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Adoption of E-Commerce and the Influencing Factors: Case of Public Servants
in Oyo State Government Agencies, Nigeria
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Abstract

The study examined the adoption of e-commerce and the accompanying influencing
factors, which are; Technology Acceptance Model (TAM) factors like perceived ease
of use and perceived usefulness; Theory of Reasoned Action (TRA) factors which
include attitude and subjective norm; and other factors such as trust; perceived risk;
availability of infrastructure; socioeconomic factors; demographic factors and the
intention to adopt e-commerce. Survey research design was adopted, and 302 public
servants participated from 26 govemment agencies in Oyo State. Questionnaire was
used for data collection with Cronbach’s alpha reliability test scores ranging between
0.77 and 0.92. Nine research hypotheses were tested. Data Analysis involved
frequency count, percentages, graphs, regression analysis, Chi-square test, and
Spearman rank correlation using SPSS Version 20. Results show a significant joint
influence of all the TAM and TRA factors on the public servants’ intention to adopt
e-commerce (Adjusted R?=0.3 8; F (g247) =21.283). The relative contributions of the
variables were: subjective norms ($=0.108), availability of infrastructures ($=0.131),
perceived risk (p=-0.186,), trust ($=0.251) and socioeconomic factors (p=0.312),
while attitude, perceived ease of use and perceived usefulness does not influence the
intention to adopt e-commerce. For demographic variables, the study shows a
significant relationship between respondent’s sex (X;2 (6, N=264) =0.033, P<0.05) and
intention to adopt e-commerce, but not age and educational qualifications. Intention
to adopt e-commerce has a significant influence on the adoption of e-commerce
(Adjusted R’*=0.330; F 1269y =134.214). It was recommended that the government
should pay closer attention to the welfare of the public servants.

Keywords: Electronic commerce, TAM, TRA, trust, perceived risk, socioeconomic
factors
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Adoption of E-Commerce and the Influencing Factors: Case of Public Servants
in Oyo State Government Agencies, Nigeria

By
Dr. Kemi Ogunsola & Adedayo Sunday Adetunji

Background to the Study

There is nothing more difficult to plan, more doubtful of success, nor more dangerous
to manage than the creation of a new order of things (Bradley, 2009). One of the most
profound changes currently rocking the world of business is electronic commerce (e-
commerce). E-commerce according to Abdul-Azeez (2012) is the wireless transfer of
business information and transactions via electronic data interchange (EDI), e-mail,
electronic bulletin boards, fax machines and electronic funds transfer among others.
Oguntunde and Oyeyipo (2012); Shahriari and Saeid (2015) defined e-commerce as
the buying and selling of products and/or services over electronic systems such as the
Internet and other computer networks. Ogbu and Lawal (2015) referred to e-
commerce as the production, distribution, marketing, sales or delivery of goods and
services by electronic means. E-commerce in the opinion of Ogbu and Lawal (2015),
is more than just electronics and commerce added together. It represents an entirely
new way of doing business over an electronic medium that changes the way through
which businesses have been done in the past.

Access to commodities or goods needed by individuals or households has now
been made a click away through e-commerce, as individuals can get the needed goods
while sitting in the comfort of their homes or offices. With the help of online order, a
lot of time is saved as products purchased can be delivered to the customers in their
addresses (Nazmun et al, 2017; Mirescu and Maiorescu, 2015). It has eliminated the
problem of having to move from one store to another as consumers can compare
goods, products or commodities directly online. On the part of the business
organizations, e-commerce is far less expensive to conduct as most of the
transactional requirements of traditional commerce like rent, fuelling and transport
cost among others have been reduced. With e-commerce, stores are open for 24-hours
a day, unlike traditional marketing which may be accessible only for a specific period
of the day (Ogunsola and Akanji, 2018). There is no limit to the market place, people
can buy and sell from any part of the world as long as they have access to the Internet.
The application of e-commerce in business processes is vital for their competitiveness
and survival in the increasingly dynamic and ever-changing world (Nantembelele,
2017).

