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 					 CHAPTER ONE
Introduction
0. Background to the study
Online shopping has become the fastest growing use of internet. It offers consumer many advantages in terms of access to goods and services (Alarm, 2009). As far back as the early 1990s, the internet was argued to be a unique medium showing the fastest speed of diffusion in human history (Nguyen & Alexander, 1996). Today, there are very few people whose life is not affected beneficially to share and exchange information instantaneously has provided unprecedented benefit in the area of education, commerce, entertainment and social interaction. On the negative side, it has created increasing opportunities for the commission of crimes – information technology has enabled potential offenders to commit large scale crimes with almost no monetary cost and much lesser risk of being caught. Compare to perpetrators of traditional economic motivated crimes (e.g., burglaries larcenies, bank robberies). Online frauds are relatively free of worry from directly encountering law enforcement and witnesses. With the continuous advancement of internet technology and personal computing devices in recent years, internet crimes have risen to an alarming level. For instance, in the (U.S), the national white-collar crime center (2008), stated that 33.1% increase in citizen complaint of internet crimes between 2007 and 2008. Similarly, a study also conducted by the body in 2013, 2014 and 2015 respectively indicated the influence of technology and the figure is reflective particularly of the increased incident of identity theft. Another source of information also indicated that the identity thefts increased more than tenfold within a 9-years period-growing from 31,140 incident in year 2000 to 313,982 in 2008 (federal trade commission, FTC, 2009,2010,2011-2015). Evidence from victimization survey also pointed out that about 5% of Americans aged 16 and above was victim of successful and attempted identity theft within two years, and the direct financial damage to the victim were as high as 16 billion dollars (bureau of justice statistics 2010). This statistics coincide with the notion of crime of the new milleliuon as the fellow Mellon quickly emerged in 21st century (hoar,2001;poster2006). In the development of online shopping, many issues have been exposed as major reason for restricting the development of electronic commerce. Security is the most important one of these. In other to boost e-commerce and ensure improved service for the development of national economics, it is extremely important to solve to security problem in electronic commerce (hashin,2010). The purchase of environmental friendly product is growing giving the current situation and this is not simply a result of marketing but is based on actual consumer preference (Dangeliso and Pujari,2010). Environmentally sustainable product are choosing because they can be broken down and there manufacturing process those not produce toxic substances and gas(Chen,2010). Consumer can learn about the value of goods through website features such as product information quality, website design style, capacity, and efficiency service quality; however, if there is no information security mechanism in place, purchase intension will be adversely affected. This information security can be exploited sufficiently depending on internet retailers, ability to meet customer, expectation in the virtual shopping environment (Bauer, Falk, Hammer &Schmidt, 2006: Barncs& Chen,2007: Chang & Chen, 2008: Malhotra, Parasuraman, & Zeithaml,2002). Perceived risk of information security and privacy are important element in the process of consumption through the internet (Kay worth & Witten, 2010: Martin &Camarero, 2008: Rapp, Hill, Gaines & Wilson 2008:Shin 2010). The factors related to website operators, such as the construction of a secure network environment for consumption in other to meet consumer demands as well as promotion of purchase intention, enhance the network of consumer value and consumer satisfaction Through the internet consumer are affected by security threat posed by network information flow is the most important ads it facilitate the completion of the other two factors. In addition, business transactions, security in the transfer agreement, software, system vulnerability, and lack of credibility are important factors (Alan,2009). Finally there are overall security threat to the system, including information leakage, tempering, identity, and privacy leakage (Lu, Huang & Lo, 2010). This study focused on the factors that affect the adoption of the online shopping by consumer. The study explores environmentally sustainable product in relation to consumer adoption of shopping website characteristics and perceive risk of information security and privacy.
0. Statement of the problem
The use of online shopping provides an effective and efficient platform through a competitive advance which an organization can implement to achieve and sustain consumer adoption of online shopping (Allan, 2009). Many organizations still face difficulty in harnessing the various opportunities offered by online shopping in maintaining and sustaining consumers adoption of online shopping (Malhotraet al.,2002).  Lack of trust is one of the challenges to the successful operation of online shopping. Majority of consumers are usually reluctant to engage in any form of online shopping transaction because they do not have trust in its workability (Dangelico &Pujary, 2010). The fact that there is absent of face to face relationship between an organization and its consumers increases the concern for genuineness of the transaction on the part of the customer (Poster, 2006).

0. Research questions

1. What effect does low literacy rate have on the behavior on consumers who engage in online shopping in Nigeria retail industry?
1. What effect does high rate of cybercrime have on the behavior of consumers who engage in online shopping in Nigeria retail industry?
1. What effect does inadequate infrastructure have on the behavior of the consumer who makes use of online shopping in Nigeria retail industry?
1. How can trust affect the behavior of consumers using online shopping in Nigeria retail industry?

0. Objectives of the study
The main aim of this study was to evaluate impact of online shopping in improving consumer buying behavior (A study of jumia Nigeria, PLC). Specifically, the study sought to achieve the following objectives.
1. To investigate the effect of consumer high rate of illiteracy on the consumers adoption of online shopping.
1. To examine the effect of high cybercrime on the adoption of online shopping by consumers.
1. To determine the effect of inadequate infrastructure on online shopping by consumers.
1. To investigate the impact of trust on the adoption of online shopping by consumers.

0. Research hypothesis
The following hypotheses were formulated based on the research questions above:
H1: 	High rate of illiteracy positively affects the behavior of consumers who engage in online shopping in Nigerian retail industry
H2: 	High cybercrime rate affect the behavior of consumers who engage in online shopping in Nigerian retail industry
H3:  	Inadequate infrastructures have a significant effect on the behavior of consumers who engage in online shopping in Nigerian retail industry
H4:  	There is relationship between trust and behavior of consumers who uses online shopping in Nigerian retail industry

0. Significance of the study
The research will be significant to the following ways:
The finding of the research will guild the government and the stakeholders in in taking strategic decision on problems affecting customers adoption of online shopping in Nigeria retail industry.  The findings of the research will be of great importance to online stores to have an edge in offering effective service to their numerous customers. Scholars and researchers would find the findings of the research as contribution to the current body of knowledge and can cite them to expand the frontiers of knowledge.
0. Scope of the study
The scope will cover the impact of online shopping in improving customer buying behavior. The study covers the period of 7 years from 2010-2016.


1.8   Definition of terms
1. Business transaction: An economic event that initiate the accounting process of recording in a company accountings system.
1. Consumer: A consumer is a person or group of people who patronize the product of a company by purchasing the product or services for personal use.
1. Cybercrime: Criminal activity or crime that involve the internet, a computer system or computer technology.
1. Electronic commerce: It is the buying and selling of goods and services or the transmitting of funds and data over electronic network.
1. Fraud: A false representation of matter or fact.
1. Internet: This is the global system of interconnected mainframe, personal and wireless computer network that uses the internet protocol suite to link billion of device worldwide.
1. Online shopping: the act of purchasing product or services over the internet one of the most enticing factor about online shopping, search from store to store for a particular item.
1. Perceived risk: The level of uncertainty of customer, depending upon weather the purchase he or she is making will be worth it or not.
1. Problem: A perceived gap between existing state and a desired state or a deviation from a norm, standard or status quo
1. Purchase intention: A plan to purchase a particular goods or service in the future.
1. Retail industry: The functions and activity involve in the selling of commodities directly to customers.
1. Security: This is the degree of resistance to, or protection from, harm it applies to any vulnerability assets.
1. Technology: This is the collection of techniques, skills, method and processed used in the production of goods or services in the accomplishment of objectives.
1. Trust: Something committed or entrusted to ones care for use or safe keeping









CHAPTER TWO
Review of literature
2.1    Introduction
         The ability to carry out literature review is an important skills for every researcher. It will provide you with which to place your assignments regardless of the module you are studying. In any module you take will take will involve reading what other people have written on the subject of your assignment, gathering information to refute or support specific argument and writing about your findings. A literature review is body of text that aim to review the crucial points of current knowledge including substantive findings as well as benefits, objectives, advantages and disadvantages and also theoretical and methodological contributions to a particular topic.
2.2    Conceptual framework on online shopping
         Online shopping offers many opportunities to companies worldwide along with high rapid growth. It has impressed many retailers to sell products and services through online channel to expand their shopping activities (Smith & Taylor, 2002). They later posited that on line shopping is use of technology for the better shopping performance. However, online shopping which is otherwise known as e-commerce is the buying and selling of goods and services on the internet, especially on the World Wide Web (WWW) (James & Saad, 2012). According to Chadwick, Chaffey, Kelvin and Mayer (2000) defined internet shopping as the interactive digital television and mobile shopping together with other technology approaches such as: database shopping and electronic relationship management to achieve shopping objectives. Chellah, Jayaraman and Waimum (2010) defined service quality as a standard against which service performance is judged which customers think a service provider should offer than on what might be an offer. Wenwu (1998) defined service quality as the difference between customers of the services received.
2.2.1 Benefit of online marketing
Armstrong and Kotler (2009) stated that many companies and individuals consumers are seeking to harness internet is because of:
1. It is a powerful tool for building customer relationship
1. It offers sellers a low cost, efficient, speedy alternatives for reaching their markets.
1. It allows e-marketers to meet ongoing adjustment to its price and programs
1. It allows buyer to learn about product and services without tying up time with sales people.
Furthermore, Chaffey (2000) also described the benefits of the improvement to the site as follows:
1. Increased direct sales: the new launch increased sales and appealed to a broader audience both young and old.
1. Improved promotion of the whole range of stock: it helps to sell goods that we hadn’t sold before.
1. New customer: it helps to sell more items aboard
1. Adding value to the brand: new corporate clients could look at our website and see that we meant business.
2.2.2   Objective of online shopping
Smith and Taylor (2002) explained how e-shopping can help marketers to achieve many objectives:
1. Increasing sales and enquires
1. Getting closer to customers and saving money
1. Adding extra service and added value
1. Gaining efficiencies and saving money
1. Strengthening the brand as it moves from usual orientation to an interactive and experimental.
However, Aminu and Olayinka (2006) also summarized the objectives as 5s that is: sell, serve, save, speak and sizzle
1. Sell: This talks about anything can be sold from cars to kidney
1. Serve: How can i help my customers? What information is of use to them
1. Save: Websites can save vast overhead of physical presence. Websites saves a lot more. It helps to gain huge efficiency as an incoming order updates sales records, promotion records.
1. Speak: This help marketer to speak, listen and watch customers in a new way. They engage in a dynamic one to one dialogue with customers
1. Sizzle: Websites provide a wonderful opportunity to reevaluate and sometimes reinvigorate the brand.

