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Abstract 
Although it is said that there is a lot of information around that people can use to 

make decisions, there are still categories of people in society that still face challenges 

in accessing it. One such group is the female traders in Zambia. 

This research was conducted to establish the information needs and information 

seeking behaviour of traders in Zambia. The study went further to establish the 

problems faced by female traders when seeking information. Traders themselves 

were asked to suggest solutions to the problems they faced when seeking 

information.  Using structured questionnaires, quantitative and qualitative data were 

collected from 400 female traders who were randomly selected from five different 

trading areas in Lusaka City. The Statistical Package for Social Sciences (SPSS) was 

used to analyze quantitative data and the open-ended questions were inductively 

analyzed and interpreted.  

The findings of this research revealed that the major information needs of traders in 

Lusaka City included information relating to the sourcing of goods, suppliers, 

customers, pricing and funds. The most commonly consulted sources included the 

television, the radio, newspapers, and traders’ associations. When seeking 

information, traders faced various challenges such as lack of time, unwillingness by 

fellow traders to share trading information, not knowing where to access information, 

corruption, language barrier and lack of skills. 

This study recommended that information providers must utilize the commonly used 

media such as televisions and radios to convey the relevant information needed by 

traders. Market managers and masters who are in charge of monitoring the day-to-

day running of the markets must be empowered with all the relevant trading 

information they need to help traders in their trading information needs. 
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CHAPTER 1 

Background to the Study 
 

1.1 Introduction 

Information is an important resource, and if well utilized, it can contribute to the 

improvement of most professions and indeed the lives of many people. The increase in 

the amount of information available as well as the different formats in which it comes 

poses a lot of challenges in the way different people look for this information. Miller 

(1978), cited by Case (2006), observes that information is any stimuli that people 

recognize in the environment. This stimulus should be something that provokes a 

person or thing. In addition, McCredie and Rice (1999) cited by Case (2006) argued 

that information must be considered as a resource, that which can be manipulated. One 

of the cardinal groups which require information to progress is that of traders. As 

traders, income earners, mothers and family caretakers, women are a critical link in 

achieving food security. Information is critical in their businesses as well as everyday 

life (Government Republic of Kenya and United Nations International Children’s 

Emergency Fund, 1988). Tahir, Mahmood, and Shafique (2008) further agreed by 

stating that people are living in an information era, as this information has become the 

most important element of progress in society. Therefore, for traders to thrive in this 

modern era, they need a variety of information to conduct their businesses effectively. 

In view of the above arguments, it is imperative to understand what kind of information 

female traders need as well as how they look for this information. 

The informal sector is huge in many developing countries mainly because it takes care 

of many people that cannot fit into the formal employment sector due to inadequate 

jobs and opportunities. The Government Republic of Kenya and United Nations 

International Children’s Emergency Fund (1988) report that informal traders make a 

major contribution to the growth of economies in Southern Africa. Informal trade is a 

source of livelihood for many people especially women. 
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Women are critical to the achievement of sustainable economic development in any 

region. Even in times of economic and financial crisis, it is especially important that 

women continue to contribute to global growth and recovery.  Although women are 

known to be particularly active in the informal sector, their participation and 

contribution to the economy through this sector is undoubtedly greater than current 

estimates. Furthermore, women's unpaid work constitutes a major contribution to the 

economy (Asia-Pacific Economic Cooperation, 1998). 

In terms of the impact of women on trade and investment, women's participation in 

these areas as workers, traders, entrepreneurs, and investors contributes to the 

achievement of sustained economic growth. However, as a result of gender biases in 

institutions, women workers and women in business are often less able to take 

advantage of the economic opportunities that may be created by trade and investment 

liberalization. With appropriate policies and programs in place, women's increasing 

labour force participation and the growth of women's businesses will significantly 

contribute to the capacity of many economies to engage in and benefit from trade. 

Regarding the impact of trade on women, APEC (1998) observes that increased labour 

force participation has created in some cases, incentives for investments by public and 

private sectors in education and training for girls and women. It is important that 

specific needs and realities faced by women must be recognized, understood and 

systematically taken into account in the formulation and implementation of policies, 

programs, and projects. Information is very cardinal in the  formulation of these 

policies, programs, and projects. This study sought to establish information needs and 

the challenges female traders faced in seeking information so that these could be 

considered in formulating policies that would benefit female traders. 

Trade is important to the success of civilization because civilization can produce just 

enough of everything that it and its people need to survive. A trader is defined as 

anyone who buys and sells in a market (The Trader Forum, 2010). Some traders 

however do not necessarily buy and sell. Some produce products such as farm products 

and simply sell them. 

McKeon, Johnston and Henry (2004) state that economies become more interconnected 

with greater global trade and investment. Traders are becoming progressively more 

important to economic development. There are many categories of business traders. 
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Some categories include marketeers who mainly deal with various foodstuffs such as 

vegetables, fish, beans, etc. Other traders run restaurants, sell second hand clothes and 

shoes. Retailers such as shop owners are important to society as these traders are 

involved in bringing finished products directly to people. Female traders in these 

businesses require relevant information to run their businesses successfully. 

Accessing timely and relevant information is cardinal to any trader for them to make 

sound decisions and survive in business. Wu (2002) observes that essential to any 

business decision is relevant information which if utilized by an individual, can make 

better business decisions. Business information is important in any job or transaction. 

The role of information is very important not just for survival of business but also for 

day to day business negotiation and transactions. When there is a lack of vital 

information available, misjudgment can occur and can be very costly to the business. 

Sometimes the lack of available information makes it very difficult to make any proper 

decision. It therefore plays a very important role in business. 

 

1.2 Background to the study 

In most developing countries, including Zambia, about 80% of the work force is 

concentrated in the informal sector. Statistics from the 2005 Labour Force Survey 

(LFS), by Central Statistics Office show that the vast majority of Zambia’s working 

population is in the informal sector which accounts for 3.18 million out of an estimated 

workforce of  4.13 million (Central Statistics Office, 2005). 

 

In many of these developing countries like Zambia, people, especially women, rely on 

the informal sector for a livelihood when opportunities for formal sector employment 

are scarce. Informal sector activities such as small scale trading and small scale 

entrepreneurship account for a significant proportion of the total employment and 

income generation (CSO, 2007). Most of the economically empowered informal sector 

businesses in Zambia hold the key to economic liberalization and growth. They are an 

important part of the economy. The informal sector in Zambia is reported to contribute 

an estimated 48.9% to the country’s Gross National Income (CSO, 2007). 
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The Living Conditions Monitoring Survey reports that the well-being of both 

individuals and households in society depends largely on their participation in gainful 

economic activities (CSO, 2005). Many women in Zambia engage in small scale 

trading for their livelihood. Most women do not have sufficient capital and/or 

management skills to engage in large scale businesses. This view is supported by Saasa 

et al (1988) who reported that women in the informal sector do not participate in the 

formal sector due to their lack of capital, skills and job opportunities and they join the 

informal sector mainly in response to their poverty and in order to survive. They further 

report that some traders are both in formal and informal sectors to supplement their 

income. These female traders play a very critical role in providing various services and 

goods to a country, thereby contributing to its development.  

The Zambia National Marketeers Credit Association (2009) reported that about 72 % of 

the traders in Zambia are females with an average of 5 dependants each. The report 

further stated that about 50% of these female traders headed their households while 

25% were widowed. This shows that female traders do not only contribute to economic 

growth but also provide for their families. Van Klaveren et al (2005) stated that 

unemployment among women in Zambia in the urban areas is 41%. This therefore 

leaves most of these females with an option of going into the information sector to earn 

a living. 

Zambia has a population of about 13, 046,455 and Lusaka Province takes 17% of this 

population (CSO, 2011). The CSO (2011) further reports that women take up 51% of 

the Zambian population. Overall many people in Zambia above the age of twelve are in 

the informal sector. Only 19% of this population are in formal employment whilst 81% 

are in informal employment. Women take up 89% of employment in the informal 

sector. The Living Conditions Monitoring Survey reports that in Lusaka, 54% of the 

population is in the informal sector with the majority of people engaged in small scale 

trading (CSO, 2005).  

Information has the potential of helping traders make sound decisions in their 

businesses. When traders are enlightened with the appropriate information needed to 

carry out their businesses effectively and efficiently, they are bound to excel more in 

their businesses. When information is readily available in the environment, it 

enhances the cumulative and the individual knowledge of traders, thereby making the 

market more informed and rational (Yue, Chatuverdi and Mehta, 2000). Banda, 
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Mutula and Grand (2004) agreed with this role when they stated that information has 

long been regarded as a very important aspect of informed decision making. 

 

1.3 Statement of the Problem 

In their aim to conduct their businesses successfully, female traders need to adequately 

utilize information and construct meaning from it. The viability of any institution is 

dependent on information. Information needs and information seeking behaviours are 

dynamic and as such relevant information must be accessed at the right time whenever 

needed. This is very cardinal in any business including trading. Very little research has 

been conducted in Zambia and other countries to establish the information needs and 

information seeking behaviour of traders. The problem is that if the information needs 

and information seeking behaviour of traders in Zambia are not known, information 

providers may not know the actual information needs thereby denying them the 

relevant information needed to carry out their businesses. Systems designers may also 

not develop systems that will meet the needs of these female traders. With the increase 

in the number of women engaging themselves in small scale trading, it is very 

important that they are adequately equipped in terms of information to improve in their 

businesses. Information plays a very important role making one a successful business 

person. It is through information that these traders will be aware of sources of their raw 

materials, marketing skills as well as identifying possible markets for their goods and 

services. 

 

1.4 Objectives of the study 

The main objective of this study was to understand the information needs and 

information seeking behaviour of female traders in Zambia. The specific objectives of 

the study were: 

1. To determine the information needs of female traders.  

2. To determine the sources of information used by female traders. 

3. To establish how female traders seek information. 
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4. To identify the challenges faced by female traders when seeking 

information. 

 

1.5 Research questions 

 The following research questions were addressed: 

1. What were the information needs of female traders? 

2. What were the sources of information for female traders? 

3. How did female traders seek information? 

4. What challenges did female traders face while looking for information?  

 

1.6 Significance of the study 

Understanding the information needs and information-seeking behaviour of female 

small scale traders is vital for the effective and efficient provision of timely and 

relevant information to the trading sector. It is hoped that the recommendations made 

from this study will benefit policy makers, information system developers, and the 

traders themselves. The policy makers, it is hoped, will be aware of the information 

requirements and problems that traders face. This may help them come up with policies 

which will develop and promote traders in the country. The developers of information 

systems will be able to understand the information seeking patterns and capabilities of 

these traders in seeking information. It is hoped that with the research findings 

available and the recommendations made, the designers will be able to design systems 

that will be appropriate and user friendly to female traders. Consequently resulting from 

good policies and information systems, the traders will be able to benefit from them. 
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1.7 Limitations of the study 

This study had various limitations. Geographically, the study was confined only to 

Lusaka City. Secondly, the study only considered female traders who operated from 

designated trading markets in Lusaka. The city has various street vendors and other 

traders operating from homes and other non-designated places who were not included 

in this study. 

 

1.8 Operational definitions of terms 

• Colleagues: This term is used to refer to traders operating within the same 

trading area. 

• Competitors: In this study, this will mean a trader who is dealing in the same 

goods as the other 

• Information: This is any stimuli that we recognize in the environment (Case, 

2006). In this study, information will be used to refer to any stimuli that traders 

recognize in the environment and can use to make decisions. 

• Information need: This is an individual’s desire to locate and obtain 

information to satisfy a conscious or unconscious need (Taylor, 1962). 

• Information seeking behaviour: This is the purposive seeking for information 

as a consequence of a need to satisfy a goal (Wilson, 2000). 

• Knowledgeable person: In this study, this will mean a person who is well 

versed in trading. 

• Small and Medium Size Entrepreneur (SME): This is an enterprise that has 

less than five hundred employees (Machacha, 2002). 

• Trader: This is anyone who buys and sells goods. In this study, trader will also 

mean anyone who sells in a designated market regardless of whether they buy or 

not (The Trader Forum, 2010) 
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• Trading area: This term will mean a designated market where traders conduct 

their businesses. 
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CHAPTER 2 

Literature Review 
 

2.1 Overview 

Various researchers have conducted several studies on information needs and 

information-seeking behaviour of small scale entrepreneurs However very little 

research has been done on the needs and information seeking behaviour of female 

traders in Zambia. This study reviewed various literature that has been published in 

relation to traders and small and medium entrepreneurs. Literature review as Bless, 

Higson-Smith and Kagee (2002) observe refers to the consideration of whatever has 

been published that appears relevant to the research topic. The literature reviewed was 

categorized according to needs of traders and challenges faced. 

 

2.2 Information needs of traders 

Nelson (1987) conducted a study among female entrepreneurs to assess the experience 

of female entrepreneurs who in the early stages of their business experience, fell into 

the disadvantaged category in terms of educational background and experience. The 

survey offered insights into the needs of female entrepreneurs when first launching a 

business. The study also looked at how women regarded the use of information in their 

businesses in selected cities of the United States of America. The findings revealed that 

women showed classical entrepreneurial behaviour, starting several businesses in 

sequence, undaunted by lack of in-depth experience in any one field and those who 

began a business in a familiar field stayed committed to that one venture. The study 

further revealed that women seemed to want more information to help them in their 

businesses. The researcher also established that comparing their perceived usefulness of 

items to their actual use revealed that several female groups indicated strong feelings 

about the usefulness of information which they in fact-seldom or never used 

themselves.  
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Farr-Wharton and Brunetto (2007) conducted a study to examine how the relational 

dimension of business networks affects the networking activities of female 

entrepreneurs in Australia. Particularly, the researchers wanted to establish the role of 

trust on women’s networking behaviour and the part played by government business 

development officers in supporting women’s entrepreneurial opportunities and 

recognition behaviour. The findings revealed that government business officers did not 

positively affect women’s entrepreneurial trusting behaviour. Of the reasons given as to 

why women join networking, 20% was in search of business opportunities. It was 

further revealed trust significantly affects how women entrepreneurs perceived the 

benefits associated with networking. 

Roomi and Harrison (2008) conducted a survey to investigate the needs and preferences 

for training among growth-oriented women-owned SMEs in the East of England. The 

findings revealed that only 25% of the respondents received growth-oriented training in 

the previous two years, with an average duration of 3-5 days per year. Programmes that 

were mostly on demand concerned innovation and opportunity recognition, business 

evaluation and growth considerations, developing strategic customers and customer 

care, customer relationship management, as well as selling, networking and negotiation 

skills. High demand for these programmes corresponded to other results identifying 

contributory factors to higher enterprise performance and growth: product/service 

quality, new product/service development, appropriate marketing, effective use of 

websites, selling skills and informal networking.  