The impact of e-commerce on procurement, shopping, business collaboration,
and customer services as well as on delivery of various services is so intense that
almost every individual and organization is affected (Benjamin and Elsie, 2011). This
includes public servants who have always been the people through which the Nigerian
government implements its various development goals and objectives (Aminu and
Junaidu, 2015). This is because the public service is seen as the pivot for the growth
of many economies, and it is not only responsible for the creation of a conducive
environment within which all sectors of the economy function ‘and operate, but also
determines and mirrors the infrastructural and socioeconomic-outlooks of the society
(Ikelionwu, 2011). It is important to see if public servants have adopted e-commerce,
as well as those factors influencing its adoption. These factors include perceived
usefulness which is the user’s perception of the helpfulness of e-commerce to their
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shopping activities, perceived ease of use refers to how user-friendly the technology
is in the user’s perception. Perceived risk refers to a set of uncertainties which
consumers have in their minds while purchasing certain product or services, while
trust refers to the willingness of a party to be vulnerable to the actions of another
party based on the expectation that the other will perform a particular action without
being monitored or controlled. Attitude refers to a person’s beliefs about the
outcomes or attributes of performing specific behaviours, and the subjective norm is
the influence which the views of families, friends and people around have on the
potential user's decision. Demographic factors consist of age, sex and educational
qualifications of the respondents, while the availability of infrastructure refers to
access to technology, connectivity and telecommunications infrastructure. The
socioeconomic factors include income level, bonuses and allowances. Intention to
adopt e-commerce refers to an individual’s willingness to transact business online,
while the adoption of e-commerce refers to how public servants accept, approve and
use the idea of buying, selling, and/or making payments online.

Statement of the Problem

There have been some studies on e-commerce in Nigeria. Fabowale (2016), for
instance, looked at factors influencing the adoption of online shopping among the
undergraduate students of the University of Ibadan. Orimobi (2015) considered issues
that have stalled e-commerce development, the issue of formation of contracts in
online transactions and the need for a unified document to regulate e-commerce
activities in Nigeria. Okoye and Obi (2015) examined the entrepreneurial challenges
and opportunities of e-commerce in Nigeria, while Oguntunde and Oyeyipo (2012)
presented the abandonment factors affecting e-commerce transactions in Nigeria.
Ogunsola and Akanji (2018) studied the relationship between perceived risks and
consumers’ online shopping behavior in Nigeria. However, none of these studies
examined the adoption of e-commerce by public servants, a very important and
representative segment of society. This study filled the knowledge gap.

Research Objective and Hypotheses

The objective of this study is to examine the factors influencing the adoption of e-
commerce among public servants in Oyo State. The following hypotheses were tested:
Hoi: TRA constructs (subjective norms and attitude) does not significantly influence
public servants’ intention to adopt e-commerce

Hoz: TAM constructs (perceived ease of use and perceived usefulness) does not
significantly influence public servants’ intention to adopt e-commerce

Hyz: Availability of infrastructure does not significantly influence the public servants’
intention to adopt e-commerce.

Hoa: Perceived risk does not significantly influence the civil servants’ intention to
adopt e-commerce.

Hos. Trust does not significantly influence the public servants’ intention to adopt e-
commerce.

Hoe. Socioeconomic factors do not significantly influence public servants’ intention to
adopt e-commerce. .

Hy7. There is no significant relationship between demographic variables (age, sex and
educational qualifications) and the public servants’ intention to adopt e-commerce.
Hos: Public servants’ intention to adopt e-commerce does not significantly influence
the adoption of e-commerce
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Hyo. There is no significant joint predictive influence of the independent variables
(subjective norms, attitude, and perceived ease of use, perceived usefulness, and
availability of infrastructures, perceived risk, trust, and socioeconomic factors on the
intention to adopt e-commerce.

Review of Related Literature
Overview of E-commerce in Nigeria
Information and communication technology (ICT) is transforming the way
individuals, organizations, and governments work (Tiamiyu and Ogunsola, 2008).
The Internet in today's information societies has become an essential channel that is
used for the dissemination of information, products, and services (Kabango, 2015).
With more people becoming computer literate and open to adopting ICT usage, e-
commerce is gradually gaining popularity among many Nigerians (Lawal and Ogbu,
2015). Awareness on e-commerce continued to increase in Nigeria with the
introduction of Point of Sale (PoS) machine and Automated Teller Machines (ATMs).
This has grown to the current state of using the Internet for order placement,
processing, delivery, and payment (Olatokun and Igbinedion, 2009; Omotayo and
Dahunsi 2015; Osho et al., 2016). With the continued increase of online payment
systems in Nigeria, online shopping has continued to receive increased attention.
Studies such as Abdul-Azeez (2012), Oguntunde and Oyeyipo (2012) and
Shahriari and Saeid (2015) emphasized two types of e-commerce transactions;
business-to-customers (B2C) and business-to-business (B2B), while others like
Mirescu and Maiorescu (2015) and Nazmun et al. (2017) discussed two additional
types; Consumer-to-consumer (C2C), and Business-to-government and government-
to-business (B2G/G2B) transactions. Business-to-customers (B2C) involve businesses
where the sellers are organizations and the buyers are individuals. Emphasis is placed
on providing goods and services directly to the consumers via the web. B2C e-
commerce offers consumers the possibility to shop for a wider range of products and
services from different merchants and at reasonable prices online. Examples include
online shops like Konga and Jumia among others. In B2B e-commerce, business
organizations focus on selling to other business organizations directly or through
intermediaries. Companies do business with each other. Examples include
manufacturers selling to distributors, and wholesalers selling to retailers. C2C type of
transactions takes place between individuals who engage in business transactions such
as buying from or selling to one another. B2G/G2B represent the type of e-commerce
transactions that take place between companies and the public sector.
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Empirical Review
The table below shows some empirical studies
findings/suggestions:

Table 1: Empirical Studies on E-Commerce

on e-commerce and their key

Author(s) | Study Focus Findings/Suggestions
Ogunsola | Relationship of six dimensions of | All the dimension of perceived risks
and Akanji | perceived risk on online shopping in | except for social risk have a
(2018) Nigeria; financial risk, product risk, | significant relationship with online
time risk, psychological risk, privacy | shopping behaviour. The study
risk, delivery risk and social risk. suggested that retailers should have
in place systems to find out why
some customers postpone or cancel
their decision to buy as this might be
an indication that certain risks are
perceived.
Yaseen, Barriers, and drivers of e-commerce | There is a lack of government
Dingley, from the retailers' view, the readiness | support. A conceptual model was
Alhusban | and willingness towards e-commerce | developed to illustrate the essential
and adoption, and potential solutions on | requirements to help business
Alhosban | which e-commerce can take off | organisations adopt e-commerce
(2017) among traditional retailers in Jordan. | successfully.

Orimobi Growth and development of e-|Need for a unified document to
(2015) commerce in Nigeria. regulate e-commerce activities in
; Nigeria.

Oguntunde | Factors that could lead to the | Factors identified are distrust,
and abandonment of e-commerce in | inaccessibility to credit and debit
Oyeyipo Nigeria. card, card information not being
(2012) honoured, navigational problems and

non-delivery of goods even after
deductions have been made.
Abdul- Security, authenticity, accessibility | E-shop was suggested with online
Azeez and infrastructure as factors limiting | catalogue and online payments
(2012) the adoption of e-commerce in | channels.
Nigeria.
Efendioglu, | Characteristics of local | Development and diffusion of e-
Yip  and | environments, both infrastructural | commerce in China are impeded
Murray and socio-economic factors in e- | largely by cultural issues such as
(2012) commerce adoption in China. transactional and institutional trust,

while attitude towards debt plays a
major role.

The studies reviewed looked at e-commerce adoption among several
populations but none of them examined the factors leading to the adoption of e-
commerce among these unique and representative class of e-commerce users; the
public servants in Nigeria. >

Models of E-Commerce Adoption
E-commerce has become an important channel for conducting businesses.
Researchers, as well as market executives, are trying to better understand online
consumer behavior. One model used by researchers to understand behavior in the
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information systems field is the technology acceptance model (TAM). TAM variables
are perceived usefulness, perceived ease of use, and behavioral intentions (Fayad and
Paper, 2016). To develop an extended model of TAM, there is a need to understand
its antecedent, the theory of reasoned actions, TRA (Fayad and Paper, 2016; Shareef,
Kumar, Kumar, and Hasin, 2009).

TRA was developed to predict and comprehend human behavior and attitudes.
The theory implies that actual behavior could be determined by previous intentions
alongside the beliefs that a person has for the given behavior (Durodolu, 2016). TRA
was first introduced in 1967 by Fishbein. It explains the relationship between beliefs,
attitudes, intentions and behavior (Emmanuel, 2009). The direct determinants of
people's behavioral intentions are their attitudes towards performing the behavior and
the subjective norms associated with the behavior (Emmanuel, 2009).

Attitude is determined by a person's beliefs about the outcomes or attributes of
performing a specific behavior (that is, behavioral beliefs), weighted by evaluations
of those outcomes or attributes. It is the degree to which one has a positive versus
negative evaluation of the behavior. The subjective norm of a person is determined by
whether important referents (that is, people who are important to the person) approve
or disapprove of the performance of the behavior, weighted by the person’s
motivation to comply with those referents (Dolores, Blair, Martin and Paige, 2001;
Emmanuel 2009; Nisson and Allison, 2012)

The Technology Acceptance Model (TAM) has underpinned many studies
relating to Information systems (IS) adoption and was established by Davis (1989) to
describe user adoption of new technology innovation in organizations (Abdulhakeem,
Edwards and McDonald (2017). TAM evolved from the TRA intending to explain the
factors affecting computer acceptance (Lee, Kozar and Larsen (2003); Bradley, 2009).
It gives a good picture of how the users or potential users evaluate the solution and its
adequateness in general (Santti, 2011). In TAM, the three major constructs are
Perceived Ease of Use (PEOU), Perceived usefulness (PU) and Attitude towards
using the technology (Chuttur (2009); Santi (2011); Durodolu (2016). Perceived
usefulness is the extent to which a person believes that utilizing a particular method or
technique would enhance his or her job performance or responsibility. Perceived ease
of use is the extent to which an individual considers that making use of a specific
system would be effortless, that is freedom from complexity and trouble. The aftitude
of the user towards a particular technology or system is a major determinant of
whether the user will eventually accept or reject it.