2.2.3 Advantages of online shopping
Combe (2005) identified the advantages derived from internet marketing to include:
1. Ease of access to both firms and consumers
1. Ease of use to both firms and consumers
1. Access to wider market and market information by both firms and consumer
1. It allows firms to enjoy economic of scale
1. It allows for conveniences
1. It improved logistics and personalization
1. It increased efficiency and empowerment.
However, Aminu and Olayinka (2006) stated some advantages which include:
1. Sells: It helps marketer to sell anything that can be sold on a website
1. Serve: Many useful added value are emerging through the mobile phones
1. Speak: Faster, easier feedback is generated by WAP site visitors
1. Sizzle: It allow customer permission to be gained before engaging in any location based on shopping effort.

2.2.4	Disadvantages of online marketing
Armstrong and Kotler (2009) “stated the unfairness associated with online shopping which includes:
1. Direct shopping excesses sometimes annoy or offend customers.
1. consumer dislike direct response TV Channel that are too loud, too long and too insistent
1. It bring down consumer morale especially when direct mailers have been accused of deceiving consumers.
1. Fraudulent schemes, such as investment scams or phony collection for charity have also multiplies.
1. It brings about insecurity when consumer received or food with deceptive e-mails and fraudulent websites into divulging into their personal data.

2.2.5	Opportunities of online shopping
Komenar (1997) “stated how company can maximize its shopping opportunities on the web which include:
1. Bringing products and services to customer worldwide
1. Advertising and promoting product to qualified buyers
1. Providing enhanced customer services to new and existing customers
1. Accessing rich new sources of customer data. Furthermore, Armstrong and Kotler (2009) “stated the opportunities that e-marketers and consumers can derive from online marketing” which include:
1. It provides a new way for individual seeking affordable, home based online.
1. It serves as extra income to become self-employed with minimal investment and little risk.
1. It open door to a various selection of product, services and information to sell and promote to a consumer or international marketer.
1. It allows diversifying and operating within several niche markets to create multiple streams of online income.
1. It is used to create multiple income streams through international marker.
1. It allows gaining efficiencies and saving money to strengthen their brand.
1. It allows e-marketers to exploit opportunities from foreign markets. 

However, here are the reasons for consumer adoption of online shopping which include:
1. Easy to access and convenient
1. Allows online delivery i.e. Distribution can be conducted via network, providing instant access to produce immediately when a need arises.
1.  Can be tested and try online that is digital product can be tested over the internet prior to make purchase decision, reducing uncertainty
1. Can provide consumers with up to the minute information on prices and availability.
1. Saves time than in the market place
1. Helps consumers to possibly compare price when shopping
1. Allows access to extensive information
1. Allows for privacy and anonymity throughout the purchasing power. Furthermore, there are also some factors affecting adoption of online shopping by consumer which according to KulViwait and Engchanil (2004), include:

1. Customer Personal Characteristics: This shows that consumer’s knowledge affects their adoption of e-commerce. Customer experience is an important factor in online purchasing. They contended that a consumer whose lifestyle is more progressive and assertive in leisure activities use the internet more frequently and searches information through the internet more often.
1. Website: Another group that seems to be important for adoption is website. This showed that the user satisfaction with the website is decided by information, quantity, design, transmission speed and update pace.
1. Perceived Risk: The degree of importance of the situation determines the potential effect of risk. Customers unwillingness toward to complete online consumers have shown reluctance to compute online transactions, primarily due to risk concerns.
1. Trustworthiness: This shows that trustworthiness often depends on strength of brand name which is its reputation customer awareness of firm’s privacy policy which ensure him/her about what firm is going to do with private information.
Combe (2008) also expatiates on the barriers to consumer internet adoption. An indicator of some of the barriers to using the internet in particular for consumer purchase and to adoption of internet includes:
1. Perceived benefit
1. Security problem
1. Lack of skills
1. Cost
1. Lack of demand

2.2.6	Challenges of online marketing
Robert (2005) “opined the challenges of online shopping which include:
1. It is difficult for the companies to comply with the advances in technology which is changing every year.
1. It makes the companies to add additional cost which include investment to get skilled, motivated and enthusiastic employee to perform specific customer related function.
1. It requires training the employees which adds to the additional cost of the company. Moreover, Armstrong and Kotler (2009) also enumerates some challenges which include:
1. Lack of social media strategy which cannot be figured out
1. Unlimited manpower or infrastructure facilities
1. Inability to provide good quality product by their supplier
1. Lack of sufficient funding
1. Lack of skilled personnel or labour
1. Difficulty of controlling online transaction
1. High cost of entering online marketing
1. Privacy and security problem.

2.3.1	An overview of consumer buying behaviour (cbb)
Originally, the term behavior is derived from the Latin words for posture or physical position. The general notion was that a body’s physical attitudes suggested the types of activity or action in which a person would engage (Wilkie, 1986). According to All port (1935) as cited in Emily & Matthew (2003), behavior is "a mental and neural state of readiness, organized through experience, exerting a directive or dynamic influence upon the individual's response to all objects and situations with which it is related" (p. 810). In order words, consumer perception of the product determines the consumers’ readiness to accept and adopt the product, or otherwise. Behavior, according to Hawkins, Best, and Coney (2001), is an enduring organization of motivational, emotional, perceptual, and cognitive processes with respect to some aspect of our environment. This means that behaviors are developed from environmental stimuli, such as the products offered to consumers and how they are communicated. According to Fish be in and Aizen (1975), it is a learned predisposition to respond in a consistently favorable or unfavorable manner with respect to a given object. Krech, Crutchfield, and Bellyache (1962) as cited in Richard and Robert (1989), defined behavior as a person's enduring favorable or unfavorable evaluations, emotional feelings, and action tendencies toward some object or idea. Bearden, Ingram, and Lafarge (1995) and Kotler (2004) observed that people have attitudes toward almost everything: religion, politics, food, music, clothes, and others. Behaviors put them into a frame of mind of liking or disliking an object, moving toward or away from it.  Behaviors lead people to behave in a fairly consistent way towards similar objects (Asiegbu, 2012). Boone and Kurtz (2004) describe behaviors as a person's enduring favorable or unfavorable evaluations, emotions or action tendencies toward some object or data. As they form over time through individual experiences and group contacts attitudes become highly resistant to change. Berkowitz, Kerin, Hartley, and Rudelius (2000, p. 35), maintained that behaviors are shaped by our values and beliefs, which are learned. Values vary by level of specificity. Bearden et al. (1995) describe values as shared beliefs or cultural norms about what is important or right. Values, such as the need to belong or to succeed, represent important goals to which consumers subscribe. Values are transmitted to the individual through the immediate and remote environments such as family, organizations (school, religious, institutions, businesses), and other people (the community, the social environment). Kahle, Beatly and Homer (1986) observe that cultural values directly influence how consumers view and use individual products, brands, and services and values influence the goals people pursue and the behavior used to pursue those goals (Asiegbu, 2012). According to this scholar, many marketing communication campaigns recognize the importance of values as advertising themes and justification for purchase. A belief, according to Bearden et al. (1995) and Kotler (2004), is a descriptive thought that a person holds about something. In marketing context, a belief is a thought about a product or service on one or more choice criteria (Asiegbu, 2012). Markets are interested in the beliefs that people formulate about specific products and services because these beliefs make up product and brand images that affect buying behavior. Harrison, Vivek, and Charles (2002) opined that if some of these beliefs are wrong and prevent purchase, the marketer will want to launch campaign to correct them. Berkowitzet al. (2000, p.15) therefore, defined beliefs as a consumers' subjective perception of how well a product or brand performs on different attributes. Beliefs are based on personal experience, advertising, and discussions with other people. Beliefs about product features are important because, along with personal values, they create the favorable or unfavorable attitude the consumer has towards certain goods and services (Asiegbu, 2012). According to this scholar, People's beliefs about a product or brand influence their buying decisions. Marketers are interested in the beliefs people have in their heads about their products or brands. Baron and Bryne (1987) describe an behaviors as a lasting, general evaluation of people (including oneself) object, advertisement, or issues. An attitude is lasting because it tends to endure overtime; it is general because it applies to more than a momentary event such as viewing an advertisement, though one might overtime develop a negative attitude toward all advertisements and consumers have attitudes toward a wide range of attitude objects, from product-specific behaviors (e.g., using Bic ballpoint pen instead of Ambassador Pen) to more general consumption-related behaviors (e.g., how often one should cut one's finger nails) (Asiegbu, 2012). Thus, Petty, Wegnener, and Fabriger (1997) opined that behavior is the way we think, feel, and act toward some aspect of our environment such as a retail store, television program, or product. According to Chisnall (2003) behaviors may be acquired or modified by influences arising from four principal sources: information exposure, group membership, environment, and want satisfaction. Behaviors are an expression of inner feelings that reflect whether a person is favorably or unfavorably predisposed to some ‘stimulus’ or ‘object’ (e.g., a restaurant, a brand, a service, a retail establishment) and attitudes are viewed as outcome of psychological processes (Harrison et al.,2002). This implies that behaviors are not directly observable, but can only be inferred from what people say or what they do. In consumer research, the data collected on behaviors are the state-of-mind type. According to Hair, Bus and Orfimau (2000), state-of-mind data represent the mental attributes of individual that are not directly observable or available through some type of external sources. There are no other means of authenticating related responses. They exist only within the minds of respondents. Therefore, attitudes are assessed by asking questions on or making inferences from behavior. From all these attitude definitions, it is apparent that attitude has three important characteristics – the attitude “object”, behavior as a learned predisposition, and that behaviors have consistency. 

