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Abstract

This study focuses on the antecedents of in-store and online purchasing behavior in Nigeria .
Specifically the Lagos metropolis the study seeks to analyze the relationship between online
customer experience and brand social applause; to determine the impact of perceived financial
risk on shoppers attitude towards in-store and online shopping and to identify factors that
influence consumer purchase behavior in brick and motarstores and online marketplace; and
to determine the impact of shopping experience on brand loyalty and advocacy.

To achieve these objectives, random sampling technique was employed. 200 adults from Lagos
who have made use of online stores formed the sample size for this study. Data was generated
from the respondents using structured questionnaire developed in Likert form. . Data generated
were analysed using descriptive statistics and Pearson Product Moment Correlation Coefficient
(PPMC) with the aid of SPSS2.0. Two tailed t-statistics was employed to test the hypotheses.
The study found a significant relationship between online customer experiences and brand
social applause. Also, customer shopping experiences directly translate into brand loyalty and
advocacy. Perceived financial risk has a significant impact on shoppers’ attitude toward online
shopping and the type of product customers intend to purchase influences the pattern and place
of purchase. The study therefore concluded that financial risk and fear of credit card
information loss deter most residents of Lagos from patronizing online stores. The study
recommended amongst other things that online stores should ensure timely delivery of their
products/services to their clients to obtain their loyalty; equally government should set-up
monitoring mechanism to checkmate fraudulent activities in online stores.
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Introduction

As the world gravitates toward a knowledge
economy, the contribution of the service
sector to economic growth and development
in both developed and developing countries
has increased significantly over the years and
one of the subsectors of services which
engendered such growth is ecommerce. The
growth of ecommerce globally can be traced
to the advancement in technology which has
revolutionized the conventional ways of
executing tasks especially in terms of trade
(Pejman and Mansoor, 2016).

With the growth in information and
communication  technology and  the
introduction of electronic payment system,
the feasibility, sustainability, and survival of
ecommerce in the long run becomes viable.
However, the fusion of information and
communication technology with
psychological complex like consumer
behavior presents a socio-technological
problem which seems intractable. As more
organizations continue to register their
presence online through a website,
consumers especially innovators and early
adopters are gravitating toward online
marketplace but not at the same speed with
the sellers.

In Nigeria, virtual marketplaces like OLX,
JUMIA, KONGA, etc are transforming the
purchasing process by easing the process,
rendering after-sale services of delivering the
product to customer doorstep, and allowing
customers to choose from different product
varieties unlike the traditional in-store
where customers need to roam the market
before locating the exact product that meets
their taste and budget. Though in-store and
online market serve as meeting point
between the buyer and the seller, there still
exists a significant difference between the
purchasing process of customers.

There are myriads of benefits associated with
online purchase when compared to in-store
purchases and these are not limited to the

following: easy price comparison, variety of
products and brands, time and stress
minimization, locating the right products that
meet consumer specification on time, ability
to review past users’ comment before
purchase, and after sale service. On the other
hand, in-store purchase allows consumers to
physically examine the products they want to
purchase, feel them, communicate with the
vendor verbally, and clarify any issues with
the vendor immediately ( Ndeh and Reuben,
2015; Sarit and Shatabdi, 2015)

More so, online shopping provides 24/7
shopping experience to customers at lower
prices but customers that want to get the
product immediately prefer shopping in the
physical store due to the delayed delivery of
the products ordered online. More so,
customers feel more comfortable buying
perishable and food items in physical stores
than online purchase so as to verify the
hygiene and safety practice of the vendor.
More so, items can be returned immediately
when purchased in-store compared to items
that are ordered online. The fact that some
pictures of the products displayed online
may not refer to the exact products delivered
to customers also motivates some consumers
to patronize the physical store for their
purchase (Raja et al, 2015; Mohammad et al
(2015).

However, the ease, convenience, house
delivery, easy price comparison, after sale
service, and other benefits associated with
online purchase have not desisted customers
from frequent physical stores. This is due to
some cogent reasons considered to be the
shortcomings of online marketplace
especially in developing countries like
Nigeria. One of those reasons is lack of
security and government legislation on
online marketplace. Specifically, the fear of
identity theft especially of credit card makes
customers reluctant to frequently purchase
products online.

