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Abstract— The paper aims to explore how South African retail organisations can use m-commerce to

achieve their strategic objectives. Strategic objectives include increased return on capital, improved oper-

ating quality and ef􀅫iciency, growing high-value customer relationships, accelerating product innovation,

and creating a high-performance culture. Research questions were generated from a strategy map that

identi􀅫ied 􀅫ive strategic themes, each with its own objectives. A qualitative approach to the research was

takenwith open-ended interview questions, and thematic analysis was used to analyse the data. The litera-

ture and the data analysis 􀅫indings indicated that South African retail organisations could usem-commerce

to achieve all the strategic objectives. However, the 􀅫indings indicate that m-commerce, within the South

African retail context, is more suited to increasing return on capital, growing high-value customer rela-

tionships, and improving operating quality and ef􀅫iciency. The literature surveyed highlighted that there

could be an opportunity for retail organisations within South Africa to achieve their strategic objectives by

implementing effective m-commerce strategies which are aligned with the business strategy. Therefore,

improving and updating their business processes and modifying their business models to maximize the

potential opportunity to create a competitive advantage.

© 2017 The Author(s). Published by TAF Publishing.

I. INTRODUCTION

“The emergence ofmobile commerce (m-commerce)

has gained the attention of both practitioners and re-

searchers due to its potential impact on business and in-

dustry” [1]. M-commerce makes electronic commerce (e-

commerce) activities more convenient as users or cus-

tomers do not require conventional computers to conduct

business or, in the case of retail, make purchases via the in-

ternet [2], [3] and [4]. M-commerce allows the customer

to browse catalogues and purchase goods online wherever

they are, and whenever convenient [3]. “It is similar to e-

commerce except that the transactions by m-commerce are

through a mobile device via wireless connections” [2]. A

competitive advantage could potentially be gained usingm-

commerce, especially within the retail industry, by bringing

the purchasing power to the customer and strengthening

or building customer relationships [3], [5] and [24]. There

could therefore be an opportunity for retail organisations

within South Africa to achieve their strategic objectives by

implementing effective m-commerce strategies which are

aligned with the business strategy, which can improve and

update their business processes and can modify their busi-

nessmodels in order tomaximise the potential opportunity

to create a competitive advantage [6], [7], [8]. This is, how-

ever an extremely dif􀅫icult task as there are many different

strategic business and technological considerations and de-

cisions that have to be made [7], [25] and [8].
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The purpose of this paper is to present how South

African retail organisations can use mobile commerce (m-

commerce) to achieve their strategic objectives.

Strategy map and conceptual framework were used

to determine howSouthAfrican retail organisations can use

m-commerce to increase return on capital, improve operat-

ing quality and ef􀅫iciency, grow high value customer rela-

tionships, accelerate product innovation and create a high

performance culture [9]. Research questionswere then for-

mulated from the strategymap. The research is based on an

interpretive philosophy and therefore an inductive, qualita-

tive approach was taken.

The University of Cape Town (UCT) online library

was used to search for literature. Within the library

databases that were searched included: Google Scholar,

EBSCO Host, ACM Portal, Web of Knowledge and Emerald

database platforms [10].

II. LITERATURE REVIEW

The strategy map shown in Figure 1, by [9] was used

to illustrate corporate strategy. The strategy map formed

the basis of the conceptual framework used for research

on the topic. This strategy map and conceptual framework

was also used by [11] to determine if cloud computing can

be used to achieve the strategic objectives of South African

enterprises. The strategy map separates corporate strat-

egy into 􀅫ive strategic themes which are: increase return

on capital, improve operating quality and ef􀅫iciency, grow

high value customer relationships, accelerate product in-

novation and create a high performance culture [9]. Each

of these strategic themes has its own objectives which can

be seen labelled in Figure 1 (e.g. F1 Improve productivity).

The research used the same labelling (e.g. F1, F2) as used

by [11] for simplicity and readability purposes.

Fig. 1 . Strategy map [9]

A. Increase Return on Capital

[9] suggest that an organisation can increase return

on capital by improving productivity (F1), increasing rev-

enues in existing segments and markets (F2), and by grow-

ing revenues in new products and services (F3).