2.3.2   Theories relevant to the study
Armstrong and Kotler (2009) stated the types of online shopping which include:
1. Business to business
1. Business to consumer
1. Consumer to consumer
1. Consumer to business
1. Business to Business: business marketers use websites, e-mails, online product, catalogs, and online trading networks to reach new business customers.
Furthermore, business to business marketer offer product information, customer purchasing and customer support service online. A company can decide to select detailed description of a product, request sales and services informant.
1. Business to Consumer: This involves selling goods and services online to final consumers, it enable consumer to buy anything online from clothing, kitchen gadget. The web offers marketers a palette of different kinds of consumer seeking different kinds of online experience. In online shopping consumer initiate the price and control.
1. Consumer to Consumer: This occurs on the web between interested parties over a wide range of product and subjects. The internet provider an excellent means by which consumer can buy or exchange goods or information directly with one another.
However, consumer to consumer involves interchanges of information through internet forums that appeal to specific special interest group. 
1. Consumer to Business: This enable consumer to find it easier to communicate with companies. Companies invite prospect and customer to send in suggestions and question via company websites. Beyond this, rather than waiting for an invitation, consumer can search out sellers on the web, their offer and initiate purchase. example plant.feed.com Combe (2008) “stated that development in wireless technology which includes the following:
1. WAP: it is called wireless application protocol, it is a standard that transfer data and information to wireless device.
1. 3G: It is mobile phone technology which provides high speed data transfer enabling video calling.
1. Bluetooth: is a specification for short range radio communication among when they come within range of each other and establish a network relationship.
1. Wi-Fi: is a high speed local area network relationship wireless access to the internet for mobile, office and home users. It main attributes is its flexibility since it can used in built up urban areas without the need for a fixed connection. The computer chip company has been active in designing a chip that smoothes the way for Wi-Fi access on laptop customers. Aminu and Olayinka (2006) also said that there are several media through which e-marketers can achieve the above stated objectives which include;
1. Websites: A well designed websites can deliver all of this. A website should have a clear Internet Value Proposition (IVP) which suggest a reason for visiting or revisiting the website.
1. Mobiles: Marketers cannot ignore this powerful tool; they are phone which show video, with a equipped computer and are sometimes described as TV on speed.

2.3.3	Online shopping tools
Laudon and Travel (2009) argued that online shopping seek to reach individual, consumers in the business to consumer area and which they include:
1. Portal
1. E-Tailers
1. Content providers
1. Transaction brokers
1. Market creator
1. Service provider
1. Portal: such as yahoo, MSN/Window live offers users powerful web search tools as well as integrated package of content and service such as: news, e-mails, instant messaging, calendar, shopping mall. A portal business model is to be a destination site. They are marketed as places where consumers will want to start their web, searching and hopefully stay a long time to read news, find entertainment and meet other portal. Yahoo, window live and others are considered to be horizontal portals they define their market place to include all users of the internet.
1. E-Tailers: online retail store often called e-tailer are similar to the typical bricks and mortars store front except  that the customer only have to connect to the internet to check their inventory and place an order. Some e-tailers which are referees to as bricks and clicks are subsidiaries or division of existing physical stores and carry the same products. Since barriers to enter a new market place of the retail market are low, more retailers have sprung up on the web.
1. Content provider: They are different ways internet can be useful. Information content which can be broadly to include all forms of intellectual property is one of the largest types of internet usage. Intellectual property refers to all forms of human expression that can be put into tangible medium such as text, CDs or the Web. Content provider distributes information content such as digital video, music, photos over the web. Content providers makes money by charging a subscription fee.
1. Transaction broker: These are sites that process transaction for consumer normally handled in person, by phone or by mail. The industries that use this model are financial and travel services etc. The online transaction brokers primary value proposition are saving of money and opinions. Brokers engage in expensive shopping campaign and are willing to pay up a sum to acquire a single customer.
1. Service provider: Retailers sells product online, they offer service online. Application such as photo saving, video sharing are all services provided to consumer. Examples are: Goggle Map, Goggle Document and Goggle Mail.

2.3.4	Consumer decision on online information search
Armstrong and Kotler (2009) ‘‘stated that all companies need to consider buying. Online-companies can conduct online shopping in any of this ways:
1. Creating a website
The first step in conducting online shopping is to create a website. Beyond creating a website, marketers must design an attractive website and find ways to get customers to visit the site, stay around and come back, we have different types of website.
1. Corporate or brand website
1. Shopping website
1. Corporate brand website: Are sites that are designed to build customer goodwill, collect customer feedback and supplement other sales channel rather than to sell the company’s product directly.
1. Shopping brand website: Are sites that engage consumers in an interaction that will move them, closer to a direct purchase or other 
shopping outcomes.
1. Designing effective website
Armstrong & Kotler (2009) “ stated that creating website is one thing, getting people visit the site is another. Design a good website with good colour combination, attract, statement to enhance visit or revisiting of the websites”.
Chaffey (n.d) see it as  a simple stage model for buy side and sell side online marketing.


Stage 6 				Stage 6
Site Optimization		Supply Chain Optimization
Stage 5 				Stage 5
Relationship Building		Integrate Database
Stage 4 				Stage 4
Online Ordering			Online Ordering
Stage 3 				Stage 3
Interactive Site			Online Catalogues
Stage 2 				Stage 2
Brochureware Site		Stock Availability
Stage 1				Stage 1
E-Mail Shopping			Review Supplier
Sell Side Commerce 		Buy Side Commerce
Source: Chaffey (2000). A simple stage model for buy side & sell side commerce.
Chaffey (2000) also stated that sell side online shopping is the step that e-marketer have to ensure before selling out to the consumer. To determine investment in sell side, managers need to assess how to adopt new service such as: web, mobile and interactive TV.
2.3.5    Classical attitude behavioural model to explain        online consumer Behaviour
According to Davis (1989) stated that TAM (Technology Acceptance Model) is derived from the theory of researched action. TAM is specific to internet service usage.
Perceived usefulness and user acceptance of information technology
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Source: Davis (1989)
He asserted that perceived usefulness and ease of use represents the belief that leads to such acceptance. Perceived useful is the degree to which a person believes that particular system would enhance his or her job performance (i.e. reducing the time to accomplish a task or provide timely information).
Perceive ease of use: is the degree to which a person believes that using a particular system would be free of effort.
Attitude towards use and behavior intention to use: Attitude towards use is the user’s evaluation of the durability of employing a particular information system ms-application.
Behavioral intention to use: is a means of likelihood a person will employ the application empirical tests suggestion that TAM predict intention and use.  
2.3.6	Factors influencing the consumer’s online information search
Kulviwat and Engchanil (2014) highlights following as the factors of customer online information:
1. Ease to use
1. Effectiveness of search
1. Use satisfaction
1. Perceived cost of information search
1. Ability to search
1. Buying strategies
1. Situational factor
1. Personal factor
1. Motivation to search
An online information search model
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Source: Kulviwait and Engchanil (2014)

1. Ease of use: ease of use in the context of online search include web design, format, template and user friendly program.
1. Effectiveness of search: effectiveness of search can be defined as the consumer’s ability to acquire and utilize relevant information from the external environment.
1. User satisfaction: It can be defined as an individual’s positive/negative reactions to the use of information or computer technology.
1. Perceive cost of information search: Perceived cost consists of monetary, time, mental, psychological and behaviour effort required in a search process.
1. Ability to search: To perceive benefit and cost, ability to search is a major determinant of information search.   

