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Abstract

Small Medium Enterprises are one of the country’s engineers for transformation
through economic growth, innovation and employment creation. The fashion
industry is rated the second largest manufacturing curbing unemployment for both
formal and informal sectors of fashion through providing one of the human basic
needs. Due to the low entry barriers, the competition is rife both locally (other
fashion designers) and internationally (imports) which has led to initiatives such as
‘fast fashion’ which represents the process of selling designs showcased on the
catwalk in stores in the shortest possible. However, this is a challenge without the
right platforms to advertise and sell the clothing. Initiatives such as Durban fashion
fair have been good in providing the Durban designers with a local platform to
showcase but Small Medium Enterprises greatest challenge is that Durban market
is flooded despite designers offering niche products because it's the same
customers with limited income to buy the offerings, such that customer acquisition

beyond the confines of the Durban is a necessity for business sustenance.

Durban fashion designers are creative business people, knowledgeable in the
fashion industry, however with the challenges that they are facing, there is limited
research of their use of ecommerce in solving the stated problems. Ecommerce is
perceived as an innovation that has transformed Small Medium Enterprises is
developed nations such as China and America however the case is unknown for
developing nations such as South Africa.

The purpose of the case study is to determine how far the fashion designers have
used ecommerce in their businesses and the factors that influence them to adopt
taking into account the benefits and challenges that they face. The case study
encourages multiple sources and techniques to gather data. Mixed method
approach was conducted for data collection, for the Durban fashion fair designers
guantitative study was undertaken while the Durban fashion fair management
were interviewed. The data was analysed using statistical method SPSS and use
of thematic analysis for quantitative. Results from the study supported the

literature while other results revealed gaps for further research.



The study revealed the following results, that the majority of fashion SMMES are
cognisant that the South African population is moving to online buying and that

there are business opportunities to be exploited online.

Secondly, the challenges hindering the fashion SMMEs was the low profits and
internet fraud. The findings revealed that the greater percentages of fashion
SMME are survivalist entities earning profits of less than 50 000 rand annually.
The low profit margin affects the acquisition of gadgets and infrastructure is
deemed costly; moreover the SMMEs lack the financial collateral security to
borrow from the banks. The other challenge mentioned was that internet fraud was
the lack of digital training literacy and training such that fashion SMME perception

of internet fraud was exaggerated.

Thirdly, the results highlighted that the management benefited from the adoption
by making better decisions. The better decisions can be attributed to knowledge of
customer, the promptness of making decisions and the management’s previous
online experience. Fashion SMME highlighted the benefits accrued from
implementation of effective ecommerce practices, were increase in sales despite

the number of years the business has been trading.

The use of ecommerce, the results indicate that the fashion designers use free
applications available since their profitability margins are low. Most of the SMME
advertise on the social media Facebook and Instagram, they also use the social
platforms for product research and prevailing trends too. And lastly they use
banking applications to make payments to suppliers as well as receive payments
from customers. The fashions SMME have not adopted ecommerce by using

second parties such as paid second party sites.
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CHAPTER ONE

THE STUDY INTRODUCTION AND BACKGROUND

1.1 Chapter introduction

This chapter illustrates the background of the study. It further outlines the research
problem, the research questions, and the reason why the study is important and
potential limitations. Finally the overview of the study and the summary of the

chapters are given.
1.1 Context of research

Small Medium Enterprises (SMMESs) have been viewed as important engineers of
money creation, transformation of economic growth, innovation and job creation in
South Africa. In 2012 the South African government recognised the importance of
Fashion designers as SMMEs and an incubator programme was established for
fashion designers under Ethekwini municipality that focused on mentorship,
creating opportunities for entrepreneurship, creativity, access to markets around
South Africa under the name Durban Fashion Fair (DFF). The program has been a
success and has trained many Durban fashion designers who have become

successful in their own rights.

The Durban designers however have been experiencing a limitation that fashion is
a highly perishable product in that needs to be sold while it's on trend and it has a
short timeline ( Lidia, Arai, Ishigaki. and Yudoko 2012.) . Secondly, they must deal
with fast fashion, where fast fashion is the process of designs moving from catwalk
to the store in the shortest possible time. Fast fashion has forced a product driven
environment where Durban designers need to have quick manufacturing times to
produce new designs to service new and returning customers. Third limitation is
that the Durbanites have adopted the western culture of visual civilisation, where
social media influence purchasing decisions since online viewing is increasing

every year.



Research has indicated that a large percentage of SA residents utilise internet in
selection of finding relevant products and services for their daily needs (Worx
2018)

The fashion designers face the hard realisation of the importance of online
presence to satisfy the visual appetite of existing and potential customers as well
as sell products. The SMMEs are defined as the formal and informal sectors.
These SMMEs comprises of well-set up orthodox family businesses that hire over
a hundred employees to small informal businesses with only a few employees
(Small Enterprise Development Agency 2016). The forth limitation is that the
greater majority of Durban fashion designers are condensed on the very lowest
end, where they offer backyard manufacturing and services, and occasional home-
based evening jobs with low capital start-ups, fewer employees and capital for
expansion and are still growing their customer base (Small Enterprise

Development Agency 2016).

Durban fashion designers find themselves in a state where they need to improve
organisational capacity to both provide for fast fashion, business and customer
growth, profitability and lowering costs. According to Small Enterprise
Development Agency (2016) results indicated that the majority of SA’s SMMEs fail
to exist after the budding phases, with most of them having an average years of
less than 3.5 years. The reality of failed businesses makes one ponder how to
improve the fashion business for sustainability after the mentorship under Durban

Fashion Fair Designers?

Ecommerce has been noted as a business paradigm that challenges the
traditional norms of doing business, and it has the commercial infrastructure that
provides cost effective ways for SMEs to market their business and possibly

alleviate the challenges of the Durban fashion designers.

In a study conducted in Turkey by Mohammed, Almsafir and Alnaser (2013), the
benefits accrued from technology adoption are access to new customers,

improved competitiveness and favorable pricing to customers due to economies of



scale. Other benefits derived from ecommerce findings are improves and
consistent communication with suppliers and customers, simplified systems of
internal systems, quick response to customer suggestions and queries and better
productivity for the company (Wanyoike, Mukulu and Waititu 2012).

The major factors that threaten the business sustenance have been noted as
access to vibrant markets, poor profitability and limited resources such as
marketing and time (Radder 1996). Another challenge is that boutiques offering
retailing services across the country where fashion designers can sell their
merchandise charge high fees for example one of the Durban boutique charge a
fixed monthly rental and an additional 23% commission of the selling price of the
product. The rentals and commissions inflate the clothing price higher than the
competitors leading to loss of some of the customers. The DFF boutique offers
subsidised rent however it is located a few kilometres from town which is a
disincentive for some of the customers to travel to purchase the clothing items.
The stated problems of Durban fashion designers can be addressed by
ecommerce adoption and findings show e-commerce in SMMESs remains a critical

area of investigation in information systems research.

The e-commerce technology has much to offer to Durban fashion designers yet
the underlying question remains that how far have the Durban designers adopted
and implemented e-commerce in their businesses. “The key challenge thus
confronting the SA apparel sector is not whether to participate in global processes,
but how to do so in ways which provide for sustainable growth.” (Moodley 2003:
557). Fashion designers are still grappling with lack of knowledge and skills to fully
make use of the advantages of ecommerce in doing their businesses. They face
various challenges such as the capital to deploy the necessary technology and the
innovations compete in ecommerce. The research investigates ecommerce

adoption by the Durban fashion designers.



1.2 Statement of the problem

The apparel industry in South Africa (SA) is highly competitive with local designers
having to compete with cheap imported products that are of high quality
particularly from China. The fashion industry is very dynamic with customer tastes
and preferences always changing hence designers need to be abreast with
developments and trends in the market. SMMEs and fashion designers in Durban,
SA is looking for strategies to follow trends and develop competitive advantage.
Ecommerce due to the stated benefits was identified as one of the business
strategies being suggested as a tool to fight the Durban fashion designer’s
challenges. It is touted adoption of ecommerce strategies will increase and
quicken turn-over of their clothes thereby increasing cash flow, increase customer
base and improve modern production systems (Dyerson, Harindranath and Barnes
2009).

Despite ecommerce being a familiar innovation for doing business and its
advantages, the rate of its adoption is considerably slow amongst small
businesses, a challenge that is also typical amongst Durban fashion designers. It
should be noted that challenges of ecommerce adoption affect all businesses but
they are most dire amongst small businesses. Park and Kang (2014) that despite
ecommerce being introduced a decade ago in Africa, only 30% of businesses has

fully adopted ecommerce; the rate of adoption is considerably slow.

There are various factors, which affect the adoption of ecommerce, which include
size and ownership. A research by Dyerson, Harindranath and Barnes (2009) on
UK SMMEs show that the rate of adoption of ecommerce is influenced by the
profitability, size and ownership structure of the business (Dyerson, Harindranath
and Barnes 2009).The majority of Durban designers mostly offer backyard
manufacturing services, with a small staff size (Small Enterprise Development
Agency 2016). According to Comins (2017), the Durban fashion designers have
huge problems namely finance, fabric, distribution and competition from

international brands.



These problems can be alleviated by ecommerce adoption, where ecommerce has
been noted as a commercial infrastructure that provides cost effective ways for
SME’s to market their business and possibly alleviate the challenges of the

Durban fashion designers (Comins 2017; Liégeois 2017).

Liégeois (2017) describes that fashion designers lack of business-savvy skills and
most upcoming designers are struggling to make ends meet such that they cannot
afford to rent a shop. E-commerce application can help with managing the
business and providing the necessary reports for decision making from costing
garment for profitability to calculating profit and you can set up an online store at a
very low cost compared to brick and mortar stores, thereby making e-commerce

adoption a necessity for the fashion designers in order to sustain their business.

SA fashion designers are very talented and creative yet they lack the business
skills. Comins (2017) noted that the creative individuals often are lacking in
business skills to scale the SMMEs by increasing the profits that aid in sustaining
and growing the SMME. The required skills for such are financial knowledge,
marketing, pricing models, general management skills and information technology
(Comins 2017; Liégeois 2017).