F.1: Improve productivity:

Organisations can use m-commerce to improve pro-

ductivity (F1) as it enables their employees to do their jobs

more ef􀅫iciently and creates a competitive advantage by en-

abling quality decision making using real time information

at any time and place [12] and [13].

F.2: Increase revenues in existing segments and markets:

[13] stated thatm-commerce can be used to increase

revenues in existing segments and markets (F2) by making

use of the convenience, mobility and marketing opportuni-

ties it provides.

F3: Grow revenues in new products and services:

M-commerce can be used to grow revenues in new

products and services (F3) by bringing new services and

products to the hand of the user and taking full advan-

tage of mobile speci􀅫ic services like location-based services

[13] and [14]. The literature indicates that strategic ob-

jectives (F1, F2 and F3) can be achieved by implementing

m-commerce, which leads to the research question 1.

Research question 1:

Can m-commerce be used by South African retail or-

ganisations to improve F1, F2, F3 objectives, thus increasing

return on capital?

B. Improve Operating Quality and Ef􀅲iciency

An organisation can improve operating quality and

ef􀅫iciency by being a leader in quality and reliability (C1),

improving supply chain ef􀅫iciency and effectiveness (P1),

and by improving the quality, cost and 􀅫lexibility of operat-

ing processes (P2) [9].

C1: Be a leader in quality and reliability:

M-commerce can be used to enable the organisa-

tion to be a leader in quality and reliability (C1) by giving

employees access to the correct information at any place

and any time, allowing them to work more effectively and

ef􀅫iciently resulting in a high quality, reliable operating en-

vironment [13] and [15].

P1: Improve supply chain ef􀅲iciency and effectiveness:

[14] and [16] stated that m-commerce can be used

by organisations to improve supply chain ef􀅫iciency and

effectiveness (P1) by taking advantage of the mobility, con-

nectivity, productivity and communication of m-commerce.
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P2: Improve the quality, cost and 􀅲lexibility of operating pro-

cesses:

M-commerce can be used to improve the quality, cost

and 􀅫lexibility of operating processes (P2) through the mo-

bility, 􀅫lexibility, collaboration and communication advan-

tages it provides [13].

The literature indicates that being a leader in qual-

ity and reliability, improving supply chain ef􀅫iciency and

effectiveness and improving the quality, cost and 􀅫lexibility

of operating processes are strategic objectives that can be

achieved by implementing m-commerce. This leads to the

research question 2.

Research question 2:

Can m-commerce be used by South African retail or-

ganisations to achieve C1, P1, P2 objectives, thus improving

operating quality and ef􀅫iciency?

C. Grow High-Value Customer Relationships

[9] suggest that an organisation can grow high value

customer relationships by providing valued service, ap-

plications expertise and support (C2), by optimising cus-

tomer pro􀅫itability (P3), by expanding channels, offerings

and markets (P4), and by building and maintaining strong

customer relationships (P5).

C2: Provide valued service, applications expertise,

and support Organisations can use m-commerce to provide

valued service, applications services and support (C2) by

providing mobility, 􀅫lexibility, convenience and improving

communication between both the organisation and the cus-

tomers.

P3: Optimise customer pro􀅲itability:

[14] stated that organisations can use m-commerce

to optimise customer pro􀅫itability (P3) by providing the

customer with 􀅫lexibility and convenience and by taking

advantage of location-aware services and target marketing.

P4: Expand channels, offerings and markets:

Organisations can expand channels, offerings and

markets (P4) by taking advantage of newmarketing strate-

gies which are made possible [16].

P5: Build and maintain strong customer relationships:

Organisations can build and maintain strong cus-

tomer relationships (P5) by providing the customer with

valuable and convenient m-commerce services, providing

better customer service and by improving marketing and

communication with the customer [13] and [14]. The liter-

ature indicates that strategic objectives: providing valued

service, applications expertise, and support; optimising

customer pro􀅫itability; expanding channels, offerings and

markets; and building andmaintaining strong customer re-

lationships can be achieved by implementing m-commerce.

This leads to the research question 3.

