in the survey. 

 

3.1.4 Instrument Development 

Data for the research of people’s adoption of online delivery services in Khayelitsha townships 

were gathered through a questionnaire based on the research assumptions. The research 

questionnaire was written in English and included structured questions based on the literature. 

The questionnaire was not available in any other languages. Explanatory questions were to be 

used to create the questionnaire. The questionnaire was one main question and four sub 

questions that covered TAM constructs as well as perceived risk and visibility. 

 

3.1.5 Data sources and sampling 

To sample the possible set of questionnaire participants, one sampling strategy was as defined. 

Khayelitsha was chosen for this study as a non-probability sample location due to its closeness. 

As a researcher based in Khayelitsha, I find that the city provides a wide range of participants 

due to its variety and its reputation as Cape Town’s most populous township. This was 

accomplished using quota sampling, a non-probability sampling method based on population 

size. According to Bhattacherjee (2012), quota sampling is a strategy that involves segmenting 

the questionnaire population into subgroups and then selecting the population frame using non-

random observations. The study’s population was divided into townships, with the density of 

the population serving as the quota for selecting the townships. 

 

3.1.6 Research Method/s 

Before using the questionnaire to gather data, sample testing was performed to make sure that 

participants comprehended the questions and enabled the study to assess the reliability and 

validity of the responses (Cronbach, 2015). The research was conducted in the form of a survey      
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in Khayelitsha township, where questionnaires were distributed. The researcher thoroughly 

analyzed the pilot testing results at the question level, and the results should demonstrate the 

face and content validity of the research instrument.  

3.1.7 Data analysis 

Data was analyzed using descriptive and inferential methods. All quantitative research were 

included in the characteristics of precision and dependability, commonly known as 

measurement reliability (Cronbach, 2015). To explore hypotheses on factors influencing online 

delivery service adoption in Khayelitsha townships. The statistical software SPSS application 

was used to conduct quantitative data analysis. The data was initially presented through SPSS 

and then examined by correlation analysis to determine its discriminant and convergent validity 

by using principal components analysis. Cronbach's alpha was implemented to see if all alpha 

values for both the independent as well as dependent constructions exceeded the expected norm 

of 0.7 (Dolatabadi et al., 2012). The dependent and independent variables' relationships have 

been determined using regression analysis. 

3.1.8 Research Schedule 

The research schedule represents the comprehensive schedule that covers the research timeline 

for all of the procedures carried out to conclude the research investigation, illustration is 

presented in Table 1 

Table 1. Proposed Work Plan  

Steps Dates 

Research Problem (Abstract, introduction, statement of the problem)  March - April 2023 

Research questions and objectives April - May 2023 

Preliminary Literature Review  May - June 2023 

Research Design and Methodology  July - August 2023 

Data collection  September 2023 

Data Analysis October 2023 

Analysis of results November 2023  

Result discussion November 2023 
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Recommendation and conclusion  December 2023 

 

3.1.9 Ethical considerations 

Ethics is a moral distinction of good and bad that is required during studies to prevent 

researchers from immorally furthering their own interests by breaking scientific practice rules 

(Bhattacherjee, 2012). Normally, an ethical approval from the university ethics committee is 

requested prior to the start of a study. Prior to the start of this study on the adoption of online 

delivery services by individuals in Khayelitsha townships, the University ethics committee 

provided ethical clearance, see appendix c for clarity. 

3.1.10 Informed Consent 

Participants in the Khayelitsha township survey were given questionnaires with an introduction 

participant letter on the first page and a consent letter on the following page. (See Appendix 

B), They had to complete both before they could complete the questionnaire. 

3.1.11 Right to privacy 

A participant letter was on the first page of the questionnaires given to the sample frame (See 

Appendix B). This letter told the participants that their responses were to be kept private and 

anonymous, and that they shall only be used for academic study. 

3.1.12 Informed protection of harm  

Participants in the survey were informed that they could withdraw from the study at any time. 

(see Appendix B). The university ethics committee gave its clearance before the survey began. 
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Chapter 4: Analysis of results 

4.1 Introduction  

The chapter covered the data gathering and analysis carried out for this study. This chapter 

discusses how to analyze the data generated by the study's tool. The results were statistically 

analyzed with SPSS 27.0. In this chapter, multiple regression and multivariate hypotheses are 

used to screen data. An exploratory factor analysis was utilized to test the validity of the results. 

The Cronbach alpha test was adopted to determine the reliability of the decision factors. The 

correlation between the constructs was assessed for association to determine whether there is a 

meaningful connection between the research constructs. Multiple regression has been used to 

determine the causal connection that exists between variables that are independent and 

dependent. 

4.2 Data collection 

Data were gathered for this study using questionnaire surveys to collect data. Participants has 

received an instruction on how to complete the form. As a result, participants must consent to 

providing information under the condition that it be held for five years before being deleted. 

4.3 Demographics Data 

The sample consisted of 56% females and 44% males, as shown in Table 2 The category of 

certificate or diploma as level of education was selected by most participants (30%), followed 

by the categories of Undergraduate (25%), Honours degree (18%), completed grade 12 (13%), 

did not complete grade 12 (9%) and the minimum was master’s degree (3%). The provided 

data illustrates the distribution of individuals across different age groups and their 

corresponding income levels. The age groups are divided into three categories: Group 1 (20-

25 years), Group 2 (26-30 years), and Group 3 (over 31 years). The data displays the percentage 

representation of each group within the total population of 159 individuals. For the age 

distribution, Group 1 constitutes 20.1% of the total sample, Group 2 comprises 33.3%, and 

Group 3 makes up the remaining 46,5%. This distribution highlights that most of the population 

falls within Group 3, which represents individuals aged above 31 years. Regarding income 

distribution, the data is grouped into four income brackets. Group 1, with an income range from 

R0–R9 999.99, constitutes 37.3% of the total population. Group 2, with an income range from 

R10 000–R19 999.99, makes up 19.3%, Group 3, ranging from R20 000–R29 999.99, 

represents 23.0%, and Group 4, covering income levels from R30 000+, accounts for 20.5%. 

