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Abstract

The institutionalization of e-marketing stra-
tegies, their adoption, and implementation hin-
ges on the customers’ perceptions of the critical
success factors that the literature identifies in
terms of an online competitive advantage, onli-
ne shopping infrastructure development, online
customer relationship, and online shopping risk.
To assess the critical success factors, a sam-
ple of 300 customers of the fast-moving consu-
mer goods retailers throughout the provinces of
Zimbabwe participated in this study. The results
indicated that customers’ province of residence,
their education and computer literacy levels are
significantly associated with the critical succe-
ss factors (CSFs) of e-marketing adoption and

1. INTRODUCTION

The purpose of this study was to inves-
tigate customers’ perception of the criti-
cal success factors in e-marketing adoption

implementation. However, the study found that
gender does not significantly affect the e-marke-
ting CSFs. It is suggested that the demographic
characteristics, related to education, computer
literacy levels, and the province of residence are
the strategic criteria for niche market segmen-
tation and development that the fast-moving
consumer goods retailers need to leverage for
the successful adoption and implementation of
e-marketing.

Keywords: e-marketing adoption and imple-
mentation, online competitive advantage, online
infrastructure development, online customer re-
lationship, online risk

and implementation among the fast-moving
consumer goods retailers in Zimbabwe
in terms of the customers’ demographic
configuration. The Zimbabwean retail
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sector has been slow to adopt and imple-
ment e-marketing, although there are 99%
of mobile subscriptions and 6,900km of
Internet cable linking Zimbabwean towns
and cities (POTRAZ, 2015). According to
POTRAZ (2021), Zimbabwe has experi-
enced increased growth of the Internet in
the past decade (2010-2020). The num-
ber of Internet users increased by +4.2%
between 2020 and 2021, and in 2021,
there were 5.01 million Internet users in
Zimbabwe. Internet penetration rate stood
at 31.4% in January 2021 (Kemp 2021;
POTRAZ 2021). A significant growth was
experienced in mobile connections as well.
There were 14.16 million mobile connec-
tions in Zimbabwe by January 2021, which
is equivalent to 98.5% of the total popula-
tion (Kemp 2021). There is no doubt that e-
marketing is a contributory tool to market-
ing and transacting. However, it is worrying
why the Zimbabwean fast-moving consum-
er goods (FMCG) retail sector lacks opti-
mum usage regardless of a comprehensive
Information Communication Technology
(ICT) infrastructure. While the preceding
background clearly shows the state of ICTs,
the causes of low adoption and implementa-
tion of e-marketing by FMCG Zimbabwean
retailers are unknown. It is also evident
from this background that the Internet pro-
vides significant benefits as a new medium
of interaction. Chaffey and Smith (2017)
argue that customers and companies use the
Internet to engage in real-time communi-
cation, building strategic relationships and
trust. FMCG retailers in Zimbabwe have
been generally slow in embracing the use
of technology; hence, they still concentrate
on traditional marketing strategies (Siwadi
& Pelser, 2015). In these circumstances, the
internationally recognised e-commerce gi-
ant Pay Pal entered the Zimbabwean market
after receiving signals that the Zimbabwean
economy had the potential to embrace the
technology. In view of this, the majority of
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the Zimbabwean population can now pur-
chase goods online in more than 203 coun-
tries using Pay Pal (Dzoma, 2016). The
growth of Internet transactions signals
that the country is open to online busi-
ness. Nevertheless, the FMCG retailers in
Zimbabwe have not embraced this oppor-
tunity fully. Tengesa.com, an e-commerce
website, has experienced a premature fail-
ure before being commercially launched.
Some of the interactive e-commerce web-
sites, including Econet’s Eco shop and the
Food World’s e-commerce, are also failing
to fully engage in online business (Dzoma,
2016).

Makherjee and Basu (2015) warn that to
survive in business, organisations need to
be proactive and embrace the dynamic envi-
ronmental changes such as the adoption of
e-marketing. Internet technology is grow-
ing fast and would soon outpace the tradi-
tional marketing strategies. Retailers should
strategically and gradually move towards
e-marketing adoption and implementation
to survive the current and future market
forces as far as the Internet is concerned.
Technological developments are essential in
understanding that the adoption of ICT has
brought in an increase in profitability and
competitiveness amongst the Zimbabwean
FMCG retailers. Zimbabwean FMCG re-
tailers that have failed to embrace techno-
logical changes are bound to lose their mar-
ket share. Contemporary retailers need to
embrace these technological developments
to ensure their own existence and survival
(Makherjee & Basu, 2015). These ever-
charging technological developments are
essential in conceptualising the integration
of ICT and marketing activities to satisfy
customer needs at a profit. The diffusion
of technology in marketing has positively
influenced the way goods and services are
marketed. It has improved the interaction
between retailers and consumers (Ryan &
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Jones, 2012). Studies have confirmed that
since the Internet entered the commerciali-
sation stage, there have been radical chang-
es in its usage, including the consumer be-
haviour, perceptions, and attitudes towards
e-marketing and online purchasing (Ryan &
Jones, 2012).

