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1. Abstract  
 

There has been a rampant growth of online transactions in the recent past. The use of e-commerce 
by businesses in developing countries is related to the potential benefits of participating in international 
value chains, increasing market access and reach, improving internal and market efficiency, and lowering 
transaction costs. This growth has prompted research from both IT and the social science field. This 
research strives to investigate the role of moral balance in Africa by considering trust models on e-
commerce systems. Trust and usability in information systems has not been addressed to any appreciable 
extent. Studies conducted in the past have shown that trust, risk and usability are considered as important 
determinants of IT adoption criteria.  This paper strives to investigate issues of trust, risk and usability in 
African countries using a heuristic and empirical evaluation of African e-commerce sites. I develop a 
conceptual trust and usability model which can help in making e-commerce be accepted in African setups. 
Based on the social network and trust theory, determinants of trust in the electronic channel and the firm as 
objects to be trusted in e-commerce are included in the research model.  

 
The research conducted will provide both theoretical explanations and empirical evaluation on the 

adoption criteria of e-commerce in African setups. I will also make recommendations for web-design 
specifications for websites that target the African audience. 
 
Keywords: Trust, usability, e-commerce, web designs, internet data security 
 
2. Introduction 

 
2.1: Backgrounds and motivations: 

 
            The emergence of electronic commerce has had many advantages especially in the developed world. 
E-commerce is sighted as one of the most promising development tools [13]. However, it has not 
penetrated much into the African market where most people have less access to computers and the internet 
at large. E-commerce has facilitated transactions of goods and services in a faster and efficient way. It has 
created convenient market places where buyers and sellers are brought to interact with each other in a fast 
and appropriate way.  In traditional markets, buyers need to incur the cost for the time spent in the search 
for the right commodities [4]. This opportunity cost is much less in internet-based markets. One does not 
have to think of going to the market as it is brought closer by the cyber space. Although this may be the 
case, e-commerce has not been accepted much and few people remain to use it even as of today. This is 
because it is difficult to trust someone on the invisible end. The main issues that influence global e-
commerce growth include security issues and trust [Egger 2000]. There are currently no definite ways to 
verify that the person claimed on the internet is an actual human being or a machine. Much of e-commerce 
involves giving credit card details on the internet or pushing money in a named bank account with the hope 
of giving a service later. What if someone cones you and doesn’t run a business as claimed, who do you 
complain to when you are found in such a situation?  
 

There is need to make sure that the security level on cyber space is reliable enough and protocols 
be devised and policies be implemented that ensure that there is no eavesdropping of any kind on the data 
involved in the transactions amongst market players. Trust strongly influences customer intentions to 
transact online [McKnight, Choudhury and Kacman 2002]. It is desired that design of e-commerce systems 
be convenient enough for users to find it easy to use. This is a very important aspect of e-commerce and 
should be looked at with utmost attention. Design of E-commerce systems (e.g. websites) should be done 
with standardized specifications that make all kinds of users to easily access the contents. I want to 
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carefully consider many trust models, usability specifications and access control that may be manipulated 
to suit less developed nations. 

 
 I want to investigate the culture trends on IT of African nations and see whether this plays a role 

in the penetration and improvement of the ICT (Information and Communications Technology) sector 
which involves e-commerce. This paper tends to explore the organizational, social and environmental "e-
readiness" variables that might affect e-commerce success in developing countries especially those in 
African nations. Data is obtained by way of e-mail interviews that I have carried with e-commerce users 
currently resident in African states. Cluster, discriminant function and canonical correlation analysis are 
used to analyze the data.  From the interviews that I have carried – contrary to the generally conventionally-
accepted perception that environmental factors are the major players in acting as barriers to e-commerce in 
developing countries – firm-specific variables appear to be key drivers in differentiating relatively 
successful from less successful e-Commerce businesses. Complexity in usability, lack of firm trust between 
the customer and e-commerce provider, technological resources of businesses, the governance model in 
place, and commitment appear to be playing significant roles in affecting successful development of e-
commerce and its benefits in terms of communications improvement, cost saving, market performance and 
acceptance.   