Notably, the income brackets' percentage representation increases progressively, with the 
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highest income bracket (Group 4) encompassing the smallest percentage of individuals. 

Overall, the data provides insights into the distribution of individuals across various age and 

income groups, highlighting the concentration of individuals in certain age and income ranges 

within the given sample. 

4.3.1 Demographical Analysis 

This section presents the demographics of the participants who have all completed the survey 

questionnaire on the factors influencing the adoption of online delivery service in Khayelitsha 

Township. Figure 2 presents the frequency of the various age groups of the participants that 

were analysed in the study. This indicates that out of 159 participants, females above 31 years 

were 29%, female between 26 and 30 years were 16%, females between 20 and 25 years were 

11%, male above 31 years were 18%, male between 26 and 30 years were 17%, male between 

20 and 25 years were 9%.  

 

Figure 2. Age Groups 

 

The gender breakdown of all the participants who completed the factors influencing the 

adoption of online delivery service in Khayelitsha Township was presented in this section. Out 

of the 159 people that participated in the questionnaire survey 89(56%) were females and 

70(44%) were males. Figure 3 represents the distribution of the gender as related to the 

participants of the survey. 
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Figure 3. Gender 

 

Figure 4. represents the educational level based on participants who took the survey for the 

factors influencing the adoption of online delivery service in Khayelitsha Township. Out of 

159 participants. There are 15(9%) participant who did not complete Grade 12, participant who 

completed Grade 12 are 21(13%), there are 40(25%) participants who have undergraduate 

degree, 49(31%) participants who have certificate or diploma, 28(18%) participants who have 

honours degree and lastly 6(4%) participants who obtain master’s degree. Figure 4 represents 

the distribution of the educational level of the participants. 

 

Figure 4. Educational Level 
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Figure 5 represents the income earned by people who have participated in the factors 

influencing the adoption of online delivery service in Khayelitsha Township. Out of 159 

participants the amount of income earned by each participant is shown as follows: Participant 

between R0-R9 999 were 58(36,4%), R10 000-R19 999 were 31(19,4%), R20 000-R29 999 

were 37(23,3%) and lastly R30 000 plus were 33(20.8%). 

 

Figure 5. Income 

The Table 2 represents the Table 2 summary of the demography analysis for this study and it 

was presented for easy understanding.      

Table 2. Demographical Information 

  Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Gender Female 89 56,5 56,5 56,5 

Male 70 43,5 43,5 100,0 

Total 159 100,0 100,0   

Education Certificate or diploma 49 31,1 31,1 31,1 

Completed Grade 12 21 13,0 13,0 44,1 

Did not complete Grade 

12 

15 9,9 9,9 54,0 

Honours degree 28 17,4 17,4 71,4 

Master’s Degree 6 3,7 3,7 75,2 
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  Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Undergraduate 40 24,8 24,8 100,0 

Total 159 98,0 98.0   

Age 20 – 25 years 31 19,3 19,3 19,3 

26 – 30 years 52 32,9 32,9 52,2 

Above 31 years 76 47,8 47,8 100,0 

Total 159 100,0 100,0   

Income R0–R9 999.99 59 37,3 37,3 37,3 

R10 000–R19 999.99 31 19,3 19,3 56,5 

R20 000–R29 999.99 36 23,0 23,0 79,5 

R30 000+ 33 20,5 20,5 100,0 

Total 159 100,0 100,0   

 

This section presents analysis based on the response of the participant.  

4.4 Technological factors  

4.4.1 perceived Risk (PR) 

Raymond Bauer in Harvard University's psychology department invented the term "perceiving 

risk," which refers to a sensation of uncertainty generated by an unexpected outcome in a 

purchase. According to Bauer R. A (1964), there are two aspects to it: the first is the uncertainty 

surrounding the outcome of the purchase (i.e., the second is the uncertainty surrounding 

unsuccessful purchasing behavior, which is whether it will meet the customer's needs. 

Customers will encounter a variety of risks during the purchasing process; some can be 

eliminated, some cannot be perceived by the customer, and some can be expanded upon. 

Because the risk cannot impact a purchase decision without knowledge, the perceived and 

actual risks may differ. This perceived risk construct represents views of participants on the 

online delivery service that are concerned about the perceived risk. Figure 6 demonstrates the 

distribution of the respondents with 125 respondents strongly agree, 17 respondents moderately 

agree, 10 respondents slightly agree and 4 neutral respondents. Further analysis will be 

conducted using SPSS to show the correlation between perceived risk and behavioral intention 

on the adoption of online delivery services.  
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Figure 6. Perceived risk 

4.4.2 Perceived Ease of Use (PEOU) 

According to (Davis,1989) the level of belief that a person has that utilizing a specific 

technology would require no effort is known as perceived ease of use. Intentions to utilize a 

specific technology increase according to a person's impression of its ease of use. Most 

participants have shown that they found the online delivery service easy to use if they know 

the instructions. Figure 7 demonstrates the distribution of the respondents with 58 respondents 

moderately agree, 48 respondents strongly agree, 30 respondents slightly agree, 9 respondents 

are neutral, 9 respondents slightly disagree, 2 respondents strongly disagree, and 3 respondents 

moderately disagree. Further research will be carried out with SPSS to establish the connection 

between behavioral intention and perceived ease of use in the adoption of online delivery 

services. 
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Figure 7. Perceived risk 