Crucially, understanding customer be-
haviour and needs remains critical in any
business venture (Ryan & Jones, 2012).
This study incorporates customer perspec-
tives into the development of e-marketing
strategy by FMCG retailers in Zimbabwe.
The customer perspective remains critical
in addressing online shopping experiences
and increases in its usage. Retailers have
to incorporate customer perspectives in the
development of their e-marketing strategies.
The study brings new insights regarding
the contributions associated with FMCG
retailers’ participation in e-commerce. The
research further addresses issues that are
important to understand the customers’ per-
ception with the view of influencing organi-
sational policy on the increase in ICT diffu-
sion. It also seeks to break the technological
divide that exists between the rural and ur-
ban populations in Zimbabwe (Ngwenya &
Pelser, 2018). This technological gap, if
addressed properly, has the potential of im-
proving the retailers’ contribution.

The customer perspectives and percep-
tions towards the use of e-marketing for
online purchasing as well as online trust
and perceived benefits are determined and
can be influenced by customer demograph-
ics such as province of residence, gender,
educational level, and computer literacy
levels (Debei et al., 2015). These attributes
are the products of perceived web quality
(Debei et al., 2015). The higher the levels
of perceived web quality, the higher the
levels of customers’ online purchasing trust
and hence the adoption of e-marketing. As

a result, website architecture design and
development are thus crucial in changing
customer online perceptions of online pur-
chasing infrastructure, online competitive
advantage, online customer relationships,
and online purchasing risk (Nabat et al.,
2014). Aharony (2014) argues that retailers
should provide their customers with effort-
less, user-friendly, and useful web interfac-
es that create an online shopping experience
to mould online relationships and facilitate
regular purchases. In view of the above,
Aharony (2014) and Lawrence (2010) also
argue that the internet technology is dynam-
ic and evolving; hence retailers’ application
of e-marketing strategies should focus on
customers and on understanding the cogni-
tive aspects of consumers’ behaviour and
demographics.

From the introductory background
above, the study proposed the following ob-
jectives for conceptual guidance:

1. To investigate customers’ perception
of the critical success factors in e-
marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of the area of
residence.

2. To investigate customers’ perception
of the critical success factors in e-
marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of gender.

3. To investigate customers’ perception
of the critical success factors in e-
marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of educational
level.

4. To investigate customers’ perception
of the critical success factors in e-mar-
keting adoption and implementation
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among the fast-moving consumer
goods retailers in terms of computer lit-
eracy level.

Our research questions are as follows:

1. What are the customers’ perceptions
of the critical success factors in e-
marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of the area of
residence?

2. What are the customers’ perceptions
of the critical success factors in e-
marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of gender?

3. What are the customers’ perceptions
of the critical success factors in e-
marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of educational
level?

4. To investigate the customers’ percep-
tions of the critical success factors in
e-marketing adoption and implementa-
tion among the fast-moving consumer
goods retailers in terms of computer
literacy level?

The following research hypotheses are
being tested:

H,: Customers’ area of residence sig-
nificantly influences customers’ perceptions
of the adoption and use of online shopping
among the FMCG retailers in Zimbabwe.

H,: Gender significantly influences cus-
tomers’ perceptions of the adoption and use
of online shopping among the FMCG retail-
ers in Zimbabwe.

H: Level of education significantly
influences customers’ perceptions of the
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adoption of online shopping among the
FMCG retailers in Zimbabwe.

H,: Computer literacy significantly in-

fluences customers’ perceptions of the adop-

tion and use of online shopping among the
FMCG retailers in Zimbabwe.

2. E-MARKETING DIFFUSION
SUCCESS FACTORS

Statistics from Statista (2020) have
proved that Internet technologies have
become a part of everyday life globally.
A total of 2.95 billion people are active
social media users, and this figure is ex-
pected to grow to 3.43 billion by 2023
(Statista, 2020). The FMCG retailers need
to adopt and implement e-marketing us-
ing an accurate marketing mix (Andreki &
Yazdanifard, 2014). Digital marketing mix
comprises digital advertising website devel-
opment, design and content, electronic cus-
tomer relationship management (E-CRM),
online direct marketing, social media inte-
gration, online pricing, e-mail marketing,
and understanding electronic marketing
strategy development in retailers. Retailers
who appreciate this mix are likely to adopt
and implement digital technology suc-
cessfully and faster than their competitors.
Understanding the pillars of e-marketing as
espoused in this digital framework facili-
tates retailers’ quick adoption of e-market-
ing. The following paragraphs will present
how this mix can facilitate the adoption and
implementation of e-marketing.