The study aims to evaluate the current state of ecommerce adoption by fashion
SMMEs in Durban and gives insight to the fashion SMMEs perception of
ecommerce benefits, influencers and challenges from the fashion SMME

perspective using the DFF designers as the target population.
1.3 The Primary aim of the Study

The primary aim of the study is to evaluate the current state of the adoption of e-
commerce for transactions by the SMMEs in the fashion industry in Durban. This
is to enable the study to gain insights on the perception of stakeholders on the

benefits of e-commerce.



1.3.1 The objectives of the Study
The objectives of the study are:

1. To examine the extent to which Fashion Designers in Durban are using e-
commerce.

2. To examine the factors influencing the adoption of e-commerce by Durban
fashion designers.

3. To assess the extent to which managers and employees of fashion SMMEs
in Durban understand the benefits of ecommerce.

4. To assess the extent to which managers and employees of fashion SMMEs
in Durban understand the challenges associated with ecommerce.

1.3.2 Research Questions

The primary research question is: What is the current state of e-commerce
adoption by the SMMEs in the fashion industry in Durban?

1.3.3 Other Research Questions

1. To what extent do the Fashion Designers in Durban are using e-commerce
for their transactions?

2. What are the factors that influence the adoption of e-commerce by Durban
fashion designers?

3. What are the benefits of using e-commerce by SMMEs in the fashion
industry?

4. What are the challenges militating against the adoption and the use of e-
commerce by SMMEs in the fashion industry in Durban from the SMME
perspective?



1.4 Importance of the study

1. The study aims to identify the current e-commerce usage trends amongst
fashion SMMEs in Durban.

2. To identify the digital divides within the fashion SMME in comparison to
international fashion SMMEs.

3. Establish the strength of the influencing factors against the inhibitors or
enablers of ecommerce adoption.

4. The study becomes a conscientising tool for the fashion designers who are
not familiar with ecommerce practices.

5. The study becomes an informational tool for the management of the
various Durban fashion councils and gives an overall picture of the fashion

designers ecommerce practices in Durban.

1.5 Limitations of the study

The possible limitations of the study were that firstly, the research was conducted
in one geographical area, which is Durban and that the study might not be
generalizable for the whole country. Secondly the research derived its information
from only English language papers which excludes other case studies from non-

English speaking countries which could have provided useful insight into the study.
1.6 Overview of the study

The study comprises of the following chapters:

Chapter one: The study introduction and background

It provides the introduction and background of the study. This chapter provided the
outline of the study including the objectives, problem statement, research
guestions and limitations of the study. The whole outline is discussed in this

chapter.



Chapter two - four: literature review

This chapter encompasses of three chapters which focuses on the literature of the
study. Chapter two discuses e-commerce in depth the e-commerce models,
conceptual and the theoretical frameworks (Diffusion innovation theory; Theory of
planned behaviour; Technology, organisational and environmental theory).
Chapter three delves on the case studies of three countries namely, United States
of America, China and Russia on their ecommerce adoption and their strong
success points. Chapter four focuses on South African e-commerce, influencing

factors and challenges.
Chapter five: Research methodology

The chapter focuses on the research design, target population, sample size, data
collection methods, data analysis, reliability and validity of the research.

A mixed method methodology was utilised for the study. The study employed a
sequential and nested mixed methods study where quantitative data was the main
form of data enriched by qualitative data, where the former being collected first
and then the latter. The target population was Durban fashion fair designers and
the Durban fashion fair management. Census study was employed for data

collection.
Chapter six: Data analysis

This chapter presents the results, interpretation, and discussion of the findings
obtained from a quantitative and qualitative study. The data collected from the
responses were analysed with SPSS version 26.0. Inferential techniques were
included in correlations and chi-square test values, which are interpreted using the
p-values. The qualitative study made use of interviews, content and thematic data

analysis methods were used to analyse data the qualitative data.



Chapter seven: concludes the study.

This chapter presents a summary of the study. It also gives recommendations and
conclusions of the study. The conclusion links with the objectives, literature review
and the findings from the analysis. This chapter answers the extent that the

objectives of the study were met.
1.7 Chapter conclusion

This study presents the overall condition of ecommerce adoption. The study
provided the definition, noticeable benefits and the prevailing SMME environment.
The increase in smartphone use and availability of data shows promising incentive
for the adoption of ecommerce by fashion SMMEs.

The SA is very supportive to the fashion industry with many trade policies and
national holidays that provides a conducive environment for fashion business
growth. Moreover, the chapter outlined the problem statement and the connected
sub problems for the study, the theoretical framework, limitations of the study and

the study overview.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Chapter introduction

Chapter two focuses on the conceptual framework, theoretical framework and
empirical study. Ecommerce is stated as EC in the study. The chapter analyses
various definitions of EC from different authors, while stating the different types of
ecommerce available for SMMEs. The chapter further discusses the significance
of the study.

2.2E-commerce

2.2.1 EC definition

Smith (2018) suggests that EC is a term “used by consumers and businesses
conducting transactions online and involves buying and selling products using the
World Wide Web or internet”’. Drigas and Leliopoulos (2013) states EC as “any
transaction completed over a computer-mediated network that transfers ownership
of, or rights to use, goods or services”. According to Guo and Hu (2014) EC is a
“new business model in the world; it has triggered a major change in the mode of
production of the whole world” and further denotes EC as “a new economic
industry attracts that can break the boundaries of time and space, reduce
transaction costs, expand two-way communication, the most greatly reduce

product inventory, promoted the innovation of business mode”.

Li, Frederick and Gereffi (2019) states that Apparel e-commerce is not limited to
online buying and selling compared to physical stores, but in addition it also
includes the production, pre-sales and after-sales activities along the supply chain
system. E-commerce encompasses the technology to carry out the entire range of
business with electronic procedures and tools for information and communication
(Li, Frederick and Gereffi 2019).
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From the EC definitions it is important to note that fashion SMMEs usually focus

on three business elements namely i) production process, ii) customer-aimed

process and iii) internal management (Sheikh and Basti 2015) as discussed :

Business elements of ecommerce .The production processes are the
electronic links between the fashion SMMEs  with their suppliers,
distributors or agents and this also includes the procurement, ordering and
refurbishment of stocks; payment processing; electronic links with other
company’s; and production control processes (Andam 2014).The 4%
industrial revolution provides systems that process the facilitation of
relevant information at every stage of the manufacturing process such as
units produced per time unit (World Economic Forum 2016).The information
available in real time from the production processes, to fashion SMMES
makes the manufacturing industry part of the information industry and it is
relevant in the digital age for speed and quick decision making (World

Economic Forum 2016).

Customer-aimed processes, include fashion SMMEs creating online
relationships with the customers, through marketing and promotional efforts
(Andam 2014) and some of the good examples are the social media
platforms such as Facebook, Instagram. In South Africa 38% of the
population are millennials , and this population is well-versed with cell
phones, internet and the latest technologies such that technology is key for
fashion SMMEs to reach this target group (Moavenzadeh 2015; Mbumbwa
and Chigada 2018).

The third business element is internal management. These are internal
systems that support the in-house activities of fashion SMMEs, which
include training, employee services, recruiting and internal communication.
The electronic systems enhance information flow between production and

sales productivity. The workgroup communication channels enhance
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teamwork motivating working towards a common goal of the company
(Andam 2014).

e EC can be summarised as the exchange of electronic mediated information
within a company, and communication of a company with its external
stakeholders (Sheikh and Basti 2015). Fashion businesses are labour
intensive, and fall under the manufacturing industry (Li, Frederick and
Gereffi 2019) that accounts for the second largest job creator in South
Africa (Charles 2019). It is a sector with low entry barriers, thus easy way
for employment creation. Thus through the adoption of EC, fashion SMMEs
can upgrade their value chain (Li, Frederick and Gereffi 2019) due to the
unique characteristics of EC and these characteristics sets EC apart from

other innovations.
2.2.2 Unique characteristics of ecommerce technology

Laudon and Traver (2017) describe EC as a technology that has eight unique
characteristics, as depicted in Figure 2.1. Previously there were innovations such
as data interchange (EDI), radio frequency identification (RFID) and Enterprise
resource planning (ERP) systems (Lyytinen and Damsgaard 2001; Alrousan
2015).

Figure 2-1: Unique featurer of e-commerce innovation

Q*p\cl lll'(}
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Source: Laudon and Traver (2017)
e Interactivity

Laudon and Traver (2017) describe interactivity as a two-way communication
between fashion SMMEs and customers. Previous innovations such as television
prohibited businesses conversing with customers and getting feedback from
multiple customers which one major positive characteristic of ecommerce. For
instance, fashion SMMESs can engage in a conversation with the customer through
social media features such as share, like, comment and react. Take the case of Mr
Price website that has linked its website to fashion influencers Instagram posts,

where they use the posts to advertise the various merchandise in the store.

In addition, Mr Price also encourages customers to tag the Mr Price Instagram
page with their favourite looks from the store, thus there is interaction between the
company and its clients. Fashion SMMEs can interact with their clients through
websites functionality, for example a clothing item can have different angles and
the images can be zoomed or rotated (Mr Price 2019b). These functionalities
interact with the customers and offer added experience, and value to the online
shopping as if the fashion SMME is having a face-to-face experience with the
customer (Laudon and Traver 2017).

e Richness

Ecommerce richness allows fashion SMMEs offer more information about their
products to customers (Laudon and Traver 2017). With previous innovations such
as television and radio there was a trade-off between richness and reach due to
high advertising costs. Fashion SMMEs can now offer more to the customers
through ecommerce as they can have a video call, chat online, and have a video
to illustrate the product such that businesses can sell complex goods to a larger

market as if it's face to face communication (Laudon and Traver 2017).
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One of the examples is the Foschini group website that has integrated its various
fashion brands such that the customer can choose if they want to shop at
Foschini, Markham, EXACT, Total , Fix , Donna (Foschini 2019). Also
Truworths.co.za advertises the looks that the Idols participants wear during the

show on their website.
e Ubiquity

Technology is available just about everywhere, always. The smartphone is like a
mini-computer that allows customers to purchase at their own convenience even
while pursuing other engagements(Laudon and Traver 2017). The smartphone
thereby provides incentive for SMMESs to own an online store amid the high rental

costs.

e Global reach
The global reach expands the horizons of the business, beyond the city or country
in which the business is located, such that fashion SMMEs can market and sell
their products all over the world and geographical boundaries are of no effect to

the business.

