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Online shopping is increasingly becoming the norm for 

online audiences in South Africa with findings from our 

most recent survey revealing that 80% of online shop-

pers have either maintained or increased their online 

shopping habit over the last twelve months and 46% of 

offline shoppers reportedly believing that they will 

make an online purchase within the coming year.

The 2017 E-Commerce Industry Report offers a 

unique insight into consumers’ attitudes towards 

online and offline shopping and their respective 

purchasing processes. The results reveal online 

purchasing frequency, the most commonly purchased 

products, the main deterrents for online shopping and 

specific motivators that could convince offline shop-

pers to trade physical shops for online stores.

For this report, Effective Measure surveyed 8,751 respondents in South Africa between July 
and August 2017, and refers to those who’ve never made a purchase online as offline shoppers. 
A full list of survey demographics can be found on page 35.

*Please note all figures within the report have been rounded to the nearest whole percentage.

OVERVIEW
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KEY FINDINGS

46% of respondents have shopped online.

25% of online shopper respondents are above 
60 years old. 63% of offline shoppers are under 40.

Those who shop online tend to be high income earners  
that work full time - over 35% earn above R30,000 
a month. 60% of offline shopper respondents earn 
a monthly income below R20,000.

The most popular online purchases are items that 
don’t require delivery time and are available almost 
instantly, such as travel tickets.

Convenience and price remain the primary benefits 
of shopping online. The biggest barriers include 
a trusted payment method and a better shopping 
experience, from easier to use websites to more 
product information.

66% shop online at most once every three months, and 6% 
shop online at least once a week.

Delivery is not a major concern for online shopper respondents. 
88% were fairly or very satisfied with the speed of delivery of 
their last online purchase.

Over 50% of online shopper respondents research using social 
media and price comparison sites. Their research isn’t only 
conducted online - 30% browse in-store before buying online.

Cash is king for offline shoppers. 43% prefer to pay with cash 
and believe having it as a payment option would make them feel 
more comfortable shopping online. 

Close to half of offline shopper respondents think they will 
become online shoppers in the next year, and 23% believe they 
will be persuaded by an online-only discount offer. 
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Online vs OfflineSHOPPING

54%
46% 8751 

people surveyed

Have bought 
someting online

Have not
bought
something
online
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         ONLINE 

SHOPPERS



DEMOGRAPHICS Age, Gender + Location

1% 
2% 

4% 

4% 

14% 

43% 

3% 
7% 23% 

57% of online shopper respondents are male.

25% are above 60 years old. 43% live in Gauteng. 5

30-34 

1%
15-19

5%
20-24

10% 

10% 

11% 

11% 

10% 

9% 

8% 
25-29

35-39

40-44

45-49

50-54

Northern Cape

55-59

Western Cape

25% 
60+

FemaleMale
57% 43%

Eastern Cape

Free State

Gauteng

KZN

Limpopo

Mpumalanga

North West

Online Shoppers

FemaleMale
54% 46%
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Online shoppers are well educated; over 65% have completed education beyond matriculation.

DEMOGRAPHICS Education

Online Shoppers



Student/Scholar Full Time Part Time Retired Not Working Unemployed

4% 66% 7% 12% 5% 6%

Employment Status
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Online shoppers tend to be high income earners that work full time; over 35% earn above 

R30,000 and most work full time.

DEMOGRAPHICS Income + Work Status
Online Shoppers
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66% shop online at most once every three months, and 6% shop at least once a week.

Once every
3 months

2-4 times
a month

44%

22%

11%

16%

6%

Once a month

At least once
a week

ONLINE SHOPPING Frequency

Less than once
every 3 months



Report their current
shopping habit to
have increased.

17%

52%
Report their current

shopping habit to
be unchanged.

31%
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Over 80% have either increased or maintained their online shopping frequency over the last 12 months. 

ONLINE SHOPPING Shopping Habits

Report their current
shopping habit to
have decreased.
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The most popular items bought online don’t require delivery and are available almost instantly after purchase. 

These include travel tickets, books, shows/sporting event tickets and hotel reservations.

ONLINE SHOPPING Recent Purchases
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Convenience and price are the primary reasons why respondents shop online. 42% stated convenience as a major 

benefit as it saves them time and hassle of shopping in-store, including travel time and parking.

ONLINE SHOPPING Motivations



7%

20%

21%

45%

8%
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Over 65% of respondents that shop online prefer to pay with a credit or debit card.