2.1. Online competitive advantage

Evidence from literature indicates that
understanding customer attitudes towards
online shopping assists retailers in improv-
ing their online value proposition and sus-
tainable competitive advantage (Rajesh
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& Purushothaman, 2013; Pei et al., 2020).
Consumers purchase products online based
on discounts, free home delivery, and web-
site friendliness (Rajesh & Purushothaman,
2013). Retailers now encourage their cus-
tomers to use direct online platforms to
purchase their products as a way of cut-
ting costs and saving time (Rhee, 2010).
Although online direct marketing has
proved to be cheaper for retailers, Rhee
(2010) recommends that retailers should
maintain call centre channels for extended
customer problem-solving services. Online
direct marketing enables a more accurate
household-level targeting and offers im-
proved campaign responses with more ac-
curate online impression calculations (Pei et
al., 2020). The Internet has become central
in the marketing of products and services
through relationship marketing with indi-
vidual customers. It facilitates the applica-
tion of a full range of marketing activities
through personalization and customization
(Harris & Dennis, 2007; Smith & Chaffey,
2017; Baker & Hart, 2016; Pei et al., 2020;
Statista, 2020). Molenaar (2016) states that
the diffusion of e-marketing has increased
retailers’ competitiveness since they can
respond to individual customer needs.
E-marketing adoption and implementation
make competitive advantage a crucial ele-
ment since it helps retailers sustain, retain,
and enhance their market share (Shams,
2013). E-marketing allows multi-channel
retailing, which enables the use of both
traditional and online retailers. Customers
purchasing their products online enjoy a
broader product selection, convenience,
easier price comparison, and a better choice
of products. However, there is a channel
conflict and pricing between the click and
mortar company. Online pricing models
should be in line with the physical shop
prices to avoid channel price conflict (Xu &
Paulins 2005).

2.2. Infrastructure development

Websites act as the gateway in which
organisations interact with their exist-
ing and prospective clients (Andreki &
Yazdanifard, 2014; Chaffey & Smith, 2017;
Chaffey et al., 2009; Pei et al., 2020). The
website should be the priority for retailers
who decide to adopt e-marketing (Chaffey
& Smith, 2017; Bickerton et al., 2001).
Gay et al. (2007) claim that website devel-
opment, design, and information update
should be consumer-oriented. Chaffey and
Smith (2017) further explain that websites
should sell, serve, speak, save, and siz-
zle their customers. Retail websites unveil
benefits, which include the exchange of in-
formation, cost reduction, new capabilities,
competitive advantage, improved control,
and customer service improvement (Gay
et al., 2007). Fernie et al. (2016) note that
once a website is established, retailers need
to establish online strategies and models
that build confidence, provide prompt de-
livery of goods, allow online discounts on
bulk purchases, and reduce delivery service
costs. While developing countries still rely
on traditional marketing stores with basic
websites (Baker & Hart, 2016), retailers in
developed countries have adopted fully in-
teractive websites like Amazon.com, eBay,
and www.buypower.vauxhall.co.uk (Baker
& Hart, 2016). Drummond and Ensor
(2006) argue that fully interactive websites
provide an online value proposition, which
includes product offerings with enhanced
value. It is pertinent to note that fully inter-
active websites offer a variety of benefits.
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2.3. Online customer relationships

Electronic ~ Customer  Relationship
Management (E-CRM) consolidates the tra-
ditional customer relationship management
with e-business applications, aiming to
maintain customer relationships within an
organisation (Andreki & Yazdanifard, 2014;
Chaffey, et al., 2009). Retailers need to use
E-CRM to integrate and manage all aspects
of online customer interactions (Muruko et
al., 2013). The integration of front-office
applications with the target market ensures
customer satisfaction results in customer
loyalty (Rainarz & Kumar, 2012). E-CRM
allows the organisation to interact with
and complement online marketing; sell-
ing and service function to retain custom-
ers (Baran et al., 2008, Rainarz & Kumar,
2012; Masengu, 2020). E-CRM enables re-
tailers to establish a flexible support system
that communicates directly with customers
(Baran et al., 2008). This allows corpora-
tions to deal directly with product innova-
tion, customer expectation, acquisition,
globalization, deregulation, and the conver-
gence of traditional markets, the emergence
of new technology, privacy issues, and on-
line contact channels (Rainarz & Kumar,
2012).

E-CRM remains an e-business strat-
egy integrated into the e-marketing field
to optimize revenue, profits, and customer
satisfaction by organizing market seg-
ments, fostering satisfaction behaviours,
and implementing a customer-centred
process. E-CRM assists retailers in serv-
ing targeted customers effectively and ef-
ficiently through critical real-time analysis
and management of customer relationships
(Masengu, 2020; Baran et al., 2008). Online
direct marketing enables retailers to directly
engage with specific customers using spe-
cific sites and different online platforms
(Chaffey et al., 2009).
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2.4. Online risk

Empirical evidence suggests (Miyazaki
& Fernandez, 2009) that customers’ risk
perception of Internet privacy and security
is the key issue to consider for both new
and experienced online customers. The
higher the perceived risk and security con-
cerns, the lower the attitude to purchase
products online (Miyazaki, 2009). Retailers
need to improve their online transaction se-
curity features to protect customers using
e-marketing strategy services. The fact that
customers are exposed to online financial
risk is a limiting factor to their adoption
of e-marketing strategy. The security of a
retailer’s website and product tracking af-
ter online purchase remain relevant factors
in e-marketing strategy use. Linked to the
above is a reliable and user-friendly online
infrastructure (Masengu, 2020).