2.3.7	Why consumers buy online
Berkowitz and Kerin (2000) ‘‘argued the reason why consumer buys online
1. Conveniences: Online buying is convenient. Consumer can wait to scan an order from among product without fighting traffic, finding a parking space without walking through long aisles. Consumers can use electronic shopping agents or robot that comb websites to compare prices and product or service.
1. Consumer cost: Consumers can buy a popular item online at the same price or cheaper than in retail store. A consumer cost includes time spent and often the hassle of shopping is also reduced.
1. Choice and customization: Opportunities are the additional reason consumers buy online. Consumers desiring selection can avail themselves of numerous website for almost any product or services they want.
1. Communication: Online customer also welcome interactive communication capabilities of internet web based technologies that allow engaging in electronic dialogue with marketers. 
1. Control: Consumer prefer to buy online because of control, it gives them power over their purchase decision processes. Online customers are empowered consumers. They used internet shopping to seek information, evaluation alternatives and make purchase decision on their terms and conditions.  
2.4     Theoritical framework
          Online consumer behavior model, typically blend both economic and psychological model with it adoption model and used as practical model by marketers usually researchers in the field of marketing have attempted to adopt different classes ‘attitudes’- behavior modem to explain adoption of online buying. Theory of reasoned action (TRA) by. Fishbowl and Ajzen (1975) and consequently theory of planned behavior (TPB) (Ajzen 1991) innovative diffusion theory (IDT) Rogers, 1962, 1983, 1995, cited in (Kamarulzaman 2011) have been most commonly used as theoretical model aiming to determine the impact of belief, attitude, social factor online buying intention, research output reported so far in this friend highlighted that the theory of reason action (TRA) and it's family theories including the technology. Acceptance model (TAM) and the theory of planned behavior (TPB- are the dominant theories in this area expectations confirmation, theory (ECT) and innovation. Diffusion theory(IDT)have also been repeated tested in the study of online consumer behavior( cheung,zhu, kweng, Chan,andlimayen 2003) whereas few theories such as social cognitive theory and motivational theories have been combined with the above mentioned theories and adoption in a new model for the presenting of online buying behavior.
2.4.1 Theory of reasoned action (tra)
TRA proposed in 1975 is still been utilized, highlight behavior intention refer to the willingness of performing a specific action under an established situation and is determined by the behavior attitude and subjective norms also referred fishbein model cited in (Zhang, Tian & Xiao 2014)
2.4.2 Theory of planned behavior (tpb)
In consumer behavior literature TRA is foundation to understand and predict buying behavior (yu&wu2007) (kkzkZhung, Cheung & Lee2014) construct to the model of attitude towards behavior in fluency 'behavioral intention' in fluency behavior' one is subjective norms defined as perceived social is perceived behavioral control defined as perception of the ease or difficulty of performing the behavior of interest (AJzen 1991).
2.4.3 Technology adoption model (tam)
         Technology acceptance model(TAM) is most cities (Cha,2011) model which explains adoption of information technology through adopting Theory of reason lactation (TRA fishebein and Alden) it is specific to information system is which is dependent upon file variable namely: perceived usefulness perceived ease use attitude towards use intention to use and actual usage (1989) 'where perceived usefulness' (PU)is the degree to which person believes that using a particular system would enhance his or job performance, perceived ease of use (PEU) is the degree to which a person believes that using a particular system would be free effort, "attitude towards use" is the user evaluation of the desirability of employing a particular information system application. Behavioral "intention of use “is a measure of the likelihood a person will employ the application. Davis (1989); asserted that PU and PEU represent the beliefs that lead to such acceptance. Empirical test suggest that TAM predict intention and use. He found that TAM successfully predicted use of a word processing package and reported PEU and PU were significantly correlated with use of an office automation package, a text editor and two graphic packages. A limitation of TAM mentioned that assumes usage is volitional, that is there are no barriers that would prevent on individual from using a him or her to do so. Although, there are many factors preventing a person from using an application such as perceived. User resources Kieran et al, 2001) and perceived behavior control (Ajzen 2002). Kim (2012), integrated model TAM with initial trust belief. Other studies examined relative strengths of the associations between the individual independent that customer service, trust, and Reliability can explain much of the variation in online buying intention (Johar &Awallud in 2011). Attempts have been made to it.
2.4.4   Innovation diffusion theory (idt)
IDT along with the above three, this theory proposed by Roger (1962, 1995), has also been widely citied and adopted to understand adoption of an innovation. Technology adoption of an information. Technology adoption speed, amount and degree depends upon five characteristics of the innovation namely: relative advantage compatibility, complexity, divisibility or triability and communicability or severability (T.Hansen 2005 and Tauzan 2012). Researchers have utilized this model along with other constructs to understand online buying intentions (Wen Gong, Manddox &Stump, 2012). Online buying has been considered as “discounts innovation " as it includes technological and buying changes as adopted in combination to other theories to explain intention and option of online buying in different setting e.g. internet banking (Lallmahamood, 2007), online travel purchase, online grocery buying (Torben Hansen et al 2004).Some of the refined models explained even 64%of actions (Sentose&Mat 2012).  In a comparing study, TPD model report to be better fit in a developing country as compare to extended TAM model (Tauran,2012).Other extensions and revisions based on these four model have been compared and purposed to predict online buying.
2.4.5  Motivational model
Motivation with other psychology factors like perception, learning and attitude is always been cited as major factors influencing consumer to buy, even by Kotler(2000) and Schiffman (2000), different studies explored consumer motives to buy online. A detailed typology (Shrivasta,2011) classified motives into: pragmatic motivations e.g. convenience, learning about new trends, ease of use, comparison, service excellence motivations (discounts and deals, competitive prices)Hassel reduction motivation (e.g. transportation, timing, driving and parking) social motivation (e.g. social influence, peer-pressure, social learning, status and authority)hedonic motivations(self-gratification, fun of buying, going through search pages sensory stimulation, impulsively shopping).Rest named as exogenous motivations(previous online experience, lifestyle, trust). Understanding of online buying  motivations is insufficient to explain the complexities on online buying behavior.
2.4.6 SOCIAL Cognitive theory (sct)
According to SCT, environment cognitive behavior are three interactive factors operating as a triadic reciprocal causation (Bandit 1986,Wood&Bandura 1989)citied in (Chen Huang, Hsu 2010)concept of  efficiency, proposed to directly influenced performing online buying. In combination onto other technology adoption models this theory has been utilized to explore online buying intention and continuation intention but mixed findings hand been reported.
2.4.7 Model of intention, adoption of continuance (miac)
          MIAC is the first online consumer behavior theory that associates intentions, adoption and continuance (Chami, 2013).It combines TRA based theories with EM model and presented a comprehensive framework of moving beyond adoption and linked continuance of online buying. It pointed that adopted and continuance are connected to each other through several meditating and moderating factors such as trust and satisfaction. Five independent variables add antecedents,(external environment, demographic personal characteristics, vendor/service product characteristics and website quality) and give depends variables(attitude towards online purchasing and consumer satisfaction) combined with EM. Even if citied extensively but the complete model has not been fully utilized.
2.5     Summary of the chapter
           This chapter is based on the relevance and the model used by e-marketers to develop new approaches of selling product which involve positioning consumer mind on the product being produced and for satisfaction of their need. This theory propels that online shopping serve as a service of revenue made possible by an alternative shopping and distribution channels to satisfy consumers. Online shopping helps e-marketer to increase speed with which goods can be dispatched reduced cost and reduced sales cost. This model if followed, will helps to reduce operating cost and how e-marketers can establish a web design and how to use it to target audience.





CHAPTER THREE
 Methodology
3.1      Introduction
This section focused on the research methodology that will be adopted for the study. It highlights the research method and sampling plan to be adopted and how data will be generated and analyzed. 
3.2     Research design
          The research design that will be adopted for the study will be survey design. The survey will be conducted on the selected population of online shoppers in kwara state.
3.3     Population of then study
          Population is defined according to Longman dictionary of contemporary English as the number of population living in a particular area, country or state. But this term is further defined by encyclopedia as the inhabitant of designated territory. But the fact that it is not possible to cover the whole population that will be used for the study comprised of online shoppers from Konga (kwara state community). It will also be made up of male and female respondents.
3.4   Sample size and sampling technique
A sample size of 100 will be considered for the study. The same will be selected using a convenience sampling method, a non-probability sampling technique.
3.5   Method of data collection
        The method of data collection for the research study involves observing the delivery process of the online shopping and detecting the flaws in the process. Hence the observation method of primary collection technique form the basis for the business report this is due to the need for researcher to have firsthand data about the delivery process which may not be documented in secondary source during the course of observing the delivery process, the process flows clearly outline and each delivery stage is keenly observed with the intention of donating income leakage and excessive resources wastages. For the purpose of clarification, ‘AS IS’ model will be used for the study as it involve the description of the current situation of the process model with the intention of analyzing and improving the process. With this model it is easier to detect the flaws in the current model of Nigerian bottling company. This challenges that are involve as it relates to validity is the fact that the researcher has control over the source from the observation can be deleted and trimmed to a more useful quantity while interview with the major personnel handling the delivery process could act as a control measure and check in order to give reliability of the collected data.