Hutchinson, Quinn, and Alexander (2006) conducted a study to determine to what 

extent government export assistance programs facilitated the international development 

of retail SMEs in the United Kingdom. They aimed at addressing the internalization of 

small-to medium-size companies operating in the retail industry. They also studied the 

barriers to international development. The findings revealed that not only did the 

smaller British retailers have both the potential and capability to enter international 

markets successfully, but also provided initial insights into how they could overcome 

constraints of size and establish an international market strategy. The findings also 

offered insights into the SME sector of the retail industry in the United Kingdom in 

terms of their experience and adoption of government exporting programs. 
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A study was conducted by Chaudhry and Crick (1998) with the purpose of providing 

empirical evidence concerning the perception and usefulness of sources of information 

among SMEs in the United Kingdom. The findings showed that most SMEs rated the 

usefulness of international sources as part of their international network including 

agents much more highly than the government and other external sources. 

Hill (1996) conducted a study on information needs of SMEs in the United Kingdom. 

The findings revealed that patent information was mostly utilized by small firms and it 

was suggested that small firms preferred a local source of information which they liked 

to contact by the name of the individual. Patent information was, therefore, most likely 

to be used if a local service acted as an intermediary. 

Chiware and Dick (2008) conducted an investigation of the business information needs,
 

information seeking patterns and business information services
 
for small, medium and 

micro enterprises (SMMEs) in Namibia.
 
The study ranked business information needs 

of SMMEs as: finance,
 

marketing, production, training, policies on SMME 

development,
 
sources of raw materials, regulations, technical information

 
and other 

types of information. The study revealed that SMMEs
 
largely depended on informal 

information sources despite the existence
 
of a wide range of business information 

services in Namibia.
 
Recommendations were made on how business information 

delivery
 
services can be improved in the SMME sector in Namibia by both

 
government 

and business support organizations.  

A study was conducted to establish the characteristics of the SMEs, business activities, 

business information needs and to recommend the important business information 

needs required for Business Information Systems (BIS) for poor countries or regions 

(Okello-Obura et al., 2008). This was carried out on the assumption that businesses in 

Northern Uganda were lagging behind because of lack of a BIS that could facilitate 

efficient and effective business information access. The findings revealed that SMEs in 

northern Uganda had varying backgrounds and were engaged in diverse business 

activities with varying business information needs that required a multifaceted approach 

in the provision of business information.  

A study was carried out by Banda, Mutula, and Grand (2004) to determine the 

information needs assessment for small scale business community in Zambia. The trio 
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looked at a case study of Chisokone Market, in Kitwe, Zambia. The purpose of the 

study was to determine the information needs of the small-scale business community at 

Chisokone Market, the types of businesses carried out, the different service providers 

within the city of Kitwe, the problems faced by small scale business community in 

seeking information and the demographic characteristics of the Chisokone Market 

community. The research design employed the survey method and questionnaires were 

used to collect data from the respondents. From a sample of 250 respondents, 208 

completed questionnaires which were later analyzed. It was established that most of the 

information needs of the small scale traders related to marketing, sources of supply, 

management skills, and credit and/or loan facilities. The findings also revealed that the 

major problem facing small scale business at Chisokone Market in Kitwe, Zambia was 

lack of access to information. Of the traders that responded to the questionnaires in this 

study, 60% were male traders and 40% were female traders. It did not distinguish the 

information needs of female traders and the challenges they faced when seeking 

information from those of the male traders. Female traders have unique responsibilities 

such as taking care of the homes and children which the male traders may not be 

directly involved in.  This may affect the kind of problems that female traders are likely 

to encounter when seeking information. This study considered only one market, 

Chisokone. It is important to establish whether traders across markets have the same 

information needs and whether they face the same challenges when seeking 

information. 

Chomba et al (2002) conducted a study to assess the marketing information needs of 

farmers and traders who dealt in agricultural inputs and products. This study was 

conducted in Lusaka, Central, Southern and Copperbelt provinces of Zambia and 

looked at agricultural products in Zambia. The findings revealed that the main 

information needed was related to commodities selling in large volumes, source of 

supply, prevailing prices and exchange rates for exporting and importing goods. The 

study further revealed that traders obtained a lot of information needed for their 

business from fellow traders and friends. 
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2.3 Challenges faced by traders when seeking 

information 

Latha and Murthy (2009) carried out a research of whose purpose was to study the 

problems faced by small-scale business persons in Nellore District of Andhra Pradesh, 

India and also to study the opinions of entrepreneurs regarding what the different 

factors that were helpful for the success of entrepreneurship. The duo established that 

the major problems faced by entrepreneurs were the high price of raw materials, lack of 

marketing information and marketing of products. They further established that about 

90% of the respondents did not want to make a formal complaint to government 

agencies about their problems.  

Liturchy, Reavley and Bryer (2003) carried out a research to compare the needs of 

women entrepreneurs in the Czech Republic, Poland, and Japan. The findings revealed 

that the Eastern European respondents expressed a desire for and the importance of 

business training. They also established that women who had attempted to get bank 

loans were refused for lack of collateral or because their business plans were 

inadequate. However the trio found that Japanese respondents felt that experience was 

most valuable. They discovered that gender adversely affected women’s financing 

prospects. Human resources issues as well as dealing with clients or suppliers from 

other cultures were concerns for all the women. 

A study was conducted to examine women’s career progression in small scale 

entrepreneurship in retailing in the United Kingdom (UK). The aim of the research was 

to identify factors that constrained and supported female career progression in retailing. 

Retailing is the third largest employer of women labour in the United Kingdom. The 

findings revealed that 35% of the women in SME retailing were interested in advancing 

their careers to larger scale companies. The barriers that these women experienced in 

their career progression in retailing included taking care of the home, child caring and 

partners jobs (Harris, Foster, and Whysall, 2007).  

An exploration into the barriers that women face in achieving their full potential in the 

entrepreneurial sector and the extent to which these barriers affect personality traits and 

perceptions was conducted by Brindley (2005) in the United Kingdom. The findings 

revealed that an understanding of the gender aspects of risks was required if policy 
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measures were to be constructive and help women overcome barriers and achieve their 

entrepreneurial potential. 

A study was conducted by Mordi, Simpson, Singh, and Okafor (2010) on the role of 

cultural values in understanding the challenges faced by female traders and 

entrepreneurs. The purpose of this paper was to examine the challenges female traders 

and entrepreneurs faced in the development of their business in the context of Nigeria. 

In so doing this study addressed a gap in the literature on the experiences of female 

traders and entrepreneurs in a non-western context and acknowledged the contribution 

that women made in this area of work. The findings revealed that female traders were 

generally confident and resourceful and that they enjoyed the challenge of 

entrepreneurial activity. As in the West, the female traders and entrepreneurs 

experienced difficulties relating to family commitments and access to finance as well as 

problems gaining acceptance and accessing networks. 

Singh and Belwal (2008) conducted a study to identify the problem areas and 

developmental issues attached to women entrepreneurship related to small medium 

enterprises in Addis Ababa, Ethiopia. The researchers also attempted to devise certain 

stratagems for ensuring women’s entrepreneurial growth and SMEs advancement in the 

region. The findings revealed that the problems encountered by women included 

securing finances for establishing and running SMEs, lack of entrepreneurial and 

management competence and expertise, problems in finding markets and distribution 

networks, limited opportunities for promotions and participation, limited amount of 

government and institutional support, absence of technical know-how and integration 

mechanism, and rampant corruption.  

In 1988, Saasa et al carried out an in-depth study on women traders and street vendors 

in Zambia. The purpose of this study was to establish the nature of, and reasons behind, 

the increasing magnitude of women trading and street vending. In particular, the study 

involved the identification of the most appropriate strategies for making women more 

productive. The team wanted to identify the form of assistance that could be extended 

to women traders and street vendors in Zambia. The findings revealed that problems 

hindering women traders from being productive included securing finances to start and 

expand their business ventures, little profit realized from sales despite spending long 

hours selling. One of the strategies that the researchers came up with was for the 
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government and civic authorities to work towards the decentralization of market 

facilities. Other strategies included the provision of the necessary facilities required to 

improve the hygienic conditions of public places especially where trading in foodstuff 

took place, and existing institutions to work towards accommodating women’s income-

generating activities in their various support functions. 

 

There has been no research in Zambia that has been conducted to establish the 

information needs of female traders. As earlier explained, female women play a critical 

role in ensuring that goods are made available to most households. This study sought to 

pay particular attention to female traders by establishing the information they needed to 

carry out their businesses effectively. Women have certain responsibilities which take 

up some of their time such as taking care of children and their homes. This may have a 

negative impact on where and how they seek information. It is important therefore to 

study the way women traders seek information so that some of these responsibilities 

that they have are taken care of when drawing up policies that will help them in 

accessing information. There has been a gap in research in Zambia regarding 

information needs of female traders. In addition, this study sought suggestions from the 

female traders themselves on how they thought they would actually overcome the 

challenges they faced when seeking information. 

 

 

 

 

 

 

 

 

 

 



16 

 

CHAPTER 3 

Methodology 
 

3.1 Research design 

In this component, the researcher explains the general plan of how the research question 

was going to be answered. In this study, the researcher used a survey method. This 

method was chosen because it allows collection of large amount of data in a highly 

economical way. Saunders, Lewis, and Thornhill (2007) state that surveys are used to 

answer the questions who, what, where, and how much. This method helped to identify 

who provided information for the traders, what information was sought, where 

information was sourced, and why the information was sought. The type of research 

used was both qualitative and quantitative in nature. Qualitative research is concerned 

with studies pertaining to people’s perceptions or feelings towards certain policies, 

actions or other occurrences that cannot be measured numerically (Bless, Higson-Smith 

and Kagee 2002). This type of research was cardinal for this study as it brought out 

traders’ perceptions and feelings regarding information in business. Quantitative 

research involves measurement in terms of quantities or numbers (Cooper and 

Schindler, 2001). This approach was necessary in this study as it brought out statistics 

of traders regarding various results.  

 

3.2 Population 

Traders in the city of Lusaka in Zambia operate from various areas. Some were 

registered with the appropriate authorities while others operated as street vendors 

without any form of registration or legality. Some operated from other undesignated 

places such as homes. This study looked at traders who operated from designated 

market places in the city.  
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Lusaka city has a total number of about twenty thousand traders who operate from 

designated markets. About 72% of this population are females (Zambia National 

Marketeers Credit Association, 2009). 

Ninety percent of markets in the city are run by the Lusaka City Council with a total of 

22 registered trading areas (Lusaka City Council, 2009). The rest of the markets are run 

by co-operatives, independent organizations and others by Management Boards. This 

study sampled markets from different density areas. Mutendere Market represented 

high density areas of Lusaka, Chelstone market represented medium cost areas, 

Northmead Market represented low density areas and the Common Market for East and 

Southern Africa Market / Southern Africa Development Community as well as the 

Lusaka City Market represented the main Lusaka City town centre trading areas. Two 

of these markets, namely Chelstone and Northmead markets are run by the Lusaka City 

Council, Mutendere Market is run by a Cooperative, COMESA/SADC market is run by 

an independent organization and the Lusaka City Market as the only trading market in 

Lusaka which is run by an independent management board. 

 

3.3 Sampling/Sample 

A representative sample of 450 registered female traders was randomly chosen from the 

identified five different trading areas in Lusaka. Stratified random sampling was used to 

determine the number of traders to be used in each market. Saunders, Lewis, and 

Thornhill (2007) define stratified random sampling as a modification of random 

sampling in which the population is divided into two or more relevant and significant 

strata based on one or a number of attributes. In this study the population was divided 

into five strata according to the trading area. A systematic sample was then drawn from 

each of the markets by using the sample size and the total number of registered traders 

in each trading market. 

 

3.4 Research instruments 

Structured questionnaires were used to collect both quantitative and qualitative data 

from the respondents. Ninety percent of the questionnaires were administered by the 

researcher and 10% were answered by the traders themselves. The researcher had to 
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administer most of the questionnaires as most traders were not able to read and write on 

their own and even those who were able to read and write did not  fully answer all the 

questions as expected. This was evident from the trial study which  was done among 

female traders operating from Chainda Market in Chainda Township in Lusaka. 

In administering the questionnaires, the researcher in some cases had to translate the 

questions into Nyanja and at times Bemba to help respondents understand what was 

being asked. 

 

3.5 Data analysis 

Cooper and Schindler (2001) refer to data analysis as the reduction and accumulation of 

data to manageable size, developing summaries, looking for patterns and applying 

statistical techniques. Bless, Higson-Smith, and Kagee (2006) further state that analysis 

of data is necessary because the researcher is able to detect consistent patterns within 

the data such as the co-variance of two or more variables. 

Quantitative data is usually analyzed using a range of descriptive and inferential 

statistical procedures. In this study, the Statistical Package for Social Sciences (SPSS) 

eleventh edition was  used to analyze the quantitative data to create tables, graphs and 

charts and to perform various statistics.  

Qualitative data was analyzed using content analysis. This involved interpreting the 

views and perceptions of respondents that were given using the open-ended questions 

and putting them into categories. 

 

3.6 Ethical considerations 

The researcher took into consideration all ethical issues by ensuring that confidentiality 

was achieved in handling data obtained from respondents. 
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3.7 Challenges faced during this study 

This study had experienced various challenges. Some traders were not willing to be 

respondents claiming they had business to take care of. Secondly one market, New 

Soweto could not be used as part of the population as administrators were not able to 

give permission for research to be conducted prompting the researcher to sample 

another market, Lusaka City Market which was also run by an independent 

management board. Unavailability by the Lusaka City Council Markets department on 

the statistics of traders in each of the markets they manage was another challenge. The 

researcher had to obtain these statistics from the various markets via the market 

masters. 
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CHAPTER 4 

Presentation of the Findings 
 

4.1 Introduction   

This chapter presents the findings obtained in the study from the questionnaires 

administered. A total of 450 questionnaires were used in this study. Of these 

questionnaires, 90% were administered by the researcher and 10% were self 

administered by the respondents. Responses were obtained from a total of 400 

questionnaires. Therefore, the response rate was 88%. All the 400 respondents who 

participated in this study were females.  

