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ABSTRACT 

In the second quarter of 2019, South Africa recorded an unemployment rate of 29 per 

cent, which was the highest unemployment rate since the first quarter of 2003 

(Statistics South Africa, 2019). One solution to the high unemployment rate was 

entrepreneurship, which was recorded to have created over three million job 

opportunities in South Africa between the years 1994 and 2012 (Herrington & Kew, 

2013:19). The poor state of the South African economy has thus been driving people 

to create their own job opportunities through the development of their own 

business(es) (Fundie, Chisoro & Karodia, 2015:46). Informal traders are one group in 

South Africa who have notably embraced the call to start their own businesses. 

Informal traders are said to be big players in solving the rising unemployment rates in 

South Africa. Statistics South Africa (2013:3) defines an Informal trader as any 

business entity that is not registered for VAT. The informal traders help in promoting 

entrepreneurship and making it a more viable option. The lack of regulations and no 

VAT gives informal traders benefits that would be seen as obstacles for an aspiring 

entrepreneur. On a greater scale, The African Development Bank estimates that the 

informal sector (which is made up of a majority of informal traders) contributes about 

55 per cent of Sub-Saharan Africa’s GDP and 80 per cent of the labour force. 

Highlighting the role informal traders play. However, informal traders face some 

challenges. The main challenge being marketing.  

Research done has revealed that marketing is of great influence on the success of 

small businesses such as those owned by informal traders (Oji, Iwu & Tengeh, 

2017:2). Marketing helps create demand for the products and services on offer by the 

business through communication to their target market (Kotler & Keller, 2012:3). Social 

media is the most commonly used online marketing technique (Chaturvedi & Gupta, 

2014:81). Social media marketing brings particular advantage to small businesses 

over traditional marketing techniques because of its low cost (Shah, 2011). 

Entrepreneurs who own small businesses do not have enough resources to dedicate 

to marketing and this has been one of the main reasons contributing to their high failure 

rate. 

In an attempt to understand how informal traders can be more successful in the Nelson 

Mandela Bay Area, the purpose of the study and the primary objective thereof is to 
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investigate the intention of informal traders to make use of social media marketing for 

their business. To achieve this objective, data was gathered from 100 informal traders 

in the Nelson Mandela Bay Area. These respondents were asked a series of questions 

pertaining to the demographic information of the respondents, the nature of their 

business and their intention to use social media marketing within their business. A 

measuring tool was developed and assessed for validity and reliability when 

undertaking a test for uni-dimensionality and calculating the Cronbach alpha 

coefficient. The data was then analysed using descriptive and inferential statistics.  

To help with evaluating the data, the Technology Accaptance Model (TAM) was 

applied to the study. The empirical results indicated that intention to use social media, 

Perceived ease of use, Perceived usefulness and Attitude towards use were all found 

to be reliable and valid for the study. It was also found that majority of the respondents 

agreed with the items measuring Perceived usefulness and Attitude towards use of 

social media in the study. Furthermore, a moderately positive association was reported 

between the dependent variable (Intention to use social media) and all the 

independent variables (Perceived usefulness, Perceived ease of use and Attitude 

towards use). 

In conclusion, it offers recommendations to the problem that informal traders face and 

their intention to use social media for their business. With most of the informal traders 

belonging in the age range between 18-24, skills were the main problem that was 

found to hinder the efficient use of social media. The study recommends that more 

information should be shared and made available for informal traders in using social 

media in order for them to learn the best ways of implementing social media in their 

businesses. The information will also provide the drawbacks of using social media 

incorrectly, as it was found that more people use smartphones and therefore it is 

definitely a tool that has to be used for the success of any business. 

However, as a study that was only taken for informal traders in the Nelson Mandela 

Bay area, future researchers should partake in having a wider sample population for 

the study together with different models in carrying out the study. 
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CHAPTER 1 

INTRODUCTION AND BACKGROUND TO THE STUDY 

1.1   INTRODUCTION  

In the second quarter of 2019, South Africa recorded an unemployment rate of 29 per 

cent, which was the highest unemployment rate since the first quarter of 2003 

(Statistics South Africa, 2019). With more people having no jobs in South Africa, the 

pursuit of entrepreneurship is becoming more important (Horn, 2011:1). It can be 

argued that entrepreneurship is one of the leading solutions to help reduce the high 

unemployment rates as well as contribute to economic growth (Ayankoya, 2016:2-3). 

Where people create their own employment opportunities by starting their own 

business(es) (Fundie, Chisoro & Karodia, 2015:46). Between 1994 and 2012, 

entrepreneurship reportedly helped to create over three million new job opportunities 

in South Africa (Herrington & Kew, 2013:19).  

Entrepreneurship in the informal sector of South Africa has seen a significant increase 

between 2000 to 2011 (Horn, 2011:2). Informal traders embraced the call to start their 

own businesses (Fundie et al., 2015:48). Most informal traders are driven by the aim 

of gaining an income given the economic hardships in the South African economy that 

affect the availability of employment in the formal sector (Fundie et al., 2015:48). 

Informal traders have been forced to operate in the informal sector due to the 

increasing need for South African residents to use their own “resources and 

resourcefulness” in order to generate their own income stream (Horn, 2011:1). 

Although entrepreneurship has been noted to play a very vital role in the South African 

economy, entrepreneurs do however encounter a number of challenges (Chimucheka 

& Mandipaka, 2015:311). Some of the top challenges faced by entrepreneurs 

operating in South Africa are the fast-paced markets (Leboea, 2017:68-70). 

Entrepreneurs also face the challenge of access to resources and funding 

(Chimucheka & Mandipaka, 2015:311). An even bigger challenge is that they fail to 

market their products and services properly (Chimucheka & Mandipaka, 2015:311). 

Marketing is influential in helping entrepreneurs and business owners achieve their 

business goals successfully (Kim & Ko, 2012:1480). 

There are various aspects that exist in contributing to the success of any business, 

whether informal or formal (Mokhtar, Hasan & Halim, 2017:184). One important 
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component is having an effective marketing strategy in place (Mokhtar et al., 

2017:184).  Having a lack of effective marketing strategies in place has been said to 

be a big contributor to the high failure rates of small businesses (Hæreid & Indregård, 

2015:1). Marketing is important because it determines how a business makes its 

potential customer base aware of the products or services that the business has to 

offer (Kim & Ko, 2012:1480). The reason most businesses are started is with the aim 

of providing a certain value to customers by satisfying any needs they may have, in 

the form of products or services (Kim & Ko, 2012:1480).  

It would be difficult for any business to become successful without efficient marketing 

practices because its target market would be unaware that they are offering products 

or services that they want and would be interested in (Mokhtar et al., 2017:184). 

Several informal traders do not market their products at all (Hæreid & Indregård, 

2015:1). This is caused by the common misconception that all marketing practices 

would be costly beyond the resources available to informal traders (Morgan, 

2011:105). 

Needing a large amount of funding for advertising is true in the case of traditional 

marketing practices such as advertising on the television or radio (Morgan, 2011:105). 

Fortunately, with the ever-developing internet, online marketing has been established 

which provides small businesses with an effective, low cost alternative to reach their 

target market (Kim & Ko, 2012:1480). Social media is an example of an online 

marketing platform that has been particularly impactful in the way businesses make 

themselves known to their customers (Opreana & Vinerean, 2015:29). Marketing has 

helped provide a channel where various firms can connect with their consumers and 

vice-versa in a low-cost manner that doesn’t require substantial resources (Trainor, 

2013:321).  

With social media being used as a marketing tool to help businesses introduce their 

products and services to their target market, the intention to use social media for 

business is likely to increase (De Vries, Gensler & Leeflang, 2012:85). Social media is 

a way that businesses can eliminate the middle man that comes with traditional 

marketing methods and connect with its target market directly (Afolabi, 2016:3). More 

and more multinational companies such as Coca Cola and Dell have begun to integrate 

social media into their marketing practices which have led them to gain the attention 
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of more of their customer base as well as lowered their marketing costs (Afolabi, 

2016:3). 

Due to the impact that entrepreneurs such as informal traders have on the South 

African economy and the major challenges they face,  finding a way to effectively 

market their products or services is extremely important. Therefore, the purpose of this 

study is thus to determine which factors influence the intention of informal traders to 

use social media for business purposes in the Nelson Mandela Bay Area (Chimucheka 

& Mandipaka, 2015:311). The use of social media marketing is a practice that is 

increasingly becoming more popular in the South African economy (Kemp, 2018:12). 

Although there have been some related studies done on the topic, there has not been 

much done on the topic relating to the intention of informal traders to make use of 

social media for business purposes in the Nelson Mandela Bay Area in the Eastern 

Cape province of South Africa (Kemp, 2018:12). 

1.2   PROBLEM STATEMENT 

Informal traders have not been able to use social media to its fullest capability because 

of the lack of information and expertise (Fuchs, 2017:104-106). Unlike larger 

companies, informal traders are unable to hire employees who specialise on social 

media advertising and online content (Paquette, 2013:20-21). Which correlates with 

Chingono (2016) on the emphasis of the lack of funds being a crucial challenge that 

informal traders face. On a larger note, social media in general needs a certain level 

of critical understanding (Fuchs, 2017:42-43). 

According to Blanchard (2011:207-214) the basic aim of an organisation is to make a 

profit. Informal traders who are constantly monitoring profits and losses operate on a 

limited budget which means they deal with limited resources. Therefore, they are 

forced to make opportunity cost decisions (Blanchard, 2011:207-208). With the lack of 

expertise and education, there is significant information and emerging methods that 

can go unnoticed and unused by informal traders (North, 2002:24-27). Social media 

being one and a good example is Facebook, where marketing costs are customised to 

fit the owner’s budget as ads vary from individual to corporate level (Pearlman & 

Abram, 2010: 275-283). Khang, Ki and Ye (2012:287) mention that there is an 89 per 

cent dominance on the topic of social media as a marketing tool in marketing journals. 

A marketing tool that is not being used to its full potential by small businesses as they 
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are slow to adopt to new technological changes (Michaelidou, Siamagka, 

Christodoulides, 2011:1153-1155).  

There is a limited number of studies of the impact of social media on informal traders. 

Therefore, this study will investigate the significance of the intention of informal traders 

to use social media for business purposes. 

1.3       RESEARCH OBJECTIVES 

1.3.1   PRIMARY OBJECTIVES 

The primary objective of this study is to identify, investigate and empirically test the 

intention of informal traders to use social media for business purposes. 

1.3.2    SECONDARY RESEARCH OBJECTIVES 

In order to address the primary objectives of the study, the following secondary 

objectives have been developed: 

SO1: To investigate the Perceived usefulness of social media for informal traders. 

SO2:    To investigate the Perceived ease of use of social media for informal traders. 

SO3:    To investigate informal traders Perceived attitude towards the use of social 

media for their businesses.  

1.3.3         METHODOLOGICAL OBJECTIVE 

In order to achieve the above-mentioned primary and secondary objectives, the 

following methodological objectives have been formulated: 

MO1:  To develop a hypothetical model and suggest appropriate hypotheses for the 

relationships between the independent variables (Perceived usefulness, 

Perceived ease of use and Attitude) and dependent variable (Intention to use  

          social media);    

MO2:  To develop a measuring instrument that will empirically test the relationships in 

the hypothetical model; 

MO3:   To source primary data from a predetermined sample of informal traders in the 

Nelson Mandela Bay area and statistically analyse the data, and test the 

proposed hypotheses; and 
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MO4:   To provide conclusions and recommendations based on the findings of this 

research, which could assist informal traders on business performance through 

the use of social media. 

1.3.4         RESEARCH HYPOTHESIS AND QUESTIONS 

Since the primary objective of this study is to identify, investigate and empirically test 

the intention of informal traders to use social media for business purposes Figure 1 

provides an illustration of the hypothesised relationship. 

Figure 1.1:  Proposed hypothesised model on factors influencing  

   intention to use social media for business. 

 

 

 

 

 

 

 

 

 

 Source: Researcher’s own construction  

1.3.4.1  Research questions 

Based on the problem statement, primary, secondary and methodological objectives 

of the study, as the hypothesised framework, the following research questions are 

posed: 

H1: What is the Perceived usefulness of social media for informal traders for their 

businesses? 

H2: What is the Perceived ease of use of social media for informal traders for their 

businesses? 

H3: What is informal traders’ Perceived attitude towards using social media for their 

businesses? 
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1.4  BRIEF RESEARCH DESIGN 

The following section will discuss the various primary and secondary research methods 

that will be gathered. 

1.4.1  SECONDARY RESEARCH  

Secondary research methods involve making use of data that has already been 

collected for other purposes to see what data already exists on a topic (Johnston, 

2014:620). Secondary research will be carried out to analyse the definition of informal 

traders as well as to highlight the importance of social media and The intention to use 

social media for business purposes, based on intention and adoption based model. 

Secondary data sources to be utilised will be obtained from online databases available 

from the Nelson Mandela University library such as Sabinet, Emerald and EBSCOhost. 

Online journal articles will be obtained through google searches and relevant books on 

the topic will also be used where applicable. 

1.4.2  PRIMARY RESEARCH 

Obtaining primary data involves using scientific methods to gather first hand data on a 

specific topic. Primary data is usually gathered using methods such as observation, 

interviews and surveys (Driscoll, 2011:154). The primary research for this study will 

involve four sub components, namely; the study’s research methodology, sampling, 

data collection and data analysis. 

1.4.2.1  Research methodology 

A research paradigm can be defined as a perspective or pattern based on world views, 

beliefs and assumptions (Kivunja & Kuyini, 2017:30). Two types of paradigms exist; a 

positivistic as well as an interpretive paradigm (Kivunja & Kuyini, 2017:30-33). For the 

chosen topic, the research paradigm identified is one of a positivistic nature, which is 

said to include observation of human behaviour and makes use of scientific methods 

to establish an explanation for it (Kivunja & Kuyini, 2017:30-31).  

There are two approaches of how data can be collected under the positivistic approach, 

quantitative and qualitative (Mertler, 2015:108). For the research study, a quantitative 

research approach will be carried out. Quantitative research involves the collection of 

information in numerical form and making sense of this data using mathematical or 

statistical means (Yilmaz, 2013:312).  Quantitative data in this study will be gathered 
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through means of a survey in the form of a structured questionnaire which will be 

distributed to all the available informal traders in the Nelson Mandela Bay Area. 

Thereafter the data will be analysed and converted into useful information through 

statistical means. 

1.4.2.2  Sampling and Data collection 

In research, a population can be defined as all individuals of interest in a particular 

study (Levy & Lemeshow, 2008:11). In this study, the population consists of all informal 

traders in the Nelson Mandela Bay Area. When attempting to gather data for a research 

topic, it is almost impossible to reach every individual in a certain population. Instead, 

a sample of the population should be chosen (Struwig & Stead, 2017:114). A sample 

includes a fraction of the total target population (Struwig & Stead, 2017:114). When 

sampling is done correctly, the results of the subset should be able to be generalised 

to the whole population (Levy & Lemeshow, 2008:18). For this study the sample 

population include 100 informal traders operating in the Nelson Mandela Bay Area. 

There are two main ways sampling can be undertaken; either non probability sampling 

or probability sampling (Struwig & Stead, 2017:114). Probability sampling is when all 

the individuals in a population have the same chance at getting chosen to take part in 

the study (Etikan & Bala, 2017:2). On the other hand, non-probability sampling makes 

use of non-randomised methods to select the sample (Etikan & Bala, 2017:1). 

For this research study, non-probability sampling techniques will be used, specifically 

convenience sampling (Struwig & Stead, 2017:116). Convienience sampling is chosen 

when a sample is chosen based on the respondents that are available and those 

located in close proximity to the researcher (Struwig & Stead, 2017:116). Convienience 

sampling can be used in situations where the target population share a lot of similar 

characteristics and are also easily accessible i.e in the Eastern Cape (Struwig & Stead, 

2017:116). When carrying out the convienience sampling technique in this study, to 

ensure a sufficient number of respondents are reached informal traders will be reached 

by exploring the streets of the Nelson Mandela Bay Area.  

During the data gathering phase, physical copies of the questionnaires will be handed 

out to the informal traders in the Nelson Mandela Bay Area.  
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1.4.3   DATA ANALYSIS  

During the data collection phase of the study, a lot of raw quantitative data is 

gathered(Levy & Lemeshow, 2008:11). Once this data has been collected, data 

analysis takes place whereby this data must be converted into useful information that 

would help state whether a relationship exists between the dependent and 

independent variables (Struwig & Stead, 2017:156).  In this study the data will be 

gathered from the questionnaires. The data from these questionnaires will be collected 

on Microsoft Office Excel 2016 and will then be analysed using a program called 

Statistica version 13. 

1.4.3.1  Validity and Reliability  

Research is said to be valid if it accurately measures what it had set out to Hair, Black, 

Babin and Anderson (2014: 602). Three types of validity exist. The first, content validity, 

refers to whether a measuring instrument measures everything that it should in relation 

to the variables (Hair et al.,2014: 602). Face validity which is the second type refers to 

when a researcher is asked whether they think a measuring instrument covers what it 

is intended to (Struwig & Stead, 2017:143). The third type, construct validity looks at 

whether conclusions can be drawn from the results gathered by the measuring 

instrument (Struwig & Stead, 2017:143). 

To measure validity, a factor analysis will be carried out. Factor analysis encompasses 

various methods that can be used to see how various theories will have an effect on 

the variables of the study (Yong & Sean, 2013: 80). There are two main factor analysis 

methods that exists, namely; explanatory factor analysis and confirmatory factor 

analysis (Matsunaga, 2010:98). Explanatory factors analysis aims at establishing 

relations and patterns that exist within the data whereas confirmatory factor analysis 

seeks to verify already existing theories or hypotheses (Matsunaga, 2010:98). In this 

study, to test for validity, a test for uni-dimensionalitywill be carried out and scores of 

0.5 and higher will be seen as acceptable, showing a correlation in variables (Izquierdo, 

Olea & Abad, 2014:396). 

Reliability on the other hand refers to whether if a study where to be repeated similar 

results would be achieved (Struwig & Stead, 2017:138).  One commonly used way to 

analyse the reliability of the measuring instrument is using Cronbach’s alpha coefficient 
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where the results are between 0 and 1. The measuring instrument is considered to be 

reliable if the result is 0.7 or higher (Heale & Twycross, 2015: 67). 

1.4.3.2  Descriptive statistics 

Descriptive statistics are a summary and description of the data that has been collected 

(Hussain, 2012: 741). No inferences are drawn from this data (Hussain, 2012:741). 

The descriptive statistics in this study will include calculating the mean, standard 

deviation and frequency (Hussain, 2012:741). The mean is defined as a measure of 

central tendency representing the average of the data (Watier, Lamontagne & Chartier, 

2011:3). Standard deviation is used to measure the variability of data gathered and 

how far from the mean they are (Wan, Wang, Liu & Tong, 2014:). Frequency 

distribution involves grouping the collected data into various categories and then 

recording how often a certain category of data occurs (Manikandan, 2011:54). 

1.4.3.3  Inferential Statistics. 

Inferential statistics will be used in this study to test whether there is a relationship 

between the independent and dependent variables. Inferential statistics involve 

techniques that make use of the raw data collected and develop assumptions or 

conclusions from this data (Hussain, 2012: 741). One inferential statistics test that will 

be used in this study is Pearson’s product-moment correlation which is used to 

establish any possible associations between two or more variables (Hussain, 

2012:741) . Another way the relationships between the variables can be tested is 

through multiple regression analysis which will look at the straight line relationship 

between the dependent and independent variables (Uyanik & Guler, 2013:235). 

