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‘National borders have ceased being continuous lines on the earth’s surface and [have] become nonrelated 

sets of lines and points situated within each country’ (Andreu, 1997, 58). 

Abstract 
Online shopping is born and arguably here to stay thanks to globalisation and advancement in technologies, 

bringing with it several advantages and thus attracting several businesses across the globe. Businesses and 

consumers mainly in Accra and Kumasi in Ghana have caught up with this trend, adopting some forms of e-

commerce but its assimilation faced several pertinent challenges just like other developing and non-western 

economies. The paper adopted Consumer Culture Theory (CCT) to explain this phenomenon by looking at the 

role the consumers’ culture plays in the problems of e-commerce assimilation in urban areas in Ghana as CCT 

researches have enabled a spectacular improvement into our understanding of markets and consumption.  The 

paper found that though these urban areas were experiencing technological leapfrogging, they were not 

necessarily incorporated into the global e-commerce trend, rather still relied very much on the traditional and 

cultural forms of commerce mixing it up with e-commerce. As such, most Ghanaian businesses that adopted 

it do not do pure e-commerce; rather they incorporate it with parts of traditional commerce to suit the 

consumption culture, preferences and rituals of the environment i.e. moving from traditional to click-and-

mortar. 

KEY WORDS: e-commerce, CCT, developing economies, click-and-mortar, traditional, technological 

leapfrogging, urban, culture, Ghana.  
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PART I 
Background 

The earliest recorded online trade was in the 1970s, when students at the Stanford Artificial Intelligence 

Laboratory and the Massachusetts Institute of Technology engaged in a commercial sale using ARPANET 

accounts (Powell 2013). This system, which was later developed and perfected to become the modern day 

internet, was spearheaded by the US government in collaboration with the United Kingdom and France, in the 

1960s to enable communications among government agencies (IPTO -- Information Processing Techniques 

Office, 2000). Internet usage rose steadily over the years, gaining popularity as an asset to businesses, schools 

and in social networking, encouraging societies to develop more quickly and efficiently while fostering 

communications. The traditional communications media like the telephones and television were redefined by 

the widespread usage of the internet, leading to innovative services such as internet telephony like Skype, 

Viber and live TV using Voice over Internet Protocol (VoIP) and Internet Protocol television (IPTV) software. 

Newspaper, book, and other print publishing were reshaped into and/or adapted to blogging, e-books, and 

online news sites, a result of website technology overtime with the entertainment industry, that is, music, film, 

and gaming, being the fastest growing online. 

The Internet has facilitated and enhanced new methods of human interactions through instant messaging (IM), 

Internet forums, and social networking like Facebook, Instagram and Twitter and it has influenced the 

traditional market forms by introducing virtual markets or online shops. Therefore, the 21st century is 

characterized by a vibrant and fast-moving world with humankind snowballing its speed of movement by 

means of the internet and computers, thereby earning it the nickname: the ‘computer age’ or the ‘third wave’ 

age (Chatterjee 2011 p. 43). Businesses and indeed life in general have moved to the cyberspace, familiarizing 

us with so many E’s like e-business, e-commerce (EC), eLearning, e-cash, e-book, e-mail, e-banking, 

Electronic Data Interchange (EDI), Electronic Fund Interchange (EFI), among others (Chatterjee 2011). The 

new global networks through the internet have created the dais that will transform the competitive landscape 

for organizations and redefine the means of business transactions within an ever-closer world (Sprano & 

Zakak, 2000). As the number of internet users increased tremendously over the years, it has facilitated the 

exchange of goods and services amongst businesses. Online shopping has grown rapidly in the past decade for 

both major retailers, small artisans and traders with the launch of EC platforms like amazon, eBay, Alibaba, 

DHgate and overstock.com offering Business-to-business (B2B), Business-to-Consumer (B2C) and financial 

services online that affect supply chains across entire industries, as a result. 

The internet as a system carries a wide range of data resources and services, such as the inter-linked hypertext 

documents and applications using the World Wide Web (WWW), the infrastructure support for e-mailing, file 

sharing, telephony, and social networking, which are all very relevant to Businesses. Therefore, e-commerce 

is trading in goods and services using computer networks or the internet. Some researchers distinguish between 

e-commerce and e-business. They use EC to refer to business-to-consumer (B2C) business transactions, while 
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e-business refers to business-to-business (B2B) transactions and internal organizational use the intranet for 

business operations. C2C e-commerce mainly refers to consumers selling personal items online and G2B refers 

to governments selling to businesses and vice versa (Mbarika and Okoli, 2003:47; Fearson & Philip 1998; 

Boateng, .et. al. 2014). In the traditional B2Cs like Amazon, consumers buy products, use the payments 

systems provided and then get it delivered to them within a specific timeframe. In addition, the percentage of 

the world population using the Internet soared from 0.4 % in December 1995 to 38.4% in March 2013 

(Nabareseh & Osakwe 2014), due to globalization and modernization with its effects such as the offshoring 

and outsourcing of businesses, increase of immigration, and international traveling. 

These factors contribute to the need and rise of e-commerce and consequently its spread by removing all 

barriers of proximity. It is therefore, almost unlikely for businesses in any country to avoid using the internet 

and/or e-commerce in one form or the other in this milieu. Indeed, any business that uses the World Wide Web 

(www) in any part of the transaction is involved in e-commerce, which some researchers argue that it very 

much drives the development of digital and social media, and the internet in general (Turrow 2013). However, 

there are certain issues in the EC environment like security, order fulfilment, etc. that go beyond aesthetic of 

website or products. Lately, both retailers and consumers are engaging in omni-channel approaches to EC like 

shopping both online and in-store and using both smart/mobile phones and laptops/tabs to shop online. In 

addition, there is emergence of new business model and competing standards e.g. software-based online digital 

media store like iTunes vs. streaming services like Spotify/Apple music and different levels of EC penetration 

across product classes and categories for e.g. digital products, services, different type of tangible products. 

Introduction 

The world today is an entire market for EC where consumers get access to products they need anywhere and 

everywhere with very little regard to the limits of spatial distance or proximity, reforming the way modern-

day businesses are conducted in the global business landscape. EC is revolutionizing businesses and it is touted 

as a vital tool to businesses bringing with it lower costs and greater efficiencies. Perhaps, this is driven by the 

notion that the substantial progress of a state is crucially dependent on computers and communications 

(Chatterjee G. 2011:43). For instance, advances in internet and mobile technologies have made it practical for 

businesses and consumers to move from the traditional market systems to adopt or incorporate aspects of the 

virtual market system enabling the modern day consumer to purchase goods and services without physical 

interchange of service. B2C e-commerce is transforming business all over the world and increasing the GDPs 

of several economies significantly. According to A. T Kearney, global online retail sales are projected to be 

growing at a rate of 17% annually since 2007 (A.T Kearney 2013), while Investment Bank, Goldman Sachs 
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pegs this growth rate at 19.4%1. Furthermore, Conlumino reports estimated the world market value of global 

e-commerce at $608 billion in 2013, with a projected increase of 13.76% in 2017 with Africa and the Middle 

East contributing this growth by 6%, and having an expected growth 10.01% in 20172. Developing economies 

are projected to have an enormous B2C e-commerce potential due to their large market size in terms of 

population 

Furthermore, EC websites have grown from being just an offshoot of the physical store to become valid 

alternatives for global extensions in commerce (A.T Kearney 2013) with global B2C e-commerce sales 

expected to reach $1.92 trillion3 in 2016. E-commerce is thus, expected to grow even more globally, and it is 

predicted to become a way of life, a normalcy like electricity4. . However, B2C e-commerce accounted for 

only 0.08% of the GDP in the Middle East and Africa in 2014 and 0.92% of the global GDP. Studies in the 

early 2000s pointed that differences in acceptance and growth have often times been attributed to the nature of 

especially the local environment, the different levels of infrastructure development, socio-economic and 

cultural factors (Efendioglu, Yip & Murray 2004, Mbarika & Okoli 2003, Boateng, Heeks, Hinson & Molla 

2008b). However, the upsurge of B2C e-commerce in developing countries has been rather slow with 

businesses, stakeholders and consumers in developing countries falling short of garnering the full benefits 

offered by the current level of e-commerce using contemporary information and communication technologies 

(Nabareseh & Osakwe 2014) creating a digital divide. 

This low level of utilization of e-commerce in Sub-Saharan Africa in comparison to the West, may be 

explained by the consumers' beliefs, values and rituals (in shopping), rooted in their cultural milieu, ominously 

affecting their thinking and perspective, and hence their approach to using technology (Mbarika & Okoli, 

2003). Thereby making them less inclined towards using e-commerce platforms such as online retailing or 

making purchases based on the information obtained from websites (Mbarika & Okoli 2003). While 

consumer’s culture affects service utilization, consumer’s capacity to utilize service is also a function of their 

purchasing power, which is determinable by economic factors at play in the country. Consumers’ capacity to 

utilize online-retail service could also be limited by what infrastructure services are available, for one cannot 

                                                           
1 Worldwide e-commerce sales will reach $963.0 billion by 2013, growing at an annual rate of 19.4%, predicts Goldman 

Sachs in an annual report on Internet commerce. https://www.internetretailer.com/2011/01/04/global-e-commerce-

sales-head-1-trillion-mark Retrieved 23/05/2015 

2 Global B2C e-commerce countries and enterprise sales grew by 17.6% from 2011 to 2012 with an estimated market 

value of B2C e-commerce transactions in the Middle East and Africa pegged at $39.56 billion in 2015 

http://www.carmelon-digital.com/articles/ecommerce-trends-innovations/ Retrieved 13/02/2015 

http://www.statista.com/statistics/324608/b2c-e-commerce-as-percentage-of-gdp-mea/ Retrieved 26/02/2015 

3 http://www.statista.com/statistics/261245/b2c-e-commerce-sales-worldwide/ Retrieved 26/02/2015 

4  https://www.youtube.com/watch?v=3OcNdxPhAUk Retrieved 23/05/2015  

https://www.internetretailer.com/2011/01/04/global-e-commerce-sales-head-1-trillion-mark
https://www.internetretailer.com/2011/01/04/global-e-commerce-sales-head-1-trillion-mark
http://www.carmelon-digital.com/articles/ecommerce-trends-innovations/
http://www.statista.com/statistics/324608/b2c-e-commerce-as-percentage-of-gdp-mea/
http://www.statista.com/statistics/261245/b2c-e-commerce-sales-worldwide/
https://www.youtube.com/watch?v=3OcNdxPhAUk
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patronize what is not being provided even when they could afford.  Flowing from the above, examining the 

less utilization of EC from the perspective of consumer behaviour only, without recourse to issues such as 

whether the existing level of infrastructure supports the provision of such services, and in the light of the 

general socio-cultural and economic factors of the consumer, would not provide a holistic enquiry into the 

problem.  

Rationale 

ICT is now ubiquitous in the lives of people throughout the world and therefore tangible that it is having an 

impact on most economic sectors and social processes around the globe. This is unsurprising since ICTs are 

general-purpose technologies, widely adopted, adapted and used by people worldwide irrespective of age and 

socioeconomic backgrounds at different pace of use and appropriation within these countries (May & Barrentes 

2015). ICTs has been tagged with bringing development and advancement of human life, empowerment, and 

as an indicative of a free market or democracy (Chib, May & Barrentes, 2015). It thus, changes the way 

businesses are run in the world by introducing new forms of commerce like e-commerce. Although, there has 

been a severe recession in the world economy in recent years, e-commerce has grown rapidly with companies 

like Facebook, Google, Pinterest, Alibaba Group and Amazon.com setting new levels of performance every 

year (Turban, King, Lee, Liang & Turban 2015). E-commerce is often touted to be revolutionizing the global 

business landscape given the way and manner in which modern-day businesses are conducted, bearing in mind 

changing consumers’ opportunities, expectations and tastes. Creating unique customer dynamics in a hyper-

connected world, and drawing a huge possibility of adding greater value to businesses and consumers in 

developing countries like Ghana compared to developed countries (Boateng, Heeks, Molla & Hinson, 2008a; 

2008b; 2011; 2014). 

Furthermore, Policy makers and administrators are certain that ICTs and e-commerce are beneficial, so 

companies that do not adopt this new system cannot compete well in the global marketplace (Iddris 2012). E-

commerce according to Jack Ma goes beyond introducing the traditional business or physical store online, but 

it solves the problem of unemployment in China, for instance, Alibaba in China employs over 11 million 

people and controls about 5% of retail in China 5.  Ghana, like other African countries, has become part of the 

global trend of e-commerce with many individuals and  businesses/SMEs6, small or large, identifying and 

seizing the opportunity of the internet to go global; as consumers around the globe in both developed and 

developing economies form part of the online retail community, creating opportunities for huge revenue. It is 

                                                           
5 https://www.youtube.com/watch?v=3OcNdxPhAUk Retrieved 23/05/2015 

6 SME stands for small and medium-sized enterprises. The term has been described in different ways by different 
researchers. The EU law: EU recommendation 2003/361 defines an SME as enterprises not having more than 250 
employees and a turnover exceeding €50m. Agwu & Murray 2014 gives several definitions of SMEs, which includes 
“Having fewer than 50 employees and is not a subsidiary of any other company.” 
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/index_en.htm Retrieved 
25/02/2015 

https://www.youtube.com/watch?v=3OcNdxPhAUk
http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/index_en.htm
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therefore, fathomable to acknowledge the importance of Ghana’s participation of the global e-commerce value 

chain. Yet, service providers, and consumers in Ghana are not taking advantage of the online retail opportunity. 

E-commerce assimilation has faced several challenges impeding its adoption or utilization of more complex 

forms of e-commerce after the initial adoption (Boateng et al 2014), most of which are specific to developing 

countries. Generally, e-commerce is largely used only to the extent of the producer or retailer displaying the 

products online mainly to advertise it, and then direct the consumer to the store, thereby returning to the 

traditional market or store. For example, the local and transnational department stores in Ghana have webpages 

that mainly serves the purpose of informing consumers of products, advertisements on price reductions/sales 

and location of stores. Ghana has a highly lettered population with a literacy rate of 71.5%7, a commendable 

increase in internet access8 and widespread use of high tech gadgets like smartphones, tablets, computers and 

laptops especially among the youth, who are technologically savvy, at least in the big cities like Accra and 

Kumasi. A minimal condition, which should easily make full-scale penetration, provision and usage of e-

commerce services possible. In addition, the International Communications Union (ITU) 9 ranks Ghana 49 in 

the world and number 1 in Africa for broadband penetration and usage as at 2013, ranking higher than countries 

such as Zimbabwe 55th, Namibia 56th, Egypt 60th and South Africa 62nd – so why is it not reflecting in e-

commerce penetration? (See figure 1 in Appendix).  Furthermore, available literature on e-commerce in Ghana 

and Africa as a whole, have not paid much attention to the importance and the role of the consumers’ 

marketplace culture in explaining the low utilization of e-commerce in a developing economy like Ghana. 

Instead, most studies have focused either solely on the psychological and technological or technical factors 

encouraging or on influencing and affecting B2C or B2B e-commerce development in Africa or the prospects 

of development with e-commerce in Africa (Nabareseh & Osakwe, 2014) and on its adoption in Small and 

Medium Scale Enterprises in Ghana. In addition, CCT literatures have focused on the western societies with 

minimal studies on Africa/Ghana like Bonsu & Belk 2003, Bonsu 2008 and Arnould 2011. Thus, this study 

reviews literatures on both B2C and B2B e-commerce adoption, and consumer culture theory (CCT) to 

investigate the explanations for the comparatively low penetration of e-commerce in urban Ghana. 

Significance of study 

The study addresses notions of e-commerce as a driver of economic growth, source of prosperity and progress. 

It takes a well-rounded approach by studying the role of CCT perspective in examining the various levels of 

e-commerce barriers like structure/infrastructure, culture, security (trust) and economics in investigating the 

problem of low penetration of online-retail e-commerce in Ghana. It also examines the development of e-

commerce in relation to Ghanaian consumers’ culture, experiences and desires. It is relevant because it will 

                                                           
7 http://www.unicef.org/infobycountry/ghana_statistics.html Retrieved 31/05/2015 
8 http://data.worldbank.org/indicator/IT.NET.USER.P2 Retrieved 23/05/2015 

9http://www.itwebafrica.com/mobile/352-ghana/231724-ghana-has-africas-highest-mobile-broadband-usage-

rates#sthash.jImKUKsp.dpuf - Retrieved 31/05/2015 

http://www.unicef.org/infobycountry/ghana_statistics.html
http://data.worldbank.org/indicator/IT.NET.USER.P2
http://www.itwebafrica.com/mobile/352-ghana/231724-ghana-has-africas-highest-mobile-broadband-usage-rates#sthash.jImKUKsp.dpuf
http://www.itwebafrica.com/mobile/352-ghana/231724-ghana-has-africas-highest-mobile-broadband-usage-rates#sthash.jImKUKsp.dpuf
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help in communicating how specific the findings are to CCT- a western-centric concept limited in explaining 

concepts such a cash limitations, cash economies and underdeveloped infrastructure- problems and concepts 

prominent in the consumer cultures of developing economies. As this particular slice of CCT is influenced by 

the local culture, ideological conditions, social structures and present historical and economic conditions in 

explaining the motives affecting e-commerce in Ghana advancing studies of contemporary African consumer 

culture. Although a few researchers like Bonsu & Belk 2003, Bonsu 2007 and Arnould 2011 have done CCT 

research on Ghana and Africa, they are limited to rituals and individualism such as the study on identity through 

funeral consumption, money attitude scale (MAS) research comparing Ghanaian and American consumers 

and/or giving a wide overview of consumption patterns on the continent. Thus, giving CCT a wider contextual 

awareness, which would provide consumer research with ‘a cross-cultural sensitivity’, which could exceed the 

heavy bias of the western-centric perspective in our understanding of consumer consumption in an increasingly 

digitalized world. It would also give consumer researchers an unconventional approach to prioritizing certain 

analytical connections, enabling conclusions of a wider analytical reach and enter dialogues with the basic 

disciplines of the human and social sciences (Askegaard and Linnet 2011:393) which contributes significantly 

to academia. More so, the study promises an unequal development of e-commerce by using the CCT 

perspective to investigate the barriers to growth of e-commerce and point to the strategies and policy measures 

to overcome them. 

Furthermore, MNCs, SMEs, Business owners and stakeholders in Ghana or interested in expanding, 

outsourcing, offshoring and/or investing in Ghana’s online retail sector can use it as a guide to understanding 

the general perception of e-commerce in Ghana; predict the online behaviour, expectations and patterns of the 

Ghanaian consumer.  In addition, they will be privy to the challenges or successes with online trading in Ghana. 

Furthermore, stakeholders and service providers may learn how to improve or strengthen infrastructure, 

marketing skills, and approach to consumers to enable e-commerce take its full course in Ghana and make 

informed decisions or create an informed perception of the nature of e-commerce in Ghana. 

Main Research Questions 

 What explains the comparatively low penetration of e-commerce in urban Ghana? 

Sub-questions/objectives 

1. What can be learned from e-commerce within the digital divide between the Western and Ghanaian 

practice? 

2. What role does social media play in fuelling commercial development online?  
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PART II: Theories and Conceptualization 

Introduction: 

This section presents an outline of the recent literature on ICTs, e-commerce and motives to the adoption of e-

commerce by the SMEs and consumers in the global south. The sections commences with an introduction to 

globalizing developing countries, discusses the role of ICTs in developing economies and e-commerce.  

Narrowing further to discuss e-commerce in Africa and its barriers laying emphasis on the consumer and 

expanding on factors like trust and ethics, infrastructure development, economic factors and culture- culture 

in general and the market culture in the global south. The section concludes with the conceptual framework 

and an expansion the CCT theory. 

Globalizing developing countries 

Globalization is one of the fundamental drivers of international trade (Corbbit 2003). As such, more and more 

firms in the global north are offshoring or outsourcing to emerging markets and developing countries in the 

global south, through globalization and its effects such as transnational trade, direct investments, networks or 

relief programs, which is the focus of business development research. Globalisation thus, refers to a set of 

uneven and sometimes contradictory impulses: globalism versus localism, convergence verses divergence, 

trends that often work with and against each other (Cheney, Christensen, Zorn Jr. & Ganesh 2011). In today’s 

world, it seems these notions are too closely interwoven to see one without the other. At the cultural and market 

levels, adaptation, acculturation and creolization has been a common strategy among both businesses and 

consumers. Creolization refers to a consumption pattern that bloc rudiment of indigenous and foreign 

consumption behaviours. (Arnould 2011). Thus, implying that globalization does not necessarily homogenize 

tastes, rather running in many directions simultaneously from several centres to periphery and even creating 

new centres and peripheries (Cheney et al 2011). 

E-commerce 

 E-commerce is generally defined as evaluation, negotiation, ordering, delivery, payment, and support services 

done electronically10. Modern electronic commerce, often used interchangeably with the term ‘e-business’ or 

‘e-tailing’, typically uses the World Wide Web although it may encompass a wider range of technologies such 

as e-mail, mobile devices, social media and telephones as well and consists of the exchange of data to facilitate 

the financing and payment aspects of business transactions11. Thus, it is also viewed as delivering information, 

products and services, or payments via telephone lines, computer networks, thus increasing the speed and 

volume of trade and saving time (Aghamirian et. al 2015). Islam & Lertpittayapoom, 2009 define Business-

to-consumer as “business operations where telecommunications networks are deployed for communication 

and product or service delivery between businesses and individual customers”. B2C e-commerce mainly 

                                                           
10 http://www.scielo.cl/scielo.php?pid=S0718-18762015000100006&script=sci_arttext Retrieved 26/04/2015 
11 http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/ Retrieved 26/07/2015 

http://www.scielo.cl/scielo.php?pid=S0718-18762015000100006&script=sci_arttext
http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/
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focuses on business transactions between businesses and consumers and is particular popular because this 

modern world, consumers value convenience and the quality of goods and services at a lower cost (Duncombe 

& Heeks, 2001). E-commerce presents a lot of opportunities and benefits to firms in developing countries 

(Richard, Hinson, Heeks, Molla & Mbarika, 2010, p. 2). Despite the potential benefits and the wide growth of 

e-commerce (MacGregor & Kartiwi 2010; MacGregor & Vrazalic, 2005; Riquelme, 2002) indications are that 

only large organizations have reaped the benefits, with SMEs adoption remaining at a relatively low level. 

This is particularly the case in many developing countries (Kapurubandara & Lawson, 2006). The past two 

decades have seen the rapid development of e-commerce, owing to the rapid growth of social media and online 

social networking providing huge potential and challenges for e-commerce in the form of new avenues for 

communication and interaction between e-commerce companies and customers (Aghamirian et. al 2015). E-

commerce is arguably an offshoot of globalization. Globalization denotes ‘new and increasing 

interconnectedness in economic, political, and cultural realms; while economic conceptualizations often 

dominate, globalization is also inherently political and cultural’ (Cheney et al 2011:421).  While some parts 

are clearly market driven, other aspects are political, cultural, environmental and religious in nature.  

E-commerce and CCT in Africa 

Generally, Africa’s economic development patterns is divided into two regions based on the general 

homogeneity of development patterns: North Africa and Sub-Saharan Africa (SSA). North Africa and the 

Middle East have very similar development patterns and so, these two socioeconomic regions are often 

classified together, although they are geographically located on different continents (Mbarika & Okoli 2003). 

When thinking about the African consumers’ culture, e-commerce is not the typical thing that comes to mind. 

Yet the e-commerce industry is one of the most promising in the continent, reaching out to the world as an 

attractive investment opportunity and Africa’s involvement promises huge potential results besides the little 

initial investment12. Unfortunately, SSA is commonly known for her many problems of hunger, epidemics, 

corruption, political instability, among other socio-economic issues as such, the diffusion of the internet and 

related technologies is probably one the last things to be associated with Africa (Mbarika & Okoli 2003). 

Africa became part of the global economy through the sales of raw materials or labour to Western interests, 

after the continent was colonised and partitioned among European countries setting up the production and 

exportation of new consumer goods like minerals, petroleum, cocoa, coffee, and palm oil (Okoro 2012). The 

present-day economies of large number of developing countries are still dependent on these colonial structures 

(Arnould 2011), which has resulted in an uneven distribution of wealth and purchasing power, creating an elite 

class, influencing consumption habits and practices on the continent (Okoro 2012). Thus, taking a strictly 

sociological view of African consumerism, the satisfaction derived from goods relates to the socially structured 

access in a zero-sum game in which satisfaction and status depend upon displaying and sustaining differences, 

                                                           
12 https://www.userlike.com/en/blog/2014/06/12/africa-the-awakened-ecommerce-lion Retrieved 24/06/2015 

https://www.userlike.com/en/blog/2014/06/12/africa-the-awakened-ecommerce-lion
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within conditions of price increases (Featherstone 2007). The focus being upon the different ways in which 

people use goods to create social bonds or distinctions. 

Africa has made great strides in e-commerce, for instance; handmade–crafts businesses and online 

entertainment has been rather successful in Africa with Nollywood movies, Iroko TV, TruSpot and Pay TV 

playing key roles in this regard, as e-commerce becomes a very vibrant platform for conducting business 

activities in almost all aspects of business life in Africa, like banking, oil and gas, telecommunications and 

retailing13. E-commerce is therefore one of the key growth areas for Information and Communication 

Technologies (ICT) penetration in Africa, although it was at the early stages in the early 2000s (UNCTAD 

2002, Mbarika & Okoli 2003) and still developing today. Many SMEs and consumers realize the importance 

of e-commerce, adapting to e-commerce while maintaining existing customers and attracting new customers 

based on the internet networks (Aghamirian et. al 2015). However, the penetration of e-commerce has met 

several growths challenges in the continent and sub-region, which could be attributed to the digital divide 

between the developed and developing countries (Fuchs & Horak, 2008). The potential role of ICTs in 

improving the socio-economic status of developing countries in general and SSA in particular has been much 

publicized leading to increased efforts by academics, business and Information Technology (IT) experts and 

governments to make these potentials probable consequently, increasing the penetration and use of ICTs and 

the internet in developing countries since the 1990s (Boateng, Hinson & Mbarika; Hinson, Heeks & Molla 

2008, 2011; Hinson 2004, 2005; Kapurubandara & Lawson 2006). Most studies on e-commerce adoption in 

Africa have centred on businesses or SMEs, focusing less on the barriers to e-commerce adoption, by 

consumer, although both consumers and businesses are functionally dependent on each other.  

Barriers to e-commerce adoption in Africa 

It appears that e-commerce adoption by businesses/SMEs and consumers in developing countries have barriers 

that are specific to them. Extant research on e-commerce adoption in developing countries are quite 

conceptualised with a number of Information Systems (IS) theories, frameworks and models (Boateng et al. 

2011) have fingered several barriers to e-commerce adoption and expansion to incorporate advanced forms 

after the initial adoption of e-commerce in the developing world by SMEs (Taylor & Owusu 2012, Kinuthia 

& Akinnusi 2014).. This section presents an outline of the recent literature on the major and commonly listed 

barriers to the adoption of e-commerce in Africa. 

Culture 

Geertz 1983 defined culture as the very fabric of experience, meaning, and action (Arnould & Thompson, 

2005). As a member of the society, the individual comes to acquire that complex whole which includes 

knowledge, belief, art, law, morals, custom, and other capabilities and habits by Edward B. Tylor, 1871 

therefore particular shared attitudes, written languages, governments, buildings, and other man-made things 

                                                           
13 http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/ Retrieved 26/07/2015 

http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/
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are merely the products of culture14. Consumers are thus bound to develop, acquire, learn, share, and be 

influenced by or manifest consumption traditions and ways of life relative to their cultural jurisdictions. 

Arnould & Thompson, captures the drift of Sherry (1991) this way: There are “experiential and sociocultural 

dimensions of consumption including such issues as product symbolism, ritual practices, the consumer stories 

in product and brand meanings, and the symbolic boundaries that structure personal and communal consumer 

identities” (Arnould & Thompson, 2005: 870). Thus, character traits, habits, categorizations within a given 

domain are of deterministic effects on people’s consumption patterns, consequently, in their adoption or usage 

of e-commerce. Sociocultural dynamics therefore drive consumption cycles as noted by several consumer 

culture theories (Askegaard and Kjeldgaard 2002; Holt 1997; Kozinets 2002; Thompson and Hirschman 1995). 

In addition, there may be cultural variations between subgroups in societies that share an overarching culture. 

Such groups exist within the society, each functioning by its own distinctive standards of behaviour while still 

sharing some common standards. Such groups are known as subcultures and they include occupational groups 

in society where there is a complex division of labour, or social classes in a stratified society, or ethnic groups 

(Haviland et. al. 2010:30). 

But Theodore Levitt’s 1983 Harvard Business Review piece, “The Globalization of Markets” argues 

differently, that gone are the days when “accustomed differences in national or regional preference [existed]” 

(Levitt, 1983: 2). Levitt broadly argues that the worldwide success of a growing list of products that have 

become household names is evidence that consumers the world over, despite deep-rooted cultural differences, 

are becoming more and more alike – homogenized. A new social situation is being created in which small 

local cultures are being eroded. Levitt refers to technology as the single most important driving device of this 

development. He thus contends: “A powerful force drives the world toward a converging commonality, and 

that force is technology. It has proletarianized communication, transport and travel. It has made isolated places 

and impoverished peoples eager for modernity's allurements. Almost everyone everywhere wants all the things 

they have heard about, seen, or experienced via the new technologies” (Levitt, 1983: 2). But does the mere 

presence of goods and services elsewhere presuppose globalization of preferences? Assuming that we all share 

similar preferences as Levitt contends, does that logically homogenize as well, our different environment, 

cultural fabrics, marketplace ideologies and sense-making interpretations, which are influential of our 

consumption patterns? (See for instance Holt 1997; Kozinets 2002; Thompson & Hirschman, 1995).  

Askegaard and Kjeldgaard however, disagree with Levitt, describing his claims as not only linear but also 

western-centric. Whilst conceding that the global socio-cultural infrastructure is being altered, like Aparadurai, 

they argue that the driving force is not technology alone, but media, finance, ideas, mixed ethnicities are also 

fundamental. They argue as well that simplistic dichotomous categorization such as local-global, East-West, 

                                                           
14 http://anthro.palomar.edu/culture/culture_1.htm Retrieved 28/04/2015 

http://anthro.palomar.edu/culture/culture_1.htm
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and foreign-domestic must be used advisedly (Askegaard and Kjeldgaard 2002).  They insist on “cultural 

reflexivity” which emphasises on general claim to integration and differential identity in an increasingly 

homogenized “marketized” political economy. Askegaard and Kjeldgaard argue that this consumer subculture 

is constructed through what they refer to as marketplace “bricolage” (Askegaard and Kjeldgaard 2002: 15). 