 

Table 1: Distribution of respondents by trading areas 

 

 

Name of market 

 

Frequency 

 

Percent 

COMESA/SADC  

Market 

 

191 

 

47.8 

Lusaka City Market 131 32.8 

Mutendere Market 55 13.8 

Chelstone Market 13 3.3 

Northmead Market 10 2.5 

Total 400 100 
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Table 1 shows the distribution of the respondents by the areas in which they traded. 

COMESA market accounted for 47.8% of the respondents, Lusaka City market 

accounted for 32.8%, Mutendere market accounted for 55%, Chelstone market 

accounted for 13%, and Northmead market accounted for 2.5%  

 

4.2 Characteristics of respondents 

 

 

 

Figure 1: Age of respondents 

 

In terms of age, 44% of the female traders were aged between 31 years and 40 years 

old, and 36% of the respondents were aged between 21years and 30 years old. About 

20% of these traders were aged between 41 to 50 years old while about one percent of 

the traders were between 10 to 20 years old and similarly, about one percent were aged 

between 51 and 60 years old. None of the traders were above sixty years old or below 

ten years old. These results are shown in Figure 1 above. 
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Table 2: Marital status 

 

 

Marital status 

Frequency Percent 

Single 22 5.5 

Married 290 72.5 

Widowed 88 22.0 

Total 400 100 

 

The majority of the female traders were married. This represented 73% of the traders 

while 22% were widowed, and six percent were single (See Table 2). 

 

Table 3: Educational qualifications of traders 

 

 

Level of education  

Frequency Percent Cumulative 

Percent 

Grade 7 and below 73 18.3 18.3 

Grade 9 170 42.5 60.8 

Grade 12 115 28.8 89.5 

Vocational education 42 10.5 100 

Total 400 100  

 

Table 3 above shows the educational qualifications of traders. The study revealed that 

18% of the respondents included traders who had Grade 7 qualification and below, 

while 43% had reached grade 9, 29% had reached grade 12. Eight percent of the traders 

had not reached Grade 7. The findings also revealed that about 11% of the traders had a 
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vocational qualification. Of these traders who had vocational education, 10% possessed 

a college certificate, 55% had a diploma qualification, 31% had a first degree, and five 

percent of the traders had a Masters degree. Cumulatively, most traders (61%) had a 

Grade 9 qualification or below. 

 

Table 4: Vocational training of traders 

 

Training attained  Frequency Percent 

Teaching 20 47.6 

Computer related studies 9 20.9 

Food management 7 16.3 

Marketing 2 4.7 

Purchasing and Supply 2 4.7 

Business administration 1 2.3 

Carpentry 1 2.3 

Total 42 100 

 

Table 4 shows frequencies of traders who had vocational training. Most respondents 

who had attained vocational education had a teaching qualification accounting for 48% 

of the respondents. The teaching qualifications ranged from pre-school to secondary 

school. The study revealed that 21% of the traders had Computer Studies related 

qualifications, 16% of had qualifications in Food Management, five percent had 

qualifications in Marketing related courses, and five percent in Purchasing and Supply. 
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Table 5: Qualifications of female traders versus trading area 

 

Level of  

Education 

 

COMESA Lusaka 

City Market 

Mutendere 

Market 

Chelstone 

Market 

North-mead 

Market 

Total 

Grade 7 and 

below 

31 

(42%) 

25 

(34%) 

16 

(22%) 

1 

(1%) 

0 

(0%) 

73 

(100%) 

Grade 9 85 

(50%) 

54 

(32%) 

20 

(12%) 

9 

(5%) 

2 

(1%) 

170  

(100%) 

Grade 12 58 

(50%) 

37 

(32%) 

14 

(12%) 

3 

(3%) 

3 

(3%) 

115  

(100%) 

Vocational 

education 

17 

(40%) 

15 

(36%) 

5 

(12%) 

0 

(0%) 

5 

(12%) 

42 

(100%) 

Total 191 

(48%) 

131 

(33%) 

55 

(14%) 

13 

(3%) 

10 

(3%) 

400 

(100%) 

 

When qualifications of traders were cross tabulated with trading areas, the findings 

indicated that 42% of the traders who had a Grade 7 qualification and below operated 

from COMESA Market while 34% of the traders operated from Lusaka City Market, 

22% operated from Mutendere Market, one percent operated from Chelstone Market 

and none from Northmead Market. 

COMESA Market had a total of 50% traders who had reached Grade 9 operating from 

there. The study revealed that 32% of these Grade 9 traders were from Lusaka City 

Market, 12% from Mutendere, five percent from Chelstone and one percent operated 

from Northmead Market. 

The findings further revealed that COMESA  still had the highest respondents with 

Grade 12 qualifications. This accounted for 50% of the respondents, 32% of the traders 

operated from Lusaka City Market, 12% operated from Mutendere Market, three 

percent traded from Chelstone Market, and similarly three percent from Northmead 

Market. 

It was established from the study that 11% of the respondents had attained vocational 

education which ranged from Certificate to Masters degree programmes. Out of the 

respondents who had tertiary education, 40% were from COMESA Market, 36% were 
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from Lusaka City Market, 12% were from Mutendere Market, and 12% were from 

Northmead Market (See Table 5). 

A correlation test such as chi-square could not be done to test the significance of the 

correlation because of the sample size of this study. 

 

4.3 Patterns of business 

 

Table 6: Respondents work experience in business 

 

 

Duration of doing business 

Frequency Percent Cumulative 

Percent 

Five years or less 55 13.5 13.5 

Six to ten years 148 37.0 50.8 

Eleven to fifteen years 103 25.8 76.5 

Sixteen to twenty years 41 10.3 86.8 

Above twenty years 53 13.3 100 

Total 400 100  

 

Table 6 above shows the experience that respondents had in the business of trading. 

The study revealed that 14% of the traders had conducted business for less than five 

years, 37% had conducted businesses between six and ten years, 26% had conducted 

businesses between eleven to fifteen years, 10% had conducted their businesses 

between sixteen to twenty years and 13% had conducted their businesses for over 

twenty years. As evident from the above tabulation, most traders had conducted their 

businesses between six to ten years. Cumulatively most traders (77%) had conducted 

their businesses for up to fifteen years. 
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Table 7: Type of businesses 

 

 

Type of traders 

Frequency Percent 

Shop owner traders 200 50 

Marketeers 157 39.3 

Restaurant traders 23 5.8 

Clothes and/or shoe 

traders 

20 5.0 

Total 400 100 

 

Most traders interviewed were shop owners. This represented a total of 50% of the 

respondents followed by marketeers accounting for 39%, six percent of the traders were 

running restaurant businesses and five percent were involved in clothes and/or shoe 

trading (See Table 7 above). 
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Table 8: Age of traders versus duration of running business 

 

In terms of cross tabulating the age range of traders with the duration of doing business, 

the study revealed in Table 8 that the older the trader was, the longer their experience in 

the trading business. This, as illustrated above was the trend for most age categories.  

A correlation test could not be done to determine the value of the correlation because of 

the small sample size of this study. 

The study revealed that 14% of all respondents had conducted their trading businesses 

for five years or less. These included 67% of the traders who were below the age of 20, 

37% of traders between the ages of 21 and 30, and no traders above the age of 30 had 

conducted their businesses for less than five years. 

The study further revealed that 37% of all respondents had conducted their businesses 

between six and ten years. These included 33% of traders aged below 5 years, 61% of 

those aged between 21 and 30, 33% of the ones aged between 31 and 40, none aged 

between 41 and 50 years old, and all the traders aged between 51 and 60.  

Age range 

 of traders 

  5 years 

and below 

   6-10 

  years 

       11-15  

        Years 

    16-20 

      Years 

     Above 

    20 years 

 

  Total 

20 years and 

below 

2 

(67%) 

1 

(33%) 

0 

(0%) 

0 

(0%) 

0 

(0%) 

3  

(100%) 

21 – 30  

years old 

53 

(37%) 

87 

(61%) 

2 

(1%) 

0 

(0%) 

0 

(0%) 

142  

(100%) 

31 – 40  

years old 

0 

(0%) 

58 

(33%) 

79 

(45%) 

22 

(13%) 

16 

(9%) 

175  

(100%) 

41 – 50  

years old 

0 

(0%) 

0 

(0%) 

22 

(28%) 

19 

(24%) 

37 

(47%) 

78  

(100%) 

51 – 60  

years old 

0 

(0%) 

2 

(100%) 

0 

(0%) 

0 

(0%) 

0 

(0%) 

2  

(100%) 

 

Total 

55 

(14%) 

148 

(37%) 

103 

(26%) 

41 

(10%) 

53 

(13%) 

400 

(100%) 
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It was further established in the study that 26% of the respondents had conducted their 

businesses from eleven to fifteen years. The age ranges were as follows: none were 

below 20 years old, one percent of the traders were aged between 21 and 30 years, 45% 

were aged between 31 and 40 years, 28% between 41 and 50 years, and none were 

above 50 years. 

The study further revealed that 10% of the traders had conducted their businesses for a 

period of sixteen to twenty years. Of these, none were aged 30 and below, 13% were 

aged between 31 and 40 years, 24% were between 41 and 50 years and non above 50 

years. 

In addition, 13% of the traders had been running trading businesses for more than 

twenty years. These included nine percent of the traders aged between 31 and 40 years, 

47% aged between 41 and 50 years, and none of the these traders were below 30 or 

above 50 years. 

18.5%

81.5%

No

Yes

 

Figure 2: Ownership of the business 

In terms of ownership of the business, 82% of the respondents were the sole owners, 

while the rest were either employees and/or family members. This is illustrated in the 

above Figure 2. 
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Table 9: Age of traders versus kind of business 

 

The study revealed that 50% of the traders were running shops and mostly dealing in 

groceries, clothes/and or shoes and stationery. This included 67% of the traders aged 20 

years and below. The study also revealed that 33% of the traders in this age group were 

marketeers. In terms of traders that were aged between 21 and 30 years, 47% were shop 

owner traders, 49% were marketers, and four percent were restaurant traders. The study 

also revealed that 51% of the respondents aged between 31 and 40 years were shop 

owner traders, 27% were marketeers, 10% were restaurant traders, and 11% traded in 

clothes and/or shoes. In terms of respondents aged between 41 and 50 years, 50% were 

shop owner traders and 50% were marketeers. Both traders aged between 51 and 60 

years were shop owner traders (See Table 9 above). 

  

 

Age range 

 of traders 

Shop owner 

traders 

Marketeers Restaurant 

Traders 

 Clothes and/or    

   shoe traders 

 

Total 

20 yrs and 

Below 

2 

(67%) 

1 

(33%) 

0 

(0%) 

0 

(0%) 

3 

(100%) 

21 – 30 

Years 

67 

(47%) 

69 

(49%) 

6 

(4%) 

0 

(0%) 

142 

(100%) 

31 – 40 

Years 

90 

(51%) 

48 

(27%) 

17 

(10%) 

20 

(11%) 

175 

(100%) 

41 – 50 

Years 

39 

(50%) 

39 

(50%) 

0 

(0%) 

0 

(0%) 

78 

(100%) 

51 – 60 

Years 

2 

(100%) 

0 

(0%) 

0 

(0%) 

0 

(0%) 

2 

(100%) 

Total 200 

(50%) 

157 

(39%) 

23 

(6%) 

20 

(5%) 

400 

(100%) 
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Table 10: Educational qualification versus kind of business 

 

Educational qualification when cross tabulated with kind of business traders engaged 

themselves in produced the results as shown in Table 10 above. The study revealed that 

8% of the traders who had Grade 7 and below were running shops while 92% of these 

traders were marketeers. Most of these traders in shops were mere employees who in 

some cases had supervisors. The study further revealed that 31% of the traders who had 

reached Grade 9 were running shops while 48% of them were marketers, 10% were 

involved in restaurant businesses while 12% were clothes and/or shoe traders. The 

study also revealed that 99% of the respondents who had reached Grade 12 were shop 

owner traders and one percent were marketeers. With regards traders who had 

vocational education, 67% of them were shop owner traders, 19% were marketeers and 

14% were restaurant traders.    

 

 

Level of 

Education 

Shop 

Owner 

traders 

   

Marketeers 

 

  Restaurant 

     traders 

 

  Clothes and/or 

    shoe traders 

 

Total 

Grade 7  

and below 

6 

(8%) 

67 

(92%) 

0 

(0%) 

0 

(0%) 

     73 

  (100%) 

Grade 9 52 

(31%) 

81 

(48%) 

17 

(10%) 

20 

(12%) 

    170 

 (100%) 

Grade 12 114 

(99%) 

1 

(1%) 

0 

(0%) 

0 

(0%) 

    115 

 (100%) 

Vocational 

education 

28 

(67%) 

8 

(19%) 

0 

(0%) 

0 

(0%) 

     42 

  (100%) 

   Total 200 

(50%) 

157 

(39%) 

23 

(6%) 

20 

(5%) 

     400 

  (100%) 
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4.4 Information needs and sources of information 

 

Table 11: Important information needed to run a business 

 

Type of information needed Frequency Percent 

Sourcing goods 312 78 

Information related to suppliers 301 75 

Customer information 264 66 

Pricing  209 52 

Loans/funds 201 50 

Banking  64 16 

Management skills 34 8.5 

Accounts skills 21 5.3 

Immigration  21 5.3 

Customs  6 1.5 

 

When asked to list the important type of information traders needed to carry out their 

businesses, they gave multiple responses as shown in Table 11 above. The study 

revealed that 78% needed information related to sourcing of goods. Most of these 

indicated that they needed to know where to source cheaper but quality products. The 

study further revealed that 75% needed information related to suppliers while 66% 

needed information that was customer related. These included identifying customer 

needs and preferences as well as the goods that customers needed the most. In addition, 

52% of the traders stated that they needed information related to the pricing of goods. 

Furthermore, 50% of the traders indicated that they needed information on how and 

where they could source funds or get loans, 16% who needed information on how they 

could bank and identifying which banks were suitable and beneficial to them, nine 

percent who needed skills on how to manage businesses, five percent needed 
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accounting skills in order to manage their businesses well, five percent needed 

information related to immigration, and two percent of the traders indicated that they 

needed customs related information. 