1.5   SCOPE AND DEMARCATION OF THE STUDY 

As discussed in the introduction, informal traders are a growing, popular form of 

entrepreneurship in South Africa that attempts to fight the high unemployment rates. 

Small businesses such as those operating in the informal sector are continuously 

playing an important role in the development of South Africa’s economy (Abor & 

Quartey, 2010:218). 

Several factors can be noted to affect the business performance of informal traders but 

the focus of this study will be the influence of social media on the business performance 

of informal traders in the Nelson Mandela Area, particularly looking at Port Elizabeth. 
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Informal traders vary on a few different variables such as ownership terms, scale and 

type of business. 

The empirical research of this study was limited to informal traders in Nelson Mandela 

Bay Area for a number of reasons. One reason is that there is great presence of 

informal traders in this Area. Secondly, with the growing use of social media as a 

marketing tool for businesses, it is thus an important objective of this study to 

investigate the intention to use  social media of informal traders in the Nelson Mandela 

Area, Port Elizabeth, for business purposes. The effects would be less significant and 

dynamic for larger businesses.  

1.6  CONTRIBUTION OF THE STUDY 

Bank and Schalkwyk (2018) mention that the Nelson Mandela Bay area has a 30.2% 

unemployment rate and it is heavily influenced by universities. With a growing activity 

of entrepreneurship in South Africa most of it is contributed by Students. Therefore, 

through its findings this study will contribute to knowledge on how emerging 

entrepreneurs and more specifically our informal traders can use social media to 

improve their business performance by making the most out of social media. A lot of 

researchers say there is not enough information out there on the best way to use social 

media as an informal trader. This study will add to the research and findings that are 

already there and more specifically it comes with its own context of the Nelson Mandela 

Bay Area of which other researchers can use to contrast or add on to what is already 

out there. 

The study will serve as an inspiring document where informal traders and a lot of young 

entrepreneurs can use to see and understand how fortunate they are to live in a time 

where there is such a thing called no cost marketing. They can see the potential of 

their business reaching wider communities without spending any money on advertising 

costs. In a time where everyone has the world in their fingertips, this study provides its 

own unique knowledge on how to make the most of this advantage.The study will give 

recommendations based of findings as to what encourages informal traders to adopt 

social media use for business purposes. 
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1.7    DEFINITION OF KEY CONCEPTS  

This study focuses on the intention of informal traders to make use of social media for 

business purposes. The definition of key terms are given below: 

1.7.1   INFORMAL TRADERS 

Informal traders can be defined as entrepreneurs who operate in the informal sector of 

the economy. They most often exist as family businesses or sole traders commonly 

seen operating along the streets as vendors or public markets (Fundie et al., 2015:48). 

1.7.2   SOCIAL MEDIA 

In this study, Social media is referred to as an online platform that facilitates interaction, 

communication and sharing of photographs, videos and text. The most commonly used 

social media applications include Twitter, Facebook, Instagram and Youtube (Kim & 

Ko, 2012:1481). 

1.7.3   MARKETING 

For the purpose of this study, marketing will be defined as the way a business 

communicates and connects with its target customers (Trainor, 2013:321).  

1.8      STRUCTURE OF STUDY 

The structure of the study will be as follows: 

Chapter 1 will firstly consist of the introduction of study followed by a detailed problem 

statement, background, hypotheses and primary and secondary objectives of the 

study. The research design and methodology will be discussed as well. Lastly the 

scope and significance of the study will be also given outlining the particular reason for 

the study, and the definition of concepts will also be indicated. 

Chapter 2 will provide a detailed discussion of Informal traders and social media, 

sourced from various sources. It will further go into specific detail of the sample 

population which is in the Nelson Mandela Bay area. 

Chapter 3 the research design and methodology is outlined. The research paradigms 

and the approach that will be used are discussed. The sampling and methods of data 

collection are identified. The measuring instrument and data analysis will also be 

discussed. Ethics will also be discussed in detail. 
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Chapter 4 the focus is on the results of the empirical investigation. The results include 

those pertaining to the validity and reliability of the variables. The demographic 

information and a descriptive and inferential statistics will be discussed. 

Chapter 5 the summary of the study will be devised, recommendations will be made 

on the empirical research and conclusions will be done. Limitations of the study will be 

concluded, and a self- reflection will be done. 

10    STUDY TIME FRAME 

A detailed proposed time schedule for the completion of this study is as follows:  

ACTIVITIES DATES UNDERTAKEN 

Theoretical investigation March - April 2019 

Writing up theory chapters April - May 2019 

Finalising methodology May 2019 

Finalising database June 2019 

Empirical investigation June - July 2019 

Data analysis July - August 2019 

Writing up final report September - October 2019 

Proposed completion October 2019 
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CHAPTER 2 

LITERATURE REVIEW 

2.1       INTRODUCTION 

In chapter 1 the concepts and topic of this study were introduced. The problem 

statement and research objectives of the study were discussed. Formulation of the 

research questions and hypotheses were also included, followed by a section on the 

research and methodology utilised in this study. In Chapter 2, various sources, such 

as books, journal articles and reports were consulted in order to carry out a literature 

review on the concepts included in the study. The numerous literature sources helped 

provide definitions of entrepreneurship, informal traders and social media. The study 

will also help to formulate a discussion encompassing the three topics; The nature of 

entrepreneurship, Informal traders and Social media marketing.  

Despite all the benefits that the various social media platforms provide, a lot of informal 

traders and small business owners do not use online platforms for their businesses. 

Several factors can be held accountable for this such as; lack of resources, lack of 

information, lack of skills and various other determinants (Fuchs, 2017:104-106).  Most 

of these small business owners are ignorant of the opportunity that social media 

provides for them such as a creative way to directly reach their customers. The 

ignorance of the small business owners could be due to their lack of expertise, which 

inevitably leads them to miss out on opportunities that social media provides in creating 

a direct link with their target market (Paquette, 2013:20-21).   

In the section to come the nature of entrepreneurship, informal traders and social 

media marketing is reviewed. The section will start by discussing the importance of 

entrepreneurship, the barries of entrepreneurship and the importance of 

entrepreneurship. With entrepreneurship starting from an individual level the section 

will also discuss entrepreneurship from an informal traders’ point of view, providing 

detalis on the benefits and challenges of informal traders. Finally, the section will also 

look at social media marketing, which is discussed as a low cost marketing technique 

that can be used by these infromal traders. 
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2.2  DEFINING ENTREPRENEURSHIP 

Herrington, Kew and Kew (2010:11) highlight that entrepreneurship is a universal 

debate, especially in academia and public press. Murphy (2010:30-31) defines 

entrepreneurship as the pursuit of opportunity simply by belief and commitment, it does 

not depend on external factors such as resource availability or particular skills. Martin 

and Marcus (2010:85) argue that entrepreneurship is a process that adds value and it 

is often linked to innovation. According to Singer, Amaros and Moska (2015:12-13) 

entrepreneurship is defined as any attempt at new business or venture creation, from 

self-employment to expansion of existing business or a completely new business. 

Kurato (2017) on the other hand interprates entrepreneurship to revolve around a 

dynamic process of vision, change and creation where a lot of energy and passion is 

required towards the creation and implementation of innovation. 

There are four major dimensions that are pivotal to the accomplishment of the process, 

namely individual, organisation, education and institutions. The individual which is the 

main focus of this section will be discussed in the form of informal traders. An individual 

becomes an entrepreneur when he/she develops a disruptive mindset which makes a 

huge difference with small things such as running a business with limited resources 

(Thembekwayo, 2017). The same mindset is required for entrepreneurship on an 

organisational level, where employees are required to have human qualities such as 

risk taking, boldness and self-reliance in order to find innovative solutions that help the 

organisation (Farias, Fernandez, Hjorth & Holt, 2019:555-557).  

Farrington, Venter and Neethling (2012:17-20) suggest that an entrepreneur with such 

human qualities can be made and developed through education thus promoting the 

provision of entrepreneurs. However, education and institutions have been found to 

work hand in hand (Ayankoya, 2016:3-4). Where there would have to be a whole 

institutionalized change with ideas implemented in three strategies which are; (1) 

create a vision, (2) mobilize allies in supporting the change in ideas and (3) motivate 

the institutional members to support the process of change (Rozaidy & Siti-Nabiha, 

2018:209). 

2.2.1 THE IMPORTANCE OF ENTREPRENEURSHIP 

Entrepreneurship is an impactful activity that sets people up for a better quality of living 

with improved income and more independence from work (Bosma & Kelley, 2018:29). 
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According to Meyer and Meyer (2017:439) entrepreneurship has an impact on the 

economic growth of a country, that is the more entrepreneuship activities are taking 

place the more the economic growth. Important factors such as finding solutions to 

development and economic problems are core in entrpreneurship (Örnek & Danyal, 

2015:1148) 

The increasing interest in entrepreneurship has been a result of a diverse range of 

contributory factors including the belief that it can act as a recipe for economic 

prosperity and that it can reduce unemployment (Ball, 2005:1-2). A report by Statistics 

South Africa (2019) shows a correlation between entrepreneurship and unemployment 

where it was recorded that South Africa hit an unemployment high rate of 27.7 percent 

in 2017. The high unemployment rate caused an economic reaction which resulted in 

South Africa’s highest level of entrepreneurial activity of 11 per cent in the following 

year of 2018 (Ndlendle, 2018). The increase in entrepreneurial activity played as an 

important contributor in South Africa’s economic rise of 1.4 per cent in the fourth 

quarter of 2018 (Statistics South Africa, 2019).   

However, entrepreneurship is a complex topic to tackle on a global level, considering 

the different dynamics in firms and the region of countries (Singer, Harrington, 

Menipaz, 2018:13-33). Picking the correct approach for the theoretical framework is 

necessary (Skopelitis, 2017:7-8). Nonetheless, Cowling and Bygrave (2005:632-634) 

mention that even though countries have contrasting systems and structures, there 

have been notable trends that are similar such as that of the increase in 

entrepreneurship after high rates of unemployment in the previous year. However, 

there are a number of barriers/challenges that come with entrepreneurship. 

2.2.2 BARRIERS TO ENTREPRENEURSHIP  

This section provides a discussion of the barriers to entrepreneurship. 

a)     Environmental barriers 

Environmental barriers are external limitations, such as lack of skilled labour which is 

valued as the most important resource needed in any organisation (Lebambo, Sambo, 

Berg, 2017:13). Entrepreneurs would rather do a range of tasks themselves than 

delegate to unskilled workers who are more likely to make mistakes (Bosch, Tait & 

Venter, 2018:88).  



16 
 

 

b)     Machinery and infrastructure 

Baba (2013:54-55) claims that machinery and infrastructure are key factors of 

entrepreneurial and economic growth. Good machinery is required for effective and 

efficient production of goods and services. In addition to infrastructure such as land 

and buildings, transportation, water and any other facilities that are needed during the 

entrepreneurial process to carry out business activities (Lebambo et al., 2017:13). The 

entrepreneurs find the machinery and infrastructure to be high priced for their small 

busineses, which now becomes more of a funding problem (Hossen, 2019:75). 

c)     Lack of Funds 

The biggest challenge in South Africa for entrepreneurs is funding, the South African 

approach towards loans and aquiring capital does not favour most of of the 

entrepreneurs (Bhorat, Asmal, Lilenstein & Der Vee 2018:29-28). Generally, in Sub-

Saharan Africa funding is in the top five barriers of entrepreneurship and mainly 

because funding institutions view small businesses as a high risk investment 

(Mahadea & Pillay, 2008:433-434). Financial organisations and other institutions take 

into account available financial assets and skills when an aspiring entrepreneur or a 

small business is looking for a capital (SchoemanLaw Inc, 2018:2).  

The lack of funds is the reason some entrepreneurship activities don’t even start, with 

starter costs higher than initial profit and no availability of other sources of finance 

(Lebambo et al., 2017:13). The banks set high requirements that are hard to meet and 

often tied to high interest rates (Baba, 2013:56-58). After a 0.25 percent rise in the 

South African interest rate to 6.75 per cent, Head (2018) mentions that businesses and 

investors had lower expectations and confidence, and this lead to high prime rates 

from financial institutions. 

d)     Personal barriers 

Personal barriers are caused by emotional blocks of an individual such as the 

unwillingness to invest money because of the risk that comes with it (Lebambo et al., 

2017:13). These personal barriers are the questions and scenarios that take place in 

the minds of people wanting to start-up entrepreneurship; uncertainty and doubts 

which result to lack of confidence (Lebambo et al., 2017:13-14). What happens when 

the entrepreneur fails? Is the entrepreneur able to recover or find a new job? It is said 
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that the average entrepreneur has dependents to go back to (Bosch et al., 2018:88). 

An entrepreneur’s doubts, uncertainty and  unwillingness to take on personal risks 

hinders a whole nations potential of effective development (Bhorat et al., 2018:3). 

Millennials who have grown up in a world of instant gratification, with aspiring 

entrepreneurs among them, want immediate success (Bosch et al., 2018:88). There is 

a lack of patience that comes with emerging generations. If there is no immediate 

achievement an entrepreneur will experience low morale and motivation to keep going 

with their entrepreneurial venture (Lebambo et al., 2017:13-14). They tend to lack the 

ability to see the bigger picture, to persist and align dreams with reality and to formulate 

a strategy to get to the end goal (Baba 2013:56-58).  

e)     Social barriers 

Social attitudes which are influenced from our surroundings have an impact in the way 

people think about entrepreneurship, such as low status of the society towards 

entrepreneurs (Lebambo et al., 2017:14). Certain customs and traditions still don’t view 

entrepreneurship as real jobs and careers and would rather have their children take on 

the more common and safe career choices such as relying on employment  (Lebambo 

et al., 2017:14). The world needs more positive attitudes such as those in a report  by 

Bosma and Kelley (2019) of the Global Entrepreneurship Monitor (GEM), with findings  

across 47 countries from 4 regions showing 62 percent of the population in the 47 

countries believing in entrepreneurship as a good career choice.  

2.2.3 REWARDS FOR ENTREPRENEURSHIP 

This section provides a discussion of the rewards for entrepreneurship 

a)       Personal fulfilment 

A person often finds working for others more challenging and frustrating, 

entrepreneurship offers that person self-fulfilment (Bosch et al., 2018:87). According 

to Lebambo et al., (2017:18-19) entrepreneurs create their own sense of belonging 

through their own business(es) and start to see that they cannot do it on their own but 

rather through collaborating with others. 
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b)     Financial rewards  

A more common reward is the financial reward, the result of making self-made profits 

and being able to achieve financial freedom which often comes with status (Bosch et 

al., 2018:87). Entrepreneurship involves working hard for your own benefit, it brings a 

certain level of personal satisfaction (Skripak, 2016:147). 

c)     Personal satisfaction 

Entrepreneurs often wake up excited every day knowing they’ll be doing what they do 

best, there is an endless flow of energy that comes with passion (Lebambo et al., 

2017:18-19). Entrepreneurs consider the entrepreneurial process as making money 

off their hobbies, getting paid for doing something they to do (Bosch et al., 2018:87). 

d)     Opportunity to gain control over own destiny and to make a difference 

Entrepreneurs as business owners have the freedom to decide what they want to do, 

it  can be at work or with family or in the community (Lebambo et al., 2017:18-19). 

Entrepreneurs are the captains of their own ship, they do not answer to anyone, it’s 

their vision and they can carry it as they see fit (Bosch et al., 2018:87). With 

entrepreneurs viewed as problem solvers, they have a say in their community and 

make a difference for a brighter future by making use of their own knowledge and skills 

(Skripak, 2016:147). Blaauw (2013:3-5) mentions that entreprenuers have the most 

freedom at entry level and a good example are informal traders who will be discussed 

in the next section.  

2.3  INFORMAL TRADERS 

An informal trader is defined as any person who has a business offering goods and 

services to the public without having a structured tax system or geographical area of 

permanent trade (Tengeh & Lapah 2013:8). Informal traders according to Statistics 

South Africa (2013:3) are any business entities that are not registered for VAT. Ligthem 

and Van Wyk (2004) concur that informal traders are generally defined as retailers that 

are not registered for VAT. The informal traders are not tied to formal contracts, fixed 

hours, job security, and employment benefits (Jamela, 2013:17).  The informal traders 

form part of the informal sector, where they follow no regulations and authorities to 

instil regulations (Horn, 2011:2). Lund, Nicholson & Skinner   (2000:17) upholds and 

explains that informal traders are people who belong in the informal sector and on 
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informal sites. Informal traders do not have a written contract therefore they’re not 

included in tax payments and employee benefits such as pensions or medical aid 

considerations from their employers (Lund, 2000:17). 

Informal traders are a necessary component of the South African economy especially 

as a developing country where there are high rates of poverty and high levels of 

unemployment (Horn, 2011). The informal traders are given the opportunity to unlock 

entrepreneurial potential which could get lost in formalities (Guha-Khasnobis & Kanbur, 

2006:2-3). According to Peberdy (2000:364) women make up about seventy percent 

of the informal traders in South Africa, Zimbabwe and Mozambique. Which is 

significant for an economy as a whole to thrive, as women are emphasised to be 

important agents of change and development (Chingono, 2016:630-631). Blaauw 

(2013:5-6) mentions that informal traders fill in gaps in the market that are often 

overlooked. Informal traders are part of the community or they have their own 

community which deserves to be protected and benefit freely from the works the 

informal traders (Modupi, 2017:3). 

There are numerous benefits of informal traders, these will be discussed in the section 

to follow. 

2.3.1  BENEFITS OF INFORMAL TRADERS 

In this section the benefits of informal traders are discussed. 

a)     No regulations 

The main emphasis of informal traders and the informal sector is the lack of authorities 

in setting rules and regulations and most importantly VAT  (Stats South Africa, 2013:3). 

However, there are some special cases where laws are enforced on informal traders 

such as street vendors and hawkers who are called to obey certain laws but even then 

the majority of vendors and hawkers still hold the ideal nature of informal traders (Steel, 

Ujoranyi & Owusu, 2014:4-7).  

b)     Mobility/Flexibility 

Informal traders such as hawkers have the advantage of moving around to seek 

opportunities or in some cases can easily escape from city authorities if they are 

operating on restricted grounds (Steel et al., 2014:4-7). The advantage of being mobile 
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also presents informal traders with the opportunity to evade places of stiff competition 

(Chingono, 2016:637).    

c)     Shorter duration for start-up 

Steel et al., (2014:637-638) mentions that market activities in the city are growing faster 

than the ability of the people’s capabilities and informal traders close this gap. Jamela 

(2013:86) adds on to explain that it is due to the simplicity and short duration it takes 

to be an informal trader compared to going through the business formalities or waiting 

for employment opportunities. This aspect of informal traders leads to 

entrepreneurship being embraced quicker and not wasted by formalities (Blaauw, 

2013:4). 

d)     Provision of goods and services 

From a cross-border perspective Jamela (2013:37) explains how certain raw materials 

or services are provided by foreign informal traders. According to Blaauw (2013:3-4) it 

is just not the foreign informal traders, informal traders in general carve their own paths 

and markets by providing goods and services that are in short supply. 