This study adapted the TRA and TAM models, using subjective norms and
attitude from the TRA and perceived ease of use and perceived usefulness from TAM.
The other constructs: perceived risk, trust, availability of infrastructure, demographic
factors and socioeconomic factors were adapted from Efendioglu, Murray and
Vincent (2004), Santti (2011) and Kabango (2015).

Methodology

The study adopted a survey design approach. The population for the study consists of
public servants working with MDAs of the Oyo State government. The population
(N) figure obtained from the Office of the Oyo State Accountant General shows the
population of public servants working within Oyé State Secretariat, Agodi, Ibadan,
excluding those outside the State secretariats, as 2,342. A sample size of 342 public
servants was selected using a stratified sampling technique across the 26 MDAs.
These are public servants between the grade levels 3-16. Grade level 1-2 a junior staff
while grade level 11 does not exist in the State public service in Nigeria.

Wete
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Sampling was done according to Slovin (1960) formula, as cited in Ryan (2013). The
formula is given as:
n=N/ (1+Ne?)
Where n = sample size
N = 2,342 (total population)
e = error tolerance
For a study carried out at the 95% confidence level, an error tolerance of 0.05 is used.
Therefore, n = 2342/ (1+ 2342 (0.05)),
n = 341.64 or approximately 342.
This means 342 people were sampled from a population of 2,342 public servants
across the 26 MDAs. To determine the actual number of people sampled from each
MDA, for instance at the Oyo State Road Traffic Management was calculated as:
i=k/NXn/1l
where 1= total number of copies of questionnaires to be distributed at the department,
k = 241 (total population of public servants at the department)
N = 2,342 (total population)
n = 342 (sample size)
The number of people sampled from the 241 public servants in the Oyo State Road
Traffic Management was calculated as:
1=1241/2,342 X 342
1=0.1029 X 342
i=35.14
This shows that 35 copies of the questionnaires were allotted to be distributed within
Oyo State Road Traffic Management Authority. A total of 342 copies of the
questionnaire were distributed across the 26 MDAs, with 302 copies of the
questionnaire returned and used for the analysis, this shows a response rate of
88.31%. The population of the various government agencies and the sample sizes
generated is shown in Table 2.
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Table 2: Sample Selection Based on the Ministries, Departments and Agencies of
Ovyo State Government

S/N | Ministry, Department/Agency (MDAs) No of | No of Employee:
Personnel | Sampled

1 Oyo State Road Traffic Management Authority 241 35
2 Office of the Head of Service 119 17
3 Ministry of Women Affairs 177 26
4 Ministry of Local Government and Chieftaincy Matters | 47 9
5 Ministry of Local Government 29 4
6 | Ministry of Agriculture 150 22
7 Ministry of Trade, Investments and Cooperatives 120 18
8 Ministry of Education 57 8
9 Ministry of Finance 28 4
10 | Oyo State Planning Commission N2 7
11 | Bureau of Statistics 59 9
12 | Board of Internal Revenue 29 4
13 | Office of the Accountant General 93 14
14 | Oyo State Pension Board ) 30 4
15 | Ministry of Health 30 4
16 | Ministry of Youth and Sports 41 6
17 | Ministry of Information 99 14
18 | Ministry of Justice 69 10
19 | Ministry of Works and Transport 131 19
20 | Ministry of Lands, Housing and Urban Development 129 19
21 | Office of the Surveyor General 61 9
22 | Office of the Auditor General 149 22
23 | Ministry of Environment 171 25
24 | Public Service Commission 40 6
25 | State Hospital Management Board 140 20
26 | Teaching Service Commission (TESCOM) 51 7

Source: Adapted from Oyo State Auditor General Office Record 2019

The questionnaire was divided into ten sections. Section A contains questions
on demographic information such as age, sex, ministry/department or agency of the
respondent. Section B comprises of question on the respondents’ attitude to the use of
e-commerce; Section C was made up of questions on subjective norms; Section D
contains questions on the perceived usefulness of e-commerce; Section E focused on
questions on perceived ease of use. Section F contains questions on socioeconomic
factors, while Section G contains questions on respondents’ trust. Section H was
made up of questions on the respondents’ perception of risks associated with the use
of e-commerce. Section I focused on questions on the respondent’s behavioral
intention to adopt e-commerce. Section J contains questions on the adoption of e-
commerce. Questions in the Sections B to J were rated on a Likert scale of 1-5 with
options ranging from Strongly Disagree, Disagree, Undecided, Agree and Strongly
Agree in the listed order. ’

The internal consistency of the ‘Instrument was measured using Cronbach’s
alpha which suggested the instrument measured the variables well enough as the
values of all the variables were higher than 0.70. The Cronbach’s alpha values for
each variable were given as follows: attitude (0.88), subjective norms (0.90),
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perceived usefulness (0.89), perceived ease of use (0.92), availability of infrastructure
(0.92), socio-economic factors (0.82), trust (0.88), perceived risk (0.91), intention to
use e-commerce (0.86) and e-commerce adoption (0.86).

