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—Abstract—

The primary objective of this study was to investigate the impact of factors such as word of
mouth, social influence, and technology on the adoption of e-commerce. The study
participants consisted of e-commerce users from Botswana. This study utilised a cross-
sectional research design and employed a quantitative research approach. The questionnaire
was modified to collect data from participants. The questionnaires were created using a 5-
point Likert scale, and data was collected through convenience sampling. The study's
response rate was 66.7%. The collected data was analysed using the smart PLS-4 software.
The results of the study indicated that e-word of mouth, social influence, and technology
all had a significant positive impact on the adoption of e-commerce. This study thoroughly
examines the implications of e-commerce in developing countries. The findings have
significant implications for future academic research.
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1. INTRODUCTION

E-commerce plays a crucial role in driving economic development and ensuring the
sustainability of a country (Akanibo & Abbiyesuku, 2021). Research has identified e-
commerce as a significant driver of economic growth in developing nations. E-
commerce technology has a positive impact on various industries in developing
countries. The adoption behaviour of people in developing countries is significantly
impacted by this (Sun et al., 2023). The adoption of e-commerce in developing countries
is encountering various challenges, as highlighted by Ahmad and Siraj (2018). An
obstacle faced by developing countries in adopting e-commerce is the insufficient skills
to effectively manage these technologies (Kabanda & Brown, 2017). However, their
lack of capacity and experience hinders their ability to effectively manage the new
technology. Due to the challenges faced by developing countries, the demand for
technology in these nations is adapting to meet the needs of the global market. The
adoption of e-commerce holds significant importance in developing countries as it has
the potential to generate new employment opportunities, thereby fostering economic
growth (Mazikana, 2023).

Past studies have provided various explanations for e-commerce. Organisations and
individuals utilise online platforms to conduct various transactions, such as exchanging
information, services, products, or engaging in transfers, sales, or purchases (Ghonyan,
2020). In general, e-commerce is a cost-effective method for conducting business. It is
unnecessary to establish a tangible infrastructure for conducting business (Hood et al.,
2020). In their study, Billewar et al. (2022) discuss the ability to establish a virtual
presence and conduct business globally. The adoption of e-commerce technology has
the potential to solve various problems faced by developing countries. The resolution
of education and health concerns is of utmost importance. Developing countries face
challenges in fully adopting e-commerce, which limits their ability to benefit from it on
a large scale.

Various factors in developing countries impact the adoption of e-commerce. In certain
developing nations, the government exercises control over the media and the
dissemination of information through alternative channels. Additionally, other countries
offer the option of chat on e-commerce platforms (Mohammed et al., 2016). E-
commerce has a significant impact on the economic landscape of developing countries.
Countries that do not adopt e-commerce may encounter challenges in both economic
and social development. E-commerce offers significant economic growth opportunities
for developing countries (Olah et al., 2019).

The internet has significantly influenced people's lifestyles over the past two decades.
When it comes to shopping, customers prefer online options when purchasing various
commodities. The business is generating revenue in the multi-billion range (Sharma &
Jhamb, 2020). A significant factor contributing to the substantial revenue is the
widespread preference for social media as a means of communication. Some well-
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known social media platforms include Facebook, Twitter, Instagram, and others. A
significant number of individuals utilise these social media applications and websites
on a regular basis. Social media networks and applications have enabled the use of e-
WOM, which refers to reviews shared on e-commerce websites (Kinas et al., 2023).

The adoption process has been simplified thanks to the assistance of e-commerce.
According to reports, a significant majority of customers rely on blogs and reviews
when making purchasing decisions or using services. Therefore, e-WOM plays a crucial
role in the decision-making process as it directly impacts customer satisfaction (Pradana
et al., 2022). In addition, elements like social influence and technology adoption have
an impact on the adoption of e-WOM. The aim of this study is to analyse the impact of
social influence, e-WOM, and technology on the adoption of e-commerce in Botswana.
This study also examines the impact of e-commerce in developing countries.

2. LITERATURE REVIEW
2.1 Adoption Behaviour of E-Commerce

E-commerce is the result of online transactions involving the exchange, sale, or
purchase of services and information. Researchers have provided a definition for e-
commerce, which refers to “the process of buying, selling, transferring, or exchanging
products, services, and/or information via computer networks, including the internet’’
(Treiblmaier & Sillaber, 2021). Zainal and Hamdan (2023) see e-commerce as an
innovative catalyst that can greatly enhance the role of entrepreneurs in developing
countries. Most e-commerce transactions occur between businesses (B2B) and
businesses and consumers (B2C). This happens when businesses interact with
customers or when businesses engage with other businesses.