Research Question 3:

Can m-commerce be used by South African retail or-

ganisations to achieve C2, P3, P4 and P5 objectives, thus

growing high-value customer relationships?

D. Accelerate product Innovation

An organisation can accelerate product innovation

by introducing innovative, high-performance products and

solutions (C3), by excelling in technology, product develop-

ment and life cycle management (P6), and by identifying

next generation market opportunities (P7) [9].

C3: Introduce innovative, high-performance prod-

ucts and solutions Organisations can use m-commerce to

introduce innovative, high-performance products and so-

lutions (C3) by taking advantage of m-commerce bene􀅫its

whendeveloping products and solutions, using services like

location-aware services and also by providing employees

with time to be innovative due to their increased productiv-

ity [13] and [14].

P6: Excel at technology, product development, and life cycle

management:

[13] mentioned that organisations can use m-

commerce to excel in technology, product development and

life cycle management (P6) by improving employee pro-

ductivity and ef􀅫iciency in product development as well as

improving the integration and communication of life cycle

management.

P7: Identify next generation market opportunities:

Organisations can use m-commerce to identify next

generation market opportunities (P7) by providing new

opportunities for market growth and by being a link in the

progression from e-commerce to u-commercewhich can be

seen as a new generation marketing opportunity [12].

The literature indicates that introducing innovative,

high-performance products and solutions; excelling in tech-

nology, product development, and life cycle management;

and identifying next generation market opportunities can

be achieved by implementing m-commerce. This leads to

the research question 4.

Research question 4:

Can m-commerce be used by South African retail

organisations to achieve C3, P6 and P7 objectives, thus ac-

celerating product innovation?
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E. Create a High Performance Culture

[13] suggest that an organisation can create a high

performance culture by expanding and building strategic

skills, capabilities and expertise (L1), by developing a lead-

ership and execution driven culture (L2), and by enabling

continuous learning and sharing of knowledge (L3).

L1: Expand and build strategic skills, capabilities and exper-

tise:

[13], [15] and [17] stated that organisations can use

m-commerce to expand and build strategic skills, capabili-

ties and expertise (L1) by employees making use of its mo-

bility, accessibility, ef􀅫iciency and communication abilities

to facilitate learning, develop appropriate skills and create

time to focus on improvement.

L2: Develop a leadership and an execution –driven culture:

Organisations can use m-commerce to develop a

leadership and execution-driven culture (L2) by providing

employees with real-time information which enables them

tomake informed decisions, executes transactions or tasks,

and encourages leadership [13], [15] and [16].

L3: Enable continuous learning and sharing of knowledge:

Organisations can usem-commerce to enable contin-

uous learning and sharing of knowledge (L3) by improving

the availability of knowledge by taking advantage of its mo-

bility and 􀅫lexibility [13], [15] and [16].

Literature Review indicated that strategic objectives

of expanding and building strategic skills, capabilities and

expertise; developing a leadership andanexecution–driven

culture and enabling continuous learning and sharing of

knowledge objectives can be achieved by implementing m-

commerce, which leads to research question 5.

Research question 5:

Can m-commerce be used by South African retail

organisations to achieve L1, L2 and L3 objectives, thus cre-

ating a high performance culture?

III. METHODOLOGY

An interpretive philosophy to the research was used

to determine if South African retail organisations can use

m-commerce to achieve their strategic objectives. An in-

terpretive philosophy has been used as it investigates ques-

tions that are unexplored and is based on “lived experiences

of reality and not an objective, knowable reality beyond the

human mind” [11]. Furthermore, a qualitative research ap-

proach was taken as it allows the researcher to understand

the respondents’ circumstances, options and decisions at a

deeper level [18].

Qualitative research is also more inductive and sub-

jective, which suits the interpretive approach of this re-

search, as compared to the objective and deductive ap-

proach of the quantitative approach [11]. Semi-structured

interviews were the qualitative method applied as they use

open-ended questions which allow for conversational 􀅫low

and provide a more in depth understanding of the research

problem as perceived by the respondent [19].