Askegaard and Kjeldgaard introduce an interesting dimension to the discourse. They, just like Apadurai, 

describe sets of globalizing practices without falling into the trap of “culturalizing” them. This appears 

plausible to the extent that the fact that e-commerce is available in a particular society does not mean that it 

should eventually become an intergral part of their ways of life or that the people will adopt it. Some 

intervening factors may be propitious before the dynamics could be thoroughly understood. But the downside 

of Askegaard and Kjeldgaard argument is their seeming drift from culture to the individual as the unit of 

analysis. They thus argue: “If culture is no longer what it used to be, one possible solution in terms of method 

is to have recourse to the seemingly stable unit of analysis, the individual” (Askegaard and Kjeldgaard, 2002: 

32).  

Although, Askegaard and Kjeldgaard are right that culture may “no longer be what it used to be”, it is dynamic, 

and though relatively stable, this does that mean it loses its deterministic potential of consumer’s behaviour. 

As Belk et al (1989) rightly observed, “Consumption involves more than the means by which people meet 

their everyday needs” (Belk et al, 1989:2). Culture creates and embodies the lived worlds of consumers; 

underlying experiences, processes and structures. While individuals can and do pursue personally edifying 

goals, through these consumer positions, they are enacting and personalizing cultural scripts that align their 

identities with the structural imperatives of a consumer-driven global economy. Consumption is a historically 

shaped mode of sociocultural practice that emerges within the structures and ideological imperatives of 

dynamic marketplaces (Arnould & Thompson, 2005).  Therefore, any framework that de-emphasises on 

culture in explaining consumer behaviour will not be far from losing its explanatory prowess, the all-important 

historical and institutional forces that shape the marketplace. It will also deny the consumer as a social 

category. This sums up as the consumers’ experiences, belief systems, and practices mediated by the 

underlying institutional and social structures. Hence, consumer’s environment and the cultural fabrics of their 

societies are likely to have potent influence on their acceptance or otherwise of e-commerce as suggested in 

Mbarika & Okoli, 2003. Culture has deterministic effects on the praxis and practices of consumers and 

businesses. 

Infrastructure development 

Infrastructure refers to different things to different people due to sector specific meanings attached to the term. 

Although common threads run through the myriad of definitions, nearly all mention or imply the following 

characteristics: interrelated systems, physical components and societal needs (Fulmer 2009:30). Thus, 

infrastructure refers to the fundamental facilities and systems serving a country or area, and it includes the 

services and facilities necessary for its economy to function. It commonly characterises technical structures 
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such as roads, bridges, electricity, and telecommunications. Infrastructure thus refers to all physical 

components of interconnected systems providing commodities and services essential to circulation of goods, 

knowledge, meaning, people, power and enable, sustain, or enhance societal living conditions. To information 

technology (IT) users, infrastructure refers to a collection of physical or virtual resources that supports the flow 

and processing of info and overall IT environment, like server, storage and network components15.  

Graham & Marvin argue that we can see the role of public infrastructures and new technologies in facilitating 

the mobility of people, goods, and utilities when old forms decay (Graham & Marvin 2001). As Larkin 2008 

notes, the ongoing life of these structures and networks themselves create new social collectives. 

Anthropologists are thus, positioned to document and see the role of infrastructures, both technological and 

human, in cultural life16 with more and more scholars looking to infrastructure as an object of study. However, 

one of the major problems that keeps on being reiterated in all literatures on e-commerce adoption barriers is 

the problem of infrastructure (Mbarika & Okoli 2003; Efendioglu, Yip & Murray 2004; Boateng, Heeks, 

Hinson & Molla 2008b). E-commerce enabling infrastructure includes internet connection, electricity, a 

reliable payment system, and reliable postal and delivery system. A number of these infrastructures need to be 

provided by the governments and investors -both foreign and local- since it will be too expensive for the SME 

to provide them. Thus, social networks, managerial capabilities and government commitment have an impact 

on e-commerce adoption (Boateng, Heeks, Hinson and Molla 2014). Notwithstanding given that all the e-

commerce enabling infrastructure are in place, the socio-cultural setting and economic situations of the 

consumer also determine the level of e-commerce adoption by businesses and consumers. 

Trust and ethics in ecommerce adoption 

The notion that e-commerce is an easy, fast and efficient way to do business is often tainted by consumer 

perceptions on ethics in online retail.  Ethical concerns in online retail continue to rise. Top on that list are 

non-deception, fulfilment, privacy and security on the internet because hackers, cyber criminals, credit card 

and identity thefts (Roman & Cuestas 2008) are some of the concerns of consumers and online retailers due to 

the fear that any information given could be assessed and used maliciously by cyber criminals and hackers. 

Thus, security refers to the degree to which the consumer believes that the site is safe for payments methods 

(Roman & Cuestas 2008). Thereby making trust an essential factor to e-commerce utilization, growth and 

expansion (Gefen 2003, Serva, Benamati & Fuller 2005, Roman 2007, and Roman & Cuestas 2008). 

The employment of trust depends on the prospect that other actors will behave in the way that they are expected 

to (Luhmann 2000, Lyon 2000). Trust is the expectation that the trusted person will not behave deviously by 

taking advantage of the situation. It is the belief the other party will behave in a dependable, ethical and socially 

appropriate manner. Trust is however different from trustworthiness and this distinction is important. 

                                                           
15 http://searchdatacenter.techtarget.com/definition/infrastructure Retrieved 1/05/2015 
16 http://www.culanth.org/curated_collections/11-infrastructure Retrieved 28/05/2015 

http://searchdatacenter.techtarget.com/definition/infrastructure
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Generally, trust is described as willingness to depend on another in situations of risk (Mayer et al., 1995; 

McKnight et al., 2002, Serva et al. 2005) and trustworthiness, also referred to as trusting beliefs within the 

information systems discipline, is the set of beliefs about the other party that precedes that willingness (Serva 

et al. 2005). This has proven useful in understanding consumer interaction in e-commerce (Gefen 2003; Pavlou 

& Gefen, 2004). Consumers’ trust i.e., their willingness to transact businesses online is believed to be driven 

by their assessment of the business’ trustworthiness (Gefen 2003, Roman 2007, Roman & Cuestas 2008, 

Reichheld & Schefter 2000). Accordingly, several attempts have been made to address these concerns. 

However, the consumer is still exposed to other ethical marketing problems like deception and dishonesty 

(Bush et al., 2000; Murphy et al., 2005; Roman, 2007). This affects the consumer’s trust online. 

Luhmann 2000 defines trust as a solution for specific problems of risk to be achieved within a familiar world 

but changes do occur in the familiar features of the world that affects the possibility of developing trust in 

human relations. Several studies have shown a positive relationship between social capital and trust, while 

others have merged the two as one. Social capital can be identified from the micro-institutional level to more 

macro scales of analysis (Lyon 2000) hence, it may be possible to ‘build up trust on the micro-level and protect 

systems against loss of confidence on the macro-level’ (Luhmann 2000). Woolcock defined social capital as 

the ‘information, trust, and norms of reciprocity inhering in one’s social networks’ (Fu 2004). Taking a broad 

definition of social capital that concentrates on trust and norms as well as networks, this study uses the concept 

of trust to explore the role of social relations in an economic activity like Humphrey and Schmitz, 1996, 

Fafchamps, 1996, Berry, 1993, Berry, 1997, Woolcock, 1998 and Lyon 2000. The concept of social capital 

has led to it being used with a range of definitions because of its popularity and widely spread academic roots, 

and the main themes that run through the definitions are those used by both Putnam (1993) and Coleman 

(1990), namely ‘networks, norms and trust that facilitate co-operation and co-ordination’(Lyon 2000). 

Therefore, the researcher’s viewpoint directs the balance of attention given to each of the concepts under social 

capital (Lyon 2000). 

Economic issues 

E-commerce adoption is also determined by the level of economic development in a given society. There is a 

positive relationship between developed economies and e-commerce, in that, the higher the GDP of a country, 

the greater the percentage of e-commerce activities17. Developed economies like USA and recently China lead 

the globe in e-commerce adoption and revenues accrued from it, which is dependent greatly on the purchasing 

power or poverty levels of the consumers living in that country. Purchasing power refers to the financial ability 

to purchase goods and services thus, the higher the purchasing power, the more the consumer buying power. 

A consumer's buying power represents his or her ability to make purchases. The economy affects buying 

power. Thus, if prices decline, consumers have greater buying power and if the currency value increases 

                                                           
17 UNCTAD 2003 
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relative to foreign currency, consumers have greater buying power and confidence. Consumer confidence 

refers to the degree of optimism that a consumer feels about the state of the economy and financial situation. 

It determines the spending activities of consumers and therefore serves as one of the key indicators for the 

overall shape of the economy. Thus, if the economy develops, consumer confidence increases and will be 

making more purchases. On the other hand, if the economy is in bad shape, confidence is reduced, making 

consumers save more and spend less18. When a country’s economy is robust, consumer culture blooms, 

consumer spending represents a material part of its economy. As developing economies accelerate their 

growths, residents do not merely follow the same level of consumption as developed markets but catapult their 

buying power (Bonsu 2008). This is evidenced in the trends of spending in developing economies, for example, 

the increase in the number of smart phones or the increasing costs of lavish weddings and even lavish funerals 

(Bonsu & Belk 2013) in Ghana, making the human being ‘nature’s most apt creature for intense, wasteful 

expenditure’ (Strandby & Askegaard 2014:148). 

The Consumer 

Nearly 65% of internet users have paid for services online with music and software leading in the most common 

kinds of content purchased19. These services include but not limited to personal items, air tickets, hotel and 

holiday packages, and entertainment items like movies and music audios or videos. As at the year 2000, an 

estimated 79% of non-online shoppers intended to buy on the internet, increasing the estimated online sales 

drastically20. However, the attitudes, perception, motivation, rituals, learning and beliefs of the online 

consumer influences the decision to click on the purchase button (Wu 2003). The e-commerce platform serves 

as a tool for the consumer to gather and analyse information, formulate thoughts and opinions and take actions 

(Wu 2003). This perceived utility and perceived ease-of-use of e-commerce platform limits its acceptance, 

with ‘intention-to-use’ serving as a mediator of actual system use (Davies 1986, 1989; Venkatesh et. al. 2003; 

Gefen 2003, Jian, Yang & Jun 2013). Thus, for a consumer to utilize an e-commerce platform, he/she needs 

the right infrastructure, knowledge/information and economic conditions. In addition, the socio-cultural 

makeup of the environment affects the adoption of e-commerce. Notwithstanding, the consumer’s intention to 

engage in e-commerce is very relevant, because the stronger the intention, the more likely it is for the consumer 

to utilize e-commerce, in the midst of structural and cultural difficulties. Therefore, intentions are assumed to 

capture the motivational factors that influence buying behaviour (Ajzen 1991). E-commerce is also subjective 

to the consumer’s attitude towards the behaviour, the norms surrounding the performance of that behaviour, 

                                                           
18 “Consumer Income, Purchasing Power, and Confidence.” Boundless Marketing (2015) 
https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/the-marketing-environment-
3/external-factors-31/consumer-income-purchasing-power-and-confidence-164-7604/ Retrieved 24 Jun. 2015 
19 http://www.pewinternet.org/2010/12/30/65-of-internet-users-have-paid-for-online-content/ Retrieved 4/07/2015. 

20 Ernst & Young, 2000. 

https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/the-marketing-environment-3/external-factors-31/consumer-income-purchasing-power-and-confidence-164-7604/
https://www.boundless.com/marketing/textbooks/boundless-marketing-textbook/the-marketing-environment-3/external-factors-31/consumer-income-purchasing-power-and-confidence-164-7604/
http://www.pewinternet.org/2010/12/30/65-of-internet-users-have-paid-for-online-content/


21 | P a g e  
 

and the individual's perception of the ease with which the behaviour can be performed (Eagly & Chiaken 

1993). This is because, perceived usefulness is also seen as being directly impacted by perceived ease of use.  

The consumer’s attitude bridges the gap between consumers’ background and the consumption that satisfies 

their needs (Wu 2003). It also denotes the individual's optimistic or pessimistic feelings about e-commerce, 

which is determined through an assessment of one's beliefs regarding the consequences arising from it and an 

evaluation of the desirability of these consequences (Wu 2003). It refers to the consumer’s relatively consistent 

evaluations, feelings and tendencies toward shopping online. This explains why a consumer likes online 

shopping and another does not. Consumer attitudes are resilient and as such, they help marketing managers 

predict the online shopping rate and evaluate future growths of e-commerce (Wu 2003). However, consumer 

attitudes are not created in vacuum; they are highly influenced by their cultural background, values and 

demographics by the society, past experiences and information from friends, family, salespeople and the 

media. Thus, the environment and cultural fabrics of the society of operation affect the growth and acceptance 

of e-commerce. This is because consumer’s horizons of conceivable action, feeling, and thought is framed by 

their culture and the marketplace ideology making certain patterns of behaviour and sense-making 

interpretations more likely than others (Askegaard & Kjeldgaard 2002; Holt 1997; Kozinets 2002; Thompson 

and Hirschman 1995). The consumption of market-made commodities and desire-inducing marketing symbols 

is central to the consumer’s culture (Holt 2002, Arnold 2005). Although, the adoption of new ways of doing 

things like online retailing is generally limited to the extent that a person has the required opportunities, 

infrastructure and resources, and the economic power of the consumer. The consumer has power over their 

mode of consumption and assumes an active role in interpreting and integrating the various markets options 

available into their own lives. The consumer is therefore responsible for choosing the market option that meets 

their desires and needs to achieve gratification. This implies that both the virtual and traditional markets 

compete against each other to achieve consumer satisfaction. However, the perceived characteristics of 

purchasing over the internet do affect its adoption (Eastlick and Lotz 1999; Verhoef and Langerak 2001; Eastin 

2002). In addition, prior studies have examined how website characteristics like ease of navigation, aesthetics, 

interactivity of the site influence consumers' perceptions of service quality, satisfaction, and subsequently e-

commerce adoptions and other important outcomes (e.g., Bauer et al., 2006; Montoya-Weiss et al., 2003; 

Parasuraman et al., 2005; Shankar et al., 2003; Wolfinbarger and Giuy, 2003; Yang et al., 2004; Roman & 

Cuestas 2008). 

Furthermore, consumer rituals, expectations and levels of satisfaction influences the decision to use e-

commerce. Desire is the motivating force behind much of contemporary consumption; however, most 

consumption is formed out of traditions and rituals of consumers (Belk, Ger, and Askegaard 2003). The socio-

cultural milieu and market rituals that the consumer likes to perform influences their perceptions and ideas, 

which contributes to whether or not a consumer will adopt e-commerce.  Some of these rituals may include 
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haggling, trying items or touching them before making a purchase or simply spending time walking 

through/around stalls or shops in the markets and malls. All of which contributes to the overall shopping 

experience. 

Consumer Market Culture in Africa 

The adoption and consumption of foreign commodities in Africa from the global north and more recently from 

China provide avenues for constructing “modern” multicultural consumer lifestyles and identities, has been 

criticised for encouraging consumers in the global south to emphasize individual identity at the expense of 

forms of identity based on groups such as lineages and clans (Arnould 2011). However, in many cases, the 

consumption of traditional products has persevered and boomed even as contemporary practices associated 

with colonial and postcolonial experiences such as capitalism, globalization, and internet penetration are 

layered over them (Arnould 2015) encouraging the survival of the traditional markets in the African society 

(Arnould 2011). Thus, consumption choices among poorer consumers, normally found in developing 

countries, are often embedded in patterns of behaviour that are perceived to be traditional, leading to 

creolization (Arnould 2011). The creolization of consumption patterns within global consumer culture is 

ubiquitous (Arnould 2015) and it leads to the glocalization of many products and services, including online 

shops. Glocalization refers to products and services are designed to benefit the local market while at the same 

time being developed and distributed for global markets21. An example is that the global fast food chains like 

McDonald’s, KFC etc. reproduce an institutional formula across cultural locations, but often undergoes 

significant alteration in what is offered and how (Arnould 2015). Thus, creolization refers to the diffusion of 

‘structures of common difference’ (Arnould 2011, Arnould 2015). These markets either maintain the colonial 

structures or become ‘modernized’ into stores, shops or boutiques along with the non-traditional markets like 

malls and virtual stores, encouraging the production and consumption of creolized products like music, 

electronics, cosmetics, weaves and fashion, which according to Arnould 2011, leads to ‘parallel modernity’.  

Arnould 2011:246 defines parallel modernity as “African consumers' imaginative engagement with alternative 

modern worlds that are different from their own but also without the ideological and political baggage 

associated with the former colonial powers”. 

These influences can be traced to the increase internet usage and exposure that started from the boom of internet 

cafes, the proliferation of smart phones and other electronic devices, and the contribution of the media, creating 

an environment ripe for online commerce though this is often constrained by limited purchasing power 

(Arnould 2011:245). Thus, colonial and post-colonial structures, globalization and ICT have contributed to the 

adaptations to the African consumer market culture, creating jobs and introducing e-commerce to the global 

south. Nonetheless, the absorption of Africa in the global market culture has had some challenges or adverse 

effects, especially where consumerism is considered as a pandemic accused of turning the world into ‘a bland 
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mono-culture, destroying local interest and diversity’22 and causing “accelerated consumerism”, where the 

motivation to consume exceeds the opportunity to earn which produces consumers without 

affordability(Arnould 2011). 

Conclusion 

At the macro level, “e-commerce is one of the most visible examples of the ways in which information and 

communication technologies (ICT) can contribute to economic growth. It helps countries improve trade 

efficiency and facilitates the integration of developing countries into the global economy. It allows businesses 

and entrepreneurs to become more competitive. And it provides jobs, thereby creating wealth” (Kofi Annan, 

UNCTAD 2002). However, the trend is that e-commerce and all its perceived benefits/successes occur mostly 

in developed economies than in developing ones. On the micro level, the cultural fabrics of the society like 

culture, unemployment/poverty and trust affects e-commerce assimilation. Some scholars in this field have 

argued that the challenging environment of developing countries seems to uphold the perception that the 

assumptions, approaches, and strategies defined for the effective implementation and realizing its benefits of 

e-commerce may not be easily transferable to the developing country context (Mbarika & Okoli 2003, Boateng 

et. al. 2008b). For example, the prevalent cash economy in the sub-region compared to countries with 

developed economies that have adopted electronic payments using debit/credit cards affects e-commerce 

assimilation and encourages the prevalence of corruption (Mbarika & Okoli 2003). This may be attributed to 

the underdeveloped credit card system in the sub-region and on the poverty levels there. Poverty affects the 

consumer culture and subsequently e-commerce adoption especially in developing countries, which limits the 

purchasing power or availability of funds to invest in e-commerce enabling technologies like fast internet 

connection, software and programmes, and to improve on planning and infrastructure, by consumers, e-

commerce businesses and/or governments. In addition, a country’s economic development is embedded in its 

social organization, but social phenomena are so pervasive, and very often so vaguely defined, that considering 

them in a systematic way is actually very difficult (Narayan 1999). The social capital23 and their 

interrelationship help explain a number of puzzles, and have important implications for adopting policies 

(Narayan 1999) like e-commerce and integration them into the market system.  

                                                           
22 https://www.brunswickgroup.com/publications/brunswick-review/issue-6/6-consumer-culture/ Assessed 
24/06/2015  
23 The term refers in general to the glue that holds groups and societies together, i.e. bonds of shared values, norms 

and institutions. 
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Conceptual Framework 

The emerging consumer societies in the global south are usually influenced by increasing urbanization of cities, 

the burgeoning middle class, its changing values and pent up consumer demand, changing women roles, work 

patterns and changing family structures, rising consumer expectation and aspirations and increase consumer 

spending on luxury items. Others include but not exclusive to, new types of shopping environments and outlets, 

media proliferation, sofistication, satellite and cable TV and the entry of MNCs.However, the level of ICT 

penetration vary from the global south and global north countries, an issue that is referred to as digital divide. 

Internet access hold both practical and symbolic meanings to consumers and business in the developing world. 

It plays a major role in e-commerce adoption, information dissemination, improves education through e-

learning, influences social media presence or serves as a communication tool, which is often linked to 

democracy/ open society, growth and development. E-commerce also holds practical and symbolic meanings 

to consumers and businesses. It creates employment, access to a wide variety of consumer goods, and it 

incorporates businesses and consumers in the developing world into the global value chain. 

  

E-commerce may constitute part of the business processes or the entire processes, embrace several forms of 

transactions and information exchange between businesses B2B, customers C2C, businesses and customers 

B2C and government and businesses G2B, depending on the type of technology involved or the extent of 

integration into the business processes in the value chain (Boateng et. al 2011; 2014). In the global south 

however, ICTs and e-commerce are seen as modern technologies and as such, are usually affected by certain 

motives that hinder their penetration. But in the global North, e-commerce is simply a progress and has some 

historical and institutional backgrounds that makes its acceptance less difficult.  
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Consumer Culture Theory (CCT) 

According to Askegaard & Linnet 2011, CCT rose against the econometrically or psychologically based 

approaches to consumer behaviour, not because it did not apply a focus on the individual rather the individual, 

as a consumer ‘was/is highly constrained by the assumptions of rationality and/or cognitive information 

processing’. The CCT tradition was thus borne out of a dissatisfaction with the highly structured approaches 

to consumer behaviour, which is a vital distinction to approaches that stress consumer agency. Psychological 

approaches usually gives primacy to the consumer/agent as the locus of power or intention, excluding or 

relegating structural and contextual conditions to an ancillary role. However, central to CCT research has been 

the depiction of the consumer as ‘a reflexive and empowered identity seeker, navigating its way through the 

plethora of opportunities provided by the marketplace, and reflecting often both consciously and critically over 

the market mediated messages’(Askegaard & Linnet 2011:383). Thus, CCT research into consumer identity 

focuses on the ‘co-constitutive, co-productive ways in which consumers, working with marketer-generated 

materials forge diversified and contextually fragmented senses of self’, which consumers are conceived of as 

‘producers of identity projects that they undertake using the material and symbolic resources offered by the 

marketplace’ (Arnould 2006). Therefore, CCT provides a distributed view of cultural meanings generated, 

sustained and transformed by larger social and cultural forces, freed from stereotypical conceptions of general 

social patterns, though it emerges from certain socio-economic systems, with the impact of globalization and 

market capitalism explicit in all CCT studies (Joy & Li 2012:142). 

According to Arnould & Thompson 2005, CCT is not a unified, grand theory and neither does it aim to such 

nomothetic claims. Instead, as an interdisciplinary field, CCT comprises the macro, interpretive, and critical 

approaches to and perspectives of consumer behaviour, which considers consumption, and its involved 

behavioural choices and practices, as social and cultural phenomena as opposed to psychological or purely 

economic phenomena associated with the manufacture, marketing, sale and purchase of commodities (Broad 

2003, Arnould 2005; 2006, Askegaard & Linnet 2011). That is, CCT as a marketing school of thought 

addresses the complex dynamics, Arnould & Thompson 2005 distinguishes between four domains within CCT 

research: one; consumer identity projects; popular culture; marketplace structures; emergent socio-historic 

patterning of consumption; and, marketplace ideologies. Two; marketplace culture and subculture analysis, 

which perceives consumers as culture producers, particularly influenced by concept of neo-tribes in Maffesoli 

1995. Thus, CCT moves from typing and classifying consumers, instead studying consumer choices and the 

conditions of their cultural enactments. Three; mass-mediated marketplace ideologies and consumers' 

interpretive strategies, which conceives consumers as interpretive agents whose meaning-creating activities 

array from those that tacitly embrace the identity and lifestyle standards depicted in mass media to those that 

wilfully and critically deviate from them. These include discussions of postmodernity and its theoretical and 

pragmatic consequences, with the notion that consumer ideologies and identities are influenced by economic 

and cultural globalisation and how cultural product systems orient consumers toward certain ideologies or 
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identities such Elliot’s 1997 seminal paper on desire and Patterson, et al. 1998. Four, socio-historic patterning 

of consumption, which researches the influence of social capital on consumption choices such as Holt and 

Bourdieu, explores the institutional and social structures that influence systematically consumption and 

reciprocally, the relationships between consumers’ experiences, belief systems and practices, and their 

institutional and social structures. Consumers are perceived as players in a social game, who are predisposed 

toward certain actions and improvisational changes by their history, socialization and governing social norms 

and rules. (Arnould & Thompson 2005, Arnould 2006). Although some studies exhibit relevance within 

multiple categories (Joy & Li 2012). 

Using CCT in this study: 

In this study, CCT describes a densely woven network of global connections and extensions, through which 

local cultures are increasingly interpenetrated by the forces of transnational capital and the global media scope 

seen in Appadurai 1990, Slater 1997, Wilk 1995 (Arnould 2011:244) which has contributed to the adjustments 

in consumption patterns, blending the historical, material, critical, and empirical perspectives. CCT is beyond 

individual to communal rather it combines the supply and demand sides of the consumption process because 

consumption takes place in the market system. It illustrates the contextual, symbolic and experiential aspects 

of consumption as they develop across the consumption cycle from possession and exchange, to consumption 

and divestment (Joy & Li 2012). Thus, globalization and exposure to Western consumer systems, modernity, 

advancement in technology, ICTs and the spread of the internet increased access to goods globally by 

eliminating proximity restrictions and heightening consumers’ interests in ‘aestheticization’- the process by 

which goods and services are loaded with additional meaning and values and brands. These have played a vital 

part in promoting cultural consumption - the consumption of goods primarily for their expressive and symbolic 

properties, mass production and accessibility of these products, and e-commence penetration into the global 

south. Creating adoptions and adaptions of the consumption patterns, preferences and tastes and possibly 

rituals of consumers that are exposed to it. However, there are differences between these classes and weak 

infrastructure on the supply side, affecting the demand side and the overall penetration of e-commerce. Thus, 

the consumption of foreign commodities from Europe and more recently from Asia in urban cities in Ghana, 

provide avenues for constructing “modern” multicultural consumer lifestyles and identities that are usually 

different from consumers in rural areas (Arnould 2011). These influences can be traced to the increase internet 

usage and exposure that started from the boom of internet cafes in the Ghanaian cities, the proliferation of 

smart phones and other electronic devices, and the contribution of the media, creating an environment ripe for 

online commerce though this is often constrained by limited purchasing power (Arnould 2011:245). 

Globalization has thus contributed to the changes or adjustments in the Ghanaian consumer culture and 

eventually introducing and encouraging e-commerce to Ghana. 
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The consumers’ culture, a central theme in CCT therefore refers to the ‘social arrangement in which the 

relations between lived culture and social resources, between meaningful ways of life and the symbolic and 

material resources on which they depend, are mediated through markets’ (Arnould 2006). The consumer 

research inspired by this construct generally addresses the socio-cultural, experiential, symbolic, and 

ideological aspects of consumption, influenced by the social factors of CCT such as history, culture, and 

implications of Bourdieu’s concepts of capital on e-commerce adoption in Ghana for example. Thus this study 

approaches CCT from a more socially embedded perspective rather than interpreting consumer behaviour 

exclusively or even predominantly in terms of the individual subject, arguing for ‘the legitimacy of thinking 

in terms of collective subjects’(Askegarard & Linnet 2011:387). Although consumers may identify their 

actions, desires and intentions as directed explicitly to circumstances in their lives or their close peers, these 

drivers of consumption largely originate in cultural, societal, political and economic conditions (Askegaard & 

Linnet 2011). However, it does not reject accounting for the individual worldview in CCT rather it promotes 

the importance of regarding consumption as practice. Therefore, approaching the consumer behaviour from a 

communal perspective and identifies that the consumer is not just as an identity seeker rather views the 

consumer as a member of social unions, since their consumption patterns are highly bound by socially 

instituted factors of historical and cultural character (Askegaard & Linnet 2011). These characters influence 

rituals, market preferences and tastes, which plays a crucial role in e-commerce adoption. 

As deduced from above, CCT is very relevant to this study in understanding the motives behind consumption 

choices between online retailing and traditional markets. However, it is western-centric in nature, which may 

be attributed to its origins. According to Woodard 2012, though attempts have been made to include portions 

of the extra-European and extra-U.S. American world, the published results have been, perhaps predictably, 

disappointing to researchers interested in that vast lot of the globe. That includes all of the Americas south of 

the Florida Straits, the entirety of Africa, and Eurasia as it runs east-southeast from Istanbul through the Indian 

subcontinent and into Oceania places grouped together in the most recent and fashionable of a long line of 

geopolitical taxonomies as the “Global South”. This means that the theories and strategies in the theory are 

adjusted and adapted to suit the Ghanaian society context especially using in the study of e-commerce, which 

is currently dominated by Information Systems Theories and psychological theories like Consumer behaviour 

theories.  Furthermore, CCT does not adequately cover the problems of purchasing power, poverty, 

infrastructure, and trust- issues that the study finds crucial due to its setting.  
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Part III: Methodology 

Introduction 

The data collection method embraced two steps: the library studies to review the research literature sources 

used from mainly books, articles, information sources and the web, and field research to collect the desired 

empirical information and evaluate the germane variables, combining aspects of qualitative and quantitative 

research methods to understand the motives (and preceding activities) affecting e-commerce penetration in 

Ghana. As such, the study involves ‘an empirical investigation of a contemporary phenomenon within its real 

life context using multiple sources of evidence’ (Robson, 1993:146). 

Mixed Methods 

The original research design was to do a qualitative research only, however, the increasing awareness of the 

extreme complexity and political contingency in defining many concepts in developing countries that leads to 

the inevitable complexity of the information needed to find solutions (Desai & Potter 2006) made me 

reconsider this plan. An interdisciplinary approach in researching in developing countries have become more 

common, leading to a ‘constructive cross-fertilization of tools and more integrated methodologies to build on 

the complementarities between different methods’ (Desai & Potter 2006). Furthermore, according to Arnould 

& Thompson 2005, the methodological preference follows from the aims that drive CCT rather than from a 

passion for qualitative data or vivid description per se. As described in Sherry 1991, CCT focuses on the 

experiential and sociocultural dimensions of consumption that are not plainly accessible through the exclusive 

use of experiments, surveys, or database modelling. It includes such issues as product symbolism, ritual 

practices, the consumer stories in product and brand meanings, and the symbolic boundaries that structure 

personal and communal consumer identities (Arnould & Thompson 2005). However, CCT neither demands 

fidelity to any one methodological orientation nor does it idolize a qualitative-quantitative divide. CCT 

researchers embrace methodological pluralism whenever quantitative measures and analytic techniques can 

advance the operative theoretical agenda, like researching on e-commerce in a developing country. 

Therefore, the study used primary data: questionnaires/surveys, interviews, focus-group discussions, and 

secondary data, mainly from the 2010 Housing and Population Census, reflecting the mixed methods nature 

of the study. Mixed methods is a good design to use since it builds on the strengths of both quantitative and 

qualitative data (Creswell 2012). Both approaches complement each other, because the qualitative data mostly 

tells the story and the quantitative data gives the statistics that confirms or disproves the stories from the 

interviews. Truth and reality are different from place to place, and as such, it is important to understand things 

in the contexts that they happen. However, doing a purely qualitative study in this case would have been too 

narrow, since I wanted to get as many views as possible on the problem from the consumers, to be able to 

come up with recommendations that are representative of the populace. Therefore the need for incorporating 

aspects of quantitative methodology. However, knowing the impersonal and dry nature of quantitative 
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methodology, I needed to incorporate into the questionnaires both open-ended and closed-ended questions 

with options to explain answers chosen, in order to give the respondents the chance to elaborate on answers. 