          

Table 12: Sources of information 

 

Source of information Frequency Percent 

Television 348 87 

Radio 311 77.8 

Newspapers 259 64.8 

Associations / micro financing 

organizations 

138 34.5 

Internet  97 24.3 

Non-Governmental Organizations 79 19.8 

Magazines 58 14.5 

Libraries 45 11.2 

Export Board of Zambia 13 3.3 

Information centres 12 3.0 

Information bureaus 2 0.5 

Other sources 3 0.8 

 

Traders were asked to state their sources of information. Multiple responses were given 

as tabulated in Table 12 above. The study revealed that 87% of the traders stated that 

the television was the major source of information and 78% of the traders indicated that 

the radio was their major source of information. Newspapers were ranked third 

representing 65% of the traders. The study further indicated that 35% of the traders 

used various associations and micro financing organizations as sources of their 
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information, 24% used the Internet, 20% used some non-governmental organizations, 

15% used magazines, 11% used libraries, three percent used the Export Board of 

Zambia, three percent used information centers, and one percent used information 

bureaus. One percent of the traders indicated that they used other sources other than the 

ones stated. These included brochures and the mobile phones.  

  

Table 13: Financing institutions/Associations as sources of information 

 

Micro-finance institution/association used as 

source of information 

Frequency 

n=138 

Percent 

Foundation International for Community 

Assistance (FINCA) 

 

97 

 

71.3 

Zambia National Marketeers Credit 

Association (ZANAMACA) 

 

46 

 

33.8 

Chipani Association 14 10.3 

Cross Border Traders Association (CBTA) 14 10.3 

Pulse Financial Services Limited (PFSL) 9 6.6 

 

The traders were asked as to which micro-financing institutions and associations they 

sought information from. The study revealed the above responses in Table 13. The 

Foundation International for Community Assistance (FINCA) founded in the United 

States of America was the most common association that traders sought information 

from. The study revealed that 71% of the traders who indicated that they used 

associations as a source of information stated that they used FINCA as one of the 

associations to source their information. The study further revealed that 34% of the 

traders who used associations as a source of information used the Zambia National 

Marketeers Credit Association (ZANAMACA) through the Citizenship Economic 

Empowerment Commission. In addition, 10% of the traders used Chipani Association 

as a source of information; similarly, 10% used the Cross Border Traders Association, 
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while seven percent used Pulse Financial Services Limited (PFSL) to source 

information for their businesses. 

In terms of information sought from the above associations, all traders indicated that 

they obtained information related to sourcing of funds and/or loans. In addition the 

Cross Border Traders Association was also used to seek information related to which 

goods were duty free and how much tax to pay on certain goods. 

This study also sought to establish whether female traders used other sources of 

information such as meetings, Agricultural and Commercial Shows and Trade Fairs. 

The findings revealed that 68% of the traders used meetings to source information. 

Agricultural and Commercial Shows were used by 17% whilst two percent used Trade 

Fairs as sources of information. 

Traders were further asked whether they found meetings, Agricultural and Commercial 

Shows and Trade Fairs useful. The study revealed that 65% of the respondents who 

used meetings as a source of information stated that the meetings were a useful source 

of information while 21% indicated that the meetings were a very useful source of 

information. On the other hand, 15% of the respondents who used meetings did not find 

them to be a useful source. The study revealed that 98% of the traders who used 

Agricultural and Commercial Shows as a source of information found them to be useful 

while two percent found them to be very useful. It was further established in this study 

that 88% of the traders who used Trade Fairs as source of information found them to be 

useful while 13% did not find them to be a useful source of information. Few 

respondents seemed to have used the Trade Fair as a source of information as it is held 

in the Copperbelt Province of Zambia while this study involved traders from Lusaka 

City only. Overall most traders who used these three sources of information found them 

to be useful sources for the information they needed to help run their businesses. 
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When asked as to whether traders used the Internet as a source of information, 24% 

stated that they did. 

Table 14: Uses of the Internet 

 

 

Use of the Internet 

Frequency 

(n=97) 

Percent 

Entertainment 75 77.3 

News  57 58.7 

Communicate with clients 30 30.9 

Purchase goods 27 28.8 

Sell goods 21 21.6 

Research  14 14.4 

Access health information 12 12.3 

Communicate with 

 business partners 

7 7.2 

Other uses 31 31.9 

 

In response to a multiple response question regarding the uses of the Internet, 77% 

stated that they used it for entertainment while 59% used it to obtain various kinds of 

news and 31%stated that they used the Internet for other things other than the ones 

stated. The reasons cited included chatting with friends and family members. Facebook 

was cited as the mostly used social forum. The study also revealed that 31% of the 

respondents stated that they used the Internet to communicate with clients, and 29% 

stated that they used the Internet to purchase goods. In addition, the study further 

revealed that 22% of the respondents who used the Internet used it for purposes of 

selling their goods, 14% used the Internet for general research purposes, 12% used it to 

access health information, and seven percent used it to communicate with business 

partners (refer to Table 14 above). 



36 

 

Table 15: Access of the Internet 

 

 

How Internet is accessed 

Frequency 

(n=97) 

Percent 

Mobile phone 78 80.4 

Internet Café 24 24.7 

Other  14 14.4 

 

In terms of access of the Internet, 80% of the respondents who used the Internet 

indicated that they accessed the service using mobile phones, 25% of the traders who 

used the Internet stated that they accessed the service from Internet cafes while 14% 

indicated that they accessed the Internet service using other means such as in friend’s 

homes or work places. These results are illustrated in Table 15 above. 
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Table 16: Sources of information versus educational qualification 

The following table shows the results of the traders’ educational qualifications when 

cross tabulated with the sources of information that they used. 

 

Source of information 

  Grade 7 

  (n=73)  

  Grade 9  

   (n=170) 

 Grade 12 

  (n=115) 

    Tertiary  

  Education 

    (n=42) 

 

  Total 

  (n=400) 

Television 56 

(77%) 

135 

(79%) 

115 

(100%) 

42 

(100%) 

348 

(100%) 

Radio  55 

(75%) 

127 

(75%) 

88 

(77%) 

41 

(98%) 

311  

(100%) 

Newspapers  20 

(27%) 

92 

(54%) 

106 

(92%) 

41 

(98%) 

259 

(100%) 

Associations /Micro 

financing institutions 

17 

(23%) 

66 

(39%) 

53 

(46%) 

2 

(5%) 

138 

(100%) 

Internet   0 

(0%) 

1 

(1%) 

55 

(48%) 

41 

(98%) 

97 

(100%) 

Non-Governmental 

Organizations 

0 

(0%) 

23 

(14%) 

15 

(13%) 

33 

(79%) 

71 

(100%) 

Magazines  0 

(0%) 

9 

(5%) 

25 

(22%) 

24 

(57%) 

58 

(100%) 

Libraries  0 

(0%) 

0 

(0%) 

14 

(12%) 

31 

(74%) 

45 

(100%) 

Export Board of 

Zambia 

0 

(0%) 

0 

(0%) 

9 

(8%) 

15 

(38%) 

24 

(100%) 

 

As shown in Table 16 above, this study had 73 respondents who had either reached 

Grade 7 or were below this grade. Of these traders, 77% used the television as a source 

of information, 75% used the radio, 27% used newspapers, and 23% used traders’ 

associations and micro financing organizations as sources of information. 

Out of the traders who had reached Grade 9, 79% used the television as a source of 

information, 75% used the radio, 54% used newspapers, 39% used traders’  
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associations/micro financing institutions, 14% used non-governmental organizations, 

five percent used magazines and one percent used the Internet as a source of 

information. 

The study also revealed that 115 traders had reached Grade 12. Of these, 100% used the 

television as a source of information, 92% used newspapers, 77% used the radio, 48% 

used the Internet, 46% used traders’ associations/micro financing institutions, 22% used 

magazines, 13% used non-governmental organizations, 12% used libraries, and eight 

percent used the Export Board of Zambia as a source of information. 

In this study, 42 respondents had attained tertiary education. Of these, 100% used the 

television, 98% used the radio, 98% used newspapers as sources of information, 79% 

used non-governmental organizations, 74% used libraries, 57% used magazines, 38% 

used the Export Board of Zambia, and five percent used traders’ associations/micro 

financing institutions as sources of information. 
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Table 17: Type of business versus farmers as a source of information 

 

 

Type of traders 

 

Use of the library 

 

 

Total 

Yes  No  

Marketeers  79 

(50%) 

78  

(50%) 

157  

(100%) 

Shop owner traders 39  

(20%) 

161  

(81%) 

246 

(100%) 

Restaurant traders 18  

(78%) 

5 

(22%) 

23 

(100%) 

Clothes and/or shoe traders 0 

(0%) 

20  

(100%) 

20 

(100%) 

Total  136  

(34%) 

264  

(66%) 

400 

(100%) 

 

When asked whether certain types of traders used farmers as a source of information, 

78% of the restaurant traders stated that they did, as well as 50% of the marketeers, and 

20% of the shop owner traders (see Table 17). 
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Table 18: People consulted when seeking information 

 

Kind of people consulted Frequency Percent 

Colleagues  327 81.8 

Suppliers 323 80.8 

Knowledgeable person in 

the field 

288 72 

Farmers  136 34.0 

Employers 65 16.3 

Library staff 17 4.3 

Supervisors  7 1.8 

Other people consulted 89 22.3 

 

Respondents were asked to state what kind of people they consulted when seeking 

information. Multiple responses were given and results were tabulated in Table 18 as 

shown above. Colleagues were ranked as the commonest group of people that were 

consulted by traders when seeking information. This represented 82% of the 

respondents. These were followed by suppliers also represented by 81% of the 

respondents. The third in ranking were knowledgeable people in trading representing 

72%. In addition, 34% of the respondents indicated that farmers were a source of 

information, 16% said employers were used as a source of information, four percent 

stated that library staff were used to source information, and two percent indicated 

supervisors as a source of information. The study further revealed that 22% of the 

traders stated that other people not specified in the questionnaire were consulted. This 

included mostly market masters and friends. 
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Table 19: Institutions consulted when seeking information 

 

Institution consulted Frequency Percent 

Lusaka City Council 209 52.3 

Ministry of  Commerce,  

Trade and Industry 

68 17.0 

Ministry of Home Affairs 7 1.8 

Ministry of Finance and 

National Planning 

6 1.5 

Others  180 45.0 

 

When asked what institutions traders consulted when seeking information, 52% stated 

that they consulted the Lusaka City Council, 45% indicated that they had other sources. 

These other sources included the Citizenship Economic Empowerment Commission, 

banks, and the Zambia Revenue Authority. Other responses included 17% of the traders 

who consulted the Ministry of Commerce, Trade and Industry, two percent who 

indicated Ministry of Home Affairs, and similarly two percent stated that Ministry of 

Finance and National Planning were sources of information. The results are illustrated 

Table 19 above. 
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Table 20: Uses of information 

Use of information Frequency Percent 

Identifying suppliers 346 86.5 

Identifying customers 331 82.8 

Banking services 293 73.3 

Pricing purposes 291 72.8 

Sourcing loans/funding 248 62.0 

Identifying competitors 246 61.5 

Marketing purposes 214 53.5 

Identifying where to sell goods 203 50.8 

Licenses  178 44.5 

Immigration purposes 134 33.5 

Entertainment  90 22.5 

Customs purposes 89 22.3 

Insurance services 13 3.3 

Other uses 66 16.5 

 

  NB: Multiple responses were given above 

Traders were asked to state the uses of information that they sought. The study revealed 

that 87% of the respondents stated that information was used to identify suppliers. This 

was followed by 83% of the traders who stated that information was mainly used for 

identifying customers. The study also revealed that 73% of respondents used 

information for banking purposes, 73% of the traders used information for pricing 

purposes, 62% used it for identifying competitors, 62% for sourcing loans, 54% used 

information for marketing purposes, 51% of the respondents used information for 

identifying where to sell goods, 45% used information to obtain licenses, 34% stated 
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that information was used for immigration purposes, 23% used information for 

entertainment purposes, 22% indicated that information was used for customs purposes, 

and three percent  used it for insurance purposes. About 17% of the respondents stated 

that they used information for various other things such as broadening their knowledge 

on trade, fight injustices, and live healthy lives (see Table 20). 

The study also revealed that regardless of the type of trader, some uses of information 

were common. These included uses of information for identifying suppliers, for 

identifying customers, for pricing purposes, and for identifying competitors. The major 

differences were that most shop owner traders in addition to the above used information 

for banking services, for marketing purposes, for licenses, and for immigration and 

customs purposes. This alluded to the fact that shop owners and restaurant traders 

needed licenses to operate their shops which was not a requirement for marketers. In 

addition, most shop traders needed information related to banking services as most of 

them kept their money in the banks.  

 

Table 21: Access of information 

 

Channel of communication Frequency Percent 

By telephone/mobile phone 376 94.0 

Through verbal 

conversations 

361 90.3 

By reading 328 82.0 

Other means of accessing 

information 

3 0.8 

 

In terms of access of information, the study revealed that 94% of the traders used the 

mobile phone to access information, 90% indicated that they used verbal conversations 

to access information while 82% of the traders stated that they accessed information by 

reading. Almost all traders with a representation of 94% stated that they used the 
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telephone or mobile phone to access much of the information needed (refer to Table 

21).  

 

4.5 Challenges faced by traders when seeking  

          information 

 

Table 22: Problems encountered when looking for information 

 

Challenge faced 

 

Frequency Percent 

Lack of time 304 76 

Unwillingness by colleagues to share accurate 

information 

302 75.5 

Not knowing where to access information 280 70 

Corruption  222 55.5 

Language barrier 198 49.5 

Cost of Internet charges  43 10.8 

Lack of skill in information search 8 2 

 

Traders were asked to state the problems they encountered when looking for 

information. As shown in Table 22 above, the study revealed that 76% of the 

respondents indicated that they did not have adequate time to seek information. This 

was attributed to the fact that traders were usually selling six to seven days a week. In 

addition most of these female traders had family commitments and rarely found enough 

time to look for information. The study further revealed that 76% of the respondents 

stated that another problem experienced when looking for information was the 

unwillingness to share accurate information by fellow traders. Most respondents 

explained that fellow traders were not willing to disclose certain information such as 
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the source of their goods. The study further revealed that 70% had problems knowing 

where to get information from. In addition, 56% of the respondents were of the view 

that corruption was a hindrance in accessing information. One trader, a secondary 

school teacher by profession, stated that: 

“To get accurate information on the sourcing of loans, you must know someone 

or worse still pay somebody to get the actual loan”.  