3.6    Instrument for collecting data
         The main instrument to be used for this research study is questionnaire were administered by hard to ensure immediate in two sections, namely : Bio-data and Socio economic data.
3.7    Method of data analysis
The statistical analysis that be adopted will be the Chi-Square (X2)for analysis of respondents indicating the corresponding response in percentage in tabular form followed immediately by a brief analysis and then subjecting the data generated to test the hypothesis. 

X2 = ∑ (Fo - Fe)2
		Fe
Where:
 X2 = Chi-square
Fo = Frequency observed
Fe = Frequency expected 
∑ = summation. 
Decision rule: 95 percent level of significance is adopted and when the calculated value is greater than the tabulated value, the null hypothesis (H0) would be rejected while the alternative hypothesis (H1) would be accepted.

3.8   Historical background of konga nigeria plc
Jumia was founded in July 2012 by Sim Shagaya, with 20 staff. Shortly after launching in 2012, jumia raised a from a 3.5 million seed fund from investment AB Kinnevik. The site initially functioned as a Lagos-only online retailer focused on merchandise in the Baby, Beauty, and Personal Care categorize, but broadened its scope to all part of Nigeria I December 2012 and gradually expanded merchandise categories through 2012 and 2013. In early 2013, jumia raised a 510 million Series a fund from Investment AB Kinnevik and Naspers. In Q2 2013, jumia beta-tested ‘jumia Mall’, opening up the jumia platform to third-party retailers and moving away a pure first-party online retail model. In late 2013, jumiafinalize a 525 million Series a round from previous investors, Investment AB Kinnevik and Naspers, the largest single round raised by a single African startup at the time. On November 29, 2013, Konga.com crashed and remained offline for 45 minutes as a result of unprecedented traffic stemming from its Black Friday promotion. jumia sold more during the first six hours of the promotion than it did I the prior month. jumia officially launched its third-party retail platform in the first half of 2014, rebranding it as ‘Market place’ from ‘jumia Mall’; by the end of 2014, jumia’s marketplace featured 8,000 merchants, beating internal targets of 1,000 merchants eight-fold. jumia received USD $53.5 million worth of orders during the promotion in the previous year. jumia reportedly grew 2014 revenue 450% from 2013. In late 2014, jumia finalized a $540 million Series C round from Investment AB Kinnevik and Naspers, the largest single round raised by a single African startup to date. Despite reports that Naspers acquired 50% of jumia in 2001, publicly traded Naspers disclosed that its stake in jumia after the October 2014 Series C investment was 40.22%. jumiawas reportedly valued at approximately $5200 million as of the Series. In January 2015, jumia was ranked as the most visited Nigerian website by Alexa Internet. According to CEO Sim Shagaya, jumia “leads the field in Nigeria today (early 2015) in Gross Merchandised Value”, a metric measuring the total value of merchandise sold through a particular market place. jumia announced it acquired the assets and mobile money license of Z internet Nigeria Limited in June 2015, thereby meeting the Central Bank of Nigeria’s legal requirement for the provision of mobile payment services. The acquisition will support jumiaPay, launched in August 2015, jumia’s solution to facilitate uptake of cashless electronic payments. With over 80 million mobile internet users in Nigeria, jumia has made online payment easy with its delivery payment option embraced by its numerous users.
Location: 1, CIPM Avenue, Agidingbi, Ikeja, Lagos, Nigeria.
jumia’s competitors: jumia’s competitors include the following: OLX, Amazon, eBay, Jiji e t c.
Distribution strategy of jumia
Ensure the distribution center is safe and that the Lost Time Accident, Total Incident Rate, and Safety Audit Index goals are met. Collaboration responsibility for Transportation is planning and Vehicle scheduling (TPVS) process. Strong people management  accountability skills. Drive by knowing and broad knowledge of the full logistic cycle. Oversee execution of international shipments worldwide and domestic distribution activities. Oversee execution of the picking plan. Ensure that our picking accuracy goals are met.

Mission
To be the engine of Commerce & Trade in Africa

Vision
To be a powerful force for the Economic Growth of Africa
To connect Africans with each other and the rest of the world through Technology & Commerce

Values
The customer sits on the throne Satisfied customers are essential to our success. There are no kings in Konga. Only servants of the customer.
Hard work
We embrace hard work. We understand that it is only through pushing ourselves beyond our limits of comfort that we become better as individuals and as a company.
Honor and integrity
We are open, honest and trustworthy in all dealings.
Teamwork and sacrifice
We work together disregarding personal interests to meet the need of our customers and to build a stronger company.
Passion
We are passionate about our brand and our mission.
Constant evolution
We always question the norm looking for opportunities to new ideas. As individuals, we embrace flexibility and rapid change.
jumia product range are listed below
Fashion outlets: Women cloths, Men fashion, Kids fashion, Shoes, Beauty perfumes
Phones and tablets: Mobile phone, Smart phones, IOS, Android phones, Windows, Tablet
Fashion: Women, Men, Kids, Wedding, Fabrics
Home & Office: Small appliances, Home decoration, Kitchen & dinning Bathing, Stationary
Computing: Laptops, Projectors, Desktops, Accessories, Computer, Print & scanner
Cameras & electronics: Television, Television accessories, Cameras, Gadgets, Music instruments, Portable audios
Watches & sunglasses: Men, Women, Sunglasses, Shop by brand
Baby, toys & kids: Fashion for girls, Fashion for boys, Maternity, Baby product, Toys and games, School stores, Party stores
Health & Beauty: Make – ups, Skin cares, Hair & health cares, Books, Movies
Automobile: Cars & vehicles, Oil & fluid, Tools & equipment, Replacement parts, Power & batteries, Tyre& rims e t c.
























CHAPTER FOUR
Data analysis and presentation
4.1   Introduction
In this chapter, the data gathered from the field survey will be presented, analyzed and interpreted in order to use them to answer the research questions. The response of each of the questions in the questionnaire will be represented in a form of frequency distribution table, analyzed and interpreted using the simple percentage and histogram.
The hypotheses generated in the research project will be tested using Chi-Square (x2) statistical method of data analysis. Out of hundred (100) questionnaires administered, only eighty-five (85) were dully filled and returned.  

0.    Presentation and analysis of responses 
Table 4.1: Distribution of respondents by Sex
	Respondent 
	Frequency
	Percentage %

	Male                                                    
	53
	62.4

	Female
	32
	37.6

	Total
	85
	100


Source: Survey (2025)
In the table 4.1 above, the analysis shows that the respondents used for the survey consist of 53 (62.4%) males and 32 (37.6%) were females. This indicates that there are more males than females respondents.  

Table 4.2: Distribution of respondents by Age
	Respondent 
	Frequency
	Percentage %

	Below 25 years
	38
	44.71

	26-30 years
	33
	38.82

	31-40 years
	8
	9.41

	41 and above
	6
	7.06

	Total 
	85
	100


Source: Survey (2025)
From the data analysis in table 4.2, it indicates that 38 (44.71%) of the respondents were below 25 years of age, 33 (38.82%) of the respondents were 26-30 years of age, 8 (9.41%) were 31-40 years of age, while 6 (7.06%) of respondents were 41 years and above of age. This shows that majority of the respondents are below 25 years to 30 years, which may be as a result of their consistent use of smart phone.

Table 4.3: 	Distribution of respondents by Marital Status
	Respondent 
	Frequency
	Percentage %

	Single
	67
	78.83

	Married
	16
	18.82

	Divorced
	2
	2.35

	Separated
	-
	-

	Total 
	85
	100


Source: Survey (2025)
From the analysis of table 4.3, it shows that 67 (78.83%) of the respondents were Single, 16 (18.82%) of the respondents were Married, 2 (2.35%) of the respondents were Divorced and 0 (0%) of the respondents were separated. This justified that majority of the respondents were single, which may be as a result of their attractiveness to the use of internet and access to smart phones.

Table 4.4: Distribution of respondents’ by Smart Phone
	Respondent
	Frequency
	Percentages %

	YES
	73
	85.88

	NO
	12
	14.12

	Total
	85
	100


Source: Survey (2025)
From the analysis of table it shows that 73 (85.88%) have smart phone, while 12 (14.12%) do not have. This further illustrates that majority of the respondents are users of smart phones. Hence, this may be due to the fact that majority of phones in Nigeria mobile markets are internet enabled.