So as not to only have large numbers rather have the stories of the consumers as well. Thus, both qualitative 

and quantitative data provide a better understanding of the research problem together, than by themselves. 

Country Profile 

Ghana is no different from other countries in SSA due to very similar economic and socio-cultural conditions. 

Ghana is a lower middle-income country with a GDP of 48.14 billion USD, per capita income of 1,858.2 USD 

and an estimated population of 25.90 million according to GSS 2013 with 50.5% females and 49.5% males24. 

The 2010 National Population and Housing Census indicated that Ghana has a youthful population (GSS 

2013:17). Historically, the merger of the British colony of the Gold Coast and the Togoland trust territory 

formed present-day Ghana, the first country in colonial Africa to gain independence in 1957. Ghana exhibited 

relatively strong growth since the 1980s, even higher growth in the early 2000s has long been fêted in the 

Global North as the model for African progress, development, and is the poster child for anti-imperialism, 

stability and democracy in Africa. However, like many of the countries in Africa, this beautifully painted image 

of Ghana and her numerous natural resource endowments are yet to manifest in economic success, with the 

country still struggling with poverty. Like all former British Colonies, the official language is English, and 

most Ghanaians speak both English and one or more other local languages making Ghana a multilingual 

country. Currently, there are about 70-80 ethnicities in Ghana, speaking unique dialects, though some dialects 

are mutually intelligible. Presently, only eleven of these languages are Government-sponsored, namely: 

Akuapem Twi, Asante Twi, Ewe, Mfantse, Ga, Dangme and Nzema, Dagbani, Dagaare, Gonja and Kasem, 

with the Bureau of Ghana Languages (BGL) as the focal point for the development, promotion, orthographic 

control and learning of Ghanaian languages and other cultural aspects. 

Site of study 

I based my studies in Accra and Kumasi, often traveling back and forth between these two cities during the 

course of the study. Although the level of urbanization varies from region to region, more than half of the 

population live in urban areas (GSS 2013). Greater Accra Region (90.5%) has the highest proportion of urban 

population followed by the Ashanti Region (60.6%), leaving the remaining eight regions predominantly rural, 

with the level of urbanisation below the national average (GSS 2013:3). The concentration of industries and 

commercial activities in Greater Accra and Ashanti accounts for the relatively high urban population in these 

two regions.  In addition, these two regions combined, have the highest proportion of mobile phone users 

27.2% and 23.1% respectively, and the highest percentage of internet users in the country, 42.3% and 22.5% 

respectively (GSS 2013). Therefore, these factors influenced my decision to site the study in Accra and 

                                                           
24 http://data.worldbank.org/country/ghana Assessed 14/03/2015 

http://data.worldbank.org/country/ghana
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Kumasi, the capitals of the regions. Incidentally, all the SMEs in e-commerce that I contacted were currently 

operating and situated mainly in these two regions, with talks of or attempts at expanding into the other regions. 

Sampling Method 

Purposive sampling, a form of non-probability sampling method, was used to select the companies and/or 

SMEs that were relevant to my studies. In addition, I relied on systematic random sampling in choosing the 

actual recipients of the questionnaires – by picking every 2nd person after my starting point. In addition to the 

interviews, respondents were chosen in three different sets of people, to represent low, medium and high-

income earners, in order to get a composite view of the study. The first set were students chosen from both the 

University of Science and Technology in Kumasi and the University of Ghana in Accra. The students were 

chosen because of the expectation that they are technologically savvy and as such likely to be exposed to e-

commerce. The working class/income earners made up the second set, and were chosen from workers and 

buyers at the West-hills mall, and workers in their stalls or workplaces. These people have the purchasing 

power, and not only the knowledge to use e-commerce, since purchasing power is a very important element of 

commerce. Finally, the household sets were chosen from the Beach Drive Estates and its environs i.e. 

Kokrobite-Tuba neighbourhood (Kasoa), East Legon, and Lapaz, in attempt to mop up all other possible e-

commerce users who may have been missed or excluded from the initial sets. They include stay-home-

moms/dads, retired workers, market women and operators of neighbourhood stores, tertiary students living at 

home, income earners who do go to the malls, workers from other institutions and/or workers on leave. 

Primary Data  

This sub-section contains the primary data collected from sources, using interviews, written response, a 

focus-group discussion and 200 questionnaires. 

Questionnaires 

Two hundred questionnaires were distributed, collated, coded and entered using the SPSS software system. Its 

aim was to get the urban Ghanaian consumer’s view on the study; as such, they were not segregated into groups 

during entries, but rather, as one entity, representing the whole sample size. The questionnaire consisted of 15 

questions, which aimed at finding answers to the research questions, which included the purely close-ended 

statistical questions like the demographics, semi-open questions with the options to explain and open-ended 

questions. After preliminary design of the questionnaire and interview guide, my supervisors and I studied the 

questions in relation to intelligibility of questions and connection of the questions to the purpose of the study, 

rewording and removing irrelevant questions as a test for its validity and reliability. 

Focus-Group Discussions 

Initially, I intended to have two focus-group discussion: one with a group of students who had filled the 

questionnaires and the other with an online community of internet shoppers attempting a ‘netnography’. The 

former would have been possible if I had arrived in Ghana a month or some weeks earlier because the students 
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were in the revision week (last weekend before exam) and as such were too busy preparing for their exams, so 

they barely had time to fill the questionnaires and neither could we agree on a meeting for the discussion.  So 

I had to choose one; have them fill the questionnaires or insist on both and risk losing both. 

The latter was pervasive and after asking around and sending several emails and friend requests on social 

media, I had to drop it because I realized that the online groups I found were mainly for social purposes and I 

could not find any that was based on e-commerce. The ones found were either old school mates groups, groups 

encouraging natural hair and beauty among women and even groups for sharing jokes. The closest I got to was 

a group for ‘naturalistas’ called ‘Afrostatic Ghana’ i.e. girls rocking afro or kinky hair, where the members put 

up links to articles on products and general haircare. However, there was no actual sale of products, just 

information on products that works and hair shows or events. They were definitely not an online community 

of shoppers. So, I had to put that on hold, rethink my strategy and then try again.  

As luck will have it, I decided to pass through Lapaz to distribute the last batch questionnaires on my way 

home after an interview with De-Hommy in Nyamekye, a suburb in Accra. I walked into a compound house 

and after introducing my study, it generated into a huge discussion because one of the young men around, a 

dance teacher, had bought some dancing shoes online and he was so upset with the quality. Since I carried my 

iPad in my purse, I asked their permission to have a discussion with them after filling the questionnaires, while 

I recorded. Therefore, having a totally unplanned and unscheduled focus group discussion with six people: 

Benewa Owusu a 26-year-old unemployed lady; Christina Frimpong a 26-year-old student who doubles as a 

primary school teacher and Ralph Agyeman, a 30-year-old salsa dance teacher. The rest are: Nathan Edem a 

23-year-old technician and student; Theresa Shemima Ayariga, a 28-yearold stay-home mom of three, Prince 

Owusu a 27-year old radio host and Evans Teye a 27-year old phone repairer. A compound house in Ghana 

typically refers to a cluster or group of buildings/rooms in one enclosure, sharing the same compound and/or 

facilities like bathrooms, toilets or kitchens. They are normally inhabited by people from different families, 

professions and a landlord (and his/her family) or by members of a family/lineage in an extended family 

system, living independently or interdependently on each other. 

Interviews 

In addition, I conducted four interviews with retailers and online e-commerce platforms (Tonaton.com, 

Zoobashop.com, De-Homey Fashion) and one paper-based interview with ‘Ahwenepa nkasa’ over a 5-week 

period. These interviews lasted between 25-60 minutes. However, I had to cancel interviews with two online 

platforms/shops who employs both B2C and C2C e-commerce methods offering a wide range of products and 

a telecommunications companies. Due to delays, non-response of emails and failed promises of calling back 

when the researcher called, though, these interviews may have been possible if I had more time in Ghana to 

pursue them. Even though, these interviews could have given insights to the running of such seemingly 
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complex system, it does not necessarily affect the quality of data gathered; but it might have been an added 

angle of analysis.  

Anhwenepa Nkasa Product & Services 

Ahwenepa Nkasa, an Akan word that translates, precious beads make no noise is primarily a clothing and 

accessories enterprise run by Veronique Lunganga, with the aim of marketing and distributing quality African 

products online. The store runs both on a website and on Facebook25, which is international in both reach and 

focus. That is, items are targeted to outside market however; it is also opened to Ghanaian shoppers online. It 

is an online store with no physical landmarked location, which sells a wide range of products like swimsuits, 

sarongs, totes, more necklaces, bracelets, clutches, and bangles online. 

De-Hommy Clothing GH 

De-Hommy opened as an online store through Facebook26 in 2012, offering deliveries to offices and homes. It 

sells primarily African clothes and shirts, shoes and general clothing of foreign brands and designs. De-

Hommy’s slogan is: it is time to look real good and be proud of your culture, and it is run by Michael Rockson 

Dobga, his brother Toufic and one other employee. However, the online shop is an extension of the physical 

store, to open doors for a wider market and enables busy people to shop from the convenience of their homes 

and offices.  

Tonaton.com 

Tonaton.com is a free online classifieds website launched in February 2013 where consumers can buy and sell 

almost everything, all over Ghana owned by Swedish investment company, Kinnevik27 AB, the site is 

developed and maintained by technical teams based in Sweden. However, local staffs within Ghana manage 

business development and customer services for Tonaton.com. "Tonaton" means "Buy and Sell" in Twi and is 

considered to be the first dedicated classifieds portal in Ghana. Top categories on tonaton.com are electronics, 

cars/vehicles, property and job-searches, thereby serving as a platform for B2B, B2C and C2C e-commerce. 

Tonaton’s slogan is ‘the largest marketplace in Ghana!’ Tonaton.com currently ranks 26,727 globally and 14 

in Ghana28. According to Alexa.com, 74.8% of the traffic to tonaton.com comes from Ghana and daily page 

views per visitor is 13.50 an increase of 20% and daily time spent on site is 12:16, an increase of 26.00%, in 

the past three months29. 

                                                           
25 www.ahwenepankasa.com  
https://www.facebook.com/AhwenepaNkasa?fref=ts  
26 https://www.facebook.com/pages/De-Hommy-Gh/239677629492247?fref=ts  
27 Kinnevik holds significant stakes in about 50 companies operating in more than 80 countries, with a particular focus 
on growing markets and technology-based services  aimed at consumers. Kinnevik’s assets include Milicom (operates 
under the brand name Tigo), Zalando SE, Tele2 AB, Rocket Internet SE, Modern Times Group (MTG) and Avito.  
http://www.kinnevik.se/en/Investments/ Assessed 25/05/2015 
28 http://www.alexa.com/siteinfo/tonaton.com Assessed 25/05/2015 
29 Source: Alexa Internet, Inc. is a California-based subsidiary company of Amazon.com which provides commercial 
web traffic data. 

http://www.ahwenepankasa.com/
https://www.facebook.com/AhwenepaNkasa?fref=ts
https://www.facebook.com/pages/De-Hommy-Gh/239677629492247?fref=ts
http://www.kinnevik.se/en/Investments/
http://www.alexa.com/siteinfo/tonaton.com
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Zoobashop.com 

Zoobashop.com is a Ghanaian-owned online retail store that offers an extensive variety of electronics, home 

appliances, items of fashion etc., at awesome prices. We currently, deliver to all addresses in Accra and Tema, 

and expect to expand deliveries’ coverage in the not too distant future. Zoobashop’s slogan is ‘Ghana’s Premier 

Online Store’. Zoobashop.com allows several modes of payment, from the conventional cash-on-delivery, 

mobile money to online credit/debit card payments, so paying for the things is easy and convenient. 

Zoobashop.com ranks 413,020 globally improving 123,016 places in the past three months. The daily unique 

page view per visitor is 2.90, an increase of 40.00% and the daily time on site 3:57 minutes, an increase of 

21.00% compared to the past three months30. 

Ethics 

Going into the studies, I was aware of the problems with doing research in one’s own society. Problems such 

as the researcher’s assumptions and tendency to brush off things as normal. This necessitated the need to be 

highly objective and observant, to avoid missing certain important but subtle peculiarities that could alert 

divergent assumptions and/or surprises, though I was not looking forward to experience ‘culture shock’ or 

‘emotional shock’ as would be experienced by a ‘foreigner’. However, there was an issue of a clear placement 

within the social structure being studied, though I identified myself clearly, as a member of the society, there 

was the occasional feeling of an ‘outsider’, forcing me to have awkward conversations with people who visibly 

tagged me as a ‘foreigner’ the moment I mentioned that I am schooling abroad. Necessitating the strategy of 

speaking Twi first when approaching respondents with questionnaires and then switching to English only when 

the respondents switched codes. This worked really well since most Ghanaians living in Accra or Kumasi are 

either L1 or L2 speakers of Akan (Twi)31. This was however, not a problem with the interviews conducted 

with the SMEs and data collected on the university campuses, though there was the obvious feeling of not 

being part of the ‘student’ culture there as well. 

…The students’ countenance towards me was mostly that of a superior, almost like a teacher, especially in 

classes where the lecturer I asked permission from, introduced me to the class. Imagine my surprise when 

students in a final year undergraduate class, of which many were in the same age group as me, were calling 

me madam. Of course, I quickly responded: ‘please I’m not a madam o, just call me Eunice’, which drew 

laughter and giggles among the students… (Source: researcher’s Journal) 

Obviously, I did not want to be seen in such a high position because it would push me further, outside the 

culture of the student respondents, especially when I am still a student. Madam is normally used to refer to 

female teachers or someone in authority in Ghana. It is also lightly used especially among girlfriends, when 

teasing a bossy or smothering friend or child. I could not get away from this because it was necessary to ask 

                                                           
30 http://www.alexa.com/siteinfo/zoobashop.com  
31 http://www.ethnologue.com/country/GH/languages  

http://www.alexa.com/siteinfo/zoobashop.com
http://www.ethnologue.com/country/GH/languages
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permission from teachers before approaching a class, especially when most of them were having their last 

classes of the semester (one of the most important lectures in my undergraduate days). Although the period for 

the research was short, I built a rapport with respondents, who often, had conversations with me after the data 

was collected, some of which have become friends and contacts in Ghana. To ensure ethics, the consent of 

respondents to the interviews were always sought before scheduling and recording interviews, use of 

company’s name and/or photos in the work. In the same way, consents were always sought before distributing 

questionnaires. Also, I avoided deceit, causing harm or distraction to the lives of the respondents to ensure a 

high code of ethics (ACA 2014:15-17). In addition, the questionnaires were anonymous and I offered 

anonymity to the SMEs who were concerned with the possibility of data leakages to their competitors, though 

none took the offer, after they were assured that, the data collected was for a purely academic purpose. A 

promise I ensured to keep. However, one of the SMEs offered to answer only questions that are not sensitive 

to operations, which was fine because I got answers to most of my questions anyways. Finally, I assured all 

respondents in the study that the data collected will only be used for the purposes indicated which I stayed true 

to that promise, knowing how sensitive data could be. 

Undoubtedly, there are several advantages of doing research in one’s society beyond such complexities. Most 

times, there are no language barriers, however, this is not exactly the case in Ghana because there are about 

seventy ethnic groupings each speaking a unique dialect in the country, so, it is almost impossible to speak all 

of them. The good thing was that the research was based Accra and Kumasi, where, as earlier mentioned 

residents mostly speak or understand varying levels of English, Twi (Akan) and/or Ga, languages the 

researcher also speaks. In addition, I was able to interpret and understand some nuances, which may be difficult 

for an alien to understand, and share similar views with the people in the society because of shared values and 

cultures. Also, I found it easier to communicate, build rapport and get easily accepted by the respondent, even 

in ‘elite’ neighbourhoods, something I was very sceptical and concerned about before going to the field. People 

were generally very nice and welcoming but occasionally trying. 

I normally went to the purposefully chosen areas with a particular number of questionnaires to be distributed 

randomly, and there were several occasions where friend(s) or neighbour(s) of a respondent approached me 

for some questionnaires for themselves or their friends. However, this was not possible, as the respondents 

were normally chosen using even numbers or as was mostly the case, I had run out of questionnaires for the 

day. I got used to receiving messages from friends, contacts or even family members about questionnaires that 

needs to be given to an interested person in a neighbourhood. I also got used to people offering to share the 

questionnaires in town on my behalf, offers I had to decline from people who simply wanted to help. A blessing 

and a bane of collecting data close to where I lived! (Source: researcher’s journal). 
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Problems with doing research 

I encountered minimal problems doing this research. People were generally interested and/or willing to fill 

questionnaires or take part in interviews. I first contacted the SMEs through e-mail and Facebook messenger 

when I was in Denmark, and subsequently phone calls to confirm and make appointments when I arrived in 

Ghana. The SMEs contacted were very helpful, hospitable and ‘squeezed’ me into their busy schedules to 

conduct interviews, one of which lasted as long as an hour. Also, I had no problems with finances due to the 

research grant I received from the Danida Fellowship Centre, thus it was easy travelling between and within 

Accra and Kumasi over the 5-week period. The main problem I encountered was the problem of unstable 

power and long periods of power outages in the country, which is a national problem. This obviously made 

printing and transcribing difficult, as I could not do these things without electricity. However, I had been 

warned of the problem prior to my trip to Ghana so I bought a power bank that ensured that my phone and 

iPad, which doubled as recording devices, were mostly fully charged, while my laptop was likely off because 

apparently I had no idea that the power banks for laptops existed until recently.  
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Part IV: Analysis 

Information and Communication Technologies (ICT) have become important tools in today’s knowledge-

based information society and economy, and plays important developmental roles in an emerging economy 

like Ghana. ICT has been widely recognized and reflected at various levels in the country such as the 

development and deployment of a national ICT infrastructure, institutional, regulatory framework for 

managing the sector and promoting the use of ICT in all sectors of the economy. In addition, implementing e-

governance in all government institutions and the construction of a National Data Centre and Regional 

Innovation Centres. The effect of these improvements on the economic and social transformation of Ghana 

according to the National Development Planning Commission (NDPC) 201332, have been increasingly 

positive. For instance, it led to an increase of 2.3 percent in 2009 to 10.5 percent in 2011 in the contribution of 

ICT to the GDP, and the ICT industry created 3,500 additional jobs in 2011 as against 3,050 in 2010. As at 

2012, there were 11 main telephone lines and estimated 171 out of a 1,000 people used the internet33. In 

addition, about 21 million mobile phone subscriptions corresponding to 84.9% of the populace (GSS 

2013:364), and 33.3 inhabitants per 100 in Ghana had access to mobile broadband34. The highest proportion 

of mobile phone owners live in the Greater Accra and Ashanti regions 27.2% and 23.1% respectively, 

accounting for just over half of mobile phone owners in the country. The other eight regions include Central 

8.3%, Eastern 10%, Western 9.3%, Brong Ahafo 7.7%, Volta 6.7%, Northern 4.2%, Upper East 2.1% and 

Upper West 1.2% Regions i.e. 49.7% for all 8 regions accounting for the rest. Internet connections exist in 

most cities and towns with good and increasing speeds and the number of internet subscribers increased from 

1,296,047 to 4,086,428 in the years 2009 – 2011 (GSS 2013:359, NCA 2011). Common forms of internet 

usage in Ghana by businesses and individuals are emails, website operations and web browsing, downloading 

Apps and social media like Facebook, Twitter and WhatsApp35. It is however possible to find several smaller 

businesses that do not use the internet in part of its transactions. These includes the traditional markets like the 

Makola, Kasoa, Abgobgloshie and Kaneshie markets where traders may use mobile phones to contact 

consumers, retailers and wholesalers but not the internet. This constitutes a problem in terms of unrealized 

potential for efficiency gains or growth potential through ICT, perhaps making traditional brick-and-mortar 

markets signs of lack of economic modernization and adaption of ICT or more e-commerce. Generally, online 

shopping can still be regarded as a new and growing practice when compared to other modes of shopping 

(Vijayasarathy 2004) in the country. Although in Ghana’s case, there is a gap between the potential impact 

                                                           
32 http://www.gh.undp.org/content/dam/ghana/docs/Doc/Inclgro/UNDP_GH_IG_2010MDGreport_18102013.pdf pp. 
69-72 Retrieved 1/06/2015 
33 http://thecommonwealth.org/our-member-countries/ghana/society#sthash.ReVEVP9h.dpuf Assessed 14/03/2015 

34http://www.itwebafrica.com/mobile/352-ghana/231724-ghana-has-africas-highest-mobile-broadband-usage-
rates#sthash.jImKUKsp.dpuf Assessed 31/05/2015 
35 http://www.itnewsafrica.com/2015/04/study-reveals-african-mobile-phone-usage-stats/ Assessed 31/05/2015 

http://www.gh.undp.org/content/dam/ghana/docs/Doc/Inclgro/UNDP_GH_IG_2010MDGreport_18102013.pdf
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http://www.itwebafrica.com/mobile/352-ghana/231724-ghana-has-africas-highest-mobile-broadband-usage-rates#sthash.jImKUKsp.dpuf
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and/or faith of “techno-optimists” in positive social and human effects of ICT, and the obstacles to ICT-driven 

socio-economic development. As such, it has some challenges and setbacks, like is mostly the case with the 

advent of new technologies to people who were otherwise not privy to its usage. Therefore, this section seeks 

to explore the main research question and sub-questions, using the data gathered from the interviews and 

questionnaires, and from secondary sources like literatures and other research works in this area of research. 

Main Research Question: What explains the comparatively low penetration of e-

commerce in urban Ghana? 
As discussed earlier, e-commerce penetration is relatively higher in the global north than in most countries in 

the global south, excluding a few recently developed and fast developing East Asian countries in global south. 

The study has demonstrated that e-commerce exist in Ghana in certain forms; the banking sectors and the 

communications companies are doing well with the spread of e-banking and the growing prominence of mobile 

money not just in the cities but in towns and rural areas as well. However online retailing seems to be lagging 

behind in comparison to the these two sectors. Ghana, paradoxically, competes with SA and Nigeria in internet 

access and social media presence or use, but lags behind in e-commerce, as internet use does not translate 

directly into mega growth in the online retail sector. Thus, this section explains the motives for the 

comparatively low penetration of online retail in Ghanaian urban areas despite the seemingly fast internet 

assimilation and technological leapfrogging in these areas by exploring the cultural, structural/infrastructural, 

security, consumer knowledge and/or interest, and economic issues like poverty. 

Factor One: Culture 
The traditional notion of culture consists primarily of values and norms. Culture is very fluid – dynamic 

blueprints, principles and categories for action and interpretations that enable a person to operate in a manner 

acceptable to other members of the culture’ (Arnould, Price & Zinzhan 2004:74-77). It is therefore not a 

variable where people can be boxed into a particular culture as exposure to the internet open doors for different 

cultures, societies and perspectives to mix and influence each other. As such, patterns and rituals change due 

to the globalization of cultures though traditions, values and lifestyles persists however, patterns of 

consumptions and cultural differences abound between the elites/wealthy classes, cosmopolitan Ghanaians, as 

well as the poor, because poverty and wealth affect the consumers marketplace cultures. In this study, CCT 

describes a densely woven network of global connections and extensions, through which local cultures are 

increasingly interpenetrated by the forces of transnational capital and the global media scope (Arnould 

2011:244) that has contributed to the adjustments in consumption patterns, blending the historical, material, 

critical, and empirical perspectives, and combines the supply and demand sides of the consumption process 

because consumption takes place in the market system. It illustrates the contextual, symbolic and experiential 

aspects of consumption as they develop across the consumption cycle from possession and exchange, to 

consumption and divestment (Joy & Li 2012). CCT is thus relevant to the study because it provides a 

distributed view of cultural meanings generated, sustained and transformed by larger social and cultural forces, 
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freed from stereotypical conceptions of general social patterns, though it emerges from certain socio-economic 

systems, with the impact of globalization and market capitalism explicit in all CCT studies (Joy & Li 

2012:142). 

The vitality or persistence of traditional market as social and cultural institutions 

This section explores Ghana’s market culture, considering its role and significance for large parts of the 

countries population, and discuss whether this cultural (social and economical) institution is so strong and 

entrenched that e-commerce has less appeal to most Ghanaians. 

The traditional or precolonial Ghanaian society was a communal one where the sense of community 

contributed immensely to its sustenance thus, the individual found his/her identity being part of a community 

(Owusu 2006:26). Although several aspects of this communal life has either been reduced or currently non-

existent like the extended family system (Drah & Oquaye 1999), other aspects of the collective culture like the 

market systems still exist. In Ghana, there are traditional markets imitating the markets built for the women by 

chiefs and leaders during the pre-colonial and colonial eras. In addition to these markets are stores, containers 

cut and furnished into shops, and storey buildings rented or sold out to be used as modernized form of the 

market stalls - normally found at the same market or decorating streets and highways. Shopping centres and 

malls also exist and are normally viewed as places for more affluent Ghanaians to visit or shop at. It is quite a 

common site to meet families or friends going to the malls just to hangout or take photos – and the occasionally 

funny moments when people get all dressed up, wearing shoes they can barely walk in to the malls just to 

window shop - the mall culture has caught up with Ghanaians especially those living in Accra. Nevertheless, 

the malls, shopping centres, store/stalls/containers and open-marketplaces exist side by side, sometimes 

serving the same consumer who may prefer buying things like foodstuffs/groceries on the general market and 

ice cream or bottled water in the mall or shopping centres. There is also different expectations and buying 

styles in the various areas – you will never catch a Ghanaian haggling in mall! Not even when he/she is 

convinced the item is overpriced, but that same shopper would be spotted haggling fiercely at the market. 

Thus, there are various sides to the Ghanaian market culture. There are those ‘who see going to the market as 

a social event, they have their favourite fish seller...fabric seller, customer, and so they go in, have a 

conversation, catch up on old times, gossip and buy’ (Andrew, zoobashop.com). It is a social event, which 

includes several rituals like haggling and completes the overall shopping experience. Respondents to both 

survey and focus group discussion mentioned that they preferred the traditional system because ‘that is what I 

know’, ‘I can see what I’m buying’, ‘touch it’ or ‘feel it’ and ‘I can bargain/haggle well’. Emphasizing the 

importance of rituals and traditions on market culture, while the e-commerce platforms on the other hand, are 

offering ‘the convenience’, ‘target and options’. Thus, the everyday working class person could simply buy 

things from the market stalls or shops, rather than buy things online as access to infrastructure like internet and 

costs of being online does not make e-commerce a convenience yet and as such discourage its use among the 
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larger populace. This causes a traditional-modern dichotomy where urban consumers are caught between 

accepting and following the growing trend of online shopping or sticking to the ‘safe haven’ of traditional 

markets. Thus, it creates challenges in penetrating into the Ghanaian market and introducing ICT-enabled 

commerce to the e-commerce platforms and companies. For instance, the main problem is  

‘preaching the gospel, telling people about a new way to shop, getting people to buy into the 

trend…maybe also because we came into the space with a blank sheet in front of us. So most 

of the systems we had to create…when it started, we kinda had to introduce the people to the 

culture, tell them it’s possible, and allay the fears of the people that ‘these people what’s this, 

can we trust them with our money?’’(Andrew, zoobashop.com). 

There is also the perception that buying from the traditional markets is ‘more affordable’ or cheaper and ‘trust 

worthy’ with easy returns. Even when I pointed out during the discussion that I had a particular experience 

when the item got broken the very day I bought it, but the seller refused to change it or refund my money, 

Benewaa responded that ‘you should have insisted’ (Benewaa, focus group discussion). This creates the 

impression that, because there are no rules on returns in the traditional markets and such returns are solely at 

the discretion of the seller, the buyers’ ability to argue and insist on the return is very crucial. Thus, the 

shopping culture seems to be informal and negotiable rather than rule bound and legally regulated. In addition, 

according to the data gathered, some consumers complained on the unavailability of traditional foodstuffs 

online. This may be because most people or companies that sell online ‘have a particular product’ and the 

target group can be found online. Frederick buttressed this argument when he said, 

‘…because if I’m selling something like ‘koobi’ I wouldn’t put it here…Maybe tilapia, but I 

wouldn’t put koobi here if I wanna sell. Maybe something trendy like a shirt…but definitely 

not koobi…it helps with target’… (Frederick, tonaton.com) 

Interestingly enough, koobi – salted, dry tilapia is added to or used in traditional delicacies enjoyed by many 

Ghanaians and are normally found on the local markets. As such, the consumption of traditional products has 

persevered and boomed encouraging the survival of the traditional markets in African societies indicating a 

‘parallel modernity’ (Arnould 2011). However, most Ghanaian/African e-commerce websites are not selling 

Ghanaian/African traditional products as almost everything they sell are imported and can be found on other 

foreign websites. Meanwhile the Ghanaian/African upper/middle class that the e-commerce websites are 

targeting travel quite often and buy those items abroad where they are probably much cheaper and have an 

array of choices, or they simply buy from the foreign websites like amazon and eBay36. 

                                                           
36 http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/ 26/07/2015 

http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/
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In addition, due to the market culture and the cash culture in Ghana, many of the ecommerce platforms do not 

practice pure ecommerce (Turban, King, Lee, Turban, & Liang 2015) rather; they adopt some aspects of e-

commerce practices like ordering and payments, order fulfilment and delivery, combining it with aspects of 

the traditional system. Thus, ‘the online shop is just a reflection of the physical shop’ (Michael, Dehommy 

Clothing) which may be influence by the kind of structural, social and cultural environment that they operate 

in, facilitating the move from the traditional stalls or shops to clicks-and-mortar which opens the store to 

several people irrespective of location. Click-and-mortar as a form of e-commerce describes customers 

shopping over the Internet on electronic retailers' websites, but are also able to visit the retailer's physical 

store37 to either look at items, for pickups, or returns. Click-and-mortar shopping provides customers with the 

efficiency of online transactions, as well as the face-to-face interaction of retail stores synchronizing between 

the physical stores or warehouses and their online storefront. All interviewees except Ahwenepa nkasa were 

involved in some form of brick and clicks by maintaining both an online and offline system. Dehommy 

Clothing’s business model is very much traditional brick and clicks, where the consumer contacts him online 

and then he invites them to the physical store or meet them in person because his customised clothes 

necessitates some form of physical meetups at some point in the transaction especially for fitting and delivery. 

Tonaton.com is almost an outliner being a platform for C2C as well as B2B transactions, so although the 

consumer chooses the item online, the final purchase and exchange is done physically, thus also going back to 

traditional exchanges. However, Zoobashop.com an e-commerce company strives to practice pure e-commerce 

although certain aspects of the process like returns and pick-ups are done at the store. Zoobashop.com has a 

physical store that consumers may go to pick up items ordered online; they also give the option of assisting 

the ordering process through the phone – telephone ordering – and offer after sales support via telephony. 