Several social media networks, such as Skype, Twitter, and WhatsApp, have significantly
reshaped social media and e-commerce using mobile apps. E-commerce is also referred
to as M-commerce or mobile commerce. These terms describe the occurrence of online
transactions (Ayob, 2021). Academics have posited that the significance of e-commerce
cannot be overstated in the context of global market success. Additionally, it is regarded
as a crucial approach for achieving rapid expansion. Companies can efficiently reach
customers worldwide through e-commerce, even in developing countries (Lestari, 2019).
The e-commerce system consists of two main components. This component focuses on
utilising electronic methods to advertise and promote services and products. On the other
hand, the second system is utilised for the distribution and payment of products at both
the global and local levels (Shemi & Procter, 2018).

Several previous studies (Nurlinda et al., 2020; Octavia et al., 2020) have examined the

relationship between financial performance and the adoption of e-commerce, with a

particular focus on political considerations. Several previous studies have shown a
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preference for utilising e-commerce to facilitate alliance formation, development,
innovation, cost reduction, and differentiation. Researchers have found a clear
correlation between the adoption of e-commerce and various performance indicators.
Various indicators of performance encompass the establishment of relationships,
customer satisfaction, sales performance, and efficiency. Researchers have found a
direct correlation between the success of businesses in developing nations and their
implementation of e-commerce. Additionally, the ability to expand and enter new
markets is contingent upon the influence of e-commerce. This technology facilitates the
integration of suppliers and customers (Gao et al., 2023).

Utilising technology is crucial for reaping the advantages of information technology.
Past studies have consistently reported that technology plays a significant role in
influencing behavioural intentions. In their study, Chandra and Kumar (2018) discuss
the process of technological adoption and emphasise the importance of institutions in
making informed decisions. Several studies have been conducted in the past to explain
the adoption model of behavioural intention technology. Factors such as social
influence and electronic word of mouth play a significant role in shaping the adoption
of e-commerce among the target market (Guzzo et al., 2016).

2.2 Social Influence and Adoption Behaviour of E-Commerce

Past studies have defined social influence as the modification of an individual's
behaviour, feelings, or attitude through interaction with or influence from others (Flache
et al., 2017). Alternatively, social influence is described by Cao and Niu (2019) as “an
individual perceives that important others believe he or she should use the new system."
This construct is based on the fundamental idea that has shaped social influence in
various ways, such as critical mass, social capital, social identity, group norms, and
subjective norms. The integration of social influence has been observed to have an
impact on the implementation of e-commerce. Some researchers have suggested that e-
commerce plays a significant role in shaping consumer preferences and social influence
(Sarkar et al., 2019). However, social influence can also impact the adoption of e-
commerce in developing countries.

The integration of e-commerce and social influence relies on personal and interpersonal
factors. Websites for e-commerce can use data on social influence to aid users in their
decision-making process (Abdullah et al., 2020). Social influence in e-commerce can
significantly impact the development of marketing strategies in developing countries.
Alternatively, various strategies can be implemented to foster interaction between
consumers and organisations in developing countries through the use of e-commerce
(Rosario & Raimundo, 2021). There are various approaches to studying the impact of
social influence on e-commerce and the benefits it provides. Organisations in
developing countries can offer reliable and personalised product reviews in the e-
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commerce industry, ensuring high quality and trust for customers making purchasing
decisions. Organisations that interact with customers can obtain detailed and immediate
responses by utilising e-commerce (Reardon et al., 2021). This gives them the
opportunity to forecast the market in various ways and well in advance.

The e-commerce website can also identify influential opinion leaders who have a
significant impact on customers. By utilising opinion leaders, marketers can enhance
the effectiveness of social networks (Tobon & Garcia-Madariaga, 2021). Several
previous studies have examined the utilisation of e-commerce on various websites and
its influence on customers' decision-making capabilities. Past studies have primarily
focused on e-mail and web communities to identify social networks. These networks
engage in various forms of interaction, such as forwarding e-mails, commenting,
posting, and reading (Bhukya & Paul, 2023).

Research has examined the impact of social influence on individuals' use of e-commerce
platforms during the purchasing process, specifically focusing on the influence of close
friends and family members (Mariani & Lamarauna, 2017). Furthermore, customers'
behavioural intentions can be influenced by social factors when it comes to adopting
new technologies. Social factors are capable of influencing target customers' opinions.
The role of social insurance is highly significant when it comes to technological
acceptance. The system's usage is directly impacted (Erkan & Evans, 2016); according
to Mariani and Lamarauna (2017), the intention to adopt or use a technological product
is greatly influenced by social factors. A person is more likely to make a purchase from
an e-commerce platform if their close family members have previously used the same
platform (Chen et al., 2021). Therefore, we propose the following hypothesis:

Hypothesis 1: There is a significant impact of social influence on intention to adopt E-
commerce.

