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Abstract

This paper examines factors affecting e-commerce adoption among users in Zanzibar. Due to differences in
culture, technological infrastructure, education, and awareness, the factors affecting e-commerce adoption in
developing nations differ from those in industrialized ones. Zanzibar as an archipelago off the coast of East
Africa in the Indian Ocean has adopted e-commerce. As the number of internet users grows dramatically in
Zanzibar, the significance of e-commerce has risen which increases the need to conceptualize and understand e-
commerce consumer adoption behaviors. Through literature review, the first model was developed with six
variables. The Trust, Risk, and Technology Acceptance Model (Tri TAM) theory was used as a basis. A total of
thirteen hypotheses were formulated in this paper. Additionally, data collected from 264 respondents was
analyzed by IBM SPSS Statistic and Analysis of Moment Structures (AMOS). Furthermore, SEM revealed two
significant factors out of three that directly affect the dependent variable. These are Trust (TR) and Technology
Perception (TP). Although Policy Perception (PP) was insignificant with a negative value, but has an indirect
effect by positively affecting Trust (TR). It discovered that, Trust (TR) mediates relationship of both Technology
Perception (TP) and Policy Perception (PP) on Intention to use e-commerce (ITU). Education and Experience
were then tested to verify their moderating effect between independent and dependent variables by the Hayer
process macro. Both (Education and Experience) moderate effects of Technology Perception (TP) and Trust (TR)
on Intention to use e-commerce (ITU). Hence, ten (10) hypotheses were accepted while three (3) hypotheses
were rejected. The valid model was then produced. Lastly, the paper provides recommendations to the
revolutionary government of Zanzibar together with the Government of Tanzania on the ways to improve e-
commerce usage for the development of the country.
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1. INTRODUCTION

1.1 Background

Among the topics that heat nowadays that directly interacts with people's daily life activities is the way
they purchase (Basarir-Ozel, 2017). A barter system was the ancient way of commerce. We are now in a new era
where e-commerce replaces previous options. E-commerce consists of all commercial activities carried out
electronically (Kenneth Longo Mlelwa, 2015), (Ranjan, 2023). This technology allows individuals to purchase
and sell things online (Ali Salamai, 2022).

E-commerce adoption from buyers’ perspectives refers to the consumers’ acceptance and usage of
electronic commerce as an essential aspect of their commercial activities. It involves the willingness to use e-
commerce and trust in the security and reliability of e-commerce platforms (Koe, 2022). E-commerce adoption
varies from one place to another. Developed countries tend to have higher rates of e-commerce adoption than
developing countries (W.H. Makame, 2014). This study focused on e-commerce adoption at a micro level on the
consumer side.

Zanzibar is an insular semi-autonomous province that united with Tanganyika (Tanzania mainland) in
1964 to form the United Republic of Tanzania. The size of Zanzibar is about 2,461 km?. It consists of two large
islands called Unguja and Pemba and several small islands. It has a population of 1,889,773 as of the 21 August
2022 Census (Omar, 2015).

1.2 Statement of the current problem
A large number of people living in Zanzibar depend on business by exporting and importing goods from
other countries in the World, especially from P. R. China. Additionally, Tourism is the top income generator for
these islands (Omar, 2015). During these activities people normally use e-commerce, therefore the need of
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investigating factors for its adoption is highly needed.

As Zanzibar searches for development, there is also a need to study his e-commerce in-depth due to few
studies on it. The absence of real and current data on e-commerce consumers that can be used to evaluate e-
commerce adoption in Zanzibar is a great challenge. Government, customers, business owners, and even those
who need to invest in the field of e-commerce in Zanzibar are looking at this research.

The current situation and lifestyle in Zanzibar highlight the requirement for extensive empirical
research to understand how local consumers are currently adopting e-commerce. The factors influencing the
adoption of e-commerce must therefore be urgently identified and investigated so that suitable solutions can be
put forward to facilitate easy adoption of e-commerce in Zanzibar.

1.3 Rationale for topic selection

It has been noticeable from the Literature review that, no empirical study conducted earlier focused on
examining factors for e-commerce adoption on individual consumers in Zanzibar. The majority of studies
presented have a direct bearing on the micro or macro levels of certain nations. As a result, they cannot be
applied to the Zanzibar setting in general, especially because different societies have different elements that
influence customers' intentions to make online purchases. Additionally, the current situation and lifestyle in
Zanzibar highlight the requirement for extensive empirical research to understand how local consumers are
currently adopting e-commerce.