Indeed, all of the companies or individuals interviewed eventually practiced partial e-commerce because the 

merchandise is physically delivered to consumers rather than being virtually used like buying an e-book or 

audio book online – the contents are not physically touched or felt (Turban et al. 2015). 

Furthermore, the data garnered confirmed that the respondents generally expressed a culture of suspicion - 

fraud and duping is very sensitive to consumers for instance, when discussing the process of shopping online 

during the focus group, Christina shouted ‘wait, you pay before they send it to you? Lai lai! But why must he 

make such a mistake like that?’ Obviously to this interviewee, the concept of paying for something before 

actually seeing it, is beyond her, that’s why she shouted ‘lai lai’ – a sound commonly made by people from 

Northern Ghana which means no way, it’s a lie, or hell no! As the discussion went on, Ralph was sharing his 

experiences online ‘no you have to pay before they send it to you. When I bought my dance shoes, I paid 

before it was sent to me, and the thing was even made in China so I had to wait for two weeks before it was 

sent to me...’ Before he could complete his story, Christina exclaimed, ‘ei you’ve faith papa!’ Ralph assured 
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her that he received them to which she retorted ‘then you’re lucky papa’. ‘Papa’ is a Twi word for a lot, many 

and exceedingly. Obviously, she is so distrustful of shopping online that she called a successful transaction 

between a seller and buyer online, luck. In the same way, 55 per cent of the respondents indicated that they 

did not use e-commerce because of trust related problems. 

This is very similar to e-commerce in Nigeria for example, where e-commerce companies need to invest so 

much into PR and strategies to assure consumers of security38. This is very prevalent when e-commerce in 

both countries depend very much on word-of-mouth communications, both on social media or orally, which 

point to its impact on e-commerce in a communal country like Ghana. Interestingly, during the focus group 

discussion, almost every respondent had a story to tell about fraud or duping online, but they had not actually 

experienced it, save one respondent, whose problem was more of ethics and deceit, than fraud. Thus, they all 

held on to the myths and stories about the unsafe online environment, exhibiting very minimal possibilities of 

trusting any online transactions fully. This may be borne out of the prevalence and knowledge of too many 

‘café, sakawa or fraud’ boys who make millions through credit card thefts and illegal online transactions, 

flaunting their riches around town – of course, nobody wants to fall a victim to one of those! The level of social 

capital in both Ghana and Nigeria may lend explanations into the culture of suspicion. Countries with higher 

social trust have low corruption rates and as such may not be too anxious about fraud or duping because there 

is high level of trust in the society39. Coincidentally, these countries like USA and China have the highest e-

commerce users in the world. 

The culturally constituted consumer world of Ghanaian consumers 

Featherstone 2007 argues that the consumer market culture is premised upon the expansion of capitalist 

commodity production giving rise to a vast accumulation of material culture in the form of consumer goods 

and sites for purchase and consumption. It is no secret that consumerism – the ‘shop ‘til you drop is the clarion 

of our age’(Spring 2003), a dominant ideology of the 21st Century spread through advertising, literature, and 

with the development of department stores and malls from the global north, dramatically changing the societies 

both economically and culturally. Where, people adopt and consume foreign as well as locally produced 

commodities, which provide avenues for constructing dualism or “modern” multicultural consumer lifestyles, 

identities and rituals. 

McCraken 1986 argued that culture is transferred from the culturally constituted world and that of every day 

experience and differentiates between four types of rituals, which influence/drives the acquisition of consumer 

goods, namely: Possession rituals; exchange rituals - deals, haggling; grooming rituals - creolization of western 

                                                           
38 http://dailyindependentnig.com/2015/02/online-shopping-still-long-way-go-nigeria/ Retrieved 15/07/2015 
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and African products looks or styles; and divestment rituals. Let us now discuss how these rituals play in the 

Ghanaian context. 

The data gathered indicated that Ghanaian consumers liked haggling and ‘love making good deals and that’s 

why classifieds and e-commerce are so good…and I’ll say that this is a country where people love making 

great deals so it resonates on that as well’ (Estelle, tonaton.com), which drives the markets and e-commerce 

and not necessarily subsistence consumption. Thus, mixing consumerism and the joys of making ‘good deals’ 

in the market places with subsistence consumption. 

 

 

 

 

In addition, consumption patterns of consumers from various economic levels making Ghanaians living in 

urban areas indicate that they are avid consumers of ‘creolized products’ like music, literatures, cosmetics and 

fashion, showing patterns of dualism and parallel modernity (Arnould 2011). Due to historical events, internet 

usage and exposure that probably started from the boom of internet cafes in Ghanaian cities, the proliferation 

of smart phones and other electronic devices, and the contribution of the mass media and social media. As a 

result, most of these products are available on the local markets through imports mostly from the Americas, 

Europe, China and Dubai which may explain why the differences in frequencies between respondents who 

chose the traditional markets over virtual markets were not high i.e. 53% as against 32.5%, with 2.5% of the 

respondents indicating that they prefer both markets because they complement each other. 

However, apart from creolizing Western, Asian (techs, devices, Mongolian hair and all types of human and 

synthetic hairs imported from China) and African products, most Ghanaian consumers are not culturally 

inclined towards divestment rituals.  

‘…I think the part of the Ghanaian culture is that you hardly give things away I mean you have to use them 

out, I mean till they can not stand; and even that you want to keep it in your room somewhere that maybe 

someone will either need it…you don’t have to keep things at home expecting that maybe my cousin 

somewhere might need it in future so that is that aspect of our culture…’  

Although, this is changing with the introduction of classifieds and e-commerce sites that encourage consumers 

to sell these items. Globalization has thus contributed to the changes or adjustments in the Ghanaian market 

culture, influencing the products sold in the traditional market places and creating an environment ripe for e-

commerce. However, several anti-consumer writers bemoan the equalization of development to consumerism, 

Preferred Market System  Frequency Percent 

 
TRADITIONAL MARKET 106 53 

VIRTUAL/ONLINE MARKET 65 32.5 

 No answer 29 14.5 

Total 171 85.5 

   



43 | P a g e  
 

fattening to growth and wastefulness to success because consumer culture is premised upon the extension of 

capitalist production, which according to Featherstone 2007:13 give rise to vast accumulations of material 

culture in the form of consumer goods, sites for purchase and consumption. Resulting in the growing 

prominence of leisure and consumption activities both online and offline, in the contemporary Ghanaian 

society, which, although welcomed as leading to greater parity and individual freedom by some, is observed 

as increasing the capacity for ideological manipulation and ‘seductive’ containment of the population from 

some alternative set of ‘better’ social relations by others. Thus, increasing concerns that this creates a tension 

with traditional local culture, where balancing local values with global aspirations becomes a challenge for 

businesses in our global economy. 

Factor Two: Infrastructure/Structural issues  
Generally, infrastructure describes a set of interconnected structural elements that provide framework 

supporting an entire structure of development, which viewed functionally, facilitates the production and 

distribution of goods and services (Olufemi 2012). Infrastructure thus refers to the fundamental facilities and 

systems serving a country or area, and it includes the services and facilities necessary for its economy to 

function. It commonly characterises technical structures such as roads, bridges, electricity, and 

telecommunications. Infrastructure thus refers to all physical components of interconnected systems providing 

commodities and services essential to circulation of goods, knowledge, meaning, people, power and enable, 

sustain, or enhance societal living conditions (Fulmer 2009). Infrastructure is very dependent on use and 

acceptance, implying that, the peoples’ culture affects their consumption needs. Therefore, investment into 

infrastructure for e-commerce reflect assessment of potential benefits and perceived utility. As such, 

governments provide social services and other forms of infrastructure to meet expectations or demands of 

citizens (communities and businesses). Political, economic and social factors have thus shaped, slowed and 

supported infrastructure development. This section explores Ghana’s infrastructure development with regard 

to e-commerce as experienced by e-consumers and e-businesses. I examine to what extent the country has 

developed ICT, energy, transport, financial and legal systems to support and facilitate e-commerce.  

Internet 

The Internet has become a very useful communication facility for people, businesses and organizations. Some 

of the common uses of the Internet include electronic mailing, accessing information, conducting business 

transactions, social networking and shopping. According to the International Communication Union (ICU) 

2012, the percentage of individuals using the Internet continues to grow worldwide with a projected 2.3 billion 

internet users worldwide by the end of 2011 (GSS 2013). ‘Now, there is a lot of internet penetration, whether 

from your smartphones or mobile…I think technology has taken over….people are getting more and more 

sophisticated, those that have travelled abroad before or exposed to the different levels of the internet’(Andrew, 

interview with zoobashop.com). Implying that the internet penetration is quite high and keeps growing as 

compared to previous decades. However, ‘most people do not even have access to the internet when they want 
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it or they have a very limited time. Access to the internet is expensive and sometimes very slow. The most 

common Medias that reach people are radio, TV and mobile phone access, not the internet. The internet is not 

yet a convenience in Africa for e-commerce’40. 

The survey asked respondents about internet access and usage, as these factors obviously are essential to e-

commerce. Internet access in the study is not restricted to those who have internet at home, but include those 

who access internet through school, internet cafes, on mobile phones or other devices like routers and modems. 

Internet access is thus, assumed to be not limited to the computer or home only. 97.5% of respondents as 

against 2.5% indicated that they have access to internet. This figure may be explained by the high prevalence 

of mobile phones with internet access at decent speed due to ‘competition among providers’ (Michael Dogba, 

interview with DeHommy), as a result, ‘over 70% of our traffic is through the mobile phone’ (Estelle pp.80). 

However, ‘…sometimes also a lower understanding, so people don’t understand that they are actually online 

when they are on WhatsApp and Facebook which is a challenge for us’ (Estelle interview with tonaton.com). 

Furthermore, when the respondents were asked to choose their internet usage from the options (as many as 

applied), 100 chose e-mails, 24 e-banking, 26 purchasing & ordering, 177 Social Media, 10 travel booking, 

and 31 chose other. An expansion of the ‘other’ uses of internet found that 22 point to research, 2 entertainment, 

5 for downloading files and programs, 1 wrote online dating, and 1 person did not use the internet, making 

15.5% of the total figure. Thus, most urban consumers in Ghana, mainly use the internet to visit social media 

sites like Facebook, Twitter and WhatsApp. 

 

 I HAVE ACCESS TO 

THE INTERNET 

EMAIL ELECTRONIC 

BANKING 

PURCHASING & 

ORDERING 

SOCIAL MEDIA  TRAVEL BOOKING OTHER  

 

Yes 198 100 24 26 177 10 31 

No 

Total 

2 

200 

100 

200 

176 

200 

174 

200 

23 

200 

190 

200 

169 

200 

 

Although 35% use the internet for some form of e-commerce, that is, purchasing and ordering, e-banking, and 

travel booking online, majority of respondents (88.5%) use the internet to access the social media, confirming 

the survey on mobile phone usage by IT News Africa, where 54% of Ghanaian internet users admitted to using 

social media41. However, going online is significantly affected by the power outages or lack of stable electric 

power in Ghana, termed ‘dumsor’ meaning ‘off-and-on’ - a trend that is affecting e-commerce, online 

experiences and businesses nationwide. 
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‘As for electricity, take that out! It’s not reliable. It really really affects me. I don’t know how 

long you’ve been in town but as at last year, instead of using just a week to update my page, I 

use two to three weeks now. I don’t even have enough time to update my page because of 

dumsor, it’s now dum…but as for the internet we’re picking up compared to years and way 

back because there’s a competition among providers but when it comes to electricity that’s out. 

That’s the worst…’ (Michael, Dehommy Clothing GH) 

During the study, certain variables such as age, gender and educational level were identified as affecting 

internet usage. Andrew reveals that the age groups of consumers ‘cuts across, but I’ll say maybe between 18-

45 will be about 60% of those who visit, we have 9yr olds, because we do cash on delivery…have some promos 

on tablets, entry level phones where very young customers buy, but we have also very old’(Andrew). Although 

according to the data, there are more male internet users than females, this bias is explained by the high number 

of respondents that indicated that they were in the tertiary institution, which are known to have more male 

populations than females nationwide. 

Furthermore, there seems to be a positive relationship between education level and internet usage. Although 

198 out of 200 respondents had access to the internet, only 30 had an educational level lower than tertiary/post-

secondary education as against 165 respondents with a minimum of tertiary education.  

‘…the level of internet adoption is very, very different depending on who you refer to…but just 

looking around here in the office or high income group it will be a high level and everyone has 

a higher understanding of internet and how it works but… the lower down you come and the 

higher up in ages people have a lower understanding of internet, how it works and the 

willingness to pay…’ (Estelle) 

Thus, leading to the conclusion that, the higher one is educated, the more likely they are to use the internet, 

and subsequently e-commerce, which is arguably restricted to a certain level of literacy especially the ability 

to read and write in English because e-commerce sites targeting or serving Ghanaians are in English – the 

official language but not necessarily the most popular language. Thus, limiting e-commerce to a certain level 

of literacy and not necessarily economic or ability to pay. 

LEVEL OF EDUCATION  vs  ACCESS TO THE INTERNET 

N=200 

LEVEL OF EDUCATION ACCESS TO THE INTERNET Total 

access no access 

 

PRIMARY 5 0 5 

SECONDARY/GCE 'O' & 'A' 

LEVEL 
25 0 25 

TERTIARY 153 3 156 
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POST GRADUATE 12 0 12 

 

Total 

 

195 

 

3 

 

200 

 

However, the level of internet access in urban Ghana indicates high prospects for more penetration and 

development of e-commerce in Ghana, especially cities. 

Postal & Delivery 

The extreme growth rate in many African countries can mean significant infrastructure issues within the 

country.  

‘This can mean waiting in traffic for hours before arriving at the store and daily power outages 

at the store. Furthermore, while the demand is there and growing, supply is a significant issue 

and has forced consumers to look abroad. This provides its own challenges, with time being one 

of the greatest. All of these concerns detract from the traditional shopping experience and are 

the drivers behind…pursuing a technology solution to improve the shopping experience...42’ 

Many Ghanaians/Africans do not have proper functioning postal systems or working house addresses and 

effective logistical systems have to be built in addition to the e-commerce sites for delivering merchandise. 

Those who still access the services of postal systems purchase a post office box that they check regularly or 

43occasionally for letters, depending on who actually owns it, or use their office addresses for those services if 

they work in white-collar jobs or in an establishment. The address system in Ghana has been the punchline of 

many jokes, about how people give directions to their homes using landmarks and sometimes-outrageous 

things like a street hawker/street food vendor’s stall. Many Ghanaians have a story about how they got to the 

destination but had to go back home because the kiosk had been moved or repainted!  

‘…Even if you buy something and then you ask the person to deliver it, you don’t even have a 

proper house address, so you have to use the local way to direct the person and the person can 

get lost easily or give the item to someone else and you’ll be stuck. So even when the person 

gets too stressed trying to locate you, they’ll go back. After all…’ (Shemima 27, focus group 

discussion) 

As such doing e-commerce and deliveries in Ghana could be very challenging because Ghanaians have the 

habit of not learning/knowing official street names and numbers or district/zip codes, making home delivery 

complicated.. Thus, the e-commerce companies and platform I interviewed admitted to improvising and 

working around and with the system. According to Michael of DeHommy Clothing, he delivered to offices, 

                                                           
42 http://goodmanamc.blogspot.dk/2014/08/marketing-strategy-for-online-platforms.html?m=1 Retrieved 
14/07/2015 
43 http://goodmanamc.blogspot.dk/2014/08/marketing-strategy-for-online-platforms.html?m=1 Retrieved 
14/07/2015  

http://goodmanamc.blogspot.dk/2014/08/marketing-strategy-for-online-platforms.html?m=1
http://goodmanamc.blogspot.dk/2014/08/marketing-strategy-for-online-platforms.html?m=1
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while Estelle and Frederick (tonaton.com) agreed that they were concerned about safe places for meetups, as 

Frederick said that he normally directed people to meet at the subway, right next to the police headquarters, 

which is both a place that is landmarked and so easy to locate and safe. Zoobashop delivers personally within 

Accra but delivers through Ghana Post for orders outside of Accra, and normally using the post offices as 

pickup points in those areas, because they ‘learned from experience that it was not very efficient running our 

own fleet’, which he admitted was quite challenging and as such was ‘gradually…outsourcing delivery’ 

(Andrew, zoobashop.com). 

In sum, an effective e-commerce assimilation is very much dependent on its enabling infrastructure and the 

availability of basic public amenities like; active postal services, working and reliable home/delivery 

addresses, internet connection with good/decent speed, , maps and signage, security, reliable power supply etc. 

that is usually taken for granted in a Western context. E-commerce is suddenly not as simple, a convenient or 

appealing, as ‘we’ tend to think when such systems are not in place. Thus, there could be a height in interest 

but low assimilation or use because of such barriers/problems. Ghana liberalized its internet and 

communications services over a decade ago, yet, there has not been any serious attempts by governments to 

improve, create or revamp the infrastructures needed to compete/partake effectively in the trends that this 

liberalizations come with – we only sign treaties and make news headlines without actually doing much to 

support the Acts, regulations and agreements that we sign. Also, the fact that most of these services are 

provided by governments or NGOs in partnership with government, means that there is a high likelihood that 

Ghanaian governments will focus on projects they feel will bring development directly to the people or win 

elections like provision of boreholes, road constructions and not these services. Thus, the onus lies on the 

private businesses, MNCs and organizations that see benefits or growth in e-commerce to help bridge the 

infrastructural gap as governments lack either the funding, knowledge or political will to invest in these 

services. 

Factor Three: Security/Trust 
As our societies develop and evolve, we face the reality of the awareness of risk - the risks of new technological 

developments, investments, or of even marriage - now a very familiar aspect of everyday our everyday lives. 

When rules and customs are not sufficient, people rely on trust and familiarity as primary tools to reduce social 

uncertainty or ambiguities (Gefen & Straub 2003). Luhmann 2000 defines trust as a solution for specific 

problems of risk, which has to be achieved within a familiar world. However, changes may occur in the familiar 

features of the world, which will have an impact on the possibility of developing trust in human relations. 

Hence, one cannot neglect the important role the conditions of familiarity and its limits play on the conditions 

of trust. Thus, this study takes a sociological view of trust, where it measures the position and role of trust in 

the social systems and how it affects the penetration of e-commerce. Social systems are the series of 

interrelationships existing between individuals, groups, and institutions, and forming a coherent whole. 
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A sociological view of Trust 

The characteristics of information presentation, navigation, order fulfilment in an interactive shopping medium 

is considered a more important factor in building e-commerce trust than in traditional retailing (Park & Kim 

2003) The level of trust in the society affects e-commerce penetration since it influences the willingness of 

consumers in that environment to trust an online shop with their money. Several studies have shown a positive 

relationship between social capital and trust (Fu 2004).Social capital comes from the interplay of a range of 

social relations that shape how agents react (Lyon 2000), and centred on ‘trust and quality relationships within 

and among groups, families, friends and communities (Adjargo, 2012:219). Woolcock defined social capital 

as the ‘information, trust, and norms of reciprocity inhering in one’s social networks’ (Fu 2004). Trust operates 

when there is confidence in other agents, despite other uncertainties, risks and the possibility for them to act 

opportunistically (Lyon 2000). 

Trust usually evolves from incessant cooperation and engagements among people, which enables coordinated 

actions towards the achievement of desired group goals in our communities, churches and other organizations. 

Social capital is thus rooted in tradition and culture in Ghana (Adjargo, 2012). As discussed earlier in culture, 

the study found that most urban dwellers in Ghana shared a culture of suspicion where people expect to be 

duped, and ethics and efficiency online is viewed as luck, which influences their predisposition to trust in the 

system or external e-commerce company/platform. ‘More and more people are using e-commerce or classified 

services than people are using banks though banks had it early and trusting that…because they have physical 

offices so you can go visit the bank but you can’t go visit Tonaton’. As such, most e-commerce companies and 

classifieds spend a lot on PR to encourage and build consumers’ trust since they do not have the luxury of a 

physical proximity like traditional retailing. Consumers have a tendency to engage in relational behaviours to 

attain better proficiency in their decision-making and to reduce the perceived risks associated with their choices 

online, which they start to feel safe with the service provider after a few successful transactions (Park & Kim 

2000). This is evidenced in some consumers’ ‘test-purchase’ from e-commerce websites where ‘initially, the 

people will only make a purchase of maybe 20gh/50gh cedi just to test the system, till they’re convinced that 

there’s nothing untoward, then they place the actual order’ (Andrew, zoobashop.com). Thus, when consumers 

trust an e-commerce company/platform, they know that the company is able to fulfil their needs and wants, 

and eventually, they become committed to the company (Park & Kim 2000), which is no different from the 

patterns of trust building in the Global North. However, trust and commitment is lower in Ghana either because 

fewer Ghanaians have done enough test-purchases to trust, or they do not rely/believe in government control 

or certification measures. This leads to the discussion of the Ghanaian government or system not being able to 

track anyone in the country, the tracking and bookkeeping system is so sloppy that ‘even the government 

doesn’t know your name…when my dad died, it took them three months before we got a death certificate! But 

ideally in a synchronized system immediately you die, they’ll enter it once the hospital does it. Everyone, 

including your bank gets to know that you’re dead’ (Shemima, focus group discussions). Such notion of the 
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‘system here is very bad’ (Christina, focus group discussions), affects trust in e-commerce sites, especially 

when consumers do not think the government and security system is capable of tracking and weeding out the 

fraudsters from the genuine companies. 

Security 

Cybercrime trends like hacking (email and websites), identity thefts/impersonation, data theft, cyber fraud and 

insider threats, phishing and mobile attacks in Ghana and/or West Africa is undermining the adoption of e-

commerce by citizens in the region (Antwi-Boasiako, 2015). These crimes according to this report, are 

increasing the node between cyber criminality and other transnational crimes like human trafficking, drug 

trafficking, money laundering and cyber terrorism – all of which are currently aided by the internet and has 

increased the need for cyber security. Current developments include the launch of the National Cyber Security 

Policy and Strategy, the passing of the Data Protection Act 843 that sets up the Data protection Commission, 

the Electronic Transactions Act 772 and the setting up of CERI-GH with support of ITU. Key challenges 

facing cyber security in Ghana include but not limited to the following: 

- Limited understanding of cybercrime among key stakeholders 

- Ineffective coordination or collaboration among stakeholders in Ghana, in regionally and sub-

regionally and internationally. 

- Legalities 

- Lack of enforcement 

- Issues with international collaboration 

- Socio-economic factors (Source: Antwi - Boasiako – UNCTAD 2015) 

Regulating and protecting e-commerce companies in Ghana 

Although the Antwi – Boasiako report to the UNCTAD at the experts meeting on Cyber laws & Regulations 

for Enhancing E-commerce held in March 2015 mentioned elaborate laws and Acts governing e-commerce 

activities in Ghana, the study found the e-commerce companies were their ‘own police’ and at most worked 

according to the rules of the Company’s Act in Ghana. This implies that although all these Acts exist, they are 

not enforced, which leaves e-commerce to the discretion of the companies, consumers and individuals involved 

in it. 

‘…we’re a limited liability company so we operate within the rules of Business Laws in Ghana. 

Apart from that, in terms of an e-commerce regulatory framework, that doesn’t really exist. But 

that being said, we’re very sensitive to the experience we give our customers, so we’re our own 

policeman, so we do our best…’ 

Data from the questionnaires and focus group discussion pointed to the importance of such a framework, which 

is obviously unknown to the consumers or companies, neither did I know of these Acts until a few weeks ago 
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when the this article was made available online. These Acts, when implanted will increase the security and 

protection of both buyers and sellers online. Thus, in order to enable e-commerce operators to reap the full 

benefits, it is essential to avoid regulatory inconsistencies and to ensure a coherent legal and regulatory 

framework for electronic commerce44.  

‘E-commerce platforms must be regulated to improve security. E-commerce sites in Ghana are 

flooded with fraudsters who use the platform to dupe people’ (A response to question 14 in 

questionnaire) 

Furthermore, in the case of online sellers in the fashion industry, the data gathered pointed to the problem of a 

lack of protection for their designs online. Most times, they put up these designs only to have their websites 

spied on and the designs copied by individuals and competitors. 

‘…it’s not everyone that comes to like your page that’s a customer. Some people just come to 

tap, others come to spy…some sending me spam messages and spam link. And one thing about 

the Ghanaian market is that they’re into one way, we’re not very creative, okay, this person 

does this design, and you put up a design you created, they just copy you because you put it 

online and so they have access to it now. And know that not everyone is a customer. So someone 

can see your work, copy it and go give it to the tailor to do it for them’ (Michael, Dehommy 

GH) 

This indicates a strong security problem especially with respect to the protection of their designs or intellectual 

properties. However, the lines are blurred online especially when selling designs through the social media like 

Facebook and it seems that people enjoy free rides on social media, have unlimited access to designs uploaded, 

and enjoy the freedom to reproduce them locally. There have been several discussions on the enforcement of 

IP rights, and the inability of government authorities to implement effective measures to regulate activities 

online, curb cybercrimes, which eventually discourages internet use and embracing e-commerce among both 

consumers and (small) businesses. Ghana being a member of the WTO adheres to its rules on IP rights and 

trademarks as such, there are several Acts/regulations that exist to support and strengthen them. However, 

most of these acts are limited to the individual or company registering the design/trademark. Though the 2010 

property rights45 did not state explicitly that these rights protected fashion items at the time of research, the list 

of items IP rights protect are not exhaustive and may extend to fashion designs as well. Thus, under trademark 

law, a designer may protect his fashion goods by investing in a distinctive logo or trade name, that consumers 

and the public recognizes as the fashion article’s source – process known as trademarking. Legislative 

developments are facing new challenges caused by the rapid development of online technology and by the 

                                                           
44 http://www.ercim.eu/publication/Ercim_News/enw30/dusollier.html Retrieved 12/07/2015 
45 http://www.wipo.int/wipolex/en/profile.jsp?code=gh Retrieved 02/08/2015 

http://www.ercim.eu/publication/Ercim_News/enw30/dusollier.html
http://www.wipo.int/wipolex/en/profile.jsp?code=gh


51 | P a g e  
 

difficulty in applying existing regulations online. Concurrently, technology provides more and more solutions 

to these threats created by the emergence of this new technology. Accordingly, technology and law must 

develop along each other's progress and assimilate mutual inputs as already exist in a number of fields46. 

Therefore, interactive networks are creating a new, network-linked borderless world, in which many 

commercial transactions are increasing beyond the reach of national jurisdictions, laws, and taxation systems, 

consequently, many of the economic instruments and processes of nations or states need to be re-examined in 

the light of these new challenges (Gawady 2005). 

Ensuring ethics in e-commerce. 

Dozens of internet-only companies have surfaced in many industries and numerous conventionally operated 

companies have adopted the internet with the growth of internet users worldwide. Romàn 2007 argue that 

security, privacy, non – deception and fulfilment or reliability strongly predict online consumers' satisfaction 

and trust. Thus, while e-commerce has witnessed extensive growth in recent years, so has consumers' concerns 

regarding ethical issues surrounding online shopping (Romàn 2007). 2005). However, the internet represents 

a "new environment for unethical behaviour" as ethical transgressions are more likely to happen in e-

transactions as compared to face-to-face transactions (Romàn 2007:131). Furthermore, physical proximity 

promotes warmer and closer interpersonal relationships compared to a low degree of physical proximity, which 

leads to psychological distance. Thus, in traditional retail settings, ‘consumers make inferences about aspects 

of a store during the service encounter, that period of time when the consumer interacts directly with the firm’ 

whereas e-commerce is intrinsically limited in its ability to offer high-trust persuasive communication (Romàn 

2007:131) though the profiles of traditional shoppers differs from that of online shoppers. 

The Dictionary of Marketing Communications defines ethics in marketing and marketing communications as 

"the moral standards, principles, and values underlying and surrounding the marketer's efforts toward the target 

audience, the realm of right and wrong" (Romàn 2007:134). Thus, ethics are basically fair and honest actions 

that foster long-term relationships with consumers based on customer satisfaction and trust. Research on 

advertising and retailing identified the following as examples of unethical practices: ‘selling a product to a 

customer that he/she does not need through high-pressure selling techniques, implementing deceptive or 

misleading influence tactics such as embellishment (to make something appear better than it is) or exaggerating 

the features and benefits of a product (also known as puffery)’ (Romàn 2007:134). Others include using deceit 

and misrepresenting conditions of products, qualities and late deliveries. Ethics of a company generally 

depends on its beliefs, culture and to some extent perceived responsibilities to the consumers. The data 

gathered from the interviews point to different strategies and methods that the companies, sellers and platforms 

use to ensure ethics. However, they all share the basic notion that being non-ethical destroys the 

seller/company’s image and consequently affect their margins. For instance, Dehommy Clothing avoids using 

                                                           
46 http://www.ercim.eu/publication/Ercim_News/enw30/dusollier.html Retrieved 16/07/2015 

http://www.ercim.eu/publication/Ercim_News/enw30/dusollier.html
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Photoshop or any other photo apps to enhance images because ‘somebody might see the picture and fall in 

love with it but when they receive it they realize that it isn’t what they saw and you spoil your market by doing 

that’. However, beautiful pictures or good quality images are important to attract buyers to classifieds, and are 

in no way seen as an ethical issue. 

‘We say it is up to the buyers to see to it that they verify the item before they pay for it since we 

don’t have an e-commerce delivery site to that. For us if items look nicer on the site, its good 

since then people will buy. But since people meet and inspect before buying, we do not have a 

problem with that’ (Estelle, tonaton.com) 

Interestingly, the data gathered also pointed to a confusion of services like warranty that both e-commerce 

websites and stores give on products. Most people confused warranty for free exchanges for goods. ‘As soon 

as they have an issue they want to bring it and we tell them that it is not the case. Somebody can drop their 

phone, break it and go like ‘oh sɛ mo se warranty’ (translates: oh, I thought you said it has warranty) so can 

you change it for me? (Andrew, zoobashop.com). Coincidentally, I watched a local series during my stay in 

Ghana where a character in the series who went back to the phone shop asking for a new phone after his 

girlfriend had smashed his phone in anger, because he had warranty and the confusion it caused relates to the 

problem of warranty Andrew mentioned. This point to lack of familiarity with institutionalization of basic 

elements of modern market systems like formal rules usually backed up legally, ensuring consumer rights like 

warranties and how it works. 

Factor four: The level of consumer knowledge and interest in e-commerce 
The internet-based e-commerce environment enables consumers to search for information and purchase 

products or services through direct interaction with the online store, so, the promise of e-commerce and online 

shopping depends largely, on how people use and interact with computers (Park & Kim 2003). Since online 

shoppers mainly interact with the web-based computer system and cannot physically touch or feel actual 

products, they make decisions mainly with information provided electronically by the online store. Thus, the 

e-commerce environment needs to be focused on the availability of information, considering not only product 

or service information but also convenience and personalization for retaining customers. Thus, it depends on 

the degree to which information can be employed by consumers to predict their probable satisfaction with 

subsequent purchases. Consequently, the success of an online store will be determined by the ability to tailor 

their information to meet the consumer’s need. 