The ecommerce gives business access to the country’s target audience that was
previously not accessible in the previous technologies like television and radio.
The study by Laudon and Traver (2017) posited that online market has
approximately 3.3 billion in 2016.

e Universal standards

The technical standards are the same all over the world. While entry costs are low;
the businesses pay commission to bring their businesses to the market. The effort
of searching for products and finding content is the same (Laudon and Traver
2017).
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e Personalisation and customisation

Laudon and Traver (2017) denote that due to customer profiles and online history,
fashion SMMEs can make personalised marketing messages for individual
customers. The business can message or email customers with their name,
interests and previous online purchases. The products can also be adjusted to suit
the particular needs of the customer with only a few clicks by the customer
(Laudon and Traver 2017).

e Information density

Ecommerce increases the amount of information available in the marketplace for

both fashion SMMEs and customers.

The ecommerce members can get accurate information in a short space of time.
However; higher quality information becomes more expensive. There is ease of
price transparency where customers can obtain information from multiple sellers in
a short space of time. They are sites available compare prices such as Google
Shopping, Pronto.com. Fashion SMMESs can capitalise on creating different market
segments thereby price differentiating the products like how Foschini group has
done it on Foschini.co.za. The niche products can be easily sold by reaching the

intended customers globally (Laudon and Traver 2017).
e Social innovation

Ecommerce social networks are the backbone of B2C ecommerce, as it strengths
the social relations through creation and sharing of content, which was similar to
word of mouth before the innovation. Mass media was previously through
magazines and newspapers and it was from one printing media to many people.
Now customers have a sphere of influence in which they can share their
preferences or latest clothing trends. Ecommerce has made customers co-
marketers or advertisers of their products, and they have a voice that can support
the business activities (Laudon and Traver 2017; Biggs, Chande, Chen, Matthews,
Mercier, Wang and Zou 2018).
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2.3Ecommerce models

Heimo, Makila, Korkalainen, Viinikkala and Lehtonen (2016) posited ecommerce
models as online strategies available for fashion SMMEs to generate income.
Ecommerce models also provide a technological structure for an organization and
ensures that fashion SMMEs differentiate themselves from other fashion SMMEs
for competitiveness and profitability (Smith 2018).There are many forms of
ecommerce models available that can be utilised by businesses as depicted by the
Table 2.1.

Table 2-1: Ecommerce Models

Business Consumer Government Machine Mobile
Business B2B B2C B2G
Consumer C2B caC C2G
Government G2B G2C G2G
Machine M2M
Mobile M-
commerce

Source: Adapted from Sheikh and Basti (2015)
Table 2.1 is further explained below:

B2B is ecommerce where one business sells to another business and is

one of the largest forms of ecommerce,

e B2C is when businesses sell directly to consumers,

e C2C is when customers sell to other customers, consumer prepares the
product for the market, finds the market to display the product which offers
the catalogue, search engine, and logistics series to deliver the product to
the other customer,

e G2B is when the government buy or sell to businesses, this includes the

tender processes for SMME and BEE,
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e G2C its when government directly offer services or products to the ordinary
citizens,

e G2G is when the government does business with other government
departments or other government bodies in other countries

e M2M is the communication of devices with each other using an internet
connection.

e M-commerce is conducting business transactions through use of wireless
mobile devices such that customers can conduct online transactions with a
few taps on their devices anywhere and anytime.

(Raaju 2015; Laudon and Traver 2017)

The ecommerce models are diverse as depicted in Table 2.1; the researcher
focused on Business to Business (B2B) and Business to Consumer (B2C) since

they are the prominent ecommerce models applicable to fashion SMMEs globally.
2.3.1 Business to business (B2B)

Business to business is an internet technology that allows SMMEs to conduct
electronic business both internally and externally with other businesses
(Ghobakhloo and Tang 2015). B2B allows for Fashion SMMEs to research and
develop fashion trends; create business networks that facilitate the multi-labour
intensive processes required to meet the short product life cycles and seasonal
trends with speed and efficiency, while involving logistics providers for delivery of
the garments in time (Fernie and Azuma 2004 ; Kurnia, Choudrie, Mahbubur and
Alzougool 2015). B2B is about fashion SMMEs which want to sell their products

and services directly to other businesses (Kumar and Raheja 2012).

B2B supports business partnerships that include local and international
outsourcing of fabric and trims, fashion production processes and labour activities
to CMTs, offshore activities, joint ventures, franchising, private and public sector

alliances to name a few (Ndubisi and Nataraajan 2016).

B2B enhances the businesses of the SMME by giving them competitive

advantages and fashion SMMEs are able to compete with large enterprises in
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international markets (Smith 2018). The global trends when adopted are key for
ecommerce growth and companies can benefit from economies of scale from B2B
investments (Smith 2018).

Fashion SMMEs use B2B tools for communication and collaboration internally
amongst employees, thus building strong teams that work with speed and
efficiency in servicing the market and creating added value to the products (Kumar
and Raheja 2012; Elbeltagi, Hamad, Moizer, and Abou-Shouk 2016).

23.1.1 Types of B2B Models

Types of B2B models can be referred to as e-marketplaces. These are online-
based systems that allow businesses to exchange information on products and
services and transact with other businesses. They act as intermediaries in the B2B
ecommerce model (Dai and Kauffman 2001; Thitimajshima, Esichaikul and Krairit
2015).

The B2B e-marketplaces benefit fashion SMMEs as they improve the efficiency

within the industry.

Secondly, it creates incentives for fashion SMMESs to adopt ecommerce as market
fragmentation is eliminated and SMMEs have a wider market to source goods at

low prices (Thitimajshima, Esichaikul and Krairit 2015).

There are three main types of B2B e-marketplaces, namely public, consortium and
private e-marketplaces (Thitimajshima, Esichaikul and Krairit 2015). According to
Wang, Mao and Archer (2012), public e-markets are independently run businesses
by third-parties, while consortium is an e-marketplace formed by a group of major
industry players, and private e-marketplaces are run and owned by a single
leading player in an industry to ease their business activities of buying and selling.
Fashion designers can benefit immensely from public e-markets and through the
formation of industry consortiums. The three types of B2B e-market places are

discussed:
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e Public e-market places
Under public market places there are three business models namely e-distributor,
e-procurement and exchanges. E-distributor represents an online retail store or a
wholesale, while e-procurement is an online store that serves a specific industry or
niche market. Lastly, exchanges are online sites with a large pool of buyers and
sellers and owners make money through commission from sales made from the

site.

e E- Distributor
It is an online version of a retail or wholesale store. It is a supplier oriented
marketplace with many catalogues of suppliers in one place, and the companies
can sell their products and services directly to individual businesses (Elnaga and
Shammari 2016).E-distributor is one company serving many customers (suppliers
or manufacturers) and they offer a variety of products and services. Itis deemed a
‘one-stop shopping site' because a single-company will have an online version of
retail and wholesale stores and SMMEs can select several products without
searching for a different site (Dai and Kauffman 2001; Laudon and Traver 2010)

for example Grainger.com.

e E-Procurement

These are custom-built sites created to serve a specific industry or niche market.
The e-procurement company’s offer SMME or businesses; services of setting up
mini-digital markets and offer an online platform for setting up product catalogues,
buying and selling products including the policies, shipping information, and
processes to manage the transactions up to big purchases (Laudon and Traver
2010). The buyers from one SMME can put an offer, bid for products or services
and make purchases (Kumar and Raheja 2012). Since the e-procurement
companies offer value chain management services, they make money through
transaction fees and yearly licensing fees such as ariba.com (Laudon and Traver
2010).

The more companies that use the supply and sourcing tools, the cheaper it is for

companies due to economies of scale. Using e-procurement services is cheaper
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for SMMEs than building their supply chain management system as they save
development costs, upgrading costs as well as upkeep costs and related
transaction costs from the bank or other outsourced services for the running of the
site (Laudon and Traver 2010).

e Exchanges
According to Laudon and Traver (2010) exchanges are online marketplaces where
hundreds of suppliers meet and transact with a smaller number of very large
commercial buyers (Dai and Kauffman 2001; Laudon and Traver 2010). The
owners of exchanges make revenue from commission on the transaction
conducted by the suppliers and buyers. This kind of business usually serves a

single vertical market such as steel, fabric and accessories.

The B2B exchanges benefit the buyers by providing information on the latest
prices, suppliers and new product offerings, while suppliers have a large market
for selling its products (Dai and Kauffman 2001).

The simplicity, speed, and volume of transactions are referred to as market
liquidity. The other benefits of exchanges are that they make it easy to identify
suppliers, buyers and partners to conduct business with and this can help lower
costs of inventory as the products are sold at a faster rate. However, there is a
limitation regarding price competition for suppliers leading to low priced product
offerings (Laudon and Traver 2010).

e Industry Consortia
This is when companies combine to achieve a common purpose. There are two
types of consortia suited for the fashion industry namely, buyer consortiums and
supplier consortiums. The buyer consortium is when a large group of Fashion
SMMEs collaborate, thereby increasing their buying power which will force price
drops for the required products or they can earn discounted prices, which is

especially useful in fabric buying (Kalakota and Robinson 2000).

Another type of consortium is supplier-led where a few industries of companies

aggregate leading to powerful market power, this kind of consortium succeeds
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through offering differentiated products and engaging, with key suppliers and
supplying quality products and value-added services (Kalakota and Robinson
2000).

The supplier led consortium can be a vertical market that serves a specific
industry. The vertical markets supply SMMEs with specific products and services
in their industry, while horizontal marketplaces supply companies in a different
industry with a particular type of product or service (Laudon and Traver 2010).
Fashion SMMEs can benefit from supplier led consortiums because the

businesses are financially stable companies (Laudon and Traver 2010).
e Private industrial networks

These private trading exchanges constitute about 75% of the expenditure incurred
by large companies (Laudon and Traver 2017) .The private industrial network is
the digital network between companies that help with communication between
companies conducting business together for example, Wal-Mart has a private
network where customers can monitor the status of their products, sales records,

shipment status and inventory levels (Laudon and Traver 2010).
2.3.2 Business to Consumer (B2C)

Business to consumer ecommerce is an online technology used by businesses to
sell their fashion products, information or service delivery to individual customers
(Drigas and Leliopoulos 2013).B2C ecommerce allows businesses to develop
relationships with customers, by engaging with them on their latest collections and
fashion designers get feedback on product offerings through response rates.
According to Guzzo, Ferri and Grifoni (2016) customers are favouring online

buying due to benéefits like it is convenient, saves time and travelling costs.

