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This study investigates the information needs and information
seeking behaviours of SME (small and medium-sized enter-
prises) managers in Botswana’s manufacturing industry, us-
ing a self-administered questionnaire. The respondents
were largely male (171 or 79%) while only (45 or 21%) were
female. The key findings of the study indicate that: (1) SME
managers consider customer and competition information to
be the most important types of information to their firms; (2)
SME managers devote a significant amount of time to active
information-seeking and on average spend approximately
five hours per week seeking information; (3) SME managers

spend time seeking customer and competition information;
(4) they use both personal (e.g. customers, business associ-
ates) and impersonal sources (newspapers, broadcast media
and government publications); (5) information source selec-
tion is largely determined by accessibility and ease of use;
and (6) managers use information for making important
decisions and performing their routine activities. Several rec-
ommendations are made for future research in information
behaviour of managers and mainstream user studies. Rep-
lication of this study with a different sample of firms would
be highly useful.

Introduction

Over the past decades or so, strong forces of
change have been reshaping the global business
landscape (Kanter 1991; Bettis & Hitt 1995; Frer-
rier 2001; Song et al. 2002; Hitt et al. 2003). As a
result, today’s business environment is fraught
with uncertainty, diverse global players, rapid
technological change, wide spread price wars and
seemingly endless reorganisation, all of which
exert pressure on the business environment. In
short, the business environment is variable or
volatile. Against this scenario, information has
quickly assumed centre-stage status as an ex-
tremely valuable resource (Drucker 1993; Mintz-
berg 1973). In this vein, information is seen as a
strategic weapon for use by managers to adapt to
the turbulent environment. As the business envi-
ronment becomes more complex and dynamic, it

becomes increasingly vital for top executives to
monitor continuously the external environment
to identify strategic threats and opportunities (EI
Sawy 1985; Milliken 1993).

Through the use of information, top managers of
firms are able to reactively and pro-actively adapt
their organisations to environmental changes in
order to survive and prosper. Furthermore, some
writers suggest a direct link between information
and improved performance. Prusak (reported in
Butcher 1998), in a survey of top Japanese firms,
showed that Japanese managers spent much time
collecting and processing business intelligence.
He described them as having a preoccupation
with the actions of their competitors and suggest-
ed that it was the use of information that helped
them maintain their competitive position. Similar-
ly, Daft et al. (1988) found that Chief Executive Of-
ficers (CEOs) in high performing firms made more
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and better use of information. Effectively, without
information, top managers of firms simply would
not function smoothly and this would lead to cor-
porate decline and failure (Starbuck et al. 1978).
The field of information behaviour, within main-
stream user studies boasts an admirable four-
decade history when it has been a fertile ground
for researchers seeking a better understanding of
the information behaviour of various groups of
users. Since 1963, many empirical studies, includ-
ing notable classics, have been conducted. How-
ever, although the impressive contributions of
these studies are evident, there are two salient
limitations that pervade the extant literature. First,
much of the research on information behaviours
of managers has focused on large firms to the ex-
tent that some critics argue that it suffers from a
malady called “big business syndrome” (Specht
1987, 26). However, small firms are intrinsical-
ly different from their larger firm counterparts
(Welsh and White 1981; Bergeron 2000). Welsh and
White (1981, 34) aptly express this important dis-
tinction in the following way, “smaller firms are
not smaller versions of big businesses.” Therefore
large firms cannot be transferred to smaller firms.
Second, the sparse literature on information be-
haviour research of SME managers is dominated
exclusively by studies that were conducted in de-
veloped nations, such as the United States, the
United Kingdom, Australia, New Zealand, Cana-
da and Norway. To date, very few studies have
been uncovered that focus on a developing
country context. However, considerable relevant
research from related disciplines reveals that the
two contexts differ fundamentally from each other
(Elenkov 1997; Fubara 1985; Mrema 1987). On the
one hand, financial limitations, low educational
levels, highly unstable political and economic en-
vironment, low technology adoption, and poor
infrastructure and training facilities afflict the so-
cial context of a developing country. On the other
hand, the social context of a western industrial-
ised country is characterised by environmental
munificence, that is, resource availability (Dess &
Beard 1984). In brief, it is the opposite of the de-
veloping country. Consequently, the findings of
a study conducted in one geographic and social
context have limited applicability in another con-
text because of the significant differences in the
contexts. Likewise, the information behaviour of
managers in a developing country context should
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not be generalised to a developing country context
or vice versa.