More so, the lack of explicit government
legislation on rules that guide online
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marketplace and appropriate sanctions in
case of fraudulent activities discourage
consumers from buying their produce online
(Nahla, 2014). In Nigeria where cases of
financial fraud abound and agency saddled
with the responsibility of apprehending and
punishing defaulters is laboriously trying to
curb the activities of fraudster, customers
considered it safer to purchase their produce
in physical store where they can feel, touch,
test, and instantly identify fault in any
products they intend to purchase.

In order to eradicate this threat, customers
search for information about the product
they intend to purchase online and visit
physical store, armed with the right
information, to purchase the product that
meets their specification. This explains
reasons why there is significant difference
between the number of page views and the
actual purchases made on an ecommerce
site. From another viewpoint, the product
type also influences the place of purchase
whether online or offline (Mahbubur, 2014).

Though some researchers have investigated
determinants of online purchase, only few
make a comparative analysis with in-store
purchase (Prafulla et al, 2016; Ndeh and
Reuben, 2015; Sarit and Shatabdi, 2015;
Mahbubur, 2014). Mores so, there is little or
no studies that attempted to analyze in-store
and online purchase by taking a historical
and holistic approach in Nigeria. This study
poised to fill the gap by providing a
comprehensive analysis of how online
marketplace delights consumers compared
to physical store and how consumer
satisfaction with online purchase leads to
social applause and social engagement with
the brand, which are part of consumer’s post-
purchase behavior. By engaging with the
brand online, we believed that satisfied
customers are able to advocate the usage of
the e-vendor by sharing and liking them on
social media with their network of friends.

The remainder of the paper is divided into
four sections: section two covers the
literature review which presents a historical

overview of ecommerce in Nigeria,
conceptual clarification, theoretical and
empirical review; section three covers the
research methodology; section four details
the findings of the study; while section five
summarizes the findings of the study and
policy recommendations.

A. Research Objectives

This study investigate the antecedents of in-
store and online purchase in Nigeria by
identifying key variables that influence the
place of purchase of different categories of
consumers. Specifically, the following specific
objectives were considered

i. To analyze the relationship between
online customer experience and
brand social applause

ii. To determine the impact of
perceived financial risk on shoppers
attitude toward in-store and online
shopping

iii. To determine the influence of the
type of product customers intend to
purchase on the pattern and place of
purchase

iv. To identify the impact of shopping
experience on brand loyalty and advocacy.

B. Research Questions

The following research questions were raised
in the course of the study:

i. Is there any significant relationship
between online customer experience
and brand social applause?

ii. Does perceived financial risk of
shoppers impact on the attitude of
shoppers in-store and online
shopping?

iii. Does the type of product customer
intent to purchase influence the
pattern and place to purchase?

iv. Does shopping experience directly
translate  brand loyalty and
advocacy?

C. Research Hypotheses
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Hypothesis one

H1: There is a significant relationship
between online customer experience and
brand social applause

Hypothesis two

H1: perceived financial risk of shoppers
affects the attitude of shoppers in-store and
online shopping.

Hypothesis three

H1: The type of product customers intend to
purchase influences the pattern and place of
purchase

Hypothesis four

H1: Customer shopping experience directly
translates into brand loyalty and advocacy

Ii. Literature Review

A. Antecedents of in-store and online
purchasing behavior in Nigeria

The licensed of 38 Internet service providers
by Nigerian Communications Commission
(NCC) in the year 1996 and the launch of
Global System for Mobile Communication
(GSM) in 2001 in Nigeria set the path for
future advancement mobile and digital
technological service in Nigeria. By the year
1997, Linkserve Limited became the first
Internet provider in Nigeria with the drive to
provide access to the Internet in every part of
the country. With recent growth in the
number of telecommunication providers in
the country (MTN, Globacom, Airtel, Etisalat,
etc) and data providers (like Smile, Ntel, etc),
the country is witnessing amazing
transformation in the conventional ways of
transacting business in the country (NCC,
2015).