2.3 Technological Opportunism and Adoption Behaviour of E-Commerce

Organisations must prioritise factors that contribute to developing competitive
advantage through the utilisation of capabilities and resources. The resources mentioned
encompass various assets, including human capital, equipment, plants, and
technological aspects such as licences and patents (Kamasak, 2017). Organisations can
leverage their assets through various processes, such as market sensing, to effectively
utilise their capabilities. The organization's ability to respond to and make use of new
technology is a crucial factor in technology adoption (Bullini Orlandi et al., 2020).
Organisations must adopt technology to mitigate threats and meet market demands
(Lucia-Palacios et al., 2016). Furthermore, the integration of new technology is crucial
for attaining a competitive edge. In a recent study, Lahkani et al. (2020) emphasised the
significance of e-commerce in enhancing resilience. The use of internet-based
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technology provides access to revenue, inventory management, and financial data.

Research has made significant progress in various disciplines, including strategic
development. It is widely recognised in literature that organisations with greater
capabilities have a significant advantage in understanding customer behaviour. This
understanding can be leveraged to develop effective marketing strategies and gain a
competitive edge (Ferraris et al., 2019). At this stage, the adoption of technology can
have a significant impact. An organisation can gain a strategic advantage through its
technological capability, which allows it to outperform competitors (Haseeb et al.,
2019). The organisational ability to adopt technology is a crucial factor in gaining a
competitive advantage. Organisations must incorporate technology into their strategies
to effectively analyse the market and adapt their business practices accordingly. In
today's digital age, organisations have the convenience of utilising e-commerce to
effectively connect with and persuade their customers. The widespread use of Internet
technology has facilitated the global adoption of e-commerce in both developed and
developing countries (Al-Omari et al., 2022).

Organisations with environmental awareness can drive change by exerting pressure.
Organisations in developing countries must stay informed about technological changes
to gain a competitive advantage (Kim, 2019). Researchers have proposed that decision-
making within organisations is seen as a valuable opportunity (Al-Omari et al., 2022).
In this scenario, it is crucial for organisational decision-makers to take proactive
measures and make critical decisions regarding the implementation of technology, such
as adopting e-commerce. This will facilitate the growth of their organisations and enable
them to reach customers on a global scale (Li et al., 2023). Therefore,

Hypotheses 2: There is a significant impact of technological opportunism on intention
to adopt E-commerce.

2.4 E-WOM and Adoption Behaviour of E-Commerce

In literature, the term E-WOM is associated with the act of sharing positive feedback
about a product or service with people known to a customer through various electronic
media platforms. Customers adopt E-WOM to assess the relevance, authenticity, and
value of a product or service after viewing consumer reviews on a review platform. The
content incorporates relevant evidence such as personal testimonials, visual media, and
supporting documentation to substantiate the assertions made about a particular service
or product (Siddiqui et al., 2021). In many cases, organisations find E-WOM to be
advantageous due to its efficiency and effectiveness in reaching customers through the
internet. In addition, the internet offers the chance to combine different demographics
and values in order to better cater to customer needs (Yusuf et al., 2018).

Several studies have examined and evaluated the impact of e-WOM. Various factors
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are examined when evaluating e-WOM, such as the credibility, adoption, and quality of
the information, as well as purchase and adoption intention, among others (Daowd et
al., 2021). It is intriguing how advertisers masquerade as product users online to
promote positive e-WOM about the service or product. Further research is required to
investigate the impact of e-WOM on various aspects, particularly in the context of
developing nations. However, the e-WOM also has an impact on the impulse buying
behaviour of online shoppers (Khan et al., 2023).

Assessing the impact of electronic word-of-mouth (e-WOM) on trust development and
its influence on the adoption of information or technology is crucial. These factors may
lead to the utilisation of services and products (Eneizan et al., 2020). Many individuals
use cell phones to engage in online shopping. Studies have reported that social media
plays a significant role in the dissemination of e-WOM. Researchers discussed the
patterns of online shopping and their impact on shaping opinions and reviews.
Subsequently, it impacts the customer's decision-making process (Wu & Lin, 2017).
Many individuals believe that electronic communication, specifically electronic word-
of-mouth, has a significant impact on customers' decision-making processes. The data
found on social networking sites has the potential to significantly influence the adoption
of technology (Erkan & Evans, 2016). The impact of e-WOM on the adoption of online
shopping technology is substantial. There are multiple factors that can influence e-
WOM. E-WOM can affect a person's intention to adopt a technology, but the effect will
depend on how much they use the product. In a recent study by Abedi et al. (2020), it
was found that E-WOM plays a significant role in influencing the adoption of e-
commerce.