The impact is that fashion entrepreneurs are gradually being replaced by fashion
Netpreneurs as businesses need to have an online presence. There are different

types of B2C that fashion SMMEs can incorporate into their businesses to target
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their customers and the different types of B2C models can be referred to as B2C

models.
23.2.1 Types of B2C Models

Gunzel and Holm (2013) undeniably illustrate B2C models as online business
roles and strategies used by the fashion SMME for their targeted customers. In
fact, Foss and Saebi (2017) emphasised that a well-organised business model
identifies with the target market, the value of the network, a value proposition, and
a revenue strategy. Fashion designers can adopt multiple B2C models depending
on the availability of resources and the fashion SMME objectives. Table 2.2
illustrates the different B2C models available in the market and the table also
includes online South Africa business examples linked or in support of ecommerce

fashion.
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Table 2-2: Types of B2C Models

Types of B2C Models
TYPE OF | VARIATIONS FASHION EXAMPLES | DESCRIPTION REVENUE MODEL
BUSINESS IN SOUTH AFRICA.
MODEL
E-tailer Virtual merchant Zando.co.za, Like a retail store but it is purely online | Sales of goods

Spree.co.za, Next
South  Africa, and

Takelot.com

store. Available 24hours and very
convenient for customers.

Bricks and clicks

MRP, H&M, Thespace,
Amandalaidcherry,Dav

idTlale, Kingsleyheath,

The companies own both online store
and a physical store.

Sales of goods

Cotton On
Catalogue Makro, Woolworths, | It's an online version of direct mail | Sales of goods
merchant Netflorist catalog, which sells personal products in

different categories.
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Sale of goods

Manufacturer Speedzipper, The manufacturer uses an online
direct Ugfabrics, channel to
Wastecentre, sell directly to customer, they also have
Gembutton, Mavprint | a physical store.
Facebook Sites were individuals with particular Advertising,
Communit LinkedIn interests, hobbies, common | subscription,
" Twitter experiences, or affiliate referral fees
Pinterest social networks can come together and
providers Instagram “meet” online
Google+
Offers customers newspapers, | Advertising,
Content Elle, Peoplemagazine, | magazines, subscription fees, sales of
providers Visi, News24, books, film, television, music, games, | digital goods
and other forms of online content.
Mzansimagic,
Safashionweek,
Forbesafrica
Horizontal/ Yahoo These companies offer fashion SMMEs a | Advertising,
Portal AOL comprehensive package that includes | subscription fees, transaction
General MSN content, emails, chatting platform, news | fees
Facebook and social networking platforms, video

streaming, downloading content etc as
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its objective is being to be user’s home
base

Vortal

WGSN, Trendation,
Dtelepathy,
Trendfriend, Urstyle,
Lookbook

Offers fashion online services and
products to the specialized marketplace.

Advertising,
subscription fees, transaction
fees

Businesses create online marketplaces

Market Bid/buy, Loot, EBay, | to allow interaction between buyers and | Transaction fees
Creator Priceline.com, and | sellers.
Alibaba.
Business that offers services as a
Service Fashion bloggers and | product of the business. Sales of services
provider fashion Stylists

Source: Adapted from Laudon and Traver (2017)
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2.4Developmental adoption stage of e-commerce

Elbeltagi et al. (2016) posit that for a business to adopt ecommerce it has to go
through certain stages. The progression of the ecommerce adoption is further
explained by five stages in the ecommerce developmental depicted in Figure 2.2.
The adoption stages include both the Business to Business (B2B) and Business to
Consumer (B2C) of the fashion SMME.

Figure 2-2: Stages of e-commerce adoption
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Source: Adapted from Elnaga and Shammari (2016)

According to Figure 2.2, the first stage is the establishment of internal and external

communications through email.

Elbeltagi et al. (2016) stated the second stage as the publishing stage where a
company focuses on creating an online presence. At this stage the fashion SMME
creates an online presence, making available the company’s products, services,
and company’s address. The website tends to be simple and static providing the
necessary information about the company but customers cannot purchase.
Various forms can be used for this stage which includes a website or a blog or
social media (Botha, Bothma and Geldenhuys 2004: 98; Elbeltagi et al. 2016).
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The third stage is where the website is active and customers can browse products,
place orders, and make payments. The website is dynamic allowing for two-way
communication, where customers give feedback through comments and
recommendations and the fashion SMMEs can improve products and services
through customer’s requests. The website will have all the e-commerce system
features namely database, security features, and payment gateway with the

different payment options available to customers (Elbeltagi et al. 2016).

The fourth stage is where the company integrates its website into the back-end
systems. The website product interface, for example, is linked to the inventory
management system, instant messaging for customer queries is added onto the
website. The integration happens progressively, and at this stage most but not all
systems are integrated (Elbeltagi et al. 2016).

The fifth stage is the last stage where the company is fully integrated with its
partners, buyers, suppliers across all the operations (Botha, Bothma and
Geldenhuys 2004: 98). Thus it's called a fully integrated e-business company
(Elbeltagi et al. 2016).

The extent of e-commerce adoption will differ from one fashion SMME to another.
This is because influencing factors are different for each fashion SMME. However,
the next section highlights the advantages that fashion SMMEs can enjoy from e-
commerce adoption. Due to the 4™ industrial revolution, the wave of
entrepreneurs is transitioning to Netpreneurs, where fashion SMMEs need an

online presence for survival and growth (Razak and Pisal 2016).
2.5 Conceptual framework

This subsection explains the link between the independent variables, theories, and
the dependent variable. It further illustrates the rationale of using each theory or a
combination thereof to the objectives of the study. This section also highlights the
unique contributions of the study.
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Figure 2-3: Conceptual framework
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From the conceptual framework, we have four independent variables namely the
influencing factors, benefits derived as perceived by SMMES, challenges faced as
perceived by SMMEs, and current technology adopted that feed the dependent
variable, “Ecommerce adoption”. Three theories were utilised in the study namely
Theory of Planned Behaviour (TPB), Diffusion of Innovation (DOI), and
Technology Organisation-Environment Model (TOE). According to Fig 2.3, each of
the independent variables links to the study with one or more of the theories as

depicted on the diagram.
¢ Influencing factors of adoption

Influencing factors are the motivations behind the adoption. This construct deals
with the behavioural intention of the user in the adoption of technology and the

social factors associated.
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The TPB theory was selected for this construct because it rationalises that
influence is a result of behaviour embarked on after one considers the desired
intention, attitude and perceived behaviour (Kiriakidis 2015; Wang 2016b).
According to Kiriakidis (2015) intention is influenced by the environment both
internal and external hence we supported this notion by combining the TPB with
DOI theory. The DOI theory emphasizes the social system of innovators such as
the early adopters and late adopters etc. as strong influencers in the value placed
on the new technology. Hence the social system bears a strong factor in
influencing adoption because it is the community in which the fashion SMME
conducts business such that it can shape the perception of the fashion SMME
(Banjara 2016).

e Benefits derived as perceived by SMMES

These are the advantages that will be enjoyed by the fashion SMME from
adoption. The independent variable benefits derived as perceived by SMME were
linked to the dependent variable Ecommerce adoption through two theories
namely DOI and TOE theory.

According to the DOI, there are five different groups of people and each group has
certain advantages. Benefits derived come from the social system that the fashion
SMME is interacting with. For example, the fashion SMME interacts with the
banking sector which is advanced in their digitalisation which in turn the SMME
can assess the advantages of the convenience of bank digitalisation to its
business (Towett 2019). Another example is if the government has shifted to
online services the SMME that provides services to the government can weigh the

advantages of having online systems to service its client, the government.

The benefits are considered from the TOE theory perspective, where the SMME
weighs the compatibility level of the technology to the SMME values, culture, and
its processes. Moreover, the SMME can evaluate the advantages of the current
technologies being utilised in the business compared to the new technology(Brand
and Huizingh 2008; Choochinprakarn 2016).
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e Challenges faced as perceived by SMMES

The challenges faced by the SMMEs are best assessed using TOE theory
because it looks at the internal and external environment. The internal
environment includes the organisational size, number of employees, the financial
resources, and currently available resources of the company(Choochinprakarn
2016). The management can also assess the challenges brought about by its
environment that is, the macroeconomic and from its competitors. This gives the
SMME a tool to measure its readiness and associated prohibitions (Ghobakhloo,
Sabouri, Hong and Zulkifli 2011).

e Current technology adopted

The TOE theory is important as it considers the core factors of technology from the
technology context of the firm. It's ability to have relevant technologies that
effectively improve both internal operations and external operations that deal with
the customers. The TOE also considers the management readiness, their
organisational culture and the environmental contexts (Choochinprakarn 2016).

The organisational resources are also considered.

The theoretical framework section explains fully in detail what each theory entails
and further clarifies the use of the three theoretical models. An “integrated model”
was constructed that combines the three theories while depicting the process of
adoption by the fashion SMME.

2.5.1 Unique contributions of the study:
2.5.1.1The integrated theoretical model

The integrated model diagram combines the three theories, TPB, TOE, and DOI
theories. It shows the process of how fashion SMMEs reach technology adoption
decisions. The model is unique, yet it caters for start-up fashion SMMES,
emerging fashion SMMEs and the established SMMEs. The three theories are

relevant as follows, TPB more applicable to the Start-up and Emerging fashion
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SMMEs because their business decisions are individually made. When we
explore, the TPB theory is about individual perceptions when deciding however its
limitations can be subverted when it is combined with the DOI theory because it
caters for the communication stages as well as the social system. TOE is more
relevant to Established designers who have different standardised systems and
have stakeholders or partners in the business that they must enquire to when
deciding. These institutions when planning consider comprehensively the
organisational, environmental and technological aspects of the business. And if
the TOE is unified with the DOI theory, the management can be able to deduce
the different social systems that affect their organisation and can evaluate their
decision as the innovation goes through the communication stages to reach
adoption decision. The integrated model is under theoretical framework, illustrated
in Figure 2.8.