Both business to business and business to
consumers dynamics have changed with the
proliferation of Smartphone and affordability
of data bundles in the country. One of the
ways through which technological progress

has transformed traditional business models
in Nigeria is the spur of ecommerce in the
country. The growth of Internet users and
mobile penetration (mobile phone
penetration of 94%, 30% Smartphone
penetration, and feature phones 70%)
necessitated physical store to register their
presence on the worldwide web (NCC, 2015)

The growth of ecommerce sites like Alibaba,
Olx, Amazon, which provide Nigerians with
variety of goods, the frequency of purchase
by Nigerians due to non-availability of such
virtual marketplaces in the country,
necessitate the launch of the first Africa
online ecommerce sites -Konga and Jumia in
the year 2012. With the growth in number of
middle class that reside in key economic
hubs of the country - Lagos, Abuja, Port
Harcout, and the level of literacy in the
country boosted the volume of purchase on
these ecommerce sites.

As at now, many physical stores have
registered their presence on the Internet and
others follow suit. In Nigeria, the following
ecommerce sites create specific services:
Cheki Nigeria for cars, Wakanow for travel,
slotng for travel, showroom.ng and
furnish.ng for furniture, private property and
proerty24 for real estate, Olx and jiji.ng for
marketplace, mall for Africa for delivery and
logistics, Fashpa and Traclist for fashion;
Jumia, konga, Deaddey, Yudala, Payporte,
Vconnect, and Kara for general merchandize.

Due to the confidence in the sustainability
and profitability of online stores, Jumia was
able to raise $325 million in capital from
existing and new investors in March 2016.
With an average of three million page views
each day, 63% of Internet users have visited
JUMIA website by the end of 2014. To prove
the growth of online retail in Nigeria, Nigeria
Inter Bank Settlement System (NIBSS)
indicated that the volume of online
transaction grew over 50 percent between
2013 and 2014.

However, Nigerians, who are not early
adopters, are more risk averse to online
purchases due to the level of distrust and fear
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of fraudsters that pervades the country. For
instance, NIBSS disclosed an increase in the
number of fraudulent activities in Nigeria
between 2013 and 2014. While cases of
financial fraud in 2013 were 822, they
increased to 1,461 in 2014 validating the
reasons while some Nigerians still prefer to
undergo the stress of purchasing in the
market. (NCC, 2015)

As technological progress continues to
transform the traditional ways of carrying

out business and cyber security becomes
more  sophisticated, there is higher
probability that online retail will continue to
boom in the country. However, online
retailers still grapples with some challenges
like infrastructural deficits (inadequate
number of dispatch), delayed delivery,
delivery of quality below what was ordered
online, and quality of after sale service
(Prafulla et al, 2016)

B. Conceptual framework

Perceived Risk
Trust
Past experience
Reputation
Qualitv A4
Relationship > In store Online
Product type > 5
A
[ S Affinity
Atmosphere
Ambience Website design
Utilitv
Ease of Usage After sales service Ease of payment

Empirical literature is replete with different
salient variables that influence the
purchasing behavior (intention, decision)
and post-purchase behavior of consumers
whether the purchase is made online or
offline (physical store). Five of such factors
are examined below:

Trust: Trust is as a result of memorable past
experience with a particular brand couple
with the level of integrity and perceived
value for money customer derived from

using the brand. When the consumer
purchases a product and discovers that the
quality matches the description given by the
seller, trust begins to develop because the
product usage experience is memorable.
Also, relationship between customer and
shop attendant stimulates the level of trust in
the shop. But in the case of online shopping,
trust is found to be dependent on past users’
comment on the quality of the product, past
experience with the e-vendor and impression
of given by the dispatch (Mohammad et al,
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2015; Mlenga, 2014). Trust virtually depends
on the belief of customers in the quality of
the product and the resultant experience
when the product is used. When the
expectation of the consumer is met when the
product is used, the resulting effect is a
growing brand attachment and affinity which
fuels trust in the brand and ultimately results
into loyalty. Another factor that strengthens
customer trust is the assurance of security of
their financial information when purchase is
made online. Assurance of their privacy and
financial data reinforce the trustworthiness
of the brand.