 
The main objective of this paper is to investigate the impact of "e-readiness" on e-commerce 

success through a firm-level analysis.  It also attempts to identify the e-readiness variables that significantly 
discriminate between organizations that achieve greater e-commerce success from those that do not. This 
study has attempted to discover the main barriers towards e-commerce development in African nations.  
Another goal is to explore people’s attitudes and behaviors on both the use of the Internet as well as e-
commerce through the Internet. Finally, the study includes an inquiry into the barriers towards e-commerce 
growth and the necessary procedures for e-commerce development. 
 
2.2: Literature Reviews: 

 
Several studies have been done in the past on the penetrating of e-commerce systems into the 

African markets. The e-readiness of developing countries leaves much to be desired [Bridges, 2002; 
Choucri et al, 2003; Molla, 2002]. Despite this, several limitations could be noted:  

 
·  E-readiness studies in developing countries focus on national-level indicators.  These studies are helpful 

in highlighting the legal, financial, physical, social and technological infrastructure limitations that 
businesses in developing countries need to transcend in order to implement e-commerce. Regrettably, 
they have limited power in explaining how and what level of infrastructure development affects 
individual businesses' decisions to undertake e-commerce and the success of such endeavors. 

·  The emphasis of these studies tends to be on producing indices and general set of requirements, the 
needs of specific sectors, business organizations and e-commerce applications remain largely unknown. 

·  The notion that the e-readiness of a country affects e-commerce success is intuitively appealing; there 
are no empirical studies to validate such claims.  In fact, as developing countries continue to address 
some of the infrastructure barriers; firm- and market-specific issues need proper investigation to 
identify the real barriers and drivers of e-commerce and its success. 

·  Existing e-readiness studies lack clear theoretical foundation. 
 

A review of trade press articles from 1994-1999 conducted by [Rose, Khoo et al. 1999] found six 
commonly recognized categories of technological impediments and limitations to internet 
computing which appear to pose the greatest threat, or at least constraint, to the development of 
B2C e-commerce. The table below lists each of the technological impediments. 

 

Technological Impediments and Limitations 
Security (or perceived security) weaknesses 
Download delays 
Limitations of interface 
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         Table 1: Technological impediments & limitations [Rose, Khoo et al. 1999] 

 
[1] made a very good investigation into the role of trust for e-commerce in South Africa. Their 

study acted as a pilot enthusiasm for e-commerce issues in Africa as a whole. In this study, a compressive 
set of e-commerce design guidelines was compiled. They also used a heuristic and empirical evaluation of 
selected e-commerce sites. Then, a correlation analysis between the two sets of results was used to identify 
a number of e-commerce design guidelines that are relevant to the South African e-commerce market. In 
order to compile a comprehensive set of e-commerce design guidelines, reference was made to several 
works that have been done in the past. A general trust model was proposed. 
              Many researchers have given a go at improving the usability, access control and trust improvement 
in e-commerce systems. Lynette Barnard and Janet Wesson [1] tired to develop a model of trust that was 
conversant with the South African environment. Their study addressed the subject of e-commerce design 
guidelines to a greater or lesser extent.  The early 1990s saw Thimbleby [Thimbleby 1990] recognize the 
fact that although a large number of web design guidelines existed, however, international research had 
shown that many websites were still unusable or badly designed. This makes usability somewhat 
complicated especially for someone in remote places where computer technology was in its infancy. Today, 
however, many international standardizations on web design have emerged. Adams and Sasse (1999) 
reported that users had an increasing number of passwords to remember and regularly encountered 
problems, particularly with the infrequently used passwords. The problem of usability could be improved 
by using less difficult and less complex access procedures like simple and less complicated passwords. 
[Lalana et al. 2001] proposed a solution based on trust management that involves a security policy, 
assigning credentials to entities, verifying that the credentials fulfill the policy, delegating trust to third 
parties, and reasoning about users’ access rights.  

 

                        
                  Figure 1: Electronic Business Process and E-business 

 
This architecture was meant for distributed systems but geared towards pervasive computing 

environments that involve tasks from simple e-mail checking to more complex online booking of airline 
tickets.  
 