2.5.1.2Research methodology utilised compared to previous thesis
on

2.5.1.3e-commerce

A mixed method approach will be utilised as it expands and strengthens the
research conclusions (Schoonenboom and Johnson 2017). Most studies on
ecommerce adoption focused on quantitative research methodology through use
of surveys (Ibrahim,Turyakira and Katumba 2018; Ocloo, Xuhua , Akaba , Addai,
Brown and Kwofie 2018). This research will make use of a sequential and nested
mixed methods study where quantitative data was the main form of data enriched
by qualitative data (Graff 2016). The strength of mixed method is that the
qualitative research affords further insight into the important factors that the
researcher might have overlooked while conducting quantitative research (Graff
2016). The use of mixed method provides a unique contribution to the ecommerce
studies and a heightened validated knowledge thus contributing to the body of
knowledge.
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2.6 Theoretical framework

2.6.1 Introduction

This research adopted three theoretical frameworks to guide in the quest of
identifying possible determinants of e-commerce adoption. Cragg and King (1993)
outlined e-commerce determinants as the influencing factors for motivating or
inhibiting the adoption of e-commerce. The study explored the theories that
influence the adoption of ecommerce. These frameworks are i) Theory of Planned
Behaviour (TPB), ii) Diffusion of Innovation (DOI) and iii) Technology Organisation-
Environment Model (TOE). The following sections provide a comprehensive study
of these frameworks, and examples from other studies. Moreover, the discussion

highlights the relevance of the theories concerning the study.
2.6.2 Theory of planned behaviour

This theory was proposed by Icek Ajzen to rationalise an individual's intention to
engage in certain behaviour at a specific place and time (Alomary and Woollard
2015). The Theory of Planned Behaviour (TPB) was developed in 1980, but it was
introduced in 1985 after having been derived from the Theory of Reasoned Action.
The Theory of Reasoned Action explains that the intention of the individual or
company is the main determinant of specific actions performed. Lin and Chen
(2011) stated that the magnitude of action is based on the magnitude of the
intention; such that the stronger the intention, the greater the chances of acting out
the behaviour and the weaker the intention; the less likely to engage in the
behaviour (Kiriakidis 2015).

However, the TPB associates beliefs and behaviour in that more factors influence
action besides intention (Wang 2016b). Kiriakidis (2015) argued that behaviour is
not based only on the fashion SMME’s intention or will, but there are other
contributing influences such as internal and external factors that affect the extent
of the accomplishment. When the fashion SMME has a very high degree of control
over the behaviour, intention alone is a sufficient predictor for the fashion SMME to

take action to adopt ecommerce (Ajzen 1991; Kautonen, van Gelderen and Fink
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2015). Nevertheless, according to Park and Kang (2014), the TPB theory uses
three constructs to determine the intention of adopting ecommerce namely

attitude, subjective norm, and perceived behavioural control (PBC).

According to TPB, the intention is assumed to reproduce the motivational factors
that influence behaviour (Liao, Palvia and Chen 2009). Wang (2016b) described
behaviour as fashion SMME's overall evaluation of people, objects, event,
activities, ideas and environmental factors that can be either positive or negative
(Asiri 2012). Whereas, attitude is a formulation of beliefs based on the likely
outcome of adopting ecommerce and the value of importance placed on that
outcome by the fashion SMME(Kiriakidis 2015).

Subjective norm is the fashion SMMEs estimate of the social pressure to perform
or not and the negative and positive judgments about the beliefs. When customers
or businesses in the supply chain favour ecommerce, the intention to adopt
ecommerce by fashion SMMEs will be higher than it would otherwise be (Asiri
2012). Also, the degree of the subjective norm is dependent on the fashion

SMME'’s willingness to adhere to the group’s belief system (Asiri 2012).

Perceived behavioural control (PBC) can be explained as the degree of
confidence the fashion SMME has in its ability to understand and successfully use
ecommerce in its business, thereby influencing behaviour for adoption or as the
easiness or drawbacks of implementing ecommerce due experiences in previous
innovations as well as challenges. PBC is based on the belief that the fashion
SMME makes a judgment whether adoption of ecommerce will support or hinder
the business objectives and its growth thereof (Leue and Jung 2014; Wang
2016b). The TPB suggests that behaviour is directly related to intention. The
common findings in the TPB is that the higher the attitude and subjective norms,
the greater the rate of perceived behaviour which in turn increases the rate of
motivation (Kiriakidis 2015).

Shemi (2013) in her findings based in Botswana, agreed with the TPB theory yet

the findings showed that attitude was the major factor compared to the subjective
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norm and perceived behaviour. The study found that the decision to adopt
ecommerce in Botswana using the TPB provided a better insight into the usage

behaviour and intention for IT adoption (Shemi 2013).

The study by Gangwal and Bansal (2016) on m-commerce adoption in India
revealed that Mobile commerce was influenced by attitude. The study proved that
attitude is a strong influencer of behavioural intentions. The TPB theory showed
that trust, perceived usefulness, perceived ease of use and perceived enjoyment
influenced the adoption of m-commerce. The study revealed perceived usefulness
was the strongest predictor of the attitude towards the m-commerce. The study
revealed that the greater the use of innovation in everyday life, the greater the

attitude for adoption.

The second determinant of attitude for m-commerce was trust, where market
vendors need to invest in marketing to gain the trust of customers. The third
determinant of attitude from the findings was perceived ease of use showing that
customers also prefer m-commerce applications with easy to use services and
require little effort to learn. The least determinant of attitude was perceived
enjoyment because it seemed that a few people enjoy using m-commerce services

(Gangwal and Bansal 2016).

Although the theory of TPB defines the three conceptually independent
determinants of intention and the first determinant being attitude, the research
based on TRA and TPB confirmed that attitude reliably predicts intentions and
behavior even without considering underlying factors (Beck and Ajzen 1991; Lin
and Chen 2011). However, Kiriakidis (2015) argued that according to Fishbein,
attitude can be a learned way of acting in a certain way to events either favourably
or unfavourably. Kiriakidis (2015) viewed attitude as being based on the TPB
definition as an inaccurate measure of predicting behaviour because different
individuals might hold the same attitude although the extent of them favouring or
not favouring a technology might be different. The author argued that attitude

cannot be measured based on a uni-dimensional measure because behaviour
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might either be influenced by intention supported by the punishment or rewards

accrued by the person despite the attitude (Kiriakidis 2015).

The TPB theory highlights the mindset of an adopter when factoring out an
innovation. In this study most SMMEs have been formed by one or few individuals
and the insight of TPB helps us delve deeper in what influences the fashion SMME

to adopt ecommerce.
2.6.3 Rogers’ Diffusion of Innovation (DOI) theory

According to Simin and Jankovi¢ (2014), the Rogers’ Diffusion of Innovation (DOI)
theory was initially developed in 1962 by Everett Rogers, a professor of rural
sociology. Rogers amalgamated over 508 diffusion studies to produce the theory
for the adoption of innovations that he used among businesses as well as
individuals to describe the process of change. Lewis (2016) described DOI as a
theory that predicts the behaviour of a social group to adopt innovation over a
period. The theory predicts behaviour as a process that involves personal traits,
social relations, time and characteristics of innovation (Simin and Jankovi¢ 2014).
Rogers' DOI theory implies that an adopter's decision about innovation is not an
immediate act, but a decision-making process that occurs through a series of
communication channels over a period. The DOI theory seeks to explain how, why

and the rate of new ideas and technology are spread through the society.

Alrousan (2015) identified four main elements relevant to the diffusion of Rogers’
model that consists of Innovation, Communication Channels, Time and Social

System.
1. Innovation

The first element of DOI theory is ‘Innovation?, which is defined as a new idea.
Based on the study, the innovation under investigation is ecommerce, and past

innovations include televisions (TV), electronic data interchange (EDI), radio
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frequency identification (RFID) ,ERP system, customer relationship management
(CRM) and knowledge management E-business(Lyytinen and Damsgaard 2001,
Alrousan 2015).

2. Communication channels

The second element of DOI is communication channels. Communication channels
are processes where the people involved generate and distribute information and
draw a generalised understanding from it. The sharing of information can be
deemed as diffusion which is a special way of spreading new ideas or innovations
(Banjara 2016). Diffusion can further illustrate the rate of acceptance of the
innovation as it spreads within a society or social system as depicted in Fig 2.4
below (Banjara 2016).

The innovation value as perceived by members of a social system influence time
taken and extend of adoption. Social system is the “set of interrelated units
engaged in joint problem solving to accomplish a common goal” (Banjara 2016).
Alrousan (2015) mentions that mass media such as television, radios, mobile
phones, the internet, and interpersonal communications are the main forms of
sharing information which in turn influence adoption of an innovation within a
social system. Yet for ecommerce, major factors that influence adoption are
growth of internet penetration, mobile penetration, and affordability of data (ICASA
2019).

In South Africa, smartphones have become the main communication tool in the
homes, due to affordable online interpersonal communication through the use of
communication applications like WhatsApp, Snapchat, Imo, Facebook Messenger
(ICASA 2019). ICASA (2019) describes smartphones as a mobile phone with
advanced features for Wi-Fi and internet connectivity, web browsing capabilities
and the ability to use applications. The affordable communication has led to faster
adoption of smartphones, and the millennials use mobile applications for social
interaction such that this speeds the rate of adoption among fashion SMMEs as

they attempt to sell their products to various target groups (ICASA 2019).
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According to Lyytinen and Damsgaard (2001) the structure of the social system
influences communication channels. The social structure includes the
management support, availability of agents for change and the frequency of the
media communications (Lyytinen and Damsgaard 2001).For example, a Nigerian
company, Jumia is an online company that was launched in 2012, it speeded the
ecommerce rate of adoption through the use of agents called the J-Force. Jumia
commissioned agents (J- Force) extended the online services by assisting the
community members who lacked online access to place orders on the Jumia site
and build confidence and training of those who were not comfortable ordering
online (Badran 2018). Jumia, has grown and successfully operates in 23 African
countries, and focuses on creating a platform for SMMEs in Africa to trade. It is
considered the Amazon of Africa (Kitukutha and Olah 2018).