The framework urges retailers to estab-
lish an efficient online infrastructure to al-
low real-time interaction between employ-
ees and customers. The absence of such
an infrastructure encumbers the expected
benefits of online shopping, as custom-
ers would prefer traditional shops to online
shopping (Masengu, 2020). Crucially, secu-
rity concerns remain the biggest hindrance
in the adoption of e-marketing strategy.
Customers need to be protected from on-
line risks and fraud. Retailers’ website cred-
ibility is an important factor in e-marketing
strategy use. Customers need to feel secure
and confident about innovation to create re-
peat purchases. The framework, therefore,
privileges the protection of customers until
the product is delivered (Masengu, 2020).
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3. DEMOGRAPHIC
PERSPECTIVES OF
CONSUMER BEHAVIOUR

Various empirical studies have been
conducted to understand customer perspec-
tives in the adoption of e-marketing.

3.1. Province of residence

McHugh’s (2014) and Xu and Paulin’s
(2005) studies on understanding customers’
perspectives between urban and rural areas
show that customer perception regarding e-
marketing does not vary between the areas
of residence (urban and rural). According
to the International Trade Administration
(2021), “E-commerce is limited to urban
centres, with much of it taking place on so-
cial media platforms, such as WhatsApp,
using cash on delivery or mobile payments
rather than credit card transactions on tra-
ditional websites.” Customer perception
to purchase products online is not linked to
customers’ area of residence but rather to
customer online review experience (Zhang
et al., 2014). However, Hsieh et al., (2013)
and Saharan (2019) believe that there is a
significant difference between rural and ur-
ban customers regarding e-marketing due to
Internet connectivity and customers’ back-
ground information. Nabat et al. (2014)
concluded that customers in rural areas
have a positive perception about the adop-
tion of e-marketing and consider it an alter-
native way of shopping.

Singh and Chiliya (2014) indicate that
the use of an e-marketing strategy is not
affected by the location because the use of
the Internet allows for continuous interac-
tion regardless of the geographical divide.
Singh and Chiliya (2014) state that the pro-
liferation of mobile devices helped in the
improvement of online customer relation-
ships, and that the retailers are in a posi-
tion to maintain their relationship with their

customers from different localities using an
e-marketing strategy. E-commerce, as a na-
tionwide sales strategy, has not yet taken off
in Zimbabwe due to low internet penetra-
tion of around 52 percent. With the instal-
lation of broadband currently in progress,
e-commerce may improve in the medium
term, especially when targeting the wealthi-
er classes of consumers (International Trade
Administration, 2021; Xiaochen et al.,
2018).

3.2. Gender

Gender profiling plays an important role
in understanding customers’ perception of
the use of e-marketing (Liu et al., 2013).
Female customers attach a higher level of
importance to their security than their male
counterparts when using e-marketing. Liu
et al. (2013) suggest that secure payment
methods should support retailers’ use of e-
marketing to create a positive perception.
It has been observed that women seem to
display rational shopping disposition than
men (Laforet & Li, 2005) because the pur-
chasing decisions that they often make, e.g.
clothing, can be better explained by opti-
misation rather than minimisation strategy
(Simmons & Istook, 2013; Laforet & Li,
2005).

Gender differences in online purchase
behaviour naturally depend on the types of
products being purchased as they engage
in contrasting decision and information
processing styles (Chaffey, 2011; Chaffey
& Smith, 2017; Albee, 2015). In contrast
to men, products that are more frequently
bought by women are clothes and cosmet-
ics, and these can be most suited to the tra-
ditional buying environments where goods
intended to be purchased can be evalu-
ated with ease without any complications.
Laforet and Li (2005) indicate that female
customers have hindered insecurity and
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think about risk consequences before using
e-marketing strategy. This implies that they
consider purchasing products in traditional
retailers (Mupemhi & Muposhi 2018).

3.3. Educational level

Customers’ demographic variables also
play a crucial role in customers’ perception
regarding the adoption of e-marketing (Kim
et al., 2013; Laforet & Li, 2005). Chinese
customers’ perception is greatly influenced
by demographic variables such as the level
of education, computer literacy, income,
and age (Gong et al., 2013). Customers
with a high level of education and computer
literacy perceive that the use of e-marketing
exposes them to the global market with the
opportunity to compare prices and products
(Jagonews24.com, 2015). A study in Jordan
on online shopping (Hussein & Ahmed,
2017) found that online shopping was low
due to a lack of delivery options and of re-
tailers’ websites. Although the customers in
Jordan were highly educated and informed
on e-marketing strategy, a lack of websites
hindered the full adoption of e-marketing
strategy.