1.4 Research Objectives and Questions
1.4.1  General objective:
To examine major factors affecting e-commerce adoption in Zanzibar. From buyers’ perspectives
1.4.2  Specific objectives:
» To test the distribution of e-commerce usage along the gender and age groups of buyers in Zanzibar.
» To analyze major factors that affect the intention to adopt e-commerce among users in Zanzibar.
» To develop an e-commerce adoption model by investigating the factors affecting the adoption of e-
commerce among users in Zanzibar.
1.4.3 Research questions:
o Is there any difference in e-commerce usage between the gender and age groups of buyers in Zanzibar?
What are the major factors that affect the intention to adopt e-commerce among users in Zanzibar?
o  Which is the best conceptual model that can be used to investigate factors for e-commerce adoption in
Zanzibar?

(¢]

2 LITERATURE REVIEW
2.1 Conceptual review

E-commerce is the outcome of advancements in economics, science and technology. E-commerce
development has transformed consumer behavior and company practices. The adoption of online commerce is a
source of competitive advantage (Yang, 2022). In a continuously changing internet environment, it is important
to keep an eye on trends in online purchasing as well as changes in consumers' shopping habits and preferences.
As a result, online businesses can adjust their selection of goods and services to suit the preferences and needs of
customers (Tongora, 2022).

According to the users, e-commerce has been divided into four main categories. These are Business-to-
Consumer (B2C), Business-to-Business (B2B), Consumer-to-Business (C2B), and Consumer-to-Consumer (C2C)
(Anas, 2021). This study focused on B2C e-commerce which is pre-dominant in Zanzibar due to the availability
of customers. B2C e-commerce occurs when businesses sell their goods or services to customers, and customers
buy directly from the business.

E-commerce is very important for the development of any country. It is a significant part of the research
nowadays (Nguyen M. Thu, 2024). E-commerce has been crucial to the socio-economic and cultural
advancement of societies all over the world (Fedorko, 2022). The benefits of e-commerce differ according to the
type of e-commerce and whether the beneficiary is a customer, a business, a society, or a government. Its
significance can be seen in several important contexts including time saving, price and product comparison,
convenience, flexibility and scalability.

During the COVID-19 lockdown and quarantine, many people wondered how they could purchase.
They remembered e-commerce which is the best answer to their question. The COVID-19 crisis has forced
businesses to move to an online format, even though this crisis has caused losses of resources for many
companies. The Coronavirus has transformed the nature of business to the entire e-commerce (Fedushko, 2022).
COVID-19 had a significant impact on e-commerce in the world (Cynthia Saisaria Mandasari, 2022). It
compelled customers to use the internet and make it a habit in their daily routine (Riadi, 2022).

E-commerce usage has increased globally, especially in China (Gai, 2023). Despite its development,
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there are a number of barriers hindering e-commerce. They may differ from one country to another but mostly
occur in developing nations (Tongora, 2022). Political barriers such as civil war result lack of strategic vision, an
unfriendly business environment for e-commerce, and cutting down of important infrastructure like the internet.
Access to e-commerce platforms and online payment systems may be limited in rural regions due to economic
barriers. Social, cultural and technological barriers drawback the development of e-commerce in some countries
like Tanzania. Potential customers may be discouraged from participating in e-commerce activities by a lack of
familiarity with online shopping platforms and payment methods. Some cultures have a strong preference for
traditional shopping experiences. Customers prefer to interact physically with products before making a purchase.
In many developing countries, the internet penetration rate is low, and the quality of internet services is still poor.
The presence of poor transportation systems and inadequate delivery services hinder the growth of e-commerce
(Emmanuel H. Yindi, 2020).

2.2 Theoretical review

Scholars have developed different theories to study technology adoption and observe factors in dealing
with new technologies. The Theory of Diffusion of Innovations (DOI), the Theory of Reasoned Action (TRA),
Theory of Planned Behavior (TPB), Task-Technology Fit (TTF), the Technology Acceptance Model (TAM),
Combined TPB and TAM theories (C-TAM-TPB), Unified Theory of Acceptance and Use of Technology
(UTAUT), and Perceived Trust, Risk and TAM (Tri TAM) are among theories used (Lai, 2017)

The Technology Acceptance Model (TAM) theory was developed by Fred Davis in 1989. He believes
that perceived usefulness (Kenneth Longo Mlelwa) and perceived ease of use (PEOU) are the primary factors
that influence an individual's intention to use a technology (Davis, 1989).