The study also revealed that 50% found language to be a barrier when accessing 

information because most information was in English and some traders were not very 

competent in the language most especially those traders who did not reach Grade 7. The 

study further revealed that 11% of the traders indicated that the cost of Internet charges 

was hindering them from accessing information using the Internet. Two percent stated 

that they had no skill in looking for information. 
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Table 23: Suggestions to overcome problems when seeking information 

 

Suggestion 

 

Frequency Percent 

Empowering market masters/managers 98 24.5 

Further education 82 20.5 

Control of prices 73 18.3 

Lessons in English 70 17.5 

Sensitization of associations assisting 

traders 

64 16 

Sensitization of where to access 

information 

64 16 

Regular visitations by associations  

helping traders 

43 10.8 

Cheaper internet charges 23 5.8 

Encourage sharing of information  

amongst traders 

18 4.5 

Employ other traders 13 3.3 

Training in business management 8 2 

Televisions and radios in shops 5 1.3 

 

Traders were asked in an open ended question to state what they thought should be 

done to overcome problems that they encountered when seeking information. The 

results are illustrated in Table 23 above.  
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The study revealed that 25% of the respondents suggested that market masters should 

be empowered with a lot of information especially concerning organizations that were 

involved in assisting traders.  

In addition, 21% of the traders stated that furthering their  education was another way 

of overcoming the problems experienced when seeking information. 

The study further revealed that 18% of traders suggested that having uniform prices for 

similar products would reduce problems of always trying to find out what other traders 

where charging for their products. Traders indicated that they spent a lot of time trying 

to get information that would help them charge prices slightly lower than their 

competitors and at the same time ensuring that they still made some profit.  

A total of 18% of the traders suggested that having lessons in English would reduce 

problems as they were not able to read and write competently in the language and most 

sources of information required one to either read or understand English. 

Traders indicated that information on organizations that could help them was not 

always readily available. In view of this challenge, 16% of the respondents suggested 

that regular sensitization of traders on organizations that were available to assist them 

in various ways, most especially on funding, would help them to easily access relevant 

information. Similarly 16% of the respondents suggested that sensitizing them on 

where to access information needed to conduct their businesses effectively would help 

them spend less time in accessing information. In addition, 11% of the traders 

suggested that if representatives from organizations that were able to help them could 

pay regular visits to trading areas and meet with traders, they would not only save time 

in accessing information but also access accurate and first hand information about these 

organizations. 

In terms of problems in accessing information using the Internet, six percent of the 

traders suggested that having cheaper Internet charges especially within the trading 

areas was one way of helping them to access information more conveniently.  

With regards to traders being unwilling to share information with fellow traders, five 

percent of the respondents suggested that traders should be encouraged to share 

information as information shared would benefit them all. 
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Three percent of the respondents indicated that if there were other employees most 

especially in shops, they would have adequate time to look for information. They 

therefore suggested that employing more than one trader in a shop would greatly 

benefit them. 

Traders also indicated that they lacked training on how they could manage their 

businesses. Two percent of the respondents suggested that training them in business 

management would help them run their businesses much more effectively.  

Traders also explained that since they worked usually seven days a week; morning till 

evening, they were not able to access information as they would want to. One percent 

of the traders suggested that having a television and a radio in a shop would help them 

access information from these media as they would do so while conducting their 

businesses. 

 

4.6 Conclusion 

This chapter presented the findings of the research as analysed from all the 

administered questionnaires. The findings revealed that most female traders needed 

information related to the sourcing of goods, identifying good suppliers, information 

needed to satisfy customers and among others information related to the pricing of 

goods. In terms of sources of information, the study revealed that televisions, radios, 

meetings, newspapers, and associations, among others were the major sources of 

information. Traders obtained most of the information needed for their businesses from 

suppliers, colleagues, and knowledgeable people in the particular field, farmers and 

market masters or managers. In addition, most of this information was obtained using 

mobile phones, through verbal conversations, and by reading. Lastly, the study revealed 

that challenges traders faced when seeking information included lack of adequate time 

to look for information, unwillingness by fellow traders to share information accurately, 

not knowing where to access information, failing to access information because of 

corruption, and language barrier since some of them could not read and/or understand 

English competently. 
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CHAPTER 5 

The Interpretation and discussion 

of the research findings 
 

5.1 Introduction 

This chapter discusses the findings of the study on the information needs and 

information seeking behaviour of female traders in Lusaka, Zambia.  

The study sought to answer the following questions: 

a) What were the information needs of female traders? 

b) What were the sources of information for female traders? 

c) How did female traders seek information? 

d) What challenges did female traders face when looking for information? 

The chapter is divided into five sections namely: information needs, sources of 

information, information seeking behaviour of traders, challenges faced by traders in 

looking for information and suggestions to overcome these challenges. 

 

5.2 Information needs of traders 

Trade information is an integral part of trade promotion (Musana and Huttemann, 

1988). Accurate and pertinent information becomes an essential tool to the success of 

any business. It is therefore imperative that information needs of traders are met so as to 

ensure the smooth running of their businesses. Information is the key to any business or 

trade. Without information, traders would not be able to make sound decisions thereby 

negatively affecting their businesses. Traders rely on information to determine their 

prices, identify sources of supply and goods, to determine what goods to deal in, etc. 
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5.2.1 Suppliers and sources of goods  

According to the findings in sub-section 4.4 of Chapter 4, the results of this study 

showed that 78% of the respondents needed information that would help them in the 

sourcing of goods and 75% needed information related to suppliers. Goods are the most 

important component of trade and it is important that traders know where and how to 

source them. Chiware and Dick (2008) in their study of information needs and 

information seeking patterns of Small, Medium and Micro Enterprises in Namibia 

found similar findings when their study revealed that traders needed information to 

establish the appropriate sources of goods. Similar findings were revealed in a study by 

Banda, Mutula, and Grand (2004) and Chomba et al (2002) who also revealed in their 

studies that traders needed information related to sources of goods in order for them to 

conduct their businesses effectively. 

It is important that traders have adequate and reliable information on sources of goods 

so that they can easily obtain them as need arises. 

5.2.2 Customers / Clients  

This study revealed that 66% of the traders needed information to help them identify 

both the actual and potential customers (Table 11).These findings confirm earlier 

findings by Roomi and Harrison (2008) who after conducting a survey to investigate 

the needs and preferences for training of women SMEs found that they needed 

information related to customer care, customer relationship management and customer 

negotiation skills. 

Similarly, Chiware and Dick (2008) also revealed in their earlier study on information 

needs that entrepreneurs needed information that would help them convince customers 

to buy goods from them. 

5.2.3 Information related to pricing of goods and services 

 The results of this study as indicated in sub-section 4.4 of Chapter 4 indicated that 52% 

of the traders needed information related to the pricing of goods they traded in. This 

shows that traders took into consideration a lot of factors before determining the prices 

of goods. These included mostly the cost of ordering the goods, transport, damages and 

profit. These results hence confirm the findings of the earlier research by Roomi and 

Harrison (2008) which revealed that information on the pricing of goods was important 

in the selling of goods. The results also agree with other researchers’ findings that 
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looked at information needs of traders, such as the study by Chomba et al (2002) who 

revealed that the important information traders needed to carry out their businesses 

effectively was related to the prevailing prices. 

Some traders indicated that when they had adequate information on how much money 

their fellow traders charged for similar goods, they charged slightly less to encourage 

more customers to buy from them. One trader stated that: 

“It is better to make little profit by charging less than not sell anything at all”. 

Traders explained that the biggest hindrance to their profit making was too many 

unregistered traders who sold their goods from undesignated areas because they did not 

pay any charges to any authorities thereby disadvantaging the ones who used legal 

designated areas and markets since they had to pay market fees. Marketeers usually 

paid their levies on a daily basis while shop owner traders and restaurant traders usually 

paid monthly. Traders therefore were of the view that if they had adequate information 

on what other traders charged, as well as the costs incurred in obtaining the goods, they 

would easily fix prices in such a way that they did not charge customers too much and 

at the same time make some profits. 

Traders also needed information on pricing in order to compete favourably with other 

traders. They needed information on pricing so that they could avoid over pricing or 

under pricing their goods and services.  

5.2.4 Sourcing of funds 

This study revealed that traders needed information that would help them access funds 

or loans that would in turn help them in their businesses. As illustrated in Table 11 of 

Chapter 4, 50% of the traders in this study needed information related to the accessing 

of funds. Similar findings were revealed by Chiware and Dick (2008) who conducted a 

research earlier and found that information needs related to finances was the most 

important type of information needed by SMMEs. This also confirms the findings by 

Banda, Mutula and Grand (2004) who in their earlier study revealed that traders needed 

information on credit facilities to help them run their businesses effectively. 

Funds are very crucial in any business. One trader stated that: 

“Business starts with money. No money no business”.  
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Traders in this study were of the view that one of the ways of expanding their 

businesses was by accessing adequate funds from supporting agencies so that they 

could have a variety of goods which would in turn give them more sales. 

5.2.5 Banking 

This study revealed that 16% of the respondents needed information related to banking. 

A lot of shop owners and restaurant owners reported that they had bank accounts. 

While only a few marketeers indicated that they had bank accounts. Most of the 

marketeers felt that it was not worth having a bank account as they spent the money 

they made each day almost immediately. However, one trader who indicated that she 

needed information related to banking had this to say: 

“Money is difficult to keep. Even if I make little money, I bank it the same day. 

After all there is a bank within the market”. 

Traders also have other benefits when they have bank accounts. One trader who has 

benefited from having a bank account explained that: 

“I have no problem accessing funds because I have a record of how much I 

make. That’s  why I easily get loans from the bank and the Citizenship 

Economic Empowerment Commission (CEEC)”. 

5.2.6 Information related to competitors 

This study revealed that 62% of the traders needed information to identify their 

competitors (Table 20). These were traders who were selling similar goods. 

Competition was reported as one of the major problems that traders faced in their 

businesses. Some of these competitors traded within the designated markets while 

others traded from the streets. Traders in this study needed information concerning their 

competitors so that if they traded in non-designated areas like streets, they would report 

them to the relevant authorities since they did not remit any fees to the council. Traders 

also needed information on other competitors even when they operated from designated 

areas so that they would obtain information relating to pricing. This would in turn help 

them when determining their prices of goods and services as explained in 5.2.3.  
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5.2.7 Management Skills 

The ability to manage a business needs special skills especially considering that for a 

business to succeed, it will require other stakeholders such as suppliers and customers. 

Park and Bae (2004) explain that “management ability” is one of the most influential 

factors in ensuring the successful growth of new ventures. This, the duo further observe 

can be achieved through experience or training, both while conducting the work or in a 

classroom set up. 

This study revealed that traders needed information on how to manage their businesses. 

This also included accounting skills. These findings are in agreement with the findings 

by Chiware and Dick (2008) who in their study found that SMMEs needed to be trained 

in the appropriate skills for them to conduct their businesses effectively. Banda, Mutula 

and Grand (2004) also in their study found that traders needed information on business 

management skills in order for them to run their businesses effectively. In addition to 

these similar findings, Roomi and Harrison (2008) revealed in their study that 

entrepreneurs needed information on customer management relationship, and 

negotiation skills. 

Lack of access to training and advisory services is one of the factors leading to under 

performance for most women entrepreneurs (Brush and Hisrich, 1999). 

5.2.8 Immigration and Customs 

This study revealed that five percent and two percent needed information related to 

immigration and customs respectively. Although the response was low on these two 

information needs, these are very cardinal especially to traders who purchase goods 

from outside the country. It would benefit the traders a lot if they had all the relevant 

information on immigration requirements as well as what goods are subject to custom 

duty and which ones are not. This is important because ultimately it will have a bearing 

on the prices that have to be fixed on the goods and services.  

The response was low in this study probably because most of the respondents were not 

engaged in importing and exporting of goods and services. 

 



54 

 

5.3 Sources of information 

Entrepreneurs and traders rely on various sources of information. Most traders decide to 

use certain sources because of the kind of information they expect to find there. The 

different needs that traders may have and the various problems they experience may 

require them to use certain sources of information. 

This study revealed that the television, radio, and newspapers were the most commonly 

used sources of information by most of the female traders. The television and the radio 

were mostly used by all traders regardless of the educational levels that they had. 

Newspapers were used by most traders who had gone beyond Grade 7 level. This is 

because for traders to understand what is written in newspapers, they need to be able to 

read and understand English as this is the language in which most newspapers in 

Zambia are written. 

Among the tools that are used to access information are some Information and 

Communication Technologies (ICTs) such as television sets, radios, phones, and 

computers. These, as Miyanda (2010) observes, play a vital role in bringing about 

change in society. This also includes the lives of traders. 

5.3.1 Television 

This study revealed that 87% of the traders used the television as a source of 

information. These findings agreed with the earlier research that was done by Okello-

Obura et al (2008) which revealed that television stations were used as a source of 

information by entrepreneurs in Uganda. 

Most households in Zambia whether in urban or rural areas own a television set. This is 

evident from Table 12 in Chapter 4 which shows that 87% of the traders in Zambia use 

the television as one of the major sources of information. When use of the television as 

a source of information for traders was cross tabulated with educational background, it 

was evident that all traders regardless of the level of education used it as a source of 

information. As shown in Table 16, 77% of traders who had a Grade 7 qualification and 

below used the television, 79% of the traders who had reached Grade 9 used it, and all 

traders who had reached Grade 12 and those who had tertiary education used it as a 

source of information. Most news segments on almost all televisions stations in Zambia 

have a business component. In addition, the Zambia National Broadcasting Corporation 

broadcasts news in the major languages of the country apart from the official language 
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used, English. These local languages include Nyanja, Lozi, Tonga, Kaonde, Bemba, 

Luvale, and Lunda. The television therefore plays a major role in informing traders on 

various issues concerning business and trade. 

Zambia has nine television broadcast stations (Republic of Zambia information: 

Zambia facts, 2011). The widest in coverage is the Zambia National Broadcasting 

Corporation (ZNBC) which is a public national broadcasting station. Other common 

private television stations include Muvi and Mobi Television stations. All these stations 

broadcast business news and business programs. 

5.3.2 Radio 

This study revealed as shown in Table 12 that 78% of the traders in Zambia used the 

radio as one of the sources of information that they needed to carry out their businesses 

effectively. These findings were similar to those of an earlier study by Okello-Obura et 

al (2008) whose research found that radio stations were the most used source of 

information by entrepreneurs. In addition, Banda, Mutula and Grand (2004) as well as 

Chomba et al (2002) also revealed in their studies that traders used the radio as one of 

the major sources of information that they needed to run their businesses effectively. 

When use of the radio was cross tabulated with educational qualification, the findings 

of this study revealed as evident in Table 16 that over 75% of traders in each 

educational level used it as a source of information. It can therefore be said that 

educational level does not have an effect on the use of the radio by traders as a source 

of information. 