Results and Discussion of Findings
Table 3: Demographic details of Respondents (n = 302)

Variables Categories Frequency Percentage (%)
Sex Male 159 54.1
Female 135 45.9
Age range <=20 years 3 1
21-25 years 49 134
26-30 years 42 14.4
31-35 years 35 12
36-40 years 67 229
41 years and above 106 36.3
Educational Ph.D. 7 2.4
qualification Postgraduates 56 19.2
Tertiary Education | 182 62.5
Secondary Education | 26 8.9
Primary Education -l 1.4
Missing value 15 5.2

Source: Field Data 2019

Table 3 shows the demographic details of respondents (sex, age, and
educational qualification) using frequency counts and percentages. The highest
number of respondents 106(36.3%) fall within the age group 41 years and above,
while the lowest number of respondents 3(1%) fall within the age group of less than
20 years. The educational qualification with the highest number of respondents is
tertiary education 182(62.5%) while primary education 4(1.4%) has the lowest
number of respondents.

Figure 1 shows the grade level with the highest number of respondents
56(21.5%) as grade level 7, while the grade level with the lowest number of
respondents 2(0.8%) is grade level 16.

Figure 1: Grade Level of Respondents
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Source: Field Data 2019

Figure 2 shows the distribution of adopters and non-adopters of e-commerce.
For the respondents that have adopted e-commerce, the most visited e-commerce site
by them is Jumia 81(54%), followed by Konga 28(8.7%), Jiji..12(4%). Only 5(3.3%) .
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have used more than one e-commerce website. The visits of respondents to the other
e-commerce sites like Yudala, Dealdey, Amazon and eBay are 17(11.9%). 159
(52.6%) respondents have not adopted e-commerce.

Figure 2: Adopters and non-adopters of e-

commerce
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Source: Field Data 2019

Testing of Hypotheses

Hypothesis One: TRA constructs (subjective norms and attitude) does not
significantly influence public servants’ intention to adopt e-commerce

Table 4a: ANOVA Table for the Influence of TRA constructs (Subjective Norms
and Attitude) on the Intention to adopt E-Commerce

Model . Sum of Df Mean Square F Sig.
Squares

Regression 13.908 2 6.954 16.333 .000°

Residual 112.827 265 426

Total - 126.735 267

R=.331°

R*=.110

Adjusted R-Square =.103

Source: Field Data 2019

As shown in Table 4a, TRA constructs significantly influence public servants’
intention to adopt e-commerce (F (2265) =16.223, R=0.331, R*=0.110, Adj. R*=0.103;
P<0.05). Since the study was conducted at a 95% confidence level, p<0.05 shows a
significant influence of the predictors on the independent variable. The null
hypothesis is rejected, and the alternate hypothesis accepted.
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Table 4b: Coefficients Table for the Influence of TRA constructs (Subjective
Norms and Attitude) on the Intention to adopt E-Commerce

Unstandardised Standardised |T Sig.
Coefficients Coefficients
B Std. Exror Beta
(Constant) 2.752 .188 14.628 | .000
Subjective norms .049 043 071 1.157 | .248
Attitude 233 047 302 4.939 | .000

Dependent Variable: intention to adopt e-commerce

Source: Field Data 2019

Table 4b shows the individual contributions of the variables and reveals that
attitude has a significant influence on public servants’ intention to adopt e-commerce
(P<0.05), while p=0.302 shows that attitude contributes 30.2% influence on intention
to adopt e-commerce. The subjective norms do not show a significant influence on
public servants’ intention to adopt e-commerce (P>0.05).

Hypotheses Two: TAM constructs (perceived ease of use and perceived
usefulness) does not significantly influence public servants’ intention to adopt e-

commerce

Table 5a: ANOVA Table for the Influence of TAM constructs (Perceived Ease of
Use and Perceived Usefulness) on the Intention to adopt E-Commerce

Model Sum of Squares Df Mean F Sig.
Square
| Regression 21.448 3 10.724 | 26.997 | .000°
Residual 102.880 259 397
Total 124.328 261
R = 415 '
R*=.173
Adjusted R-Square = .163

Source: Field Data 2019

Table 5a shows TAM constructs significantly influence public servants’
intention to adopt e-commerce (F (3259 =26.997, R = 0.415, R*= 0.173, Adj.
R’=0.163; P<0.05). The null hypothesis is rejected, and the alternate hypothesis

accepted.