Trust, risk and Technology Acceptance Model (Tri TAM) theory was initialized in 2003 by Paul A.
Pavlou. His study focused on predicting consumer acceptance of e-commerce by integrating trust and risk with
the Technology Acceptance Model (TAM). The analysis exposed that trust, risk and perceived usefulness
positively influence consumers' intentions to transact online (Pavlou, 2003). Therefore, this paper integrates the
revised Trust, risk and Technology Acceptance Model (Tri-TAM) theory and adds policy perception as a new
variable.

3 RESEARCH MODEL AND HYPOTHESIS DEVELOPMENT

3.1 Research model

The research model provides a pictorial illustration of the predictable relationship between the effects of
different variables. The conceptual research model shows that the Technology Perception (TP), and Policy
Perception (PP) are independent variables. Trust (TR) is mediating variable. Experience and Education are
Moderating variables while intention to use e-commerce (ITU) stands as a dependent variable. Technology
Perception (TP) refers to how individuals evaluate and understand the technology involved in e-commerce and
how these perceptions influence their decision to adopt or reject e-commerce usage (Basarir-Ozel, 2017). Trust
(TR) is a confidence, belief and reliance that the promise of another can be relied upon (Haryanti, 2020). The
way individuals perceive and interpret the policies and regulations surrounding e-commerce activities is known
as Policy Perception (PP) (Saikrishnan, 2023). Intention to use e-commerce (ITU) is a consumer's willingness to
engage in e-commerce activities such as buying goods. It is a behavioral practice that leads to the actual buying
of goods or services (Dudi Amarullah, 2022). Figure I below shows the actual relationship of the study
variables.
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Figure 1:The Proposed Conceptual Model and Research Hypotheses

3.2 Research hypothesis
e HI: Technology Perception (TP) positively influences the Intention to use e-commerce (ITU).
e  H2: Trust (TR) positively influences the Intention to use e-commerce (ITU).
e H3: Policy Perception (PP) positively influences Intention to use e-commerce (ITU).
e H4: Technology Perception (TP) positively influences Trust (TR) in e-commerce usage Intention.
e HS: Policy Perception (PP) positively influences Trust (TR) in e-commerce usage Intention.
e H6: Trust (TR) positively mediates relationship between Technology Perception (TP) and Intention to
use e-commerce (ITU)
e H7: Trust (TR) positively mediates relationship between Policy Perception (PP) and Intention to use e-
commerce (ITU)
e HB8A: The effect of Technology Perception (TP) on Intention to use e-commerce (ITU) is moderated by
education level.
e HB8B: The effect of Technology Perception (TP) on Intention to use e-commerce (ITU) is moderated by
experience.
e HO9A: The effect of Trust (TR) on Intention to use e-commerce (ITU) is moderated by education.
e HO9B: The effect of Trust (TR) on Intention to use e-commerce (ITU) is moderated by experience.
e HI0A: The effect of Policy Perception (PP) on Intention to use e-commerce (ITU) is moderated by
education.
e HIOB: The effect of Policy Perception (PP) on Intention to use e-commerce (ITU) is moderated by
experience.
4 RESEARCH METHODOLOGY
4.1 Research philosophy and approach
Based on the nature of the research question formulated and the context of this study, the positivism
philosophy was adopted. This philosophy emphasizes empirical observation, objectivity, and the use of
quantitative methods to establish causal relationships (Mark N.K. Saunders, 2019). The study is associated with
a quantitative approach.
4.2 Research Strategy and Data Collection Method
The Primary data was collected through online surveys. This survey involved asking a set of structured
questions (questionnaires) to e-commerce users in Zanzibar by using a Google form (Mark N.K. Saunders, 2019).
The link to the form is shared using emails and social media such as WeChat and WhatsApp.
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4.3 Study area, Sample size and Sampling technique

The study was conducted at Zanzibar (Unguja and Pemba). A total of 264 samples were collected. All
samples were valid which means no missing data. All questions in the questionnaire were mandatory.
Respondent cannot submit responses without filling all questions. This sample size is suitable for model
containing four factors with 18 items. Both males and females were included in the sample (No gender bias).
The referral/Snowball non-probability sampling technique was applied in this study (Kothari, 2004). Table 1
below presents the demographic data collected.