As aresult, we know very little about SME man-
agers’ information needs. The net result of these
limitations is a gap in the empirical literature
that needs to be filled. The objective of this study
therefore is to investigate the information needs
and information seeking behaviours of SME’s
managers in Botswana. An understanding of the
information needs and seeking behaviours of
managers is a crucial pre-condition to the design
of relevant and effective information systems for
this category of users.

Review of literature

Research on the information needs and informa-
tion seeking behaviours of SME managers is part
of a larger and interdisciplinary stream of research
on managers’ information behaviour per se, which
began with the groundbreaking study by Aguilar
(1967), on environmental scanning. However, em-
pirical studies focusing exclusively on small to
medium-sized firms as opposed to large firms
began with the Australian study of Maguire and
Kent (1974). Since then, there have been over
three-dozen studies conducted during the past
three decades or so, to understand the information
behaviours (information needs and information
seeking behaviours) of SME managers.

Dua (1990), studying Chinese SMEs using face-
to-face interviews concluded that some managers
mostly used personal sources of information and
rarely used formal information services. The use
of internal information by SMEs was the subject
of a postal questionnaire and in-depth interviews
study by Olaisen (1991). A key conclusion of the
study was that the phase in which the SME was
in was of utmost interest in so far as external in-
formation was concerned, more so than the actual
size of the company. Orminski (1991), employed
face-to-face interviews in a multi-phased inves-
tigation into the business information needs of
science park companies in Bradford, Warwick and
the South bank London in the UK. A major finding
of this probe was that a clear relationship existed
between a company’s approach to business and its
attitude to and exploitation of information. Com-
panies with more developed business strategies
tended to have a more formalised and systematic
approach to information gathering and use.
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McLachlan (1993), through telephone inter-
views, investigated various aspects associated
with the information needs of small business ex-
ecutives. Results suggested that: (1) business man-
agers relied more on magazines and to a lesser
degree on trade papers as sources of printed infor-
mation while trade shows, suppliers, workshops/
seminars and professional organisations were the
most frequently cited sources of oral information;
(2) market and economic conditions were the most
frequently cited areas of information. In a national
study of over 200 CEOs in the Canadian publish-
ing and telecommunication industries, Auster and
Choo (1993), found that the most frequently re-
ported sources were internal and personal. Many
CEOs indicated a high usage of printed materials
such as newspapers, economic reports and gov-
ernment reports.

Kinnell et al. (1994), in another Chinese study
employing interviews, probed the information
needs of SME managers. Results suggested that
most managers sought information concerning
product development, manufacturing and mar-
keting information. In a methodologically similar
vein, Chalmers (1995) undertook a qualitative
study on the needs for and uses of published and
personal information by managers in New Zea-
land. Among the key finding were that: (1) most
respondents did not systematically seek informa-
tion from secondary published sources to assist
them in decision-making and (2) environmental
scanning usually involved the use of primary
sources, and where published sources were used,
in most cases, they were supplemental to personal
sources.

Marcella et al. (1996) used a questionnaire to
investigate the business information needs of
companies in rural Grampian. Results revealed
that companies were complacent about their in-
formation needs. However, product information,
supplies, manufacturers and costs received high
rankings as areas of information needs. Vaughn
et al. (1996) used a mail-delivered questionnaire
to study the role of the public library in provid-
ing information to small businesses. A key finding
of this study was that small businesses obtained
information mainly through informal sources; e.g.
customers, suppliers, friends, associates and rela-
tives. Surprisingly, the Internet was ranked as the
least important source of information. Vaughn et
al. (1998) compared the use of business informa-

tion in Western culture (Canada) and an Eastern
culture (China) based on a questionnaire survey.
The results suggested that informal information
sources were more important and better used in
both cultures.