ONLINE SHOPPING Payment Preference

Debit Card

Other

PayPal

Bank Transfer Credit Card



27% 65%

9%

Tablet

Mobile phone Desktop Computer/
Laptop
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65% of online shopper respondents prefer to shop from a desktop computer or laptop.

ONLINE SHOPPING Device Preference
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28% of respondents shop online in the evening after work hours, from 6 to 9pm. 25% shop from 9am to 12pm.

ONLINE SHOPPING Time Preference
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18% of respondents last purchased travel related products online. 15% last purchased books.

ONLINE SHOPPING Last Item Purchased
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31% of respondents paid over R1000 for their last online purchase.

ONLINE SHOPPING Price of Last Item



12%

22%

10%

22%

34%

3 - 5
Working Days

Instant
Delivery

10+
Working Days

5-10
Working Days

1 - 2
Working Days

17
34% of respondents received their last online purchase item instantly, and their purchased items 

are likely to be digital products or services, such as eBooks.

ONLINE SHOPPING Delivery Speed



18
88% of respondents were fairly or very satisfied with their last purchase item’s speed of delivery. 

ONLINE SHOPPING Speed Satisfaction



5%

9%

12%

11%

63%
Less than

R30

Don’t Remember

Over R50

R30 - R50

Nothing
(Free delivery)

19
63% paid nothing for delivery of their last online purchase.

ONLINE SHOPPING Delivery Cost



I try to buy as much as I can online

I shop online occasionally/only for certain products & services

I’m new to online shopping & am still trying to find my way around

In the near future, I will definitely be shopping online more than I do now

I am happy with the level of online shopping I am doing at the moment

I will be shopping online less in the future

20
10% try to buy as much online as they can.

ONLINE SHOPPING Attitudes



Better availability of product information

Better packaging (to prevent damage during delivery)

Easier to use product sites

Cheaper or free delivery

Short delivery periods

An existing and simple returns process

A payment method I can trust

If more of my family or friends do it

More information about special o ers/promotions

Loyalty rewards
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16% of respondents said that better availability of product information would make them shop online more.

ONLINE SHOPPING Improvements



45%

39%

17%

Never use social media sites
to help make purchase decisions

Sometimes use social media sites
to help make purchase decisions

Frequently use social media sites
to help make purchase decisions

22
56% of online shopper respondents use social media either frequently or sometimes to help 

make purchase decisions.

ONLINE SHOPPING Social Media



10%

36% 55%

Are not sure if they use 
pricecomparison sites

Do not use price 
comparison sites

Do use price 
comparison sites

23
55% of online shopper respondents use price comparison sites.

ONLINE SHOPPING Price Comparison
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30% of online shopper respondents frequently browse in-store before making a purchase online.

28% of online shopper respondents frequently research online before making a purchase in-store.

ONLINE SHOPPING Online+Offline Purchases



44%

56%

Do not subscribe to
store or product emails

Do subscribe to store
or product emails
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56% of online shopper respondents subscribe to product or store emails, an effective marketing 

channel for ecommerce businesses to reach their digital-savvy customers.

ONLINE SHOPPING Mailing Subscriptions



26

         OFFLINE 

SHOPPERS



2% 

5% 

7% 

8% 

17% 38% 

4% 

8% 
12% 

30-34 

4%
15-19

13%

20-24

5% 

6% 

8% 

11% 

13% 
16% 

17% 25-29

35-39

40-44

45-49

50-54

Northern Cape55-59

Western Cape

9% 
60+

FemaleMale
54% 46%

Eastern Cape

Free State

GautengKZN

Limpopo

Mpumalanga

North West
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60% of offline shoppers are under 35 years old. 38% live in Gauteng.

54% are male.

DEMOGRAPHICS Age, Gender + Location
Offline Shoppers
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12% of offline shoppers have completed a university degree. 44% stated matriculation as their 

highest level of education.  

DEMOGRAPHICS Education

Offline Shoppers



Employment Status

Student/Scholar Full Time Part Time Retired Not Working Unemployed

4% 66% 7% 12% 5% 6%
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59% of offline shoppers earn less than R20,000 a month. Compared to online shoppers, 

fewer work full time. 

DEMOGRAPHICS Income + Work Status
Offline Shoppers



Products don’t interest me

I do not trust online payments

I do not trust the sites

I’m afraid the products will not suit me

Long delivery times

I prefer to touch & feel before I buy

Delivery is too expensive

I'm not very confident using the internet

I'm not sure if I can return the products

I'm just not used to it
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Aside from market adoption, the biggest barrier to online shopping is the lack of trust in online payments. 