3.4. Computer literacy

Empirical  evidence  (Kumar &
Govindarajo, 2015) suggests that the mil-
lennial generation or Generation Y, also
known as digital natives, is highly comput-
er-literate. This generation has a patronage
towards e-commerce activities. This argu-
ment is also in line with an empirical study
done in Singapore. A study by Liao and
Cheung (2000) examined the role of com-
puter literacy and e-commerce. The study
concluded that computer-literate customers
have a positive view of online shopping,
and are more attracted to the use of online
platforms.
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4. METHODS

Quantitative data was collected using a
self-developed questionnaire whose design
was guided by the research objective derived
from the TAM Model. The questionnaire
had thirty-three questions divided into two
sections. The first section contains customer
characteristics, while the second section con-
tains the TAM variables. The questionnaires
were coded with the assistance of a statisti-
cian to facilitate inputting the data into the
Stata for analysis. The questionnaire used a
Likert scale of 1- 5 (1 representing “Agree”
and 5 “strongly disagree”). The question-
naire was pilot tested on ten participants with
the involvement of a statistician to improve
the questions. The marketing managers in
six FMCG retailers assisted the researcher
in identifying customers from different re-
tailers who participated in the study. These
customers were targeted for questionnaire
administration on a convenience and purpo-
sive basis. The questionnaires were returned
through identified research assistance from
different branches.

To conduct the reliability test, corrected-
item-total item correlations were used to re-
move unreliable variables before descriptive
and inferential analysis. This reliability test
was used to test the appropriateness of the
tools used, the accuracy of the analysis of the
results, and the generalisation of the findings
(Saunders et al., 2016:202). This enables
researchers to replicate the same research
design and achieve the same conclusions
(Saunders et al., 2016:202). It also measured
the appropriateness of the tools used, the ac-
curacy of the analysis of the results, and the
generalisation of the findings (Saunders et
al., 2016:202; Piaw, 2013:137).

The chi square-test between the area of
residence and each factor was conducted.
The likelihood chi-square tests are sig-
nificant for all the factors (p-values<0.05),
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indicating a significant association be-
tween each factor and the area of resi-
dence. The chi-square test was used to test
the Likelihood Ratio of the demographic
and the factors. Stata was used to calcu-
late the test. According to Saunders et al.
(2016:538), the Chi-square test assesses
the likelihood of data by comparing it with
what is expected. In this view, the likeli-
hood of the demographics was compared
with four factors to test the relationships.

Table 1. Demographic sample data

In order to have a clear understanding
and appreciation of the customers’ perspec-
tives regarding the adoption and implemen-
tation of an e-marketing strategy, the male
and female participants in the survey pos-
sessed qualifications ranging from ordinary
level certificate, advanced level certificate,
college diploma, undergraduate degree, post-
graduate, and other qualifications. The ma-
jority of participants were computer literate
and were at the intermediate level. Table 1
presents the participants’ demographics.

Variable Province Surveys distributed Surveys returned Percentage
Harare 63 41 16.6
Bulawayo 19 15 5.0
Mash West 44 30 11.5
Mash Central 34 30 8.8
Province of Mash East 40 30 10.3
residence Manicaland 52 40 134
Masvingo 44 35 11.5
Midlands 48 36 124
Mat North 22 18 5.7
Mat South 20 16 5.2
Total 386 300 100.0
Gender Male 208 69.3
Female 92 30.7
Total 300 100
Basic education 29 9.7
Advanced level 18 6.0
Level of College diploma 33 11.0
education Undergraduate degree 120 40.0
Post-graduate 98 32.7
Other 2 0.5
Total 300 99.9
Beginner 19 6.3
lcit“e‘r‘;ﬂ';ter Intermediate 133 43
Advanced 148 493
Total 300 99.9
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The demographic sample data in Table
1 above shows that the highest number of
customers selected for the study resided in
Harare (16.6%) and Manicaland (13.4%),
respectively. The other respondents were
from Bulawayo (5%), Mashonaland West
(11.5), Mashonaland Central (8.8%),
Mashonaland East (10.3%), Masvingo
(11.4%), Midlands (12.4%), Matabeleland
North (5.7%), and Matabeleland South
(5.2%). Understanding customer percep-
tion based on their area of residence is
important for the FMCG retailers’ strate-
gies to adopt and implement e-marketing.
With regard to the level of education, the
results indicated that the majority of cus-
tomers had undergraduate (40%) and post-
graduate degrees (32.7%), respectively. The
rest, i.e. 9.7%, had basic level certificates.
Six percent (6%) had advanced-level cer-
tificates. Given the general literacy rate of
98% in Zimbabwe, these results were ex-
pected. Each province in the country has
at least one university (Zimbabwe National
Statistic Agency, 2012).