Reputation: Another key variable that
influences the choice of in-store and online
purchase is the reputation of the brand and
seller. By this, we implied the character and
image of the brand in the market compared
to competitions. When a brand or seller is of
good repute in the market and has been
verified by different past users, there is
higher probability that new users would be
confident to purchase the brand product. For
instance, the image of Jumia in the Nigeria
virtual retail market as a trustworthy brand
with good customer service does motivate
potential customers to visit Jumia website for
purchase. Though purchase is not usually
made at first attempt, as customers become
more comfortable with the brand due to
testimony from past users, they grow more
confidence in the brand. The name of some
sellers in in-store marketplace travels wide
because of the assurance of quality when
customers purchase products from such
stores (Anam, 2014; Astuti et al, 2013;
Chuleeporn and Juin-Shen, 2014).

Ambience: This connotes the atmospheric
elements of a shop such as background
music, lightning, attractive display of items,
scent/fragrances, cleanliness, queue
management and shop crowd, etc. In the case
of online shops, these include the website
design and layout, how interactive the site,
few pop-ups, and the usability of the website.
In popular market like Onitsha market,
Okenne, Oshodi, Idumota, etc, retailers,
especially Igbos, are fond of using blue light

bulb in their shops and play indigenous/hip
hop music. Many customers have complained
of their inability to recognize the true colour
of cloth under such lightning. In modern
malls like Shoprite, the light is more
fluorescent and customers are able to clearly
see the item they want to purchase. In
empirical literature, some researchers have
established that lightning influences impulse
purchase (Ndeh and Reuben, 2015).

Product type: The types of products
customers want to purchase also influence
the place they choose to purchase. Though
there is no study that explicitly established
consumer place of purchase for different
commodities, some authors in the course of
their study found out that customers prefer
searching for information online about the
product they intend to buy before the actual
purchase. Bridget et al (2013) found out that
females in North America gather information
on the Internet about the gardening produce
they intend to purchase. Perishable and farm
produce is preferably purchased in-store so
that consumers can select the exact produce
that meets their taste criteria. Also, food
items are usually purchased in-store so that
consumers can easily verify the level of
hygiene and cleanliness of the seller. On the
other hand, tangible items like watches,
clothing, electronics; Smartphones, etc are
purchased online. However, more in-store
sellers of perishable farm produce are
registering their presence on the Internet so
as to reach more customers in their vicinity.

Ease of usage: Convenience of purchase is
another key variable that significantly
influences the purchasing decision, place, and
pattern of modern consumers. Online
purchase is perceived to be easy, convenient,
easy to use, and effectively facilitates price
comparison. On the other hand, in-store
purchase is perceived to be stressful and the
transportation of the products from the
market to the customer residence is another
issue especially in a busy city like Lagos. It is
very hectic to know the store which has the
most affordable products in the market and
the need to roam the market before getting
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the exact product that meets the buyer
specification is another issue. More so, the
probability of being robbed in the market is
another issue that cannot be ruled out.
Purchase made from online store is usually
from the comfort of the house, office, or
where the customer finds himself. The ease
of using ecommerce site and the
responsiveness of the site also influence how
the customer enjoys online purchase (Syed,
2014; Sharon, 2014).

Satisfaction (utility): In the traditional
model of marketing, customer satisfaction is
established as the key determining factor of
post-purchase behavior. It is important that
customers derive value for their money from
every purchase made. Likewise, when the
product meets the expectation of the
customer, he derives maximum utility from
the purchase either in-store or online. When
there is a gap between consumer expectation
and actual experience from product usage, it
becomes implausible for such customer to
purchase the same brand or patronage the
store again.

C. Theoretical Review

In the traditional purchasing model, need
identification comes first in the consumer
purchase journey which is believed to be a
cycle. This is literally followed by search for
information on different brands that the
customer is aware of. After awareness,
interest is created in the customer, followed
by desire, purchase action, and post-
purchase evaluation. However, the dynamics
of the marketplace has changed drastically
due to location factors, prevalent economic
condition, and technological advancement
which disrupt conventional model of
purchase. The AIDA model which traces back
to Elmo Lewis can be included in the
extended technological acceptance model.

The technological acceptance model, famous
for  understanding online  purchase
perspective of customers, identified two key
variables which are perceived usefulness and
perceived ease of use. The former implies the

perception of customer on the degree of
effectiveness and efficiency that a particular
system would exert on its current activities
while perceived ease of use implies that the
usage of the system by the individual would
be effortless. (Davis 1989). Fathema et al
(2015) in the extended technological
acceptance model propose that the inclusion
of external variables in the model could
facilitate the analysis of unobserved factors
that exert significant impact on the
behavioral attitude and intention of the
actual users of the technology. Variables like
personal innovativeness, quality of the
system, favourable conditions, could
influence the perceived usefulness of a new
technology.