20% of offline shopper respondents listed this as the main reason they do not do shopping online.

OFFLINE SHOPPING Online Deterrents



Better availability of product information

Better packaging (to prevent damage during delivery)

Easier to use product sites

Cheaper or free delivery

Short delivery periods

An existing and simple returns process

A payment method I can trust

If more of my family or friends do it

More information about special o ers/promotions

Loyalty rewards
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Just like online shopper respondents, offline shoppers believe that a payment method they can trust 

would encourage them to shop online.

OFFLINE SHOPPING Online Improvements
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23% of offline shoppers would feel most comfortable with a bill payment being their first online purchase.

OFFLINE SHOPPING Payment Comfort



53%
47% 4,741 

people surveyed
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OFFLINE SHOPPING Online Potential

Believe they will make 
an online purchase in 

the next 12 months

Do not believe 
they will make 
an online 
purchase in 
the next 12 
months

In addition, of the 4,741 offline shoppers surveyed: 

43% sighted that they prefer to transact with cash, 

55% feel they would be restricted by payment options when shopping online, 

13% believe that sites might not be trustworthy,

and 32% were concerned with returns and return guarantees,



21%

23%

57%
Are not sure if they would be 
pursuaded by an online-only 

discount offer

Would not be persuaded by
an online-only discount offer

Would be persuaded by an 
online-only discount offer

34
23% of respondents believe they would be persuaded to make a purchase online if they were

offered an online-only discount.

OFFLINE SHOPPING Discount Influence
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8,751 survey responses, including 2,205 mobile (25%) and 6,546 desktop (75%) from South Africa. 

The survey ran between July and August 2017.

Age
15-17
18-19
20-24
25-29
30-34
35-39
40-44
45-49
50-54
55-59
60+
Prefer not to say

Monthly Household Income
R1 - R2,999
R3,000 - R5,999
R6,000 - R11,999
R12,000 - R19,999
R20,000 - R29,999
R30,000 - R49,999
R50,000 - R69,999
R70,000
None/dependent/don’t work
Prefer not to say

0.57%
2.01%
9.11%

12.76%
13.21%
11.79%
10.46%

9.11%
7.65%
7.17%

15.99%
0.16%

11.58%
12.50%
12.04%
11.77%

9.05%
8.62%
4.86%
6.65%

11.34%
11.34%

Provincial Location
Eastern Cape
Free State
Gauteng
KZN
Limpopo
Mpumalangaga
North West
Northern Cape
Western Cape

Work Status
Student/scholar
Work full-time/self-employed
Work part-time
Retired
Not working
Unemployed

6.20%
3.35%

43.19%
16.03%

5.41%
5.45%
3.76%
1.15%

15.46%

6.08%
54.77%

9.82%
8.69%
8.52%

12.12%

Education Level
No school or some primary
Some secondary
Matric
Technikon dip./Artisan Cert.
University Degree

Field of Employment
Administrative + managerial
Agriculture
Artisans related
Clerical + sales
Production + mining
Professional + technical
Service
Transport + communications
Other
Not active

1.01%
14.29%
37.78%
25.91%
21.01%

17.56%
2.04%
4.15%
5.73%
3.65%

18.81%
8.63%
5.23%

20.37%
13.82%

APPENDIX Survey Demographics



ABOUT
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About Effective Measure

About the IAB South Africa

Effective Measure is a leading provider of digital audience, brand and advertising effectiveness measurement 
and targeting solutions, bringing best practice online measurement data to premium publishers, agencies, 

networks, advertisers and researchers. The EM solutions offer brands, media and agencies invested in Oceania, 
Europe, Southeast Asia, Middle East North Africa and South Africa, a clear insight into their online audience and 

the ever-growing Internet population. 

Find out more at www.effectivemeasure.com.

The Interactive Advertising Bureau South Africa represents the digital industry across all sectors including 
the media, the marketing community, government and the public, and also acts as the channel through 

which international bodies can enter the South African digital market. 

About the Ecommerce Forumn Africa (EFA)
The EFA was set up in 2015 to build trust in online shopping and represent ecommerce in all its aspects. 

It cooperates through education, training, research, advocacy and exchange of information in the RSA and 
with other African countries.