A. Data Collection

The data were collected by conducting semi-

structured interviews with nine respondents from South

African retail organisations based in Cape Town. The pop-

ulation of the research was IT managers or e-commerce

managers of South African retail organisations that cur-

rently have a m-commerce strategy in place or are in the

process of implementing one.

IV. FINDINGS

Thematic analysis was used to analyse and report on

the data generated from the interviews. Thematic analysis

can produce rich information by thoroughly reading and re-

reading the data and identifying patterns and themes [11].

TABLE 1

RESPONDENTS’ DEMOGRAPHICS

Name Position Location Medium

Sean E-commerce manager Cape Town Face to face

William E-commerce manager Cape Town Face to face

Brian E-commerce manager Cape Town Face to face

James IT manager Cape Town Face to face

Mark IT manager Cape Town Face to face

Tim E-commerce manager Cape Town Telephone

Wayne IT manager Cape Town Telephone

Billy IT manager Cape Town Telephone

Sam IT manager Cape Town Telephone
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A. Sample Data

Interviews were conducted with nine respondents

fromSouthAfrican retail organisations based in Cape Town,

of which four respondents were e-commercemanagers and

􀅫ive respondents were IT managers. Pseudonyms were

given to all the respondents for con􀅫identiality purposes,

their demographics are shown in table 1.

B. Increase Return on Capital

F.1: Improve productivity:

All nine respondents agreed with the literature

which suggested that the mobility that m-commerce allows

enables employees to be more productive [16].

Six of these respondents mentioned that m-

commerce allows employees to bemoreproductive because

they are easily accessible and have easy access to real time

information while being mobile, which also supports the

literature [14], [15] and [17]. The literature and seven re-

spondents suggested that employees can work more ef􀅫i-

ciently using m-commerce which will improve productivity

[13]. Brian said that by using m-commerce employees can

be more responsive to customers, changes in the market

and with all other organisational interactions which im-

prove the overall productivity.

F.2: Increase revenues in existing segments and markets:

All of the respondents suggested that the mobility,

convenience and accessibility that a customer has by using

m-commerce, which brings products to the South African

market to be purchased or to conduct m-commerce activ-

ities irrespective of the time or place will contribute to

increasing revenue in existing markets. This perspective

is also supported by [17] and [16]. Four of the respon-

dents mentioned that the popularity of mobile devices in

the South Africanmarket, being an emerging market where

many do not have access to more conventional forms of

commerce, is a key aspect for using m-commerce to in-

crease revenues. [20] and [21] also suggested this, support-

ing William’s comment that “there is a huge opportunity in

SA as many potential customers are in the low to middle

income bracket and may not have access to laptops etc. but

have mobile devices”.

F3: Grow revenues in new products and services:

Seven of the respondents said thatm-commerce pro-

vides an opportunity for many new products and services

to bemade availablewhich in turn can potentially grow rev-

enues. Brian added to this and said that “there are lots

of opportunity for newm-commerce products and services

with SA being an emergingmarket andmany customers are

low to middle income earners”. Two of these seven respon-

dents mentioned location-based services as an example of

a m-commerce service that can be used to grow revenues.

The seven respondents support [22] who suggests that or-

ganisations can gain a competitive advantage and grow rev-

enues from new products and services, like location-based

services, thatm-commerce can provide. Three respondents

suggested that m-commerce allows organisations to take

products to the market faster by using m-commerce ser-

vices like browsing catalogues and purchasing all from a

mobile device which was also mentioned in the literature

[13] and [16].

C. Improve Operating Quality and Ef􀅲iciency

C1: Be a leader in quality and reliability:

Four respondents mentioned that m-commerce al-

lows employees to work more ef􀅫iciently and be more pro-

ductive, which improves quality and assists an organisation

to be a leader in quality and reliability. The literature re-

view provided the same 􀅫indings [13] and [15]. According

to 􀅫ive respondents and literature, using m-commerce can

give you access to real time information which allows em-

ployees to make more informed decisions and stay up to

date with changes in the environment while being mobile

which also improves the quality and reliability [12].

There was nomention in the literature that was read

regarding how using m-commerce to receive up to date and

instant customer feedback that could assist an organisa-

tion in being a leader in quality and reliability. However,

all respondents said that the instant and relevant customer

feedback an organisation can get from customers using m-

commerce can be used to instantly knowwhat the customer

wants or what issues there are and improve quality and re-

liability based on this feedback.