2.3.2. CHALLENGES OF INFORMAL TRADERS 

Although informal traders enjoy the freedom of doing business without regulations, 

they do however face a numerous challenges. Below are the challenges faced by 

informal traders. 

a)     Lack of Longevity  

Certain informal traders such as hawkers do not have a long-term mentality 

(discouraged from investing and growth) where they do not plan on investing in the 

long-term growth of their business and this could be due to threats of eviction and rising 

costs of trading (Steel et al., 2014:4-5). This leads to a knock-on effect such as lack of 

risk-taking which is a result of the lack of long-term direction (Modupi, 2017:37). 

Informal traders also tend to be unstable and vulnerable towards external third parties 

giving an inferior presentation of the business (Modupi, 2017:24). 

b)     Governments/ Authorities 

According to Steel et al., (2014:4-5) some countries have regulations on informal 

traders such as street vendors on the way they do their business, to the point of evicting 
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or harassing the street vendors off the streets. Blaauw (2013:5-6) mentions that this is 

because the increase of street vendors contributes to the expansion of the informal 

sector which clogs urban areas, they are usually associated with leaving a dent on 

health and environment.  In countries such as Ghana, they do not even consider 

informal traders such as street vendors as contributors to economic development, thus 

giving more reason to clearing the streets with the eviction of the street vendors (Steel 

et al., 2014:2-3).  

c)    Lack of resources 

Schraader, Whittaker and Mckay (2010:341) found that informal traders do not always 

keep accurate financial records. Leading many informal traders to face challenges with 

their finances. Chingono (2016:637) mentions that the financial illiteracy of the informal 

traders results to cahsflow shortages which are mainly caused by poor customer 

relationship, where customers are unable to repay. 

d)     Relationships 

Informal traders have ill relationships with both the police and the municipality, such 

that their goods are constantly being confiscated and compounded (Modupi, 2017:39). 

Informal traders also extend their rivalry among themselves with stiff unregulated 

competition (Chingono, 2016:637). Informal traders tend to rely on the close 

relationship they have with their customers and unlike larger formal companies they 

do not have the necessary skills and capabilities for marketing their products to have 

a competitive edge over their rivals (Chingono, 2016:637). 

2.4  NATURE OF MARKETING 

Marketing is an important practice that allows a business to share information to its 

customers about the products and services that it has to offer (Bashar, Irshad & Wasiq, 

2012:88). Marketing is also used by businesses when introducing new products or 

services to its customers (Kotler & Keller, 2012:3). For a marketing strategy to be 

considered successful it needs to be able to reach and gain the attention of as many 

people of the target audience as possible (Bashar et al., 2012:89). 

The importance of an effective marketing strategy is often something that is overlooked 

amongst business operations (Kotler & Keller, 2012:3). Research done has revealed 

that marketing is of great importance to small businesses (Oji, Iwu & Tengeh, 2017:2). 
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An organisation is made of various departments such as finance, operations and 

accounts to name a few, but without marketing, which helps to create demand for the 

products and services an organisation offers, those functions would become redundant 

(Kotler & Keller, 2012:3).  Studies carried out on businesses in South Africa have noted 

that marketing strategies have a significant effect on business failure rates, highlighting 

the importance of marketing (Oji et al., 2017:2).The demand that marketing helps to 

create is a significant determining factor on the success of a business (Kotler & Keller, 

2012:3). In an attempt to build a strong brand image and encourage customer loyalty, 

marketing approaches are usually seen as an efficient avenue to reach their customer 

(Bashar et al., 2012:89). Businesses in industry’s ranging from the health sector to 

non-profit organisations worldwide have reported that they thank their marketers for 

their success (Bashar et al., 2012:89). 

In order to ensure a successful marketing strategy is in place, there are various 

elements that a marketer needs to consider (Kotler & Keller, 2012:4). Such elements 

include the design of the product, how much it would be, where it would be sold as well 

as how much the marketing channels would cost (Kotler & Keller, 2012:4). The 

marketing team also needs to analyse how the chosen marketing approach will affect 

the business in terms of elements such as growth (Oji et al., 2017:3). Particularly in 

this digital age that we are currently in, the internet environment is one that is fast-

paced (Oji et al., 2017: 3). Things are forever changing online, and people’s opinions 

can be quickly triggered by a marketing campaign (Oji et al., 2017:3).  

Traditional marketing techniques such as sharing messages about products through 

the radio or television have been criticised as being flawed (Opreana & Vinerean, 

2015:29). This is due to the fact that these practices were seen as intrusive and a way 

of attempting to force all viewers, target market and otherwise, to purchase the 

advertised products (Opreana & Vinerean, 2015:29). With the internet continuously 

being developed, a solution to this flaw was formed through the establishment of online 

marketing (Opreana & Vinerean, 2015:29). Some of these online marketing methods 

include; search engine marketing, email marketing, blog marketing, viral marketing, 

content marketing and social media marketing (Chaturvedi & Gupta, 2014:81). 
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2.5  SOCIAL MEDIA  

Social media is the most popular and commonly used out of the mentioned online 

marketing techniques (Chaturvedi & Gupta, 2014:81). Social media can be referred to 

as the tools used to facilitate communication, Interaction and sharing of photos, videos 

and documents using online applications (Chaturvedi & Gupta, 2014:81). Social media 

exists in different forms namely; blogging, podcasts, pictures, videos, rating and social 

bookmarking (Kim & Ko, 2012:1481). Social media gives online users the freedom to 

utilise the conversational media to share information, opinions and knowledge, in the 

various forms mentioned (Bashar et al., 2012:89). In this digital world we live in, social 

media offers a platform that helps its users to reach out to as many of the worlds online 

population as it can and it does so at a relatively low cost (Chikandiwa, Contogiannis 

& Jembere, 2013:366)  

The Global Digital report highlighted that the online internet user population had 

surpassed four billion in 2018 (Kemp, 2018:3). This growth in the internet user 

population has been reported due to the fact that smartphones and mobile data plans 

are now becoming more affordable to the general population (Kemp, 2018:3). Due to 

the increased access of smartphones and the internet, the number of social media 

users has also risen to 3 billion in 2018 (Kemp, 2018:3). In the African continent 

particularly the number of social media users is  just over 191 million (Kemp, 2018:12). 

This social media population has risen by four percent between the period of January 

2017 to January 2018 (Kemp, 2018:13). The global social media use average is at 42 

percent (Kemp, 2018). With the growing population of online users, it is important for 

an analysis on how the technological world is affecting everyday processes, 

particularly in the business world (Bashar, et al., 2012:89). 

The rise in the popularity and use of social media is something that has been noted by 

businesses and organisations around the world who have taken it upon themselves to 

create corporate social media accounts so that they can use the platforms for 

advertising purposes (Chikandiwa, et al., 2013). There are however still a significant 

amount of small businesses such as informal traders, who are still yet to realise how 

great of an influence integrating social media into their marketing strategy can be on 

their business (Bashar, et al., 2012:89-91). When a social media marketing strategy is 

adopted, it is not only a way for a business to reach its target customers, but it is also 
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a way that the business can create valuable relationships with its customers 

(Chaturvedi & Gupta, 2014:81).   

2.5.1  BENEFITS OF SOCIAL MEDIA MARKETING 

One advantage social media has over traditional marketing techniques is cost (Shah, 

2011). Traditional marketing usually requires a business to set a high budget (Hæreid 

& Indregård, 2015:1). Entrepreneurs who own small businesses do not have enough 

resources to dedicate to marketing and this has been one of the main reasons 

contributing to their high failure rate (Hæreid & Indregård, 2015:1). According to Shah 

(2011), it was observed that thirty percent of start-up’s failed due to lack of 

establishment of marketing techniques. It is clear that small businesses fail to realise 

how influential marketing tools such as social media can be on their brand image. 

Another advantage of the use of social media as a marketing tool is the fact that social 

media encourages active engagement between the business and their customers 

(Chikandiwa et al., 2013:366). A lot of well-established businesses already post their 

content online and have an open channel of communication with their customer base 

through the use of social media (Business Report, 2017). By changing the way they 

interact with customers as well as creating connections with other brands, doing this 

can assist any business in providing better value for its customers through the creation 

of new products/services as well as updated business models and values for the 

organisation (Kim & Ko, 2012:1480).  

2.5.2  CHALLENGES OF SOCIAL MEDIA MARKETING 

Although the use of social media can be viewed as a low-cost marketing tool for 

businesses to use, it does however come with some drawbacks (Oji et al., 2017:4). 

One such drawback is the fact that the business owners are not completely able to 

control how their brand reputation will be viewed by the online audience (Chikandiwa 

et al., 2013:366). They can not control what people choose to post in relation to their 

business online, such as bad reviews (Chikandiwa et al., 2013:366). All they can do is 

ensure they offer the best quality service to their customers to avoid that (Chikandiwa 

et al., 2013:366). 

With the increased use of social media marketing by established brands and 

businesses, it has become more important to analyse the effect that it would have on 
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the business performance of informal traders (De Vries et al., 2012:83). Over fifty per 

cent of the people who use social media follow their favourite brand (De Vries et al., 

2012:83). This could help small businesses to better impact their target market (De 

Vries et al., 2012:83). The development of business pages on social media has created 

the perfect platform for consumers to comment and even commend the brand, further 

boosting its reputation and therefore aiding it to reach out to more of its potential 

consumers (Chikandiwa et al., 2013:366). 

For the reasons mentioned above it is clear that social media can be a very effective 

solution to help small businesses and informal traders improve on how they can reach 

their customers, reducing failure rates. There are various social media platforms 

available for these small business owners and informal traders to make use of.  

2.6  SOCIAL MEDIA PLATFORMS 

On the various online social media platforms, users are able to post questions they 

may have about products and services being offered by the business (Oji et al., 

2017:4). The marketing team in charge of running the social media account would then 

be able to provide them with the relevant information (Oji et al., 2017:4). Business 

should take advantage of the rising number of social media users (Chaturvedi & Gupta, 

2014:82). Having an online presence and engaging with their target audience is a great 

way for all businesses, small and large, to increase their number of customers with 

more of an impact than traditional mass-media marketing tools (Chaturvedi & Gupta, 

2014:82). 

It is often underestimated how much of an influence the use of social media can have 

on the brand and reputation of the business(Oji et al., 2017:3). The social media page 

of a business affects how a customer views their corporate image (Oji et al., 2017:3). 

They begin to judge the business based on the structure of the page as well as the 

content included (Chikandiwa et al., 2013:367).  

Social media is also a platform where brand attitudes from customers can be affected 

(Dahnil, Marzuki, Langgat & Fabeil,2014:121). This refers to what a customer thinks or 

feels about the business and the products/services they offer. A customer’s brand 

attitude has an impact on their buyer decision making which thus has an impact on 

business performance (Chikandiwa et al., 2013:368). 
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One suggested way failure rates of entrepreneurs and small businesses can be 

reduced is for them to find a better way to reach their target market through effective 

communication (Kim & Ko, 2012:1480). This can be done via the use of social media. 

Marketing communication platforms such as Twitter, Facebook and YouTube have 

been analysed and seen as great ways to help a business successfully take-off (Kim 

& Ko, 2012:1480).  

With the level of competition continuing to grow and the number of internet users rising 

rapidly every year, a business simply having a website is no longer enough for them 

to compete for customers against their competitor (Palma, 2016:21). Businesses need 

to start adopting social media tools in order to reach a larger customer base 

(Chaturvedi & Gupta, 2014). Below a number of available social media marketing tools 

will be discussed. 

2.6.1  FACEBOOK 

Facebook is a fairly easy to use social media platform. Anyone can sign up and create 

a personal or business profile at no cost over the internet (Palma, 2016:21). Social 

media platforms such as Facebook help to promote a direct channel of engagement 

between businesses and their customers (Palma, 2016:21). What makes social media 

sites such as Facebook even more flexible is the fact they can be accessed at whatever 

time is convenient for the user, provided they have an internet connection (Palma, 

2016:21). Facebook is the most popular social media platform with over two billion 

active monthly users globally (Kemp, 2018:59). This can be seen by marketers as a 

very significant channel to base their marketing strategies on (Palma, 2016:22). 

The fact that Facebook allows its users to create posts and threads for free makes it a 

great marketing venue for small businesses especially such as entrepreneurs and 

informal traders (Oji et al., 2017:3). Facebook has however given businesses the 

chance to change their marketing strategy by making it more centred around 

understanding the social and personal details of its consumers (Business Report, 

2017).  

2.6.2  YOUTUBE 

Youtube comes second to Facebook in terms of social media platform popularity with 

statistics showing it has one and a half billion active monthly users (Kemp, 2018: 59). 
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YouTube functions through its users, being artists or companies, publishing videos that 

they have created showcasing their talent or products for the viewing of the public, 

even those not registered (Rugova & Prenaj, 2016:89). Under each posted video is a 

comments section where the audience is allowed to share their opinions. Additionally, 

to being able to post videos, YouTube allows businesses to post advertisements on 

the application that can only be skipped if need be, after a few seconds. According to 

Burns-Whittemore (2012), YouTube is very sort after by marketing agencies as an 

advertising tool. 

2.6.3  WHATSAPP 

WhatsApp is a popularly used application that allows its users to make use of its instant 

messaging facilities most commonly through mobile smartphones (Oji et al., 2017:3). 

WhatsApp, although arguably more of an online messaging application, can also be 

said to be a social media platform as it encompasses the basic characteristics of one 

(Kumar & Sharma, 2017:52). Through this application, users are able to text messages 

as well as pictures, videos and audio files to one another (Oji et al., 2017:3). 

2.6.4  INSTAGRAM 

Instagram is another popular social media platform centred primarily around the 

sharing of photos and short videos from users to those who follow their online profile. 

(Thulo, 2016) The 2016 South African Social Media Landscape reported that 

Instagram has over 2.68 million active users (Thulo, 2016). Instagram is a good social 

platform for owners of smaller businesses to reach their target audience. Through the 

use of ‘hashtagging’ and suggested content based on things you have like, Instagram 

makes it easier for users to find their segments (Business Report, 2017).  

2.6.5  TWITTER 

Twitter is another social media network that helps to facilitate communication between 

its users (Rugova & Prenaj, 2016:89). A lot of influential people have twitter accounts. 

Through Twitter, users can share messages and various media such as pictures and 

videos (Rugova & Prenaj, 2016:89). When it comes to sharing messages, they are 

however restricted to a 140-character limit. In 2018 in the global digital report, twitters 

number of active users was at 330 million (Kemp, 2018:59). 
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2.6.6  LINKEDIN 

Unlike other social media platforms, LinkedIn is used for the creation of professional 

online profile (Rugova & Prenaj, 2016:89). In 2013 Hempel recorded that the 

population of users on LinkedIn was at 259 million and this number had grown to over 

443 million users worldwide by 2016 (Kemp, 2018:59). LinkedIn gives its users access 

to information such as job opportunities and other professional information that one 

would need to be successful in their field of expertise (Rugova & Renaj, 2016:89).  

Social media platforms are increasingly being adopted across many industries, 

worldwide (Rugova & Prenaj, 2016:86). The Technology Acceptance Model (Figure 

2.1) highlights some affectors that influence the intention to use social media 

(Taherdoost, 2017:962). 

2.7   FACTORS AFFECTING SOCIAL MEDIA ADOPTION 

In developing countries such as South Africa the use of social media is a tool that is 

still seen as a new phenomenon that is yet to be fully understood (Rugova & Prenaj, 

2016:86). It is of particular importance for social media marketing to be adopted by 

small businesses and entrepreneurs as it offers them a great marketing opportunity to 

reach a larger audience and increase their sales all at a little, to no cost (Rugova & 

Prenaj, 2016:86). There are various factors that affect whether a business adopts 

social media as part of its marketing approach and the Technology Accceptance Model 

(TAM) can be applied to explain some of the factors. The TAM model (Figure 2.1) was 

developed by Davis to explain how a users intention to use technology, such as social 

media platforms in this study, depends on three variables.  Davis states that  three 

factors that can explain what encourages users to adopt certain technology include; 

Perceived usefulness, Perceived ease of use, and Attitude towards use (Taherdoost, 

2017:962).  



29 
 

 

 

Figure 2.1  Technology Acceptance Model (Davis, Bagozzi & Warshaw 1989) 

2.7.1   PERCEIVED USEFULNESS 

Davis defined perceived usefulness as how the end user believes that the use of of the 

system in question may improve their job or life performance (Davis, 1986). 

Technology that is viewed to have a positive impact on the life of the user is more likely 

to be accepted (Surendran, 2012:175).  Social media can be seen as quite useful as it 

offers the user many benefits such as providing interactive communication channels 

(Weerasinghe & Hindagolla, 2018:143). Adopting social media is vital for business 

performance as it helps any organisation increase its reach to their target audience 

(Weerasinghe & Hindagolla, 2018:143). 

2.7.2   PERCEIVED EASE OF USE 

Perceived ease of use of technology can be defined as the end users subjective 

expectation of the amount of effort they would have to put in to use the system (Davis 

et al., 1989:985). It has been noted by researchers that the less effort a program is to 

use, the more likely it is to be adopted adopted (Elkaseh, Wong & Fung, 2016). 

Systems like the various social media platforms are said to be quite straightforward to 

use as no special extra skills are necessary to use them (Elkaseh et al., 2016). There 

has also been a link highlighted betweeen ease of use and perceived useful ness 

(Davis et al., 1989:986). It is believed that the easier technology is to use the more 

useful it is viewed and therefore used more (Davis et al., 1989:986). 

 

 



30 
 

 

2.7.3   ATTITUDE TOWARDS USE 

The term attitude refers to a person’s feelings, negative or positive about a certain thing 

or action (Elkaseh et al., 2016:194). Users are more likely to accept technology that 

they have a positive attitude about. The attitude of a person is something that is largely 

influenced by the intention of use, being how likely a person is to take part in a certain 

activity (Surendran, 2012:176). A business, for example, would find social media as a 

key, low cost communication tool with its customers and therefore should have a high 

chance of adoption (Saaondo & Igbaakaa, 2018:72).  

2.8   SOCIAL MEDIA MARKETING IN SOUTH AFRICA 

Social media use in South Africa is at an averagen of 32 per cent, which is 10 per cent 

lower than the global average (Kemp, 2018:54). Although the number of online users 

continues to rise in South Africa, many business owners are still ignorant of the fact 

that a digital divide still exists (Afolabi, 2015:4). This phenomenon is present amongst 

the population in many developing countries such as South Africa whereby many 

people are not able to access basic information communication technology (ICT) such 

as desktop computers and broadband internet service (Business Report, 2017). Due 

to this lack of access to computing tools, the adoption of ICT in African countries falls 

behind the progress of other developing continents (Afolabi, 2015:4-5).  

A study carried out by Barry, Born and WeszkaInys (2008) showed that over the years 

there has been a significant increase in internet access. The success of the increase 

was said to be credited to mobile network providers (Afolabi, 2015:9). Mobile internet 

access had thus been noted as a key driving force towards battling the digital divide 

that exists (Afolabi, 2015). Over 80 per cent of the South African population accesses 

the internet through mobile phones (Business Report, 2017). 

There is a large number of mobile users in the South African mobile market (Business 

Report, 2017). It has been reported that 80 per cent of the South African population is 

subscribed to a mobile network provider (Afolabi, 2015:9). On average South Africans 

spend three hours a day online. Whilst online the most popular tasks involve checking 

emails and being active on social media. Research done on social media usage in 

South Africa has shown that the most popular social media networks were Instagram 

and Facebook (Thulo, 2016). The South African social media environment offers a very 
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feasible channel for marketers to encourage the adoption of online advertising (Afolabi, 

2015 :9). 