Studies have also been made in Africa. Mchom-
bu’s (2000) small exploratory study probed the
information needs of women in small business in
Botswana in order to establish how these needs
arose, and factors which create information seek-
ing habits. The study employed structured inter-
views as the main data-gathering tool. Among
the key findings, it was found that respondents’
information needs centred on business manage-
ment, sources of financial assistance, business
diversifications and legal information. Shokane
(2001) investigated the extent to which small and
medium-sized enterprises in Acornhoek (South
Africa) make use of business information for
sustainable competitive advantage. The study
utilised a pre-structured questionnaire to gather
data. The study’s finding revealed that: (1) many
business managers lacked information managing
their businesses, (2) many were not aware of their
information needs and how business information
devices could support and advance their business
activities and (3) business managers still relied on
informal sources for managing their business en-
terprises. Ikoja-Odongo and Ocholla (2004) stud-
ied the information seeking behaviour of informal
sector enterprisers in Uganda by combining inter-
views with observations and historical methods.
The study concluded that an appropriate model
for information behaviour for the information
poor community must be grounded on oral tradi-
tion and indigenous knowledge and be sensitive
to poverty infrastructure and illiteracy.

No study of the information needs and informa-
tion seeking behaviours of SME managers in Bot-
swana has so far been reported in the literature. It
was therefore considered important to undertake
this research in order to understand the informa-
tion behaviour of SME managers in Botswana.

Research objectives

The purpose of this study was to investigate the
information needs and information seeking be-
haviours of managers in Botswana’s manufactur-
ing industry. Specifically, the study focussed on
the following research questions:
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1. Which types of information do SME managers consider
important?

2. How much seeking of information do managers do?
3. What types of information do managers seek?

4. Which information sources do managers utilise?

5 Which factors influence source selection?

6. In what ways do managers use the acquired informa-
tion?

Methodology

Research setting

Botswana is centrally located in the heart of South-
ern African. It is a landlocked country about the
size of France or the state of Texas in the US. Bot-
swana has undergone tremendous changes since
its independence in 1966. Over the past three and
half decades, the country has been transformed
from one of the poorest in the world to a middle
income country with per capita Gross Domestic
Product of P17.000 or (US$ 3,000). The country’s
economic accomplishments can be attributed to
the exploitation of its mineral resources. Revenue
from abundant diamond resources, coupled with
fiscal prudence have resulted in Botswana record-
ing successive budget surpluses, thereby enabling
the country to achieve rapid economic growth,
and making it the fastest growing economy in the
world (SADC Review 2004).

However, in recent years, the government has
questioned its sole reliance on the mineral sector.
Consequently, attention has turned to diversifica-
tion in line with global trends. To this end, SMEs
have been identified as important instruments to
achieve economic diversification. Today, the gov-
ernment vigorously supports SMEs through a
range of strategies, e.g. the creation of a busi-
ness-friendly climate via exchange liberalisation,
tax reforms and the launch of the Citizen Entre-
preneurial Development Agency (CEDA), which
gives subsidized loans to aspirant SME owners.

Botswana values SMEs for several reasons, such
as their potential to create employment and gen-
erate foreign exchange through exports and their
potential to grow into larger enterprises. Defined
as firms with between 6 and 99 employees (SMME
Task Force 1998), these enterprises are also im-
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portant as domestic producers of cheap import
substitution consumer goods especially for low
income groups.

Although SMEs are seen as a new engine of
economic growth in the Botswana economy, the
business environment in which they operate is the
scene of profound changes; e.g. shifting customer
preferences, development of new technologies,
growing influx of cheaper imports from China
which exacerbates intense competition, and pres-
sure from foreign market opportunities such as the
African Growth and Opportunity Act (AGOA).
These changes present SME managers with extra-
ordinary opportunities but also pose significant
challenges as managers must continuously look
for external information to navigate their firms
through a turbulent business environment.
Nonetheless, the business-friendly environment
painted above makes Botswana a rich setting to
investigate the information needs and information
seeking behaviours of SME managers.

Data collection

A nationwide mail survey of SME managers was
undertaken during 2003. Our sample list was
drawn from the authoritative and comprehen-
sive Manufacturers Directory of 2002. We mailed
400 questionnaires to SME managers of randomly
selected firms within eight sub-sectors of the
Manufacturing Industry. Each firm had between
6-99 employees. Export-oriented firms identified
from the above directory were excluded for fear of
introducing bias in the sample.

In an internal pilot test, the preliminary version
of the questionnaire was sent to ten Botswana
students studying at three Glasgow universities:
Caledonia, Glasgow and Strathclyde. They were
asked to identify any ambiguities in the terms,
concepts or issues raised. Next, the survey instru-
ment was pilot tested with 25 SME managers in
Gaborone, Botswana. The analysis revealed the
need to make minor adjustments to the original
questionnaire.