Knowledge on e-commerce and usage 

Knowledge means we recognize something, understand what it is like and what it means. It includes the 

information we have in memory with culture, social conditions and consumer goals often shaping knowledge, 

its content and structure (Arnould et al. 2004:342). In modern organizations, knowledge is the fundamental 

basis of competition. Thus, knowledge includes the process of categorization – a process of labelling based on 
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what we already know; and comprehension – using prior knowledge to understand what we have categorized 

more. According to Aghamirian et al 2015, electronic commerce and the knowledge from customers determine 

the future survival or success of organizations.  

‘…for example in Sweden, before there was an online classified, there was an offline classified, 

you could bring out the newspaper and there were several pages of classifieds…so there’s no 

history of putting things up as an ad, so there’s no cultural concept of that and that’s a challenge 

to us’ (Estelle, tonaton.com). 

Therefore, history of consumers and prior knowledge of a similar system affects e-commerce assimilation as 

such, out of 174 (87%) of 200 who answered the question on e-commerce knowledge 117 know or are aware 

of what e-commerce is, but only 53 (26%) use e-commerce, which may be attributed to the lack of 

comprehension and history. 

 

N=200 

KNOWLEDGE OF E-COMMERCE 

E-COMMERCE USAGE Total 

YES NO MAYBE 

 

YES 53 62 2 117 

NO 2 40 4 46 

MAYBE 2 7 2 11 

Total 57 109 8 174 

 

Also, the data pointed to high interests in e-commerce but lack of awareness and education on e-commerce 

services, options and products available to consumers, which is according to Gawadi 2005 is a crucial barrier 

to e-commerce implementation in developing countries. Though most respondents showed very high interest 

in online shopping they admitted to not doing it because of the perceived benefits with traditional markets, as 

such, 39.7% of respondents called for an awareness and education on ecommerce products and services to 

improve usage while 7.4% called for attractive adverts to attract people to these e-commerce sites, stores and 

companies. Another crucial aspect of knowledge that affects e-commerce penetration is lack of skills and 

technological know-how among a large number of consumers, in addition to online store attributes like 

aesthetics, clean websites, website organization, design, fonts etc. affecting consumers interest online. 

Factor five: Economic issues 
The penetration of internet enabled services like e-commerce lie not only in the physical availability but also 

in its affordability - the ability of consumers to pay for the service (Boateng et al. 2011). Although the direct 

question on income levels were not explicitly asked, when the respondents were asked to indicate their reasons 

for using or not using e-commerce in both the questionnaires and focus group discussion, they mentioned 

economic issues like cost, which is either positive or negative thing, depending on who is answering the 
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questions. 16.5% of the respondents indicated that they use e-commerce because it costs lower and out of the 

respondents, 11.5% had either completed or enrolled in tertiary education. This is reiterated in the interviews 

when the interviewees indicated that most people registered to shop on their platforms for the ‘good price’ 

(Estelle) however, the e-commerce companies and platforms interviewed also sited economic challenges like 

the cost of internet access and purchasing power of the consumer (Andrew zoobashop.com; Frederick 

tonaton.com). 

Boateng et al. 2011 argue that, the target market tends to be limited because of affordability and accessibility 

because the critical limiting factor on households is the investment involved in access to the internet, which 

cost a total minimum of US$260 for a second-hand computer, with a modem, and one-month internet access. 

Meaning that it is relatively expensive for a majority of Ghanaians and businesses. Thus, online shopping may 

not yet be a convenient for many consumers because the cost of shopping online is beyond the reach of many 

consumers who do not even shop in supermarkets. Rather mostly shop from the informal markets where prices 

are lower and so will hardly shop from internet stores, which are more or less an extension of modern 

supermarkets. Therefore, if the targets of online businesses remain the upper/middle class who shop in 

supermarkets and online, then this is still too small to give online businesses a boost in Africa. According to 

Estelle, purchasing power is a challenge for a classified site like tonaton.com, which is open to both individual 

or corporate buyers and sellers. She reiterates the argument by Boateng et al. 2011 as: 

It is not up to a certain level of income that can access some of these services. So I think the 

higher we come up in the income scale in Ghana, the more people actually sell stuff… 

Also because of poor transport infrastructure and high levels of crime in many Ghanaian/African cities, it is 

relatively easier and safer to buy products from nearby markets and local stores; also, the lack of convenient 

payment services is still one of the barriers for safe e-business despite the growing use of services like mobile 

pay and VISA electron cards. However, the assimilation of debit and credit cards is still too low among many 

consumers and users are still hesitant to give their personal information or enter card numbers through the web 

because of fears of online fraud and the belief that debit and credit cards ‘bring risks that many African banks 

may not be prepared for’47. 

However, all is not bleak, although the economy and infrastructure are generally quite bad in even the urban 

areas or cities in Ghana/Africa, ‘the critical mass required for an internet purchase is there, so those are some 

of the things which we push and make us believe that the potential is there’ though, he admits that ‘in terms of 

purchasing power, it is with the workers more’ (Andrew, zoobashop.com).  

 

                                                           
47 http://thelawyerschronicle.com/e-commerce-in-africa-trends-and-laws/ Retrieved 26/07/2015 
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Conclusion 

The penetration of e-commerce is affected by both Businesses/SMEs and consumers in Ghana, who are 

functionally dependent on each other. That is, a business will adopt and utilize e-commerce if only it anticipates 

that there will be consumption for its products and services. Likewise, the consumer can only consume what 

is provided no matter the height of interest. From the perspectives of classical economics, the purpose of all 

production is consumption, with individuals maximizing their satisfactions through purchasing from an ever-

expanding range of commodities and market options (Featherstone 2007:14), with the virtual and traditional 

as the two main available market options in Ghana, with several variations and forms. As mentioned earlier, 

the socio-cultural makeup of the environment, trust, infrastructure and economic conditions are believed to be 

the main factors affecting the adoption and utilization of e-commerce. On the level of culture, e-commerce is 

subjective to the consumer’s social background and the consumption that satisfies their needs, feelings and 

tendencies, perception, rituals, values and demographics by the society, past experiences and information from 

friends, family, salespeople and the media (Eagly & Chaiken 1993; Wu 2003). Thus, the environment and 

cultural fabrics of the society affect the growth and acceptance of e-commerce. This is because consumer’s 

horizons of conceivable action, feeling, and thought is framed by their culture and the marketplace ideology 

making certain patterns of behaviour and sense-making interpretations more likely than others (Askegaard & 

Kjeldgaard 2002). This affects the consumption of market-made commodities and desire-inducing marketing 

symbols, which is central to the consumer’s culture (Holt 2002, Arnold 2005). All of these reactions and 

disposition of the consumer towards e-commerce affects the diffusion of e-commerce. Although the culture 

play a major role in e-commerce penetration, consumers’ culture in Ghana does not in itself repeal e-

commerce, instead, problems such as poverty/purchasing power, infrastructure and ICT, knowledge and 

security play their roles in making e-commerce difficult. 

That is, the provision of services is highly influenced and dependent on the level of infrastructure and trust 

mechanisms in place. Important e-commerce enabling infrastructure like fast and reliable internet, electricity, 

an effective postal system and payment system. Poor infrastructure slows delivery of items ordered online, 

disrupts or slows the purchasing process especially when the internet is bad. Consequently, this limits the 

overall access to e-commerce platforms by Ghanaians and the expansion of the services online, limits the range 

of products, services, and coverage in terms of delivery areas. However, infrastructure is very dependent on 

use and acceptance. Governments provide social services and other forms of infrastructure based on the needs 

and consumer cultures of the people. This implies that, the people’s culture affects their consumption needs. 

Therefore, investment into infrastructure for e-commerce is based on its perceived usefulness. 

However, no matter the height of interest, the level of infrastructure and perceived benefits of e-commerce 

adoption, if the consumer does not trust the payment system or the ethics of the service provider, he/she will 

be reluctant to adopt this system since security is very essential to the growth and expansion e-commerce 
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(Gefen 2003, Serva, Benamati & Fuller 2005, Roman 2007, Roman & Cuestas 2008). The consumer’s 

willingness to transact businesses online is believed to be driven by their assessment of the business’ 

trustworthiness and ethics (Gefen 2003, Roman 2007, Roman & Cuestas 2008, Reichheld & Schefter 2000). 

Ethical marketing problems like deception, misrepresentation of facts on products or dishonesty adversely 

affects e-commerce utilization (Bush et al., 2000; Murphy et al., 2005; Roman, 2007). In addition, problems 

with security like fraud, hackers and identity theft affects the consumer’s confidence in online trading. 

However, the problems with security, trust, and ethics affects the SME as well. ‘So what I tell our dispatchers 

is that; look don’t go and try to be brave anywhere, if the person wants to take the item and take the money, 

there’s nothing you can do about it. Don’t try to fight them, just gather as much evidence that you can and put 

it in a claim’ (Andrew, zoobashop.com). That statement sums up all the possible danger of operating a pay-

on-delivery e-commerce system in Accra. Thus, if e-commerce companies operate in less secured 

environments, they run at risks too, as they can fall prey to fraudsters, hackers and thieves who could stay 

under the guise of the internet to lure unsuspecting victims, which we discussed further in the section on 

security and trust. 

Finally, on the economic level, poverty and/or unemployment, which affects the purchasing power of the 

consumer plays a major role in e-commerce adoption. In addition, initial cost of adoption of the e-commerce 

enabling technologies like a camera, wireless internet/ internet bundles, a smart phone, tablet or computer, 

may drive certain traders and consumers from using the system, especially in a developing country like Ghana. 

Thus, the widespread adoption and utilization of e-commerce by businesses and consumers is dependent on 

the consumer/marketplace culture, the economic conditions, trust and the level of infrastructural networks. 

Furthermore, online shopping a form of B2C e-commerce, which is the focus of this paper, is considered as a 

new procuring practice when compared to other modes of shopping in Ghana. This implies that, depending on 

the nature of market operations, resources and needs of the business, e-commerce adoption strategies may 

differ (Vijayasarathy 2004) from strategies used in other countries. Thus, the informal market culture, lack of 

regulation and enforcement of rights, etc. make e-commerce even less safe, convenient and appealing for 

Ghanaians. 

In sum, a large number of respondents/consumers are interested in e-commerce and will use it if they are 

educated more on it or have better internet access or if the costs of internet services were reduced. Thus, the 

onus lies with the stakeholders to ensure that some, if possibly, all of the blockages to e-commerce penetration 

are removed. 
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Sub-question 1: What can be learned from e-commerce within the digital divide 

between the Western and Ghanaian practice? 
Digital divide refers to the unequal access and usage of new technologies, and the issue of global inequality  is 

linked to it because technology and wealth production are interrelated (Fuchs & Horak 2006). Thus, according 

to them, technology is one aspect of material wealth and wealth production is increasingly based on technology 

in today’s world with Africa still lagging behind. With the signing of the WTO Telecommunications 

Agreement in 1997, Ghana and several other African countries agreed to liberalize their telecommunications 

markets and to open it up to attract foreign investment (Fuch & Horak 2006). Thus, until recently, governments 

had majority control over communications networks and information dissemination, but African states 

gradually lost monopoly control of information and financial flows because of the emergence of global 

communications networks. With private individuals, enterprises and groups now having the ability to source, 

package, and transmit information in compressed time and space through digitization of currency, services, 

and even some goods that could be conveyed immediately, transacted invisibly across the globe, irrespective 

of location (Gawady 2007). However, despite all these liberalizations, there is a wide gap in internet access 

between the developed and developing countries, while most studies of digital cultures focus on Asia, Europe 

and US neglecting most parts of Africa. Hence, opening markets and attracting investment will no 

automatically increase ICT usage significantly since history shows that neoliberal policies do not guarantee 

increased access (Fuchs & Horak 2006). 

An estimated 70% of households in developed countries used the internet compared to only 20% of households 

in developing countries in 2011 (ICU 2012). The 2010 Population and Housing Census recorded 1,312,971 or 

7.8% users of internet facilities out of the population 12 years and older. There are however some noticeable 

differentials in the distribution of access to internet facilities in all ten regions: more than two out of five 

(42.3%) internet users in the country live in the Greater Accra followed by Ashanti with 22.5%. Whilst the 

share of internet users is considerably low in the other regions especially the Volta (3.9%), Northern (2.4%), 

Upper East (1.2%), and Upper West (1.1%). Although the actual figure for internet users in Ghana varies from 

the figures quoted by the Bretton Woods Institutions, the international donor and development organizations, 

and the ones quoted by the Ghana Telecom Authority. Thus, ‘it is quite tricky…we looking at the data and for 

example the world bank data is actually lower than what is estimated by the Ghana Telecoms Authority so the 

number is around…12% if you look at the world bank….Ghana Telecom says that like 45% or 

something’(Estelle, tonaton.com). Although, the data gathered indicates that internet penetration is growing, 

there are two sides to the story. In as much as internet spread is soaring, a large number of consumers in Ghana 

(not only the cities studied) ‘don’t know much about the internet…even though there’s IT a lot of people are 

not so much into that’ (Edem, focus-group  discussion).  
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Therefore, the internet culture in urban Ghana according to the study is low compared to the cities in global 

north countries, which is paradoxical – to have the number of internet users growing but not the internet culture. 

So what do they use the internet for then? In an attempt to answer this question, the digital lifestyles of the 

consumers was investigated and the study found that most internet users use the internet for ‘social bonding or 

social messaging’ (Estelle, tonaton.com).  That is, out of 198 internet users, 177 used the internet for social 

media purposes, 100 use it for emailing/communication, which could be either social or professional while 

only 36 respondents admitted to using the internet for any form of e-commerce. Thus, most developing 

countries found in the global south are simply experiencing technological leapfrogging without actually taking 

time to evolve and adopt these new technologies. In addition, the figure for internet user is higher in this study 

probably because it was situated in Accra and Kumasi, the largest urban areas in Ghana, which also has the 

highest level of internet penetration and usage in the country (27.5%) according to the 2010 census. 

‘The relationship of the internet is not really a part of us. The system doesn’t force you to use 

the internet. You know, outside Ghana, there are some things that if you do not know how to 

use the internet, you simply cannot do like filing tax returns, visa applications are done online, 

and over here, there are alternatives… So over here if we force the internet culture on 

ourselves…sometimes when you mention words like basket or check out some people find it 

difficult to understand simply because the culture is not there…’(Andrew, zoobashop.com) 

Access to the internet is requisite for overcoming inequality in societies in which dominant functions and social 

groups are gradually more organized around the internet (Fuch & Horak 2006). Digital divide thus refers to 

the gap between ‘those who do and do not have access to computers and internet’ (Fuchs & Horak 2006:100). 

According to this article, there are four main types of barriers to internet access: 

- The lack of mental access, which refers to a lack of basic or fundamental digital experience. 

- The lack of material access refers to a lack of ownership of computers and network connections. 

- The lack of skill access means lacking digital/computer skills. 

- The lack of usage access means a lack of meaningful usage opportunities. (Source: Fuch & Horak 

2006) 

Clearly, the internet access problem in Ghana (urban areas) is a fusion of all four types of internet access 

barriers but mainly a problem of knowledge and meaningful usage opportunities. A large number of Ghanaian 

urban dwellers have internet access through their mobile phones however; this trend may not be necessarily 

bridging the digital divide between Ghana and countries in the global north because of the low internet culture 

in the country. Despite several government efforts like introducing ICT as a course in basic and senior high 

schools, digitalizing and introducing biometrics and ICT-enabled interfaces for government services like 

passports and voter’s ID cards and implementing e-governance and e-cabinet. Most Ghanaians use these 

services but are not necessarily influenced or absorbed into the digitalization world globalization have forced 
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on them. Indeed, most Ghanaians/Africans are living on the fringes of digitalization and globalization. Thus 

widening and deepening the digital divide with the introduction of every new technology. This is according to 

development experts is explained by poverty – lags in technology like medicine stems from poverty and only 

reducing the poverty levels can close the technology gap (Fuchs & Horak 2006). Even the so-called 

information elite i.e. the sophisticated, highly educated, high-income-earning and cosmopolitan Ghanaians that 

are expected to be more tech savvy use the internet to limited extent often dictated by the internet speed,  

electricity and the level of internet/e-commerce-enabled infrastructure. Proving that poverty eradication alone 

is not enough to close the digital divide because technological infrastructures, applications and digital literacy 

are all very crucial to the problem. In addition, corruption also plays a huge role in the digital divide in Ghana 

and Africa. The social and economic problems that are further deepening the technology gap is a direct result 

of selfish and corrupt governments and not necessarily structural inequality in the world system like western 

colonialism, imperialism and the unequal distribution of global wealth, though these issues contribute to the 

plague of corruption in Ghana and Africa. 

According to Fuchs & Horak 2006:104, cyberspace in its current form is a socio-technical system that only 

gains meaning through human activities and communication in a segmented space that reflects the inequality 

of society. Thus, the digital divide is a pressing problem for Ghana/Africa with most Ghanaians/Africans still 

excluded from the information society, and if this shall be the global village, then internet access would have 

to be assured because societies and democracies are inclusive and hands-on rather than excluded and 

segmented (Fuchs & Horak 2006).  
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Sub-question 2: What role does social media play in fuelling commercial development 
online? 
The evidence shows that although globalization has increased access to the ‘global village’, it has not 

completely converged global cultures as such the way people use the internet and the items bought online 

varies worldwide and seems to mirror the differences in the traditional shopping channels. Furthermore, 

traditional word of mouth (WOM) which involves personal communications among family, friends, and others 

fuel social media sites like Facebook today by offering the possibility of electronic word of mouth (eWOM) - 

a mediated form of WOM, which is influenced by cultural dimensions of the society (Goodrich & Mooij 2013). 

Thus, relationship-oriented societies like Ghanaian societies rely to a greater extent on social media as an 

alternative for interpersonal WOM communication though Goodrich & Mooij 2013 argue that the influence of 

culture on social media purchases differs from the influence of traditional WOM through family or friends. 

Web 2.0 or Social Media Adoption 

Over the past few years, a new generation of online tools, applications and approaches such as blogs, wikis, 

online communities and virtual worlds, commonly referred to as Web 2.0 or social medias are increasingly 

attracting the attention of practitioners and, recently, of academics though there is not a generally accepted 

definition (Constantinides, Romero & Boria 2008). However, most people would agree that a fundamental 

element of Web 2.0 is what is widely known as Customer-Generated Content (CGC) where users also add 

value to Web 2.0 applications and processes by generating, reviewing, editing and disseminating content, 

which result in powerful network effects and users’ communities, besides extracting value (Constantinides et 

al. 2008). 

‘In my eyes, social media is one of the most important global leaps forward in recent human history. It provides 

for self-expression and promotes mutual understanding. It enables rapid formation of networks and 

demonstrates our common humanity across cultural differences. It connects people, their ideas and values, like 

never before’48. The web, and particularly social media, ‘have given consumers much more control, 

information and power over the market process, posing retailers with a number of important dilemmas and 

challenges’ (Constantinides et al. 2008). With the advent of social media, consumers are rapidly adopting 

social networking sites, engaging in micro-blogging, and downloading applications for smartphones and 

computer tablets to enhance their social lives and promote sharing and communication with friends and family 

(Andzulis, Panagopoulos & Rapp 2012). The study found that a large majority of urban Ghanaians irrespective 

of employment status or education used the internet mainly for social media purposes. This explains the huge 

social media presence of the e-commerce companies, platforms and individual online traders interviewed, as 

it makes it easier to ‘preach the gospel’ of e-commerce and reach more masses. Thus, Web 2.0 is a social 

                                                           
48 http://www.huffingtonpost.com/pierre-omidyar/social-media-enemy-of-the_b_4867421.html Retrieved 
27/06/2015 

http://www.huffingtonpost.com/pierre-omidyar/social-media-enemy-of-the_b_4867421.html
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phenomenon that is driving content and building personal relationships with the consumer rather than the 

marketer having full control, as such, the key interest to marketers is how to effectively leverage Web 2.0 and 

derive value from social media-based tools and get real-time feedback on existing products or new products 

(Constantinides et al. 2008). According to Goodrich & Mooij 2013, 25% of the Fortune Global 100 were using 

all major social media platforms to increase social media presence, whereas 84% were on at least one platform 

by the year 2011. Therefore, many marketers have embraced the ability to use social media as tools to reach 

potentials, witnessing the power of social media applications at the consumer level. 

Though social media is in its infancy according to the Huffington post, social media is a tool of both liberation 

and empowerment that may seem daring when a good portion of the world, both Western and non-western 

societies are using Facebook, Tumblr or Twitter to post pictures, videos or items of interest to them. Social 

media is therefore one of the most important trends of technology and it helps grow e-commerce. According 

to Andzulis et al. 2012, virtually all aspects of personal selling and sales management are integrally affected 

by technology, more importantly; social media is not limited to technologies available for public consumption 

like Facebook, LinkedIn, etc. but also includes internal social media and network tools being offered by 

companies like Apps among others. Thus, being a digital enterprise can be very useful, but greater benefits can 

be achieved by extending it to be a socially oriented enterprise (Turban et al. 2015). 

These individuals, e-commerce companies and platforms are in the Y2K-age clamour by businesses to 

establish an internet presence, with the resultant life cycle adoption from bricks-and-mortar to bricks-and-

clicks. These often begins or simply ends with a budding Facebook and Twitter presence where companies or 

individuals ask fans to “like” or follow them, without a transformative strategy that affects B2C and B2B 

commerce at its core. Thus, social media, ‘although inexpensive to implement, requires research up front to 

identify which approaches make sense for the industry, organization, and line of business, and the commitment 

to attach the human resources necessary to support the implementation and continued social media effort’ 

(Andzulis et al. 2012). Once companies/individuals actually learn how to harness these new technologies and 

new ways of communication, the full impacts of social media will be felt. Effective strategies for engaging 

customers on social media might point to different, more subtle, approaches to e-commerce like emphasizing 

brand and relationship building, patiently gathering and exploiting customer data among others.  
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Part V: Discourse 

Does the penetration of ICTs mean development? 

This sub-section was incidental to the research on e-commerce in Ghana; it was borne out of the various 

discussions by researchers and bloggers on doing e-commerce in a third world country and the data garnered. 

It seeks to find answers to the question: Does the adoption and penetration of ICTs into the global south 

necessarily mean development? This is a theoretical discussion advanced by the technological leap-frogging 

in most countries in the Global South including Ghana. It discusses the proliferation of smart phones, 

iPads/tablets and computers, all of which are indicative of an absorption into the global system but how does 

it translate into development. 

ICTs in developing economies 

Adopting e-commerce and e-business has become a pre-requisite to sustain businesses in the global 

competitive environment (Aghamirian et al. 2013). Perhaps the global information economy establishes a new 

phase of capitalism, one where the productivity and competitiveness of firms and economies are principally 

dependent on the ability of states and economic actors to ‘generate, access, and apply knowledge-based 

information’ (Murphy et al. 2014). The underlying basis is a global network society, which is a digitally 

empowered ‘space of flows’ within which information, capital and knowledge flow through globalised 

relationships between markets, businesses, countries and societies (Castells 1996, 2004). Thus, ICTs are 

crucial contributors to integrating successfully into the global network and depends to a large extent on the 

ability of individuals, firms and regions to build networks to the flows of knowledge, information, capital and 

labour that support innovation, economic growth and facilitate inclusive or distributive forms of 

socioeconomic development (Murphy et al. 2014). Thus, ICTs, according to O’Reilly 2009, have led to 

dramatic changes and adaptations in business conditions and strategies with the introduction of Web 2.0 

enabling users to form and expand their networks online, which is proven capable to support business entities, 

particularly in marketing-related activities (Chib 2015). Although ICTs penetration is pervasive in the world, 

there is a digital divide between countries in the global north and the global south (Fuchs & Horak 2006). This 

is explained by the disparity between high and low-income countries in relation to internet hosting and usage. 

Although countries in the global south have experienced considerable economic growth, profound ICT 

transformation and the influx of internet users (Boateng et al. 2011), they are still grappling with huge 

development challenges, which makes e-commerce operation in such contexts particularly challenging for both 

firms and consumers (Murphy et al. 2014). At the close of the year 2014, Africa accounted for 9.8% of internet 

users in the world49 compared to meagre 3% in 2003 reported in Mbarika & Okoli 2003. In as much as this is 

a good sign of growth, it also points out to the problems of technological leap-frogging without actually 

                                                           
49 http://www.internetworldstats.com/stats1.htm Retrieved 26/04/2015 

http://www.internetworldstats.com/stats1.htm
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considering the culture, the socio-historic conditions of the environment and/or building the necessary 

infrastructure and conditions, affecting internet penetration and consequently e-commerce adoption, use and 

application (Murphy et al. 2014). 

The double-edged sword of ICTs in Africa 

The adoption of ICTs have been both a blessing and a bane to many African states, persons and businesses, 

bringing with it both development/growth in certain sectors like empowerment, liberalization of markets, 

improved communications, etc. while opening other sectors up to problems. The already  financially weak 

African states are opened up to poaching and security risks like terrorism, child and drug trafficking becoming 

more sophisticated and easily funded, widening up inequalities, and forcing small businesses out of 

employment because they are unable to compete with the big corporations that create and control monopoly 

in the market system. All due to the seemingly borderless nature of ICTs. Below is a discussion of the both 

sides to ICTs in the region. 

According to the World Bank 2010:11, ICTs are seen by many as crucial ingredients in Africa’s rapid industrial 

leapfrogging toward service-oriented economies: by building both high-end and basic ICT skills that will help 

prepare labour markets for a gradual evolution to a service-oriented, ICT-enabled information society, aside 

the vital personal and social implications of improved communications (Murphy et al 2014:265). Thus, the 

development of ICTs and ICT-enabled industries is an essential part for a transition to the ‘new economy’ 

through export of services over the internet and growth in trade services (Murphy et al. 2014:265). Such claims 

implies the promise of a new international division of labour, one where Africa is transformed from a 

peripheral, digitally isolated community of extraction-oriented economies to societies where, a` la Friedman 

2007:46, anyone with brains, access to Google and a cheap wireless laptop could join this innovation fray 

(Murphy et al 2014:265). Therefore, ICTs such as mobile phones, computers and the Internet are tools that can 

significantly strengthen the quality and depth of Africa’s engagement with the world economy (Murphy et al 

2014) 

The UNCTAD 2003 report pointed to the ‘good’ in adopting ICTs. Thus, ICT can improve education, health, 

governance, trade, and dramatically change social and economic relationships and exchanges, giving 

individuals, businesses and governments the tools with which to devise a more productive, inclusive and 

development-friendly society and economy (UNCTAD 2003). The United Nations in it 2003 report indicated 

a strong commitment to doing its part ‘to enhance the ability of developing countries to realize the full potential 

of ICT in stimulating and supporting development’. By working with ‘governments and partners in industry, 

civil society and academia to bring ICT applications to education, health, natural disaster management and 

many other key realms of human endeavour and wellbeing’ (UNCTAD 2003:). The UN in its statement 

recognised e-commerce and e-business as ‘among the most promising of those applications, capable of offering 

new ways to participate in global markets, new possibilities for diversifying national economies, and new and 

better jobs for young people’ (Kofi Annan UN Secretary General, 2003).  
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This is reiterated in the UNCTAD 2005 report: ICTs would enable the transformation of Africa not just through 

the extension and hastening of the scope and pace of globalised communications, but as tools that enable the 

radical reform of economies and deeper, more progressive and less exploitative forms of integration into the 

global information economy (Murphy et al. 2014). For instance, according to Boateng et al. 2011, the Ghanaian 

government has made efforts over the last decade to build a ‘knowledge-based economy’. Mainsah & Ikezi, 

2004 argue that with the relative progress in ICT development, ‘Ghana seems serious about using ICT as an 

engine of growth and as a means of diversifying from its traditional major exports, cocoa, gold and timber’ 

(Boateng et al. 2011:2). As such, a National ICT for Accelerated Development policy was introduced in 2003 

with the aim to engineer an ICT-led socioeconomic development process, which set-up several ICT projects 

with the support of various international donor and UN agencies to provide training skills to link academia and 

industry- clearly in line with the UNCTAD goals at the time. 

However, about a decade after the UN declarations and several optimistic views from other scholars and 

organizations, Murphy et al 2014 observe that while new ICTs are being adopted rapidly in Africa, they are 

generally used for communicative purposes, without deeper changes to business networks, information access, 

processing and management capabilities. Continually limiting knowledge and innovation benefits from ICT 

use - a process referred to as ‘thintegration’, further widening the digital divide between Africa and the global 

north, though ICTs have enhanced entertainment, communications and social lives, it has done little to 

ameliorate the challenges like hypercompetitive markets, increasing levels of import penetration, and human 

capital limitations facing African SMEs (Murphy et al. 2015). This may be attributed to the international 

organisations’ guilt of habitually overlook the interdependencies and power relations that mediate the 

potentials of African societies empowering themselves within the global system, which Murphy et al. 2014 

refer to as those contingent relations that exclude and disconnect some economic actors whilst including, 

connecting and sometimes exploiting others. Castells 1998 in an Afro-pessimistic view situates Africa in the 

‘Fourth World’, arguing that most of the Africans are ‘socially excluded from the benefits of informational 

capitalism whilst its abundant natural resources are devalued and extracted to fuel First World economies’ 

though, there could be greater hope for the region. Assuming Africa’s economies become more globally 

oriented and deeply integrated into financial, knowledge, commodity and production networks ‘powered by’ 

new ICTs and the internet (Murphy et al. 2014).  

Rather, ICTs sometimes strengthen the power of foreign capital as against local industries by enabling new 

forms of outside intervention and intermediation into African markets, often leading to further marginalisation 

of local firms and industries (Murphy et al. 2014). Therefore, with the curtains closing this year on the 

Millennium Development Goals that sort to reduce/eradicate poverty, make available benefits of new 

technologies – especially ICTs, among others in developing countries, ICTs have still not reached its full 

potential with 90% of 4 billion non-internet in the developing world.  
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On the other hand, GSMA 2011 argue that the promise of informational capitalism in Africa seems to be 

materializing, as over the past decade, the region hosted six out of the top ten fastest-growing economies in 

the world, while simultaneously experiencing the explosive flow of the internet, mobile phones and computers. 

Now Africa boasts of an estimated 700 million mobile phone subscriptions and internet users, largely through 

cheap smartphones, growing at 500% a year (Murphy et al. 2014). Likewise, internet usage in Ghana has also 

seen significant increases since the liberalisation of the Telecommunications industry in the 1990’s (Boateng 

et al. 2011). Thus, e-commerce can be a potential application of ICTs to achieve this goal nonetheless, the 

institutional context of Ghana as a developing country (Boateng et al. 2011) coupled with the cultural milieu 

has an attendant effect on ecommerce adoption and creation of benefits at both the SME-and-consumer level. 

Increasing gains from ICT 

Empowerment as an enduring theme in Information and Communication Technology for Development 

(ICT4D) studies refers to the processes by which individuals perceive that they control situations (Zhou 2015). 