One of the most memorable uses of social media marketing was from South African 

retailer Urban Hilton Weiner (Afolabi, 2015:9). They created an online campaign 

encouraging their customers to take in-store pictures of themselves trying on clothes 

from their store (Afolabi, 2015:9). Customers then had to post this picture on Twitter 

with the hashtag ‘#urbanselfie’ in order to win a $10 shopping voucher (Afolabi, 

2015:9). This campaign was a very creative initiative that helped them to get more 

visits to their store as well as to reach more potential clients with information on the 

products they offer (Afolabi, 2015:9).  

The Digital School of Marketing (2019) has highlighted that 86 per cent of the South 

African local businesses make use of Facebook for advertising purposes, 35 per cent 

use LinkedIn, 45 per cent are on twitter and Instagram. Most marketers have testified 

to seeing a significant increase in their business performance in terms of revenue and 

number of customers after the use of these various social media platforms for 

advertising (Business Report, 2017). More than 50 per cent of the online population 

have been said to follow brands on social media (De Vries et al., 2012:85). 

2.9  SUMMARY 

This chapter began with the concept of entrepreneurship being defined, followed by a 

brief discussion of the importance of entrepreneurship. Then a discussion of the 

barriers/challenges and rewards that come with entrepreneurship were given. It was 

shown that entrepreneurship starts at an individual level and in this study the focus 

was on informal traders. The benefits of informal traders were then discussed. 

Followed by the challenges that informal traders face. 

It was then noted that a significant reason that led to high failure rates of entrepreneurs 

was due to lack of an appropriate marketing strategy. Though the use of social media 

has been seen rising rapidly small business owners such as informal traders are still 

hesitant to adopt it into their marketing approach due to reasons such as lack of 

information, skills and resources. However, social media platforms are very easily 

accessible, simple to use applications that only mostly requirement a minimum of a 

smartphone and a good data plan. Once a social media account has been set up, 
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mentioned studies highlighted that there would be a noticeable impact on the success 

rate of the business. 

The following chapter will encompass a discussion on the research design and 

methodology of the study. Concepts such as what a research paradigm is will be 

looked at. There will also be an explanation on which approach will be followed during 

the study. To follow this, a section on methods of data collection will be included. Lastly, 

the chapter will talk about how the gathered data will be analysed and explained from 

the study.  
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CHAPTER 3 

 RESEARCH DESIGN AND METHODOLOGY 

3.1    INTRODUCTION 

After consulting several sources of literature concerning the topics of entrepreneurship 

and informal traders as well as the benefits social media marketing, the researchers 

now plan to carry out empirical research aimed at identifying the relationships that exist 

between these concepts. A carefully laid out plan needs to be developed before the 

empirical research can be carried out. This chapter will consist of a description of how 

the research design and methodology which will describe the research and how it will 

be carried out. 

It has been noted that the success of any great research project is strongly reliant on 

it having a strong beginning foundation (Kothari, 2004:33). Having a well-defined 

problem statement and research objectives make it that much easier for the 

researchers to set out a comprehensive research design. A research project consists 

of two major sections (Kothari, 2004:33). The first section includes a discussion of how 

the research will be conducted and the various component it would include. Such 

components include the sample, the data collection mode (secondary and primary), 

the type of data to be collected (qualitative vs quantitative) as well as the measuring 

instrument of the data being collected (Akhtar, 2016:68). The second section is centred 

around explaining how the data would be analysed after it has been collected and 

giving it meaning (Akhtar, 2016:68). 

Chapter 3 will include a detailed research and methodology. To begin with the research 

paradigm and approach used in this study will be discussed, which will be followed by 

an overview of the population and sample that will be the focus of the study. This would 

then lead to a detailed explanation on the data collection methods, looking at aspects 

such as how the measuring instrument was developed, qualifying questions that were 

established, the scale development and operation, as well as a discussion about how 

the measuring instrument was administered. The final section of the chapter will deal 

with data analysis methods, discussing both methods to establish validity and reliability 

of the measuring instrument, as well as the statistical techniques that will be utilised to 

analyse the gathered data. 
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3.2    RESEARCH DESIGN  

The following section will discuss the various primary and secondary research methods 

that will be used. The section will also include a discussion on the research paradigm 

and research approach.   

3.2.1  SECONDARY RESEARCH 

Secondary research methods involve making use of data that has already been 

collected for other purposes to see what data already exists on a topic (Johnston, 2014: 

620). Secondary research will be carried out to analyse the definition of informal traders 

as well as to highlight the importance of social media and its impact on business 

performance. Secondary data sources to be utilised will be obtained from online 

databases available from the Nelson Mandela University library such as Sabinet, 

Emerald and EBSCOhost. Online journal articles will be obtained through google 

searches and relevant books on the topic will also be used where applicable. 

3.2.2  PRIMARY RESEARCH 

Primary data involves using scientific methods to gather first-hand data on a specific 

topic. This data is usually gathered using methods such as observation, interviews, 

and surveys (Driscoll, 2011:154). The primary research for this study will involve four 

subcomponents, namely; the study's research paradigm and approach, sampling, data 

collection, and data analysis. 

3.2.3   PARADIGM  

A research paradigm can be defined as a perspective or pattern based on world views, 

beliefs, and assumptions (Kivunja & Kuyini, 2017:30). It is a way of getting a better 

understanding of the world that we are surrounded by (Davies & Fisher, 2018:21). 

Research paradigms guide the researcher on the nature of questions to ask as well as 

how they should conduct the research (Kivunja & Kuyini, 2017:30-33). Several 

elements make a research paradigm namely; what the reality is (ontology), what the 

limits to what we know are(epistemology), what are the nature and types of values 

(axiology), as well as how we plan to find information (methodology). Some paradigms 

have elements that tend to overlap (Davies & Fisher, 2018:21) (Romani, Barmeyer, 

Primecz & Pilhofer, 2018:248). Two types of paradigms exist; a positivistic as well as 

an interpretive paradigm (Kivunja & Kuyini, 2017:30-33).  
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A positivist paradigm is based on the fact that there is only one reality(ontology) and 

one way of viewing things (Davies & Fisher, 2018:21). In order to establish what this 

reality is, the study must be undertaken in a very objective manner, one that avoids all 

bias (epistemology) (Davies & Fisher, 2018:21).It is usually utilised in situations 

whereby the research outcomes are aimed at being generalized and used to guide the 

whole universe (Romani, et al., 2018:249). Positivistic research relies on probability, 

which how likely something is to happen (Romani et al., 2018:249). The term positivism 

assumes that knowledge is gained better through an observation of experiences and 

viewing the causes of certain behaviour (Romani, et al., 2018:249). During positivistic 

research paradigm, an objective study is carried out based on some pre-determined 

hypotheses (Rahi, 2017:3). 

An interpretivist paradigm, in contrast to the positivist, involves a more subjective, 

relativist ontology (Davies & Fisher, 2018:23). Instead of believing in only one reality, 

the interpretivist view believes that multiple realities exist, and that reality differs from 

one person to another. The paradigm is focused on the belief that multiple realities 

exist, and that reality differs from one person to another (Davies & Fisher, 2018:23). 

The experiences and views of the participants guide the researcher on the perceptions 

of the world (Thanh & Thanh, 2015:25). The data gathered from these experiences is 

very useful in answering the research questions (Thanh & Thanh, 2015:25). 

Researchers using the interpretivist paradigm believe that the context in which the data 

is collected is important to the way it is then interpreted (Barker, Nancarrow & 

Spackman, 2001:5). Interpretivist paradigms are usually used when investigating a 

particular context as it is believed that reality is a social construct (Thanh & Thanh, 

2015:25). The interpretivist view does not believe in universal standards but rather that 

certain groups or cultures are bound by particular beliefs and perceptions (Davies & 

Fisher, 2018:22).  

For the chosen topic, the research paradigm identified is one of a positivistic nature. 

This is said to be because the research includes observation of human behaviour and 

makes use of scientific methods to establish an explanation for it. The positivistic 

paradigm is thus most suited for this topic because it is the most suitable for testing 

relationships between variables (Kivunja & Kuyini, 2017:30-31).  
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3.2.4   APPROACH 

There are certain paradigms that are associated with specific research approaches. 

There are two approaches to how data can be collected under the positivistic approach, 

quantitative and qualitative. Quantitative research involves the collection of information 

in numerical form in order to attempt to explain causal relationships between variables 

within a study (Yilmaz, 2013:312).  In quantitative research it is believed that the world 

is standardised, and that data can be collected to help form generalisation (Mertler, 

2015:108). The quantitative viewpoint also rests on the belief that these 

standardisations drawn about the world cannot be considered meaningful unless they 

can be observed and measured in order to be verified (Ellis, 2014:118). This type of 

research can be said to be rise to data that is quantifiable, measurable and represented 

in ways that include numerical data and statistical methods (Mertler, 2015:108).   

Qualitative research in contrast to quantitative research is aimed at getting an in-depth 

view of society (Creswell, 2014:183). It is centred around people and how they view 

the word through the experiences they have endured rather than collecting quantifiable 

data (Creswell, 2014:183). Quantitative research does not look at causal relationships, 

but instead is focused on trying to understand themes from people such as attitude, 

feelings and beliefs (Ellis, 2014:119). This research approach is more concerned with 

quality rather than quantity in terms of the data collected (Ellis, 2014:119). Qualitative 

research does not start with preconceived theories or hypotheses but lets the topic of 

interest at hand lead the direction of the research scope (Thanh & Thanh, 2015:26). 

There is no grounded theory on what the research will provide (Thanh & Thanh, 

2015:26). Qualitative approaches are usually supported by the interpretivist view 

because of the rich data they provide which paves the way for a deeper understanding 

of the different contexts in reality (Thanh & Thanh, 2015:25). 

For this study a quantitative research approach was utilised. This is because the 

positivistic paradigm is usually used in relation to quantitative research methods 

(Davies & Fisher, 2018:22). This approach is also the most suitable because the 

research to be undertaken involves long into a causal relationship between the 

independent variables (perceived ease, perceived usefulness and attitude towards) 

and the dependent variable (Intention to use social media). This quantitative data will 

be gathered through means of a survey in the form of a structured questionnaire which 
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will be distributed to all the available informal traders in the Nelson Mandela Bay Area. 

Thereafter the data will be analysed and converted into useful information through 

statistical means. 

3.3  POPULATION STUDIED 

In research, a population can be defined as all the individuals of interest in a particular 

study (Levy & Lemeshow, 2008:11). In this study, the population consists of all informal 

traders in the Eastern Cape (Levy & Lemeshow, 2008:11). When attempting to gather 

data for a research topic, it is almost impossible to reach every individual in a certain 

population. Instead, a sample of the population should be chosen (Struwig & Stead, 

2017:114). A sample includes a fraction of the total target population. When sampling 

is done correctly, the results of the subset should be able to be generalised to the 

whole population (Levy & Lemeshow, 2008:18). For this study, the sample population 

includes 100 informal traders operating in the Nelson Mandela Bay Area. 

3.4   SAMPLING METHOD 

The sample used in a research project is of great importance in terms of answering 

the research questions at hand. The following section will provide a discussion on the 

various sampling methods available as well as how an appropriate sample size is 

chosen. 

There are two main ways sampling can be undertaken: non-probability sampling and 

probability sampling (Struwig & Stead, 2017:114). Probability sampling is when all the 

individuals in a population have the same chance at getting chosen to take part in the 

study (Etikan & Bala, 2017:2).  It means that every individual has a non-zero probability 

chance of being selected to participate in the research (Singh, 2007:102). This 

sampling method gives rise to a sample that provides a good representation of the 

population (Kumar, 2011:181). The most straightforward form of random sampling is 

simple random sampling (Singh, 2007:103). Simple random sampling involves 

selection of a sample in the most random way such as tossing a coin or choosing 

blindfolded. Another example of a random sampling method is systematic random 

sampling (Singh, 2007:103). For this method the researcher requires a complete list of 

information about the population (Kumar, 2011:181). From this list the researcher then 

decides on a mathematical pattern on how to choose their sample (Kumar, 2011:181). 



38 
 

 

For example, the researcher could decide on every nth person on the population list 

(Rahi, 2017:3).  

Stratified random sampling involves the population being divided by certain 

characteristics (Singh, 2007:105). From these groups certain number of people are 

chosen from each to make up the required sample size (Rahi, 2017:3). The most 

efficient method of random sampling is clustered sampling whereby the population is 

divided into various clusters (Singh, 2007:106). From these clusters a sample is 

chosen at a random basis (Kumar, 2011:181). 

On the other hand, non-probability sampling makes use of non-randomized methods 

to select the sample (Etikan & Bala, 2017:1). Unlike random sampling, non-probability 

sampling involves choosing a sample based on a certain judgement such as ease of 

access (Singh, 2007:107). There are four popular non-probability sampling methods 

including; convenience sampling, purposive sampling, quota sampling and snowball 

sampling (Etikan & Bala, 2017:1). 

Convenience sampling is undertaken when a researcher chooses a sample based on 

ease of access to (Singh, 2007:107). This is usually the case with population that is 

within close range geographically to the researcher (Rahi, 2017:3). In this sense, 

whoever a researcher comes across can qualify to be a participant (Rahi, 2017:3).   

In terms of purposive sampling, a researcher chooses their sample based on their own 

judgement (Singh, 2007:108). Participants are chosen based on the purpose of the 

topic in mind (Rahi, 2017:3).  Purposive sampling is also sometimes referred to as 

judgement sampling (Kumar, 2011:187). This method is a good fit for research projects 

that are exploratory in nature or field research (Rahi, 2017:3). 

Quota sampling the number of participants that will be included in each group is 

decided in advance (Singh, 2007:108). The sample is then selected based on a certain 

quota or share of each category (Rahi, 2017:3). Each group must provide a good 

representation of the population (Rahi, 2017:3).  

The last type of non-probability sampling is snowball sampling (Singh, 2007:108). This 

is sometimes called chain referral sampling because it involves getting in touch with 

members of a special population that is hard to reach such as migrant workers, by first 

collecting data from a small relevant group and then asking them for referrals to similar 
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participants (Rahi, 2017:3). These referred to participants are then interviewed and 

asked for further contacts (Kumar, 2011:181). 

For this research study, non-random sampling techniques will be used, specifically 

convenience sampling (Struwig & Stead, 2017:116). Convenience sampling occurs 

where a sample is chosen based on the respondents that are available and those 

located in the spear of reference (Struwig & Stead, 2017:116). This technique can be 

used in situations where the target population share a lot of similar characteristics and 

are also easily accessible i.e. in the Eastern Cape (Struwig & Stead, 2017:116). This 

technique was chosen in a short space of time and to ensure enough respondents are 

reached for an accurate analysis of the data statistically, known informal traders will 

be reached through exploring the streets of Port Elizabeth.  During the convenience 

sampling, physical copies of the questionnaires will be handed out to the informal 

traders that are come across. 

3.5   SAMPLE SIZE 

Deciding on the amount of data to collect during a research project is an important 

aspect that is often overlooked with regards to its significance (Rahi, 2017:3). A 

researcher needs to ensure that they have a large enough sample size to ensure they 

have collected enough information for the statistical analysis (Rahi, 2017:3). For a 

researcher to adequately calculate an items factor analysis (a concept explained later 

in this chapter), a sample size consisting of 100 or more observations is advised (Hair, 

et al., 2014: 100). The general rule for deciding on a suitable sample size is to have a 

minimum of five times the number of variables or have a 5:1 ratio (Hair et al., 

2014:100). It is advised to have as high participant to variable as possible in order to 

ensure minimal overfitting of data (Hair et al., 2014:100). Therefore, this study will 

consist of a sample size of 100 informal traders. 

3.6   DATA COLLECTION METHODS 

The following section provides an overview of the research measuring instrument that 

will be used. It will include an outline of how the measuring instrument was developed 

as well as what the qualifying questions are. Additionally, included will be a brief 

discussion on how the instrument will be administered to the sample. 
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3.6.1     MEASURING INSTRUMENT DEVELOPMENT 

The measuring instrument utilised in this study was a structured questionnaire that 

included a cover letter, which was followed by two sections, Section A and Section B. 

This was used as a way of communicating to the prospective respondent about the 

details of the study including the topic and the aim of the study. It also made it clear to 

the potential respondent that taking part in the study was voluntary and that 

confidentiality will be exercised in relation to the information gathered from the 

respondent. The cover letter also included the contact details of the two researchers 

as well as their supervisor. The qualifying criteria for a respondent was also mentioned. 

The questionnaire was administered under the name of the research centre at Nelson 

Mandela University (Business Management). 

Section A of the questionnaire required general demographic information relating to 

the respondents as informal traders in the Nelson Mandela Bay Area. It began with 

questions regarding whether they had a business permit and operated in the Nelson 

Mandela Bay Area. This was followed by questions regarding their current use of social 

media, their gender, age, ethnic group, number of dependents and education 

background. Additional questions relating to the informal business such as duration of 

business, number of employees and most active days and times for the business were 

also asked. 

Section B of the questionnaire was comprised of 30 randomised questions measuring 

the intent to use social media for the business. Section B made use of a 5-point Likert-

scale to measure the extent of agreement in terms of respondents’ intention, perceived 

ease of use, perceived usefulness and attitudes towards using social media for their 

business in the Nelson Mandela Bay Area. The Likert-scale ranged from 1-5, with 1 

indicating a strong disagreement, 2 indicating disagreement, 3 meaning Neutral, 4 

indicating agreement, and lastly, 5 indicating a strong agreement. 

3.6.2    QUALIFYING QUESTIONS 

In the study, there were two qualifying questions that were asked to confirm if the 

respondent was indeed an informal trader. The first was 1.1.2 Is your business based 

in the Nelson Mandela Bay Area (i.e. Summerstrand, Govan Mbeki, Walmer, dispatch, 

etc.)? The sample for the research focuses on informal traders who do business in the 

Nelson Mandela Bay Area (i.e. Summerstrand, Humewood, Walmer, Dispatch etc.). If 
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the respondent is not from the area they do not qualify for the study. The other 

qualifying sentence was ‘’ Are you currently using social media?’’. The study is focusing 

on informal traders who do not use social media, if they do then they do not qualify for 

the study. 

3.6.3    SCALE DEVELOPMENT AND OPERATIONALISATION 

The researcher used various sources to develop the questionnaire. The study uses the 

Technology Acceptance Model developed by Davis (1986), with variables Intention, 

perceived ease of use, ease of use and attitude towards use. Davis (1989:324) was 

used in deriving questions of perceived ease of use and perceived usefulness. The 

respondents that would be taking part in the questionnaire are those that have never 

used social media for their business. Intention as a variable consisted of six questions 

that were derived from Varol & Tarcan (2009: 122), where the questions focused on 

intention on using technology. Other sources that were used for intention to use social 

media were Wang & Liu (2009) , Wilcox-Herzog & Ward (2004:13), J. Cronin 

(1997:389-390) & Venkatesh, Morris, Davis & Davis (2017:460). 

Perceived ease of use involves respondents’ expectations or thoughts of how it would 

be to use social media for their business. There were eight questions that were derived 

from Davis (1989:324), Lund (2001:3-6), Ping & Siyu (2018) & Suro (2011). The 

research rotated around information systems and user’s expectations of these systems 

and technology which are the same category as social media. A variable that is closely 

related to perceived ease of use is perceived usefulness. How useful do the informal 

traders think social media will be? There were seven questions which were formed to 

find out whether informal traders think social media will indeed be useful for their 

business. The questions were derived from Davis (1989:324), Lund (2001:3-6), Ping 

& Siyu (2018) & Cowen (2009:19). 