3. Problem description 

 
Trust, access control and usability present very important constraints to the penetration of e-

commerce in African economic setups, and not only there, but the world over.  In order for internet-based 
markets to penetrate the African markets, there is need for a paradigm shift in the way people view 
traditional and e-based markets. The problem is further complicated because of the history which has 
been created by players in e-commerce environments within the short time it has been in existence. A 
practical example would be the fraud that is made possible with e-commerce of chain letters from Nigeria 
demanding bank details of recipients for promising business partnership. Once one is prone to such 
transactions and gives out his or her bank details, these details are used for malicious purposes. 
Sometimes such scum happens with reputable companies and they slowly lose their popularity with e-
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commerce users. Erasing company history which may influence the way customers react to products, 
goods and services from a named trader in e-commerce is very vital.   

 
For the organizations that are involved in e-commerce, it is imperative that a study be done on 

how ready organizations in Africa or the market are. As mentioned earlier, the African market is more 
accustomed to the traditional type of market. So in order for e-commerce to find its ground in Africa, 
there is need for a significant paradigm shift. This study aims at exploring the impact of e-readiness 
factors on e-commerce success of organizations in Africa.  Two constructs of e-readiness – organizational 
and external – are likely to affect e-commerce success.   The e-readiness of an organization is captured 
through a manager's assessment of the firm's commitment, human resources, technological resources, 
business resources and governance.  Also, it desirable that a manager have the capacity to assess the e-
readiness of market forces, supporting industries and the government provides an insight into external e-
readiness.  It is to be mentioned here that; there is no doubt that the future of e-commerce and consumers' 
confidence in e-commerce would not fully materialize without government's e-readiness to put in place 
supportive national legal infrastructures.  A conclusion here, however, is that government e-readiness is a 
necessary but insufficient condition for e-commerce. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: A Framework of e-Readiness and e-Commerce Success 
 

The aspect of organizations e-readiness is an important factor in the penetration of e-commerce in 
African states. As organizations accumulate their capabilities, learn from their past experiences and interact 
with their environment (which in itself is in a state of change), their profile of e-readiness changes too.  In 
the age of the Internet where agility is an important business capability, it will be impractical for businesses 
to wait before either they or their environment are "e-ready", if such a state of equilibrium can ever truly 
exist.  Therefore, it is necessary for businesses to migrate to e-commerce (using various entry-level 
strategies) while at the same time working towards improving their e-readiness profile and seeing whether 
their projected customers are ready for e-commerce. If not, then there is need to try to improve try to 
encourage their customers to resort to e-commerce.  

 
Four items (extending firms reach, product/service differentiation, increased customer loyalty, and 

improved customer relationship) operate marketplace benefits. If these four items are not managed 
appropriately, then the success of e-commerce is maimed. Human, business and technological resources 
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contribute to marketplace benefits.  This is consistent with the tenets of resource-based theory whereby the 
routines, processes, skills and other resources organizations build give them a competitive advantage in the 
marketplace (April and Cradock, 2000).  Organizations’ ability to maintain and manage their relationships 
with suppliers, customers and other partners occupy a central role in e-commerce.  The finding in this 
regard reveals that building and maintaining trusting and economically-viable relationships and leveraging 
those relationships using e-commerce applications could contribute significantly towards ensuring better 
market performance.  This is a particular challenge to businesses in African nations that belong to 
international trade chains. 
 

External e-readiness is also affecting communication improvement and cost-saving benefits.  In 
particular, market forces e-readiness and supporting industries e-readiness explain some 17% of the 
variations in communication improvement and cost-saving benefits.  This shows the impact of network 
externalities and institutional forces in affecting value from e-commerce in developing countries.  
Therefore, e-commerce benefits to African nations countries depend not only on the fusion of 
organizational e-readiness forces, but also on the forces of the external environment. One of the arguments 
of the potential of e-commerce to African nations is making information transfer faster, cheaper and 
simpler.  Nevertheless, this benefit depends considerably on the adoption of e-commerce by customers, 
suppliers and other partners of an organization.  Therefore, benefits related to communication go to firms 
whose market stakeholders are ready to conduct business electronically.  This is consistent with the tenets 
of network externalities in which the benefit and value of using a network depend, among other things, on 
the size of that network (Au and Robert, 2001; Sillince et al, 1998).  This problem of e-readiness on the part 
of the organization and the consumers is very important and should be looked at very carefully. 
 