Table 5b: Coefficients Table for the Influence of TAM constructs (Perceived
Ease of Use and Perceived Usefulness) on the Intention to Adopt E-Commerce

Unstandardised Standardised T Sig
Coefficients Coefficients
B Std. Error Beta
(Constant) 2.331 202 11.535 | .000
Perceived ease of use 238 .059 269 4,032 | .000
Perceived usefulness 146 .048 204 3.054 | .002

Dependent Variable: intention to adopt e-commerce

Source; Field Data 2019

)

Table 5b shows that perceived usefulness has a significant influence on the
intention to use e-commerce (P<0.05). Perceived ease of use contributes 26.9. % as
=0.269 and perceived usefulness contributes 20.4% as =0.204.
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Hypothesis three: Availability of infrastructure does not significantly influence
the public servants’ intention to adopt e-commerce.
Table 6a: ANOVA Table for the Influence of Availability of Infrastructure on
the Intention to Adopt E-Commerce

Adjusted R-Square = .127

Model Sum of Squares Df Mean Square F Sig.
Regression 23.662 3 7.887 20.214 .000°
Residual 100.667 258 390

Total 124.328 261

R =.360°

R’=.130

Source: Field Data 2019

Table 6a shows that the availability of infrastructure significantly influences
public servants’ intention to adopt e-commerce (F (3253) =20.214, R=0.360, R?=0.130,
Adj. R?=0.127; P<0.05). The null hypothesis is rejected, and the alternate hypothesis

accepted.

Table 6b: Coefficients Table for the Influence of Availability of Infrastructure on
the Intention to Adopt E-Commerce

Unstandardised Standardised T Sig

Coefficients Coefficients

B Std. Error Beta
(Constant) 2.858 150 19.039 .000
Availability of -
sifisstFictire 259 041 360 6.255 .000

Dependent Variable: intention to adopt e-commerce
Source: Field Data 2019

Tables 6b show the contribution of the availability of infrastructure to
intention to adopt e-commerce as 36% as }=0.360.

Hypothesis four: Perceived risk does not significantly influence the public
servants’ intention to adopt e-commerce
Table 7: ANOVA Table for the Influence of Perceived Risk on the Intention to
Adopt E-Commerce

Model Sum of Df Mean F Sig.
Squares Square

Regression 1.625 1 1.625 3.519 .062

Residual 123.747 268 462

Total 125.371 269

R=.114"

R*=.013

Adjusted R-Square = .009

Source: Field Data 2019
Table 7 shows that there is no significant relationship between perceived risk

and public servants’ intention to adopt e-commerce (P>0.05). Therefore, the null,

hypothesis is accepted.
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Hypothesis five: Trust does not significantly influence public servants’ intention

to adopt e-commerce.
Table 8a: ANOVA Table for the Influence of Trust on the Intention to Adopt E-

Commerce

Model Sum of Df Mean F Sig.
Squares Square

Regression 20.021 1 20.021 50.229 .000°

Residual 104.432 262 399

Total 124.454 263

R = .401°

R*= 161

Adjusted R-Square =.158

Source: Field Data 2019

Table 8a shows that trust has a significant influence on the public servants’
intention to adopt e-commerce (F (262 =50.229, R=0.401, R*=0. 161, Adj. R=0.158
P<0.05). The null hypothesis is rejected, and the alternate hypothesis accepted.

Table 8b: Coefficients Table for the Influence of Trust on the Intention to Adopt ‘
E-Commerce

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
| (Constant) 2.823 138 20.420 | .000
Trust 284 040 | 401 7.087 | .000

Dependent Variable: intention: to adopt e-comrerce
Source: Field Data 2019

Table 8b shows that Trust significantly infiuences public servants’ intention to adopt
e-commerce (P<0.05). The contribution of trust to their intention to adopt e-
commerce, is 40.1%, as p=0.401.

Hypothesis six: Socioeconomic factors do not significantly influence the public
servants' intention to adopt e-commerce

Table 9a: ANOVA Table for the Influence of Socioeconomic Factors on the
Intention to Adopt E-Commerce

Model Sum of Df Mean Square F Sig. g
Squares

Regression 11.834 1 11.834 | 27.614 .000°

Residual 112.709 263 429

Total 124.543 264

R =308

R*=.095

Adjusted R-Square = .092

Source: Field Data 2019

Table’ 9a shows that socioeconomic factors significantly influence public
servants’ intention to adopt e-commerce (F (1263=27.614, R=0.308, R?=0.095, Adj.
R*=0.092, P<0.05). The null hypothesis is rejected, and the alternate hypothesis
accepted.
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Table 9b: Coefficients Table for the Influence of Socioeconomic Factors on the
Intention to Adopt E-Commerce

Model Unstandardized Standardized | T g,
Coefficieny Coeificients
B Std. Error Beta
(Constant) 2.993 151 19.793 | .000
Bocloecongraic 213 041 308 | 5255 | .000
factors

Dependent Variable: intention to adopt e-commerce
Source: Field Data 2019

The contribution of socioeconomic factors to public servants’ intention to
adopt e-commerce is 30.8% as $=0.308.