After three rounds of reminders and telephone
calls (Dillman 2000), a total of 233 questionnaires
were returned. Of the 233 returned question-
naires, 17 were discarded because of substantial
missing data and failure to meet sampling criteria,
leaving 216 usable questionnaires for a response
rate of 54%.
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Table 1: Response rates according to sub-sectors.

Table 2: Demographic profile respondents.

Sector BSIC Survey Survey = Response
sent returned rate

Bakery products 1541 50 26 52

Grain milling 1530 50 15 30

Textiles 1700 50 32 64

Clothing and 1800 50 35 70

apparel

Tanning and leather 1910 50 22 44

Wood and wood

products 2000 50 19 38

Non-metallic

products 2620 50 30 60

Fabricated metal

products 2800 50 37 74

Total 8 400 216 54.0

Results

Profile of survey respondents

The table above depicts a breakdown of survey
responses according to sub-sectors. As can be seen
in the table above, our sample does not represent
a broad cross section of the entire manufacturing
industry. The manufacturing industry in Botswa-
na is quite diverse, ranging from SIC 1510 (meat
and meat products) through SIC 3700 (recycling,
processing of metal and non-metal waste).

Profile of survey respondents

Section A of the questionnaire included questions
that collected background information on the SME
managers and the responding firms. These data
constitute the substantive material for analysis in
the ensuing sections. The multivariable Table 2 be-
low depicts the socio-demographic characteristics
of the survey respondents: age group, gender, edu-
cational level and experience as owner/manager.
In the following sections, we discuss each of these
aspects, in turn.

Evidence from extant entrepreneurial literature
suggests that self-employment becomes an in-
creasingly attractive option as one nears middle
ages. The table below clearly illustrates this point.
As can be seen in the table, respondents’ ages
ranged from 25 to 65 and the largest proportion
(37.7%) of the respondents was in the age range
of 36-45. Additionally, respondents were biased
towards the age ranges of between 36 and 65, and
away from the under 25 and over 65.

Age Group Frequency  Percentage
-25 7 3.2
26-35 34 15.7
36 -45 74 343
46 - 55 62 28.6
56 — 65 29 13.4
<-65 10 4.6
Total 216 100.0
Gender

Female 171 79.2
Male 45 20.8
Education Level

Primary 7 32
Junior Certificate 35 16.2
O Level 86 39.8
Diploma 40 18.5
Degree 36 16.7
Post graduate 12 5.6
Years Employed as CEO

0-3 40 18.5
4-7 78 36.1
8§-14 80 37.3
15-19 15 6.9
Above 20 years 3 14

In relation to gender, our sample was predomi-
nantly male (79%), a striking, although unsurpris-
ing, demographic characteristic that reflects the
composition of the larger business sector in the
country as a whole. Consequently, only (21%)
were females.

The educational levels attained by respondents
varied considerably as follows: Primary School
Certificate (7 or 3%), Junior Certificate (35 or 16.2
%), Ordinary Level (86 or 39.8%), Diploma (40 or
18.5%); Degree (36 or 16 %), and Postgraduate
work (12 or 5.6%) On the whole though, the data
suggest that the educational levels of our respond-
ents are low, the largest proportion (39.8%) pos-
sessing an Ordinary Level certificate. Not surpris-
ingly, most of the responding executives did not
have education that emphasised a business cur-
riculum. This can be understood with respect to
Botswana’s educational curriculum, which largely
overlooked business subjects until very recently,
and Botswana’s citizen empowerment schemes
and government low-cost loan, both of which seek
to attract investors into the business sector.

Our sample respondents had been employed at
their current firms on average 14.67 years and had
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Table 3: Characteristics of responding firms.

Age of Firm Frequency  Percentage
1-3 years 54 25
4 -6 years 91 421
7 -10 years 46 21.3
11 - 19 years 22 10.2
Above 20 years 3 1.4
Number of Employees

10-25 180 83
26 - 99 36 17
Annual Sales

Less than P100 000 135 62.5
P101 000 - P250 000 39 18.0
P251 000 — P1.5 million 33 15.3
Above P1.5 million 9 42
Total 216 100.0
Ownership

Wholly citizen 179 82.9
Joint-venture 27 12.5
Foreign-owned 10 4.6

P8.00 = 1Pound sterling

an average of 12 years experience in the manufac-
turing industry. Four predominant job titles used
by the senior executives emerged from the ques-
tionnaire responses: Managing Director (38 %),
Director (26%), Manager (20%) and Chief Execu-
tive Officer (16%).