Figure 2-4 :Innovation- decision Process
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3. Time

The third element of the DOI is time. The time element consists of several phases
as llustrated in Figure 2.4 namely knowledge, persuasion, decision,

implementation, and confirmation phase.
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¢ Knowledge phase

The first stage is called the knowledge phase. The knowledge arises when the
fashion SMME acquaints itself with the innovation and learns about it though it

might lack information on how it works.

According to Wani and Ali (2015) during the knowledge phases, the idea will not
have been evaluated from a scientific vantage point but Rather from individual

opinions. After the knowledge phase, the fashion SMME gets persuaded.
e Persuasion stage

This is when the adopter gets interested in the innovation and gathers information
on the new technology and makes a decision on benefits to be derived from the

utilision of the innovation which results in either positive or negative attitudes.

Under the persuasion stage, there are five determinants important in the adoption
process since they determine the outcome of the decision phase (Ndayizigamiye
2012). The determinants are namely relative advantage, compatibility, trialability,
observability, and complexity. Of the five attributes, Mannan and Nordin (2014)
suggest that the most relevant ones that help in deciding for adoption are
compatibility, relative advantage, and ease of use.

Relative advantage is the benefits accrued from the innovation compared to the
cost of acquiring the innovation. These include the lowered costs, prestige, time-
saving benefits and profitability to the fashion SMME (Ndayizigamiye 2012).
Compatibility is how well ecommerce fits with the fashion SMME’s immediate

resources and values(Datta 2011).

Simplicity or complexity is the scope which fashion SMMESs believe ecommerce as

an easy innovation for both use and understanding.

Observability is the range which an innovation is visible and communicable to
fashion SMMEs and trialability is the ability of fashion SMMEs to experiment with

innovation and evaluate its benefits (Yuksel 2015). All of the attributes stated
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above persuade the adopter to be certain about all the facts about the innovation
and the results influence the response to the next stage of the Innovation-Decision

Process.

The fashion SMME after evaluation of the persuasion factors moves to the third

stage, which is the decision phase.
e Decision phase

At this stage the fashion SMME decides to adopt or reject the innovation. If the
fashion SMME decides on adoption, then the process continues to the fourth stage

which will be the implementation stage.
e Implementation phase

This is where fashion SMMEs put innovation into used; the last stage is

confirmation stage.
e Confirmation stage

This is where the adopter evaluates the innovation and decides either to continue
employing it or to stop using the innovation (Ndayizigamiye 2012; Alrousan 2015).

4. Social system

The social system is the last element in the DOI theory. The social system is an
important element, since the DOI takes place in the social context and the
influence of the individuals that interact and live together can increase the rate of
adoption of an innovation. The fashion SMME's social system includes the
community of suppliers and customers that the fashion SMME services such as
the Nonprofit Organizations that support fashion designers like KZN fashion
Council, Durban Fashion Fair (DFF), Centre for social entrepreneurship (CSE) and

agents of change.

The social system influences adoption by making the individuals aware of the

innovation, leading to the further categorization of adopters. The fashion SMMEs
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are categorised under the following : innovators, early adopters, early majority, late

majority, and laggards (Woodcock 2014; Banjara 2016).

The innovators are adventurous, who enjoy taking challenges, are the initiators
who have control of substantial financial resources to absorb possible loss from an
unprofitable innovation, have the technical know-how of the innovation and can
survive the loss and precarious innovations (Woodcock 2014). The innovators
consist of the smallest percentage of the social system, almost only 2.5%
(Woodcock 2014).

The early adopters are part of the local social system, representing 13.5% of the
population who are the opinion leaders, are looked upon by the community as role
models, and are successful in their own right(Woodcock 2014). The early majority
are integrated into the social system, very sociable with lots of friends, are ordinary
people in the society without a voice and they are cautious when adopting a new
idea, they represent 34% (Woodcock 2014).

The late adopters consist of one-third of the members of a system, are susceptible
to peer pressure, they focus on things of survival; they are sceptical and very
deliberate when adopting an innovation(Woodcock 2014). The laggards are the
last people on the adoption line, which are the isolated group who always refer to
past activities, very suspicious of anything new and they enjoy being in the comfort
zone with limited resources (Woodcock 2014). The adopters are the 16% of the

social system.
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Figure 2-5: Diffusion of Innovation Curve
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Source: Adapted from Wani and Ali (2015)

Ndayizigamiye (2012) used the DOI theory, in his research on the determinants of
e-commerce adoption on South African SMMEs in the Durban area. The research
tested the study using the persuasion variables namely relative advantage,
compatibility and complexity. The results revealed that relative advantage and
compatibility are the DOI variables that motivated the adoption of e-commerce in
Durban (Ndayizigamiye 2012). The Durban SMMEs were motivated by the factors
that increased the two-way communication with customers, access to the
international community, expansion of customer base and the use of websites to
display company information and exchange of information with suppliers on the
different platforms that need to be compatible (Ndayizigamiye 2012).

Banjara and Poudel (2016) on their study on the implication of the diffusion model
in the process of adoption and practices of organic farming in Nepal, Asia found
out that the spread of information affects adoption. The findings showed that the
first farmers to be involved in organic farming after being satisfied influenced other
farmers to adopt the innovation.

As the early adopters encouraged other farmers, there was an improvement in the

economic lifestyle of all the farmers involved. The farmers who faced difficulties
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reported the challenges to the relevant authorities leading to government
intervention thus it making it an incentive to other farmers to adopt. Banjara and
Poudel (2016) unquestionably revealed that the DOI theory is very significant in
influencing adoption and their findings revealed the positive influence of a social
system and also the power of communication channels in making timely decisions
(Banjara and Poudel 2016).

Results from e-Procurement in the South African construction industry revealed
that most construction companies were in the early stages of the ecommerce
adoption where; majority used emails and websites for their businesses (Ibem and
Laryea 2015). The highest factors impacting the adoption of ecommerce in the
construction industry were the advantages derived from using the technology
namely the speed of transactions, the cost and how easy it is to use the
technology.The DOI was affected because the respondents highlighted that the
innovation lacked human touch in that it was not interactive and the system
responses were not helpful when using the innovation, thus it negatively affected
the use of e-procurement innovation as most of the respondents believe in positive
feedback or assistance. The barriers faced during adoption were the IT
infrastructure, high internet rates, resistance to change due to cultural values of
individuals and organization involved and the security factors of ecommerce (lbem
and Laryea 2015).

The negative perceptions affected the spread of the innovation. lbem and Laryea
(2015)suggested that to improve the rate of adoption of e-Procurement the

software companies

e Interact on regular basis with the users to offer support and also develop
innovative features to meet the human relationship and cultural elements
required, moreover have updates on their current systems.

e Embark on aggressive skills and development campaigns, advertising their
innovation to construction companies (Ibem and Laryea 2015).

The process of adoption of innovation has been investigated for more than forty

years. DOI has been accepted as one of the most popular adoption models in
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different disciplines(Yuksel 2015). Yuksel (2015) highlights that when an individual
or organization as an individual unit comes across an innovation that is when the
adoption process starts therefore the DOI is focused on innovation as perceived
by the individuals, organizations, clusters, social networks, and even countries
(Chiu, Chen and Chen 2017). The individual units are depicted to show also
groups that can come up with innovation, take the case of this study, ecommerce.

DOl is an important theory that is relevant to this study.
2.6.4 Technology Organisation-Environment Model (TOE)

The third theory is the Technology Organisation-Environment Model (TOE)
framework that was developed by Tornatzky and Fleischer in 1990 to investigate
innovation adoption at an organisation level. The TOE framework provides a
holistic picture of the factors that influence the adoption of technology.
Boonsiritomachai (2014) noted the advantage of the TOE framework is that it
compensates on arears overlooked by the DOI theory and it identified a group of
variables that are important in the diffusion of innovations. It is the most used
theory in the adoption of innovation.

Choochinprakarn (2016) mentioned that decision-makers take into account the
role of three components namely technology, organisation and environment when
adopting new technology and the implementation decisions thereof. The TOE
framework consists of internal and external factors that influence technology
adoption. The factors that influence technology adoption are categorised as
technological context, organisational context and environmental contexts

(Boonsiritomachai 2014).
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Figure 2-6 : Technological, Organisational and Environment Context
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2.7Components of TOE

e Technology context

Technology context is the current technological practices relevant to fashion
SMMEs. These are both internal and external technologies. Internal technologies
are the existing technologies used by the company, while external technologies
are the available technologies on offer on the market. When deciding on the
technological context, the fashion SMME management looks at the relative

advantage and compatibility of the technology (Choochinprakarn 2016).

Compatibility is how well ecommerce fits in with the company's culture, values,
and existing business processes while, the relative advantage is the degree that
an innovation is viewed as being better than the previous innovations such as the

benefits and potential value (Brand and Huizingh 2008; Choochinprakarn 2016).
e Organisational context

Organisational context is typically referred to as the descriptive measures about

the organisation which are the size, human resources, employee
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interrelationships, financial resources, organisational hierarchy and managerial
structure and the amount of company’s available resources (Choochinprakarn
2016). An organisational context considers two aspects namely organisation

readiness and top management support.

% Organizational readiness

Organizational readiness is in two dimensions namely, the financial and
technological readiness. The financial resources is the budget set aside for
ecommerce while technological readiness is the technology available and its
capacity to be used for the ecommerce (Choochinprakarn 2016). The top
management enthusiasm, attitude and close involvement in the adoption and
implementation of an innovation can lead to higher and faster technology adoption
(Thong 1999; Choochinprakarn 2016).

Ndayizigamiye (2012) advocated that technological resources available within an
SMME are important determinants of e-commerce adoption. The current
technological resources reveal how read the fashion SMME is for e-commerce
adoption as well as the level of e-commerce adoption. The technological
resources of internetworking infrastructures include; networks, processing
systems, and facilities. The network refers to the hardware and software that allow
for two-way communication between organisations and individuals, for example,

the processing units like a till point or a website (Ndayizigamiye 2012).