Table 4.5:	Distribution of respondents’ by Internet Usage Experience
	Respondent
	Frequency
	Percentages %

	Below 5 years
	35
	41.18

	6-10 years
	41
	48.23

	11-15 years
	8
	9.41

	16 and above
	1
	1.18

	Total
	85
	100


Source: Survey (2025)
The analysis of table 4.5, shows that 35 (41.18%) of the respondents had below 5 years’ experience on the use of internet, 41 (48.23%) of the respondents had 6-10 years’ experience, 8 (9.41%) of the respondents had 11-15 years’ experience and 1 (1.18%) had 16 and above years’ experience. Which therefore indicated that mainstream of the respondents have below 5 years to 10 years internet usage experience, which may be as a result of advents of electronic search engines, such as google among others and ease of researches through internet.
Table 4.6: Distribution of respondents’ by shopping online
	Respondent
	Frequency
	Percentages %

	YES
	59
	69.41

	NO
	26
	30.59

	Total
	85
	100


Source: Survey (2025)
From the analysis of table 4.7, it shows that 59 (69.41%) have made shopping online, while 26 (30.59%) have not. From this, it can be ascertained that majority of the respondents have engaged in online shopping, which justified the internet as a new trend in marketing and possible tool of reaching consumers considering the benefits.

0. Presentation and analysis of data according to research questions 
Statement 1: Security constitutes a serious challenge to effective operation of online-marketing in providing an opportunity for effective service delivery.
Table 4.7
	Option
	Frequency
	Percentage %

	Strongly Agree 
	44                                                                                                                                               
	51.76

	Agree
	21
	24.71

	Undecided
	10
	11.76

	Disagree
	7
	8.24

	Strongly Disagree 
	3
	3.53

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 1, table 4.8, shows that 44 (51.76%) and 21 (24.71%) of the respondents strongly agreed and agreed with the above notation respectively. While 10 (11.76%) of the respondents were undecided, 7 (8.28%), and 3 (3.53%) of them disagreed and strongly disagreed that security constitutes a serious challenge to effective operation of online-marketing in providing an opportunity for effective service delivery.

Statement 2: My previous experience with an e-tailer has been so good and I would recommend it to other people
Table 4.8
	Option
	Frequency
	Percentage %

	Strongly Agree
	22
	25.88

	Agree
	8
	9.41

	Undecided
	8
	9.41

	Disagree
	42
	49.42

	Strongly Disagree
	5
	5.88

	Total
	85
	100


Source: Survey (2025)
The analysis of statement 2, table 4.9, shows that 22 (25.88%) and 8 (9.41%) of the respondents strongly agreed and agreed with the above notation respectively. While 8 (9.41%) were undecided, 42 (49.41%), and 5 (5.88%) of them disagreed and strongly agreed their previous experience with an e-retailer has been so good and they would recommend it to other people
Statement 3: I feel secure making payments electronically
Table 4.9
	Option
	Frequency
	Percentage %

	Strongly Agree 
	38
	44.71

	Agree
	22
	25.88

	Undecided
	4
	4.71

	Disagree
	19
	22.35

	Strongly disagree 
	2
	2.35

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 3, table 4.10, shows that 38 (44.71%) and 22 (25.88%) of the respondents strongly agreed and agreed with the above notation respectively. While 4 (4.71%) were undecided, 19 (22.35%) and 2 (2.35%) of them disagreed and strongly agreed that they feel secure making payments electronically.

Statement 4: Internet service for shopping online depend on my belief that the product will be delivered
Table 4.10
	Option
	Frequency
	Percentage %

	Strongly Agree 
	31
	36.47

	Agree
	28
	32.94

	Undecided
	11
	12.04

	Disagree
	8
	9.41

	Strongly Disagree 
	7
	8.24

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 4, table 4.11, shows that 31 (36.47%) and 28 (32.94%) of the respondents strongly agreed and agreed with the above notation respectively. While 8 (9.41%) were undecided, 8 (9.41%) and 7 (8.24%) of them disagreed and strongly agreed that internet service for shopping online depend on their belief that the product will be delivered
Statement 5:  Increase sales online is affected by the availability of internet facilities
Table 4.11
	Option
	Frequency
	Percentage %

	Strongly Agree 
	28
	32.04

	Agree
	31
	36.48

	Undecided
	6
	7.05

	Disagree
	19
	22.36

	Strongly Disagree 
	1
	1.17

	Total 
	85
	100


Source:	Survey (2025)
The analysis of statement 5, table 4.12 shows that 28 (32.04%) and 31 (36.48%) of the respondents strongly agreed and agreed with the above notation respectively. While 6 (7.05%) were undecided, 19 (22.36%) and 1 (1.17%) of them disagreed and strongly agreed that increase sales online is affected by the availability of internet facilities

Statement 6: The easiness of comparison offered by shopping online is important to me
Table 4.12
	Option
	Frequency
	Percentage %

	Strongly Agree 
	33
	38.84

	Agree
	19
	22.35

	Undecided
	4
	4.75

	Disagree
	26
	30.58

	Strongly disagree 
	3
	3.54

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 6, table 4.13, shows that 33 (38.84%) and 19 (22.35%) of the respondents strongly agreed and agreed with the above notation respectively. While 4 (4.75%), were undecided, 26 (30.58%) and 3 (3.54%) of them disagreed and strongly agreed that the easiness of comparison offered by shopping online is important to them.
Statement 7: I am willing to give my credit card information only to online companies that use secure payment transactions
Table 4.13
	Option
	Frequency
	Percentage %

	Strongly Agree 
	30
	35.29

	Agree
	23
	27.05

	Undecided
	8
	9.41

	Disagree
	22
	25.88

	Strongly disagree 
	2
	2.35

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 7, table 4.14, shows that 30 (35.29%) and 23 (27.05%) of the respondents strongly agreed and agreed with the above notation respectively. While 8 (9.41%), were undecided, 22 (25.88%) and 2 (2.35%) of them disagreed and strongly agreed that they are willing to give my credit card number only to online companies that use secure payment transactions


Statement 8: There is significant relationship in the sales of product online and consumer shopping attitudes online
Table 4.14
	Option
	Frequency
	Percentage %

	Strongly Agree 
	23
	27.05

	Agree
	19
	22.35

	Undecided
	12
	14.14

	Disagree
	21
	24.75

	Strongly Disagree 
	10
	11.76

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 8, table 4.15, shows that 23 (27.05%) and 19 (22.35%) of the respondents strongly agreed and agreed with the above notation respectively. While 12 (14.14%), were undecided, 21 (24.75%) and 10 (11.76%) of the respondents disagreed and strongly agreed that there is significant relationship in the sales of product online and consumer shopping attitudes online.
Statement 9: I am not prepared to give private information and credit card details to online companies
Table 4.15
	Option
	Frequency
	Percentage %

	Strongly Agree 
	31
	36.27

	Agree
	22
	25.88

	Undecided
	11
	12.94

	Disagree
	21
	24.71

	Strongly Disagree 
	-
	-

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 9, table 4.16, shows that 31 (36.27%) and 22 (25.88%) of the respondents strongly agrees and agreed with the above notation respectively. While 11 (12.94%), were undecided, 21 (7.14%) and 0 (0%) of the respondents disagreed and strongly agreed that they are not prepared to give private information and credit card details to online company
Statement 10: Perceived risk is a major challenge to the growth of online shopping.
Table 4.16
	Option
	Frequency
	Percentage %

	Strongly Agree 
	15
	17.65

	Agree
	36
	42.35

	Undecided
	2
	2.35

	Disagree
	13
	15.29

	Strongly Disagree 
	19
	22.36

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 10, table 4.17, shows that 15 (17.65%) and 36 (42.35%) of the respondents strongly agreed and agreed with the above notation respectively. While 2 (2.35%) were undecided, 13 (15.29%) and 19 (22.36%) of them, disagreed and strongly agreed that perceived risk is a major challenge to the growth of online shopping.
Statement 11: I have to trust an e-tailer before making a purchase
Table 4.17
	Option
	Frequency
	Percentage %

	Strongly Agree 
	29
	34.12

	Agree
	26
	30.59

	Undecided
	12
	14.12

	Disagree
	12
	14.12

	Strongly disagree 
	6
	7.05

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 11, table 4.18, shows that 29 (32.12%) and 26 (30.59%) of the respondents strongly agreed and agreed with the above notation respectively. While 12 (14.12%), were undecided, 12 (14.12%) and 6 (7.05%) of them disagreed and strongly disagreed that they have to trust an e-taller before making a purchase.
Statement 12: It is less time consuming to buy commodities online than offline
Table 4.18
	Option
	Frequency
	Percentage %

	Strongly Agree 
	8
	9.24

	Agree
	22
	25.88

	Undecided
	10
	11.76

	Disagree
	33
	38.82

	Strongly Disagree 
	12
	14.12

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 12, table 4.19, shows that 8 (9.24%) and 22 (25.88%) of the respondents strongly agreed and agreed with the above notation respectively. While 10 (11.76%), were undecided, 33 (38.82%) and 12 (14.12%) of them disagreed and strongly agreed that it is less time consuming to buy commodities online than offline
Statement 13: The level of illiteracy in the country has seriously reduced the effectiveness of online-marketing in service delivery.
Table 4.19
	Option
	Frequency
	Percentage %

	Strongly Agree 
	27
	31.76

	Agree
	23
	27.06

	Undecided
	-
	0

	Disagree
	24
	28.24

	Strongly Disagree 
	11
	12.94

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 13, table 4.20 and figure 13 shows that 27 (31.76%) and 23 (27.06%) strongly agree and agree with the above notation respectively. 0 (0%) were undecided and 24 (28.24%) and 11 (12.94%) disagree and strongly agree that the level of illiteracy in the country has seriously reduced the effectiveness of online-marketing in service delivery.
Statement 14: The use of internet has developed the shopping attitudes of consumers.