4.4.3 Perceived Usefulness (PU) 

According to Davis (1989), perceived usefulness is the degree to and that a person believes that 

using a particular technology would be beneficial. The step to which a person believes 

something to be useful can influence how useful they perceive it to be. Figure 8 demonstrates 

the response of the participants with 55 respondents Moderately agree, 49 respondents strongly 

agree, 44 respondents slightly agree, 5 respondents stayed neutral, 1 respondent strongly 

disagree, 1 respondents moderate disagree and lastly 4 respondents slightly disagree. Further 

analysis will be conducted using SPSS to demonstrate the correlation between perceived 

usefulness and behavioral intention in the adoption of online delivery services. 

 

Figure 8. Perceived Usefulness 
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4.4.4 Social Norms (SN) 

According to (Davis, 1989), Social norms are widely accepted standards for appropriate 

behaviour in communities. Social norms may be formally established into rules and 

regulations, or they can be implicit agreements among members of a society to guide behavior. 

Figure 9 demonstrates the response of the participant with 59 respondents slightly agree, 48 

respondents strongly agree, 42 respondents moderately agree, 6 respondents stayed neutral no 

respondent strongly agree, no respondent moderately disagree and finally 4 respondents 

slightly disagree. Further analysis will be conducted with SPSS to demonstrate the correlation 

between Social Norms and behavioral intention in the adoption of online delivery services. 

 

Figure 9. Social Norms 

4.4.5 Visibility (VS) 

According to (Davis, 1989) Being aware of ground-level delivery processes at the exact 

moment they happen is known as "real-time visibility." Improved tracking and tracing of 

shipments across various transportation modes and geographical locations is possible with real-

time visibility. It assists businesses with planning and forecasting so they can respond quickly 

to changes and avert unforeseen circumstances. Figure 10 demonstrates the response of the 

participant with 43 respondents that stayed neutral, 40 respondents slightly disagree, 33 
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respondents moderately and lastly no respondents strongly disagree. Further analysis will be 
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conducted with SPSS to demonstrate the correlation between visibility and behavioral intention 

in the adoption of online delivery services. 

 

Figure 10. Visibility 

Thus, there are further experiments carried out to test the responses of the participants. These 

responses are tested in SPSS and results obtained are presented and discussed in the next 

section. Illustration is presented in Section 4.5 – 4.10.  

4.5 Exploratory factor analysis  

The findings of the sphericity test, also known as the Kaiser-Meyer-Olkin value (KMO), are 

shown in Table 3 According to Pallant in 2020, the KMO value of 0,839— which gauges the 

extent for commonality across all four ideas is critical for assessing the variables. The findings 

of this research have a 99% confidence level, and Sig values less than 0.05 are considered 

significant. This validates how communalities can be investigated using the KMO and Bartlett's 

test. 

Table 3. KMO and Bartlett's Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,810 

Bartlett's Test of Sphericity Approx. Chi-Square 1294,831 

Df 190 
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4.5.1 Communalities 

Table 4 displays the results of the communalities, which explicitly show the connections 

between objects (Pallant, 2020).  A value close to 1 indicates a commodity that is closely related 

to the correlated components. Invalid components from this research study were eliminated 

because they have communalities of value lower than 0.3 (Pallant, 2020). 

Table 4. The Communalities 

Communalities 
  Initial Extraction 
PR1 1,000 0,750 
PR2 1,000 0,789 
PR3 1,000 0,761 
PR4 1,000 0,747 
PEOU1 1,000 0,637 
PEOU2 1,000 0,637 
PEOU3 1,000 0,727 
PEOU4 1,000 0,715 
PU1 1,000 0,744 
PU2 1,000 0,614 
PU3 1,000 0,423 
SN1 1,000 0,717 
SN2 1,000 0,667 
BI1 1,000 0,650 
BI2 1,000 0,724 
B13 1,000 0,527 
VS1 1,000 0,565 
VS2 1,000 0,546 
VS3 1,000 0,761 
VS4 1,000 0,800 
The Extraction Method: The Principal Component Analysis. 

 
4.5.2 Total Variance Explained and Rotated Component Matrix 

This study used exploratory factor analysis to evaluate its validity. Principal component 

analysis is a reduction technique that uses the varimax rotation method to identify the most 

important components. The study additionally demonstrates that constructs that were loaded in 

their categories and had Eigenvalues greater than one were deemed necessary for the study's 

validity, as shown in Table 5 (Pallant, 2020). 
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Table 5. Total Variance Explained 

Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 6,056 30,278 30,278 6,056 30,278 30,278 3,516 17,581 17,581 
2 2,437 12,185 42,463 2,437 12,185 42,463 2,638 13,189 30,771 
3 1,629 8,146 50,609 1,629 8,146 50,609 2,040 10,201 40,971 
4 1,273 6,367 56,975 1,273 6,367 56,975 1,996 9,980 50,951 
5 1,101 5,504 62,479 1,101 5,504 62,479 1,757 8,785 59,736 
6 1,005 5,024 67,503 1,005 5,024 67,503 1,553 7,767 67,503 
7 0,804 4,018 71,521             
8 0,782 3,911 75,432             
9 0,672 3,362 78,795             
10 0,588 2,940 81,734             
11 0,524 2,622 84,356             
12 0,497 2,485 86,841             
13 0,463 2,316 89,157             
14 0,420 2,102 91,260             
15 0,411 2,054 93,314             
16 0,390 1,952 95,266             
17 0,279 1,397 96,663             
18 0,255 1,276 97,939             
19 0,227 1,136 99,075             
20 0,185 0,925 100,000             
The Extraction Method: The Principal Component Analysis. 
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The components that load in each distinct group are found using the rotation technique. A factor 

is regarded as valid if its loading value is more than 0.3 (Pallant, 2018). The first grouping 

extracted, the perceived risk group, accounted for 30,278 percent of the total variation 

explained, as shown in Table 6. As seen in Table 6 perceived ease of use was the second-

highest explanation, accounting for 12,185 percent of the total variation explained. Following 

the six categories and twenty components, six extraction iterations were in charge of 67,503% 

of the total variance. 

Table 6. The Rotated Component Matrix 

Rotated Component Matrixa 
 Component 

1 2 3 4 5 6 
PR1 0,825          
PR2 0,673          
PR3 0,795         
PR4 0,861         
PEOU1  0,671         
PEOU2  0,753         
PEOU3  0,793         
PEOU4  0,773         
PU1   0,780       
PU2    0,691       
PU3    0,625       
SN1     0,745     
SN2     0,735     
BI1      0,688   
BI2       0,804   
B13       0,608   
VS1         0,851 
VS2         0,806 
VS3          0,855 
VS4          0,873 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
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4.6 The Reliability  

Cronbach's Alpha has been used to determine build dependability. Cronbach's alpha was 

utilized to evaluate the internal reliability of the variables that were chosen. (Pallant, 2018). In 

this study, all of the choice factors had Cronbach alpha values that were nearly equal to 0.7, 

which is Pallant's (2020) recommendation. The results show that the 20 items' average internal 

consistency reliability is 0.754, and the range of Cronbach's alpha values for all items is 0.728 

to 0.819, as shown. in Table 7 

Table 7. Cronbach's Alpha 

Cronbach's Alpha: Item-Total Statistics 
  Scale Mean 

if Item 
Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's Alpha 
if Item Deleted 

Cronbach's 
Alpha 

PR1 18,07 6,107 0,386 0,768 0,748 
PR2 18,52 4,951 0,687 0,613 
PR3 18,74 4,494 0,653 0,623 
PR4 18,72 5,403 0,472 0,731 
PEOU1 17,18 10,461 0,521 0,825 0,819 
PEOU2 17,01 9,831 0,635 0,774 
PEOU3 17,14 8,756 0,749 0,719 
PEOU4 17,17 9,282 0,664 0,761 
PU1 11,90 2,315 0,456 0,514 0,728 
PU2 11,76 2,560 0,534 0,388 
PU3 11,73 3,409 0,345 0,645 
SN1 5,76 1,147 0,665   0,798 
SN2 5,69 1,240 0,665   
BI1 11,61 1,965 0,466 0,560 0,753 
BI2 11,64 2,207 0,483 0,531 
B13 11,57 2,409 0,450 0,577 
VS1 14,70 8,461 0,297 0,648 0,742 
VS2 14,98 7,031 0,412 0,579 
VS3 15,96 5,949 0,460 0,547 
VS4 15,79 6,018 0,532 0,487 
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4.7 Descriptive Statistics  

Eight variables from a dataset with a total of 159 observations are presented in the table with 

descriptive statistics for each. PR, PEOU, PU, SN, BI, ATT, VS, and SI are some of these 

variables. Table 6 displays the statistics, which include the deviation, mean, standard, minimum 

and maximum values for each variable. 

Across the variables, the minimum values range from 1.00 to 4.00, while the maximum values 

span from 7.00. The mean values, indicating the central tendency, fall between 5.0248 and 

6.1708. The standard deviations, representing the extent of variability from the mean, range 

from 0.68361 to 1.00204. 

The dataset's PR variable exhibits the highest mean value of 6.1708, with a relatively low 

standard deviation of 0.73284. Conversely, the variable VS has the lowest mean (5.1196) and 

the highest standard deviation (0.82542), indicating greater variability in its data points. 

Overall, the dataset demonstrates variation in the observed variables, with some having tighter 

clusters of values around the mean, while others show greater dispersion. These statistics 

provide insights into the characteristics and distribution of the dataset's variables, aiding in the 

understanding of their individual and collective trends. 

Table 8. Descriptive Statistics 

 

 

 

 

Descriptive Statistics 
  N Minimum Maximum Mean Std. Deviation 

PR 159 3,00 7,00 6,1708 0,73284 
PEOU 159 1,75 7,00 5,7081 1,00204 
PU 159 3,00 7,00 5,8986 0,76289 
SN 159 1,00 7,00 5,7236 0,99671 
BI 159 4,00 7,00 5,8033 0,68361 
ATT 159 3,00 7,00 5,7950 0,77151 
VS 159 1,75 7,00 5,1196 0,82542 
SI 159 2,00 7,00 5,0248 1,00125 
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4.8 The Correlation analysis 

Table 9 shows the Pearson product-moment correlation of the choice variables was evaluated. 