To these scholars, ICTs benefit weak, incapacitated, or marginalised groups in society to gain more 

opportunities to participate in decisions that affect their lives, solve individual and communal problems, and 

finally to earn control of their own lives (Elijah and Ogunlade 2006). Melissa et al. 2015 discusses how the 

introduction of new ICTs has brought new hopes for existing and future female entrepreneurs in Indonesia, 

who will be adept in forming and expanding networks to support themselves in overcoming challenges related 

to capital-cultural, social and economic. Djane & Ling 2015 pointed to the benefits of mobile communications 

in the marketing of foodstuffs in Côte d’Ivoire where they found that mobile communication allows for a more 

responsive and flexible planning on the part of large- and small-scale wholesalers who used it to manage and 

adjust the delivery of products to different retailers as surpluses and shortages develop. Steibel & Estevez 2015 

raised awareness on how the usage of certain Web 2.0 tools can reinforce or diminish some attributes of 

political communication, through public consultation in policymaking between government and citizens in 

Brazil, producing different models of online democratic communication certain ICT tools become central to 

understand the design of virtual spaces for government-citizen interaction. While Zhou 2015 discusses the use 

of ICT for empowering minority migrant groups in China.  

Thus, ICT and its advancement has several benefits for the global south like growth, employment (Melissa, 

Hamidati, Saraswati & Flor 2015), prosperity and empowerment. Though, the dark and sinister side of ICTs 

and online trade like the breach in security and cybercrime (IDRC-CRDI 2010), cyber prostitutions (Cruz & 

Sajo 2015), sophisticated drug operations, spying and illegal control by governments and people , blurring the 

lines between academic writers and bloggers online (Chib 2015), and privacy issues exist. According to Scot 

McNealy, Chairman of Sun Microsystems “you have zero privacy already. Get over it” meanwhile, Peter 

Steiner, a cartoonist asserts that “on the internet nobody knows you are a dog” which sums up the two extreme 
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schools of thought, those that see danger everywhere – paranoid luddites, and those that see no danger 

whatsoever – naïve technophiles50.  

Nonetheless, the potential of ICTs being a ‘good’ overrides any problems it may cause, especially as some of 

these problems seem far away from the concerns of people in the developing world, who seek to capture all 

the good ICTs have to offer and be at par, at least developmentally, with the developed countries. Thus, 

although technological leapfrogging like the boom of smartphone use does not necessarily mean development, 

I argue that once the stakeholders in promoting ICTs recognize and address the political, cultural and 

institutional problems specific to these area, ICTS will contribute significantly to achieving the goal of 

development and growth. Since the increasing tech-savvy consumers will force governments to invest in ICT-

enabling infrastructures that will create new sectors in the economy, thereby creating new employment 

channels like China is already doing with e-commerce to help relieve the unemployment and poverty pressures 

in developing countries – translating ICTs into development and growth.  

                                                           
50 http://kofianokye.blogspot.dk/2011/06/online-world-and-privacy-how-safe-are.html Retrieved 28/07/2015 

http://kofianokye.blogspot.dk/2011/06/online-world-and-privacy-how-safe-are.html


68 | P a g e  
 

Part VI: Denouement 
E-commerce is the frontline of modern-day and future commerce with the rapid growth and diffusion of 

technology, the internet and now the intranet in Ghana. E-commerce has grown, changed, modified to suit the 

market cultures within which they exist thus, the e-commerce practices in Europe or the Middle East are not 

necessarily similar as they have different symbolic dimensions, meanings and values in these places, and can 

be quite obscured or stunted as a result. However, e-commerce in the western society is increasingly tagged 

with rising consumerism; but this same concept means growth, liberalism and even democracy in certain areas. 

Ghana liberalized its internet and communications services in line with this thinking over a decade ago, yet, 

there has not been any serious attempts by governments to improve, create or revamp the infrastructures and/or 

securities needed to compete/partake effectively in the trends that this liberalizations come with – we only sign 

treaties and make news headlines without actually doing much to support these Acts, regulations and 

agreements. Also, the fact that most of these services are provided by governments or NGOs in partnership 

with government, means that there is a high likelihood that Ghanaian governments will focus on projects they 

feel will bring development directly to the people or win elections like provision of boreholes, road 

constructions and not e-commerce enabling services. Thus, the onus lies on the private businesses, MNCs and 

organizations that see benefits or growth in e-commerce to help bridge the infrastructural gap as governments 

lack either the funding, knowledge or political will to invest in these services much needed by consumers. 

The study found that, most urban consumers were experiencing dual-modernity and rising consumerism, 

making them consumers of creolized products as a result. The rising consumerism in urban Ghanaian 

consumers may be attributed to increase in income, remnants of colonialism still present in these areas, 

influences of the media and people from other cultures living with them, among others. However, the digital 

divide between the global north and the global south is quite rife in the Ghanaian society, as most consumers 

with internet access hang on the fringes of digitalization despite the proliferation of smart phones. Thus, there 

is still some work to be done in respect to digitalization though, the predominance of social media especially 

among urban dwellers and the youth can serve as a means of spreading e-commerce and creating ‘social 

commerce’ i.e. e-commerce on social media, a strategy some e-commerce companies and individuals were 

already recognizing and taking advantage of. That is, although these urban areas were experiencing 

technological leapfrogging, they were not necessarily incorporated into the global e-commerce trend rather 

still relied very much on the traditional and cultural forms of commerce mixing it up with e-commerce – that 

is those that had means and access. As such, most Ghanaian businesses that adopted e-commerce were not 

running it in its pure form; rather they incorporate it with parts of traditional commerce to suit the consumption 

culture, preferences and rituals of the environment i.e. moving from traditional to click-and-mortar, while the 

traditional commerce still thrived – two market systems coexisting and crossing paths or merging due to 

dualism. 
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The existing forms of e-commerce in the country overrides the traditional-virtual division of markets as 

consumers in urban Ghana are increasingly ‘omni-channelling’ e-commerce means and purchases. In addition, 

e-commerce is increasingly turning into a branding strategy for companies in the global south that want to take 

advantage of the much-touted computer age to garner business gains, promote an digital image and global 

presence, and of course, to gain access to consumers otherwise out of their reach due to proximity, thus using 

e-commerce platforms as cheap advertisements. As such there are several push and pull factors to e-commerce 

adoption. Although the study confirmed that culture, poverty/unemployment/costs, knowledge, security and 

infrastructure were the main culprits blocking e-commerce assimilation, especially culture. However, ICTs 

and e-commerce has not always been for ‘the good’ especially to small-scale businesses in developing 

countries where liberal markets means being competed out and the creation/perpetuating of market monopolies 

controlled by huge multinational corporations with nearly endless capital. In addition, consumers are being 

sensitized to the darker side of the internet such as lack of privacy and free for all access to data that sometimes 

companies exploit to send mails and advertisements tailored to suit these information garnered – a problem 

that is currently more predominant in countries in the global north. However, it is better that we arm ourselves 

with the knowledge and experiences from ICT advancements of the good and/or nuisance in our societies and 

in developed countries; rather than being either paranoid luddites or naïve technophiles!  
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Appendixes 

Tables from Questionnaires 

Demographics: 

This section includes figures on gender, age, educational level and employment status of the 

respondents and its implications/meanings to the study. 

Gender: 

 Out of the 200 respondents purposely chosen from Accra and Kumasi, both of which are also capitals 

of the two most populous regions in Ghana according to 2010 census, 56.5% were male and 43.5% 

were female, representing 113 and 87 respectively. That is n=200, m=113 and f=87, where n means 

total number of respondents.  

Gender Frequency Percent 

MALE 113 56.5 

FEMALE 87 43.5 

Total 200 100 

 

Age: 

Although the data was collected from both schools, work places, malls and homes, the predominant 

age group was 19-25 (74%) and only 3.5% of the respondents were over 50 years old. The mean age 

was. This may be explained by using data from the 2010 census in Ghana, at the time of the census 

(five years ago), only 4.7% of the population were 65 years. Principally, the effects of high fertility 

and decreasing mortality rate shape the age structure of Ghana’s population51. 

N=200 

 

GENDER 

AGE GROUP Total 

19-25 26-30 31-35 46-50 > 50 No response 

 
MALE 78 14 12 3 5 0 112 

FEMALE 70 9 3 2 2 1 87 

Total 148 23 15 5 7 1 199 

 
 

Highest Education Level: 

Level of education refers to the highest level of formal school a person has ever attended or was 

attending. In collecting the data, school meant an educational institution where a person received or 

                                                           
51 Ghana’s Census 2010, 2013:4 
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receives formal education. The levels measured were primary, secondary/GCE A Level (for those 

who went through the old system), tertiary and postgraduate. Tertiary in this study refers to any form 

of post-secondary education be it polytechnics, undergraduate, teacher training colleges and/or 

nursing training. 78.5% of the respondents indicated that they had either completed or enrolled 

tertiary education, which may be explained by the major age group among the respondents. 

 

 

AGE GROUP 

LEVEL OF EDUCATION Total 

PRIMARY SECONDARY/GC

E 'O' & 'A' LEVEL 

TERTIARY POST 

GRADUATE 

 

19-25 2 13 129 4 148 (74%) 

26-30 1 6 14 2 23 (11.5%)  

31-35 1 2 9 3 15 (7.5%) 

36-50 1 1 4 0 6 (3%) 

> 50 

No response 

0 

0 

3 

1 

1 

0 

3 

0 

7 (3.5%) 

1 (0.5%) 

 5 (2.5%) 26 (13%) 157 (78.5%) 12 (6%) 200 (100%) 

 

Employment Status: 

Employment status in the study refers to the current employment condition of the respondent. This was 

measured on unemployed, self-employed, government/civil servant, private organization and student. 72.5% 

of respondents are students, 23% of the respondents were employed by private firms, government or self-

employed and 1% or two was unanswered.  Since the enrolment age for Ghanaian tertiary institutions is 

18-2152, the large number of respondents found in the 19-25 year age group may explain the 72.5% 

student status in the study. Below is a cross-tabulation of age group and employment status. 

 

 

 

 

Age Group 

 

EMPLOYMENT STATUS Total 

STUDENT GOVERNMENT 

WORKER 

PRIVATE 

FIRM/ORGA-

NIZATION 

SELF-

EMPLOYED 

UNEMPLOYED 

 

19-25 134 2 6 3 3 148 

26-30 6 5 6 1 4 22 

31-35 5 4 3 3 0 15 

46-50 0 3 0 2 0 5 

> 50 0 0 2 5 0 7 

                                                           
52  
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Total 145 (72.5%) 15 (7.5%) 17 (8.5%) 14 (7%) 7(3.5%) 198 (99%) 

Closed and Open-ended Questions 
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1.1. Questionnaire Design: 
Copenhagen Business School, 

Denmark. 

MA International Business Communication 

Spring 2015. 

Questionnaire on e-commerce in Ghana. Respondents: Consumers 

The researcher is a final year International Business Communication student; researching into e-

commerce in partial fulfilment of her Master Degree in International Business Communication. 

Guarantee is given hereby that any information provided shall be treated with the utmost 

confidentiality and will not be used in contravention of the purpose for which it was obtained. This 

questionnaire seeks only to investigate into why e-commerce is less utilized in the Ghanaian retail 

sector.  

 

Please tick the appropriate answer or provide the necessary information.  

 

Section A: Demographic Information  

1. What is your sex?  

a) Male  

b) Female 

2. What is your age group?  

a) 19 – 25  

b) 26 -30 

c) 31- 35 

d) 36 – 50 

e) 50 and upwards 

3. What is your highest level of education? 

a) Primary 

b) Secondary/ GCE ’O’ & ‘A’ Level 

c) Tertiary 
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d) Post graduate 

4. What is your employment status? 

a) Student 

b) Government worker  

c) Private Firm/Organization 

d) Self-employed 

e) Unemployed 

Section B: Internet usage. 

5. Which of these statements best describe your situation: 

a) I have access to the internet  

b) I do not have access to the internet  

c) I intend to connect to the internet in the next 12 months  

d) I do not intend to connect to the internet 

6. If you have access to the internet, what do you normally do online? (Please choose all that apply)  

a) Email  

b) Electronic banking                       

c) Purchasing/ ordering 

d) Social Media (Facebook, twitter, Skype, WhatsApp etc.)  

e) Travel Booking  

f) Other (Please specify)   

Section C: E-commerce in Ghana. 

7. Do you know what e-commerce is? 

a) Yes  

If yes, please explain………………………………………………………………………. 
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b) No  

c) Maybe  

Please tell me what you think it means………………………………………………………… 

8. Do/Will you use any e-commerce platform(s)? 

a) Yes 

b) No 

9.What are your reasons for using e-commerce? Please choose all that apply. 

a) Modern                                                        g) Global Accessibility 

b) Safe                                                              h) Speed 

c) Efficient                                                       i) Good past experience 

d) Low cost                                                       j) Trustworthy 

e) Time saving                                                  k) Other (Please specify) 

10.What are your reasons for not using e-commerce? Please choose all that apply  

a) Prefer traditional market system                     f) Poor Infrastructure 

b) Unsecured                                                        g) Trust issues 

c) Lack of knowledge of e-commerce option      h) Loss of rituals like bargaining/haggling 

d) Bad internet                                                       i) Lack of skills 

e) Lack of interest                                                   j) Lack of payment access 

f) Poor infrastructure                                               k) Other (Please specify) 

11. Have you had any problems with using e-commerce? 

a) Yes 

(Please describe it)…………………………………………………………………………….. 

b) No 
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(Please explain)……………………………………………………………………………. 

12. Which market system do you prefer? 

a) Traditional markets 

Please explain why……………………………………………………………………………. 

b) Virtual/Online market 

Please explain why……………………………………………………………………………. 

Section D: Recommendations  

13. Do you think e-commerce in Ghana needs improvement? 

a) Yes 

Please explain…………………………………………………………………………………. 

b) No 

Please explain…………………………………………………………………………………. 

14. What do you think can be done to improve e-commerce usage in Ghana? 

………………………………………………………………………………………………………. 

……………………………………………………………………………………………………….. 

15. Will you use e-commerce if your suggestions are met? 

a) Yes 

b) No 

Please explain…………………………………………………………………………………. 

…………………………………………………………………………………………………                   

 

Thanks for your corporation. 
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1.2. Interview Guide for Online Retailers in the fashion industry 
The researcher is a final year International Business Communication student; researching into e-commerce 

in partial fulfilment of her Master Degree in International Business Communication. Guarantee is given 

hereby that any information provided shall be treated with the utmost confidentiality and will not be used in 

contravention of the purpose for which it was obtained. These questions seek only to investigate into why e-

commerce is less utilized in the Ghanaian retail sector. 

Questions: 

1.  Do you do both the traditional market commerce and e-commerce?  

a) If yes, why do you do both? 

b) If no, why do you choose online business models only? 

2. Why did you adopt e-commerce in your business? 

3. What are some of the obstacles and barriers to e-commerce adoption? 

4. Is e-commerce adoption expensive? 

5. How did you find the initial funding to implement e-commerce ? advancing infrastructure? 

6. Do you find e-commerce adoption profitable to your business? 

7. In your opinion, how does online retailing boost brand knowledge? 

8. How do you attract consumers to your e-commerce platform? 

9. Do you run your own website, advertise on e-commerce platforms or use the social media? 

10.  How important is e-commerce as a communication tool with your consumers and prospective clients. 

11. Do you think e-commerce affects or encourages the desire to go online? 

12. Are you able to trace the customers you make online? 

13. What are the people who visit your website, page or blog normally interested in? 

14. How does the Ghanaian market culture affect e-commerce usage? 

15. Do you think the Ghanaian consumer is interested in using e-commerce for online retailing? 

16. Which group of people normally purchase/order your products?   
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17. From your experiences and in your opinion what role does income play in e-commerce adoption? 

18. In your opinion, what are the levels of exposure to shopping opportunities by the lower income 

consumer? 

19. Does the existing level of infrastructure support the provision and access to e – commerce services? 

19a. what are some of the infrastructural problems you are facing (both internally and externally) 

19b. how can it be improved? 

20. What social factors affect e-commerce assimilation in the retail sector? 

21. Do you think that the social system (social capital) in Ghana plays a role in e-commerce utilization? 

22. In your opinion, do you think trust is a contributing factor? Trust in the system, in the social networks and 

trust that norms of reciprocity will work. 

23a. how do you ensure that the trusts of your consumers are protected? 

23b. how do you ensure are good ethics? 

24. How do you deal with such complaints from consumers? 

25. What can be done to improve the overall e-commerce traffic in Ghana? 
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1.3. Interview Guide for focus-group discussion. 

Aim: To find answers to the above-mentioned objectives from the consumer perspective 

1. Do you use the internet?  

2. If yes, what do you normally use it for? If no, why not? 

3. What do you know about e-commerce? 

4. Are you interested in using e-commerce? If no, why not? If yes, why? 

5. If yes, what are you normally interested in when open e-commerce websites like kaymu.com, 

jumia.com, tonaton.com and zoobashop.com?  

6. Have you had any problems using e-commerce? 

7. Which market system do you prefer? The online or traditional market? 

8. In your view, why do think the banks and ‘telecos’ are doing better in this sector than the online 

retail sector of e-commerce? 

9. In your opinion, do you think trust is a contributing factor? Trust in the system, in the social 

networks and trust that norms of reciprocity will work. 

10. Do you think/believe that the e-commerce websites/platform ensure that the trusts of you, their 

consumers are protected? 

11. Is ethics something that (dis)encourages you to use e-commerce? Ethics examples include deceit 

and misrepresentation of items online, no show of products etc. 

12. Do you believe in the payment and refund system? 

13. In your opinions, what can be done to improve and increase the overall e-commerce traffic in 

Ghana? 

That is it, thanks so much for your corporation…   
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1.4. Interview Guide for E-commerce Websites & Platforms 
Aim: To find answers to the above-mentioned objectives. 

1. Introduction & Consent (as indicated above) 

Introduce myself and explain the project, its goal of doing an interview and eliciting the informant’s 

knowledge.  

Explain the need to record and take notes during the interview. 

Native language explanations. 

2. Introduction of the organization/office  

 

I will ask my informant to introduce themselves, their office and their daily activity and to give any 

details about a typical day in the office. 

 

3. Questions based on Objectives of the study.  

 

Tonaton.com 

1. What are the levels of internet access and penetration in Ghana at the moment?  

2. In your opinion and from your experiences, what is the digital lifestyle of the Ghanaian consumer?  

3. What do they normally use the internet for?  

4. What are they normally interested in when they open your website?  

5. Are the Ghanaian retailers and consumers interested in e-commerce? 

6. What is the current e-commerce traffic? 

7. How does the Ghanaian market culture affect e-commerce usage? 

8. Is the Ghanaian consumer culturally inclined to use e-commerce for online retailing? 

10. What about the producers and retailers on registered on your websites, do you know their reasons 

for joining? 

11. What institutional problems have contributed to the problem low e-commerce penetration in the 

retail sector?  

12. What social factors affect e-commerce assimilation in the retail sector? 

13. Are there any political factors are accountable for this? 

14. Do you think that the social system (social capital) in Ghana plays a role in e-commerce 

utilization? 

15. In your opinion, do you think trust is a contributing factor? Trust in the system, in the social 

networks and trust that norms of reciprocity will work. 
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16. How do you ensure that the trusts of your consumers are protected? 

17. How do you ensure that the retailers on your platforms are ethical? 

18. How do you deal with such complaints from consumers? 

19. How do you protect your retailers from breach of trust? 

20. How does the payment and refund system work? 

21. Does the existing level of infrastructure support the provision and access to e – commerce 

services? 

 

Zoobashop.com 
Questions 

1. Who regulates your activities? Are there any laws or regulations governing your activities? 

2. In your opinion and from your experience, what do consumers normally use the internet for 

and do you know the level of internet penetration in Ghana? What is it? 

3. In your opinion are the Ghanaian consumers interested in in e-commerce? 

4. What are the push and pull factors? 

5. What is the current e-commerce traffic? 

6. How does the Ghanaian market culture affect e-commerce usage? 

7. How do you measure consumers online? 

8. How do you get customers or encourage consumers to buy online? 

9. What are consumers normally interested in when they log unto your webpage? 

10. Are your services only restricted to Accra? Or is it a nationwide service? 

11. What is the general age group and educational level of the consumers who visit zoobashop? 

Do you track this? 

12. What problems have you faced in trying to penetrate into the Ghanaian market? 

13. What social factors affect e-commerce assimilation in the retail sector? 

14. How does the payment and refund system work? 

15. What about Delivery and pickups? 

16. Do you think trust affects e-commerce in Ghana? And how does it? 

17. How do you ensure trust of your consumers are protected? 

18. How do you ensure that transactions on your platforms are ethical? 

19. How do you deal with complaints from consumers? 
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20. Does the existing level of infrastructure support the provision and access to e-commerce 

services? 

21. What are the main infrastructural problems that you have? 

Concluding the Interview: 

Exchange pleasantries at the end of the interview, ask if they have any questions to ask and make 

requests for reports, documents, anything that will be relevant for analysing, and then decide together 

if there is a need for a follow-up interview(s). 
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Written Response to Interview Questions 

Interview Guide for Online Retailers in the fashion industry- Ahwenepa nkasa. 

With Veronique Luganga 

The researcher is a final year International Business Communication student; researching into e-commerce 

in partial fulfilment of her Master Degree in International Business Communication. Guarantee is given 

hereby that any information provided shall be treated with the utmost confidentiality and will not be used in 

contravention of the purpose for which it was obtained. These questions seek only to investigate into why e-

commerce is less utilized in the Ghanaian retail sector. 

Questions: 

1.  Do you do both the traditional market commerce and e-commerce?  

a) If yes, why do you do both? 

b) If no, why do you choose online business models only? 

Ans: ecommerce- more efficient and suited to vision. 

2. Why did you adopt e-commerce in your business?  

Ans: As stated above-for efficiency and suited to target market. 

3. What are some of the obstacles and barriers to e-commerce adoption?  

Ans: Offshore market so logistics of shipping and keeping up with requirements. 

4. Is e-commerce adoption expensive? Doing business is always at a cost. 

5. How did you find the initial funding to implement e-commerce ? In advancing infrastructure? 

Ans: Personal resources garnered. 

6. Do you find e-commerce adoption profitable to your business? 

Ans: Yes 

7. In your opinion, how does online retailing boost brand knowledge?  

Ans: Gets a wider reach and easy for repeat sales 

8. How do you attract consumers to your e-commerce platform?  

Ans: Various means: ads (online, print), word of mouth, social media et c 
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9. Do you run your own website, advertise on e-commerce platforms or use the social media? 

Ans: Combination 

10.  How important is e-commerce as a communication tool with your consumers and prospective clients. 

Ans: Poignant to the business. Solely online 

11. Do you think e-commerce affects or encourages the desire to go online? 

Ans: Certainly; convenient.  

12. Are you able to trace the customers you make online?  

Ans: Yes 

13. What are the people who visit your website, page or blog normally interested in? 

Ans: The merchandize and adding to it. 

14. How does the Ghanaian market culture affect e-commerce usage in your opinion?  

Ans:  Non applicable 

15. Do you think the Ghanaian consumer is interested in using e-commerce for online retailing?  

Ans: Yes 

16. Which group of people normally purchase/order your products?  

Ans: Wide range (from all walks of life) 

17. From your experiences and in your opinion what role does income play in e-commerce adoption? Ans: 

Some-not the determining factor.  

18. In your opinion, what are the levels of exposure to shopping opportunities by the lower income 

consumer? Ans: Awareness and progress 

19. Does the existing level of infrastructure support the provision and access to e – commerce services? 

Ans: Could be better but not the worst now. 

19a. what are some of the infrastructural problems you are facing (both internally and externally) 

Ans: website not local; neither is market. Quality of sites here tough to find, create and maintain at 

reasonable costs and within time constraints (exorbitant prices) 

19b. how can it be improved? 

20. What social factors affect e-commerce assimilation in the retail sector?  

Ans: In Ghana’s current context social factors on ecommerce are not quite applicable. 

21. Do you think that the social system in Ghana plays a role in e-commerce utilization? Ans: No 
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22. In your opinion, do you think trust is a contributing factor? Trust in the system, in the social networks 

and trust that norms of reciprocity will work.  

Ans: Trust is a factor in any relationship business or otherwise. There are ways to ensure it. I believe at this 

point it is more an issue of assimilation. 

23a. how do you ensure that the trusts of your consumers are protected? By using a secure website and 

payment platform adhering to commitments made.  

23b. how do you ensure good ethics? 

Ans: stating, applying courteous rules of trade and general politesse while  aiming to peaceably resolve any 

mishaps 

24. How do you deal with such complaints from consumers?  

Ans: Yet to receive such complaints but any issues are dealt with as quickly, professionally and amicably as 

possible. 

25. What can be done to improve the overall e-commerce traffic in Ghana? 

Ans: Better and more efficient payment system platforms to ease transactions, e-policing to counter 

detractors, cheaper internet and proficient education in IT application etc.  
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Transcripts of interviews: 

                                                                                                                                                    18th April 2015 

Interview with Michael Dodga- DeHommy Clothing Ghana 

M-Michael, E- Eunice 

 

M: Ok 

E: So before we go into the main questions can you tell me exactly what you do? 

M: I'm a business man. I did fashion designing and I have shops that take....basically I'm into African 

wear, with special designs. I also have a construction company which is a partnership. So that's what 

I think I do....But I'm more into the fashion, that's what I really do. 

E: Ok, so with the online shop how long have you been operating... 

M: Well I started the online shop when I opened my first boutique. That is somewhere 2009-2010 

when I opened my first boutique. I realized that if I have just a boutique it isn't everybody that will 

pass through my shop. Maybe someone may need something which I have in my shop but it isn't 

everyone that will see it to be there, so I decided to form my online page so that somebody can find 

it there, so that it can be easy for me to also receive order and give order. 

E: Ok, so do you run your own website? 

M: Well I don't run my own website, I link to facebook. 

E: Only Facebook? 

M: Yes, only facebook. I would've done my own website but it take a lot to do that, I was planning 

on doing that when I first started but I faced some money challenges so I stopped. 

E: So I'll need some information on the business model, how do you do it? Do you take orders 

through inbox or what? 

M: Let me start with the facebook. You know, the moment I created the page, you know, you have 

to invite people to like the page. Then they will know what kind of products you sell. So from the 

start, it was quite ok and I realised that I get more order online, than being in the shop and people 

walk in. So some people call me that they have seen a design on my page that they like so I take 

their requests and sometimes i take it to their offices. So that's how I run the website.  

E: SO does it mean that it is profitable to be online? You said more people see the shop when you’re, 

is it more profitable to be online than in the traditional system? 

M: To me, I think the online is much more, it is profitable than being in one place. We are in a 

computer world now and everything is now IT an d its more quite fastor that being in the shop at 

sitting waiting on people to come to the shop. It's global its better than you just sitting at one place. 

So to me, it is much much more profitable. 



98 | P a g e  
 

E: So when people walk into your shop, how are you able to trace those customers you made online? 

How are able to know the differences and tell the differences. Are you able to tell the awareness?  

M: Yeah yeah, you know basically the online people normally you keep a record, that yeah this 

person I got it online and this person walked to the shop. So basically, I once in awhile have to do a 

routine checkup on my page, my inbox and stuff like tht. so i know that this person I got it through 

online. 

E: So how do you access the internet? Do u use wifi, modem or? 

M: For me, wherever I go, ever since I became used to this online marketing I try to be connected 

to the internet. Even if I lose my phone, I always have a phone to get online to check my inbox. I 

have a computer and modem 

E: Is it expensive to run an online shop compared to your profit? 

M: Its not expensive, if you want to do an ad on the TV it costs a lot, but with the online, you just 

have to update the page with the pictures of the new items you have acquired.  

E: When people visit your website, what are they interested in? 

M: It depends on the person, but I let them know what I have, I’m a versatile person, and so it 

depends. I don’t only sell African shirts, I also sell other things so I invite them to the shop and show 

them other things I have and most times they leave with something else from what they came in 

from. They aren’t into one particular thing 

E: And do your customers prefer to shop online or in person? 

M: The online shop is just a reflection of the physical shop. My online displays everything about my 

shop and some of them will message that they need this dress, if I have to come to their offices and 

take a measurement of them. They prefer the online shop because it is very easy to access than 

walking to the shop, just to check what they want, and the design that they want.  

E: So what are some of the problems that you face in selling online? 

M: Wow wow wow, challenges….(laughs) As for the online the challenges….you know…I don’t know 

where to start with it. Basically its not everyone that comes to like your pages that is a customer. 

Some people just come to tap, others come to spy, I get that every single day. Some people are just 

funny people. You know I’m a very strict person when it comes to my line. Some sending me spam 

messages and spam link. And one thing about the Ghanaian market is that they are into one way, 

we’re not very creative, okay this person does this design, and you put up a design that you created, 

they just copy you because you put it online and so they have access to it now. And know that not 

everyone is a customer. So someone can see your work, copy it and go give it to tailor to do it for 

them. 

E: Ok, so how does the payment system work, when people order things from you how do they pay? 
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M: Well ome of them if you’re my old customer its easy. The first time is always hard. Someone will 

tell you that I want this but send it to me before I pay you, or come to my office so we discuss it. 

And I tell them that if I come to your office, you’ll pay my transportation costs in addition to the 

design. Some understand that but some don’t because they expect that its already been added to 

the price and sometimes I consider the person, you know, the customer is always right they say. 

Mostly, I take order to them and they pay. After that they send mobile money and I get it to them.  

E: So what do you think are the general issues of e-commerce in Ghana? 

M: I’ll say that it is very difficult to run an online market in Ghana because of fraud. Sometimes, from 

my own experience, you go to some of these websites like tonaton and you see some things posted 

by people who aren’t real especially the gadgets. Someone can put up an iphone 5, you get it, and 

its china made. Somebody is selling someone else’s property. Some people just take a photo of some 

else’s building and say that they’re selling, you meet them and fall victim to them. So those are some 

of the challenges that I know of, because some people are even using different identities online.  

E: So how do u ensure that the trust of your customers are protected? 

M: For me, I tell you, this is what I do, if you want to meet, I’ll meet you. I do the introduction first, 

show you any identity you want, we discuss the product you want and we meet and exchange the 

product and money. I also advise them and we build trust in each other. If you are genuine you 

shouldn’t be scared to meet anybody. I meet a lot of people online and we become friends 

afterwards.  

E: Ok, so how do you deal with complains? 

M: Oh, as for the that, I first have to listen to the complaint, find a way to fix it, but I’ve to look at it. 

It may be physical, sometimes, it’s a shoe and the size is small, I’ll try to replace it for you. But 

normally they inspect it before I leave unless in the rare instance where they are too busy to look at 

it. 

E: Ok. So how does refund work? 

M: It depends, if you place an order from me and you tell me that it isn’t what you looking for, its 

either that I replace it for you. It’s a business, when you pay me, I’ll use it to get other things to stock 

the shop. SO I don’t give the money back. I replace it for you. 

E: SO how do you ensure ethics and non-deceit in your services? 