Finally, the last variable was attitude towards use of social media. There were seven 

questions which were asked on feelings and reactions of informal traders towards 

social media. The questions were derived from Sadik (2006:94-95) who carried a 

research on attitude towards people using computers. Additional sources were Shaft, 

Sharfman, & Wu (2004:239) & Torous (2017), who carried out studies on technology 

and the medical sector. 
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For this specific study the demographic variables regarding the respondent and the ho 

business were required. These demographic questions are located in Section A of the 

questionnaire. The various demographic content included in this section, is provided 

in the Table 3.1 and Table 3.2. Table 3.1 specifically looks at the demographic 

information that will be gathered on the respondent regarding their gender, age, ethnic 

group, employment. Education background and number of dependents that they may 

have. 

Table 3.1:  Demographics of respondent 

Demographic Section  Categories 

Gender Male 

Female 

Age (Years) 13-17 

18-24 

25-34 

35-44 

45-64 

65+ 

Ethnic group Asian 

Black 

Coloured 

White 

Not willing to say 

Employment  Part-time 

Full-time 

Education background Grade 9-11 

Matric 

Degree/Diploma 

Postgrad 

Other (Please indicate) 

Number of dependents  0 

1 

2 

3 

4 

Table 3.2 indicates the demographic data that will be gathered on the the business the 

informal trader is running. Some of this data includes; the business position, number 

of service providers, how long the business has been running (duration), number of 

employees they have, social media platforms used as well as how often and when they 

intend on using the social media platforms for business. 
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Table 3.2:  Demographics of business 

Demographics section Categories 

Business position Fixed 

Mobile 

Number of service providers 0 

1 

2 

3 

4 

5 or more 

Duration of business (years) 0 

1 

2 

3 

4 

5 or more 

Number of full-time employees 0 

1 

2 

3 

4 

5 or more 

Social media platforms used Twitter 

LinkedIn 

WhatsApp 

YouTube 

Instagram 

Website 

Other (Please indicate) 

Frequent use of social media platforms Never 

Once a week 

2-3 times a week 

More than 4 times a week 

Peak hour 6:00-9:00 

9:00-12:00 

12:00-15:00 

15:00-18:00 

18:00-21:00 

Most active day on social media Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Saturday 
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Table 3.3 to Table 3.6 show the operationalisation of the variables Intention to use 

social media, Perceived ease of use, Perceived usefulness and Perceived attitude 

towards use. 

Table 3.3:  Operationalisation – Intentions to use social media 

The dependent variable shown in Table 3.3 Intention to use social media was 

operationalised using a five-item scale. 

Table 3.4:  Operationalisation – Perceived ease of use of social media 

CODE STATEMENTS SOURCES 

EASE01 I may become confused if I use social 
media. 

 

Davis (1989: 324) 

 

EASE02 I have the resources to use social media 
for my business. 

EASE03 Social media will be easy to use. 

EASE04 I will be able to use social media without 
written instructions 

 

Lund (2001:3-6) EASE05 Both occasional and regular customers 
would like to interact with my business 
using social media. 

EASE06 I expect all social media platforms to be 
interconnected. 

 

Lewis & Suro (2011) EASE07 I need to learn of a lot before I could use 
social media for my business 

EASE08 I will be able to tell my customers about 
my specials for the week if I use social 
media. 

Ping & Siyu (2018) 

CODE STATEMENTS SOURCES 

INT01 I intend to use social media to 
communicate with my customers.  

Varol & Tarcan (2009: 
122) 

INT02 I intend to use social media in my 
business within the next three months? 

Venkatesh, et al.,(2017: 
460). 

INT03 I predict that I will use social media on a 
regular basis in the future. 

 

Wang & Liu (2009) INT04 I expect that I will use social media to 
communicate with my suppliers. 

INT05 I am likely to ask my customers to follow 
me/communicate with me on social 
media.  

J. Cronin (1997:389-390)   

INT06 I am going to use social media to receive 
my customer’s feedback about the 
products I sell. 

Wang & Liu (2009) & 
Wilcox­Herzog & Ward 
(2004: 13) 
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The Independent variable shown in Table 3.4 Perceived ease of using social media 

was operationalised using a five-item scale. 

Table 3.5:  Operationalisation - Perceived usefulness of social media 

CODE STATEMENTS SOURCES 

USEFUL01 It will be difficult to interact with all my 
customers on social media. 

Davis (1989: 324) 

USEFUL02 Using social media will save me time. 

USEFUL03 Using social media will help me do more 
for my customers. 

Lund (2001:3-6) 

USEFUL04 Social media will improve communication 
with customers. 

Ping & Siyu (2018) 

USEFUL05 Social media should provide useful 
notifications that help me to identify the 
change in customer needs.  

Ping & Siyu (2018) 

USEFUL06 Social media will improve the quality of 
service I provide for my customers. 

 

Cowen (2009: 19) USEFUL07 Social media will improve my sales.  

The Independent variable shown in Table 3.5 Perceived usefulness of using social 

media was operationalised using a five-item scale. 

Table 3.6:  Operationalisation – Attitude towards using social media 

CODES STATEMENTS SOURCES 

ATT01 I feel nervous when I think about using 
social media. 

 

Sadik (2006: 94-95) 

 

ATT02 I often doubt if I have the skills to use 
social media. 

ATT03 Learning how to use social media for my 
business is worthwhile. 

ATT04 Social media will provide new 
opportunities for my business. 

Hillmer (2009: 239) 

ATT05 Social media is a good means for 
marketing my business. 

 

 

Torous (2017) 

 

ATT06 Social media is only sensible as an 
addition to face-to-face interactions with 
my customers. 

ATT07 I would make use of social media without 
an accompanying face-to-face interaction 
with my customers. 

The Independent variable shown in Table 3.6 Perceived attitude towards using social 

media was operationalised using a five-item scale. 
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3.6.4   ADMINISTRATION OF THE MEASURING INSTRUMENT 

The measuring instrument, being a structured questionnaire, was distributed to 100 

informal traders that operate in the Nelson Mandela Bay Area, in the Eastern Cape 

province of South Africa. These informal traders were identified by means of 

convenience sampling. The questionnaire was distributed to respondents voluntarily 

that qualified to take part in the study as well as interested informal traders.  

3.7    ETHICAL CONSIDERATIONS  

Ethics can be defined as the standards that dictate whether something is defined right 

or wrong (Resnik, 2013: 1). When conducting research, ethics is important because 

throughout the research project as it ensured that the information being produced has 

not been falsified, fabricated nor plagiarised (Resnik, 2013:2). Many organisations and 

institutions have a code of ethics that has to be followed (Resnik, 2013:1). Ethics is a 

major part of Nelson Mandela University's corporate social responsibility. It is also 

important because the research that will be carried out will be representative of the 

image that would be portrayed of the University and thus they require ethics clearance 

before any research can be carried out (REC, 2010:2). Ethics clearance at Nelson 

Mandela University can be obtained from the BES FTR and REC-H(REC, 2010:3). For 

this research study, a proforma ethics Form E was completed and signed by all 

relevant parties (the supervisor, the head of department and the two researchers) as 

the sample in this study did not comprise of a vulnerable group (Annexure A). The 

researchers communicated both verbally and in writing on the measuring instrument 

that the participants were free to ask any questions concerning the questionnaire and 

that all the information they provide will be kept confidential and used strictly for 

research purposes only. The researchers also emphasized that participation in the 

study was completely voluntary.  

3.8   METHOD OF DATA ANALYSIS 

During the data collection phase of the study, raw quantitative data was gathered. 

Once this data had been collected, data analysis took place whereby the data was  

converted into useful information that would help determine whether a relationship 

existed between the dependent and independent variables in this study (Struwig & 

Stead, 2017:156).  In this study, the data will be gathered from the questionnaires. The 



47 
 

 

data from these questionnaires was collected on Microsoft Office Excel 2016 and then 

was be analysed using a program called Statistica 13. 

3.8.1   VALIDITY AND RELIABILITY 

Before the data collected is analysed using statistical methods, the validity and 

reliability of the measuring instrument has to be tested. Validity and reliability are two 

very close concepts. A measuring instrument cannot be valid if it is not reliable. 

However, the reliability of the instrument is not dependent on its validity. 

The measuring instrument is said to be valid if it accurately measures what it had set 

out to (Hair et al.,2014:602). Three types of validity exist. The first, content validity, 

refers to whether a measuring instrument measures everything that it should in relation 

to the variables (Hair et al.,2014:602). Face validity which is the second type refers to 

when a researcher is asked whether they think a measuring instrument covers what it 

is intended to. The third type, construct validity looks at whether conclusions can be 

drawn from the results gathered by the measuring instrument (Struwig & Stead, 

2017:143). 

To measure validity, factor analysis will be carried out. Factor analysis is known as a 

multivariate technique that encompasses various methods that can be used to see how 

various theories will have an effect on the variables of the study (Yong & Sean, 

2013:80). Factor analysis known as a multivariate technique because it is aimed at 

looking at more than one variable at a time in order to establish relationships between 

them (Hair et al., 2014:92). Variables are known as the foundation of any relationship 

(Hair et al., 2014:92). Factor analysis provides a method of studying how the various 

variables contained in questionnaire responses are correlated and then defining these 

interrelated variables into sets known as factors (Hair et al., 2014:92). There are two 

main factor analysis methods that exist, namely; explanatory factor analysis and 

confirmatory factor analysis (Matsunaga, 2010:98).  

Confirmatory factor analysis seeks to verify already existing theories or hypotheses 

(Matsunaga, 2010:98). In confirmatory factor analysis, it is necessary for the 

researcher to know beforehand how many factors will come out as a result as well as 

how many variables will be (Hair et al., 2014:603). The researcher assigns variables 

to factors based to previously discovered theory before the results are calculated. 

Variables are assigned to not more than one factor (Hair et al., 2014:603). Confirmatory 
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factor analysis is used to support the researcher’s theory (Matsunaga, 2010:98). The 

theory is one based on the relationship that exists between the variables that have 

been measured and the constructs in a theoretical model (Matsunaga, 2010:98).  

Explanatory factor analysis aims at establishing relations and patterns that exist within 

the data (Matsunaga, 2010:98). An explanatory factor analysis examines the data and 

guides the researcher with a direction as to the number of factors that would provide a 

good representation of the data (Hair et al., 2014:602). In explanatory factor analysis, 

the factors are derived from statistical means, being that the data is input into a 

statistical software that helps to develop a pattern to help establish the factors (Hair et 

al., 2014:602). When an explanatory factor analysis is carried out, it is not known 

beforehand how many factors will be expected. In this study, to test for validity, 

explanatory factor analysis will be carried out as a test for unidimensionality.The scores 

of 0.5 and higher will be seen as acceptable, showing a correlation in variables 

(Izquierdo, Olea & Abad, 2014:396). 

Unidimensionality is when items in a rating scale describe only one variable/construct 

that is being measured (Hagell, 2014:457). Items of questions in a measuring 

instrument (questionnaire in this study) are often developed from the variable that they 

are meant to be measuring (Ziegler & Hagemann, 2015:231).  When these items are 

developed, the aim is that each item should only be able to measure that one variable 

or contruct. If found to be otherwise, the interpretation of the scores that are meant to 

be a represation of the variable will lead to the hypotheses being wrong (Ziegler & 

Hagemann, 2015:232). The scores are also considered not valid if they are not 

unidimensional (Hagell, 2014: 457). In this study, in order to assess the 

unidimensionality of the scales measuring the independent variable (Intention to use 

social media) and the dependent variables (Perceived ease of use, Perceived 

usefulness and Attitude), a factor analysis will be carried out.  

Reliability, on the other hand, refers to whether if a study where to be repeated similar 

results would be achieved (Struwig & Stead, 2017:138).  One commonly used way to 

analyse the reliability of the measuring instrument is using Cronbach's alpha 

coefficients. It has been found to be most useful in research projects whereby multiple 

items measure a certain construct (Tavakol & Dennick, 2011:53). Cronbach’s alpha 

coefficients were developed with the purpose of providing a measure of internal 

consistency of a test or scale (Tavakol & Dennick, 2011:53). The results of this 
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measure range between 0 and 1 (Heale & Twycross, 2015:67). Internal consistency 

can be described as whether the elements in a certain test measure the same construct 

(Tavakol & Dennick, 2011:54). Such a measure can be used as a measure of error in 

an instrument (Tavakol & Dennick, 2011:54). The measuring instrument is considered 

to be reliable if the result is 0.7 or higher (Heale & Twycross, 2015:67). A Cronbach 

alpha coefficient lower than 0.7 could be the result of aspects such an insufficient 

amount of questions asked or low interrelatedness in terms of the items in the test 

(Tavakol & Dennick, 2011:54). 

3.8.2   DESCRIPTIVE STATISTICS 

Descriptive statistics are a summary and description of the data that has been collected 

(Hussain, 2012:741). No inferences are drawn from this data(Hussain, 2012:741). The 

descriptive statistics in this study will include a calculation of the mean, standard 

deviation, and frequency. The mean is defined as a measure of central tendency 

representing the average of the data (Watier et al., 2011:3). Standard deviation is used 

to measure the variability of data gathered and how far from the mean they are (Wan 

et al., 2014). Frequency distribution involves grouping the collected data into various 

categories and then recording how often a certain category of data occurs 

(Manikandan, 2011:54). 

3.8.3    INFERENTIAL STATISTICS 

Inferential statistics will be used in this study to test whether there is a relationship 

between the independent and dependent variables. Inferential statistics involve 

techniques that make use of the raw data collected and develop assumptions or 

conclusions from this data (Hussain, 2012:741). One inferential statistics test that will 

be used in this study is Pearson’s product-moment correlation 

3.8.3.1  Pearson product-moment correlation  

The Pearson product-moment correlation looks at the association that exists between 

two variables as well as how strong this association is (Greener, 2008:62). This 

association looks at how much of an influence a change in one variable would cause 

a variation in another variable (Struwig and Stead, 2017:169). This change is 

measures in terms of covariance of the variables. Covariance is a measure of how two 

variables change in relation to each other (Schober, Boer and Schwarte, 2018:1738). 

The coefficient measure of covariance ranges between -1 and +1 (Schober, Boer and 
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Schwarte, 2018:1738). The Pearson product moment correlation is usually referred to 

as “Pearson’s r” (Greener, 2008:62). The higher the “r” value, the stronger the 

correlation between the two variable (Greener, 2008:62). An “r” value of -1 or +1 shows 

a perfect correlation(Struwig and Stead, 2017:169. Thus a “r” value of 0.00 would 

reflect no correlation (Struwig and Stead, 2017:169).  

The pearson product correlation is interpreted as follows according to Schober, Boer 

and Schwarte (2018:1738): 

• 0.00 - 0.10 reflects a Negligible positive association;  

• 0.10 - 0.39 reflects a weak positive association;   

• 0.40 - 0.69 reflects a moderate positive association;  

• 0.70 – 0.89 reflects a strong positive association;  

• 0.90 – 1.00 reflects a very strong positive association. 

3.8.3.2  Multiple regression analysis 

Another way the relationships between the variables can be tested is through multiple 

regression analysis which will look at the straight-line relationship between the 

dependent and independent variables (Uyanik & Guler, 2013:235). The aim of carrying 

out the multiple regression analysis is to establish whether the known independent 

variables can be used to predict the dependent variable chosen by the researcher (Hair 

et al., 2014:158). In the analysis process, each independent variable is assigned a 

weight representing its influences amongst the other independent variables (Chatterjee 

& Simonoff , 2013:6). The set of weighted variables is known as a regression variate, 

which is the linear equation of independent variables that helps to explain their effects 

on the dependent variable (Hair et al., 2014:158). 

Any topic that involves two or more variables is known as multiple regression (Hair et 

al., 2014:158). The purpose of the study is to determine which variables affect the 

dependent variable (Schneider,Hommel & Blettner2010:776). The first step of 

regression analysis is the establishment of which independent variables will be the 

greatest predictor of the dependent variable (Hair et al., 2014:158). The multiple 

regression coefficient, known as the Beta, is used to help estimate the amount of 

change an independent variable has on the dependent measure (Chatterjee & 
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Simonoff , 2013:9). For the regression coefficient to be said to be significant in statistics 

terms, it needs to be different from zero (Hair et al., 2014:159). 

The coefficient of determination (R2) is a measure that is used to confirm how accurate 

the predictions made in the regression model (Chatterjee & Simonoff , 2013:11). It is 

calculated by finding the correlation between the predicted and actual valued of the 

dependent variables and then squaring it (Hair et al., 2014:160). This result would be 

considered an indicator of how well the independent variables predict the dependent 

variable. The results of this calculation lie between 1.0 representing a perfect prediction 

or correlation, and 0.0 which shows no prediction or no correlation (Schneider et al., 

2010:777). The R2 also represents the variance between the dependent variable 

measures (Hair et al., 2014:160). 

Standard error of the estimate (SEE) is another measure that is used to measure the 

accuracy of the predicted dependent variable values (Hair et al., 2014:160). It is 

derived by calculating the standard deviation of the predicted values (Hair et al., 

2014:160) (Kothari, 2004:163). Through this calculation a researcher can establish a 

confidence interval of what predictions to expect from the regression model (Hair et al., 

2014:160). 

In this study a multiple regression analysis will be carried out with the aim of 

investigating whether a relationship exists between the use of social media and the 

variables contained in the Technology Acceptance Model. 

3.9   SUMMARY 

Chapter 3 provided an overview of the research design and methodology used for this 

study. The two research paradigms (Positivistic and interpretivist) were discussed as 

well as the two research approaches (Quantitative and qualitative). For the purpose of 

this study, a positivistic paradigm will be utilised, and this is used with a quantitative 

approach. 

The chapter further explained the population, sampling technique and research 

instrument. The study will be looking at 100 informal traders in the Nelson Mandela 

Bay Area. This sample was chosen through means of non-probability convenience 

sampling. The measuring instrument that will be used is a questionnaire that will be 

handed out to the sample population.  
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Lastly the chapter included a discussion on determination of the validity and reliability 

of the measuring instrument. This section also included an explanation on how the 

data gathered from the measuring instrument would be analysed. Three types of 

validity were briefly discussed namely face validity, content validity and construct 

validity. As a measure of construct validity in this specific study, exploratory factor 

analysis will be carried out. Cronbach’s alpha coefficient will be used as a measure of 

reliability.  

Chapter 4 will contain a presentation of the empirical results of the data gathered from 

the measuring instrument. This will include a summary of the demographical data 

gathered. Thereafter the results of the validity and reliability tests will be presented and 

discussed. Lastly the results of the descriptive and inferential statistics will be 

discussed.  

It further explained the secondary and primary data that will be collected. Furthermore, 

a detailed discussion on the data collection instrument is the survey and how it would 

be administered to the sample population being an informal trader in the Nelson 

Mandela Bay Area, was included. The chapter then went on to look into the descriptive 

and inferential statistics that will be used in order to analyse the collected data. To end 

off the chapter was a discussion on the techniques that will be utilised to check the 

reliability and validity of the measuring instrument. 

In chapter 4, the results of the empirical data will be presented including a summary of 

some demographic data gathered from the respondents. To follow, the results of the 

reliability and validity tests will be given and discussed. The chapter will then end with 

a detailed discussion of descriptive and inferential statistics. 
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CHAPTER 4 

EMPIRICAL RESULTS 

4.1  INTRODUCTION 

In Chapter 3 the research design and methodology used throughout this study was 

discussed. The research paradigm, research approach and research method were 

explained. Chapter 3 also included elaboration on the sampling technique and 

research instrument used in this study. Chapter 3 concluded with statistical methods 

that would be used to measure the validity and reliability of the measuring instrument 

as well as to analyse the collected data. 