Characteristics of responding firms

In this section, we present the descriptive statistics
of our responding firms. Our description focuses
on: age of the firm, employment size, firm rev-
enues and firm ownership. Table 3 displays the
statistical data.

Of the firms responding, the largest proportion
(30.4%) was 4 to 6 years old. Overall, the sample
reveals a skewed distribution towards the ranges
between 4 and 19. Also, it is interesting to note that
91.5% of the responding firms are mature, that is
beyond the start-up phase. Unsurprisingly, the
vast majority of the responding businesses had
fewer, than 26 employees, with the largest pro-
portion (30.9%) in the 16-25 employee category.
Only 32% of the firms were medium-size. The
preponderance of small firms in the sample mir-
rors a more general pattern of firm distribution in
the country where medium and large firms are a
conspicuous small minority.
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Table 4: Types of information and their perceived impor-
tance by owner/manager.

Information Type Mean Standard deviation

Competition information 3.48 627
Customer information 3.42 548
Technical information 2.64 .868
Economic information 2.88 .823
Regulatory information 2.35 .898
Socio-cultural information 2.33 949

The largest proportion of responding firms, 35
or 62.5% achieved a turnover below 100.000.00.
Only a scant 33 or 15.3% posted annual revenue
in excess of P1.5 million. Regarding ownership,
an overwhelming majority or 82.9% of firms were
wholly citizen-owned, while the remaining 12.5%
and 4.6% were joint venture with citizen stake and
foreign-owned respectively.

The information needs of SME managers

Respondents were asked to rate on a 4-point scale
(1 = not important, 4 = very important) how im-
portant types of information were to them. Table 4
summarises survey responses to this question by
presenting the means and standard deviations.

As the Table 4 depicts, a large proportion of the
sample respondents considered customer informa-
tion to be the most important type of information
to them. Next in importance was competition in-
formation, with a close 58 percent rating and sur-
prisingly, economic information occupies a third
position of importance with a 50% of the sample.
Regulatory, socio-cultural and technological infor-
mation were the lowest rated respectively.

How much time do SME managers devote to
active information searching?

Question 12 in the survey instrument asked re-
spondents to indicate the amount of time in min-
utes and hours that they actively spent on infor-
mation acquisition. The answers to this question
are presented in Table 5.

Table 5 reveals an interesting but important
finding. Because the theoretical literature presents
SMEs as resource poor (Welsh and White 1984;
Barrier 1994; Kinni 1995) and their chief executives
as having extreme time limitations, one would
have logically expected devoting time to informa-
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Table 5: Time spent on active information seeking.

Table 6: Types of information SME managers spent time
seeking.

Frequencies Percent

Type of information Mean Standard Deviation
Between 1-3 hours 75 34.7 . 3

Competition information 3.19 .615
Between 4-7 hours 109 50.5 Customer information 3.37 .611
Between 8-11 26 12.0 Economic information 2.43 .843
hours Technical information 2.32 .824
Between 12-19 6 2.8 Socio-cultural information 2.14 .843
hours Regulatory information 2.12 .844
Total 216 100.0

tion searching to be a luxury that can be dispensed
with. Conversely, the results demonstrate that 85
percent of the respondents spent approximately 1
to 7 hours weekly on active information acquisi-
tion. Additionally, overall time spent on informa-
tion seeking totalled 1080 hours; thus giving an
approximate mean of 5 hours weekly, and a range
of 1-14 hours.

Taken together, these findings suggest that SME
managers in this study spend a significant amount
of time seeking information. While this finding is
unanticipated, it is nonetheless consistent with
some prior related studies. Johnson and Kuehn
(1987) found that small business owner/managers
spent more time searching for information than
their larger firm counterpart. Other studies have
documented that SME managers do engage in sys-
tematic searches of external information (El Sawy
1985; Specht 1987; Smeltzer et al. 1988).

Which types of information do SME managers
spend time seeking for?