There are 28 radio broadcast stations that traders in Zambia are able to utilize (Republic 

of Zambia information: Zambia facts, 2011). Traders in Lusaka have access among 

other stations to the Zambia National Broadcasting Corporation, Radio Phoenix, 5FM, 

Sky FM and Hot FM. ZNBC has various stations namely Radio 1, Radio 2 and Radio 4. 

Radio 1 broadcasts programs in the local Zambian languages thereby making it possible 

for traders to utilize the service even when they are not able to understand English 

which is commonly used on the other stations. Some traders especially the shop owner-

traders have radios in their shops thereby making it convenient to access information 

even as they conduct their businesses on a daily basis. 
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5.3.3 Newspapers 

One of the widely used sources of information by traders in Zambia is the newspaper. 

This is because newspapers are inexpensive as one newspaper can be used by several 

traders. In addition most newspapers have a section for business news which may have 

a positive impact on trade in the country. 

Zambia has 14 registered newspapers (Republic of Zambia information: Zambia facts, 

2011). Traders can use most of these to get different kinds of information that can help 

them in their businesses. 

Unlike the television and radio which do not necessarily keep a record of the 

information, newspapers can be read even days after being purchased. Most established 

institutions such as libraries purchase newspapers on a daily basis and members are 

able to read them when needed. 

This study revealed that 65% of the traders used newspapers as sources of information 

for their businesses.  These findings were in agreement with the findings of earlier 

research by Okello-Obura et al (2008) and Banda, Mutula and Grand (2004), who also 

in their study found that entrepreneurs and traders used newspapers as a source of 

information.  

In terms of comparison, the television and radio tended to have been used more than 

newspapers in Zambia mainly because traders must be able to read in English for them 

to understand what is written in the newspapers since most of them are written in 

English. When cross tabulated with level of education, the use of newspapers in Zambia 

showed a different trend. The study showed that only 27% of traders who had a Grade 7 

qualification and below used the newspapers, 54% of the traders who had reached 

Grade 9 used them, 92% of the traders who had reached Grade 12 used them, and 98% 

of the traders who had attained tertiary education used them. This study therefore 

revealed that the more educated the traders were, the more they used the newspapers 

and the less educated, the less they used the newspapers. This as earlier alluded to could 

be due to the fact that for traders to be able to use newspapers as sources of 

information, they should be able to read in English. One trader who had not been to 

school but used newspapers as a source of information stated that (translated from 

Chinyanja into English): 
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“My husband brings newspapers from his place of work once in a while and my 

daughter who is in Grade 9 narrates to me the interesting stories”. 

Some traders despite having low levels of education are able to utilize information from 

such sources as newspapers with the help of family members or friends who are able to 

read. 

5.3.4 Traders’ Associations 

As observed by Kaye (1995), trade and development associations are one of the formal 

internal sources of information legally regularized to help traders. According to this 

study, 35% of the traders in Lusaka use associations as a source of information. As 

shown in sub-section 4.4 of Chapter 4, traders mostly used five different 

associations/micro finance organizations as sources of information. These included the 

Foundation International for Community Assistance (FINCA) which was used by 71% 

of the traders, the Zambia National Marketers Cooperative Association, used by 34% of 

the traders, Chipani Association, used by 10% of the traders, Cross Border Traders 

Association (CBTA), used by 10% of the traders, and Pulse Financial Services Limited 

accounting for seven percent.  The kind of information that traders obtained from these 

associations was in relation to source of funds and/ or loans. FINCA, which was the 

mostly used association as a source of information currently has about 12,693 clients in 

Zambia and 76% of these clients are females (FINCA, 2011). 

When cross tabulated with educational level, this study revealed that traders who had 

acquired vocational education used associations the least (five percent only) as shown 

in Table 16 from Chapter 4. One trader who did not use associations had this to say: 

“I go straight to banks and compare interest rates than rely on associations to get 

loans. Associations usually charge higher interest rates”. 

It was evident from this study that the more educated the traders were, the more they 

were able to obtain information from various institutions on their own without relying 

heavily on associations. 

5.3.5  The Internet 

The Internet was found to be one of the sources of information used by traders. The 

findings of this study revealed that 24% of the respondents used the Internet. Similar 

findings were revealed by a study earlier conducted by Okello-Obura et al (2008) and 
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Chomba et al (2002) who found that entrepreneurs and traders used the Internet as a 

source of information. When cross tabulated with educational qualifications, it was 

evident as in Table 16 that the higher the level of education, the more the respondents 

used the Internet.  

Low usage of the Internet in this study could be attributed to the fact that most 

traders have not appreciated the benefits of the Internet. In addition, most female 

traders do not have the skill to use this service. In addition, Bwalya (2010) reports 

that the majority of Zambians are not connected to the Internet. Currently, Zambia is 

estimated to have 16, 464 Internet subscribers and 700,000 Internet users, which 

account for only six percent of the Zambian population (International 

Telecommunication Union, 2009). The Internet in Zambia is still too expensive for 

many people. This is partly due to the fact that computers and other accessories 

needed to connect to the Internet are still not affordable.  

According to the Communications Authority of Zambia (2009), Zambia has 19 

registered Internet Service Providers. The most common ones include ZAMTEL, 

ZAMNET, MTN Zambia, Airtel Zambia, Coppernet Solutions, Microlink 

Technologies, UUNET Zambia and Africonnect. Bwalya (2010) however reported 

that Internet Service Providers such as Airtel Zambia, MTN, and ZAMTEL, provide 

Internet to Zambians through the use of General Packet Radio Services (GPRS) and 

Enhanced Data rates for Global Evolution (EDGE) technologies. This is because 

these three companies are also major players in the mobile phone industry in Zambia. 

They therefore use their mobile phone technologies to provide Internet services to 

Zambians. This is really a convergence of technologies.  

The Internet can be a very important source of information for traders if they have the 

ability and skill to use it. Interestingly most traders in this study did not use it for 

business purposes but used it mainly for entertainment, news on social issues and for 

mere communication with friends and relatives using face book. This is evident in 

Table 14 from Chapter 4 which shows that of all the traders who used the Internet, 77% 

used the Internet for entertainment purposes, 59% used the Internet to obtain news, 

31% used the Internet to communicate with clients, 22% used the Internet to purchase 

goods, 14% used the Internet for general research, 12% used the Internet for health 

information, seven percent used the Internet to communicate with business partners, 
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and 32% used the Internet for other reasons other than the ones stated above. Most of 

these traders who used the Internet for other reasons stated that they used it to chat with 

friends, family members and colleagues on social issues and not business related. 

As evident in this study, most traders who used the Internet used it mostly for purposes 

other than business. This could be because most traders have not appreciated what role 

the Internet could play in their businesses. Some traders actually stated that they did not 

know that the Internet could also provide information that could improve their 

businesses. Social media can play a bigger role in connecting people for purposes of 

business and social change. Facebook, which some traders used, can as a social 

network be used for making valuable connections (Social media is cool, but it is also 

valuable, 2011). 

The Internet, if adequately used can play a very important role in business. Traders 

would be able to determine the prices of a lot of commodities without necessarily 

having to physically go to the suppliers. It can also be used to determine other sources 

of goods which traders are not even aware of. 

Flores (2010) attributed low levels of usage by entrepreneurs to limited capacities for e-

communication. He argues that if e-commerce were fully tapped, it would be an 

opportunity for growth especially with Internet usage. The Internet if well used can be 

used to identify cheaper sources of information, appropriate market for goods, and 

communicate with suppliers as well as clients. 

Low level of education in most developing countries, Zambia inclusive has a negative 

effect on the use of the Internet. If traders are not able to read, they will have a problem 

accessing information from the Internet. It is therefore important that all traders have 

basic education so as to enable them utilize such services which will be of great benefit 

to them as individuals and as business persons. 

5.3.6 Non-Governmental Organizations 

As illustrated in Table 12, 20% of the traders indicated that they used Non-

Governmental Organizations as a source of information. These findings concur with 

those of an earlier study done by Banda, Mutula and Grand (2004) who revealed that 

traders used non-governmental organizations as a source of information. When cross 

tabulated with level of education, this study revealed that the more education a trader  
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received, the more they used NGO’s as a source of information. This is evident as 

shown in Table 16 which illustrates that none of the traders with Grade 7 qualifications 

and below used NGO’s, 14% of the respondents with Grade 9 qualification used them, 

13% of those with Grade 12 used NGO’s and 79% of the respondents with vocational 

education used them. 

5.3.7 Libraries 

This study revealed that11% of the traders used the library as a source of information. 

The library was one of the least used sources by most traders in Zambia. Chiware and 

Dick (2008) revealed in their study that SMMEs in Namibia depend on informal 

sources of information despite the existence of a wide range of information services 

such as libraries. Similar findings were revealed in a study by Okello-Obura et al 

(2008) whose research found that eight percent of the entrepreneurs used libraries and 

resource centers as sources of information. Even in this earlier study, the library was 

one of the least used sources. 

One contributing factor that was evident in this study, concerning the low usage of 

libraries by traders was the limited time that traders had to seek information. They 

study as shown in Table 22 showed that 76% of the female traders had little time to 

seek information from places such as libraries. This was actually the most highly rated 

challenge that female traders faced when seeking information. 

Although libraries in Zambia are not fully utilized by most traders as a source of 

information, they have a variety of information that traders can benefit from. In 

addition, most libraries even stock newspapers which many traders can use as source of 

information. When use of the library was cross tabulated with level of education, this 

study showed that none of the traders who had a Grade 9 qualification and below used 

the library as a source of information. Only 12% of the traders who had reached Grade 

12 used the library and 31% of the respondents who had vocational education used 

them. 
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5.3.8 Meetings, Agricultural and Commercial Shows, and Trade Fairs  

This study went further to establish whether Meetings, Agricultural and Commercial 

Shows, and Trade Fairs were used by traders as sources of information. Meetings were 

used as a source of information by 68% of the traders and 85% of these traders who 

used them found them either useful or very useful. Meetings are cardinal as a lot of 

information is shared when various traders come together to discuss various issues 

affecting their businesses. Agricultural and Commercial Shows were used by 17% of 

the respondents and only two percent had used Trade Fairs as sources of information. 

Agricultural and commercial Shows are held annually in Lusaka, Zambia where as The 

Trade Fair is held annually in Ndola town of the Copperbelt Province in Zambia. This 

study only took into consideration traders from Lusaka and only few traders benefited 

from Trade Fairs since they were held outside Lusaka town. 

 

5.4 Information seeking behaviour 

Traders in Zambia behave in different ways when seeking information. They contact 

different people in a quest to obtain the kind of information that they need. According 

to the findings of this study, traders consulted various people to seek information they 

needed. The study revealed that 82% of the traders consulted colleagues, 81% consulted 

suppliers, 72% consulted people who had knowledge about trading, 34% consulted 

farmers, 16% consulted employers, four percent consulted library staff, and 22% 

consulted other people that included market masters and friends. Banda, Mutula, and 

Grand (2004) had similar findings in that their study revealed that 47% of their 

respondents indicated that they obtained information from business colleagues and 

friends. These as Kaye (1995) observes, will provide information sources of 

information that are cardinal in business. Most traders find them convenient because 

people such as colleagues, people with knowledge in trade, and friends are easily 

accessed since in most cases they may be found in the same trading area. 

Traders in this study obtained information from both formal and informal sources. Kaye 

(1995) observes that both formal and informal sources of information help in the 

provision of information to individual business people. He further goes on to state that 

informal sources of information include business colleagues, superiors and 

subordinates, and external professionals. Kaye (1995) further argues that formal sources 
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may be regarded as those that are constituted in some regularized or legal manner in 

relation to the user. For a business to be successful, both types of sources of 

information are cardinal (Riaga, 1994).  

This study revealed that most traders relied a lot on informal sources of information by 

seeking information from colleagues, suppliers and people knowledgeable in trade. 

This is because most of these colleagues operated from the same trading areas and were 

thus easy to access. Traders also interacted closely with suppliers and were able to get 

information from them. 

People will usually seek the kind of information sources that they can easily access and 

the ones that they know personally regardless of the quality of information they may 

contain. However, Moore (2002) argues that users will always consult the sources of 

information that they value. He believes that personal discussions and conversations 

with traders, friends, and relatives are considered a reliable source because of the ability 

to verify facts there and then. 

It is very important to understand where this information comes from so that these 

traders can be assisted in ensuring that these sources are readily available and in a 

format that they can easily understand. 

This study went on further to establish what other institutions traders consulted when 

seeking information rather than people. The findings as shown in chapter 4, Table 19 

revealed that 52% of the female traders consulted the Lusaka City Council for some 

information, 20% consulted government ministries which included Commerce, Trade 

and Industry, Home Affairs and Finance and National Planning. In addition, the study 

revealed that 45% indicated other sources, and when responses were compiled, these 

institutions included Banks, the Citizenship Economic Empowerment Commission, 

Zambia Revenue Authority, and COMESA secretariat. The findings that traders 

consulted Lusaka City Council are similar with Banda, Mutula, and Grand’s (2004) 

who found that 10% of the small scale traders at Chisokone Market in Kitwe, Zambia 

consulted the Kitwe City Council. The difference is that most Lusaka traders used the 

information from the council as evident by the 52% representation of the traders. 

Okello-Obura et al (2008) had similar findings regarding the use of institutions 

consulted when seeking information. Their study revealed that 64% of the respondents 
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consulted the Uganda Revenue Authority. This study revealed that 45% of the traders 

consulted the Zambia Revenue Authority, Banks, and the Citizenship Economic 

Empowerment Commission. In addition, they further revealed in their study that 40% 

of the respondents consulted the Uganda Chamber of Commerce and Industry whilst 

this study indicated that 68% of the respondents consulted the Ministry of Commerce, 

Trade and Industry. Other institutions consulted by respondents in both studies included 

the Ministries of Finance and National Planning. 

Chomba et al (2002) earlier conducted a user needs assessment on improving the 

transfer and use of agricultural market information in Zambia among trader and 

farmers. Their study like this one revealed that information was obtained from fellow 

traders, relatives and friends, usually through informal conversations. Chomba et al 

(2002) in addition, revealed that traders dealing in the same business usually concealed 

information from other traders for fear of increasing the competition on the market. 

These findings confirmed the findings of this study as well.  