P1: Improve supply chain ef􀅲iciency and effectiveness:

Eight of the respondents suggested that m-

commerce can improve the ef􀅫iciency and effectiveness of

the supply chain which is supported by the literature [16].

However, James said that thepotential is there, but he thinks

that this is still at an immature stage in the South African

market due the complexity of supply chain management.

Five of the respondents mentioned that m-commerce im-

proves the communication between all parties involved in

the supply chain which facilitates collaboration and that m-

commerce provides the advantage of having constant
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access to real time stock information which will improve

the ef􀅫iciency, effectiveness and overall coordination of the

supply chain. The literature supported both of these advan-

tages [13] and [16].

P2: Improve the quality, cost and 􀅲lexibility of operating pro-

cesses:

All nine respondents mentioned that m-commerce

can make operating processes more 􀅫lexible, ef􀅫icient and

reduce operating costs which supported the literature re-

viewed [12], [13] and [17] . However, James did say that

youwould have to look at the potentially reduced operating

costs and weigh that up with the return on investment of

m-commerce applications. Literature as well as 􀅫ive of the

respondents suggested that the advantage m-commerce

provides of having access to real time information which

allows employees to react faster to events in operating pro-

cesses will improve the overall operating process [12] and

[17].

D. Grow High-Value Customer Relationships

C2: Provide valued service, applications expertise, and sup-

port:

All of the respondents agreed with the literature and

suggested that the ability of m-commerce to give organi-

sations the opportunity to be in constant communication

with a customer enables employees to better support cus-

tomers and provide themwith expertise [13], [15] and [22].

The literature showed that m-commerce services need to

bring value and be useful to customers in order to grow cus-

tomer relationships [22]. Five respondents suggested that

m-commerce services that provide customerswith relevant

real time information can be used to bring value, better

support customers and grow relationships. Location-based

services were mentioned by three of the respondents as

an m-commerce service that can also provide the customer

with a valued service.

Furthermore, 􀅫ive of the respondents suggested that

m-commerce can provide more personalised communica-

tion with the customer and four respondents mentioned

that monitoring customer trends would assist in support-

ing the customer, both of which was not mentioned in the

literature, but the respondents suggested that both will as-

sist organisations to know how to support the customer

better and provide a better service.

P3: Optimise customer pro􀅲itability:

Six of the respondents suggested that the accessibil-

ity and convenience that m-commerce can provide custo-

mers by allowing them to conduct m-commerce transac-

tions much more easily while on the go will optimise cus-

tomerpro􀅫itabilitywhich supported the literature [15], [17]

and [22]. Seven of the respondents said that m-commerce

can be used to optimise customer pro􀅫itability by tak-

ing advantage of the opportunity it provides to market

to customers in new ways. Three of these seven respon-

dentsmentioned that location-based services could be used

which enable more strategic marketing. The literature sup-

ported both of these points [15] and [16].

The literature that was read did not mention ef􀅫i-

ciency as a factor to grow customer pro􀅫itability, but Sean

and James both suggested this with James saying that the

ef􀅫iciency that m-commerce can provide organisations to

conduct commerce can increase customer pro􀅫itability by

decreasing the costs.

P4: Expand channels, offerings and markets:

Seven respondents agreed with the literature in sug-

gesting that the accessibility which m-commerce provides

as well as the opportunity m-commerce creates to market

to customers using new channels can assist organisations

in expanding channels, offerings andmarkets [13], [16] and

[17]. Location-based services were mentioned by three re-

spondents as an m-commerce service, which can add value

and be used to expand channels, offerings and markets,

which was supported by the literature [15], [16] and [23].

The literature was supported by four respondents who said

that the convenience that m-commerce gives customers to

be able to purchase or conduct m-commerce transactions

while being mobile can be used by organisations to expand

channels, offerings and markets [13], [16] and [17]. James

supported the literature in saying that there is a huge op-

portunity for SouthAfrica, being an emergingmarketwhere

many potential customers are in the middle to low income

bracket, to expand channels, offerings andmarkets asmany

of these customers donot have easy access to personal com-

puters or have the means to easily travel to brick and water

stores but they do have mobile devices that can be used for

m-commerce [20].