Table 1: Demographic data of respondents

Variable Interval Frequency Percentage
Male 131 49.6%
Female 133 50.4%
Gender Total 264 100%
Under 20 years 26 9.8%
21-30 years 113 42.8%
31-40 years 103 39.0%
Age Above 40 years 22 8.3%
Total 264 100%
Primary - Advanced 78 29.5%
Certificate - Diploma 84 31.8%
. Bachelor 85 32.2%
Education Master - PhD 17 6.4%
Total 264 100%
Once 66 25.0%
2-3 times 64 24.2%
. 4-6 times 49 18.6%
Experience More than 6 times 85 32.2%
Total 264 100%

4.4 The Structure of the questionnaire and scale used

The questionnaire had 20 questions in two sections (parts). Section A comprised the demographic data of the
respondents. Section B holds 18 questions about the constructs within the theoretical framework of this study.
Each question was mandatory to ensure no missing data in the data file. The study employed a five-point Likert
Scale. Respondents had freedom to provide their opinions about statements based on five options starting from
Strongly Disagree (1 point) to Strongly Agree (5 points) (Mark N.K. Saunders, 2019).
4.5 Statistical Significance

Is a concept used in hypothesis testing to determine whether an observed effect or relationship in data is
likely to be real or if it could have occurred by chance (Kothari, 2004). The study applied a significance level
(Alpha (a)) of 0.05 (5%)

5 DATA ANALYSIS AND DISCUSSION OF RESULTS

5.1 Descriptive analysis

The majority of the respondents agreed that Technology Perception (TP) affects their buying decisions
with a mean of 3.6. Furthermore, the majority of the respondents accepted buying online more if they trust (TR)
online buying with a mean of 3.6. Moreover, most of the respondents gave a high rate to Policy Perception (PP)
during their online buying with a mean of 3.57. Concerning the intention to use e-commerce (ITU), we have
information and general agreement towards its adoption from 264 respondents with a mean of 3.7. The mode and
range were 4 in all variables. The minimum number was 1 and the maximum was 5 as shown in Table 2 below.

Table 2: Descriptive statistics of Variables

P TR PP ITU
N Valid 264 264 264 264
Missing 0 0 0 0
Mean 3.6 3.6 3.57 3.7
Mode 4.00 4.00 4.00 4.00
Range 4.00 4.00 4.00 4.00
Minimum__| 1.00 1.00 1.00 1.00
Maximum | 5.00 5.00 5.00 5.00
Sum 958.00 | 959.50 | 943.00 | 979.75

5.2 Exploratory Factor Analysis
The Principal Component Analysis (PCA) was used to predict the factors needed to account for the
maximum portion of the variance of the original set of variables. Varimax rotation was used to maximize the
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variance of the squared loadings within each factor (Kothari, 2004). The analysis exposes four components. The
KMO value was 0.965. The Bartlett's Test of Sphericity was highly significant (0.000) which means the sample
qualified for factor analysis (refer Error! Reference source not found.). Firstly, the analysis was performed
with 18 items that make up three independent variables and one dependent variable. The initial test indicated that
some construct (items) needs revisions. In this manner, two constructs from Policy Perception (PP1 and PP3)
whose loadings were 0.53 and 0.49 respectively were deleted from the model to represent the constructs well and
increase the goodness of fit indices of the measurement model. The extracted components named TP, TR, PP and
ITU respectively.

5.3 Test for normality distribution

Different assumptions considered indicate the non-normality distribution Histogram
of data (Khatun, 2021). The Skewness Z-Value was (-7.36) which does 50 _
not fall between -1.96 to 1.96, although the z-value of Kurtosis was

(0.826). Both Kolmogorov-Smirnov and Shapiro-Wilk values were 50

significant at 0.000. Many data points fall far to the diagonal line in the
Q-Q Plot. Figure 2, visually shows that the data are not normally
distributed. The numbers 4 and 4.5 highly appeared to be above the line.

40

30

Frequency

5.4 Internal consistency reliability and Validity

Cronbach's coefficient alpha was used to test inter-item consistency. It quantifies how closely items adhere
to their scale. After performing reliability analysis, the Cronbach’s alpha value was 0.94. It is close to 1
indicating that the items in the questionnaire are highly correlated and measure the same underlying construct
consistently. Spearman's correlation was used to assess the strength and direction of association between two
ranked variables. Table 3 below shows that the data is valid. None of correlation between two different variables
has value greater than 0.75. The lowest value is 0.647 while the highest is 0.748.