The next research question was a follow-up to the
previous one and sought to uncover which types
of information managers in the sample spent time
searching. Respondents were asked to indicate
their extent of seeking specific types of informa-
tion on a four-point scale (1 = never, 2 = rarely, 3 =
moderately, 4 = frequently). Table 6 presents a
summary of the replies that were received.

As Table 6 clearly indicates, we see a very strik-
ing feature. Data reveal that customer and com-
petition information are the types of information
that most managers in this study spend time gath-
ering with means of 3.37 and 3.19 respectively.
We see a correspondence between the data here
and the data about the types of information that
SME managers rate to be important. Similarly,

Table 7: Sources utilised by SME managers.

Information source Mean Standard
deviation
Competitors 2.69 .906
Customers 3.38 573
Business associates 2.93 .698
Government officials 2.27 .838
Broadcast media 3.12 .780
Libraries 1.42 .634
Newspapers/periodicals/magazines 3.29 717
Government publications 2.27 .838
Trade and industry associations 2.10 .798
Electronic sources 1.45 .805

economic and technical information are the run-
ner-up types of information that SME managers
spent time seeking for.

Which sources are utilised by managers to obtain
information?

Respondents were asked to rate their utilisation
of ten sources on a four-point scale, 1 = never, 2
= sometimes, 3 = frequently, 4 = very frequently.
The list of sources given in the survey was based
on relevant prior research, but was adapted and
shortened so as to avoid making the questionnaire
long, in recognition of the respondents” generally
busy schedules. Nonetheless, we included librar-
ies and electronic sources as well as the more tra-
ditional sources of information. Table 7 presents a
summary of the responses.

Not surprisingly, the data reveal a preference for
customers as the most frequently utilised source
of information. We can also discern three note-
worthy features of this data: (1) newspapers /
periodicals/magazines and broadcast media fea-
ture prominently among the sources preferred by
SME managers in the sample, (2) SME managers
make use of both personal and impersonal sources,
and (3) libraries and electronic sources are scarcely
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Table 8: Determinants of source selection.

Factor Frequency Percentage
Accessibility 199 92.1
Reliability 134 62.0
Ease of use 195 90.3
Relevance 136 62.9

Table 9: Uses made of information acquired from sources.

Reason Frequency Percentage
Learn about 135 62.5
the business

environment

To make important 205 94.9
decisions

For day-to-day 170 78.7
operations

used by managers in this sample. This is particu-
larly surprising for electronic sources given the in-
formation technology (IT) era that we are in. How-
ever, for libraries this finding is not unexpected,
as previous studies have obtained a similar result
(Marcella et al. 1996; Vaughn et al. 1996).

Which factors largely influence source selection?

Respondents were asked to indicate the factors
that they deem to be important determinants of
their source selection by circling the relevant fac-
tor(s): ease of use, accessibility, relevance and reli-
ability. Table 8 presents frequencies of the replies.
As can be seen from Table 8, a large proportion
of respondents based their source selection on ac-
cess (92.1%) and ease of use 90.3%). Conversely,
relevance and reliability do not feature promi-
nently in the source selection equation although
admittedly they play an important part too, given
their respective high scores of 62.0% and 62.9%.

To what uses is the information put?

Respondents were asked to indicate the uses
to which they put the information they acquire
from sources by circling the relevant use(s): to
know about the business environment, to make
important decisions and for day-to day decisions.
Table 9 depicts the uses to which managers in the
sample put information.
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As is evident from Table 9, a very high propor-
tion of the sample used the information acquired
for decision-making. However, the other two rea-
sons, learning about the business environment and
making day-to-day decisions, received significant
percentages of 62.5% and 78.7% respectively. This
points to the complexity of information use as a
managerial activity and suggests that the other
reasons also benefit immensely from the informa-
tion acquired by managers.

Discussion

The purpose of this research was to identify the
information needs and information seeking be-
haviours of SME managers in Botswana’s high
profile manufacturing industry. What patterns
emerge from the data presented in this study?
SME managers in this study perceive customers,
competition and economic information to be the
most important types of information needed in
their managerial jobs. Taken together, respond-
ents indicated that they perceived customer in-
formation as the most important type of informa-
tion.