The literature that was read did not mention using

m-commerce to monitor customer trends in order to ex-

pand channels, offerings and markets which was suggested

by three of the respondents. P5: Build and maintain strong

customer relationships All the respondents mentioned that

m-commerce enables organisations to communicate much

more ef􀅫iciently with customers with four of these respon-

dentsmentioning that being able to provide customerswith

relevant up to date information builds andmaintains strong
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relationships. These points were supported by the litera-

ture [15] and [16]. Five respondents agreed with the lit-

erature and suggested that m-commerce assists organisa-

tions to provide customers with better and useful services

and enables employees to be more ef􀅫icient and respond to

customers faster, all of which contributes to building and

maintaining strong customer relationships [13], [14] and

[22].

E. Accelerate Product Innovation

C3: Introduce innovative, high-performance products and so-

lutions:

Four respondents agreedwith the literature and said

that an organisation can use the mobility characteristics

of m-commerce to develop innovative, high performance

products and solutions [13] and [14]. M-commerce ser-

vices like location-based services were also mentioned as

a means to develop innovative, high performance solutions

which was supported by the literature [15] and [16]. Four

of the respondents suggested that the customer feedback

and new ideas organisations can get by using m-commerce

could assist organisations in developing innovative, high

performance products and solutions by using customers

to drive innovation and giving them what they want. The

literature that was read did not mention what the four re-

spondents suggested. The literature suggested, but was not

mentioned by the respondents, that the productivity and ef-

􀅫iciencybene􀅫its thatm-commerce gives employees can also

contribute to providing innovative and high-performing so-

lutions as employees have more time to plan, be inventive

and focus on quality [13] and [16].

P6: Excel at technology, product development, and life cycle

management:

All of the respondents suggested that organisations

can use m-commerce to improve product development by

allowing employees toworkmore ef􀅫iciently and being con-

stantly connected which was supported by the literature

[13], [14] and [22]. The literature and four respondents

mentioned that m-commerce facilitates better communi-

cation which assists organisations excel at life cycle man-

agement [13]. Three of the respondents agreed with the

literature and suggested thatm-commerce can create anop-

portunity and assist in excelling in technology [16]. Wayne

mentioned the use of HTML5 in m-commerce applications

andmobile sites, Jamesmentioned technologies like Square

canbeused andTimmentioned location-based services. Six

respondents suggested that the ability for organisations to

get up to date and relevant customer feedback can help

customers excel at product development as improvements

can be made faster and customers can get what they want.

Two of these respondents also suggested that m-commerce

can accelerate product development asm-commerce allows

organisations to be constantly connected to the customer

and the market. These points were not mentioned in the

literature that was read.

P7: Identify next generation market opportunities:

All of the respondents suggested that m-commerce

allows organisations to communicate with customers more

ef􀅫iciently, 􀅫ive of these respondents mentioned that com-

munication viam-commerce allows organisations to under-

stand customers better and three respondents mentioned

that this communication allows organisations to monitor

customer trends more ef􀅫iciently. These factors enable or-

ganisations to stay up to date with changing environments

and markets, generate next generation marketing opportu-

nities and create an opportunity to react and gain a compet-

itive advantage, all of whichwasmentioned in the literature

[12].

The literature suggested that next generation mar-

keting opportunities can be identi􀅫ied through the use of

u-commerce, which is a progression fromm-commerce, but

was not mentioned by any of the respondents [16].

F. Create a High Performance Culture

L1: Expand and build strategic skills, capabilities and exper-

tise:

Four respondents agreedwith the literature and sug-

gested that organisations usingm-commerce allowemploy-

ees to communicate with each other and share knowledge

in an easy and convenient way which enables employees to

learn from each other and build strategic skills, capabilities

and expertise [13]. The mobility m-commerce provides al-

lows employees the 􀅫lexibility to do training and build skills

and expertise at their own convenience irrespective of time

and place, which wasmentioned by four of the respondents

and supported by the literature [13] and [16]. Four of the

respondents suggested that employees can expand their ca-

pabilities and strategic skills by having constant access to

real time information when using m-commerce, which was

supported by the literature [13], [15] and [17].