These results are supported by Mityko
and Teu’s (2012) research on understand-
ing the correlation between education and
online shopping. In this study, it was con-
cluded that education plays a critical role in
influencing online shopping decision-mak-
ing. However, on the other hand, the study
found that the influence of education is not
significant when it comes to purchasing

certain products. Regarding computer lit-
eracy level, the current study found that al-
most half of the selected customers (49.3%)
were computer literate, with 44.3% at an
intermediate level of computer literacy and
(6.3%) at the entrance literacy level.

These results correlate with the results
of a study by Kumar & Govindarajo (2015),
which indicated that the higher the com-
puter literacy level, the higher the attitude
of customers towards technology adoption.
In harmony, this current study revealed that
computer literacy is directly associated and
linked to knowledge acquisition and the
ability to use a computer, hence the custom-
ers’ ability to understand the e-marketing
strategy platform.

S. EMPIRICAL RESULTS

5.1. Chi-square test on the identi ied
factors and demographics

Objective 1: To investigate customers’
perception of the critical success factors in
e-marketing adoption and implementation
among the fast-moving consumer goods re-
tailers in terms of the area of residence.

Table 2 presents the likelihood test be-
tween the area of residence and the different
success factors of e-marketing diffusion

Table 2. Likelihood chi-square test between the area of residence and critical success

factors
Province vs. CSFs Chi-square tests Value | df Asymp. Sig. (2-sided)
Online competitive advantage | Likelihood Ratio 61.846 | 36 0.005
Infrastructure development Likelihood Ratio 63.173 | 36 0.003
Online customer relationship | Likelihood Ratio 49.882 | 36 0.062
Online risks Likelihood Ratio 52.751 | 36 0.035
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The chi square-test between the prov-
ince and each critical success factor is
shown in Table 2 above. The table shows
that the likelihood chi-square tests are sig-
nificant for all the factors (p-values<0.05),
indicating a significant association be-
tween each factor and the province. These
findings are supported by Pileliené and
Grigalitinaité’s (2017) empirical study on a
Lithuanian grocery shop, which concluded
that the use of e-marketing strategies differs
between the rural and urban population.

The study indicates that customers in
different provinces have limited access to
Internet activities due to poor network con-
nectivity and insufficient ICT infrastruc-
ture. The urban population (Harare and
Bulawayo) has stronger patronage and a
positive attitude towards certain retailers due
to a variety of shopping alternatives, which
exist in urban areas. These findings also sug-
gest that customers in Harare and in rural
areas such as Mashonaland have different
online loyalty levels due to the limitation of
income, Internet access, and status levels.

The results confirm that retailers must
have an understanding of the customer area

of residence as this affects both the prod-
uct design and delivery system once the
products are purchased online. The way
e-marketing strategy is used in different de-
mographics and geographical characteris-
tics differs; hence, customers’ perceptions
of its use are also bound to differ. Based on
the area of residence, the adoption of an e-
marketing strategy can be viewed differently
by people in different geographical areas.
Empirical studies by Sharan (2019) also in-
dicate that the perception between the urban
and rural populations regarding online com-
petitive advantage between the areas differs.
The study reveals that the thinking, liking,
and purchasing patterns between the rural
and the urban population are different.

Objective 2: To investigate customers’
perception of the critical success factors in
e-marketing adoption and implementation
among the fast-moving consumer goods re-
tailers in terms of gender.

Table 3 presents the likelihood chi-
square test between gender and the e-mar-
keting strategy diffusion factors.

Table 3. Likelihood ratio chi-square between gender and critical success factors

Gender vs. CSFs Chi-square tests Value | df Asymp. Sig. (2-sided)
Online competitive advantage Likelihood Ratio 3.358 4 0.5
Infrastructure development Likelihood Ratio 0.821 4 0.936

Online customer relationship Likelihood Ratio 0821 | 4 0.936

Online risks Likelihood Ratio 4.296 4 0.367

Table 3 presents a Chi-square test be-
tween gender and each critical success
factor. The statistical results of the likeli-
hood ratio test indicate insignificant as-
sociations between each factor and gender
(p-values>0.05). These results suggest that
gender is not related to any of the identified
factors representing customer perceptions.
There has been an interesting relationship in

the use of online shopping between males
and females. The study showed significant
gender differences between the uses of e-
marketing strategies. The results established
that female as compared to male customers
viewed online security and secure trans-
action as important to continue shopping
online.
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The study also established that female
customers have a higher level of online
satisfaction, and they are considered to
price models rather than male customers.
Male respondents also scored higher re-
garding online brand consideration than fe-
male customers did. As noted by Ozdemir
(2012), women have begun to have a more
important role in business life. In addi-
tion to their crucial role within the family
in the decision-making process of making
purchases, they are more financially inde-
pendent. Additionally, the gap in Internet
use in favour of men has also begun to nar-
row (Benhabib et al., 2021), which makes

it necessary for e-marketers that carry out
some or all of their transactions online to
be fully aware of the effects of gender dif-
ferences in online purchasing behaviours
(Ozdemir, 2012; Wang et al., 2016).