 
4. Approach 

 
Many problems and reasons as to why e-commerce has not penetrated in the developing world 

have been identified from literature. In this paper I aim to investigate further why e-commerce has not 
penetrated and has faced a lot of resistance to be accepted in Africa. This can only be done by way of 
interviewing the people in Africa so that they can give some insights as to why this is the case. The only 
way to obtain information is to use questionnaires and send them by e-mails. The questionnaire has been 
designed in such a way as to get the best out of the respondents so that I can make a valid decision about 
what is on the ground in African countries. The results from the questionnaires have given helped me 
suggest ways of developing the trust and usability models compatible to the African environment. The 
main challenge is how to change the way African markets look at internet-based markets. The study has 
shown that a larger percentage of Africans have little or no trust or confidence in e-commerce. There 
should be designed ways to promote a paradigm shift where all the trust rendered to traditional markets is 
shared with e-commerce.  

 
 I wish to suggest confidence-building procedures and try to suggest appropriate security cultures 

that may be acceptable to an African setup. One of the most important facets to the survival of e-commerce 
systems is to encourage free-running, open, condition-free communication incentives among stakeholders. 
If a culture of truthfulness of product facts, company profile including such statistics as actual address be 
given, this can install confidence among e-commerce players. The act of keeping promises is also an 
important ingredient to the survival of e-commerce systems. The surveys I have done with many people in 
Africa have enabled me to come up with heuristic trust and usability models for the African market. This 
will aid the web developers and the owners of the companies providing e-commerce to African countries to 
add certain ingredients to their businesses in order to survive. 

 
Also, I pay attention to the policy making of several governments that determines the availability 

of e-commerce infrastructures to the people. In this paper, I do not pay much attention to B2B e-commerce 
but concentrate on B2C (Business-to-consumers) e-commerce. I’m confident the trust and usability models 
suggested here will go a long way in helping even bring development in general to the African countries. 
This is based on the notion that many countries that have embraced e-commerce have seen a faster 
economic development rate. 
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Many prognoses of e-commerce emphasize the opportunities that e-commerce can unveil for firms 
in developing countries to easily access the global market, strengthen their linkage to global supply chains, 
and the range of cost saving, disintermediation and competitive advantage benefits that would be expected 
to follow such access (Goldstein and O'Connor, 2000; Heeks, 2000; Ntoko, 1999; Singh and Tanburn, 
2001; UNCTAD, 2003). 

 
Informational capability indicates a company using a Web site to publish basic information about 

the company and its products and services in a static manner [11]. Interactive capability refers to the ability 
of users to search the company's product catalogue, make queries and enter orders.  Transactional capability 
allows online selling and purchasing of products and services including online payment and customer 
service.  Integrated capability means that the company's e-commerce systems are integrated with suppliers, 
customers and other back office systems allowing most business transactions to be conducted electronically. 
For these services to be achieved there should be proper trust levels and pretty good usability aspects. 
 

In the information systems (IS) literature, both primary and secondary attributes of the 
implementation and benefits of IS have been recognized (Kuan and Chau, 2001).  Primary attributes refer 
to objective and quantitative measures of benefits whereas secondary attributes refer to perception-based 
measures.  Some authors mistrust the subjectivity of perceptual measures (Seddon, 1997) but, because of 
the difficulty of obtaining economic and quantitative measures of benefits, perceived measures have been 
accepted widely as conceptually meaningful and easy to use proxies of actual IS benefits (Grover et al, 
1998; Mirani and Lederer, 1998, Saarinen, 1996).  Based on the critique by Saarinen and Saaksjarvi, 
Saarinen (1996:104) argued that: 

"…investment analyses, if performed, are usually based on experts' judgment.  If the estimates are 
based on subjective predictions, to be changed many times during the project, their objectivity 
becomes questionable.  Use of the quantitative and financial figures, based on subjective estimates 
does not make them more objective than the less quantitative criteria.  In fact, in many cases, the 
subjective measures may be even better than the quantitative measures". 