Hypotheses 3: There is a significant impact of E-WOM on intention to adopt E-
commerce.

3. METHODOLOGY

This study employed a cross-sectional research design utilising a structured
questionnaire. The study participants consisted of online shoppers from BOTSWANA.
A questionnaire was distributed to 250 respondents through convenience sampling in
this study. A self-administered technique was devised to gather the questionnaire data.
The questionnaire was split into two sections. The initial section of the questionnaire
focused on gathering demographic information from the participants. In contrast, the
second part contained details regarding the study's variables. The questionnaire was
modified using a 5-point Likert scale based on a thorough review of relevant literature.
The e-WOM items used in this study were derived from Tanprajna and Ellyawati
(2020), while the items related to social influence were adapted from Abubakar and
Ahmad (2014). The technology items were taken from Ahmed et al. (2016), and the
adoption of e-commerce was based on Datta’s (2011) research. A total of 167
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questionnaires were received from the respondents, resulting in a usable response rate
of 66.7%. The questionnaire was analysed using Smart PLS 3.4. During the analysis,
we utilised the SEM technique in Smart PLS.

Social Influence

Technology E Commerce Adoption
E-WOM

4. RESULTS

An examination of the study's hypothesis came after a two-step examination of the
proposed framework. The purpose of this reciprocal process was to assess the
dependability and accuracy of the research methodology. This testing approach is
commonly referred to as the outer model approach. At the initial stage, we analyse
reliability and validity using the outer model approach. We initiated the evaluation of
reliability and validity by assessing factor loading. According to research by Hair
(2009), a factor loading of 0.40 is considered acceptable. Items with factor loadings
greater than 0.40 can be retained. Table 1 clearly shows that all items have factor
loadings exceeding 0.40.

Table 1: Factor Loading.

E-AD Social Influence TECH
E-AD1 0.948
E-AD2 0.902
E-AD3 0.916
E-AD4 0.882

SI1 0.913
SI2 0.929
SI3 0.923
TECH1 0.845
TECHZ2 0.915
TECH3 0.816

Afterward, we moved on to evaluating Cronbach Alpha and CR. Regarding this
matter, it is worth noting that the benchmark figure for both Cronbach Alpha and
composite reliability is 0.70 (Hair Jr et al., 2017). The statistical figures of CR and
Cronbach Alpha in Table 2 exceed the benchmark figure. Thus, they are deemed
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acceptable. This study also investigated the AVE values, which Fornell and Larcker
(1981) suggested should be at least 0.50. The values of AVE are mentioned in Table
2, indicating that they exceed 0.50.

Table 2: Reliability and Validity.

Alpha CR AVE
E-AD 0.933 0.952 0.832
E-WOM 0.906 0.933 0.776
Social Influence 0.913 0.944 0.85
TECH 0.837 0.895 0.739

This results in the assessment of discriminant validity. This evaluation can be analysed
using the HTMT approach and the approach proposed by Fornell and Larcker (1981).
Both approaches were utilised in this study. According to the criteria proposed by
Fornell and Larcker, the values on the diagonal of the matrix should be greater than the
remaining values, as indicated in Table 3. The matrix results indicate that this criterion
has been met. As per the HTMT approach, it is recommended that the values should be
below 0.90. Table 4 indicates that this criterion is also met. Thus, there is no concern
regarding discriminant validity in this study. Upon careful evaluation of the various
tests conducted, the outer model of the study has been successfully examined.

Table 3: Fornel and Larker Approach.

E-AD E-WOM Social Influence TECH
E-AD 0.912
E-WOM 0.407 0.881
Social Influence 0.305 0.575 0.922
TECH 0.261 0.037 0.007 0.86
Table 4: HTMT.
E-AD E-WOM Social Influence TECH
E-AD
E-WOM 0.419
Social Influence 0.321 0.628
TECH 0.251 0.139 0.082

Subsequently, this study analysed the structural model of the research. At this point, we

will analyse the R square value and the hypothesis put forth in the study. The proposed

hypothesis is evaluated using t-values, while the nature of the relationship is assessed

using beta values. To achieve this objective, a bootstrapping procedure was employed.

All the results of the direct hypotheses are presented in Table 5. The results indicate that

all proposed hypotheses have been accepted. The study's H1, H2, and H3 have been
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accepted. Finally, the R square value was assessed using the structural model. This
demonstrates the impact of predictive variables on the outcome variable. The data
presented in Table 6 indicates that the adoption of e-commerce is influenced by 32.1%
of the proposed independent variables of the study.