M: You know I do a little graphic design myself so I know all about photoshopped pictures but as 

you can see, I don’t use a professional camera to take the pictures, I use my mobile phone or 

sometimes my little camera. And trust me, if you see a real thing and a professional camera, you’ll 

know the difference. There’s a difference between an iPhone camera picture and just any other 

android picture, but that’s what I do. As you’re here, you’ll see that I’ll take some pictures and put 

them down, maybe as I get new items to add to it I’ll upload them. Because somebody might see 

the picture and fall in love with it but when they receive it they realize that it isn’t what they saw, 

and you spoil your own market by doing that. 
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E: Ok, so how do you protect yourself from breach of trust and contract online? 

M: For online, I just don’t wake up and take the orders. If you tell me that, oh, I want this shirt and 

I’ll just move from the shop and take a taxi and probably you’re in Tema and I’m in Accra here, I 

won’t just move. I sacrifice, you also have to sacrifice, it’s a 50-50, so everybody is involved. 

Sometimes I just do that to test peoples minds. I’ll that ok, meet me at the main shopping mall, if 

you agree fine, then I’ll know that you’re serious, if you don’t and give me long explanations then 

I’ll know that you weren’t serious. Or I’ll just give you directions to the shop so u pass by when you 

have time, because if you want something, you do, it doesn’t take forever to decide. So that why I 

don’t personally believe in window shopping, when I want something, I just go and get it.  

E: (laughs) interesting….So does the existing level of infrastructure support e-commerce? 

M: As for electricity take it out! Its not reliable. It really really affects me. I don’t know how long 

you’ve been in town but as at last year, instead of using just a week to update my page, I used two 

or three weeks now. I don’t have enough time to update my page. Cos of the dum s, its now dum… 

E: (laughs) dum eh? 

M: Yes o, but as for the internet we’re picking up compared to  years and way back. Because there 

is a competition among providers but when it comes to electricity that’s out. That’s the worst. I 

heard that they’re blaming the usage of mobile phones on the lights problem, I wonder who did 

that research, I need to ask the person some questions. And the postal systems to are stuck in the 

olden days like it’ll be easier for delivery, so I don’t spend so much on transportation, I could have 

also used them in terms of my payments but its not really working here. 

E: Well that’s all I want to ask u, thanks for meeting with me, if you have any questions u may ask 

me now, or forever hold your peace 

M: Yaaay, supreme court o…I can’t hold my peace o, but you’re the student so u can ask all the 

questions. And I wish you all the best in your research and exams. Finish your masters and come 

and drive a big car o 

E: I even forgot to ask you, do you design clothes for both sexes? 

M: No, you women are something else, I only design for males, you’re special creatures. You see, 

the person I did my practice under used to go take part in fashion shows in Port Harcourt and we 

used to make clothes for both sexes but you women are complicated so I took it out of my line.  

E: (laughs) I see, so we’re troublesome eh? I hear you, I hear you 

M: No o, you’re just special creatures from God. 

E: (More laughter)….ok thanks for seeing me…. 
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                                                                                                                                         27th March 2015 

Interview with Estelle Joubert Westling (Head of tonaton Ghana) & Frederick Fiifi Owusu (Business Dev’t 

Manager)           

EU: no its not. Well this is the interview, am Eunice as I said already and the project is about the low utilization 

of e-commerce in Ghana. I need to explain to you the ethnographic view of it so since the goal of it is to 

describe things in their cultural settings you are encourage to speak in the way you speak to someone in the 

same culture milieu or cultural setting as me as maybe I can take it like that. So if you have terms you use, 

feel free to use them, if I don’t know I will ask them so you don’t feel too restricted and also I need to record 

the interview for  transcriptions only so I don’t have to sit and crack my brains trying to remember what you 

said, when you said it. Okay the interview is divided into four areas, four themes and the first one is to explore 

the Ghanaian market culture and its effects on the consumer then the second one is to investigate the social 

capital or the socio-cultural, historical factors in e-commerce. And then the third section is to look at the 

internet usage of digital {life} among the relevant consumers, your market, your type of market goods they 

are the relevant consumers in this interview and then finally is to explore the effect of infrastructure 

problems and levels of trust and ethics and issues like that with e-commerce adoption and also to ask for 

your recommendation on e-commerce and way forward and how to build a better and get more people on 

it to increase the e-commerce traffic in Ghana. 

 So the first question that I have is what is the level of internet usage and digital life styles among the 

Ghanaian consumers in your perception? 

Estelle: it is a quiet tricky question we looking at the data and for example the world bank data on the number 

of people that are connected to the internet is actually lower than what is estimated by the Ghana telecoms 

authority so the number is around, I think it is around 12% if you look at the world bank I think like Ghana 

telecom say that like 45% or something. so and I will say the level is {that} there online but there are online 

through mobile and you see that also in our traffic . Over 70% of our traffic is through mobile phone and is 

very different because people have different, different phones and different networks that they connect to 

depending on where they are and what is best cost in connections I will say that is special and I will say the 

level of internet adoption is very, very different depending on who you refer to. If you speaking but just 

looking around here in the office or high {group} or high income group it will be a high level and everybody 

has a higher understanding of internet and how it works but I will say the lower down you come and the 

higher up in the ages people have a lower understanding of internet, how it work and willingness to pay and 

limited access to the internet and also one thing that we have been seeing is that it is sometimes also a lower 

understanding so people don’t understand that they are actually online when they are on whatsApp and 

facebook which is a challenge for us. So we had a higher brand awareness and then we had people that are 

online.  

EU: okay. Do you have anything to add? 

Frederick:  not much but I think there is also a big difference between accessibility and usage. I think people 

have, let’s say about 80% to 90% know they have access to the internet, 10% don’t know or even if they have 

it and but the figure that I mean what they have to use the internet for I mean many people don’t know what 

they have to use the internet for or I mean they are very restricted to a few thing that they use the internet 

for and I think the most popular ones are basically the news and sports channels. 

EU: yeah. okay 

Estelle: and WhatsApp, Again facebook has like 2.4 million users in Ghana 
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EU: wow, well I didn’t know that 

Estelle: out of 25 million 

EU: okay that sounds smaller now (laughter). Okay so you answered my question two in my question one, 

because I was going to ask about your opinion about the digital life style of Ghanaian consumer. Maybe I 

should ask, maybe you will add something to that so in your opinion and from your experiences what is the 

digital lifestyle of the Ghanaian consumer? 

Frederick: I mean what do you refer to us as digital?  

EU: errm like what do they do online? Your opinion and from experience and from what you see on your, 

since I assume that since you are a platform you will see you will have an experience or an idea of how the 

Ghanaian consumer or the target group normally use the internet service for, what do they use it for 

basically? 

Estelle: So as we said like people use it for social bonding or social messaging and also reading news etc. and 

I think also how people use our site which is also interesting is that people use as in news or as an information 

provider so they spend a lot of time on the site looking what are the market prices and when can I afford to 

buy this car or when can I, how much is the house in this area, how much is this phone, I want to buy it 

somewhere else how much can I find it on Tonaton for example. So that people are doing quite a lot of that, 

people are also using our site as a reference  

EU: yeah I do that too. I have been looking at houses I can’t afford, it’s for the future. Okay so, errm so 

basically so when they go onto your website they are mainly interested in using it for references?....  

Estelle: no, no they clearly go because they want to buy something or sell something. And I will say that is 

the difference between an e-commerce site and classified that we also have sellers on our site and also 

private customers; so people that want to sell their phone and their chair or whatever but and e-classified 

don’t have that they only have they only have a small () system that go for the selling. So I will say they go for 

selling and buying, a lot of people are checking but then what we (want to see) is converting them into 

wanting to buy and sell because that is when they achieve a successful platform. If everybody just want to 

check on prices it wouldn’t be good either because then nobody will buy and that wouldn’t benefit to sellers 

then we wouldn’t get any new {adds} and nobody will find it useful to post add on tonaton because then  

EU: okay. Errm in your opinion do you think the Ghanaian consumers and retailers are interested in e-

commerce? 

Estelle:  Yes. I think they are very interested. It has a very high reception, I will say. People are already 

interested in new things to; yeah to check around. It is quiet often though they are a little bit reluctant 

sometimes so they instead of trying themselves they ask a relative or friend to post or to sell it for them even 

though they have access to the internet or phone they ask somebody else to do it. 

Frederick:  and I will say yes I will take it from the banking sector as well because they have actually 

spearheaded this and a lot of people are really now I mean excited for the fact that I mean they don’t have 

to go to the bank every week they can sit at home and transact or do any transaction so is the same thing 

with the e-commerce. People want to just sit at home and buy things I think you actually come to that part 

but the only challenge has got to do with the infrastructure I mean how do I get this thing, you know, I can 

sit and search for everything but how do I get this to me.;. 



103 | P a g e  
 

Estelle: Yeah but I guess also one of the challenge is well is that Frederick is now mentioning banks and okay 

if looking at numbers that are using services that is when you come to; more people are using e-commerce 

or classified services than people are using banks though banks had it early; people started to use it early and 

trusting that is also because they have physical office so you can go and visit the bank but you can’t go and 

visit Tonaton and that is also quite, quite many people ask us where the location, where is the office? 

EU: yeah. It also helps to build trust. Okay as a follow up question to the first question, what is the current 

e-commerce traffic in tonaton/Ghana? 

Estelle: so we have approximately one million unique visitors per month. 

Frederick: Was the question specific to us 

EU: yeah to your website only because I don’t know if you will know about other places, you only know what 

you have right? I assume. Okay so errmm this  

Estelle: And we can say that we have 134 thousand, I think it is as ads now at the website  

EU: alright I think I will write that down so I don’t have to look for it  

Estelle: That you can see actually yourself if you go to tonaton so it is constantly evolving, it is constantly 

growing  

EU: Also it is something if I just go on the website I can see  

Estelle: Yes 

EU: Okay I see. So now we are going to the culture aspect of the question and then there is this little thing 

here just to help you understand what I mean by culture so in, am using mainly the definition of culture by 

people like Arnold and Thompson and J. Taylor and basically they say that as a member of a society the 

individual comes of high complex {whole} which includes knowledge, their believes, their acts, law, morals, 

customs and other capabilities and habits. Errm this is what is mainly referred to as culture and so it is a 

powerful tool which is for human survival but it exist just in our minds that is the belief. So culture is basically 

just shared attitudes, written languages, government buildings and man-made things merely are just 

products of culture. So as I said that is just the basic perception of culture; so the question is ermm how does 

the Ghanaian culture affect e-commerce adoption in your opinion and from your experience?  

Estelle: That is a super tricky question and I think that is the question I think we want you to answer by the 

conclusion and yes  

Frederick: (laughs) erm I think erm if am understanding clearly on what you defined as culture I think the part 

of the Ghanaian culture is that you hardly {feel} things away I mean you have to use them out I mean till they 

can not stand; and even that you want to keep it in the room like you want to keep it somewhere that maybe 

someone will either change it; so that particular behavior, I think e-commerce and the sellers especially 

outside is actually changing that behavior that I mean you don’t have to things that they are not using at 

home expecting that maybe my cousin somewhere or my relative somewhere might need it in the future so 

that is that aspect of our culture that I see that this is actually changing so people are now a day’s looking for 

things that they are not using and they are actually trying to get rid of them or trying to actually make money 

out of it. People will normally, well they just take it and give it to someone for free but now they are not using 

that they can even get cedi or 2 cedis actually out of it without any particular effort I mean, that is what I can 

say 



104 | P a g e  
 

Estelle: and then it is also interesting which is the thing I think will change as well as the perception of old 

thingss and what is nice and what is not nice, is it really nice for example am Swedish if I didn’t want this 

dress afterwards I can sell it online and just sell it on tonaton but nobody here will never want to buy another 

if they see me wearing this dress they wouldn’t want to buy it.  

Frederick: I confirm it, I confirm it 

Estelle: yes so I will say that is a challenge, it’s that is okay to buy a second hand item if they come from let 

say imported from UK and it becomes, then it is more okay and what if I don’t meet the person or know the 

person. And so that is the challenge for classified I was saying in general when we started. People want things 

that are new and shining quiet often and some things also we have been struggling in marketing to not display 

items like they look like photos so they look like somebody had it before but they still look fresh and new so 

it is still a bargain you still you know it’s still hardly use or something like that. So it is something which is {out 

of} person items where, but it is something that is easier with furniture there people can have things like that 

people had before or you know. So I will say the perception for a classified sites that buys and sell things with 

between people I will say they are very, very different in relation to where it is in for example the Scandinavia, 

western countries where you have more 

EU: the flea markets and all that 

Estelle: yeah where it is even trending to wear something that   

EU: yes. What is it even called? 

Estelle: vintage? 

EU: vintage and there is also erm , a word, I have forgotten.. There is vintage and there is another {hippie}, 

{hippies} kind of style. A hipster yeah, and the young people like to look like that wearing black, black stuff. 

Yeah is true, it’s Scandinavian. Okay so with that the first what about the general culture and then what about 

the market culture in Ghana. The market culture in Ghana and how does that affect e-commerce and what 

I mean is like… 

Estelle: Yeah so one thing I think when you say market culture I think about the big market and people love 

like doing business and making great deals and bargain, we see that also on our site there is a means; are 

doing great and they are really, when we meet them like some other electronic s we can go in there and 

spend 15 minutes there and doing that kind like 8 people are coming that they have found something on 

Tonaton. So they are doing great i think it’s one thing is interesting is the consumers perception of it because 

and I was talking about fraud and safety in the general market if you will buy something you wouldn’t inspect 

something properly you will ask for a discount; they still bargain on things but you will never, never ever buy 

something unless you have seen it touched it like endorsed it. But people sometimes online they get so happy 

because they are like this is a great deal l can buy an iphone for 200 cedis and then they forget how they 

think. They forget that okay is not feasible, it can’t be like this so and I will say that, that is interesting, people 

are like speaking their perception about like in physical market place and online market place and sometimes 

forget the common sense on online market place unfortunately. PITFALLS 

EU: yeah so 

E: Yeah so do you have anything to add? 

Frederick: No 
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Eu:  in your opinion, is there a huge difference between the virtual markets like tonaton.com and the 

traditional market systems in Ghana? Is there any diference? Is it close? or is it the same?  

Estelle: I'll say its quite close because people love making great deals and that's why classifies and e-

commerce are so good because people people like making deals. And I'll say that this is a country where 

people love making great deals so it resonates on that as well. I wouldn't say its so different. It could end up 

with that I'm selling my phone to my neighbor even though I didn't know that my neighbor was looking for a 

new phone for example, so that way, it opens up new doors that you didn't know about.  

Frederick: And I think with the second part, with the physical markets sometimes its the options. Lets say I 

want to buy a Samsumg, but I get to the store and maybe the brand you know changes or the model changes 

at all but if i've seen this online and they only have one phone, so I don't have the chance to change my mind, 

so there are more options online than on the physical markets.  

Eu: So do you know or have you had any study to find out why why your consumers register to buy on 

tonaton? 

Estelle: Good price... 

Eu: Aaaah the deal? 

Estelle: I'll say that's the only reason....the deals and also the quantity I would say like Frederick mentioneed 

before, here you can actually sit at home and go through all the cars instead of going to one car garrage. At 

tonaton you can also filter, so if I know that I want to buy a toyota and I have this budget then I can set that 

to toyota, this budget than if I go to a car dealer that can say ok I have one toyata set at this budget. But then 

at tonaton you can find a 100 that you can buy in that budget so 'll say the option and the price is the thing. 

Eu: ok, alright 

Second respondent: And I think also people like to shop for trend in Ghana so its still tenable that they want 

to go out there and find what is there as well. 

Eu: Because its trendy now to go online... 

Frederick: Tonaton is trendy? I can't say that... 

Eu: Well I see it, actually when I was coming from Sankara, I used the Osu road and I saw a lot of cars with 

the tonaton label at the back and I was like 'hmmm that's nice, that's quite trendy'. So I think so too because 

when you ask people that's the first thing that comes to mind. 

Estelle: Where did you see it? the stickers you say... 

Eu: At the back of cars. Around Sankara there were a lot of cars and I noticed it because it gives me an idea 

of the company and add to my background findings on the company...and maybe I should say job on that 

(laughs) 

Estelle:(smiles) We are happy to hear about that because it's a new campaign we also started. 

Eu: Its going really well I must say, especially with the commercial cars and the big smile on the sticker, that's 

nice, really nice (laughs)...So what about producers and retailers that registered on your websites, do you 

know their reasons for joining?  
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Estelle: It's a great... they see it as a marketing platform and some are also very very partiular in how they 

want to have their brand image with tonaton. And so for example in electronics we have many many people 

who who want to sell on tonaton because there are many buyers there. And they're very particular, like this 

image has to be used, it has to be this description, and they have worked out almost like a corporate profile 

for selling and buying. So, I'll say they come there because of the increase in users. And then it is different 

for different kinds of people or categories. How much they understand what attracts buyers, I would say its 

very different. I think that the electronics has got it, not everyone has got it in properties. For example, not 

everybody understands that if I'm an agent and I want to sell a property, then I need to show a picture 

because otherwise people won't respond. So not everybody has understood that, so that's the challenge also. 

People have gotten it's a good place to buy and sell so. so now we also try and educate them on how to post 

in a better way so that they can also get buyers 

Frederick: And uhhh I think just to add from the seller's perspective, I think that they see it also as a free 

alternative for free or cheap marketing, to go online without contacting someone to build websites. So its 

more kinda an easier way for them. And as Estelle said to get the wider range as well. And for companies that 

are targeting particular target group, they know that this is good for them because they know that they have 

a particular product and this particular target group come to this site, so they can be found here.  

Eu: So it's for target and options? 

Frederick: I believe so, because if I'm selling something like koobi, i wouldn't put that here. 

Eu: Koobe? (laughs) 

Estelle: What's that? 

Eu: Salted, dry tilapia 

Estelle: Aaaah 

Frederick: Maybe tilapia, but I wouldn't put koobe here if I wanna sell. Maybe something trendy like a shirt  

Estelle: But we also have some people who sell kernels, lifestock and homemade food, we also have some 

animal breeders who sell their products, their dogs also.  

Eu:  (laughs)...you may never know, maybe i might feel like it in Copenhagen and ask my mom to buy some 

on tonaton for me (laughs)...you may never know (laugh) 

Frederick: But definitely not Koobe (laughs)...So that's one. It helps with targets 

Eu: So its for easier targets and easier categorization. 

Frederick: Exactly. 

Estelle: But it's very interesting with categories because category its very different how you both attract 

sellers and buyers, different behaviours between sellers and buyers in the category. 

Eu: Can you elaborate on that? 

Estelle: For example, if there's a business poster in for example in electronics is much more elaborate, has 

pictures, because they have the computer and mobile phones to upload on. So they do better listings, not 

always better but they do more attractive listings than in some other categories. And also, when you're 

buying something you thinking you can weigh in what you buying  
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Eu: So the perception as we earlier on stated was that e-commerce was doing well in certain sectors in Ghana 

particularly in the banking and telecoms and e-banking with the mobile money. So that goes on to my next 

question 

In your opinion/from your experience, what institutional factors have contributed to the problem of low 

penetration of e-commerce in the retail sector? 

Estelle: So, we have been talking about the use, retail and banking, mobile money and so we also have been 

talking about awareness. So we had a survey, tonaton had the highest awareness after google and facebook. 

So I would say that we were the first online website that did tv ads. So, I would say that we were the first for 

acceptance for online in general, when it hasn’t been made public or understandable for a website. It had 

been for a long time limited to a certain group, so we can saee from the ads that are posted that  the 

consumer is not so tech savvy. So you can see an ad for a phone and there’s no picture for the phone. So 

you’ll understand that the user isn’t so tech savvy. But we have got internet usage common and now I actually 

lost your question… 

Eu: So the question was ‘what institutional problems?... 

Estelle: Okay and what do you define as an institutional problem?  

Eu: Basically it could be historical, legal, political problem…… 

Estelle: Economic, infrastructural? 

Eu: yeah Infrastructural could be institutional, its more about how much it has been institutionalized. 

Estelle: but the main thing is internet access and availability. So its more of an infrastructural problem. 

Frederick: I will wanna say its more of a logistics problem, because ideally I want to find something on 

tonaton, I’ll have to be able to..first of all its that trust issue, I’ll have to sit at home and get it. 

Eu: In terms of social issues, what do u think are the social factors affecting e-commerce adoption 

Estelle: So I’ll say that…sorry, one institutional thing is that; for example in Sweden, before there was an 

online classified, there was an offline classified, you could bring out the newspaper, and there were several 

pages of classifields. No perhaps that’s cultural… So the social behavior is more of like what Frederick had 

said, if you have something, do you keep it, do u sell it to a neighbor? So there is no history of putting things 

up as an ad. So there is no cultural concept of that and that’s a challenge for us. The question that is important 

in this is to find out what you did before tonaton? Before if u want to sell a car, you told your friends and 

stick a note on it while you drive it around hoping for a buyer, People still do that, so I’ll say that the 

alternative to classifieds is what we should be interested in. Looking at one of our sister companies in Sri 

Lanka, the reason why they have been growing even faster is because there was an offline classifieds before. 

There was a big newspaper with ads, so people placed ads when they want to sell something. 

Eu: So like yellow pages and stuff like that. 

Estelle: Yes 

Eu: So are there any political factors that affect e-commerce assimilation?  

Estelle: No 
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Eu: So the next question is around the social capital i.e trust and the norms of reciprocity… Do u think that 

that the  

Frederick: I’ll pick it from the trust aspect. At tonaton, the trust between the buyer and seller is key to us 

because the more positive experience people get, I mean the word-of-mouth brings in visitors. Its something 

that is very core to the business. Trust builds capital for us. So if people start experiencing fraud, it hurts us. 

One example is a lady that lived in Germany that contacted us, she said she had heard of tonaton but she 

wants to put up something but as soon as she mentioned it, her nephews said the site was blah blah blah so 

she was a bit taken aback. So you see the effects of bad experience.  

Estelle: Trust and word of mouth is very important. If there is a few fraud cases on tonaton, people will say 

‘oh tonaton is full of fraud’ so it is very important to us. So one challenge is that we have over 80 thousand 

ads on the site in the month and one case of fraud and it hurts us. 

Eu: So what kind of measures have you put in place to protect the trust of the buyer on tonaton? 

Estelle: So we have a customer support team that manually goes through every listing that is posted online. 

So everything u see on the website has been manually gone through, making sure that anything that are bad 

are taken out. We also have a support system that people can report to us. We are also good at seeing trends, 

and so if a car, say a BMW that goes for 10000 dollars on the market is put up for sale, post from the Northern 

region and they ask for advance, then we won’t even approve and put it on our website. So we manually 

review everything, and we are working on other safety ads that are confidential right now but will be 

reviewed to the market soon.  

Eu: And how do u also ensure that the retailers on tonaton are protected? 

Estelle: We are trying to educate our users that trade in a safe place, we do that in communication to educate 

our users both buyers and seller. Don’t do any money transfers or mobile money on products that you haven’t 

received, we never ask for any money, but we inform them a lot, and though the transaction are between 

buyers and sellers and we’re just the platform, we of course have to protect our brand. 

Frederick: Also, there is the fraud alert tip section on the website.  

Eu: So I wanted to ask about how payments work? 

Estelle: Since we are only a classifieds, payments are left to the buyers and sellers. We aren’t evolved at all 

in that.  

Eu: SO how do u deal with ethical problems like deceit? Photoshoped products etc 

Estelle: We say its up to the buyers to see to it that they verify the item before they pay for it. Since we don’t 

have an e-commerce delivery site to do that. For us if items look nicer on the site, its good since then people 

will buy. But since people meet and inspect before buying, we do not have a problem with that.  

Eu: So how does it work with pickup and delivery, and inspection if I live in tamale and the seller is in tema?  

Estelle: So either u decide that it is worth it and so you’ll take a bus to get it or maybe have a relative inspect 

it for you. Or if u trust the seller, have them send it to you and u send the money. It isn’t something we 

recommend but its possible. Or it could also be that you find neighbor in Tamale that also has the same 

phone but you didn’t know. 

Eu: So in case there’s a breach of trust, what happens? 
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Estelle: We have also a reactive fraud process, so we deal with all fraud cases and we also have a relationship 

with the police so we deal with the polic where we help our clients to transact or to get the money back. We 

also inform the users, sometimes we also help them by informing them that it is just a sight for buying and 

selling so its their responsibility. We do a lot on PR to gain trust and with our site. So I will say that building 

trust is one of the most impotant things that we do, and we do that not only reactively, but a lot proactively, 

how the site looks like, viewer status and also having it on facebook , website it integrates everything that 

we do, I’ll say 

Eu: So how does refund work? 

Estelle: That’s not applicable since we aren’t an e-commerce company we’re a classified sight.  

Eu: So it goes down to between the buyers and sellers. 

Estelle: Yeah 

Eu: What infrastructural problems do you face and what do your users face? 

Estelle: For us the infrastructure problem is all about building and developing a website that is easy to use 

and consumes little data, is fast to assess so that it doesn’t have to take 7 seconds until something pops up 

so we constantly measure the speed to check this and we need it to be light, for example we’ll be  With our 

app is light and it doesn’t have to be too heavy in megabytes because then it will be too expensive to 

download and will take too much space on people’s phones and people have a limited space on their phone. 

And the main thing we have touched upon a bit with the more access makes us well known and the 

understanding if people are going to use the internet and what they are going to use it for. 

Eu: And with the users? 

Estelle: Some only have feature phone or a phone thathas a good camera so they can’t takes good picture so 

they are unable to post adds or upload pictures with their ads. Also sometimes the network is so bad you can 

post or load the website. I haven’t tried it now now, but sometimes it doesn’t work because the network is 

too slow. So I think the main infrastructure problems are internet network and the use of a good/high 

featured smart phone. 

Frederick: Im not sure if this counts but a safe place for meeting. I use the platform too and there are no safe 

places where people can exchange services, I normally meet people at the subway coz that’s the only place 

there are cameras. I think I’ve seen two public cameras or so, right by the police headquarters and the traffic 

lights. I wonder why they placed the camera there when there are over a 1000 policemen there. So what we 

need is are safe places for meeting and exchanges. 

Estelle: Well that’s something we are talking about, for example in Brazil, You see Brazil is a very violent 

place.that’s how OLX in Brazil overcame that challenge was that they created safe place.  

Frederick: Will access to finance also count? 

Eu: Yes, that’s an economic problem. 

Frederick: Then access to finances is also a problem. 

Estelle: Well that’s a very interesting point because it not up to a certain level of income that can access some 

of these services. So I think the higher we come up in the income scale in Ghana, the more people actually 

have stuffs to sell.  
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Eu: So does the seemingly cash system in the affect your services? 

Estelle: Well…not really because its cash based but we encourage the use of mobile money so u only 

exchange the items when you meet. 

Eu: mobile money, so the money is still safe coz its still in the bank? 

Estelle: Exactly.  

Eu: So what recommendations will u give for the improvement of e-commerce? 

Estelle: (Laughs) But that’s what we’re expecting from u. I think we know quite a lot for what we need to use, 

but we also need an outside perspective. But we’ve discussed it. But it is more external, if we can influence 

the mobile phones, so that its cheaper to get online, better listing onlines, and an easy site that anyone with 

any grammar can find it accessible 

Eu: What about Aesthistics?  

Estelle: We have a very clean website for example if u go on my joy online there’s a lot of ads and articles 

and its clutered, not too many things to keep the focus on the listings. Less colors, but some people like it 

and some say its too boring and need more colors. And another thing is that people love our name and it 

sounds more Ghanaian than olx for example. SO people see an OLX ad and go to tonaton and we have been 

able to build trust with it because we are perceived as very local.  

Eu: Does it affect the traffic to website? 

Estelle: Of course it does a lot, because of the pictures. For example  Airbnb, the reason why they are so 

successful is because they started to add pictures to the house listed there. The better the ads the more we 

can attract people. 

Frederick: User experience is also very important, how you’re able to search things quickly is very important. 

Easy to search and go through the website. 

Eu: Okay, thanks. And I’ll contact you for any further information. Thanks. 

Estelle: Ok 

Frederick: And our next meeting should be in a restaurant on you (everyone laughs) 

Eu: Oh….my poor student pocket (more laughter) 
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                                                                                                                                14th April 2015. 

Interview with Mr. Andrew Agudah, Director of Operations, Zoobashop.  

A- Andrew, DE- Daphne-Eunice 

 

DE: Can you please introduce yourself and the company; what you do generally? 

A: My name is Andrew Agudah, I'm the director in charge of Operations at Zoobashop. Basically, what I do is 

to ensure that everything runs perfectly here, starting with relations with suppliers, management of the 

warehouse and the inventory therein, management of content, and technical team and then our logistics in 

terms of our needs, personal involved and also some other day to day activities that I manage of the company. 

They are two major aspects to our operations i.e. the operations and Business Dev't. The director for bus. 

dev't looks out for suppliiers, trends and how we can take advantage of those trends. So those are the two 

major aspects. 

DE: How do things run here? 

A: Maybe I'll start with an introduction of zoobashop 

DE: Yeah I'll love that! 

A: It is the first proper online retail shop in Ghana. We are the traditional B2C in that we own the stock that 

we sell and then we interface directly with the customer. The customer goes online, sees something that 

they're interested in, when they buy it, they buy it from zoobashop, so, our service extends beyond delivering 

the items to the customer, we actually give warranty to the customer and then we offer them after sale 

support for items that are bought from us. What this means is that we have to do a lot of due diligence on 

the items that we carry to make sure that when somebody buys from us the purchase doesn't impact on our 

brand. So we are very sensitive about what we list, and what we try to different ourselves from the 

competition is the type of service that we provide. Immediately an order hits our system, we have timelines, 

within 3-5mins  you should get a call from a customer service rep who will confirm details of the order, item, 

payment method and address. Very quickly they confirm for availability. If it isn't available they check with 

our suppliers, because it isn't all the things that we list on the website that we have at the warehouse, so we 

check with our suppliers (meaning they are retailers) to ensure that we can get it for you and then we will be 

able to commit on timelines. So basically that's what we do, we fulfil and then we sell the convenience to our 

customers.  

DE: Who regulates the activities of zoobabshop? Is there an organization/body in Ghana that regulates how 

things are supposed to be done or is it basically left to the ethics or views on what's right by the company?  

A: First of all, we are a limited liability company so we operate within the rules of Business Laws in Ghana. 

Apart from that, in terms of an e-commerce regulatory framework, that doesn't really exist. But that being 

said, we are very sensitive to the experience we give our customers, so we are our own policeman, so we do 

our best. What we do here, which I don't think is very common is that we have our Customer Happiness 

Manager who reports directly to the CEO so if there's any dissatisfied customer or any customer with a 

warranty issue, they are directed to the Customer Happiness Manager, and he's someone I kinda have battles 

with (Laughs) so he's on the other side of the spectrum and he does his bit to ensure that customers get what 

they bargained for. So we check ourselves.  
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DE: So how do you measure your customers online? 

A: How do we measure? 

DE: yes, do you have any idea of the number of people…how do you check… 

A: Oh ok ok, the backend application of the software we use has those functionalities. So it gives us a report 

of customers, number of customers that hit out website, number of customers that hit and left after just 

viewing the home page, they click on any link on the site and number of customers who have bought, age, 

sex of the customer, and also things like where the customer went just after visiting our website, just before 

visiting our site and all those things. So we drill down into this to give us an insight…we also have social media 

presence so based on the interaction we get from there it also informs us…. 