Table 3: Correlations between variables

Spearman's rho TP TR PP ITU
Correlation Coefficient | 1.000 | .676™ | .647™ | .703™
TP Sig. (2-tailed) . .000 .000 .000
N 264 264 264 264
Correlation Coefficient 1.000 | .697 | .748™
TR Sig. (2-tailed) . .000 .000
N 264 264 264
Correlation Coefficient 1.000 | .663™
PP Sig. (2-tailed) . .000
N 264 264
Correlation Coefficient 1.000
ITU Sig. (2-tailed) .
N 264

5.5 Group differences by gender and age.

The Mann-Whitney U Test was conducted for "Gender" to identify any difference between males and
females in their intention to use e-commerce in Zanzibar. The results from Table 4 suggest that, there was no
significant gender difference in their intention to adopt e-commerce (P= 0.233) (males and females were similar).
The age of e-commerce users in Zanzibar was divided into “under 20, 21-30, 31-40, and above 40 years old”
respectively. The Kruskal-Wallis Test results in Table 5 indicates no significant age differences in the
respondents' intention to use e-commerce. The P-value was 0.19 insignificant.
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Table 4.: Group Differences by Gender Table 5: Group Differences by Age
. Null hypothesis Sig. Decision
Mann-Whitney U 7980.000
ann-Rney The distribution of ITU  0.19 | Retain the null
Wilcoxon W 16626.000 is the same across hypothesis

categories of Age

Z -1.192
5.6 Measurement model/model fit

Asymp. Sig. (2-tailed) 233 The measurement model assesses how well the proposed model fits
the observed data (Basarir-Ozel, 2017). Researchers considered several fit indices and criteria to evaluate the fit
of the proposed model. Table 6 below, displays values of fit indices for the model of this study. In general, based
on these Fit Indices, the model appears to have a good fit.

Table 6: Model values of this study

Fit Indices v chi2/df | Pvalue | CFI TLI NFIL RFI IFT RMSEA
Recommended Value | <2df <2 <0.05 >0.95 | >0.90 | >0.90 | >0.90 | >0.90 | <0.08
Model Value 172.833 | 1.839 0.000 0.98 0.975 | 0.958 | 0.946 | 0.980 | 0.05

5.7 Estimates of the model
Figure 3 shows unstandardized values of all observed and unobserved variables, modification indices
performed as well as Covariances and Error Terms.

Technology
Perception

IntensionTo
UseEcom

Figure 3: Unstandardized estimates of the model

5.8 Testing hypothesis of direct effects

Table 7 presents factors affecting e-commerce adoption in Zanzibar. The first factor (Technology
Perception), was found to be significant (0.001). It has a positive  value of 0.29 which means when Technology
Perception (TP) increased by one unit, the Intention to use e-commerce increased by 0.29 units. Trust (TR) is the
second factor which was highly significant (0.000). It is the most important factor that affects the Intention to use
e-commerce in Zanzibar. It has a high positive beta value (0.74). This value means the Intention to use e-
commerce increased by 0.74 units as the Trust (TR) increased by 1 unit. The third factor, which represents the
Policy Perception (PP), was unfortunately found to be insignificant (P<0.05 = 0.634) with a negative Beta value
(-0.06). This suggests that as Policy Perception (PP) increased by 1 unit, the Intention to use e-commerce
decreased by -0.06. Therefore, only two factors directly influence the Intention to use e-commerce in Zanzibar.
Nevertheless, Trust is directly influenced by both Technology perception and policy perception.
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Table 7: Testing hypothesis of direct effects

Estimate S.E. C.R. P
Intention To Use (ITU) <---  Technology Perception 288 .090 3.188 .001
Intention To Use (ITU) <---  Trust 7139 121 6.104 HoHE
Intention To Use (ITU) <---  Policy Perception -.060  .126 -476  .634
Trust <---  Technology Perception 357 117 3.047 .002
Trust <---  Policy Perception .643 120 5.356 HoHk

5.9 Testing hypothesis indirect effect (Mediation)

With reference from Table 8, Trust (TR) positively mediates the relationship between Technology
Perception (TP) and Intention to use e-commerce (ITU). The presence of a significant indirect effect (0.264)
alongside a significant direct effect (0.288) suggests partial mediation. Nevertheless, Trust (TR) positively
mediates the relationship between Policy Perception (PP) and Intention to use e-commerce (ITU). The direct
effect is not significant, but the significant indirect effect (0.4753) supports full mediation. Both two R? values
are close to 1 indicating that the model explains a high percentage of the variance in the dependent variable
(ITU).