Although traders have the right to decide how to seek information, it is important that 

they are sensitised on the existence and availability of various institutions that provide 

information on trade and other areas such as loans, etc. Zambia for instance has several 

institutions and organizations that can help traders with information that could assist 

them conduct their businesses much more effectively. Some of these include the Export 

Board of Zambia (EBZ) which according to the findings of this study was consulted by 

only three percent of the traders. Others include the Ministry of Commerce, Trade and 

Industry which has an entire department specifically established to look into the issues 

of traders in the country. Most female traders when asked were not even aware of such 

departments and organizations.  

 

5.5 Uses of trade information 

Traders seek different kinds of information for various reasons. In most cases they seek 

information which they feel will help them run their businesses much more effectively 

or make their lives better.  
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5.5.1 For identifying suppliers 

This study revealed that 87% of the traders used information for identifying suppliers. 

The goods that traders use in their businesses are very important as these are core in 

their business. It is therefore cardinal that traders acquire adequate and timely 

information that will help them to identify suppliers. This will enable the traders to 

acquire quality and affordable goods as they will be well informed about which 

suppliers have which goods, where to find them and how much their goods are worth. 

Similar findings were revealed in earlier studies by Chiware and Dick (2008), and 

Banda, Mutula and Grand (2004) whose studies revealed that traders used information 

to identify sources of supply. 

5.5.2 For identifying customers/clients 

This study also showed that 83% of the respondents used information for identifying 

customers or clients. Clients are a very important stakeholder in the wok of traders. 

These are the ones who buy the goods that traders sell. It is therefore important that 

traders have adequate information on what kind of people their clients are. This will 

assist traders in ensuring that they know exactly what their clients expect in terms of 

business.  

5.5.3 For accessing banking services 

This research further revealed as shown in Table 20 that 73% of the traders used 

information for banking services. The study revealed that 50% of the traders in this 

study were shop-owner traders. Most shop owner traders, restaurant traders and clothes 

/ shoe traders had bank accounts. Some of the banks were in the same trading area such 

as the Zambia National Commercial Bank, City Market Branch, which is situated 

within the trading area. A few marketeers also stated that they needed information for 

banking services. This information helped them to decide which banks to deal with by 

studying the services they provided. 

5.5.4 For identifying the prices of goods and services 

Coming up with competitive prices for goods is one area that traders need to ensure is 

done very well. Prices usually determine how much profit a trader makes. Traders who 

used information for pricing purposes accounted for 73% of the respondents. Traders 

need to know how much they spend on ordering goods, how much it costs to transport 

the goods and how much they need to charge customers so that they still make some 
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profit. Traders usually look at what other traders charge for similar goods as charging 

too much will get them out of business and charging too little will make them have 

losses. It is therefore important that traders have all the information they need before 

deciding the price of their products. 

5.5.5 For accessing loans/funds 

Access to funds is one of the most critical factors in any business. As shown in Table 

20, 62% of the traders used information to source funds for their businesses. These 

findings agreed with those of Banda, Mutula, and Grand (2004) whose research 

revealed that traders used information to access credit or loan facilities. There are a few 

institutions in Zambia that offer financial assistance to traders, most especially women 

traders. Some of these are banks, micro-finance organizations, government institutions 

and private institutions. Most of them offer these loans and require traders to pay 

interest. It is therefore important that women traders have adequate and reliable 

information on what different institutions have to offer so that they can compare them 

and choose the one that suits them the best. Without adequate and reliable information, 

women traders may be disadvantaged as they would receive loans from any 

organization that they come across. Some of these organizations have very high interest 

rates and most women traders may face problems paying back. In addition, most 

developing countries have limited amount of government and institutional financial 

support for traders (Singh and Belwal, 2008). This includes Zambia as well. Most 

financial institutions in Zambia and other countries as well require some form of 

collateral from traders which in most cases, women traders in Zambia would not have. 

Some institutions also demand for bank statements to see their business record over the 

years. Traders must make sure that they gather all the relevant information for them to 

be able to qualify to access funds from these institutions. 

5.5.6 For identifying competitors 

Traders in this study revealed that they faced a lot of competition for customers from 

their fellow traders. Consequently, most of their fellow traders did not want to disclose 

the sources of their goods for fear that their colleagues would force them out of 

business by using the same source. This study revealed that 62% of the traders used 

information to identify competitors. Traders explained that one of the major obstacles 

they faced in their businesses was too many people selling from so many undesignated 

areas. Traders therefore needed adequate information about all these traders so that 
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corrective measures can be put in place to safeguard their businesses. In some cases, 

traders revealed that they reported traders who operated illegally in undesignated places 

to the relevant authorities. Traders also needed information on how other traders 

dealing in similar goods were conducting their businesses so that they could improve 

theirs as well. 

5.5.7 For marketing purposes 

Marketing of goods by traders is one way of ensuring that people are made aware of 

what goods they have to offer. This study revealed that 53% of the respondents used 

information for marketing purposes. These findings confirmed those of an earlier study 

by Chiware and Dick (2008), and Banda, Mutula and Grand (2004) whose study also 

revealed that traders used information for marketing purposes. Some female traders in 

this study indicated that they had problems marketing their goods because they had no 

skills and in some cases were not able to do so because of the language barrier.  

This study revealed that 51% of the traders used information in order to identify where 

to sell goods. Traders were of the view that certain trading areas were more profitable 

to operate in than others. For instance one trader operating from Mutendere market had 

this to say:  

“Our friends in areas where people have a lot of money like Woodlands, 

Northmead and Kabulonga sell these same goods at three times the price we sell 

but customers still buy”. 

Traders need to have adequate information on the various trading areas. This study 

went further to establish whether these sentiments of pricing were true. One trader 

operating from Northmead market consented and said the reason behind this was the 

higher fees they paid for the stands in these low density areas. If traders have adequate 

information on all these issues, they will make sound decisions on where to sell their 

goods. 

Traders who used information for purposes of obtaining licenses accounted for 45% of 

the respondents. Most traders who used information for this purpose were those who 

were running shops and restaurants as this was a requirement by the local government 

authorities. Other findings that were revealed in relation to use for information included 

34% of the traders who used it for immigration purposes. This involved mostly traders 
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who bought their goods outside the country. They needed adequate information for 

them to be able to process immigration documents when going in and out of different 

countries. The study also revealed that 23% of the traders used information for 

entertainment purposes, 22% used it for customs purposes, and three percent used it for 

insurance purposes. Surprisingly most traders did not see the relevance of insuring their 

goods and buildings. Even restaurant owners did not show any interest in insurance 

issues despite the high risk involved in the business. Some traders attributed this to 

higher premiums charged by most insurance companies in Zambia. 

There is a close relationship between needs and uses of information in that traders seek 

information that they feel will be useful in areas that they need it. Traders also prefer 

certain information which they know will easily be accessed and utilized.  

 

5.6 Access to information 

SMEs and traders need to have access to adequate information to enhance productivity 

and to facilitate market access (Okello-Obura et al, 2008).Access to information refers 

to the ways, means, or methods used to access or acquire the appropriate information 

from the sources that are available. Easy access to useful information is very important 

in information systems. Okello-Obura et al (2008) further argue that these include the 

telephone, e-mails, reading, personal visitations to places where information may be 

stocked such as libraries, listening to radio broadcasts, watching television, etc. 

The study revealed that 94% of the traders used mobile phones to access information, 

90% obtained information through verbal conversations, and 82% accessed information 

through reading. These findings were in agreement with those of Okello-Obura et al 

(2008) whose study revealed that the most commonly used means of access to 

information was the phone. In Zambia, about 4.4 million people own a mobile phone 

(Mobile Communications in Zambia, 2009). The rate at which people in Zambia are 

acquiring mobile phones is increasing at a very fast rate. Between 2004 and 2009, the 

number of people using mobile phones increased from 464,000 to 4.4million (Mobile 

Communications in Zambia, 2009). According to this report, 52% of the people aged 

15 - 29 years own a mobile phone, 61% of the people aged 30 - 44% own a mobile 

phone, 57% of those aged 45 – 59 own a mobile phone and 48% of the people above 60 

years also own a mobile phone. This supports the findings of this study in that the  



68 

 

 

largest category of traders was aged 31 – 40 years and most of them had a mobile 

phone. The market liberalization in the telecommunications and other sectors have 

played a leading role in this, while also helping Zambia to sustain economic growth.  

Since most traders in Zambia own a mobile phone, they find it very easy and 

convenient to access information using it. Traders can even access prices of certain 

products such as maize by simply using the mobile phone Short Message Service 

(SMS). In addition, ranked second in their study was discussion with business 

colleagues or customers at 77%. Okello-Obura et al (2008) further observe that the 

means of access to information is a powerful procedural measure that needs to be 

instituted for quality control in an information system.  

 

5.7 Challenges faced by traders when seeking information 

Female traders in Zambia face various challenges when seeking information. This study 

revealed some of the major challenges that they face. 

5.7.1 Lack of time 

This study revealed that 76% of the respondents stated that one of the major challenges 

they faced when seeking information was lack of time. These findings confirmed those 

of an earlier study by Mordi et al (2010) which revealed that entrepreneurs did not have 

enough time to seek information mainly because of their family responsibilities. 

Several factors contributed to this problem. As shown in Table 2 of Chapter 4, 73% of 

these female traders were married and 22% were widowed.  Most of them had families 

to look after. In most cases traders usually worked six to seven days a week and when 

they were not working, they were usually taking care of their families. They could 

hardly find time to look for information from established institutions such as libraries, 

information centres, information bureaus and the Export Board of Zambia. These 

sources that were outside the market trading areas were the most affected when it came 

to time being a challenge when seeking information. 

5.7.2 Unwillingness by traders to share information 

This study, as shown in Table 22 revealed that 76% of the female respondents indicated 

that one of the major challenges they faced when seeking information was the 
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unwillingness by their fellow traders to disclose certain trading information. Traders 

saw each other as a threat in business. When asked to explain what kind of information 

traders did not want to share, most of them said that it was in relation to the sources of 

goods especially if prices were on the low side. This creates a big problem in 

information sharing because as earlier indicated in Table 18, 82% of the traders rely on 

their fellow colleagues to obtain trading information; they are easy to access because 

they usually trade from the same area and spend hours together. Despite traders not 

being willing to share certain trading information such as cheaper sources for their 

goods, they still shared information amongst each other such as the prices of their 

goods and better storage methods. 

5.7.3 Not knowing where to access information  

Traders in Zambia faced problems in accessing information. The study revealed that 

70% of the respondents had problems accessing information because they did not know 

where to access certain information. These findings agreed with those of Banda, 

Mutula, and Grand (2004) who also revealed that traders had problems accessing 

information. Lusaka, being the capital city of Zambia has various institutions and 

organizations that are established for purposes of helping traders. Most traders are 

aware of their existence and usually depend on what colleagues tell them. Some of 

these are government institutions and some are private. Okello-Obura et al (2008) 

argued that SMEs need to have adequate information to enhance productivity and to 

facilitate market access. In most developing countries, the SME sector suffers from 

inadequacies in the provision of business information that is available only from stand-

alone institutions, is often slow and cumbersome to access, is limited in scope, and is 

not provided in an integrated manner (UNIDO, 2005). 

5.7.4 Corruption 

Corruption was indicated as one of the challenges being faced when seeking 

information by 56% of the female traders. Traders explained that most officers wanted 

to be given money for them to provide certain information especially information 

regarding the securing of loans.  Some of the traders explained that it was either you 

know someone in that institution or offer something for you to get favour or be given a 

loan in good time. Similar findings by Singh and Belwal (2008) were revealed when 

they established in their study that rampant corruption negatively affected the way 

entrepreneurs sought information.  
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5.7.5 Language barrier 

This study revealed that 50% of the traders experienced problems when seeking 

information because of the language barrier. Most sources of information such as 

televisions, radios, newspapers, the Internet, magazines, and books are in English. 

English is the official language in Zambia and a lot of communication and 

correspondence is in English. A good number of traders received minimal education, 

thus disadvantaging them from reading and/or understanding English. As shown in 

Table 3 of Chapter 4, 18% of the female traders were either Grade 7’s or below, and 

43% had gone up to Grade 9. This already accounted for 61% of all respondents. There 

is a relationship between level of education and use of English. Most traders who only 

had primary education or those who had not been to school had problems accessing 

information from sources that required them to read in English. 

5.7.6 Cost of Internet charges 

The Internet was used in this study as a source of information by 24% of the 

respondents. Table 15 of Chapter 4 shows the means of accessing the Internet by 

traders in this study. The study shows that 80% of the traders that used the Internet 

accessed it using mobile phones and 25% accessed the Internet using Internet cafes. 

One of the challenges that traders faced when seeking information was the high internet 

charges by Zambian companies. The three mobile companies in Zambia namely: 

Zambia Telecommunication Company (Zamtel,) Airtel and the Mobile Telephone 

Network (MTN) all provide mobile internet services to their subscribers. In addition, 

there are other Internet Service Providers (ISP) or Internet Access providers (IAP) that 

offer customers’ access to the Internet. These include Iconnect, Zamnet and Coppernet 

Solutions. Various internet cafes use some of these ISP’s and charge clients such as 

traders to access the Internet. 

5.7.7 Lack of skills 

This study revealed that traders faced challenges when seeking information because of 

lack of skills. Similar results were obtained by Mordi et al (2010) whose study revealed 

that entrepreneurs had challenges of not having an opportunity to upgrade their skills. 

This has a negative impact on the way information will be sought by traders. 

Hutchinson, Quinn and Alexander (2006) also found in their study that SMEs faced 

problems accessing information because of lack of skills. Other similar findings were 

those done by Singh and Belwal (2008) and the International Labour Organization 
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(2004). The International Labour Organization went further to state that low levels of 

education negatively impacted on the way entrepreneurs conducted their businesses.  

5.8 Suggestions to overcome problems encountered when 

seeking information 

Traders were asked to make suggestions as to what they thought would help overcome 

the challenges they experienced in seeking information. Several suggestions were put 

forth. 

5.8.1 Lack of time 

As stated earlier, lack of time was ranked the highest challenge being faced by traders 

in seeking information. Traders in this study spent most of their time in the markets and 

when they were not working in the markets, they were taking care of their families. 

This negatively affected the way they sought information from places outside the 

markets such as libraries and information centers. The study revealed that 25% of 

traders in this study were of the view that that market masters and market managers 

who were in charge of running most markets were readily available at markets and 

needed to be empowered with a lot of information so that they could help traders with 

most information needed to conduct their businesses effectively. These traders 

explained that one way of overcoming challenges faced when seeking information was 

by empowering market masters and managers. This would reduce problems of not 

having adequate time to seek information. It would also reduce on problems of 

colleagues giving inaccurate information to others since market masters would be 

objective and impartial. Not knowing where to access information would also no longer 

be a problem as the information would be readily available since it would be accessed 

within the same trading area. If market masters were empowered with information on 

how loans could be accessed, adequate information on associations and organizations 

that help traders in various ways, traders could benefit so much other than going to 

different organizations looking for information.  