 
Overall, previous IS studies' findings assert that perceived measures could indicate the benefits of 

various information systems with some degree of consistency and can reasonably be used as proxies to 
actual benefits.  Similarly, Delone and Maclean (2003:25) argue that such an approach can be used in 
measuring e-commerce success and assert that " …net benefits success measures are 
important…[but]…must be determined by the context…" and constituencies specific to the desired level of 
analysis.  On the basis of the above argument, this study focuses on the perceived measures of benefits.  
The axiom that perception is reality is resonant here. 
 

Several researchers have outlined the potential benefit of e-commerce for developing countries' 
businesses as outlined in the literature review above 
 
4.1: Research results 
 

According to the findings from the e-mail interviews that I carried, the study has found that most 
of the respondents, who used the Internet or have been involved in e-commerce, are well educated and high 
income. Not many of the ordinary Africans have access to the internet. The people who have access to the 
internet also have some basic knowledge as well as interest and enthusiasm for e-commerce.  Thus, there 
may be a bias to the results of the study. Therefore measures have been taken to make sure that very few 
flaws to the study are left. 

However, basically, the findings did fulfill what the study had set out to explore.  All major 
questions were answered.  For example, the barriers towards e-commerce development, and procedures for 
its growth were examined.  In this part, I give a summary of the study taken so far. To start the research, I 
first analyze the distribution of the penetration of e-commerce in different parts of the world. The figure 
below shows the number of PCs, cellular mobile subscribers, main telephone line subscribers and internet 
users remains low in Africa. This calls for a greater need to do some research in the effect of this low user 
rates of IT products in e-commerce business sector.   
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                                                  Figure 3: IT world infrastructure distribution 
 

Subjects, Materials and Procedures 
 

a) The first sample group I’m interviewing are those people abroad (in America, 
Europe and Asia) from different fields of work who have African origin. This will 
broaden the scope and the truthfulness of the survey and as such I think a good 
conclusion will be drawn from the results that I gathered.  

 
b)  A questionnaire was used as a key instrument consisting of several key questions to 

e-commerce users in African states working for government, in educational 
institutions and the general public at large. So far, 50 people currently in Africa have 
been interviewed as way of e-mail. I aim to interview as many people as possible.  I 
think because of time constraints, I’m not going to be able to wait until all the replies 
to the questionnaires are in. I’m making a report with the 50 respondents that I have 
so far. 
 

c) The questionnaire is used as a key instrument consisting of close to twenty closed-
ended questions. The questionnaire was delivered to each subject or respondent by 
way of e-mail. 

 
4.2: SUMMARY OF FINDINGS 
 

  From the interviews that I have carried so far – contrary to the generally conventionally-accepted 
perception that environmental factors are the major players in acting as barriers to e-commerce in 
developing countries – firm-specific variables appear to be key drivers in differentiating relatively 
successful from less successful e-Commerce businesses. Complexity in usability, lack of firm trust between 
the customer and e-commerce provider, technological resources of businesses, the governance model in 
place, and commitment appear to be playing significant roles in affecting successful development of e-
commerce and its benefits in terms of communications improvement, cost saving, market performance and 
acceptance.  It is to be noted that most of the companies that want to into e-commerce are somewhat not 
ready to be transacting in e-commerce. There is need for the companies to be ready for e-commerce before 
they decide to start transacting in such a medium. Also, there is need for certain policies to be put in place 
in order for e-commerce to thrive. Unlike in the past, many African governments have recognized the need 
to establish a policy framework for electronic Commerce and they are determined to create an environment 
that is conducive to the development of e-commerce. 
 
4.2.1: Reasons for people’s E-commerce Involvement  
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According to the survey, it is surprising that of the respondents that have turned in their responses, 

only a small number (36.5 %) have been involved in on-line e-commerce.  These people represent a larger 
sector of the African educated elite and a small portion of the ordinary Africans. Encouragingly, of those 
that have had access to e-commerce transactions, most point out that speed and convenience, including the 
existence of more choices are the main advantages causing them to do on-line transactions. Respondents 
were generally impressed with the ability to conduct transactions everywhere and anytime by just browsing 
and clicking on the Internet. In addition, through the websites, they are able to shop and select a variety of 
goods offered by a large number of sellers and suppliers. In terms of transactions, the most frequently 
utilized transactions by the respondents are for the purchase of goods and services.  