R-values fall between -0.021 to 0.719. This serves as an example of how relevant variables 

should be connected to one another. Pallant's (2020) suggestion suggests that the r-value may 

range from -1 to 1. If r is close to one, there is a stronger correlation between the choice 

variables. When the p-value is below 0.05, it indicates a significant relationship between the 

various decision-making components can be displayed.  Table 10 shows that each association 

was significantly indicated by an asterisk (p value is below than 0.05) or two stars (p value is 

below than 0.01) as Sig values.
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Table 9. Correlation 

Correlations 
  PR PEOU PU SN BI VS 
PR Pearson Correlation 1 0,151 0,137 .187* -0,009 -0,021 

Sig. (2-tailed)   0,055 0,082 0,018 0,905 0,791 
PEOU Pearson Correlation 0,151 1 .719** .501** .455** .446** 

Sig. (2-tailed) 0,055   0,000 0,000 0,000 0,000 
PU Pearson Correlation 0,137 .719** 1 .578** .545** .391** 

Sig. (2-tailed) 0,082 0,000   0,000 0,000 0,000 
SN Pearson Correlation .187* .501** .578** 1 .524** .347** 

Sig. (2-tailed) 0,018 0,000 0,000   0,000 0,000 
BI Pearson Correlation -0,009 .455** .545** .524** 1 .396** 

Sig. (2-tailed) 0,905 0,000 0,000 0,000   0,000 
VS Pearson Correlation -0,021 .446** .391** .347** .396** 1 

Sig. (2-tailed) 0,791 0,000 0,000 0,000 0,000   
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4.9 Behavioural Intention and its independent variables  

The model summary presents the results of a regression analysis. The coefficient of 

determination (R squared) for the model is 0.399, indicating that the independent variables 

(VS, PR, SN, PEOU, PU) explain approximately 39.9% of the variability in the dependent 

variable, as shown in Table 10 The adjusted R squared, which accounts for the number of 

predictors, is 0.380. The standard error of the estimate is 0.53837. 

Table 10. Model Summary 

Model Summary 
Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .632a 0,399 0,380 0,53837 
a. Predictors: (Constant), VS, PR, SN, PEOU, PU 

 

The ANOVA table reveals significant model performance. The regression model explains a 

significant portion of the variability in the dependent variable BI (F-statistic = 20.595; p < 

0.001). Table 11 shows how the model's predictors (Constant, VS, PR, SN, PEOU, and PU) 

contribute to explaining the variance in BI. 

Table 11. ANOVA 

ANOVAa 
Model Sum of 

Squares 
Df Mean 

Square 
F Sig. 

1 Regression 29,846 5 5,969 20,595 .000b 

Residual 44,925 155 0,290     
Total 74,772 160       

a. Dependent Variable: BI 
b. Predictors: (Constant), VS, PR, SN, PEOU, PU 

 

The coefficients table provides insights into the model's relationships. For the dependent 

variable BI, the constant term is 2.865 (p < 0.001), suggesting a baseline value. Among 

predictors, PU has the most significant impact (β = 0.300, p = 0.002), followed by SN (β = 

0.298, p < 0.001) and VS (β = 0.157, p = 0.028). PR, PEOU have weaker, non-significant 

associations as shown in Table 5. 
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Table 12. Coefficients 

Coefficientsa 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 
1 (Constant) 2,865 0,494   5,796 0,000 

PR -0,101 0,060 -0,108 -1,695 0,092 
PEOU 0,024 0,064 0,036 0,382 0,703 
PU 0,269 0,086 0,300 3,122 0,002 
SN 0,204 0,054 0,298 3,788 0,000 
VS 0,130 0,059 0,157 2,213 0,028 

a. Dependent Variable: BI 
 

4.10 Conclusion  

In this study, data was collected professionally from participants in Khayelitsha shopping 

centers to explore the factors influencing the adoption of online delivery services. Demographic 

analysis revealed most participants were females with various education levels, ages, and 

income brackets. Exploratory factor analysis (EFA) was employed, and the Kaiser-Meyer-

Olkin value indicated data suitability. Communalities and rotated component matrix revealed 

distinct factors like perceived risk (PR), perceived ease of use (PEOU), and more. Cronbach's 

alpha indicated good reliability. Correlation analysis highlighted relationships between 

variables. Regression analysis demonstrated PU, SN, and VS as significant predictors of BI. 

The model explains around 39.9% of BI variance. 
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Chapter 5: Results Discussion 

5.1 Introduction  

The theoretical foundation for this study consists of research hypotheses. The study's limits, 

remarks, areas of additional study, and findings are then addressed. The previous chapter's 

results have been clarified along with the conclusion. The investigation took into account the 

existing body of literature. The recommendations differ according to how the research was 

conducted. The structure of the model responds to the research's queries. It then goes into the 

thesis's input, shortcomings, suggestions for additional study, and its conclusion.  

5.2 Results and findings 

In this section, the study discussed the results of the study in the context of the existing 

literature. The study explored how the findings align with or deviate from previous research 

and provide insights into the factors influencing the adoption of online delivery service in 

Khayelitsha township. 

5.2.1 Perceived Risk (PR) 

The study discovered that perceived risk had a non-significant negative correlation with BI. 

This result is consistent with some prior research that suggests online users may have a cautious 

approach when adopting new technologies due to concerns about potential risks (Chen et al., 

2014). However, additional research found conflicting results regarding the correlation 

between perceived risk and BI. Some research indicates that a higher level of perceived risk 

may lead to lower BI, while others suggest that it may not be a significant determinant (Pavlou, 

2003). 

5.2.2 Perceived Ease of Use (PEOU) 

Perceived ease of use was discovered to have a non-significant association with BI in our study. 

