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ABSTRACT

This chapter sets out to inform the reader about the background of e-
Learning. It starts with a brief introduction to the concept of e-Learning,
presenting a compelling case why institutions implement e-Learning and
describes the difference between technology-delivered e-Learning and
technol ogy-enhanced e-Lear ning. The discussion includes some advantages
and disadvantages of technology-enhanced e-Learning and then examines
some learner, facilitator and technol ogy aspects of technol ogy-enhanced e-
Learning. It continues with a brief discussion on technol ogy-enhanced e-
Learning at the Cape Technikon.

This project further assesses the perceptions of learners using an online
survey to address the issues and concerns that learners experienced with
regard to technology-enhanced e-Learning. This chapter also inspects the
efficiency usageof e-Lear ning tool swithinatechnol ogy-enhanced e-Learning
environment and concludes with some significant findings of the survey,
which includes the importance of computer literacy, interaction and
communication in the technol ogy-enhanced e-Learning environment.

This chapter appears in the book, The Economic and Social Impacts of e-Commerce, edited by Sam Lubbe.
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INTRODUCTION

Tertiary educationingtitutionsaimtoberecognizedfor socid , knowledgeand
economiccontributionsin South Africa. Therehasal sobeenanincreaseinthe
different usesof thel nternet (e.g., onlinebanking, onlineshopping, learningand
teachingwithintertiary educationad ingtitutions.) Thisincreasehascontributedtothe
electroniclearning revolutionand some South Africantertiary institutionsare
makingatechnol ogy-based paradigm shiftfor thisreason.

The changesin delivery methods of Information Systems subjectsarea
suggestionof thetechnol ogical changesinour society asawhole. Therearesome
issuesthat areof concerntolearnersstudyinginatechnol ogy-enhancede-learning
environment. Thisstudy usedanel ectronicsurvey to assessstudent perceptionsof
thetechnol ogy-enhanced e-learningenvironment.

Institution of Study

In 1920, HRH Prince Arthur of Connought laid the foundation stone of
Longmarket Street Building of thethen Cape Technica College. Theestablishment
of thecollegefollowed morethantenyearsof representati onsby thecommunity for
theconsolidationof thetechnical courses, whichhadbeenofferedinvariousvenues
intown. 1n1923, theofficia openingof Longmarket Street Buildingtook place. The
building soon provedto betoo small; extensionswereaddedin 1926 and 1949.
TheCapeTechnikonisaninstitutionthat hastakenonthee-learninginitiative.

BACKGROUND

Traditional ddlivery of learningmethodsgenera ly requiredonly theingtructor,
atextbook and support materia saccordingto(Taylor,2002). Traditional learning
environmentsaredefinedintermsof time(thetiming of instruction), place(the
physical locationof instruction) and space(coll ection of material sand resources
availabletothelearner) (Piccoli etal.,2001).

The acceptance of the Internet and use of World Wide Web (WWW)
technology intertiary intitutionshaveresultedinthesurfacing of anendlessamount
of resourcesfor students(Sheardetal ., 2000). Thelnternet had anoverwhelming
impact on anumber of industries (Evans & Wurster, 1997) and thegrowthin
I nternet usagecreated muchinterestin\Web-based|earning (Fong & Hui, 2002).
(Tian,2001; Fong & Hui, 2002) argued that studentscan accessresourcesglobally
through the Internet to assist themin their learning and that it has become an
attractiveaternativetotraditiona modesof communication.
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