Table 8: Effects and R’

MV= Trust (TR) Estimates | Std. Error | P-Value | R?
Technology Perception (TP) | 0.264 0.096 0.006 0.849
Policy Perception (PP) 0.475 0.118 0.000 0.907

DV= Intention to use e-commerce (ITU)

5.10 Testing Moderating effects of Education and experience between TP and ITU

Both Education and Experience are divided into two groups (low educated/ experienced) and (high
educated/ experienced). The analysis reveals that Education and Experience moderate the relationship between
TP and ITU as the overall model was significant (p <.0001). While TP has a direct positive effect on ITU, this
relationship is not constant across all levels of Education and Experience. Instead, the strength and even the
direction of the relationship vary depending on the levels of these moderators. Table 9 shows that 70.5% of the
model explains a significant amount of variance in ITU. The interaction terms (Interactionl and Interaction2) are
significant, suggesting that the relationships between TP and ITU are moderated by Education and Experience.
The conditional effects show that the relationship between TP and ITU varies depending on the levels of
Education and Experience.

Table 9: Moderating effects between TP and ITU

Coeff se t p LLCI | ULCI | R? P
TP 1.5997 1571 | 10.1826 | .000 | 1.2903 | 1.9091
Education 71866 3854 | 2.0411 | .0423 | .0277 | 1.5455
Interactionl -.2067 0975 | -2.1194 | .0350 | -.3988 | -.0147 | .705 | 0.0001
Experience 1.7772 4470 | 3.9755 | .0001 | .8969 | 2.6576
Interaction2 -4133 1121 | -3.6862 | .0003 | -.6341 | -.1925

5.11 Testing Moderating effects of Education and experience between TR and ITU
According to Table 10, approximately 77.8% of the variance in the dependent variable is explained by the
predictors and interaction terms. The entire model was statistically significant (p <.0001), indicating that the
factors work together to predict ITU. Education and Experience act as significant moderating variables,
indicating that their presence alters the relationship between Trust and ITU. The two interaction variables
represent the complex relationships between Trust and ITU at various Experience and Education levels.

Table 10: Moderating effects between TR and ITU

Coeff se t p LLCI | ULCI | R? P
Trust 1.5859 | .1370 | 11.5767 | .0000 | 1.3161 | 1.8556
Education 1.1901 | 3044 | 3.9102 .0001 .5908 1.7895
Interactionl | -.2777 | .0773 | -3.5929 | .0004 | -.4299 | -.1255 | .778 | 0.0001
Experience | 1.3633 | .4073 3.3473 .0009 5613 2.1653
Interaction2 | -.3354 | .0997 | -3.3646 | .0009 | -.5317 | -.1391

5.12 Summary of Hypotheses
| No. | Hypothesis | Result | Decision |
| Hl1 | Technology Perception (TP) positively influences the Intention to use e-commerce | Significant | Accepted |
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H2 Trust (TR) positively influences Intention to use e-commerce Significant Accepted
H3 Policy Perception (PP) positively influences the Intention to use e-commerce Insignificant | Rejected
H4 Technology Perception (TP) positively influences Trust (TR) in e-commerce usage Intention Significant Accepted
HS Policy Perception (PP) positively influences Trust (TR) in e-commerce usage Intention. Significant Accepted
Hé6 Trust (TR) positively mediates relationship between Technology Perception (TP) and Intention to use e-commerce | Significant Accepted
H7 Trust (TR) positively mediates relationship between Policy Perception (PP) and Intention to use e-commerce Significant Accepted
HSA The effect of Technology Perception (TP) on Intention to use e-commerce (ITU) is moderated by education. Significant Accepted
H8B The effect of Technology Perception (TP) on Intention to use e-commerce (ITU) is moderated by experience. Significant Accepted
HO9A The effect of Trust (TR) on Intention to use e-commerce (ITU) is moderated by education. Significant Accepted
H9B The effect of Trust (TR) on Intention to use e-commerce (ITU) is moderated by experience. Significant Accepted
HI0A | The effect of Policy Perception (PP) on Intention to use e-commerce (ITU) is moderated by education Insignificant | Rejected
H10B | The effect of Policy Perception (PP) on Intention to use e-commerce (ITU) is moderated by experience Insignificant | Rejected