Table 5: Direct Results.

Beta SD T statistics P values
E-WOM -> E-AD 0.454 0.168 2.692 0.004
Sl -> E-AD 0.325 0.185 1.752 0.04
TECH -> E-AD 0.306 0.13 2.361 0.009
Table 6: R Square.
R-square
E-AD 0.321

5. DISCUSSION AND CONCLUSION

The progress of developing countries hinges on their ability to adopt technology. E-
commerce has emerged as a significant technological advancement in recent decades.
This technology has greatly facilitated customers in finding products that meet their
needs. Alternatively, organisations can efficiently connect with their customers on a
global scale. This study aims to investigate the impact of social influence, e-WOM, and
technology on the adoption of e-commerce. The study was carried out in Botswana. The
study's findings indicate that the adoption of e-commerce is greatly influenced by e-
WOM. A potential explanation for these findings in the study is that individuals in both
developing and developed countries frequently utilise social networking sites to
maintain connections with their loved ones.

When individuals communicate with their loved ones, they also receive updates on
various products or services. The act of sharing information online can leave a lasting
impression on the listener, whether positive or negative. Based on this information, the
listener will decide regarding future purchases of the product. In our current
technological era, individuals strive to maintain constant communication with one
another using various technological means. The information shared in this online
connection has a profound impact on the adoption of e-commerce. In a study conducted
by Abedi et al. (2020), similar findings were reported.

In a similar vein, Mariani and Lamarauna (2017) also found that social influence has a
positive impact on the adoption of e-commerce, supporting the study's findings. In
African countries, there exists a strong collective culture that places significant
importance on the opinions of friends and family. The experiences shared by friends
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and family members regarding online experiences can have a significant impact on
adoption. The value placed on the opinions of friends and family is universal. If
someone has a negative experience with a family member, they will likely avoid it in
the future. In addition, society plays a role in shaping the norms and values of
individuals. When considering the adoption of technology, individuals often take into
account the societal norms and values that have been established.One can choose to
accept or reject it based on these factors, as they are integral to culture.

In the end, the availability of technology and people with the necessary technological
skills strongly influence the adoption of e-commerce in developing nations. Individuals
are more likely to embrace technology when they have access to skilled personnel
capable of installing the necessary hardware and software for the project. Additionally,
this individual must possess the ability to address technological issues.In addition, the
presence of technology is crucial for the acceptance and implementation of technology.
Without adequate technological infrastructure, developing countries may face
challenges in adopting e-commerce. Without the adoption of e-commerce technology,
the progress and development of these developing countries may face significant
challenges in attaining sustainable competitive advantage. Previous research by Al-
Omari et al. (2022) yielded similar results.

6. IMPLICATIONS

This study has significant implications both in theory and practice. These practical
implications are also relevant to Botswana. This study makes a valuable theoretical
contribution by being one of the few quantitative studies to investigate the various
factors that enhance the adoption of e-commerce. This study stands out from others as
it focuses on the direct impact of social influence, e-WOM, and technology on the
adoption of e-commerce. Unlike most previous studies, which relied on qualitative
methods and literature reviews, this research takes a more quantitative approach. In
addition, it is conducting groundbreaking research in the context of Botswana.

This study offers guidance to policymakers in Botswana on developing strategies to
enhance the adoption of e-commerce. If this technology is implemented in Botswana, it
will greatly facilitate the adoption of various facilities, such as internet marketing.
Mobile payments can be made globally, providing convenient access for individuals.
Furthermore, the adoption of e-commerce will have a positive impact on the digital
literacy of individuals. Many individuals opt to utilise technology for their shopping
needs due to its perceived convenience. Arrangements can be made for the
implementation of e-commerce in Botswana, including proper training. Given the
widespread acceptance among the public, the government will make efforts to address
the obstacles to technology adoption. Ultimately, the government will diligently strive
to develop policies and regulations to swiftly embrace e-commerce.
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7. LIMITATIONS

There are several limitations to consider in this study. The analysis of the proposed
model was conducted using Smart PLS in this study. Future research can consider
utilising alternative tools, such as AMOS, to evaluate the model. Similarly, this study
employed a cross-sectional research design and utilised a quantitative approach. Future
research can employ a longitudinal research design in conjunction with a qualitative
research approach to comprehensively collect data. In addition, the R square value of
this study is 32.1%. Additional variables are required to enhance the R square values.
This study focused on analysing the direct effects of variables. However, future studies
can expand on this model by incorporating mediating and moderating roles.
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