Objective 3: To investigate customers’
perception of the critical success factors in
e-marketing adoption and implementation
among the fast-moving consumer goods re-
tailers in terms of educational level.

Table 4 outlines the likelihood chi-
square test between the level of education
and identified factors

Table 4. Likelihood ratio chi-square between the level of education and critical success factors

Education vs. CSFs Chi-square tests Value df Asymp. Sig. (2-sided)
Online competitive advantage Likelihood Ratio 42.583 16 0.000
Infrastructure development Likelihood Ratio 33.322 16 0.007
Online customer relationship Likelihood Ratio 32.834 16 0.008
Online risks Likelihood Ratio 34.473 16 0.005

Presented in Table 4 above are Chi-
square test results between the level of
education and each critical success factor.
The results show that the likelihood ratio
chi-square indicates significant associations
between each critical success factor and the
highest educational level (p-values<0.05).
Dobherty et al., (2010) reveal that the higher
the level of education, the more the custom-
ers would view an e-marketing strategy as
attractive. Customers with a low level of
education prefer to take their time and pur-
chase products from traditional shops with
less risk. Doherty et al. (2010) concluded
that the more educated the customers, the
more risk-averse they become when it
comes to e-marketing strategy platforms.
Dobherty et al. (2010) found that 2.5 % of
online customers with a low level of educa-
tion who purchase their product online had
suffered financial losses due to online fraud.
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Customer understanding of online fraud
(Choi & Lee, 2003), online risks (Miyazaki
& Fernandez, 2009), and online exploita-
tion (Alreck & Settle, 2015) is dependent
on the customers’ level of education. This
suggests that since the results show that
the majority of customers possess a di-
ploma and have completed a postgraduate
level of education, their understanding of
online purchases creates a negative percep-
tion of the use of an e-marketing strategy
rather than of those with an ordinary level.
Empirical studies by Kim et al. (2013),
Gong et al. (2013), and Jagonews24.com
(2015) confirm the same findings. The Chi-
square test also confirms the same results.
These results suggest that customers with a
high level of education or high literacy lev-
el may positively perceive the use of e-mar-
keting strategy platforms for online shop-
ping. The level of education and computer
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literacy are critical in using ICT-related ser-
vices offered by retailers.

Objective 4: To investigate the custom-
ers’ perception of the critical success fac-
tors in e-marketing adoption and imple-
mentation among the fast-moving consumer
goods retailers in terms of computer litera-
cy level.

Table 5 presents the likelihood chi-
square test between the customer computer
literacy level and their perception on e-mar-
keting diffusion.

Table 5. Likelihood ratio chi-square be-
tween computer literacy and critical success
factors

Computer literacy vs. CSFs | Chi-square tests Value Df Asymp. Sig. (2-sided)
Online competitive advantage | Likelihood Ratio 7.915 8 0.442
Infrastructure development Likelihood Ratio 16.841 8 0.032
Online customer relationship Likelihood Ratio 13.773 8 0.088
Online risks Likelihood Ratio 8.495 8 0.387

Testing for computer literacy using the
likelihood ratio chi-square indicates signifi-
cant associations between each critical suc-
cess factor and computer literacy Level (p-
values<0.05). These results confirm Kumar
& Govindarajo (2015) findings that the mil-
lennial generation or Generation Y, which is
also known as the digital natives, are highly
computer-literate. This generation has pa-
tronage towards e-commerce activities. This
argument is also in line with an empirical
study done in Singapore by Liao and Cheung
(2000), who examined the role of computer
literacy and e-commerce. The study con-
cluded that computer-literate customers have
a positive view of online shopping, and are
more attracted to the use of online shopping
platforms. The same results also suggest that
customers who are able to use computers are
more likely to use e-marketing strategy plat-
forms for online purchases.

6. RECOMMENDATIONS AND
CONCLUSIONS

The main purpose of this paper was to
research customers’ perceptions of the criti-
cal success factors in e-marketing adoption
and implementation among the fast-moving

goods retailers in Zimbabwe. The study
overall established that customers’ demo-
graphics play a significant role in influenc-
ing customer perceptions of e-marketing, as
indicated in this study by the critical suc-
cess factors in e-marketing. Literature sug-
gests that understanding consumer behav-
iour and customers’ perspectives and how
demographics such as gender, levels of edu-
cation, social environment, and many more
affect perceptions is critical for the success
of organisational marketing strategies, and
sustainable competitive advantage.