6 CONCLUSION AND RECOMMENDATION

6.1 Conclusion

In general, this paper examines major factors affecting intention to adopt e-commerce among users in
Zanzibar. The factor analysis produced four factors namely Technology Perception (TP), Trust (TR), Policy
Perception (PP) and Intention to use e-commerce (ITU). The Structural Equation Modeling (SEM) identified two
positive and significant factors for Intention to use e-commerce (Technology perception and Trust). Policy
perception was insignificant with a negative value. Education and Experience were tested to verify their
moderating effect between Technology perception and Trust on the dependent variable. It found that, both
education and experience moderate effect of Technology perception and Trust on Intention to use e-commerce
(ITU).
6.2 Knowledge, theoretical and Practical Contribution

This research has contributed to the body of knowledge, theoretical and practical through the
introduction of the first conceptual framework model, which specifies the validated factors that influence the
adoption of e-commerce in Zanzibar on the consumer side. Hence, the present study contributes to the literature
by being the first empirical study of e-commerce adoption factors in Zanzibar. Accordingly, Figure 4 presents
the final version of the research conceptual model. It can be used as an e-commerce adoption model for Zanzibar
consumers.

Technology
Perception

(TP)

Intention
to use
e-co

aro)

ce

Policy
Perception

(PP)

Education Experience

Figure 4: Zanzibar E-commerce Adoption Model

6.3 Policy Recommendations

The revolutionary government of Zanzibar together with the Government of Tanzania, have been
worked hard to facilitate e-commerce adoption among the users. Unfortunately, a gap still exists. Some people
prefer offline commerce with cash then e-commerce due to some problems that faced them when using e-
commerce. Lack of trust and bad technology perception were discovered to be very important barriers to e-
commerce in Zanzibar. Therefore, the Government should start promoting and protecting the rights of online
consumers through the introduction of a legal system, infrastructure development and awareness campaigns. The
local media should launch a comprehensive campaign to spread the e-commerce benefits among the Zanzibaris.
The government should invest in robust and reliable digital infrastructure, including high-speed internet
connectivity and mobile networks. There needs to prepares a special department in the government that deals
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with e-commerce and emphasizes more research on e-commerce.

6.4 Research Limitations and Future Directions

This study focused on e-commerce adoption in Zanzibar at the micro level. Therefore, further
researches on the macro level need to be conducted. For example, small and medium enterprises (SMEs) instead
of the consumer's side. Furthermore, adding new variables in future research to extend the research model can be
crucial. For instance, any similar future research that will examine other variables such as culture which may
include language, religion and traditions. From this study, trust seemed to be a very important factor for e-
commerce adoption. Accordingly, any future research that can investigate factors that can promote (build) online
trust in e-commerce is appreciated.

References

Ali Salamai, A. A. A., Ather M. El-kenawy & El-Sayed. (2022). Forecasting E-Commerce Adoption Based on Bidirectional Recurrent Neural
Networks. Computers, Materials & Continua, 70(3), 5091-5106. doi:10.32604/cmc.2022.021268

Anas, A., Majali, T., Al-Mu'Ani, L., Alsoud, M., & Al-zagheer, M. (2021). An overview of research on e-commerce adoption: Future trends.
Journal of Management Information and Decision Sciences, 24(1), 1-10.

Basarir-Ozel, B. M., & Sona. (2017). Factors affecting E-commerce adoption: A case of Turkey. The International Journal of Management
Science and Information Technology (IJMSIT): NAISIT Publishers(23), 1(23), 11.

Cynthia Saisaria Mandasari, S., A.R., & Suarka, LB.K. . (2022). Analysis of Factor Impact for Consumer Satisfaction Online Shopping on
E-Commerce during the Covid-19 Pandemic. European Journal of Business and Management., 14(14), 17-20.
doi:10.7176/EJBM/14-14-02

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology. Management
Information Systems Research Center, University of Minnesota collaborating with JSTOR, Vol. 13(No. 3), 319-340.
doi:10.2307/249008

Dudi Amarullah, T. H., & Achmad Maharudin. (2022). EWOM credibility, trust, perceived risk, and purchase intention in the context of e-
commerce: the moderating role of online shopping experience. Jurnal Ekonomi Bisnis dan Kewirausahaan (JEBIK), 11(1), 61-83.
doi:10.26418/jebik.v11i1.50594

Emmanuel H. Yindi, L. a. P. L. M. (2020). Exploring the Role of Awareness, Government Policies, and Infrastructure in Adapting B2C E-
Commerce to East African Countries Tanzania Case Study. International Journal of Innovative Science and Research Technology,
5(11).