This finding contradicts the Technology Acceptance Model (TAM), which suggests that ease 

of use influences users' intention to adopt technology (Davis, 1989). Like our result, some 

studies have reported that ease of use may not be a strong predictor of BI, especially when 

other factors like perceived usefulness play a more prominent role (Venkatesh et al., 2003).  
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5.2.3 Perceived Usefulness (PU) 

Perceived usefulness was a significant positive predictor of Behavioural Intention (BI) in our 

study, which aligns with numerous studies supporting the importance of perceived usefulness 

in technology adoption (Davis, 1989; Venkatesh et al., 2003). This finding supports the notion 

that younger generations are more likely to start using technology if they believe it will improve 

their job efficiency or effectiveness. 

5.2.4 Social Norms (SN) 

Social norms were also discovered to be a significant positive predictor of Behavioural 

Intention (BI) in our study. This suggests that the influence of colleagues, or professional 

networks plays a crucial role in shaping intentions to adopting technology. This discovery was 

consistent with research indicating that social factors can have a strong impact on technology 

adoption decisions (Venkatesh et al., 2003). The online delivery service had gained widespread 

acceptance within the community. The community had readily embraced the online delivery 

service when it was utilized by colleagues. Furthermore, the community had also adopted the 

online delivery service when friends and relatives made use of it. 

5.2.5 Visibility (VS) 

In our study, we found that visibility (VS) significantly and positively predicted Behavioural 

Intention (BI). The prevalence of online delivery services was notable, both within and beyond 

the confines of our organization or school. It was easily discernible that people frequently 

utilized online delivery services in public. This discovery underscores the vital role of visibility 

in relation to BI, as noted by Lindgaard et al. (2006). 

Following the experiment, Figure 11 and Table 5.1 present the final model for studying the 

adoption of online delivery services in Khayelitsha.    
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Figure 11. Final Theoretical Framework of the study 

The study contributes to the understanding of factors influencing the adoption of online 

delivery service by examining various factors, including perceived ease of use, social norms, 

perceived risk, perceived usefulness, and visibility see Table 13 

Table 13. Final model of study 

Constructs Decision 
Perceived usefulness - behavioural intention Significantly 
Social norms - behavioural intention Significantly 
Visibility-behavioural intention Significantly 

 
Thus, some of our findings align with prior research, such as the positive impact of perceived 

usefulness and social norms, others, like the non-significant associations of ease of use and 

perceived risk, warrant further investigation. The results suggest that online shoppers consider 

a combination of factors when deciding to adopt new skills, including the perceived benefits, 

social influences, and the visual appeal of the technology. Future research could delve deeper 

into the specific contexts and nuances that shape technology Table 5.1: Hypotheses adoption 

decisions within the online shopper’s community, considering factors such as organizational 

culture and individual differences. Overall, our study underscores the multifaceted nature of 

technology adoption decisions and provides insights that can inform strategies for promoting 

the adoption of online delivery service. The researcher discussed the potential factors that may 

influence consumers in Khayelitsha to adopt online delivery services. Drawing upon existing 

literature and research, the researcher aimed to provide insights into the behavioural intentions 

of consumers when it comes to utilizing online delivery services in this specific context. 
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What factors are influential in the adoption of online delivery service in Khayelitsha? 

In conclusion, the adoption of online delivery services in Khayelitsha is proven to be influenced 

by a combination of factors, including perceived risk, perceived ease of use, perceived 

usefulness, social norms, and visibility see Figure 11 Understanding the unique context and 

needs of consumers in Khayelitsha is essential for service providers and policymakers to 

effectively promote the adoption of online delivery services in this community. Further 

research and tailored strategies can help address specific barrier and leverage drivers to 

encourage adoption. The significant factors that are proven to have influence in online delivery 

adoption has been indicated in this study in pages 48 and 49 number 5.2.3, 5.2.4 and 5.2.5. 

What factors can be used to study the adoption of online delivery service in Khayelitsha 

townships? 

This study identified the following factors influencing the adoption of online delivery services: 

perceived risk, perceived ease of use, perceived usefulness, attitude, behavioral intention, 

subjective norm, visibility, and social influence. The factors identified can be found in page 48 

to 49, it has been proven which factors are significant and which factors are non-significant to 

the study. 

What are the most appropriate models that can be used to investigate the adoption of online 

delivery service in Khayelitsha townships? 

The preliminary literature review discusses various theories of technology adoption and related 

study findings, emphasizing the circumstances for online delivery service adoption. The review 

includes studies that used theories like the Technology Acceptance Model (TAM) and the 

Unified Theory of Acceptance and Use of Technology (UTAUT). TAM is very popular and 

widely used and based on this fact it was selected in this study and thorough discussion of TAM 

can be found in chapter 2 and 3. 

What factors are relevant to measure the adoption of online delivery service in Khayelitsha 

townships? 

The adoption of online delivery services in Khayelitsha townships is influenced by social 

norms, perceived risk, perceived usefulness, visibility, and perceived ease of use. 

Understanding these factors was crucial for promoting and measuring adoption effectively. The 
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important variables that have been demonstrated to be relevant to measure the adoption of 

online delivery are listed in this study on page 49 eco-efficiency.  

What recommendations can be used to improve the adoption of online delivery service by 

consumers in Khayelitsha townships? 

Raise Awareness and Educate the Community: 

● Conduct awareness campaigns and educational programs about online delivery 

services. 

● Address common misconceptions and concerns regarding online security and trust. 

Affordable and Accessible Technology: 

● Ensure that residents have access to affordable smartphones and internet connectivity. 

● Collaborate with local organizations to provide technology access points and training. 

Local Language Support: 

● Offer online delivery platforms and customer support in local languages to reach a 

broader audience. 

● Make the user interface and content culturally relevant and accessible. 