 
4.2.2: Reasons for Not Involving in E-commerce 

 
Despite significant positives pointed out by the few number of people who do online businesses, 

there is a large sector of the African continent that do not do any transactions by e-commerce. The number 
of people who never do on-line business is very large (63.5% percent) and is very surprising to note that 
some of them have never even have heard of e-commerce. Of those that have heard about e-commerce and 
have opted to never do any transactions on cyber space, the profound reason they give is that they are all 
afraid of having no security when they make payments on-line system and complexity of the process 
involved. They mention that most of these payment systems are not user-friendly and because of their 
limited computer skills, they decide not to be transacting online. As for security systems, there are no 
particular systems that can work effectively to cope with the problem. Most people mentioned that the 
unnecessary person data that e-commerce traders demand from their customers is not reasonable.  They 
fear that their sensitive personal data, particularly their credit card numbers, will be stolen or abused by 
hackers or if they give their e-mails or any credentials, those may be used for other unwanted marketing 
purposes. 

Concerning complexity of the process, people are usually confused by the lengthy and 
sophisticated explanation of the website, which does not encourage them to conduct on-line transactions. 
The other reason cited was that there has, of late, been so much cyber crime that has been committed when 
one gives his/her personal data. 

Although lack of e-commerce related laws are not ranked to be a very important reason for not 
getting involved in on-line transactions, to some extent, it makes people hesitant to do on-line transactions. 
When they have problem with the trading partners on the Internet, people are afraid they will not be able to 
know to whom they should make claims, should anything go wrong.  
 
4.2.3: The Causes of Slow Growth of E-commerce 

 
Most respondents agree that e-commerce in Africa has slowly seen development trends.  The E-

commerce infrastructure seems to be accessible only to the well-educated people who have good English 
skills and high-income, more people are now able to use the computers and are considered as potential e-
commerce customers. The number of people owning personal computers has increased, and internet cafes 
to cater for people who don’t own PCs is also on the increase. The faster and easy access broadband 
internet is now available in most of the countries. Many respondents mention that they have not installed 
the Internet at home, because they can use the Internet at their offices.  Other reasons for not wanting to 
involve in e-commerce being constant, lack of e-commerce knowledge among people is ranked second as 
the reason for slow growth of e-commerce in many African states. Most respondents have little knowledge 
of e-commerce. Thus, the answers given by the respondents suggest that there is need for government’s 
intervention in order for e-commerce to fully penetrate the African environments.  

      
4.2.4: IMPLICATIONS FOR E-COMMERCE DEVELOPMENT 

 
Analysis of the answers given by the respondents suggests that there is reason to think that the 

respondents will be involved in e-commerce in the near future. The sooner many e-commerce hot issues 
will be addressed, the sooner we will see the penetration of e-commerce markets in Africa.  

The African governments have seen the need for involving and encouraging internet usage in 
education setups. Many schools now have computer lessons even from an early stage of elementary school. 
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People are being encouraged to devote to information and communication technologies as a prerequisite to 
human civilization.  To achieve this, a sufficient volume of personal computers have been distributed to 
schools and universities.  Internet and computer curriculum has been promoted widely.  This is good 
because even ordinary people can buy education materials such as books from e-bay or amazon.com online.  
 
4.3: Web design guidelines 

 
For the compilation of a comprehensive set of e-commerce design guidelines, I first did a survey 

of the existing e-comme4ce design guidelines. I synthesize and categorized the guidelines compile a 
comprehensive set of guidelines that is largely based on Nielsen work et al. [IBM 1999, Nielsen, Molich, 
Snyder and Farrell 2000]. The Nielsen and IBM guidelines seem to be the most comprehensive. The design 
guidelines are categorized according to the following table:   

 

                              
 

        Table 2: Comprehensive set of e-commerce design guidelines – high level    
                        categories and subcategories [Barnard 2004] 
 
The information is arranged according to categories. One of the most important elements of 

category pages is the home page (A1) which should clearly state what is sold on the site. Links to all the 
important information should be included on the home page. The B category specifies the product pages 
which give product descriptions on product pages which are virtually important to customers. I’m more 
interested in the C category which gives a description of the trust models. Companies need to build trust 
relationships with their customers, and in order to do so, companies need to provide their customers with 
enough information to make informed decision. Customers need to be provided with sufficient and honest 
product information. Sites should contain updated information and all typing errors and spelling mistakes 
should be corrected. All policies and guarantees should be prominently displayed and easily accessible (C5). 
Providing an easy-to-find privacy policy (C5) could assist in addressing the privacy issue (C6). Customers 
should be made aware of what information is required as well as why the information is required and where 
it will be used. In order to foster trust in a site, customers should always have access to helpful people (D2). 