In Chapter 4, the empirical findings of the study are presented. The demographic 

information will be presented first, followed by the reliability and validity results of the 

measuring instrument, then the descriptive statistics and lastly the inferential statistics. 

4.2  DEMOGRAPHIC INFORMATION 

The questionnaire distributed to 100 respondents was made up of two sections, A and 

B. Section A asked respondents general information relating to demographics. The 

first section of the demographic data that was collected includes general information 

on the respondent such as gender, age, ethnicity and education which is presented in 

Table 4.1. The demographic data represented in Tables 4.2 and 4.3 comprise of the 

respondent’s employment status as well as information about their informal business 

operations, such as number of employees, service providers and various few other 

details of their position.  

From Table 4.1, it can be seen that nearly the same proportion of males (51%) and 

females (49%) were respondents in this study. Most of the respondents ages fell 

between two main age ranges; 18-24 (36%) and 25-34 (35%).With regards to the 

ethnicity of the respondents, the data in the Table 4.1 shows that the majority of the 

respondents were black, representing 71 percent of the sample, followed by 13 percent 

being white, 12 percent coloured and 4 percent Asian. With regards to education, from 

the table above it can be seen that most of the respondents either had a matric 

certificate (40%) or a degree/diploma (39%), followed by respondents with grade 9-11 

(12%) and only 9 percent had obtained a postgraduate certificate.  
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Table 4.1: Demographic information of respondents  

Gender Number Percentage  

Male 52 52% 

Female 48 48% 

Total 100 100% 

Age Number Percentage 

13-17 0 0% 

18-24 36 36% 

25-34 35 35% 

35-44 18 18% 

45-54 8 8% 

55-64 3 3% 

65+ 0 0% 

Total 100 100% 

Ethnicity Number Percentage 

Asian 4 4% 

Black 71 71% 

Coloured 12 12% 

White 13 13% 

Not willing to say 0 0% 

Total 100 100% 

Education   

Grade 9-11 12 12% 

Matric 40 40% 

Degree/Diploma 39 39% 

Postgrad 9 9% 

Other 0 0% 

Total 100 100% 
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Table 4.2 shows that most of the respondents of the study had no dependents (46%), 

whilst 17 percent had at least one dependent, 13 percent had 2 dependents and the 

remaining 24 percent had 3 or more dependants. It can also be concluded that it was 

fairly even in terms of whether the respondents were on part-time employment (51%) 

or were working full-time (49%). In relation to the number of employees hired by the 

respondents, Table 4.2 presents that many of them did not have employees (56%), 

followed by 15 percent who had one employee and only 2 percent had more than 5 

employees. In terms of service providers that the respondents had for their business, 

26 percent had more than 5, followed by 24 percent who had 2, then 20 percent who 

had 1 service provider and only 5 percent had more than 5 service providers.  

Table 4.2: Employment information of respondents  

Dependents  Number Percentage 

0 46 46% 

1 17 17% 

2 13 13% 

3 12 12% 

4 7 7% 

5 and more 5 5% 

Total 100 100% 

Employment Number Percentage 

Part-time 51 51% 

Full-time 49 49% 

Total  100 100% 

Employees Number Percentage 

0 56 56% 

1 15 15% 

2 12 12% 

3 10 10% 

4 6 6% 

5 and more 2 2% 

Total 100 100% 

Service providers Number Percentage 
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0 9 9% 

1 20 20% 

2 24 24% 

3 13 13% 

4 5 5% 

5 and more 26 26% 

Total 100 100% 

Table 4.3 highlights to the position of the business, most of the respondents were found 

to have a mobile business that changes position on a day-to-day basis (68%) as 

compared to a fixed position (32%).  As for the peak hours of the business, the hours 

between 12:00pm - 15:00pm was indicated as the time their businesses were the 

busiest (42%), followed by 9:00am - 12:00pm which was represented by 27 percent of 

the respondents. In terms of the how long the business had been running for, 25 

percent of the respondents indicated their business was over 5 years old, whilst 10 

percent had been running their business for 2 years and 10 percent only a year or less.  

Table 4.3: Business operations 

Position Number Percentage 

Fixed 32 32% 

Mobile 68 68% 

Total 100 100% 

Peak hours Number Percentage 

6:00am- 9:00am 3 3% 

9:00am- 12:00pm 27 27% 

12:00pm- 15:00pm 42 42% 

15:00pm- 18:00pm 14 14% 

18:00pm- 21:00pm 14 14% 

Total 100 100% 

Years of business Number Percentage 

Less than 1 year 14 14% 

1 year 10 10% 

2 years 22 22% 

3 years 15 15% 
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4 years 14 14% 

5+ years 25 25% 

Total 100 100% 

4.3   VALIDITY AND RELIABILITY RESULTS 

The measuring instruments (items) can be defined as being valid if they measure what 

they set out to, in relation to the variables (Struwig & Stead, 2017:143). To measure 

validity in this study a factor analysis was carried out to test for uni-dimentionality which  

measured the dependent variable, Intention to use social media, and the independent 

variables, Perceived ease of use, Perceived usefulness and Attitude towards use. A 

test for uni-dimentionality was carried out in this study as a way of showing that items 

within this study, that were derived from previous research, are measuring the same 

concept. According to Hair et al (2014:602) the results of a factor analysis are deemed 

acceptable when they have a factor loading of 0.5 and above. This was the 

interpretation that was followed for this study.  

According to Tavakol & Dennick (2011:53), a measuring instrument can be said to be 

reliable if it produces accurate and consistent results. This is to say that if a study were 

to be repeated using the same instrument, the same or similar results can be achieved 

(Heale & Twycross, 2015:67). Cronbach’s alpha coefficients are a common 

measurement for reliability, and it was used in this study (Heale & Twycross, 2015: 

67).  The measuring items are deemed reliable if they achieve a Cronbach-alpha of 

0.7 or greater (Heale & Twycross, 2015:67).   

4.3.1  DEPENDENT VARIABLE 

Using the program Statistica version 13, the validity and reliability of the dependent 

variable, Intention to use social media, was assessed.  The test for uni-dimentionality, 

was used to assess the validity of the items measuring Intention to use social media, 

and Cronbach’s alpha coefficient was calculated to measure the reliability.  

4.3.1.1  Intention to use social media 

Initially there were six items (INT01, INT02, INT03, INT04, INT05 & INT06) that were 

set out to measure the intention to use social media. After the test for uni-dimentionality 

was carried out it was noted that item INT04 had a factor loading of 0.152 which was 

lower than the recommended limit of 0.5 and was thus removed from the statistical 
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analysis. The five other items were then used for further statistical analysis. Table 4.4 

indicates that the factor loadings for Intention to use social media ranged between 

0.887 and 0.569. As these factor loadings are above 0.5 they are considered to be 

valid measures of the construct (Hair et al, 2014:602). 

Table 4.4       Validity and Reliability of Intention to use social media 

% of Variance: 43.03% Cronbach-alpha: 0.752 

Code Item Factor 
Loading 

Item-total 
correlation 

CA 

INT02 
I intend to use social media in 
my business within the next 
three months? 

0.887 0.762 0.597 

INT01 
I intend to use social media to 
communicate with my 
customers.  

0.781 0.604 0.675 

INT03 
I predict that I will use social 
media on a regular basis in the 
future. 

0.662 0.483 0.726 

INT06 

I am going to use social media 
to receive my customer’s 
feedback about the products I 
sell. 

0.635 0.431 0.736 

INT05 

I am likely to ask my customers 
to follow me/communicate with 
me on social media.  

0.569 0.403 0.756 

Intention to use social media explains 43.03 percent variance in the data. The 

Cronbach alpha coefficient for this construct was 0.752 which is above 0.7, meaning 

that the data collected in this study can be considered reliable (Heale & Twycross, 

2015: 67).  Given the results of the factor analysis, namely that one item (INT04) did 

not load, the operationalised definition Intention to use social media was adapted. 

4.3.2   INDEPENDENT VARIABLES  

A test for uni-dimentionality was carried out as a way of determining the validity of the 

independent variables which include; Perceived ease of use, Perceived usefulness 

and Attitude towards use.   

4.3.2.1  Perceived ease of use 

There were ten items (EASE01, EASE02, EASE03, EASE04, EASE05, EASE06, 

EASE07, EASE08, EASE09 and EASE10) that were set out originally to measure 

Perceived ease of use. After the analysis of the data, the results showed that EASE06 
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and EASE08 had factor loadings of 0.01 and 0.43 respectively, both of which are below 

the accepted level of 0.5 (Hair et al, 2014:602). These items were thus removed from 

the statistical analysis and the items measuring Perceived ease of use had to be re-

operationalised. 

Table 4.5    Validity and Reliability of Perceived ease of use of social media 

% of Variance: 46.75% Cronbach-alpha: -0.664 

Code Item Factor 
Loading 

Item-total 
correlation 

CA 

EASE03 Social media will be easy to use. 0.853 -0.002 0.00 

EASE01 
I may become confused if I use 
social media. 

-0.847 -0.473 0.00 

EASE04 
I will be able to use social media 
without written instructions 

0.829 -0.173 0.00 

EASE07 
I need to learn of a lot before I 
could use social media for my 
business 

-0.813 -0.500 0.00 

EASE10 
I think using social media for my 
business will be confusing  

-0.692 -0.298 0.00 

EASE02 
I have the resources to use 
social media for my business. 

0.677 0.168 0.00 

EASE05 

Both occasional and regular 
customers would like to interact 
with my business using social 
media. 

0.642 0.260 0.00 

EASE09 
My business will find it difficult to 
compete without social media in 
the future 

0.590 0.155 0.00 

The other factor loadings for Perceived ease of use range from 0.853 to 0.590. These 

factors showed evidence of validity for Perceived ease of use as they were all above 

0.5 (Hair et al, 2014:602). Although some factors above (EASE01, EASE07 and 

EASE10) showed negative loadings, this is not an indication of the items strength, but 

does mean that the variable and the factor are related in opposite directions (Asnawi , 

Gravell & Wills, 2012:62). 

46.75 per cent of variance in data explains Perceived ease of use. The Cronbach-

alpha for this construct was -0.664 which falls below the recommended limit of 0.7. A 

negative Cronbach-alpha is an indicator that within the measuring instrument (the 

questionnaire), some items may have been negatively or reversely phrased. Where 

such exists, the reverse coding must be done to reverse the way the items are scored 

(Field, 2005:5-11). However, once reverse coding has taken place, since it is 



60 
 

 

considered to be close in proximity to the limit the factor was still considered reliable 

for the study (Heale & Twycross, 2015:67).  Given that two items (EASE06 and 

EASE08) failed to load, the operational definition of Perceived ease of use was 

reformulated. 

4.3.2.2  Perceived usefulness 

Table 4.6    Validity and Reliability of perceived usefulness of social media 

% of Variance: 39.25% Cronbach-alpha: 0.694 

Code Item Factor 
Loading 

Item-total 
correlation 

CA 

USEFUL05 

Social media should 
provide useful notifications 
that help me to identify the 
change in customer 
needs.  

-0.720 0.538 0.605 

USEFUL03 
Using social media will 
help me do more for my 
customers. 

-0.686 0.531 0.612 

USEFUL02 
Using social media will 
save me time. 

-0.683 0.520 0.638 

USEFUL04 
Social media will improve 
communication with 
customers. 

-0.646 0.408 0.661 

USEFUL06 
Social media will improve 
the quality of service I 
provide for my customers. 

-0.590 0.538 0.605 

USEFUL07 
Social media will improve 
my sales.  

-0.563 0.357 0.689 

In total there were originally seven items (USEFUL01, USEFUL02, USEFUL03, 

USEFUL04, USEFUL05, USEFUL06 and USEFUL07) meant to measure Perceived 

usefulness. USEFUL01 had a factor loading of 0.459, which is below the 0.5 limit and 

was thus removed from further statistical analysis. The remaining six items defining 

Perceived usefulness, as shown in table 4.6, had factor loadings ranging from 0.720 

to 0.563. As these factor loadings are above 0.5, they are considered valid and were 

used for further statistical analysis (Hair et al, 2014:602). Although all the factor 

loadings for these items were negative, as discussed earlier in this section, it simply 

indicates that the variable and the items are related in opposite directions (Asnawi et 

al., 2012:62). 39.25 percent of variance in data explains perceived usefulness. 

Perceived usefulness returned a Cronbach-alpha of 0.694, which also is slightly below 

the approved limit of 0.7, is in close enough proximity to be accepted as reliable (Heale 

& Twycross, 2015: 67).  This ensures that the data can be reliable.  
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4.3.2.3  Attitude  

Of the seven items (ATT01, ATT02, ATT03, ATT04, ATT05, ATT06 and ATT07 

intended to measure Attitudes towards use only three (ATT03, ATT04and ATT05) 

loaded together. The items ATT01, ATT02, ATT06 and ATT07 had factor loadings that 

ranged from 0.298 to -0.013. Since these factor loadings are well below the 0.5 limit, it 

was concluded that these factors failed to load and were removed from the statistical 

analysis. Attitude towards use was thus operationalised accordingly. As shown in table 

4.7 below, the factor loadings of the items ATT03, ATT04 and ATT05 ranged from -

0.794 to -0.768. As these factors are above the recommended limit of 0.5 and greater, 

they are considered valid in measuring Attitudes towards use and were used for further 

statistical analysis (Hair et al, 2014: 602). The three items can be seen to be relate in 

the opposite direction of the independent variable (Asnawi et al., 2012:62). Attitude 

toward use accounts for 27.58 percent of the variance of the data. The Cronbach-alpha 

returned equaled 0.696, which rounded is 0.7 which is the accepted limit (Heale & 

Twycross, 2015: 67).  Due to the fact four items failed to load, the definition of Attitudes 

towards use was reformulated accordingly.  

Table 4.7    Validity and Reliability of attitudes towards use of social media 

% of Variance: 27.58% Cronbach-alpha: 0.696 

Code Item Factor 
Loading 

Item-total 
correlation 

CA 

ATT05 
Social media is a good 
means for marketing my 
business. 

-0.794 0.541 0.569 

ATT03 
Learning how to use social 
media for my business is 
worthwhile. 

-0.768 0.567 0.533 

ATT04 
Social media will provide 
new opportunities for my 
business. 

-0.707 0.438 0.691 

4.4   RE-OPERATIONALISATION 

The results of the validity and reliability tests in 4.3.1 & 4.3.2 indicated that all the 

constructs operationalisation needed to be restructured due to items that failed to load 

and were thus left out of further statistical analyses. The hypothesized model shown in 

Figure 4.1, page 62 and the hypotheses remained the same. Table 4.8 contains a 

summary of the restructured operational definition of all the variables. 
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Table 4.8:  Restructured operational definitions 

Factor  Operationalisation  

Intention to use 

social media 

Intention to use social media refers to the belief that people 

intend to use social media on a regular basis within the next 

three months, to communicate with their customers; receive 

feedback about products they sell and ask their customers to 

follow them on social media. 

Perceived ease of 

use 

Ease of use refers to the belief that one has the resources to 

use social media for business; customers would like to 

interact with the business on social media, social media is not 

confusing to use; users will be able to use it without written 

instructions and needing to learn a lot before using it for 

business. 

Perceived 

usefulness 

Perceived usefulness refers to the belief that social media 

provides useful notifications that help the user identify change 

in customer needs, whilst saving time, it helps to improve 

communication with customers, helping the user do more, 

improving their sales in the process and also improving the 

quality of the service provided 

Attitude Attitudes towards use is the belief that social media will 

provide new opportunities for a business and that learning to 

use social media would be beneficial for the business as it is 

a good means for marketing. 
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Figure 4.1: Proposed hypothesised model on factors influencing intention to   

use social media for business. 

 

 

 

 

 

 

 

 

 

Revised research hypotheses are as follows: 

H1:   There is a positive relationship between Perceived usefulness and Informal 

traders Intention to use social media.  

H2: There is a positive relationship between Perceived ease of use and Informal 

traders Intention to use social media.    

H3: There is a positive relationship between Attitude towards use and Informal 

traders Intention to use social media.  

4.5    EMPIRICAL RESULTS  

In this section the results of the empirical analysis will be discussed. This will involve 

the results of descriptive analysis and inferential analysis. The results of the descriptive 

statistics include the mean, standard deviation and the frequency distribution of the 

dependent and independent variables. The results of the inferential analysis on the 

other hand will deal with the relationships that exist between the variables.  

4.5.1    DESCRIPTIVE ANALYSIS  

Descriptive statistics are a summary and description of all the data that has been 

collected by the researchers from a sample population (Hussain, 2012:741). In order 

to describe and explain the data collected using the calculation of the mean, standard 

deviation, and frequency. 

The values of the descriptive statistics comprised of the mean, standard deviation and 

frequency distribution are reported in Table 4.9.  

Intention to use 

social media  

H1 

Attitude 

Perceived ease of 

use 

Perceived 

Usefulness 

 H2 

H3 
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Table 4.9: Descriptive statistics (N=100) 

Factor  Mean Std Dev Responses % 

Disagree Neutral Agree 

Perceived usefulness 4.510 0.544 0 5 95 

Perceived ease of use 3.289 0.410 2 86 12 

Attitude 4.790 0.471 3 19 78 

In terms of the 5-point Likert scale used, responses ranging from 1 to 2.3333 were 

categorised as disagree, 2.3334 to 3.6667 were categorised as neutral and 3.6668 to 

5 were categorised as agree. 

As presented in Table 4.9 Perceived usefulness reported a mean score of 4.510 which 

indicates that the majority of the respondents (95%) agreed that they find social media 

useful for their business operations because of elements such as useful notifications 

that help track customer needs and communication to customers to improve their 

sales.  According to Wan, Wang, Liu & Tong (2014) standard deviation is used to 

measure the variability of data gathered and how far from the mean they are. The 

standard deviation indicates how concentrated a set of data is around the mean. The 

more concentrated the data, the smaller the standard deviation. Perceived usefulness 

returned a standard deviation of 0.544. This indicates that there was a slight dispersion 

around the mean in terms of the responses from the respondents. This reveals a strong 

relationship between the independent variable (Perceived usefulness) and the 

dependent variable (Intention to use). 

Perceived ease of use reported a mean score of 3.289. This indicates that the majority 

of the respondents (86%) were neutral mwith regards to their opinion on the perceived 

use of social media for their business compared to the 12 percent who agreed, and the 

2 percent who disagreed. This means that the respondents would need training or 

written instructions in order to be able to interact with their customers using social 

media for their business purposes. The standard deviation for Perceived ease of use 

was 0.410. 
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With regards to Attitude, a reported mean score of 4.790 was indicated. This is a 

representation that most of the respondents (78%), agreed that they believe learning 

to use social media would be beneficial for their business as it would provide new 

opportunities for them such as more marketing channels. Attitude returned a standard 

deviation of 0.471. Although this means the data was more dispersed than Perceived 

ease of use, it still shows that the responses were closely concentrated around the 

mean. 

4.5.2   INFERENTIAL STATISTICS 

The purpose of the inferential statistics is to use the information calculated from data 

of a selected sample using statistical techniques and develop assumptions or 

conclusions that can be applied to the population in which the sample was drawn from 

(Hussain, 2012:741). Statistical inferences are useful regarding forming relatively 

accurate generalisations and predictions about a population from sample data (Singh, 

2007:152). In this section, the results of the Pearson’s correlations and the multiple 

regression analysis will be discussed. 