Table 4.20
	Option
	Frequency
	Percentage %

	Strongly Agree 
	42
	49.41

	Agree
	13
	15.29

	Undecided
	2
	2.35

	Disagree
	21
	24.71

	Strongly Disagree 
	7
	8.24

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 14, table 4.21, shows that 42 (49.41%) and 13 (15.29%) of the respondents strongly agreed and agreed with the above notation respectively. While 2 (2.35%) were undecided, 21 (24.71%) and 7 (8.24%) of them disagreed and strongly agreed that the use of internet has developed the shopping attitudes of consumers.
Statement 15: I appreciates the various options available during shopping online as compared to offline
Table 4.21
	Option
	Frequency
	Percentage %

	Strongly Agree 
	33
	38.83

	Agree
	17
	20.00

	Undecided
	3
	3.53

	Disagree
	22
	25.88

	Strongly Disagree 
	10
	11.76

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 15, table 4.22, shows that 33 (38.83%) and 17 (20%) of the respondents strongly agreed and agreed with the above notation respectively. While 3 (3.53%) were undecided, 22 (25.88%) and 10 (11.76%) of them disagreed and strongly agreed that they appreciate the various options available during shopping online as compared to offline.
Statement 16: Increase in the use of smart phones is an opportunity for e-tailers to increase sales turnover
Table 4.22
	Option
	Frequency
	Percentage %

	Strongly Agree 
	30
	35.29

	Agree
	23
	27.05

	Undecided
	8
	9.41

	Disagree
	22
	25.88

	Strongly disagree 
	2
	2.35

	Total 
	85
	100


Source: Survey (2025)
The analysis of statement 7, table 4.14, shows that 30 (35.29%) and 23 (27.05%) of the respondents strongly agreed and agreed with the above notation respectively. While 8 (9.41%), were undecided, 22 (25.88%) and 2 (2.35%) of them disagreed and strongly agreed that increase in the use of smart phones is an opportunity for e-tailers to increase sales turnover.
4.3	Presentation and analysis of data according to research hypotheses 
Having given a careful analysis of the response to each question, the hypotheses earlier formulated in chapter one of this research work.
Hypothesis: This is generally referred to as “research hypothesis”. It is an idea and assumptions put forward by anyone for the purpose of helping and guiding the researcher in arriving at a reasonable conclusion. These assumptions are believed to be true and critically correct but the result of the researcher may prove otherwise. A total number of four (4) hypotheses have been made in this study.  The whole of the hypotheses (4) will be tested by using the Chi-Square statistical method.


X2 =  (O - E)2
			     E
Where 
X2 = Chi square
 = Summation 
E = Expected frequency 
O = Observed frequency 
The level of significance used is 5% which is 0.05 to determine the degree of freedom.
(d.f) = (R-1) (C-1)
Where R = Row 
C = Column 
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2
t
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Where computed      value is more than the table value  , Ho which is the null hypothesis is rejected and H1 which is the alternative hypothesis is accepted and vice versa. To test for hypotheses 1, the first individual question in the questionnaire was used. 
Hypotheses 1
H0: 	High rate of illiteracy negatively affects the behaviour of consumers who engage in online shopping in Nigerian retail industry
H1: 	High rate of illiteracy positively affects the behaviour of consumers who engage in online shopping in Nigerian retail industry
Criteria for the Test of Hypothesis 
The following statements were considered for the test of the hypothesis. 
Statement 4: Use of internet service for shopping online depend on my belief that the product will be delivered

CONTINGENCY TABLE 
Table 4.23
	Option
	Frequency
	Percentage %

	Strongly Agree 
	38
	44.71

	Agree
	22
	25.88

	Undecided
	4
	4.71

	Disagree
	19
	22.35

	Strongly disagree 
	                 2
	2.35

	Total 
	85
	100


Source: Survey (2025)
The expected frequencies were calculated as follows:
	Response 
	O
	E
	O-E
	(O-E)2
	(O-E)2
E

	Strongly Agreed
	38
	17
	21
	441
	25.94

	Agreed
	22
	17
	5
	25
	1.47

	Undecided 
	4
	17
	-13
	169
	9.94

	Disagreed
	19
	17
	2
	4
	0.24

	Strongly Disagreed
	2
	17
	-15
	225
	13.24

	Total 
	85
	
	X2cal
	
	50.83


E = 	Total Respondents	=	85	=	17
 (
2
c
)		Number of Variable		 5
      calculated value = 50.83
Level of significance = 0.05 or 5%
Degree of freedom = (r-1 (c-1) 
Df = (5-1) (2-1)
 (
2
t
)Df = 4
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c
) (
2
t
) (
2
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) (
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) (
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c
) table at 0.05 = 9.49
Interpretation: From the analysis above      Cal is 50.83 while       tab is 9.49. This shows that      Cal of 50.83 is greater than  tab of 9.49, i.e. cal       (50.83) >tab 9.49.Therefore, Ho is rejected and the alternative hypothesis H1 is accepted which states that: High rate of illiteracy positively affects the behavior of consumers who engage in online shopping in Nigerian retail industry.
Hypotheses 2
H0: 	High cybercrime rate does not affect the behavior of consumers who engage in online shopping in Nigerian retail industry
H2: 	High cybercrime rate affect the behavior of consumers who engage in online shopping in Nigerian retail industry

Criteria for the Test of Hypothesis 
The following statements were considered for the test of the hypothesis. 

Statement 7: I am willing to give my credit card information only to online companies that use secure payment transactions
Table 4.24
CONTIGENCY TABLE
	Option
	Frequency
	Percentage %

	Strongly Agreed
	33
	38.84

	Agreed
	19
	22.35

	Undecided
	4
	4.75

	Disagreed
	26
	30.58

	Strongly disagreed
	3
	3.54

	Total 
	85
	100


Source: Survey (2025)
The expected frequencies were calculated as follows:
	Response 
	O
	E
	O-E
	(O-E)2
	(O-E)2
E

	Strongly Agreed
	33
	17
	16
	256
	15.06

	Agreed
	19
	17
	2
	4
	0.24

	Undecided 
	4
	17
	-13
	169
	9.94

	Disagreed
	26
	17
	9
	81
	4.76

	Strongly Disagreed
	3
	17
	-14
	196
	11.53

	Total 
	85
	
	X2cal
	
	41.53


E = 	Total Respondents	=	85	=	17
		Number of Variable		 5
 (
2
c
)
calculated value = 41.53
Level of significance = 0.05 or 5%
Degree of freedom = (r-1 (c-1) 
Df = (5-1) (2-1)
 (
2
t
)Df = 4
 (
2
c
) (
2
t
)table at 0.05 = 9.49
 (
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) (
2
c
) (
2
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) (
2
c
)Interpretation: From the analysis above    cal is 41.53 while      tab is 9.49. This shows that       of 41.53 is greater than       tab of 9.49, i.e.      cal (41.53)        >tab     9.49.Therefore, Ho is rejected and the alternative hypothesis H2 is accepted which states that: High cybercrime rate affect the behavior of consumers who engage in online shopping in Nigerian retail industry
Hypotheses 3
H0:  	Inadequate infrastructure does not have a significant effect on the behavior of consumers who engage in online shopping in Nigerian retail industry
H3:  	Inadequate infrastructures have a significant effect on the behavior of consumers who engage in online shopping in Nigerian retail industry
Criteria for the Test of Hypothesis 
The following statements were considered for the test of the hypothesis. 
Statement 13: The level of illiteracy in the country has seriously reduced the effectiveness of online-marketing in service delivery.

Table 4.25
CONTIGENCY TABLE
	Option
	Frequency
	Percentage %

	Strongly Agree 
	27
	31.76

	Agree
	23
	27.06

	Undecided
	-
	0

	Disagree
	24
	28.24

	Strongly Disagree 
	11
	12.94

	Total 
	85
	100


Source: Survey (2025)
The expected frequencies were calculated as follows:
	Response 
	O
	E
	O-E
	(O-E)2
	(O-E)2
E

	Strongly Agree 
	27
	17
	20
	400
	23.53

	Agree 
	23
	17
	6
	36
	2.12

	Undecided 
	-
	17
	-17
	289
	17

	Disagree 
	24
	17
	7
	49
	2.88

	Strongly Disagree 
	11
	17
	-6
	36
	2.12

	Total 
	85
	
	X2cal
	
	47.65


E = 	Total Respondents	=	85	=	17
		Number of Variable		 5
calculated value = 47.65
Level of significance = 0.05 or 5%
Degree of freedom = (r-1 (c-1) 
Df = (5-1) (2-1)
 (
2
t
)Df = 4
table at 0.05 = 9.49
 (
2
c
) (
2
t
)
 (
2
c
) (
2
t
) (
2
c
) (
2
c
)Interpretation: From the analysis above      cal is 47.65 while     tab is 9.49. this shows that       cal of 47.65 is greater than      tab of 9.49, i.e.         cal (47.65) > tab       9.49.Therefore, Ho is rejected and the alternative hypothesis H3 is accepted which states that: Inadequate infrastructures have a significant effect on the behavior of consumers who engage in online shopping in Nigerian retail industry.
Hypotheses 4
H0:  	There is no relationship between trust and behavior of consumers who uses online shopping in Nigerian retail industry
H4:  	There is relationship between trust and behavior of consumers who uses online shopping in Nigerian retail industry
Criteria for the Test of Hypothesis 
The following statements were considered for the test of the hypothesis. 
Statement 8: There is significant relationship in the sales of product online and consumer shopping attitudes online
Table 4.26
	Option
	Frequency
	Percentage %