The study espouses and recommends
that the FMCG retailers understand custom-
er area of residence as this affects both the
product design and delivery system once
products are purchased online. The way e-
marketing strategies are used in different
demographics and geographical character-
istics differ, so customers’ perceptions of
the success factors in e-marketing are also
bound to differ. Based on the area of resi-
dence, people in different geographical ar-
eas can view the adoption of e-marketing
strategies differently. The rural population
has a negative perception of online shop-
ping due to a lack of information about
online purchasing. They consider online
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products expensive. The study further rec-
ommends that the FMCG retailers provide
essential information on the benefits of on-
line shopping to rural population to change
their perceptions or influence their positive
perceptions.

Gender profiling, personalisation, and
online identification play an important role
in the adoption of e-marketing strategies.
FMCG retailers need to understand cus-
tomer background and be gender-sensitive
to increase customer e-marketing strategy
usage, although the Chi-square results in
this study were insignificant and were not in
harmony with major past studies. The study
recommends that male customers consider
website content, lead-time, and product
guarantee rather than female customers be-
fore they purchase products online.

The study also suggests that retailers
should offer comprehensive after-sales ser-
vices and quality assurance to female cus-
tomers rather than to male customers to in-
crease repeat purchases, indicating loyalty.
Male counterparts focus on saving time and
focus on convenience. Accordingly, they are
quick to purchase online while shunning tra-
ditional retailers. The study also concludes
that due to risks perceived by females, they
tend to search more about the product be-
fore purchasing. In contrast, the male coun-
terparts search for the products and ignore
the products’ information. This implies that
female customers believe that traditional re-
tailers should not use e-marketing strategy
since they enjoy purchasing their products in
traditional shops with little risk. The results
overall suggest that FMCG retail managers
should appreciate that gender and societal
culture have a bearing when it comes to the
use of e-marketing strategy.

The study recommends customer pro-
filing as important in the personalisation
and customisation of products to suit given
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markets. Given the high educational and
computer literacy levels in Zimbabwe, the
adoption of an e-marketing strategy should
be easy since customers would be aware of
the benefits inherent in its use. The study,
thus, considers the following personal and
social factors as key determinants for adopt-
ing and implementing an e-marketing strat-
egy. FMCQG retailers build their online com-
petitive advantage through quality designed
online shopping infrastructure, sustained
customer relationships, and minimised on-
line risk exposure. These personal and so-
cial factors are customer area of residence,
gender, level of education, computer lit-
eracy level, online risks, online fraud, data
cost, and online regulations.

7. RESEARCH LIMITATIONS

The main aim of this paper is to re-
search the adoption and implementation
of e-marketing amongst FMCG retailers
in Zimbabwe. Accordingly, it is difficult
to generalise the results to other retail sec-
tors. The other limitation is that the study
is based on a mono design. Further stud-
ies can be done using some mixed designs.
The study applied convenient sampling
techniques in choosing the population and
the sample; hence this can be a limitation
compared to the use of quantitative meth-
ods. Another limitation is that the proposed
e-marketing strategy results have not been
tested even though they were validated.
Despite these limitations, the use of mono
methods proved useful in generating results
that would not have been possible through
mono methods.
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KRITICNI CIMBENICI USPJEHA U PRIHVACANJU I
IMPLEMENTACIJI E-MARKETINGA MEDPU
MALOPRODAVACIMA ROBE SIROKE POTROSNJE U
ZIMBABVEU

Sazetak

Institucionalizacija strategija e-marketinga, njihovo prihvacéanje i implementacija ovise o percep-
ciji kupaca, koja se odnosi na kriticne cimbenike uspjeha, u literaturi identificirane kroz konkurentsku
prednost e-poslovanja, razvoj infrastrukture za e-kupovinu, e-odnose s kupcima i rizik e-kupovine.
Kako bi se ocijenili kriticni cimbenici uspjeha, u ovom je radu obuhvacen uzorak od 300 kupaca robe
Siroke potrosnje, iz svih provincija u Zimbabveu. Rezultati analize ukazuju da su mjesto stanovanja ku-
paca, njihova razina znanja i racunalne pismenosti znacajno povezani s ostalim kriticnim ¢imbenicima
uspjeha u prihvacanju i implementaciji e-marketinga. Takoder je utvrdeno da spol ne djeluje znacajno
na kriticne cimbenike uspjeha u e-marketingu. Moze se sugerirati da su demografske karakteristike, po-
vezane s razinom obrazovanja, racunalnom pismenoscu i mjestu stanovanja strateski kriteriji segmen-
tacije i razvoja trzisnih nisa, koje maloprodavaci robe Siroke potrosnje trebaju koristiti za uspjesno
prihvacanje i implementaciju e-marketinga.

Kljuéne rije€i: prihvacanje i implementacija e-marketinga, konkurentska prednost e-poslovanja,
razvoj strukture za e-poslovanje, e-odnosi s kupcima, rizik e-poslovanja
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