4.5.2.1    Pearson’s product-moment correlations 

Pearson’s product-moment correlation is used in finding the possible association 

between two or more variables (Greener, 2008:62). Schober, Boer and Schwarte 

(2018:1738) have provided the following outline which will be used in assisting the 

interpretation of Pearson’s correlation coefficients.  

• 0.00 - 0.10 reflects a Negligible positive association; 

• 0.10 - 0.39 reflects a weak positive association;  

• 0.40 - 0.69 reflects a moderate positive association; 

• 0.70 – 0.89 reflects a strong positive association; 

• 0.90 – 1.00 reflects a very strong positive association. 

The values of Pearson’s correlation coefficients for the dependent and independent 

variable are reported in Table 4.10. 
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Table 4.10:  Pearson’s correlation coefficients 

Factor 1 2 3 4 

1 Intention to use social 

media 

1.000 0,664 0,517 0,505 

2 Perceived usefulness 0,664 1.000 0,391 0,635 

3 Perceived ease of use 0,517 0,391 1.000 0,169 

4 Attitude 0,505 0,635 0,169 1.000 

When analysing the Pearson’s correlation coefficient of this study, the researchers 

found no strong positive association or any negative association between the variables 

analysed. At significance (p<0.05) a moderately positive association is reported 

between the dependent variable Intention to use social media and all independent 

variables Perceived usefulness (r= 0.664), Perceived ease of use (r= 0.517) and 

Attitude (r= 0.505). This shows that a change in any of the independent variables has 

a slight effect on the Informal traders Intention to use social media in their business. 

At significance (p<0.05) Perceived usefulness reported a weak positive correlation with 

Perceived ease of use (r=0.391) and a moderate positive association with Attitude 

(r=0.635). A weak positive association indicates that there is weak degree of 

correlation between the variables where a change in one variable will have a weak 

change in another variable (Greener, 2008:62). This indicates that a change in the 

Perceived usefulness of using social media to informal traders would not cause a 

significant change in its Perceived ease of use, and vice versa. A change in Attitude 

towards use of social media on the other hand, would have a relatively stronger effect 

on Perceived usefulness, and vice versa.  

At significance (p<0.05) little or no positive association is reported between the 

independent variable Ease of use and other independent variable Attitude (r= 0.169). 

This indicates that a change in Perceived Ease of Use would cause a little or no change 

in the Attitude towards use of social media. 
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4.5.2.2   Multiple regression analysis 

A multiple regression analysis was undertaken in order to determine whether the 

independent variables, Perceived usefulness, Perceived ease of use, Attitude towards 

use have a significant influence on the dependent variable, Intention to use social 

media. According to Struwig & Steed (2017) multiple regression makes use of the 

independent variables to predict the dependent variable, intention to use social media.  

For the purpose of this study the p-value which is the probability value will be used to 

examine the hypotheses. It will indicate the relationship between the dependent 

variable, intention to use social media, and the independent variables; Perceived ease 

of use, perceived usefulness and attitude towards use of social media. 

The accepted significant levels according to Uyanik & Guler (2013:235) are 0.1 to 0.0. 

For the purpose of this study, the significance levels of 0.05, 0.01 and 0.001 will be 

used. To accept the hypothesis, the p-value calculated should be less than 0.01. Below 

in Table 4.11 the reported multiple regression analysis is shown. 

Table 4.11:  Influence of independent variable on Intended use of social media 

Dependent variables: Intention to use social media                              R²= 0.5386 

Independent 

variables 

Beta t-value Sig.(p) 

Perceived 

usefulness 

0.6699 4.3747 0.000031*** 

Perceived ease of 

use 

0.6713 4.2203 0,000055*** 

Attitude 0.3325 2.0130 0,046921* 

(*p<0.05; **p<0.01; ***p<0.001) 

The Table 4.11 above shows that a strong correlation exists between actual and 

predicted values of the dependent variable, Intention to use social media with a 

coefficient of determination of R2 = 0.5386. Table 4.11 also reports a significant positive 

linear relationship (0.6699; p<0.001) between Perceived usefulness and Intention to 

use social media. This positive relationship suggests that the more social media is 
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perceived to be useful in aiding business operations, the more likely one is to make 

use of it within their business.  

The results also show a positive linear relationship between Perceived ease of use 

(0.6713; p<0.001) and Intention to use social media. With this positive relationship, it 

can be implied that Informal traders believe perceiving social media as a tool that is 

quite easy to use, will result in higher motivation to make use social media for their 

businesses.  

A significant positive relationship was also reported to exist between Attitude towards 

use (0.3325; p<0.05) and Intention to use social media. As this relationship is positive, 

it indicates that the more informal traders believe that using social media would be 

beneficial for their business as a good means of marketing, the more likely they are to 

implement its use within their businesses.  

Against this background, support was found for the hypothesized relationships 

between all the influencing factors Perceived usefulness (H1), Perceived ease of use 

(H2) and Attitude (H3). Given the results relating to the Independent variables 

mentioned, it can be suggested that to improve adaptation of social media into the 

business practices of informal traders, it should be provide the user with useful 

notification that help them better identify their customers need to improve their service. 

From these results it can also be suggested that social media should be made easier 

to manoeuvre for informal traders to regularly interact with their customers by providing 

written instructions or learning before using it for their business. Furthermore, Informal 

traders should be made aware of the opportunities that social media provides to their 

business such as being a good means of marketing.  

4.6 SUMMARY 

In this chapter, the empirical results of the study were reported. The demographic 

information collected from the respondents were stated within this study in the sections 

relating to respondents and the businesses’ biographical data. These sections 

highlighted: Gender, age, ethnicity, education, employment, employees, dependants, 

service providers, position, peak hours and years of business. 

The validity and reliability results of the measuring instrument was then presented and 

reported on. According to the results analysed, all the independent variables Perceived 
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usefulness, Perceived ease of use and Attitude had an influence on the dependent 

variable Intention to use social media. 

A further analysis of the results was conducted and involved a descriptive analysis as 

well as an inferential analysis about the data. The descriptive analysis reported on the 

mean, standard deviation and a summary of the responses to the items by 

respondents. Included in the inferential analysis was the Pearson’s product moment 

correlation and the multiple regression analysis.  

 In Chapter 5, the research objectives and research design will be further discussed 

and concluded. The main findings of the literature review will be stated, and the main 

findings of the empirical investigation will be provided. The researcher’s conclusion 

and recommendations of the study will then be stated, followed by the limitations and 

future research of this study. Furthermore, a self-reflection of the researchers will then 

be provided. 
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CHAPTER 5 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

5.1   INTRODUCTION 

The empirical results for this study were presented in Chapter 4. In this final chapter, 

Chapter 5, a brief overview of all previous chapters in will be presented. The empirical 

results will then be discussed, followed by a detailed summary of the contributions to 

the study. The recommendations for future research will be highlighted and discussed, 

along with the limitations experienced by the researchers who conducted this study. 

Finally, a self-reflection in terms of researchers’ experience of the study will be shared. 

5.2  OVERVIEW OF STUDY  

The purpose of this study was to investigate the intention of informal traders to use 

social media for businesses purposes in the Nelson Mandela Bay area. When carrying 

out this investigation, the researchers made use of the TAM model to identify 

influences that could affect informal traders intention to use social media. 

The primary objective of this study is to identify, investigate and empirically test the 

intention of informal traders to use social media for their businesses.  

In order to address the primary objectives of the study, the following secondary 

objectives have been developed: 

SO1: To investigate the Perceived usefulness of social media for informal traders. 

SO2:    To investigate the Perceived ease of use of social media for informal traders. 

SO3:    To investigate informal traders Perceived attitude towards the use of social 

media for their businesses.  

In order to achieve the above-mentioned primary and secondary objectives, the 

following methodological objectives have been identified: 

MO1:  To develop a hypothetical model and suggest appropriate hypotheses for       

         the relationships between the independent variables (perceived usefulness, 

          perceived ease of use and attitude) and dependent variable  (Intention to use 

social media);             
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MO2:   To develop a measuring instrument that will empirically test the relationships 

         in the hypothetical model; 

MO3:    To source primary data from a predetermined sample of informal traders in the  

            Nelson Mandela Bay area and statistically analyse the data, and test the 

            proposed hypotheses; and 

 MO4:  To provide conclusions and recommendations based on the findings of this 

           research, which could assist informal traders to improve their use of social   

           media. 

In Chapter 1, there was an introduction of study followed by a detailed problem 

statement, background, hypotheses and primary and secondary objectives of the 

study. Then the research design and methodology were discussed. Lastly, there was 

a scope and significance of the study which was presented outlining the particular 

reason for the study, and the definition of concepts were also indicated. 

In Chapter 2, an overview of a detailed discussion of informal traders and social media 

sourced from various sources was presented. There was a discussion on the overall 

nature of informal traders as entrepreneurs, highlighting the importance of 

entrepreneurship and its challenges. Herrington et al., (2010:11) highlight that 

entrepreneurship is a universal debate, especially in academia and public press. 

However, when broken down in the simplest term entrepreneurship is about knowing 

what people need and organising resources in starting a venture to fulfil that need 

(Lebambo et al., 2017:15). 

An informal trader who is also an entrepreneur is defined as any person who has a 

business, offering goods and services to the public without having a structured tax 

system or geographical area of permanent trade (Tengeh & Lapah 2013:8). Informal 

traders are a necessary component of the South African economy, especially as a 

developing country where there are high rates of poverty and high levels of 

unemployment (Horn, 2011:2). Blaauw (2013:5-6) mentions how the informal traders 

fill gaps in the market that are often overlooked.  
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South Africa like any other country faces some challenges when it comes to 

entrepreneurship. Environmental barriers which are external limitations, such as lack 

of skilled labour which is valued as the most important resource needed in any 

organisation (Lebambo et al., 2017:13). 

As an informal traders there are more challenges such as lack of longevity, where 

certain informal traders such as hawkers do not have a long-term mentality 

(discouraged from investing and growth due to threats of eviction and rising costs of 

trading) (Steel et al., 2014:4-5). Some Governments do not even consider informal 

traders such as street vendors as contributors to economic development, thus giving 

more reason to clearing the streets with the eviction of these street vendors (Steel et 

al., 2014:4-5). 

One main challenge that was highlighted was poor marketing strategy. It was 

discussed how the solution to this challenge would be taking a closer look at the 

increasing trends and use of social media which is not in full effect by informal traders. 

Marketing is an important practice that allows a business to share information to its 

customers about the products and services that it has to offer (Bashar et al., 2012:88).  

Social media can be referred to as the tools used to facilitate communication, 

Interaction and sharing of photos, videos and documents using online applications 

(Chaturvedi et al., 2014:81). In this digital world we live in, social media offers a 

platform that helps its users to reach out to as many of the worlds online population as 

it can and it does so at a relatively low cost (Chikandiwa et al., 2013:366). 

One suggested way that failure rates of entrepreneurs and small businesses can be 

reduced is for them to find a better way to reach their target market through effective 

communication (Kim et al., 2012:1480). Social media offers that platform where brand 

attitudes from customers can be affected (Dahnil et al., 2014:121). Businesses need 

to start adopting social media tools in order to reach a larger customer base 

(Chaturvedi et al., 2014). 

A study carried out by Barry et al., (2008) showed that over the years there has been 

a significant increase in internet access. Research done on social media usage in 

South African has shown that the most popular social media networks were Instagram 

and Facebook (Thulo, 2016). The South African social media environment offers a very 
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feasible channel for marketers to encourage the adoption of online advertising (Afolabi, 

2015 :9). 

Chapter 3 provided an overview of the research design consisting of the data collection 

with the research design being one of a positivistic nature and therefore quantitative 

data to be collected. It further explained the secondary and primary data that will be 

collected. Furthermore, a detailed discussion on the data collection method and how it 

would be administered to the sample population being an informal trader in the Nelson 

Mandela Bay Area was included. Then the data analysis of this study was then 

provided, which elaborated on descriptive and inferential statistics that were 

undertaken. To end off the chapter was a discussion on the techniques that will be 

utilised to check the reliability and validity of the measuring instrument. Followed by a 

chapter summary. 

A research paradigm can be defined as a perspective or pattern based on world views, 

beliefs, and assumptions. Two types of paradigms exist; a positivistic as well as an 

interpretive paradigm (Kivunja & Kuyini, 2017:30-33). For the chosen topic, the 

research paradigm identified is one of a positivistic nature, which is said to include 

observation of human behaviour and makes use of scientific methods to establish an 

explanation for it (Kivunja & Kuyini, 2017:30-31). 

In terms of the research approach, there are two types that a study can follow, 

depending on the type of the research. It can either be quantitative or qualitative and 

for our topic quantitative research will be carried out. Quantitative research involves 

the collection of information in numerical form and making sense of this data using 

mathematical or statistical means (Yilmaz, 2013:312). Quantitative was chosen 

because the collection of data for this study involves gathering data  through means of 

survey in the form of structured questionnaires which were distributed to all available 

informal traders in the Nelson Mandela Bay Area. In the end data was analysed and 

converted into useful information through statistical means. 

The data collected from these sources served as secondary data that helped formulate 

a detailed discussion on the study. In the case of primary data, the data was collected 

using an appropriate sampling technique and from a population of 100 informal traders 

who run their businesses in the Nelson Mandela Bay Area. There are two main ways 

sampling can be undertaken: non-probability sampling and probability sampling 
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(Struwig & Stead, 2017:114). Probability sampling is when all the individuals in a 

population have the same chance at getting chosen to take part in the study (Etikan & 

Bala, 2017:2). On the other hand, non-probability sampling makes use of non-

randomized methods to select the sample (Etikan & Bala, 2017:1). 

Once primary data was collected, it was analysed using appropriate methods. The data 

gathered from the respondents was captured in Microsoft Office Excel 2016 and 

imported into a statistical program, known as Statistica 12. This involves a validity and 

reliability discussion.  

Three types of validity exist. The first, content validity, refers to whether a measuring 

instrument measures everything that it should in relation to the variables. Face validity 

which is the second type refers to when a researcher is asked whether they think a 

measuring instrument covers what it is intended to. The third type, construct validity 

looks at whether conclusions can be drawn from the results gathered by the measuring 

instrument (Struwig & Stead, 2017:143). 

Reliability on the other hand refers to whether if a study where to be repeated similar 

results would be achieved (Struwig & Stead, 2017:138).  One commonly used way to 

analyse the reliability of the measuring instrument is using Cronbach’s α, where the 

results are between 0 and 1. The measuring instrument is considered to be reliable if 

the result is 0.7 or higher (Heale & Twycross, 2015:67).  

Descriptive statistics are a summary and description of the data that has been collected 

(Hussain, 2012:741).  The descriptive statistics that was used in this study included a 

calculation of the mean, standard deviation and frequency. The mean is defined as a 

measure of central tendency representing the average of the data (Watier et al., 

2011:3). Standard deviation is used to measure the variability of data gathered and 

how far from the mean they are (Wan et al.,2014). Frequency distribution involves 

grouping the collected data into various categories and then recording how often a 

certain category of data occurs (Manikandan, 2011:54).  

Inferential statistics will be used in this study to test whether there is a relationship 

between the independent and dependent variables. Inferential statistics involve 

techniques that make use of the raw data collected and develop assumptions or 

conclusions from this data (Hussain, 2012:741). Pearson product coefficient and 

multiple regression analysis was used to analyse inferential statistics. 
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In Chapter 4 the focus is on the results of the empirical investigation. Presented in this 

chapter was the demographic information of the respondents and their businesses. 

Followed by the reliability and validity results of the measuring instrument which were 

evaluated and discussed. Then the descriptive and lastly, the inferential statistics. 

The analysis of the demographic information obtained from the respondents in the 

study was presented in Chapter 4. Most of the respondents were males (51%), 

between two main age ranges; 18-24 (36%) and 25-34 (35%). The majority of the 

respondents were black (71%), followed by 13 per cent being white, 12 per cent 

coloureds and 4 per cent Asians. Lastly, in terms of education most of the respondents 

either had a matric certificate (40%) or a degree/diploma (39%), followed by 

respondents with grade 9-11 (12%) and only 9 per cent had obtained a postgraduate 

certificate.   

The validity and reliability of the measuring instrument was then assessed. To measure 

validity in this study a factor analysis was carried out to test for uni-dimentionality which  

measured the dependent variable, Intention to use social media, and the independent 

variables, Perceived ease of use, Perceived usefulness and Attitude towards use. 

Initially there were six items (INT01, INT02, INT03, INT04, INT05 & INT06) that were 

set out to measure the intention to use social media. Only five factors loaded as these 

factor loadings were above 0.5 they are considered to be valid measures of the 

construct, they ranged between 0.887 and 0.569.  

There were ten items (EASE01, EASE02, EASE03, EASE04, EASE05, EASE06, 

EASE07, EASE08, EASE09 and EASE10) that were set out originally to measure 

Perceived ease of use. Eight of the items loaded (excluding EASE06 and EASE08) for 

these remaining factor loadings for Perceived ease of use which range from 0.853 to 

0.590. Six items (USEFUL02, USEFUL03, USEFUL04, USEFUL05, USEFUL06 and 

USEFUL07) of the original seven successfully loaded together to measure Perceived 

usefulness. The factor loadings for these remaining items range between 0.720 to 

0.563. Only Three of the seven items loaded together (ATT03, ATT04and ATT05). 

They ranged between 0.794 to -0.768.   

The Cronbach’s alpha calculated for the dependent variable, Intention to use social 

media, was 0.752 which is above 0.7, meaning that the data collected in this study can 

be considered reliable. The Cronbach-alpha for Perceived usefulness (0.694) and 
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Perceived ease of use (-0.664) fell below the recommended limit of 0.7 but after 

reversal of the coding there were still considered reliable. Attitudes towards use (0.696) 

was in close proximity to the 0.7 limit and would be accepted as reliable.  Therefore, 

the revised hypothesis of the results is summarized in Table 5.1. 

Table 5.1:  Summary of hypotheses tested 

Hypotheses Decision 

H1 There is a positive relationship between the Perceived usefulness of 

social media for informal traders and their Intention to use social media. 

Accepted 

H2 There is a positive relationship between the Perceived ease of use of 

social media for informal traders and their Intention to use social media.    

Accepted 

H3 There is a positive relationship between informal traders’ perception of 

Attitude towards using social media and their Intention to use social 

media. 

Accepted 

 

From the information provided above it can be seen that the secondary objectives of 

this study have been achieved. Table 5.2 summarises these objectives and clearly 

indicates in which chapter they were achieved. 

Table 5.2:  Secondary objectives achieved and relevant chapters 

 Secondary Objectives Achieved 

SO1 To investigate the Perceived usefulness of social media for informal 

traders 

Chapter 4 

SO2 To investigate the Perceived ease of use of social media for informal 

traders  

Chapter 4 

SO3 To investigate informal traders Attitude towards the use social media 

for their businesses 

Chapter 4 

 

Table 5.2 shows that all secondary objectives were achieved in Chapter 4. Next is 

Table 5.3 which is shows the methodolical objectives and the chapters where they 

were achieved. 

 



77 
 

 

Table 5.3: Methodological objectives achieved and relevant chapters 

 Methodological Objectives  Achieved 

MO1 To develop a hypothetical model and suggest appropriate 

hypotheses for the relationships between the independent 

variables (Perceived usefulness, Perceived ease of use and 

Attitude) and dependent variable (Intention to use social 

media). 