 
4.3.1: Research strategy 

 
Usability evaluation is the core strategy that was used in the experimental research that was 

conducted in this project. The goal of the research was to investigate usability issues related to e-
commerce; derive a comprehensive set of e-commerce guidelines; evaluate selected e-commerce sites using 
these guidelines; determine the impact of usability on the selected sites; and eventually develop a trust 
model for Africa.    
 Several usability models have been suggested in literature (Jordan 1998). As mentioned earlier, a 
heuristic and formal (user) evaluation was used to determine the usability of the selected e-commerce sites. 
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4.3.1.1: Heuristic evaluation 
  

In order to ascertain how the proposed tactics and strategies may likely improve the velocity of the 
penetration of e-commerce in African states, the following websites were investigated: 
www.japanesevehicles.com, www.WordsWorth.co.za, www.TheShoppingMatrix.co.za , 
www.kalahari.com . I will interview by way of e-mail at least a total of 20 people currently in Africa.  This 
will be compared with the performance of www.amazon.com because books are still one of the most 
commonly purchased items on the internet [Goldstruck 2002, Hummerston 2002]. The sites presented were 
given to the expert to determine whether they had applied the guidelines found in table 1.  A standard rating 
scale of 0 to 5 was used to evaluate the sites. The results are that one of the above scored a 4 point mark or 
above. 0 was assigned to the lowest ranking website meaning that none of the above guidelines were 
applied. The findings of the experts are also supported with the responses of the questionnaire respondents. 
The results from this evaluation show that there is need to develop and manipulate already-existing e-
commerce policies in order for more Africans to have trust, easily use the internet and have confidence in 
e-commerce. 
 
4.3.1.2: Formal usability evaluation 
 

Formal usability testing is an empirical method that can be used to identify usability deficiencies 
[Dumas and Reddish 199]. The results of my research also show a similar trend to the results found in [1].  
The purpose of the formal usability test is to measure the usability of different sites in terms of efficiency, 
effectiveness and satisfaction [UsabilityNet.org 1999]. The demographic profile found from the responses 
given on the questionnaires is given below: 
 

  
                                        Table 3: demographic profile of selected participants 

 
 
Several possible usability problems were identified during the heuristic evaluation. A mean 

severity rating of 3 indicated that there were usability problems. In general many participants in the survey 
indicated there were basically problems with the usability trends of many websites.  

 
It is a well known fact the e-commerce has not penetrated that much in African countries. There is 

need to apply appropriate methods and actions relevant to an African context to make sure that e-commerce 
be accepted. One of the most critical areas should be that of information revelation of dealers to would-be 
customers. There should be encouraged transparency between stakeholders in e-commerce.  Apart from 
trust, there is need to obviously improve on accessibility (access control) and usability as the internet and 
computer technology is still in its infancy in Africa. Employing non-complex procedures on the websites so 
that clients can easily access what is advertised on the websites. If you have taken time to look at those 
complex procedures involved just to put a commodity on sale to your cart on most websites, you will agree 
with me that a lot has to done to improve usability. 
 
4.3.2: Trust  
 

  
 
Gender 

 
Age (years) 
 

 
Duration using e-com 
(years) 
 

 
Frequency per day 
(hours) 

N 
 
Male 

  
Female 
 

 
18-24 

 

 
25-34 
 

 
35-49 

 
50+ 
 

 
<1 

 
1-3 

 
3+ 

 
<2 

 
2-4 

 
4+ 

50 
 
29 

 
21 

110 
35 3 2 

 
9 19 

 
22 

 
12 

 
22 

 
16 
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  Trust and security issues have been identified as one of the main issues that influence global e-
commerce growth [Egger 2000]. If an online market can prove that it has effective online security, then the 
store has a competitive advantage over other stores and the store can then build trusted relationships with 
partners and customers.  Trust transference can be defined as a ‘process by which consumers trust in an 
unknown target is influenced by trust in associated targets’ [Stewart, 1999]. An example could be; an 
unknown merchant that displays their association with and MASTER CARD is more likely to 
be trusted than an unknown merchant that does not.  