Enhance User-Friendly Platforms: 

● Improve the user experience of online delivery platforms, making them easy to navigate 

and use. 

● Minimize data consumption for users with limited data plans. 

Address Perceived Risks: 

● Implement robust security measures and privacy policies to build trust. 

● Offer transparent and secure payment options to reduce perceived financial risks. 

 

5.3 Thesis chapter overview 

Chapter 1: Introduction  

In this first chapter, the researcher gave an overview of the research's scope by exploring into 

its background, elucidating the problem at hand, elucidating the research goal, outlining the 

research objectives, and presenting the research questions. Additionally, the researcher offered 

a comprehensive chapter-by-chapter outline of the dissertation. This chapter serves as the 
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foundational introduction to our work, including the problem statement, research aim, research 

objectives, and research questions, as well as an outline of the dissertation's structure. 

Chapter 2: Literature Review  

This section of the investigation entails the compilation of relevant literature pertaining to the 

subject matter. It entails a comprehensive review of recent research that emerged during the 

course of our study. The chapter delves into conceptual and theoretical frameworks and 

discusses methodologies for evaluating empirical evidence from previous research studies. 

Chapter 3: Research Design and Methodology  

In this segment of the study, the researcher elaborated on the research methodology employed 

for our project. The researcher outlined the definition of the target population, detailed sample 

strategies, elaborated on data collection methodologies, and provided insights into the methods 

and processes used for data analysis. This chapter explores deeply into the research methods 

used in this study, including topics such as target population definition, data collection 

approaches, sampling strategies, and methods for data analysis. 

Chapter 4: Results 

This chapter undertakes an in-depth analysis of the study's results, encompassing exploratory 

analysis, correlation assessments, evaluations of validity, reliability of data, and a detailed 

examination of the variables utilized in our investigation. It serves as a comprehensive 

evaluation of the research findings, shedding light on various aspects such as data reliability 

and the significance of key variables. 

Chapter 5: Discussion of Results, Limitations, Assumptions, Future Research and Conclusion 

In this concluding chapter, the study explored the significance of our findings within the 

context of the thesis. The researcher also discussed the research design used in our study, its 

contributions to the field, and potential areas for future research. The final chapter of the 

dissertation concludes by offering recommendations based on the insights derived from our 

research. It serves as a comprehensive synthesis of the study's outcomes, their implications, 

and the direction for future research endeavours. 

5.4 Limitation and assumption of the study and future research 

5.4.1 Limitation and assumption of the study 

The limitations of this survey include its limited geographical scope, which was confined to 

South Africa, raising doubts about the generalizability of the study's conclusions to other 
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nations. Additionally, the study's cross-sectional design, rather than a longitudinal one, 

represents another drawback. 

5.5 future research  

In South Africa, where little study has been done, online delivery service has just recently 

begun to gain traction. Scholars may contemplate examining additional psychological 

characteristics of South African consumers and online delivery service, such as their beliefs, 

attitudes, or expectations. Moreover, the results of the literature review indicate that the 

diversity of the population and the wide range of disposable incomes make it challenging to 

segment the South African market. This presents a chance for researchers to look into the 

demographics of South Africans who purchase online. An investigation into the geographic 

segmentation of South African online delivery service may also be considered by researchers. 

Because of the nature and perishability of the products, crime statistics, especially in 

Khayelitsha township online delivery is still complicated. Future studies may look into these 

and other issues facing South African retailers in an effort to find approaches and fixes for the 

issues they face. The literature review also emphasizes the significance of gender and 

generational followers for online delivery service in other nations, which presents another 

avenue for investigation, this is especially true in South Africa. 

 

5.6 Conclusion 

The study's purpose was to investigate the factors which impact the adoption of delivery 

services that are online and to better understand how online delivery service can be improved 

in the townships. In conclusion, this study looked into the factors that influence the use of 

online delivery services in Khayelitsha townships. Factors such as social norms, perceived risk, 

perceived usefulness, visibility, and perceived ease of use were found to influence adoption. 

The study recommends raising awareness, improving accessibility, addressing perceived risks, 

and fostering a supportive community environment. While the study provides valuable 

insights, future research can explore specific contexts and organizational culture to enhance 

technology adoption strategies. According to the study, the behaviour intention can be taken 

into consideration as important variables by online delivery services to better understand their 

customers' thoughts, feelings, and behaviours. The greatest motivators for customers to choose 

online delivery services are social norms, which are followed by perceived utility and 

experience visibility. Customers' willingness to use online delivery services was not 

significantly impacted by perceived risk or perceived ease of use. The correctional model 
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demonstrates that attributes are strong indicators of consumer willingness to use an online 

delivery service, despite the fact that the results indicate a significant relationship between 

these behavior intention traits and consumer willingness to buy groceries online. If the study 

had only focused on consumers who had or had not used the online delivery service in the past, 

rather than on willingness, the findings might have been different. Furthermore, the findings 

indicate that Covid-19 has increased the number of customers using online delivery services, 

which may have had a significant impact on the study's conclusion. Although the results did 

not suggest that there is a significant connection between these behavioral intention traits and 

the willingness of consumers to buy groceries online, the correctional model shows that the 

traits are strong predictors of consumer desire to use an online delivery service. However, the 

outcomes could have been different if the study had focused solely on consumers who had or 

had not previously used an online delivery service. Furthermore, outcomes show that Covid-

19 has increased the number of consumers who use online delivery services, which could have 

a significant impact on the final result of this study. Due to the potential dangers associated 

with the Covid-19 virus, for example, some consumers were more willing to make purchases 

online rather than worry about the perceived risks. People who are phobic, on the other hand, 

tend to stress and worry about everything. This study does, however, still offer avenues for 

further investigation. In conclusion, the findings also indicate that millennials in South Africa 

are the primary users of online delivery services, and that men and women are equally inclined 

to purchase products online. 
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Appendices 
Appendix A: Questionnaire survey Guide 

          
FACULTY OF ECONOMIC AND MANAGEMENT SCIENCES  

Department of Information Systems  

Investigating the factors influencing the adoption of online delivery service in Khayelitsha 

Township. 