Fedorko, R. K., Stefan Fedorko & Igor. (2022). Artificial Intelligence and Machine Learning in the Context of E-commerce: A Literature
Review. Communication and Intelligent Systems, 1067-1082. doi:10.1007/978-981-19-2130-8 82

Fedushko, S. U. a. T. (2022). E-Commerce Customers Behavior Research Using Cohort Analysis: A Case Study of COVID-19. Journal of
Open Innovation: Technology, Market, and Complexity, 8(1), 12. doi:10.3390/joitmc8010012

Gai, J. (2023). PEST-based Analysis of the Competitive Environment for E-commerce in China's Agriculture. BCP Business & Management,
42.

Haryanti, T. S., and Apol Pribadi. (2020). The Evolution Adoption Technology Theory for E-Commerce. International Journal of Electronic
Commerce Studies, 11(2). doi:10.7903/ijecs.1910

Kenneth Longo Mlelwa, B. C. a. Y. O. Z. (2015). E-Commerce Trend in Developing Countries: A Case Study of Tanzania. International
Journal of Computer Applications, 125(1), 27-33. doi:10.5120/ijca2015905220

Khatun, N. (2021). Applications of Normality Test in Statistical Analysis. Open Journal of Statistics, 11(01), 113-122.
doi:10.4236/0js.2021.111006

Koe, R. W. a. W.-L. (2022). The effect of e-commerce adoption on the performance of Micro, Small, And Medium Enterprises MSMEs.
Seybold Report. d0i:10.5281/zenodo.7225116

Kothari, C. R. (2004). Research methodology. Methods and techniques (second revised ed. Vol. 13). Jaipur, India: New age international
publishers.

Lai, P. C. (2017). The literature review of technology adoption models and theories for the novelty technology. Journal of Information
Systems and Technology Management, 14(1), 21-38. doi:10.4301/s1807-17752017000100002

Mark N.K. Saunders, P. L. A. A. T. (2019). "Research Methods for Business Students" Chapter 4: Understanding research philosophy and
approaches to theory development (EIGHTH EDITION ed.).

Nguyen M. Thu, N. Q. K., Nguyen Q. H., Luu T. Dung and Nguyen K. Anh. (2024). Factors Affecting E-Commerce Customer Satisfaction in
Hanoi, Vietnam. European Journal of Business and Management, 16(2), 21-27. doi:10.7176/ejbm/16-2-03

Omar, N. M. a. F. R. (2015). E-Commerce Adoption Factors in Zanzibar: A Descriptive Study. International Conference on Information
Technology & Society, 8(9), 12-17. doi:978-967-0850-07-8

Pavlou, P. A. (2003). Consumer Acceptance of Electronic Commerce: Integrating Trust and Risk with the Technology Acceptance Model.
International Journal of Electronic Commerce, 7(3), 101-134. doi:10.1080/10864415.2003.11044275

Ranjan, K. R. (2023). Emerging E-Commerce Trends in India: Opportunities and Challenges. International Journal For Multidisciplinary
Research, 5(1). doi:10.36948/ijfmr.2023.v05i01.1547

Riadi, S. S., Heksarini, Ariesta Lestari, Dirga Maria, SitiZainurossalamia, Saida Yudaruddin and Rizky. (2022). The Benefits of e-Commerce
Before and during the Covid-19 Pandemic for Small Enterprises in Indonesia. Wseas Transactions on Environment and
Development, 18, 69-79. doi:10.37394/232015.2022.18.8

Saikrishnan, D. S. (2023). Consumer perception and awareness on e-commerce. International Journal of Scientific Development and
Research (IJSDR), 8(5).

Tongora, E. F. (2022). Factors Intricate the Adoption of e-Commerce by Small-medium Sized Enterprises (SMEs) in Tanzania. European
Journal of Technology, 6(3), 49 - 60.

W.H. Makame, J. K. a. S. P. (2014). Factors influencing electronic commerce adoption in developing countries: The case of Tanzania. South
Africa Journal of Business and Management, 45(2), 83-96.

Yang, Q. H., N. Al Mamun, A. Makhbul & Z. K. M. Zainol. (2022). Sustainable customer retention through social media marketing activities
using a hybrid SEM-neural network approach. PLoS One, 17(3), €0264899. doi:10.1371/journal.pone.0264899.

59



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) i
Vol16,No 4, 2024 ISTe

60