Tim suggested that sharing organisational informa-

tional using m-commerce can put the organisation at a se-

curity risk if not managed correctly, but this was not men-

tioned in the literature that was read.
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L2: Develop a leadership and an execution–driven culture:

Seven respondents agreed with the literature and

suggested that because m-commerce can provide employ-

ees with real time information it creates a platform to de-

velop a leadership and execution-driven culture [13]. Five

of these respondents suggested that being mobile while

having access to real time information enables employees

to be more responsive and encourages an execution-driven

culture, which was supported by the literature [13], [15]

and [16].

Three of these respondents suggested that real time

information enables employees to make better decisions

and gives the con􀅫idence to execute them, which was sup-

ported by the literature [13], [15] and [16]. Two respon-

dents agreed with the literature and mentioned that the

services and tools that m-commerce can provide allow em-

ployees to execute tasks or procedures more easily and

conveniently [15] and [16].

James said that while m-commerce will allow em-

ployees to be more responsive due to being mobile and

having access to real time information, he feels that “lead-

ership is found outside of technology and is more at a per-

sonal level”, which was not mentioned in the literature that

was read.

L3: Enable continuous learning and sharing of knowledge:

All of the respondents agreed with the literature and said

that m-commerce makes the sharing of knowledge within

anorganisationmuch easier andmore convenient [13], [15]

and [16]. Six of these respondentsmentioned that aswell as

enabling the sharing of knowledge m-commerce also facili-

tates learning as employees can learn at their convenience

from one another as well as from other sources, which was

supported by the literature [13].

Four respondents mentioned that learning and the

sharing of knowledge is made easier by the ability of em-

ployees to communicate better using m-commerce, which

was supported by the literature [13] and [17]. Three re-

spondents suggested that m-commerce also allows organi-

sations to learn more about the customer which in turn can

be shared and communicated throughout the organisation,

which was not mentioned in the literature that was read.

Tim again suggested that sharing organisation infor-

mation using m-commerce can create a potential security

risk if not managed correctly, which was not mentioned in

the literature that was read.

G. Summary of Findings

The literature and the 􀅫indings from the research re-

sponses indicated that South African retail organisations

can use m-commerce to achieve all 􀅫ive of [9] strategic

themes. The analysis did indicate that m-commerce is how-

ever more suited to achieve certain strategic themes than

others.

The researcher looked at which objectives of each

strategic theme were more strongly supported by the lit-

erature and the responses, indicating that these objectives

were more suited to be achieved through m-commerce. Ac-

cording to the research the below objectives were more

suited to be achieved using m-commerce:

F.1: Improve productivity

F.2: Increase revenues in existing segments and markets

F3: Grow revenues in new products and services

P1: Improve supply chain ef􀅫iciency and effectiveness

P2: Improve the quality, cost and 􀅫lexibility of operating

processes

C2: Provide valued service, applications expertise, and sup-

port

P3: Optimise customer pro􀅫itability

P4: Expand channels, offerings and markets

P5: Build and maintain strong customer relationships

P6: Excel at technology, product development, and life cycle

management

L3: Enable continuous learning and sharing of knowledge:

The 􀅫indings indicated that m-commerce, within the South

African retail context, is more suited to increasing return

on capital, growing high value customer relationships, and

improving operating quality and ef􀅫iciency as all but one of

the objectives for these strategic themes are listed above.

V. CONCLUSION

The main purpose of this research was to determine

if South African retail organisations can use m-commerce

to achieve their strategic objectives being increase return

on capital, improve operating quality and ef􀅫iciency, grow

high value customer relationships, accelerate product inno-

vation, and create a high performance culture.

The 􀅫indings indicated that South African retail or-

ganisations can use m-commerce to achieve all their strate-

gic objectives, but m-commerce within the South African

retail context is more suited to increasing return on capital,

growing high value customer relationships and improving

operating quality and ef􀅫iciency.
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