 

Part 1: Demographic Information 

1. Gender: 

a. Male   b. Female  

2. Your age between: 

a. 20 – 25  b. 26 – 30 c. Above 31. 

3. Educational Level: 

a.  Did not complete Grade 12.       b. Completed Grade 12  c. Undergraduate 

d. certificate or diploma  e. certificate or diploma  f. Honours 

degree  

g. Master’s Degree  h. PhD 

4. Income (per month): 

a. R0–R9 999.99  b. R10 000–R19 999.99  c. R20 000–R29 999.99  d. R30 000+

  

    

  

  

  

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



 
 

57 
 

5. Part 2. Your views on Online Delivery Service  

 Strongly Disagree Moderate 
Disagree 

Slightly Disagree Neutral  Slightly Agree Moderate Agree Strongly Agree 

Perceived risk         
I am concerned with 
the payment security 
aspects of Online 
delivery service. 

       

I am concerned with 
the privacy of my 
information provided 
when using Online 
delivery service. 

       

I am concerned with 
the punctuality of the 
delivery time of 
Online delivery 
service. 

       

I am concerned with 
the quality of the 
products delivered 
when ordering from 
Online delivery 
service. 

       

Perceived ease of use        

I find it easy to use 
Online delivery 
service. My interaction 
with Online delivery 
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service does not 
requires much effort. 
It is easy for me to 
become skilful at using 
Online delivery 
service. 

       

I have full control over 
Online delivery 
service. 

       

I have necessary 
knowledge to use 
Online delivery 
service. 

       

Perceived usefulness         
Using Online delivery 
service is more 
convenient for me. 

       

Using Online delivery 
service saves time for 
me. 

       

Using Online delivery 
service enhances 
effectiveness. 

       

Subjective norm        
People who influence 
my behaviour think 
that I should use 
Online delivery 
service. 

       

People who are 
important to me will 
support me to use 
Online delivery 
service. 
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People whose views I 
respect support the use 
of Online delivery 
service. 

       

behavioural 
Intention 

       

I intent to continue use 
the Online delivery 
service in future. 

       

I expect that I would 
use Online delivery 
service in future. 

       

I plan to use Online 
delivery service in 
future. 

       

Attitude towards 
online shopping 

       

I look forward to use 
Online delivery 
service. 

       

I like using Online 
delivery service. 

       

I have positive feeling 
towards the use of 
Online delivery 
service. 

       

Visibility        
I have seen others 
using Online delivery 
service. 

       

In my 
organisation/school, 
one easily sees Online 
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delivery service being 
used. 
I have seen Online 
delivery service being 
used outside my 
organisation/school. 

       

It is easy for me to see 
others using Online 
delivery service in 
public. 

       

Social Influence        
I will use Online 
delivery service if the 
service is widely used 
by people in my 
community.  

       

I will adopt Online 
delivery service if my 
colleagues use it.  

       

I will adopt Online 
delivery service if my 
friends/relatives use it. 
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Appendix B: Consent Form 

Questionnaire 
 

Consent Form  University of the Western Cape 
 

Project Title: Factors influencing the adoption of online delivery service in Khayelitsha 
Township 

 
Researcher:  Yanela Mtsotso  
           
Please initial the boxes to show your agreement and understanding of what is expected 
for this study.  

 
1. I confirm that I have read and understood the information sheet explaining the   

above research project and I have had the opportunity to ask questions about the project. 
 
2. I understand that my participation is voluntary and that I am free to withdraw at any time 

without giving any reason and without there being any negative consequences. In 
addition,   
should I wish to withdraw, I may contact the lead researcher at any time to do so). 

 
3. I understand my responses and personal data will be kept strictly confidential. 

 
4. I give permission for members of the research team to have access to my responses 

without revealing any part of my identity. 
 

5. I understand that my name will not be linked with the research materials, and that I will 
not be identified or identifiable in the reports or publications that result for the research.  

 

6. I hereby agree that my anonymized responses collected through the questionnaire can be 
used for 

      this research.    

 

7.   I 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: 
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☐ I hereby give consent for my personal information to be collected, stored, processed and 
shared as described in the information sheet. 
☐ I do not give consent for my personal information to be collected, stored, processed and 
shared as described in the information sheet. 
 
 
____________________  ____________________  ____________________ 
Name of Participant   Date    Signature 
(or legal representative)  
 
____________________   ____________________ ____________________
   
Name of person taking consent              Date    Signature 
(If different from lead researcher) 
 
_______________________   _____________________ _____________________
  
Supervisor    Date    Signature 
 
Copies: All participants will receive a copy of the signed and dated version of the consent 
form and information sheet for themselves. A copy of this will be filed and kept in a secure 
location for research purposes only. 

 
                                                                                                                                                        

 

 

 

 

 

 

 

 

 

 

 

 

Researcher: 
 
Provide necessary details here.  

Supervisor: 
 
Provide necessary details here 

HOD: 
 
Provide necessary details here 
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Appendix C: Ethics Clearance Form
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