	Strongly Agree 
	42
	49.41

	Agree
	13
	15.29

	Undecided
	2
	2.35

	Disagree
	21
	24.71

	Strongly Disagree 
	7
	8.24

	Total 
	85
	100


Source: Survey (2025)

The expected frequencies were calculated as follows:
	Response 
	O
	E
	O-E
	(O-E)2
	(O-E)2
E

	Strongly Agreed
	42
	17
	25
	625
	36.76

	Agreed
	13
	17
	-4
	16
	0.94

	Undecided 
	2
	17
	-15
	225
	13.24

	Disagreed
	21
	17
	4
	16
	0.94

	Strongly Disagreed
	7
	17
	-10
	100
	5.88

	Total 
	85
	
	X2cal
	
	57.76


E = 	Total Respondents	=	85	=	17
 (
2
c
)	Number of Variable  5
calculated value = 57.76
Level of significance = 0.05 or 5%
Degree of freedom = (r-1 (c-1) 
Df = (5-1) (2-1)
 (
2
t
)Df = 4
table at 0.05 = 9.49
 (
2
c
) (
2
t
)
 (
2
c
) (
2
t
) (
2
c
)Interpretation: From the analysis above      cal is 57.76 while       tab is 9.49. this shows that      cal of 57.76 is greater than       tab of 9.49, i.e.     cal (57.76) > tab      9.49. Therefore, Ho is rejected and the alternative hypothesis H1 is accepted which states that: There is relationship between trust and behavior of consumers who uses online shopping in Nigerian retail industry.

4.4	Discussion of findings
This subsection provides a comprehensive explanation on the findings of the study from the hypothesis H1. The analysis shows High rate of illiteracy positively affects the behavior of consumers who engage in online shopping in Nigerian retail industry.  Having taken cognizance of this, customers will be enlightened on any service of their interest and also reduces ineffective response from the customers. The analysis of the study in hypothesis H2 also indicates that High cybercrime rate affect the behavior of consumers who engage in online shopping in Nigerian retail industry. This is so because there should be adequate trust on the part of customer which will enable marketers to achieve effective service delivery in the use of online-marketing as a tool. Having taken cognizance of this, it will also lead to the growth and survival of the online marketing as well as maintain and enhanced values for the customers. The result in hypothesis H3 states that the level of literacy of customer have effect on the use of online-marketing on attitudes of consumers in online shopping in the sense that, the customer care center must put in place a reasonable way of disseminating information to their customers, since their customers are both educated and uneducated ones. This is because the availability of infrastructural facilities will make the use of online-marketing to be effective and also ensure smooth transactions. The analysis in hypothesis H4 shows that there is relationship between trust and behavior of consumers who uses online shopping in Nigerian retail industry because adequate security measure will reduce the level of fraud in the use of online-marketing as tools for business transactions. 

CHAPTER FIVE
Summary of findings, conclusion and recommendations
5.1	Summary
This chapter deals with the summary of the findings, the conclusions and recommendations. However, the followings are the summary of the findings:
From hypothesis I, it was discovered that High rate of illiteracy positively affects the behavior of consumers who engage in online shopping in Nigerian retail industry , as calculated value is greater than tabulated value which results in rejection of null hypothesis (Ho) and acceptance of alternative hypothesis (H1). In hypothesis H2, it was also discovered high cybercrime rate affect the behavior of consumers who engage in online shopping in Nigerian retail industry, as calculated value is greater than tabulated value which results in rejection of null hypothesis (Ho) and acceptance of alternative hypothesis (H2). In hypothesis H3, it was also discovered that inadequate infrastructures have a significant effect on the behavior of consumers who engage in online shopping in Nigerian retail industry, as calculated value is greater than tabulated value which results in rejection of null hypothesis (Ho) and acceptance of alternative hypothesis (H3). Lastly, it was discovered in hypothesis (H4) that there is relationship between trust and behavior of consumers who uses online shopping in Nigerian retail industry, as calculated value is greater than tabulated value which results in rejection of null hypothesis (Ho) and acceptance of alternative hypothesis (H4).
5.2	Conclusion
[bookmark: _GoBack]Online-shopping is a powerful tool for building customer relationship, it offers services at low cost efficient, speedy alternative for reaching the target market, and it promotes offerings through personalized communication and provides tailored products/services to specific customer tastes. It assists in focusing on customer retention, it offers superior service quality, emphasis on exemplary customer service, ensure that quality is the concern for all as well as pursue long-term vision. The consumer’s perception on online shopping varies from individual to individual and the perception is limited to a certain extent with the availability of the proper connectivity and the exposure to the online shopping. The perception of the consumer also has similarities and difference based on their personal characteristics. The findings of this study are aligned with the conclusions of various scholars, who have also conducted researches on online shopping, some of which are discussed below: Aminu (2013) stated that the growth of the internet is very high in developed country and even explosive in some developing countries, including Nigeria. Neha (2014) noted that an analysis of consumer characteristics and specific traits can enable organizations to segment consumers and design targeting strategies appropriately. Similarly, Shanthi and Kannaiah (2015) concluded that that the majority of the people who shop online buys online as it is cheaper compared to the market price with various discounts and offers.



5.3	Recommendations
To fully enjoy the benefits accruing from the online shopping system, the following recommendations are put forward by the researcher for the purpose of the completion of this research work.
This includes;
1.	To play successfully in the online-marketing environment, in educational sector, companies should place high priority in the training and retraining of their staff to keep abreast of current developments and global standards.
2.	Companies have to be highly innovative and creative, churning out good products that will meet the changing needs of their customers.
3.	The regulatory authorities should urgently develop new guidelines that will guide the operation of online-marketing so that some companies will not jump the gun only to get burnt in the process. The guideline for online-marketing should be very clear, self-explanatory and must provide a level playing field for all the operators in online businesses.
4.	There should be a broad legal framework for online-marketing, the legal framework should specify the disclosure requirements under online-marketing so that the necessary information about any operators in the systems are not hidden from the purview of the regulatory authorities, making auditing and examination of the operators difficult.
5.	Companies should re-design their business strategies and practice to be able to play in the online-marketing environment.
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QUESTIONNAIRE
Instruction: please mark () in the appropriate box 0r box ex where possible, than comment where applicable.
PART A (BIO-DATA)
0. Sex
1. Male ( ) b. female ( )
0. Age 
1. Below 25years ( ) b. 26-30 ( ) c. 31-40 ( ) d. 41 and above ( )
0. Marital status
1. Single ( ) b. married ( ) c. Divorced ( ) d. Separated ( )
0. Do you have a smart phone?
1. Yes ( ) No ( )
0. Internet usage experience 
1. Below 5years ( ) b. 6-10 years ( ) c. 11-15 ( ) d. 16 and above ( )
0. Have you made any online shopping
1. Yes ( ) No ( )
0. If no please do not fill the questionnaire.

PART B
Kindly tick ( ) the appropriate option to include your responses to the following.
SA = STRONGLY AGREE
A   = AGREE
D   = DISAGREE
SD = STRONGLY DISAGREE
U   = UNDECIDED

	S/N
	STATEMENT OF RESEACH
	SA
	A
	D
	SD
	U

	1
	Security constitute a serious challenge to effective operation of online shopping in an providing an opportunity for effective service delivery
	
	
	
	
	

	2
	My previous experience with an e-taller has been good would recommend it to other people.
	
	
	
	
	

	3
	I feel secure making payment online
	
	
	
	
	

	4
	Use of internet shopping online depends on my belief that the product will be delivered.
	
	
	
	
	

	5
	Increase sale online is affected by the qualitability of internet service and facilities.
	
	
	
	
	

	6
	The easiness of comparison offered by shopping on online is important to me.
	
	
	
	
	

	7
	I am willing to give my credit card information only to online companies that use secure payment transaction.
	
	
	
	
	

	8
	There is significant relationship in the sale of product online and customer shopping attitude online.
	
	
	
	
	

	9
	I am not prepared to give private information and credit card details to online company.
	
	
	
	
	

	10
	Perceived risk is a major challenge to the growth of online shopping.
	
	
	
	
	

	11
	I have to trust an e-teller before making a purchase.
	
	
	
	
	

	12
	It is less time consuming to buy commodity online than offline.
	
	
	
	
	

	13
	The level of illiteracy of the country has seriously reduce the effectiveness of online marketing in service delivery.
	
	
	
	
	

	14
	The use of internet has develop the shopping attitudes of customers.
	
	
	
	
	

	15
	I appreciate the various options available during shopping online as compared offline.
	
	
	
	
	

	16
	Increase in the use of smart phones is an opportunity for e-teller to increase sale turnover.
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