 
The issues mostly commonly identified as impediments to trust in e-commerce can be grouped 

into four categories: 
 

o E-commerce infrastructure 
o Security 
o Privacy 
o Usability 

 
Trust has been identified as a key factor not only in determining whether an individual chooses to 

acquire goods or services via the web, but also in the success of WWW sites [Quelch and Klein, 1996. 
Tractinsky et al. 2000].  Trust is very important to any transaction that may happen. Many researchers have 
given a go at defining trust and some of the approaches to trust is given in the table below. 
  
  
               

 
                            Table 4:  Research approaches and relevant variables to this research 
 

Several trust models have been developed. One such model is the Model of Trust for e-commerce 
(MoTEC) as developed and revised by Egger. Egger’s model of trust was developed in 1998 and since then 
has gained demand. 
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                                   Figure 4: Egger’s model of trust for e-commerce 
 

4.3.2: Trust model for African countries 
   

 I hereby refine the trust model developed by Egger for African e-commerce by mapping the 
relevant subcategories in the comprehensive set of e-commerce design guidelines, given in table 1, onto the 
existing trust model. The refined model can be seen in figure 23 which has been partially adopted from the 
trust model developed by L. Barnard and J L Wesson. 
 

                                      
 
                                        Figure 5: Revised trust model for e-commerce in Africa 
 

In order for organizations to provide informational content that is relevant to the African customer, 
it is important to apply the guidelines found in categories A and B of table 1. The trust issue is addressed by 
applying the guidelines found in category C and customer support is addressed by the guidelines in 
category D. these guidelines address all the issues relating to company information, available policies, 
handling personal information and security. 
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Also, it is important that the culture issues are incorporated into the design of websites.  Most web 
content is provided in English and if many goods and services were to be provided through the internet, 
there is need that some of the content be made available in the local languages. In such a situation even the 
trust level of the e-commerce systems is high. The African governments should also come up with 
deliberate policies that are going to encourage the growth of e-commerce in Africa. This can be done by 
coming up with unique and effective policies to foster ICT (Information and Communications Technology) 
growth. 
 
5. Conclusion 
 

Although there are a bunch of efforts being directed at improving the trust, accessibility, security 
and usability of e-commerce systems, it is premature to say that a heuristic, generic and most appropriate 
solution to making e-commerce the best market place will be found. As mentioned above, the effort to 
completely do away with traditional markets is somewhat very challenging because people are more used 
to traditional markets and given the African mentality of fearing change, this is further complicated. I think 
given time and chance to implement the approach and strategy that I suggest in this paper, we can come up 
with some results that increase the confidentiality of e-commerce in Africa. However, at all stages of trying 
to find the solution to the problem at hand, there is need to acknowledge the difficulty involved by finding 
the stakeholders and how to relate to them. 

E-commerce brings a lot of advantages even in the content of the business environment. It 
obviously extends market reach around the globe, increases conveniences and choice, generates new 
business opportunities, enhances competition and reduces prices, creates new market efficiencies, and 
streamlines operations and reduces costs. In the digital world, more and more e-commerce will play a very 
significant role in the international marketplace [13].  This paper has looked at the most common practices 
and cultures of e-commerce and has suggested trust and usability models that can be used successfully in 
many African countries. Also of paramount importance is the web guidelines that are suggested herewith. 
                        
Future work: 
 

In trying to promote the penetration of e-commerce systems and markets in Africa, there is need to 
address the constraints that have so far been highlighted by the participants in this survey. The most 
important, as mentioned above, would be to start with effective policy-making in e-commerce. This can be 
followed by encouraging the use of e-commerce and making the e-commerce infrastructure easily 
accessible to everyone.  
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