DE: So what is the general age groups of the customers that visit the website  

A: It cuts across, but I’ll say maybe between 18-45 will be about 60% of those who visit, we have 9yr olds, 

because we do cash on delivery…we have some promos on tablets, entry level phones where very young 

customers buy, but we have also vey old. It will surprise you that some old customers can go online, create 

an account, buy the item and pay with their card and it will go to their home. Other things that surprises me 

is that you’ll get a very young professional who will call and say you know what just order for me, sometimes 

it’s a bit embarrassing to admit, not that you can’t do it but you’re faced with some challenges. 

DE: Ok, so how do u get customers, how do you get the word out there to people to come to zoobashop? 

A: The major source for us is referals and we also have a lot of repeat customers. We do facebook, google 

ads and those things and we have a lot of credit with Daily Graphic and it is the largest newspaper in Ghana, 

and almost on weekly bases, we have an ad in the newspapers and stuff. The usual WhatsApp, newsletter 

which comes in the email, when you buy from us you have the option of subscribing or unsuscribing, and we 

have a healthy database of that. We also have a relationship with some bloggers, opinion leaders, 

radio…we’ve not done tv adverts because when we do a cost-benefit analysis it’s difficult to justify. But we’ve 

spent a lot on radio, a few videos, newspaper mentions, we sponsor events as well, a lot of events on 

campuses we sponsor and try to make capital out of it. 

DE: I found you on google actually, I googled… 

A: zoobashop? 

DE: No, I just went looking for e-commerce shops in Ghana and I found zoobashop. 

A: Interesting 

DE: We will come to the consumer section later on…but I’ll like to know how the payment system works. 

A: Ok, lets start with payment ok….majority of our customers do cash. So in terms of cash we have two 

options, which is cash on delivery or cash at the time you pickup. So apart from here in La, we have a few 

other pickup locations in Accra. With cash on delivery, we have a limitation brought to us by our insurance 

company. In the sense that to minimize the risk, the order payment should not be more than 1500gh cedis, 

that’s about $500 or $400, so if you want to place an order beyond that then you’ll have to use one of the 

other payment options. We have a wide range of payment options, like bank deposit, where we give you our 

bank details and you make payment into the account and then whatsapp or sms proof of payment to us. In 

fact, we received instant notifications as soon as it gets paid into our account. And then mobile money; airtel, 

mtn, tigo cash…and then we have a local payment gateway provided allows us to use the Visa. The company 
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is called Dreamover and the service is called iWallet, so if your VISA card you pay into an electronic wallet 

and it pays to us. We also have a collaboration with Ghana Post, Ghana Post also has a cash transfer service 

called cash post, so you pay the money through there and it gets to us. So there is a wide range of possible 

payment, but what you find is that people like to use the cash system…. 

DE: What about the MasterCard? 

A: No, right now we don’t use MasterCard, only visa,  

DE: The Ghanaian Visa? Because what I realized was that the GhLink Visa didn’t work abroad. 

A: No, any Visa branded card. If you want to utilize visa card to shop online, you need to enable it with your 

bankers.  

DE: Like the visa gold and platinum?  

A: Yes, but when you order, we also have POS machines that the dispatchers carry along so if you want to 

buy something worth 3000-4000gh you can swipe your card to pay. 

DE: Nice… 

A: For payments we’re covered and we’re still in discussion with others, if possible we will prefer not use the 

because we’ll have to pay commissions to the banks which tells on our margins. So there are other companies 

we’re discussing this with, who are trying to beat each other on the rates…and for us, the lower the rates the 

better it is. And convenience also comes in because sometimes when it comes to fraud we need to be very 

careful to do our due diligence before we sign up with any gateway provider. So, we’re covered. Then in 

terms of delivery, we have 4 motorbikes, three small cars; they are Nissan March’s, we have a pickup and 

two vans which we use for delivery.  

DE: Do you deliver outside Accra? 

A: We deliver ourselves within Accra, anywhere outside Accra we use Ghana Post. So you select a post office 

close to you and then you’ll go pick up the items at the selected post office. So outside Accra that’s what we 

do. We learned with experience that it is not very efficient running our own fleet because you’ll just end up 

managing the drivers, managing tyres, fuel, engine oil, spare parts which just eats into your time, so gradually 

we are outsourcing delivery. I had a meeting yesterday with a provider who charges a fixed rate per 

motorbike and then take care of every aspect of the delivery, so if there’s a delivery, we’ll just put it on a 

motorbike and that’s all. So now, for Accra we do our own delivery and for the other areas we deal with 

Ghana post. 

DE: ok, so what about refund. 

A: Maybe I’ll give you a copy of our policy on refund.  

DE: Ok, I’ll love that. 

A: What happens is if you buy for us, you have 7-days for which you can return the items, no questions asked. 

The only condition is that the item should be in a resalable state. So the main test is its resell ability. If it is an 

item which is seal, then the seal should not be broken. We want to prevent a situation where someone buys 

a shirt, wears it and returns it that ‘I don’t like it again’, which sometimes happen. So the genuine case of 

buying the item, you take it home and for one reason or the other you don’t want may…or that you bought 

it as a gift and the person doesn’t like the colour or something, you have 7 days to return it and we will give 
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you your money back. Now if it is between 8 and 30 days and its in a resalable condition, we’ll take it back 

and take a 25% commission fee. Anytime after that we will not accept it. The products come with warranty, 

so we give whatever warranty the manufacturer puts on the product. So if it’s a 1yr warranty, we extend a 

one year warranty to u as well. And, a lot of the time there’s a bit of confusion between return and warranty. 

When u buy an item which is qualified for warranty, any time during the period of the warranty, if there’s a 

problem u can bring it, ok, but the other side of warranty is that if u bring a warranty item to us, u are not 

automatically guaranteed a replacement. What we do is we fix the defective part for u, if we can not fix, then 

we’ll use our discretion to replace it for u. First point of call for us is to identify the defective part and fix it. 

So that’s our refund system. 

DE: So do your consumers have the options of leaving unedited feedbacks? 

A: Those things go to the customer happiness department and they ensure that it is there, because they are 

evaluated by the problems they fix, so they make sure that the customer’s feedbacks are recorded. 

DE: (laughs) ok, so how do you deal with the complaints? 

A: So it still goes to the customer happiness. We have a form that you fill when you bring an item in and say 

it is defective or damaged. So you fill the forms and there are a few questions that we ask, and based on the 

responses, they’re tackled. It goes all the way to the highest level, because the CEO is also very interested in 

feedback on the items that are placed, so, there’s a mechanism in place for that.  

DE: Oh ok, So how do u ensure ethics? 

A: Well for us the most important thing is to convince our 3rd party partners that we are legit ok, so what 

should give a customer comfort is that if we as a company deal with (visa?), we deal with (deajo?), we deal 

with nestle, vlisco, all these big well known brands that have their own due diligence system that they 

perform with their partners before they sign up with us, so for us to pass these rigorous test, it should 

convince our customers that we are very serious. And we also appreciate the importance of trust that the 

customers place in us, so at any point if we see that there are any doubts in the customers’ minds, we do our 

best to try to address them. So really, we’ll say the proof of the pudding is in the eating. 

DE: (laughs) ok, so how do you ensure that the trust of your consumers are protected? 

A: Transparency, before u come on line, in the first place, whatever we sell online is displayed, you see 

pictorially what you’re going in for, you’ll see a list of specifications on the item and some of these things I’ll 

give an example. If u see a tablet online for 40gh cedis and you make a purchase… 

DE: that’s weird 

A: Yeah. But we are committed to fulfil, because…and its happened before, even if its an error on our part, 

once the customer goes on to purchase it, we  have to fulfil it. We had a case where there was a tv going for 

16000 and they missed a zero, and we had to fulfil it. 

DE: Oh no! 

A: that’s one side of it, the other side of it that on every given invoice, we disclose our warranty terms and 

conditions on it, and so when u buy the product, we encourage you to read it, and sign on it, so that we know 

that its very clear to you. For example, here in Ghana power situations is very very unstable and so we cannot 

give a guarantee or give warranty on power related issues because the power coming in is not clean, because 

very high voltages can go into the machines and blow certain parts of it. So we tell u from the very onset that 
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it is excluded from the warranty. And there’s a clear channel. We clearly advertise the CEOs email address 

on the website so if you’re not happy with anything you’ve a direct access too. And when you look at our 

reception as well, it’s a also clearly indicated there that you can send an email or call or help line.  

DE: Ok, so with zoobashop, how does zoobashop protect itself from breach of trust especially with the 

payment and delivery-from criminal and something like that? 

A: So the first thing is we have an insurance. We are protected right from when the good land at the port, to 

dispatch and delivery, even when the item exchanges hands and we get paid for it, all the way till it gets to 

the banks. SO what I tell our our dispatchers is that ‘look, don’t go and try to be brave anywhere, if the person 

wants to take the item and money, there’s nothing you can do about it. Don’t try to fight them, just gather 

as much evidence that you can and put it in a claim. We also have an Employee Fidelity Insurance which 

protects us against employee tefts and fraud because a lot of the time, some of these things may be as a 

result of a connivance between an employee and somebody in town. So we spend a lot on insurance and 

sensitization, because they interface with our customers directly, so we talk to them and coach them on how 

to interact with them. For example, they’re not supposed to hand over an item until they have received 

payment for it, and when they received the payments, they have to check and verify before handing the item 

over. We cannot fully protect ourselves but we do our best. 

DE: Ok, so, now we go to the challenges. What are the push and pull factors to e-commerce in Ghana from 

your experience. 

A: Push certainly, now there’s a lot of internet penetration, whether from you smartphones or mobile, which 

you use to access the internet. And I think technology has taken over, there are very decent speed for the 

internet so it’s now at their fingertips. People are also getting more and more sophisticated, those that have 

travelled abroad before or exposed to the different levels of the internet. So I will also say that fine, the 

economy is quite bad now but the critical mass required for an internet purchase is there so, those are some 

of the things which we push and make us believe that the potential is there. So those are some of the things 

that will push and make us believe that the potential is there. So I think another equally important factor is 

that its becoming easier to pay. This visa issue is a very recent phenomenon, really, before if you want to pay 

with your card it’ll be very difficult but now a lot of people can just use their visa cards and I know bank of 

Ghana is working with the banks on these GH link platform, which is making it more easier for people to pay. 

So all these things come together in the way to push the trend. There’s good competition as well and for us 

we always say that. The competition is god Because when it started, we kinda have to introduce the people 

to the culture, tell them what it is, and tell them that its possible, and allay the fears of the people that ‘these 

people what is this, can we trust them with our money?’ Because sometimes you’ll have to make bank 

deposits before the we dispatch the items to you, so what guarantees do you have that if I pay the money I’ll 

get the item, do I pay for a phone and a get a soap and things like that, so we were doing a lot of the 

sensitization, so as more and more people entered the market, they also took their share of the education 

burden. Now its common, sometimes people call and say ‘oh we want to come and look at the items’ and we 

tell them that there’s no showroom, everything is in the warehouse kind of, everything u see on site is what 

u get, you don’t have to drive all the way from Dansoman to get the item, order it and we’ll bring it to you. 

So its become more and more accepted. The negatives, really, is purchasing power, it’s a real difficulty and 

the challenges people have in terms of warranty. As soon as they have an issue they want to bring it and we 

tell them that it is not the case. Somebody can drop their phone break it and go like ‘oh sɛ mo se warranty’ 

(translates: Oh, I thought you said it has warranty) so can you change it for me? So those challenges are also 

a problem…these are the general ones that we see? 



116 | P a g e  
 

DE: Ok, so what are the problems that you’ve faced trying to penetrate into the system? 

A: I think the major one is the ‘preaching the gospel’, telling people about a new way to shop, getting people 

to buy into the trend, that’s a challenge for us and maybe also because we came into the space with a blank 

sheet in front of us, so most of the systems we had to create. And we did get burnt a few times because of 

choice of products. For example, we tried to enter into fashion, but we quickly pulled out because when you 

take clothes for example, we have sizes 6,7,8,9,10. We’ve UK size, American size, European size, we’ve 

colours, seasonal fashionables, before we come to shoes and it was crazy. The question was do you stock 

and hope that people will buy or what? We did buy a few items that ended up being stuck in the warehouse 

because its very random, and there’s no standardization here, for example if u place an order for 20 size 17 

shirts from a Ghanaian/local fabric manufacturer, you’re guaranteed that each one will be a different size 

(laughs). So somebody comes to u looking for a particular standard of shirt and they don’t get it. So that was 

a bit difficult. Also things like perishables was a very big lesson that we learnt, where things were approaching 

expiring so we had to just give it out to staff. And maybe sell at 10% of the cost, quickly before it gets out of 

hand. So it was the getting into a new space challenge that was difficult for us. 

DE: So is the Ghanaian consumer interested in e-commerce? 

A: 100%, and there are various examples to back that. I mean if u get an order from a retired judge in Ho for 

a 4000gh freezer, which the judge placed the order by himself, paid for the Ghanapost delivery and its sent 

to him, and he refers a friend to use the system, it only tell you that people are interested. And I can also say 

that it is really improving. Initially the people will only make a purchase of maybe a 20gh/50gh cedi item just 

to test the system, till they’re convinced that there is nothing untoward, then the place actually the order. 

DE: ok, so what is the current level of e-commerce in Ghana now? 

A: It is there, across the spectrum, because you have the OLX, Tonaton, Jumia, and all the rest, they’re all 

doing well then it tell you something, although we run different models. Some of them run a platform were 

u buy from a vendor on that platform, or some run the purely market place- where the C2C prevails so people 

are really patronizing. Like I said, the necessary ingredients are there. 

DE: SO what are consumers normally interested in on zoobashop? 

A: Electronics, TV, laptops, mobile phones, tablets, microwaves, and the rest household appliances, we’ve a 

few orders for drinks as well. So, that’s basically what people go in for. 

DE: How does the Ghanaian market culture work with e-commerce? 

A; There are various sides to it. There are people who see going to the market like a social event, they have 

their favorite fish seller, favorite fabric seller, customer, and so they go in, have a conversation, catch up on 

old times, gossip and buy. And then the only difference between that and what we’re introducing is the 

convenience. For example, if you’re buying a TV can now go online search for online marketplaces for TVs 

and compare prices. You don’t have to drive to Accra and check in one shop, move to the next and check 

there too. You can check online, bargain online and get a good deal. They’re moving hand in hand and I think 

gradually people will move to e-commerce more. 

In terms of purchasing power, it is with the workers more and even more so the housekeeper they really 

influence on what to buy. The relationship with the internet is not really a part of us. The system doesn’ 

‘force’ you to use the internet. You know outside Ghana, there are some things that if you do not know how 
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to use the internet, you simply cannot do like filling tax returns, visa apllications are done online, and over 

here there are alternative 

DE: Someone can do it for you in the café  

A: Exactly, exactly, so over here if we gradually force the internet culture on ourselves….sometimes when 

you mention words like your basket or check out some people find it difficult to understand simply the culture 

is not there, so that’s what we’re trying to educate the people on. So we hope that maybe we can start the 

trend.  

DE: Yes, that’ll be very nice, it’ll be really beneficial, maybe you could bring up a follow up study in future, so 

now we know why it’s not working and find a solution and see what can be changed and if it’ll work. Thanks 

once again. 
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Focus Group discussion                                     
                                                                                                                                                                      18th April 2015. 

C: Don’t go back… 

Eu: Erm so we will start again, erm we will introduce ourselves, our ages and occupation, em so, hi, what is 

your name, your age and occupation 

(talking at the background) name, age and occupation 

D: full name? yeah  

E: full name? Yea, age and occupation 

D: do I have to hold it?.... 

D: Deborah Benewa Owusu, am 26 and unemployed 

(background voice) Ok, next person 

C: Christina Darkowaa Frimpong, 26, student (background voice) 

A: Evans Teye, 27, I repair phones 

C: Ok (phone repailer, laughs)  

Ebola: Nathan Tsorli Edem, almost 24, em am a technician stroke student 

Ok (background voice)  

P: Em Prince Owusu Banahene Sarkodie, 27, (background voice) a radio presenter,  

Ok, and Shemima Kaderi, she is a mother 

E: (background voices) ei sorry pooley,  

R: Ralph boakye agayemang (laughing) 30, a business man, salsa teacher 

E: a salsa instructure 

( background voices and laughter) 

C: She don say it, she don say it, shiiiee I wish was recording, in fact let me start recording too 

Eu: Ok so please erm the first question (make sure the instructure come in….background voices continues) is 

already in it, first question, do we use the internet? Do we all 

All: Yes yes,  

Eu: Ok errm, what do we normally use the internet  for? Prince, what do you normally use the internet for? 

P: Ooh everything 

C: Everything? mmmm…. What is everything? 

P: Everything eerrm I use it to drive, I use it to cook, you use the internet to drive?  (laughing) 

C: To drive? 
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Eu: Ah you don’t know? 

P: Oh like GPS…Like direction when you got lost 

C: Aahh na kyire no saa eei 

(laughing) 

Eu: Please what other uses of the internet 

Socials, social media 

Social media,  

emailing 

learning and acquiring knowledge 

electronic banking 

E banking 

Even buying forms online 

Buying forms online, registration, that is Ecommerce yeah,  

Cooking 

For studying for cooking,  to take recipes right 

Yeah 

E: Watching movies…..Watching movies yeah, streaming online, and music videos(background voice 

continues) meeting people online right 

Voices: yes 

C: Nka me bɛ ka biribi (laughs) 

A: Online dating 

Eu: Online dating, ok so errm, do you know….do you know  Ecommernce?  

C: Maame daabi 

E: Some how 

B: Some how yeah 

Eu: Some how? Ok so what do you know about Ecommerce 

E: Transaction business 

Sh: Transaction business  (you people you nearly spoil my prayers, “nka wo ma me asere” how can you gbaa 

like that)  

voices continue… 
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buying and selling online 

C: Buying and selling online and I Just download online…I don’t buy anything 

Eu: You Just download things online, you don’t pay, so you have been pirating eh 

C: I use credit, the bundle, they take my bundle, “so we are not buying” (laugh) 

B: Buying and selling online 

Eu: Buying and selling online, what do….about ecommernce, what do you know? Is it the same (voices) buying 

and selling… 

voices continues,  

Eu: Ok so errm, (voices)… 

E: we are recording ooooh, 

Eu: Please am recording….(voices) erm so please errm, are you interested in using Ecommerce?  

Some: Yes  

C: it depends 

B: If I I know what it is, I mean if I get to know more about it maybe I will,  

Sh: It depends on the platform 

Eu: Ok 

Sh: Yeah it depends on ermm ermm the the what am doing, if what I am doing is really secured. Yes so if I 

trust erm the the  product am buying or the people am buying it from, why not. I will go ahead with it, but if 

it is not reliable I wont risk it, That is it 

(laughting)  

Eu: Ebola you were saying something 

E: Yes I was saying it depends on the motive behind. The motive and erm and what…objectives behind for 

the use 

Eu: Ok, errm (voices and laughing continues) ok so you said you know unless you,  because  you don’t know, 

much about it, but if you get to know much about it you think you will use it? 

C: I would,  

Eu: Ok so errm 

B: If I get to know mor is about it and I think its beneficial yes I will 

Eu: Oh ok so those of you who  use e-commerce  and are interested in e-commerce, what, what e-commerce 

website do you normally go on 

E: Mmmmt one  light, light one light one  

Eu: Light one light ones 
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C: Tonaton dot com 

 E: (OLX) OLX, adepafie (adepafie)  

Eu: ok 

E: Ebay  

C: shemema)  

E: amazon,  

E: facebook 

C: Facebook? 

Eu: yeah yeah av seen people sell (voices) on facebook, yeah facebook,   

P: Pobs online, (pobsonline) 

C: bam ooooo bam, bam bam bam (laughing) 

Sh: what do you sell on pobsonline 

P: stories we sell stories 

C: a human parts (laughing) 

P: ɛbɛ yɛ kakra kraa yɛ de Ridwan bɛ to ho, 

C: aane, Ridwan bɛ kᴐ hᴐ  

“still laughing and voices” 

Eu: the next question is, between the online market and the traditional market system, which one do you 

prefer 

All: traditional, (traditional)  

Eu: why 

(voices)  

C: its easier, 

Sh: that one I can see what am buying (voices continue)touch, feel it , haggle well yeah.  

B: You know the transaction then you you get to trust, (voices) 

Sh: And mostly the traditional purchasing turns to be more affordable  

B: Yeah the traditional is more affordable and it’s more trust worthy 

Eu: Ok 

B: And then you can return it at anytime (voice) 

A: Please is it both online and offline? 
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Eu: Both, the one you prefer 

Eu: If you don’t like too you can return 

All:  “yeah” 

Eu: and do you get your money back? 

B: Sometimes, not all the time 

Eu: But you can exchange because I bought a slippers but I couldn’t take it back,  

(laughing and voices) 

B: you should have insisted 

Eu: I insisted and she told me that menkᴐ pɛ shoe maker na ᴐmmo mu ma me 

(laughing)  

Eu: Ok so, do do you think that its because you are in Ghana that’s why you are not using Ecommerce or what 

E: Yeah even though there’s IT  a lot of people are not so much into that, if somebody…some illiterate or 

something like that… 

Sh: And then access to internet these days is not erm , is not reliable… 

E: Sometimes you can face problems…hackers and things like that 

Eu: Ok 

B: Eerrm, I mean eeee, l(laughing) 

C: Ei Brofo yɛ du,  

B: Blᴐfo e ta’ (laughing)  

Eu: oh chale, kaa fie na kai o…. 

More laughter 

Eu: Ok so eerm, in your view, do you think the banks and telecoms are doing better?I mean electronic 

commerce than online retails sellers 

C: Erm I will say maybe 

Please explain 

What I mean is, the banks have the…the ebanking, the mobile…the telecoms have the mobile money, is all 

forms of ecommerce, they have mobile pay and all that so and the retail sectors too they have online shops 

like canon  and tonaton but from what you know and from what you think, do you think that eeer the banking 

sector and the telecoms are doing better than the retailers online, or do you think is the same or you just 

don’t know, 

B: I don’t know 

E: They have not  been in the system for too long 
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Which people have… 

E: But when u weigh the two the 2 people  prefer the telecoms…”banking” 

If ebola is talking you have to go close to him, “yeah” because he talks as if…his something is…. 

Eu; They have not been in the system for long, but when you way the 2 you know the telecom system :cant 

say it” is much better  

The telecom system is much better, errm please any more views 

Me paakyeo w aka ninyinaa “I just don’t know” 

Wa ka ninyinaa won Christy 

R: Oh but the banks, one way or the other the banks are helping “they are helping the….” Because now they’v 

made it very accessible for on to use the credit card to purchase online “mmhmmm” so with this facilities 

available, to as to use, but one thing we find it difficult is the the…(background voices) online shopping 

centers are very difficult connecting, because on one site, I tried buying something with my credit card, that 

was light in the box, I tried doing it from Ghana here when they told me the thing can be shipped to Ghana 

and you can purchase from Ghana, when I entered the code and everything and they detected that the ip 

address is from Ghana, I couldn’t buy 

Eu: Oh ok 

R: And when I made somebody to buy it for me from there the person couldn’t also ship it to me to Ghana 

as stated on the site, (voices) so right now you see there, “too many blocks” the…there are too many blocks, 

the offer is there, the banks are helping us to use our cards to the purchasing but there are…one way or the 

other, there are other blockages that makes it impossible for us to do the purchasing, “mmm” that looks it, 

very, to be a very smooth process as we see it 

Mmm, ok, thank you very much for that, eermm so, (voices) do you, the system of trust, system errm of 

reciprocity where you know that you expect someone to do what you do for them, so, you trust the system, 

you trust how things work, you trust there…. in general, do you think that is what is affecting ecommerce 

usage? 

B: Not really, like most people don’t know muck about the internet here so… 

Eu: Ok so is about knowledge  

B: That’s the mean reason “yeah” (voices) 

C: Is not about social trust, eii capital 

Mm, :Maame” is no reason an issue of trust er?  

(giggling) I said social capital (voices) 

Ok 

And there….low literacy rate, “ so is low literacy rate, that is the problem” 

C: When it comes to the internet deɛ 

{voices} 
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Eu: Peculiar, you are very quiet, (voices) 

A: Av said a lot ooo 

Eu: You’ve said a lot err… Ok so errmm so you don’t think trust affect ecommerce in Ghana 

A: Naaa I don’t think so 

B: It does, to some extend 

R: Trust…Trust….trust part alone has a major percentage on ecommerce, for example when I was doing a 

research on…was it… this site.. ebay, and I saw few of people who has been duped. “mmhhmm” one guy 

bought an apple laptop for 300 dollars, I think 300 pounds he said he saved some money and sold some 

access to get, only for him to get the box to find only a picture of the laptop sent to him…. 

B: And I know somebody a who has sold fake iPhone online on tonaton 

R: no he was buying it through online and they took a picture of the…of the product so like when… 

ecommerce when you buy, 

E: Is it from a company or individual? And they sent it to u? so its not an one-on-one thing 

R: not tonaton (voices) Ebay, people are selling on Ebay, so I can put something on it that I am selling so is 

like would it send to you by mail.  When you pay for it, only for him to open the box and find that it was only 

a picture of the laptop in there. So when things don’t go… 

C: Wait, you pay before it is sent to you? Lai lai! But why must he make such a mistake like that? 

R: No you have to pay before they’ll send it to you. When I bought my dance shoes, I paid before it was sent 

to me and the thing was even made in china and so I had to wait for two weeks before it was sent to me.. 

C: ei you’ve faith papa! 

R: It got to me 

C: Then you’re lucky papa 

R: Online purchasing is quite cheaper, it cost $30 for one in the shop but $10 online, so I bought three. But 

the disadvantage is that you don’t see the thing, so you can get an inferior product. Or nothing at all! Wait a 

minute….(leaves) 

B: So that’s why the trust comes first! 

Eu: So….do you believe that the e-commerce sites do much to ensure your trust? 

E: Depending on the site 

R: (Returns carrying a pair of shoes) Look at these dance shoes that I bought, they told me its leather, does 

this look like leather to you?  

Eu: Hmmm no 

R: I can’t return it too because of so many long things, I was so angry and I still get angry when I think about 

it! I wonder why I still haven’t thrown it away kraaa, its totally useless, I just wasted my money on it! I 

should’ve used that money to chill mpo… 
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Eu: Hmmmm that’s terrible 

C: but sites like tonaton is very trustworthy.. 

E:…but it’s the individuals that mess it up and they sell there too so its not that safe 

B: But I know someone who sold a fake iPhone on tonaton 

R: Its not even trustworthy on tonaton, they’ve caught people there 

P: So far as its not coming from the company, its not trust worthy. Because some time ago, I and my friend, 

she’s actually a military nurse. She wanted me to buy a car for her, na car no was around 20.000 cedi and I 

called the guy, and he said I should deposit half into his account and bring the papers to his office with the 

rest of the money and come for the car. And I was like ah, I don’t know you from anywhere, how can I do 

that, na me de ban a wo kyerɛ me wrong directions ah na me yɛ no dɛn? Then the person hanged up. So 

imagine if someone who doesn’t think like me just pays…. 

E: But don’t you think that the companies can also dupe? 

C: They do, they do… 

Sh: When a company dupes you, you go to that company… 

P: But a company will never dupe you… 

Sh: I’ll take the receipt to the offices… 

R: But will well classed companies like Samsung, Dell, Toshiba, Nokia, those well branded companies are very 

trustworthy. But if you have a site with different products…because that’s how ebay started, by posting 

products and acting as the mediator, they put some margin on it, go to the retailer and sell it to you. As time 

went on….and he’s the same person who owns that paypal and 3 other companies, that’s why you need a 

paypal account to pay on ebay.  

E: To me, I also think that individuals working in the properly branded companies can take advantage of that 

and dupe you… 

R: That also can happen.  

Eu: So is the problem duping and fraud? 

All: Yes 

Eu: so the whole thing is about deceit… 

E: I think the internet or maybe other service 

Eu: So have you had any experience when they put something and it’s misrepresented or have u heard such 

stories? 

R: Yes, for example when I wanted to buy a camera, the picture there was a very nice camera and I asked 

somebody, there’s this guy selling things on facebook, based basically in the US, in North Carolina, so I asked 

him to go meet the person to check on the camera only to find out that its damaged, but the picture was 

brand new, so if that person puts it on tonaton and you pay or ebay it means that they’ll be shipping a 

damaged good to you. 
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E: So these kind of the people….for me, if I’ve a product and its spoilt, I won’t sell it, even if I repair it. 

Eu: Okay so do you believe in the payment and refund system online? 

C: Its not possible. 

R: The refund too is another problem…it doesn’t work. 

Eu: In your opinion what can be done to improve the e-commerce traffic in Ghana. 

P: I think Ralph said something, if I’m selling, Benewaa is buying and Ralph is the mediator, so Ralph should 

come to us and check if what I sent to Benewaa is the same thing… 

R: But what I’m seeing is, normally, if I’m tonaton and you’re publishing your product on my site, I need to 

check it, you can’t just post. There’s this company at Opeibea…there’s a bill board opposite the Stanbic Bank 

at Opeibea, the spelling is t-i-s-u or so tisu…one of my friends in Kumasi saw a product on their site and was 

interested, I called their number that’s on the billboard and it doesn’t work. And later, it rang and no one 

pick. SO if you’re running an e-commerce site and your number doesn’t work, how do you do it? E-commerce 

system here doesn’t work well, the system isn’t good here, we need to be able to put a system in place that 

can track anyone in the country. For example a social security number and a working house number, so if u 

put your details up there and you fraudulently sell something they can easily track you down. But we don’t 

have that database in Ghana. 

Sh: You can’t be tracked, even if you have a tracking system, you can’t track the person, even the government 

doesn’t know your name.  

Eu: But shouldn’t the voters and national ID cards do that? 

Sh: Yes but they haven’t been synchronized. Even if you buy something and the you ask the person to deliver 

it, you don’t even have a proper house address, so you have to use the local way to direct the person and the 

person can get lost easily or give the item to someone else and you’ll be stuck. So even when the person gets 

too stressed to locate you, they will go back. After all… 

R: And that’s why we have the National ID, but even that one kraa its isn’t working  

C: even that one kraa where is it? It never came, I never received my card. 

Eu: Because I heard a story that it took the death registry two weeks to enter a dead person’s name on record. 

Sh: When my dad died, it took them three months, before finally we got the death certificate.  

But ideally, if there’s a synchronized system, immediately you die, they’ll to enter it, once the hospital does 

it. Everyone, including your bank get to know you’re dead.  

C: The system here is very bad. 

Eu: I think that’s it, do you have any questions pls? 

C: Can I leave some questionnaire blank if I can’t answer? 

Sh: Why can’t you answer? Wo na wo yɛ teacher ni nti bᴐ mᴐden na answer.  
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Figure 1 

 