Aljowaidi (2015) stated the importance of a sufficient budget by an SMME for
ecommerce adoption and growth thereof. When technology readiness is backed
up by adequate and appropriate financial investment, the adoption of an

innovation is easy (Aljowaidi 2015).

Findings by Aljowaidi (2015) on Saudi Arabia SMMEs revealed that successful
adoption of an in innovation was directly linked to a proper budget for the
innovation, which resulted in yielding high returns of adoption compared to other

companies that did not plan well financially (Aljowaidi 2015).
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When proper organisational resources are in place and backed up by the support
of top management, then innovation adoption is made easy. Top management
determines the culture of the organisation which is a great force when considering
innovation adoption.

< Top management support

Top management’s belief systems are a great influencer in the adoption, for
example Mr Price, it established its first online store in 2013 and by 2014 the
online store was global and of importance it was the first one in Nigeria. As noted
Mr Price adoption was in line with the top management’s, vision of the company
hence the company adopted ecommerce early on compared to other companies
(Anon 2015).

The organisational structure that the top management builds around their business
determines the degree of teamwork and can stimulate employees to commit to
ecommerce adoption or vice versa(Harinarain, Bornman and Botha 2013).
Harinarain, Bornman and Botha (2013) define culture as a powerful, silent force
that influences the behaviour of individuals and groups on how they view things,
the intrinsic values and, the thought patterns. The culture of an SMME derives its
meaning from usually the founders and the top management which becomes the

‘personality’ of the organisation.

Harinarain, Bornman and Botha (2013) depict the organizational structure in the

four categories namely the clan, the adhocracy, the hierarchy and the market.
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Figure 2-7: Organisational structure
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* Theclan
Culture is open to flexibility to accept new ideas and places a high value on
workers' morale. The organisation is based on the family value of close
relationship and each member plays their part in building the company. The
culture builds its members and is customer-focused, and the management allows
for the participation of the workers in the decision-making (Harinarain, Bornman
and Botha 2013).

= The Adhocracy

This business focuses on adapting to the ever-changing business environment.
They can adapt, flexible and it focuses on competitive advantage in the external
environment, such that they embrace innovation (Harinarain, Bornman and Botha
2013). The business is focused on innovation and development. Such companies
are risk-takers and dedicate their resources to the development of product

innovation (Rameezdeen and Gunarathna 2003).

The company values being trendsetters and staying as leading companies in

product development (Hooijberg and Petrock 1993). However, this type of culture
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is prominent for temporary organisations that focus on accomplishing a specific
project and disintegrates thereafter.

= Market culture

This type of organisation focuses on the external environment. The organisation is
goal-oriented led by tough and demanding bosses. The organisation focuses on
achievement, maximum returns and being recognised in the market. The
management provides clear direction, and the employees are rewarded financially
for their performance.

= Hierarchy culture

The culture has a structure with standardised rules and procedures and each
worker has well-stated duties (Harinarain, Bornman and Botha 2013). All the
activities follow a formal procedure that is well documented. The company goals
are predictable, and they trade in a stable and efficient business environment
(Cameron and Quinn 2011).

e Environmental context

The third aspect of TOE theory is the environmental context which includes the
arena in which a company conducts its business structure of the industry, the
government policies, macroeconomic environment, and the competitors
(Ghobakhloo et al. 2011). Ramamurthy and Premkumar (1995) argued that
strategies to adopt the innovations in business are of prime importance since it

gives business competitive advantage over competitors.

Business is about serving people and satisfying a need or want with the easiest
convenience. Relatively, Choochinprakarn (2016) considers competition intensity
as a determinant for innovation adoption in an environmental context (Premkumar
and Ramamurthy 1995). Guo and Hu (2014) describe ecommerce as important for

business model innovation, which is the “innovation” of the enterprise.

The encouragement and support of government creates an incentive or

disincentive for innovation adoption (Guo and Hu 2014). Government intervention
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and policies, play an extremely important role(Guo and Hu 2014). Ecommerce is
a new industry, which is not yet mature and for it to grow and take root,
ecommerce needs government rules and regulations and incentives in favour of

the adoption of ecommerce by SMMEs (Guo and Hu 2014).

A case study from Pakistan, probed into government support as a determinant of
e-commerce adoption, the findings showing that governmental policies and
initiatives  encouraged e-commerce adoption in SMMEs in Pakistan
(Ndayizigamiye 2012). The greater the value derived, from the government
incentives and support, the greater the adoption in organisation to adopt e-

commerce in Pakistan (Ndayizigamiye 2012).

Additionally, New Zealand according to Van den Berg (2014), the SMME’s were
influenced by technological and organisational factors and less by environmental
factors. The factors identified that had an influence on IT adoption by SMME's
were the qualities of the company, competitiveness and organisational structure
(Van den Berg 2014).

TOE framework gives a better advantage to the study compared to other
technology theories when studying technology use, adoption and the value derived
from technology innovation. The TOE emphasises that technology relevancy is
key when considering innovation adoption and that organizational readiness (both
financial and technology capacity) is a fundamental determinant of innovation
adoption which is used by researchers of technology innovation (Tornatzky,
Fleischer and Chakrabarti 1990).

In Malaysia (Ahmad, Bakar, Faziharudean and Zaki 2015), Tanzania (Kabanda
and Brown 2017) and Ghana (Awiagah, Kang and Lim 2016) the studies revealed
similar results that showed that the environmental factors were the strongest
determinant of ecommerce adoption in SMMEs followed by organisational factors.
For Malaysia, the two most prevalent factors were external factors and perceived
compatibility. The environmental factors were government influence and support,

competitors’ pressure and influence of the players within the same industry.
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The second important factor was the perceived compatibility of the existing
technology, as this affects the implementation of ecommerce leading to success or
failure (Ahmad et al. 2015). The Tanzanian SMMEs were facing challenges where
they lacked support from the ICT industry (Kabanda and Brown 2017). In Ghana,
the managerial attitude and the government policies affected SMME e-commerce

adoption (Awiagah, Kang and Lim 2016).

According to Gareeb and Naicker (2015), the results from study which indicated
that technological factors were the main influencers for SMME to adopt

ecommerce compared to environmental and organizational factors.

Of importance to note in the study was that bigger companies had a higher
incentive for adoption compared to those smaller companies because they
enjoyed economies of scale and have resources to buy the technology
infrastructure. On environmental factors, it was noted that customer influenced
adoption, not the competitors because some of the products offered by the
SMMEs are for niche markets (Gareeb and Naicker 2015).

Gareeb and Naicker (2015) study highlighted that government support increased
ecommerce adoption by SMMEs and that telecommunication barriers such as high
data charges by telecommunication providers (Gareeb and Naicker 2015).
Thompson revealed the same findings in the study on higher education institutions
that technological factors were found to be the main determinants of adoption and
the environmental and organizational factors like competitors, the government,
suppliers and company stakeholders had little influence on adoption (Thompson
2016).

Apart from fashion SMMEs, it is an important tool in the South African hospitality
sector, especially ecommerce as an integrated system for managing inventory, the
revenues, and the finances seems to work best (Nkosana, Skinner and Goodier
2016). According to Nkosana, Skinner and Goodier (2016) the area where the
restaurant is situated affected by adoption due to infrastructure and resource

availability.
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The management understanding of the technology and its efficiency for growth
also influenced the extent of ecommerce adoption. It was evidenced that the ‘High
class' restaurants were enjoying the full-integration of the ecommerce in addition

to speed points as well as updating their website regularly.

These restaurants attracted tourists due to their online presence (Nkosana,
Skinner and Goodier 2016). It was noted from the findings that there was a large
discrepancy between the high-class SMMEs and the Medium class SMMEs
restaurants and the level of organisational resources affected the ecommerce
adoption and high-class restaurants offered WIFI to their customers. The main
determinants were highlighted as the cost factor, managerial attitude to the
technology, lack of skilled IT staff and compatibility issues of the software to the
business (Nkosana, Skinner and Goodier 2016).

The TOE theory is important as it considers the core factors of the SMME namely,
technology, organisational and environment. The fashion SMMEs may find gaps in
the market and hinge on the available opportunities to create niche products to
satisfy the market. SMMEs tend to be flexible and adapt quickly to market needs
and due to limited resources, they always allocate resources to the most profitable
business causes such that for ecommerce adoption if they see the competitive

advantage they might put ecommerce as priority in the budget for it.
2.8 Integration of the three theories- DOI, TOE and TPB

This is the summary of the amalgamation of the three theories, TOE, DOI and
TPB. It draws the strengths of each theory to be used in decision making buy
fashion SMES when considering ecommerce adoption, moreover, upgrading the

ecommerce.

Alkhalil, Sahandi and John (2017) undeniably deem TOE as an integrative theory
that provides a holistic approach and guidance in influencing innovation adoption
in an organisation. Conversely DOI is deemed as the progression of adoption of
an innovation from its birth up to its usage within an organisation. The author

further illustrated DOI theory as processes and procedures involved in adoption as
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well as facilitating the prediction if the innovation can be successful (Alkhalil,
Sahandi and John 2017).

Combining the three theories namely TPB, TOE and DOI enhances the
understanding of the adoption of ecommerce (Chiu, Chen and Chen 2017). The
similarities in the theories are that DOI and TPB consider individual perception in
the adoption that is the top management and the users of the innovation while
TOE and DOI both consider the technology and organisational contexts (Alkhalil,
Sahandi and John 2017). There is however some differences in the theories in that
DOI overlooks the environment context which are integral in deciding innovation
adoption in TOE, unlike in contrast DOI takes into account the innovation

characteristics.

On the whole, TOE helps the study by highlighting the appropriate categories on
the factors that influence adoption while DOI identifies the specific variables within
each category (Alkhalil, Sahandi and John 2017). Thus, integrating the theories
strengthens and the shortcomings of one theory are offset by the strengths of the
other theory. Also, of special note is that the DFF designers are categorised in
three namely: Mentee designers those who are still being trained, Emerging
designers who are designers with a few years in the business and Established

designers who have stable businesses.