Hypothesis seven: There are no significant relationships between demographic
variables (sex, age, and educational qualifications) and the public servants’
intention to adopt e-commerce.

Table 10a: Relationship between Sex and the Intention to Adopt E-Commerce
Using Chi-Square Test

Value Df | Asymp. Sig (2-Sided)
Pearson Chi-Square 13.745% 6 .033
Likelihood Ratio 13.995 6 .030
Libweax-hy-Linear 7.425 1 006
Association
N of Valid Cases 264
Pearson Chi-Square 13.745° 6 .033

Source: Field Data 2019
Table 10a reveals a significant relationship between respondent’s sex and intention to

adopt e-commerce X*(6, N=264) =0.033, P<0.05)

Table 10b: Binary Logistics (Classification Table)

Overall Percentage

Predicted
Respondent’s Sex
Male Female
Respondent’s Sex Male 142 0 100.0
Female 122 0 .0
53.8

Table 10b reveals 142 males and 122 female respondents have the intension to adopt
e-commerce. Males are more likely to adopt e-commerce than females.
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Table 10¢: Coefficient Table for Respondent’s Age and Intention to Adopt E-
commerce Using Spearman Rank Correlation

Respondent’s Age | Intention
Spearman's rho Respondent’s | Correlation )

Age Coefficient 10 4164

 Sig. (2-tailed) : 301

N 292 262

Intention Correlation

Coefficient il e

Sig. (2-tailed) 301 :

N 262 271

Source: Field Data 2019
Table 10c there is no significant relationship between age and intention to
adopt e-commerce (P>0.05).

Table 10d: Table for Relationship Between Educational Qualification and

Intention to Adopt E-commerce Using Spearman Rank Correlation
Educational Intention
Qualification
Spearman's Educational Correlation
rho Qualification Coefficient 1500 053
Sig. (2-tailed) : 376
N 271 263
Intention Correlation
Coefficient i 1,600
Sig. (2-tailed) 376 ;
N 263 291

Source: Field Data 2019
Table 10d shows there is no significant relationship between educational
qualification and intention to adopt e-commerce (P>0.05).

Hypothesis eight: Public servants’ intention to adopt e-commerce does not
significantly influence the adoption of e-commerce
Table 11a: ANOVA Table for the Influence of Intention to Adopt E-Commerce
on the Adoption of E-commerce

Model Sum of Df Mean F Sig.
Squares Square

Regression 55.767 1 55.767 134.214 .000°

Residual 111.772 269 416

Total 167.539 270

R=.577"

R’= 333

Adjusted R-Square = .330

Source: Field Data 2019 .

Table 11a shows there is a significant influence of the intention to adopt e-
commerce on the adoption of e-commerce (F (1269 =134.214, R=0.577, R>= 0.333,
Adj. R?=0.330; P<0.05). The null hypothesis is rejected, and the alternate hypothesis

accepted.
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Table 11b: Coefficients Table for the Influence of the Intention to Adopt E-
Commerce on the Adoption of E-commerce

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.118 219 5.113 .000
Intention. fu adopt 663 057 11.585 | .000
e-commerce 577

Dependent Variable: intention to adopt e-commerce
Source: Field Data 2019

Table 11b shows the contribution of the intention to adopt e-commerce by public
servants on the adoption of e-commerce is 57.7% as p=0.577.

Hypothesis nine: there is no significant joint predictive influence of the
independent variables (subjective norms, attitude, and perceived ease of use,
perceived usefulness, and availability of infrastructures, perceived risk, trust,
and socioeconomic factors on the intention to adopt e-commerce.