5.8.2 Lack of skill 

Lack of skill was seen as a challenge by traders not just when seeking information but 

also in running their businesses effectively. The study also revealed that 21% of the 

traders felt that furthering education would help overcome various problems such as 
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language barrier which 50% of the respondents indicated was one of the challenges 

they encountered when seeking information. Furthering their education up to Grade 9 

and / or above would also help traders in that they would acquire the skill to search for 

information, thereby reducing time taken to access information. In addition, if traders 

who had minimal education were more educated, they would know how to use their 

time efficiently and also know where they could access information. Traders would also 

broaden their sources of information as they would be able to understand information 

from many different sources with less difficulty.  

Training is very important in any job. Traders need to have vocational training in trade 

related courses to enable them carry out their businesses effectively. This study as 

earlier stated revealed that 21% of the respondents suggested furthering their education 

would help them to overcome the challenges they faced when seeking information. In 

addition, two percent felt that having training in business management would also be of 

benefit to them. These findings agree with those of Roomi and Harrison (2008) where 

67% of the respondents felt that upgrading their educational levels and having business 

management training was cardinal in entrepreneurship.  

The study revealed that 18% of the traders suggested that they needed more lessons in 

English to help reduce problems encountered when seeking information. This would 

certainly reduce problems of language barrier and they would easily find out where to 

seek information. Traders would also be in a position to engage themselves in verbal 

conversations in English and easily obtain information without feeling intimidated.   

Furthering education is the key in the lives of many traders in Zambia as this would 

eliminate other barriers such as not knowing where to access information. 

The study also revealed that 18% of the respondents felt that if there were uniform 

prices for similar goods, it would reduce problems of always looking for information to 

change prices so that they find market and at the same time, do not make losses.  

 

5.9 Conclusion 

For any business to be carried out effectively, it relies on the availability of reliable and 

relevant information. It is information that empowers traders to make sound decisions 
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that will build and expand their businesses. It is for this reason that this study was 

conducted to establish the various information needs of traders, the information sources 

they used, how they seek information, and the problems they encountered when seeking 

information.  The study revealed that female traders in Zambia needed information to 

help them source goods, identify suppliers, identify and satisfy customers, determine 

prices of goods, access funds or loans, and to help them access banking facilities. Major 

sources of information that they used included: televisions, radios, newspapers, 

associations, and the Internet. In terms of the information seeking behaviour of traders, 

they consulted colleagues, suppliers, knowledgeable people in the trade, farmers and 

market masters or managers. Seeking information has its own challenges. Traders faced 

various challenges when seeking information such as lack of time, unwillingness by 

their colleagues to share information, not knowing where to access information, 

corruption, and language barrier.  

It was evident from the discussion that one of the major reasons why female traders had 

problems seeking and accessing information was the fact that many of them had no 

formal education and if they had, they rarely went beyond the ninth grade. Some 

women go into trading because they have no formal education and cannot get a formal 

job. When a trader is not able to read and write in English, this will restrict them from 

using certain sources of information such as newspapers, the Internet and any other that 

may require them to read and/or write. It will also disadvantage them when it comes to 

other activities such as banking, writing business proposals, etc. 

In addition, other than having low levels of education, most female traders lack 

awareness of what services are available that can help them in their businesses. If 

information is readily made available to them about government and private institutions 

that can be of service to them, this will have a positive impact on their businesses and 

thereby ensuring economic growth.  

Time management was another important aspect that this study found to have been 

given less attention by most traders. Most female traders, the study revealed, rarely 

used information services outside the trading area. This was because traders dedicated 

most of their time to buying and selling of goods as well as taking care of their families 

when they were not trading. It is important that information is brought closer to them so 
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that they could benefit from the services without having to go far from the trading 

areas. 

This study tackled various issues regarding information and female traders. The study 

not only identified the information needs, sources of information, challenges that 

traders faced when seeking information but also obtained suggestions from the traders 

themselves on how they could overcome the challenges they faced in seeking 

information. In most cases, female traders are not in a position to be heard in terms of 

suggestions they can make. It is through studies like this one that their views and 

suggestions could be taken into consideration by relevant authorities 

It is evident from the statistics in this study that most traders rely a lot on information 

given to them by their colleagues and/or friends. A recent study by the Uganda Bureau 

of Statistics (2005) established that the majority of business enterprises depended on 

“word of mouth”. Most traders do not have meaningful mechanisms for accessing 

relevant information on business resources despite their existence. It is important for 

studies like this one to bring all these facts to light so that the relevant authorities can 

have reliable information on which to base their policies. 

This study specifically chose women traders because women are often marginalized in 

many developing countries. Singh and Belwal (2008) argue that improving the life of 

women implies a significant impact on the lives of their families. When a mother is 

empowered, the whole family benefits. The participation of women in business is 

increasingly being viewed as one of the prime contributors to economic growth (Singh 

and Belwal, 2008). It is important that issues affecting women in business are addressed 

because empowering women through increased participation and income generating 

activities can contribute to stability and a reduction in social problems of a country 

(Ken, 2003). It therefore entails that when women are helped to excel in their 

businesses, they do not just improve their own lives and those of their families, but they 

also contribute to the economic growth of their country. 

 

5.10 Recommendations 

The findings of this study are important because these findings will help planners and 

other relevant authorities to address various issues that affect women traders in Zambia. 
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The study brought issues that needed to be addressed by both the traders themselves 

and the local authorities. These recommendations are as follows: 

1. Information providers must utilize commonly used media such as televisions 

and radios to convey the relevant information needed by traders. This will 

enable traders to have access to trading information within their own homes and 

sometimes within the trading areas. 

2. The women traders should participate more in Trade Fairs and Agricultural and 

Commercial shows as these will expose them to a lot of information that will in 

turn help them manage their businesses much more effectively. Traders will be 

able have information on various sources of goods that they would want to trade 

in. 

3. Traders in Lusaka should, despite time limitations, endeavour to upgrade their 

English language skills. This is one of the major issues that need to be addressed 

if these female traders are to benefit from the many services that are available to 

them. 

4. There is need to sensitize traders on the availability of services that are meant to 

help them in managing their businesses. Relevant local authorities must ensure 

that traders are well informed of the various services in each area. This will help 

traders in making sound decisions efficiently. 

5. Market managers and masters who are in charge of monitoring the day-to-day 

running of the markets must be empowered with all the information they need 

so that they could be in a position to help the traders. This will be of great 

importance as they are the ones on the ground and are always in touch with the 

traders.  

6. The Lusaka City Council, Lusaka Co-operative Society, and other institutions 

responsible for policy making should establish Internet cafes at the designated 

trading areas where traders can access Internet at an affordable fee. This will 

increase the traders’ access to the Internet. 
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7. The Lusaka City Council and other relevant authorities in charge of the markets 

in Lusaka should introduce skill development programmes for traders which can 

even be conducted at the various trading areas.  

8. Institutions, organizations, and associations that are established to help traders 

in the country must play a leading role in ensuring that traders are aware of their 

existence and what services they offer. They can do this by having regular 

meetings with traders at the various designated trading areas. 

9. Traders must be sensitized on the dangers of corruption in society. The relevant 

organizations that are established to fight corruption such as the Anti-

Corruption Commission should educate traders on how to handle cases of 

corruption. 

 

5.11 Recommendation for further study 

The researcher proposes that that a study should be conducted to compare the 

information needs and information seeking behaviour of female traders in the different 

provinces in Zambia. 
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LUSAKA       

 

Dear Respondent, 

I am a postgraduate student pursuing a Master degree in Library and Information 

Science.  The objective of this study is to establish the information needs and 

information seeking behaviour of female traders in Zambia as well as the problems 

faced when seeking this information. 

.  

You are not requested to write down your name on this questionnaire. The responses 

given will be treated with utmost confidentiality and only for purposes of this research.  

 

Thank you for accepting to be a respondent. 

 

 

 

 

Velenasi M. Munsanje 

 

 
 

 

APPENDIX 2: Questionnaire 
 

TOPIC: Information Needs and Information Seeking Behaviour of 

      Female Traders in Zambia 

 

Please tick the appropriate response(s) in the appropriate square brackets given and 

give your views where applicable 

 
Name of trading area e.g. Soweto Market  

................................................................................. 

 

1. Age   

a) Below 10 years old [  ] 
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b) 10-20 years old [  ] 

c) 21-30 years old [  ] 

d) 31-40 years old [  ] 

e) 41-50 years old [  ] 

f) 51-60 years old [  ] 

g) above 60 years old [  ] 

 

2. Marital status        

a) Single  [  ] 

b) Married [  ] 

c) Widowed [  ] 

d) Divorced [  ] 

e) Any other specify.................................................. 

 

3. Highest qualification:         

a) Grade 7 and below [  ] 

b) Grade 9   [  ] 

c) Grade 12   [  ] 

d) College certificate  [  ] 

e) Diploma   [  ] 

f) Any other, specify 

........................................................................... 

 

.......................................................................... 

 

4. Describe your vocational qualification if any e.g. home economics, purchasing 

and supply, marketing , etc 

 

................................................................................................................................ 

 

......... .................................................................................................................... 

 

 

    

5. State the kind of business you deal in. 

a) Shop-owner trader 

b) Marketeer  

c) Restaurant  

d) Clothes and/or shoes 

e) Any other, specify 

.......................................................................................

.......................................................................................

....................................................................................... 

 

6. For how long have you been running this business? 

a) Five years and less  [  ] 

b) Six to ten years  [  ] 

c) Eleven to fifteen years [  ] 
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d) Sixteen to twenty years [  ] 

e) Above twenty years  [  ] 

 

7. Is the business you are running yours? 

a) Yes   [  ] 

b) No    [  ] 

 

 

8. If No, how are you related to the owner of the business? 

a) I am just an employee    [  ] 

b) It’s a family business and  I am an employee [  ] 

c) Others, specify 

.......................................................................... ............ 

.......................................................................................     

 

9. Indicate the major sources of information that you use to conduct your business.  

a) Newspapers      [  ] 

b) Television    [  ] 

c) Radio     [  ] 

d) Magazines    [  ] 

e) Internet    [  ] 

f) Information centres   [  ] 

g) Libraries     [  ] 

h) Associations for traders  [  ] 

i) Information bureaus   [  ] 

j) Export Board of Zambia  [  ] 

k) Non governmental organizations   [  ] 

l) Other places (please specify)............................................. 

............................................................................................

............................................................................................ 

 

10. When faced with an information need, who do you consult?  You may tick as 

many as appropriate: 

a) Colleagues     [  ] 

b) Knowledgeable person in the field  [  ] 

c) Supervisor     [  ] 

d) Employer     [  ] 

e) Library staff     [  ] 

f) Suppliers     [  ] 

g) Farmers      [  ] 

h) Any other (please specify) 

............................................................................................. 

.............................................................................................

.............................................................................................

.............................................................................................
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.............................................................................................

............................................................................................ 

 

11. How do you normally access information? 

a) By reading 

b) By telephone 

c) By verbal conversations 

d) Any other specify......................................................... 

 

12. What government or non governmental institutions or departments do you 

consult when you need information? You may tick as many as appropriate. 

a) Ministry of Commerce, Trade and Industry [  ] 

b) Ministry of Home Affairs    [  ] 

c) Ministry of Finance and National Planning [  ] 

d) City Council     [  ] 

e) Any other specify  

.......................................................................................

.......................................................................................

.......................................................................................

....................................................................................... 

 

 

13. Tick any of the following which you use as sources of information and state 

how useful the information is to your business. 

        

Not useful  Useful   Very 

Useful 

a) Meetings            [  ]     [  ]          [  ] 

b) Trade Fairs           [  ]     [  ]        [  ] 

c) Agricultural and Commercial shows    [  ]     [  ]           [  ] 

 

14. What do you use information for? (Can state more than one answer) 

a) For marketing (advertising)   [  ] 

b) For sourcing funds/loans   [  ] 

c) For banking services    [  ] 

d) For insurance services    [  ] 

e) For identifying clients/customers  [  ] 

f) For identifying suppliers   [  ] 

g) For identifying where to sell products/goods [  ] 

h) For identifying competitors    [  ] 

i) For getting licenses    [  ] 

j) For entertainment    [  ] 

k) For identifying appropriate technology [  ] 

l) For pricing purposes    [  ] 

m) For immigration purposes   [  ] 

n) For customs purposes    [  ] 
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o) Any other (please specify)  

............................................................................................

............................................................................................ 

  

15. What is the most important kind of information needed to run your business? 

................................................................................................................................

................................................................................................................................

................................................................................................................................ 

 

16. If you had ticked Internet as a response in question 9, for what purposes do you 

use it? You may tick as many as appropriate. 

a) Communicate with business partners [  ] 

b) Communicate with clients  [  ] 

c) Research     [  ] 

d) Entertainment (such as sports, etc) [  ] 

e) News     [  ] 

f) Health  information   [  ] 

g) To purchase goods   [  ] 

h) To sell products/services  [  ] 

i) Any other (please specify)  

............................................................................................

............................................................................................ 

............................................................................................

.......................................................................................... 

 

17. Where do you usually access Internet? (Can tick as many as appropriate) 

a) Mobile   [  ] 

b) Internet cafes  [  ] 

c) Any other (please specify) ...............................................  

.........................................................................................                                    

18. If you had ticked Associations for traders in question 9, state the associations 

and the kind of information you get from each one of them. 

  

Association              Kind of information 

..........................................................           ................................................ 

..........................................................           ................................................ 

..........................................................                      ................................................ 

...........................................................          ................................................ 

...........................................................          ................................................ 

...........................................................                     ................................................ 

...........................................................          ............................................... 
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19. List the problems you face when looking for information?  (Give as many as 

you can)     

 

.....................................................................................................................

..................................................................................................................... 

.....................................................................................................................

..................................................................................................................... 

.....................................................................................................................

.....................................................................................................................

.....................................................................................................................

..................................................................................................................... 

 

20. What do you think should be done to overcome the problems you have 

mentioned in question 19?  

................................................................................................................................

................................................................................................................................

................................................................................................................................

................................................................................................................................

................................................................................................................................

................................................................................................................................

.............................................................................................................................. 

 

         THANK YOU FOR ANSWERING THIS QUESTIONNAIRE. 

 