The TPB is relevant to the Mentee and Emerging designers because their
business decisions are individually made and TPB is about individual perceptions
when deciding however it needs to be combined with DOI because it does not the
innovation itself such as the relative advantage. TOE is more relevant to
Established designers who have different standardised systems and have
stakeholders in the business that they must consider comprehensively the
organisational, environmental and technological aspects of the business and it
also needs to be integrated with DOI since DOI unifies the different categories of
designers which both have a social system and go through the communication
stages to reach adoption decision. Figure 2.8 illustrates the relationship between
the three theories TPB, TOE and DOI.
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Figure 2-8 : Integration of DOI, TOE and TPB theories
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With reference to Figure 2.8, the top management or the user who has heard
about ecommerce innovation gathers information on the innovation. The individual
then makes a comparison of the characteristics of ecommerce against TPB factors
namely attitude, subjective norm and perceived behaviour. If the individual gets
interested in the innovation, the user proceeds to persuasion stage where a further
research is done to compare the TOE attributes (technology, organisational and
environmental) with the five attributes on the persuasion stage of the DOI (relative
advantage, compatibility, trialability, observability, and complexity) factors before
making a decision. At the decision stage, having considered all the facts gathered

at persuasion stage, ecommerce is either adopted or rejected.

When ecommerce is adopted by the SMME, the fashion SMME can be
categorised in a social system as an early adopter, late majority or laggard.

According to Figure 2.8 the SMMEs that have adopted ecommerce enter the
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implementation stage where they can move up the stages of ecommerce adoption
from the first stage of email usage until the last stage where the whole system is

fully integrated.
2.9 Benefits of e-commerce adoption for fashion SMMEs

In discussing the advantages that the fashion SMMEs can enjoy when they adopt
ecommerce, the benefits enjoyed by large fashion retailers which have adopted

ecommerce technologies have been highlighted:

e Smart manufacturing
Smart manufacturing is the application of information and communication
technologies to the manufacturing sector. According to Beju and Milojevi¢ (2018),
due to information density, prices are transparent to customers that they can

choose affordable fashion (Laudon and Traver 2017).

On the other hand, fast fashion has become prevalent, where fashion has short life
cycles due to changing trends. Fashion SMMEs face small profit margins due to
competitive pricing. However, they capitalise to maximise profits by maximising
sales during the peak periods of the short seasons (Ye, Lau and Teo 2018). This
can only be achieved when SMMEs have efficient systems.

The use of sensor enabling services in the smart manufacturing benefits
businesses by showing real-time status of work cells and the timeline of production
such that they can be able to distribute the products to their customers and
through the data decide whether to increase capacity or customise the product
differently (Ezell 2017). Further, smart manufacturing enables communication on
all stages of the production chain, while also separating production sectors and it
processes related information and combining the process for inventory taking and
efficiency. This is beneficial to businesses with diversified products, as they can

reallocate resources to the most profitable ones (Moavenzadeh 2015).

Zara is a good clothing manufacturer well known to use data to respond to

customer preferences such that they have one of the shortest product life cycles of
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two weeks. Moreover, Zara has managed to successfully reduce supply-chain
costs and one example is through attaching radio frequency items (RFID) to their
clothing items in the stores of over 700 products in their 2000 stores. This
technology has improved efficiency in that ten employees can update store
inventory in a couple of hours, a task that used to take 40 employees more than 5
hours to complete. As fashion SMMEs sees the benefits derived by big retailers,
they can also copy the ecommerce technologies that simplify business and reduce
costs (Hartmann, King and Narayanan 2015).

The operational benefits derived from smart manufacturing are inventory
management, product innovation, faster reaction to market changes and
optimising factory operations (Gorla, Chiravuri and Chinta 2017). For fashion
SMMEs that do horizontal manufacturing, they get a clearer picture of raw
materials used, and the state of the operations such that they can schedule factory
operations and style deliveries to cut costs improve efficiency and save on energy
consumption (Hartmann, King and Narayanan 2015). All the stated operational
benefits are a motivation for fashion SMMEs to adopt e-commerce for their
business (Ezell 2017).

e Digital manufacturing support
The ICT deficient SMMEs do not need to worry about IT support as there are
companies that remotely offer online support globally (Guo and Hu 2014; Laudon
and Traver 2017), The businesses provide technical support to SMMEs through
high-level computing tools. The tools can be in the form of web application tools or
online sites. The 4th industrial revolution has also introduced ‘Uberization’, where

there is free movement of labour and expertise (World Economic Forum 2019).

Through ‘Uberization’, SMMEs can hire employees on short-term contracts or free-
lance basis with the assistance of online systems (Moavenzadeh 2015).
Ecommerce being a global platform with global reach capabilities (Laudon and
Traver 2017) is very advantageous to fashion SMMEs in need of manufacturing

support as digitalisation allows for :
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)] Flexibility of instant services from highly specialised freelance
technicians (Moavenzadeh 2015).

)] Offers information on the available independent freelancers at that time
for the related problem, giving a wide variety to hire from.

1)) It is cost saving to the fashion SMMEs that does not need to employ a

full-time technician.

All these advantages can be derived from the manufacturing applications such
as Upwork.com, Freelancer.com, TaskRabbit.com, 99designs as well as social
platforms such as LinkedIn.com. SMMEs can also get advice and support from
experts on running the business, on applications like Clarity.com
(Moavenzadeh 2015).

e Creation of strong relationships between SMMEs and customers
Ecommerce has created a strong relationship between the fashion SMMEs and
the customer. Previously, fashion SMMEs determined fashion trends and the
customer would buy what was available in the shops. Due to ecommerce, the
customer is a co-participant in the creation of new fashion trends through an
interactive platform (Laudon and Traver 2017). Regarding ecommerce in China,
the fashion SMMEs dress celebrities with their latest creations and the celebrities
would post on their social pages and the management would consider styles with
the highest responses from the social media when making new styles for the

season to maximise sales.

The Alibaba site, one of China’s ecommerce giants with the largest pool of online
customers, promotes customer(s) to rate services and products purchased. The
rating system has forced SMMEs to be accountable to offer high-value products
and services as the ratings by current customers motivates the new customer to
buy from the same fashion SMME and repeat business. Thus rating has become a
marketing tool for SMMEs (Biggs et al. 2018; Li, Frederick and Gereffi 2019).
South African companies such as Zara, Mr Price, and Forever 21 are marketing

through collaboration with influencers (Mr Price 2019a).
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Ecommerce also helps customers to become knowledgeable about the products
that they are purchasing, the production processes, raw materials used and the
origination of the fashion brand (Nason 2016). A good example is Mazuri designs,
a Ugandan brand that was formed by a non-profit organization, ‘Girl Up initiative’

to create employment for young women.

Mazuri designs trains ladies on how to make African inspired clothing and
accessories from ethically sourced raw materials and the products are sold locally
and internationally. They can be contacted through their website for a custom
made design.  Customers’ through information on the website, become
knowledgeable and the information creates loyalty to purchase the products
(Nason 2016).

e SMME Visibility to potential global partners
Matsongoni and Mutambara (2019) discuss the importance of technology in
increasing the capacity of SMMEs through domestic and foreign business
partnerships and ecommerce creates the company's visibility to potential global

partnerships or investors.

Most South African SMMEs are birthed out of the need to earn a living or
supplement low wages, the lack of income limits continuous product innovation
processes and marketing (Small Enterprise Development Agency 2016;
Matsongoni and Mutambara 2019). In 2011, Youtube.com created visibility for a
rural-based Mozambique group Tofo Tofo that led to song collaboration with the
celebrated singer Beyoncé (Onyewuchi 2011; W TOFO Official 2016). The
collaboration created exposure for the group and thus created greater
opportunities for the group in Africa and globally (W TOFO Official 2016).

Chigwenya and Mudzengerere (2013) describe the brains behind successful
SMMEs as intelligent entrepreneurs with semi-skills, innovators and youthful. Most
of them are cognisant of the culture and moreover are zealous to alleviate
problems in their local communities. The global recession, the digitisation era and

realisation of the African potential through the youth population have prompted
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international companies to invest in Africa (Al Jazeera 2019; World Economic
Forum 2019).

Global or large corporations are always looking for fresh and diversified ideas to
birth new products on the market, such that fashion SMME can adopt ecommerce
to increase business exposure. A notable example is H & M's collaboration with a
South African fashion SMME, Mantsho in August 2019 which has allowed the
fashion brand to expand its operations due to the financial resources of the global
company and Mantsho can now diversify products (Hlalethwa 2019).

Ecommerce provides opportunities for funding through sites like Kickstarter.com,
Indiegogo.com and RocketHub.com. According to Laudon and Traver (2017), the
sites have raised capital approximately 530 million dollars in 2009 and in 2015 the
funds raised were over 34billion dollars and it is estimated that by 2025 the capital
raised will be around 93 billion dollars. Ecommerce allows SMMEs in need of
funds to find funders or investors in line with their values or causes around the
globe (Laudon and Traver 2017).

e Up-to-Date management decisions
Chinese fashion SMME collaborations with online merchants, content providers,
promoters and most importantly celebrities have improved business as they are
able obtain real-time data for decision-making (Biggs et al. 2018).

Information creates a competitive advantage as SMMEs can offer value-added
services, from data collected on customer spending. They can determine customer
segments and gain knowledge of peak periods they can maximise sales (Elbeltagi
et al. 2016). SMMEs obtaining accurate data can speedily decide on business
strategies to adopt and make the necessary changes needed by the environment
for the achievement of their goals and business growth (Elnaga and Shammari
2016). The information is obtained from B2C ecommerce like customer online
buying histories, their most liked or shared clothing pictures and trending items in

other countries (Mbumbwa and Chigada 2018).
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Digitisation has brought fashion from different socio-economic groups. The
availability of multiple information channels from different cultures and nationalities
creates new fashion. For instance, Ankara clothing has now become a trend in
South Africa (Mbumbwa and Chigada 2018). Fashion SMMEs who are digital
savvy can identify gaps quickly or niche markets and benefit immensely as
innovators in the area discovered. The advantage comes through data collection
where the SMME can incorporate emerging societal trends in their decision-
making (Mbumbwa and Chigada 2018).

The benefits highlighted motivate fashion SMMEs to adopt ecommerce. However,
there are other influencing factors that affect ecommerce adoption. The study
clarifies some the factors that fashion SMME may consider when adopting
ecommerce through the illustration of three theories namely the Theory of Planned
behaviour, Diffusion of Innovations theory and Technology, Organisational and

Env