Botswana’s SME managers in the manufactur-
ing industry devote some time to information
searching. The results suggest that 85% of the re-
spondents spent approximately 1-7 hours weekly
on active information searching and in the main,
SME managers in the study seek a broad range of
information types but most frequently search for
customer, market and economic information.

SME managers in this study utilise impersonal
sources more frequently than personal sources.
The data reveal that impersonal sources, taken to-
gether and with a combined mean score of 13.65
compared to combined mean score of 11.27 for
personal sources, enjoy a slight edge in usage
over personal sources (see Table 7 above) and the
two most utilised impersonal sources were news-
papers (mean score = 3.29) and broadcast media
(mean score = 3.12). This finding is inconsistent
with prior research, e.g. Johnson and Kuehn 1987;
Specht 1987; Smeltzer et al. 1988; El Sawy 1985).
Nonetheless, personal sources are also widely uti-
lised by SME managers. In this study, customers
(mean score = 3.38) and competitors (mean score
= 2.69) enjoyed a fairly high degree of usage but
libraries did not attract heavy usage at all with
only 35% usage.
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The selection of sources by SME managers is
greatly influenced by accessibility and ease of use.
Table 8, reveals that, a large proportion of re-
spondents indicated that accessibility was the
dominant factor influencing their source selection,
while ease of use featured prominently as the sec-
ond most influential factor.

Finally, most SME managers in the study use
information frequently when making strategic
decisions, i.e., important decisions in terms of ac-
tions taken and resources committed (see Table 9).
This finding is consistent with extant empirical
literature, e.g., Johnson and Kuehn 1987; Auster
and Choo 1993; Choo 1994. It is also unexpected
because SME managers operate in a fast changing
environment and are confronted by an array of
forces that are constantly reshaping it.

Conclusions and recommendations

As the business environment becomes intensely
competitive, firms are confronted with the chal-
lenge to adapt, survive and prosper. Numerous
decisions on the source and allocation of resources
are necessary and executives need an abundance
of information. In fact, CEOs want a continuous
overview of their environment, a familiarity with
the supply of resources and market conditions, an
awareness of these problems and potentials and
a store of up-to-date facts, opinions and insights
which will facilitate their negotiation and deci-
sion-making activities.

The information behaviour of SMEs has re-
ceived little attention from researchers in Botswa-
na despite the fact that an understanding of this
phenomenon is considered crucial to the growth
and long-term survival of these firms. This study
is the first systematic probe into the information
needs and information-seeking behaviours of
SME managers in Botswana, a developing coun-
try context as distinct from a developed country
context because of environmental munificence. As
such, the study fills an apparent gap in the empiri-
cal literature and broadens and enriches our un-
derstanding of the information behaviour research
by presenting evidence from an environment that
prior research has tended to neglect.

Our study makes the following conclusions,
which are consistent with extant empirical re-
search:

1. SME managers rate customer, competition and eco-
nomic information as very important.

2. SME managers spend a significant time seeking infor-
mation.

3. SME managers spend time seeking for customer, com-
petition and economic information.

4. SME managers use a variety of sources, both personal
and impersonal.

5. Source selection among SME managers is largely influ-
enced by accessibility and ease of use.

6. SME managers use information for making strategic
decisions.

Aside from the contributions described above,
our research generates a number of potentially
meaningful directions for future research. First,
we suggest that further research be conducted to
explore different settings in order to unravel what
drives human information seeking in different en-
vironmental contexts. Second, it is recommended
that information behaviour research should draw
on the rich traditions from comparative (inter-dis-
ciplinary triangulation or the importation of theo-
retical insights) disciplines, such as organisational
behaviour, management, marketing, business ad-
ministration, social psychology and communica-
tion studies. Such a step would greatly enrich our
understanding of information behaviour because
these disciplines have streams tackling research
issues similar to library and information science
and would thus confer on us some vital insights.

Finally, we suggest that further studies should
examine the information-seeking behaviour of
managers per se. Although the impressive contri-
butions of prior research are self-evident, most
of the empirical work that underlies these find-
ings was conducted in environments that were
characterised by predictable technological and
market foundations in contrast to the contempo-
rary turbulent global environment. In short, our
thesis here is that, information-seeking behaviour
is time-sensitive and the present business environ-
ment could generate a set of information behav-
iour different from that of prior studies. Finally, a
replication of this study with a different sample of
firms would be a useful follow-on.
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