Table 12a: ANOVA Table for the Influence of the TRA, TAM Variables on the
Adoption of E-commerce

Model Sum of Squares | Df Mean Square | F Sig
| Regression 66.369 | 8 8.296 | 21.283 |.000
Residual 96.283 | 247 .390
Total 162.652 | 255
R =0.639
R’=0.408
Adjusted R-Square = 0.389

Source: Field Data 2019

Table 12a shows that the predictors have a joint significant influence on the
intention to adopt e-commerce (F 5247y = 21.283, R = 0.639, R*= 0.408, Adj.
R2=0.389; P<0.05). The null hypothesis is rejected, and the alternate hypothesis
accepted.
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Table 12b: Coefficients Table for the Influence of the TRA, TAM Variables on the
Adoption of E-commerce

Model Unstandardized Standardized | T Sig.
Coefficients Coefficients
B Std. Error | Beta
(Constant) 2.009 310 6.479 | .000
Subjective norms .088 .044 .108 1.994 | 047
Attitude -.042 .059 -.047 -714 | 476
Perceived ease of use -.033 063 -.032 -.529 | .598
Perceived usefulness 045 059 054 .758 | 449
AV ULy of | 108 049 131 | 2227 | 027
infrastructure
Perceived risk -.150 .042 -186 | -3.566 | .000
Trust 208 051 251 4.045 | .000
Socio-economic factors .248 .051 312 4.823 000

Dependent Variable: intention to adopt e-commerce
Source: Field Data 2019

Table 12b shows the individual contributions of each variable; subjective
norms (f=0.108, P<0.05), availability of infrastructure (f=0.131, P<0.05), perceived
risk (f=-0.186, P<0.05), trust (f=0.251, P<0.05) and socioeconomic factors ($=0.312,
P<0.05) to the adoption of e-commerce. Out of all the factors which were found to
influence the intention to adopt e-commerce, socioeconomic factors have the highest
influence. Also perceived risk has a negative influence on the intension to adopt e-
commerce. This indicates that the higher the perceived risk, the lower the adoption of
e-commerce. However, attitude (B=-.047, P>0.05), perceived ease of use (B=-.032,
P>0.05) and perceived usefulness (B=.054, P>0.05) have no significant influence on
the intention to adopt e-commerce by public servants in Oyo State.

Results from hypothesis seven, eight and nine were used to draw the research
model for e-commerce adoption as shown in Figure 1:
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1: Research Model for E-Commerce Adoption

*» Significant relationship
""""""""" > Non-significant relationship
Source: Field Data 2019

Discussion of Findings

Findings from the study reveal a joint significant influence of all the variables (TAM
constructs, TRA constructs, trust, and availability of infrastructures, socioeconomic
factors, and demographic factors) on the intention to adopt e-commerce. This finding
corroborates studies conducted by Christian, Petr, Miloslava and Stephen (2014),
Fabowale (2016) and Ngatia (2014).

The findings relating to each independent variable revealed that subjective
norms, availability of infrastructures, trust and socioeconomic factors had significant
influences on the intention to adopt e-commerce except for attitude, perceived ease of
use and perceived usefulness. The finding is supported by Ngatia (2014) who stated
that infrastructure, risk, trust and socioeconomic factors affect e-commerce adoption
in Nairobi. The finding is also supported by Dorothy and Taylor (2012) who
established that socio-economic factors among other factors like infrastructures and
cultural factors affect e-commerce adoption among their population of interest.

The studies by Ogunsola and Akanji (2018), Lee, Park and Ahn (2001);
Oguntunde and Oyeyipo (2012) supported the fact that perceived risk influence e-
commerce adoption. However, Oguntunde and Oyeyipo (2012) believe that perceived
ease of use influences e-commerce adoption, this contradicts the finding from this
study. Findings from this study also show the availability of infrastructure as a major
contributory factor to public servants’ intention to adopt e-commerce. This finding
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was corroborated by Chepnego (2017), Shemi and Procter (2013), Fichter (2003) that
the availability of needed infrastructure (ICT) strongly and significantly influence e-
commerce adoption.

Findings show that sex has a significant contribution to e-commerce adoption,
however, there was no significant relationship between educational qualification and
intention to adopt e-commerce. Age also does not have a significant relationship with
intention to adopt e-commerce. This result contradicts the result of Chepngeno (2017)
which says that the level of education of individuals has a significant influence on e-
commerce adoption.

5.2 Conclusion

Subjective norms, availability of infrastructures, trust and socioeconomic factors have
a significant influence on public servants’ intention to adopt e-commerce. There is
Intention to adopt e-commerce influence e-commerce adoption. Socioeconomic
factors have the highest contributing factor to the public servants’ intention to adopt
e-commerce. Perceived risk has a negative influence on public servants’ intention to
adopt e-commerce. This implies that the more risk people perceived about e-
commeice, the less they will likely adopt e-commerce. Sex has a positive relationship
with public servants’ intention to adopt e-commerce.

1.3 Recommendations

Recommendations from the study are as follows: The government is urged to pay
closer attention to the welfare of public servants. Developers and owners of e-
commerce sites are urged to work more on making their sites safer for the users.
There is a need to educate people on how best to safely make transactions using e-
commerce sites. E-commerce owners are to embark on constant research and
development to understand their consumers’ preferences and the possible reservations
they might have for their products or sites, enabling them to get them closer to the
end-users and also enable them to feel the market pulse for their products or sites.
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