Chapter 1 

MO2 To develop a measuring instrument that will empirically test the 

relationships in the hypothetical model 

Chapter 3 

MO3 To source primary data from a predetermined sample of 

informal traders in the Nelson Mandela Bay Area and 

statistically analyse the data, and test the proposed 

hypotheses 

Chapter 4 

MO4 To provide conclusions and recommendations based on the 

findings of this research, which could assist informal traders to 

improve their use of social media. 

Chapter 5 

 

Finally, Chapter 5 which gives a brief overview of the study with all chapters presented. 

In this chapter a detailed summary is given with a conclusion, recommendation, 

limitation of study, future research and a self-reflection of researchers’ experience of 

the study.   

5.2.1   CONCLUSION 

The main objective of the study was addressing the intention of informal traders to use 

social media for their businesses. The researchers provided information that was 

necessary for readers to understand the concepts and results of the study. The study 

focused on informal traders with businesses in the Nelson Mandela Bay Area. It was 

compulsory as specified in the questionnaire document that the respondent had to be 

an Informal Trader and had a business in the Nelson Mandela Bay Area.  

The study shows that most of the respondents were ranging between ages 18-24 and 

acquired matric as their highest form of education. This validates the statement in the 
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literature review on most informal traders lacking skill and being unable to use social 

media to its full capacity. 

The study used the Technology Acceptance Model (TAM) to conclude the influence of 

intention to use social media. The intention of usage was carried out as a dependent 

variable against three independent variables. This was achieved through testing for 

validity and reliability, it was concluded that all independent variables Perceived 

usefulness, Perceived ease of use and Attitude had an influence on the dependent 

variable Intention to use social media. With all three independent variables having a 

positive relationship with the dependent variable Intention to use social media. 

5.2.2    RECOMMENDATIONS  

As a result of the study, researchers have put forth the following recommendations for 

informal traders with the intention to use social media for businesses. The 

recommendations are derived from the three independent variables which were found 

to have a postive relationship with informal traders’ intention to use social media for 

businesses.  

a) Perceived usefulness 

Perceived usefulness is a perceptual measurement of the degree to which informal 

traders believe that using social media will improve their businesses (Ogbonnaya, 

2019:57). As from results in Chapter 4 Perceived usefulness refers to the belief that 

social media provides useful notifications that help the user identify change in customer 

needs, whilst saving time, it helps to improve communication with customers, helping 

the user do more, improving their sales in the process and also improving the quality 

of the service provided 

As mentioned in the literature section, in this digital world we live in, social media offers 

a platform that helps its users to reach out to as many of the worlds online population 

as it can and it does so at a relatively low cost (Chikandiwa et al., 2013:366).  

The increase in smartphones and access to mobile data on a global scale makes this 

even more evident (Kemp, 2018:3). Informal traders would be aware of the fact that 

more people have phones. The empirical results show that 95 per cent of the 

respondents agreed that they find social media useful for their business operations and 

would need useful notifications that help track customer needs and communication to 
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customers to improve their sales. With that the following recommendations are put 

forward to encourge more informal traders to use social media for their businesses: 

• Social media should provide more useful notifications to help identify consumer 

changing needs. Especially in this day and age where viral trends and internet 

challenges can shift consumer taste and needs. Social media should be able to 

notify informal traders of these changes. It can even go the extra mile to 

predicting trends that the cutomers may start to follow and notify businesses of 

this.  

• There is research that shows how harmful social media can be, from wasting 

ones time,  being addictive and privacy violation. Social media platforms should 

start taking a more public stance and intergrating options that helps users such 

as both informal traders and their customers use social media as a helpful tool 

which is safe and time saving. 

b) Perceived ease of use 

The second independent variable which is Perceived ease of use is the degree to 

which informal traders believe using social media is easy to use and does not require 

a lot of information and hard work (Machdar, 2016:134). From the results in Chapter 

4, the study defines Perceived ease of use as the belief that one has the resources to 

use social media for business; customers would like to interact with the business on 

social media, social media is not confusing to use; users will be able to use it without 

written instructions and needing to learn a lot before using it for business. 

With the increase in social media usage, the case of ease should be considered. There 

are a lot of factors that would lead to increase in social media usage. The increase in 

smartphones and access to mobile data have already been shown under percieved 

usefulness. Another important factor is the increase in social media platforms, which 

exists in different forms namely; blogging, podcasts, pictures, videos, rating and social 

bookmarking (Kim & Ko, 2012:1481). This gives users a wide range of platforms/ 

interfaces to use. The users would have options on which platform to use and which 

would be most suited for them.  

Other informal traders would view blogging such as wordpress to be easier for them 

while others would rather use pictures and videos via Instagram and facebook. These 

options give informal traders the chance to choose their best platform where they can 
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engage with their customers in the easiest way for them. However, from the empirical 

results it was found that respondents would need training or written instructions in order 

to be able to interact with their customers using social media for their business 

purposes. Below are the recommendations for Perceived ease of use: 

• As the number of people having access to smartphones is increasing, there 

should be an emphasis or awareness for infromal traders to know that they 

already have the most important resource to use social media. There are 

informal trdaers who believe to effectively use social media you need a the best 

phone in terms of storage and picture quality. Others think you even need 

professional skills and equipment such as cameras and marketing specialists to 

make use of social media. 

• In encouraing more informal traders to use social media and view it as an easy 

marketing technique. More informal traders should share stories and 

information of the ease of using social media.  Seeing another informal trader 

using social media and claiming it to be easy would influence more informal 

traders to use it and percieve it to also be easy to use. 

• With some informal traders looking at using social media in a competitive and 

structured aspect that without social media their business will find it hard to 

compete. There should be a promotion to use social media in a creative way 

that best suits the informal trader. There are blogs and videos that say there are 

certain formulas to use social media for a business. With this assuring the 

informal traders that there is no formula and it can be used in the way that fits 

the informal trader and the customers. This is a motivating reason that would 

change the view on the ease of social media. 

c) Attitude towards use 

According to (Yusoff & Ramayah, 2011:1513) Attitude towards use is described to be 

individual’s positive or negative behaviour towards a new idea or new technology. 

Attitude toward use is the final independent variable in this study and according to this 

study it is the belief that social media will provide new opportunities for a business and 

that learning to use social media would be beneficial for the business as it is a good 

means for marketing. 
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The rise in the popularity and use of social media is something that has been noted by 

businesses and organisations around the world and they have also started taking part 

by creating social media accounts (Chikandiwa  et al., 2013). Entrepreneurs and small 

businesses such as informal traders usually believe they do not have enough 

resources to dedicate to marketing and this has been argued as being one of the main 

reasons contributing to their high failure rates (Hæreid & Indregård, 2015:1). According 

to a study done by Shah (2011), it was observed that thirty percent of start-up’s failed 

due to lack of establishment of marketing techniques. It is clear that small businesses 

fail to realise how influential marketing techniques such as social media can be on their 

brand image. 

With the literature review being clear that more entrepreneurs such as informal traders 

should use social media, the empirical results backs this up with a representation that 

shows most of the respondents (78%), agreed that they believe learning to use social 

media would be beneficial for their business as it would provide new opportunities for 

them such as more marketing channels. Below are recommendations as to how this 

can be achieved: 

• There should be more accessible information available for informal traders on 

the importance of social media and how to use it for their business. 

• Provide stories of how social media has changed other informal traders and 

their attitude towards business. 

5.2.3    SHORTCOMINGS OF THE RESEARCH 

This study had various limitations. However, limitations are common in any research. 

It is very important that these limitations are considered when interpreting the study. 

The limitations are as follows: 

• Who are informal traders? What is social media? While taking on the study, the 

researchers found that the definition of informal trader is broad. The definition 

of an informal trader varies from Port Elizabeth to Africa and other parts of the 

globe. It was the same when it came to defining social media and its use, there 

is also a broad view on the concept of social media and its usage. 

• Uni-dimentionality which measured the dependent variable, Intention to use 

social media, and the independent variables, Perceived ease of use, Perceived 
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usefulness and Attitude towards use. Due to this, certain factors did not load 

meaning there was no correlation found on all components and items. 

• The sampling technique was only based on Informal traders in the Nelson 

Mandela Bay Area due to convenience of the researchers. The study was not 

random. 

• Common method bias, where one questionnaire was used to measure all 

factors. This was evident in Chapter 4 when all items came out negative and 

had to be reverse coded. Exposing the mismatch in measuring all the factors 

the same way with one questionnaire.  

5.2.4    FUTURE RESEARCH 

The researchers believe that when carrying out the study sole reliance on the 

secondary sources will not be enough. Social media is one of the fastest moving 

technologies therefore, new information should always be considered. Therefore, the 

study should be done as a longitudinal research, where it’s taken over shorter periods 

of time. 

In carrying out the research to find out the intentions of informal traders in using social 

media, future research should also consider the customer’s perspective. In the 

literature review there was an emphasis on the two-way communication difference 

between online marketing and traditional marketing. Where online marketing such as 

social media marketing is a two-way communication while traditional marketing such 

as posters and newspapers is one-way. Where the two-way communication involves 

engagement and customers having a voice. 

The research was only taken from a sample population of the Nelson Mandela Bay 

area. Future research should be broader was it would give a more general view and 

results of the study. The sample technique of the study was not random, It was based 

on convenience and the researchers suggest that this study be taken as a random 

sample. 

Finally, future researchers could also use a different model such as Unified theory of 

acceptance and use of technology which is a more specific breakdown of the TAM  

model. Where variables such as Social influence, Gender, Age, Voluntariness of use 

and Facilitating conditions are considered. These are more detailed variables that 

would give more detailed results. 
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5.2.5    SELF REFLECTION 

At the start of the research, the researchers had an idea of what lied ahead of them. It 

was emphasized that this was a jump from previous research work. This study was 

going to be used for external purposes and its work such as this that starts to make an 

impact on the world. Credibility and reliability as rewards that come with research work. 

As the research started off, organisation and time management skills were highlighted 

in order to complete the research as effectively as possible. With extra work and other 

commitments, the research started to become a load. A new approach had to be taken 

as now what was expected from the start became an understated reality. Research at 

this level is stricter, from the gathering of information to the plagiarism. Prior research 

work was usually carried by groups and had less content and now it was two 

researchers handling a whole load of work.  

From taking on the study extra skills were attained by the researchers. The most 

obvious being research skills. It is a skill on its own to be able to know how to read 

research work and look it up. How to find what you’re looking for. There was the case 

of time management, this was also a skill that was attained along the way together with 

better communication when it came to data collection. There was the use of statistic to 

come up with final empirical results. It was the first time that the researchers used 

Statistica, this software will be helpful for further research work that will be conducted 

by the researchers.  
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ANNEXURE A – COPY OF COVER LETTER 

 

  

Summerstrand South Campus 

Department of Business Management 

      June-August 2019 

Dear respondent  

According to eMarketer businesses have adopted social media for various marketing activities 

such as customer relationship, branding and sales. However, Informal traders who contribute 

to approximately seven to thirteen percent of the South African economy have been to not 

utilise social media in their businesses. Therefor this study is looking to determine informal 

traders desire to use social media such as Facebook, Titter, Instagram, etc. in marketing their 

business.  

Topic:   To investigate the intention of informal traders to use social media for 

businesses purposes in Nelson Mandela Bay. 

The aim:    Determine if informal traders want to use social media to communicate with 

their customers. 

The honours students are required to gather the necessary information from informal traders 

in the Nelson Mandela Bay Area in order to complete their treatise as part of their degree. For 

the purpose of this study, an informal trader is a person who runs a business that is not 

registered for value-added tax (VAT). In the Nelson Mandela Bay area a person is recognized 

as an informal trader after receiving a permit which confirms their compliance with public health 

laws. 

It would be greatly appreciated if you could respond to the following questions to assist in the 

completion of this study. The questionnaire should take about 15 minutes to complete. There 

are no right or wrong answers. Only your honesty and the perceptions you hold are 

important. All information will be treated in the strictest confidence and you are under no 

obligation to participate. Please note that the information obtained will be used for research 

purposes only. The final report will not include any identifying information. Please feel free to 

contact us about any queries you might have. Your participation in the study will be most 

appreciated. 

Yours sincerely 

Dr S. Beck   Chimwemwe Hami   Chifundo Mazenegera 

Study Leader   Honours student   Honours student 

 

Department of Business Management 

Nelson Mandela University 

Email: shelley.beck@mandela.ac.za 

Tel: +27 (0) 41 504 1392  
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ANNEXURE B – COPY OF QUESTIONNAIRE 

A. General Information 

1.1.1 Do you meet the requirements for participating in this research study, 
namely (1) you are an informal trader with a business that is not 
registered for VAT (2) your business is registered for VAT? 

Yes 1 

No 2 

 

1.1.2 Is your business based in the Nelson Mandela Bay area (i.e. 
Summerstrand, Govan Mbeki, Walmer, dispatch)? 

Yes 1 

No 2 

1.1.3 Are you currently using social media for your business? 

Yes 1 

No 2 

 

1.2 Please indicate your gender 

Male 1 

Female 2 

 

1.3 Please indicate your age (years)  

13-17 years 1 

18-24 years 2 

25-34 years 3 

35-44 years 4 

45-54 years 5 

55-64 years 6 

65+ years 7 

 

1.4 Please indicate the ethic group to which you associate. 

Asian 1 

Black 2 

Coloured 3 

White 4 

Not Willing to say 5 
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1.5 Please indicate your education background 

Grade 9-11 1 

Matric 2 

Degree/Diploma 3 

Postgrad 4 

Other (please indicate) ….. 

 

1.6 Are you currently employed? 

Part-Time 1 

Full-Time 2 

 

1.7 Please indicate the number of dependants you have  

0 1 

1 2 

2 3 

3 4 

4 5 

5 and more 6 

 

1.8 Please indicate how long you have been running your business 

Less than one year 1 

1 year  2 

2 years 3 

3 years 4 

4 years 5 

5 + years 6 

 

1.9 Please indicate number of employees you have in your business? 

0 1 

1 2 

2 3 

3 4 

4 5 
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5 and more 6 

 

1.10 Number of service providers (e.g. Storage, Transport, Maintenance) 

0 1 

1 2 

2 3 

3 4 

4 5 

5 and more 6 

 

1.11 What is your current position of your informal business? 

Fixed  1 

Moves around 2 

 

1.12 Please indicate how many times you use of social media a week?  

Never 1 

Once a week 2 

2-3 times a week 3 

more than 4 times a week 4 

 

1.13 Please indicate the peak hours of the business 

6:00am-9:00am 1 

9:00am-12:00pm 2 

12:00pm-15:00pm 3 

15:00pm- 18:00pm 4 

18:00pm-21:00pm 5 

 

1.14 Please indicate most active day for the business on social media 

Sunday 1 

Monday 2 

Tuesday 3 

Wednesday 4 

Thursday 5 

Friday 6 
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Saturday 7 

 

1.15 Please indicate number of social media platforms used for the business (i.e. Facebook, 
WhatsApp, Twitter, Instagram etc) 

0 1 

1 2 

2 3 

3 4 

4 5 

5 and more 6 

 

B. The intent for informal traders to use social media to communicate with their 
customers.  

 

Please indicate (with an ‘X’) the extent to which you agree or disagree with each statement. The 

columns are graded from 1 to 5. The number 1 denotes strong disagreement with the statement, 

and at the other end of the scale, 5 denotes strong agreement with the statement.  
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In my opinion….. 

Extent of agreement 

S
tro

n
g

ly
 

d
is

a
g
re

e
 

D
is

a
g
re

e
 

N
e

u
tra

l 

A
g

re
e
 

S
tro

n
g

ly
 

a
g
re

e
 

1 
I intend to use social media (Facebook,whatsapp,twitter) 
to communicate with my customers as often as needed? 

1 2 3 4 5 

2 
I feel aggressive and hostile towards social media 
(Facebook, WhatsApp, Twitter and Instagram) 

1 2 3 4 5 

3 
I have the resources to use social media within my 
business. 

1 2 3 4 5 

4 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) gives me useful notifications that help me to 
identify the change in customer needs  

1 2 3 4 5 

5 
Using social media (Facebook, WhatsApp, Twitter and 
Instagram) saves me time 

1 2 3 4 5 

6 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) is a good means for marketing my business 

1 2 3 4 5 

7 
Interacting with my customers on social media 
(Facebook, WhatsApp, Twitter and Instagram) is often 
very confusing 

1 2 3 4 5 

8 
Both occasional and regular customers would like to 
interact using social media (Facebook, WhatsApp, 
Twitter and Instagram) 

1 2 3 4 5 

9 
I predict that I will use social media on a regular basis in 
the future 

1 2 3 4 5 

10 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) has improved communication with 
consumers 

1 2 3 4 5 

11 
Social media provides new opportunities (Facebook, 
WhatsApp, Twitter and Instagram) for my business 

1 2 3 4 5 

12 
My business will find it difficult to perform without social 
media (Facebook, WhatsApp, Twitter and Instagram) 

 

1 
2 3 4 5 

13 
I am going to use social media to receive customers 
feedback about buying my products  

1 2 3 4 5 

14 
I intend to use social media (Facebook, WhatsApp, 
Twitter and Instagram) in my business within the next 
three months? 

1 2 3 4 5 

 15 
The information on social media (Facebook, WhatsApp, 
Twitter and Instagram) is presented in a useful format 

1 2 3 4 5 
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16 
using social media (Facebook, WhatsApp, Twitter and 
Instagram) helps me be more effective 

1 2 3 4 5 

17 
There is often doubt in using social media (Facebook, 
WhatsApp, Twitter and Instagram) 

1 2 3 4 5 

18 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) has improved my quality 

1 2 3 4 5 

19 

I would make use of social media (Facebook, 
WhatsApp, Twitter and Instagram) without an 
accompanying face-to-face interaction with my 
customers during illness 

1 2 3 4 5 

20 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) is easy to use 

1 2 3 4 5 

21 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) is only sensible as an addition to face-to-face 
interactions with my customers 

1 2 3 4 5 

22 
I expect that I will use social media to communicate with 
my suppliers 

1 2 3 4 5 

23 
I am likely to ask my customers to follow 
me/communicate with me on social media (Facebook, 
WhatsApp, Twitter and Instagram)  

1 2 3 4 5 

24 
I often become confused when I use social media 
(Facebook, WhatsApp, Twitter and Instagram) 

1 2 3 4 5 

25 
I found the various functions of all social media 
platforms (Facebook, WhatsApp, Twitter and Instagram) 
well integrated 

1 2 3 4 5 

26 
Social media (Facebook, WhatsApp, Twitter and 
Instagram) has improved my productivity  

1 2 3 4 5 

27 
Learning about social media (Facebook, WhatsApp, 
Twitter and Instagram) for my business is worthwhile 

1 2 3 4 5 

28 
I can use social media (Facebook, WhatsApp, Twitter 
and Instagram) without written instructions 

1 2 3 4 5 

29 
I need to learn of a lot of things before I could go on 
using social media (Facebook, WhatsApp, Twitter and 
Instagram) for my business 

1 2 3 4 5 

30 
I often become confused when I use social media 
(Facebook, WhatsApp, Twitter and Instagram) 

1 2 3 4 5 
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ANNEXURE C – ETHICS FORM E 
 

 



105 
 

 

 

 

 

 



106 
 

 

 

 

 

 

 

 

 

 

 

 



107 
 

 

ANNEXURE D TURNITIN REPORT 

 

 