The acceptance of new technological
products actually depends on the speed of
adoption by a customer. The sociological
model of technological adoption lifecycle
classified customers according to their speed
of adoption into five: innovators, early
adopters, early majority, late majority, and
laggards. Thus, as consumers become more
comfortable with new technological products
as they are launched into the market, late
majority may progress to the class of early
majority, early majority may progress early
adopters and early adopters to innovators.
As customers become more comfortable with
online purchase and their risk concerns are
eliminated, they tend to become early
adopters as new technology in the same line
is introduced. .

Raja et al (2015) established that
promotional approach, store environment
and attractive display, and price discount
exert positive influence on impulse buying
behavior of customers. More so, there are
other factors that inform intending buyers
where, when and how to buy. These factors
include but not limited to income of the
buyer, price of the product, past experiences,
information at the disposal of the buyer and
so on. Mlenga (2014) found out that low
income customers in South Africa are
motivated to patronage physical store based
on price discount and credit availability,
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frequency of promotions and advertising,
store loyalty (relationship with the store
staff), and proximity of a reputed shop. In
their comparative analysis of shoppers of
luxury watches in-store and online, Pejman
and Mansoor (2016) revealed that
trustworthiness of the e-vendor encourages
online purchase while inadequate in-store
sellers of luxury watches limit physical
purchases.

Syed (2014) empirically established trust
and online attitude as determinants of online
shopping intentions. Justin et al (2010)
included mode of connection, personal
innovativeness, product type, and brand
familiarity as variables that determine young
adult online purchase in South Africa.
Conversely, Sharon (2014) found out that
branding is the least factor influencing online
purchase in South Africa. As such, intending
buyers of products online rely on trust
associated with the dealers of online stores
to make purchase. Trust in this context
depends on the past experience or
information of past dealings at their disposal.
In line with Mohammad et al (2015) who
examine the effects of online shopping trend
on the generation of young consumers in
Pakistan using a one-sample T-test, five
factors influencing online purchase that
include trust, convenience, time, product
variety, and privacy of the consumers were
identified by the authors. 50 questionnaires
administered to youth in the University of
Punjab and 15 were returned. Using Pearson
correlation and one sample T-test, the
authors established trust and convenience as
the most significant factors that determine
youth online shopping experience in
Pakistan. In the same vein, Zuroni and Goh
(2012) employed a one-way ANOVA to
establish customer service and product
perception as significant determinants of
online purchases in Malaysia.

Mohammad et al (2012) analyzed factors
affecting online purchasing behavior of
consumers in Iran employing a correlation
analysis and regression analysis. Key
variables identified as determinants of online

purchases include perceived level of risk
associated with online purchases (financial
risk, non-delivery risk), infrastructural
variables, and return policy on purchased
items. From the findings, financial (insecurity
of financial data) and non-delivery risk were
found to negatively affect online purchases.
Astuti et al (2013) established that delighting
the customers from the online purchases
promotes e-loyalty to the vendor.

In a comparative study of American and
Taiwanese  perception toward online
shopping, Chuleeporn and Juin-Shen (2014)
include past online shopping experience and
ease of use into their model. From a sample
of 326 Taiwanese and 372 American
consumers using T-test, they established
there is no significant difference between
online shopping preference of American and
Taiwanese consumers. However, online
shopping is perceived to be more secured in
America than Taiwan due to technological
advancement in the former. This assurance of
security encouraged more online purchases
in America than Taiwan, whose consumers
are not confident about the security of
ecommerce website in their country.

With the growth of Internet in China, Guo
and Noor (2011) revealed that consumers
are gravitating toward online purchases as
the domain becomes more secured. In their
model of factors influencing online
purchases, they include quality of after sales
service, reputation of the ecommerce website
(seller), and ease of using the website. From
a total of 405 questionnaires, authors affirm
that reputation of the e-seller and marketing
mix exerts more impact on consumers’
attitude toward online purchase. Specifically,
the reputation of e-seller, which is verified
through other consumers’ comments on the
ecommerce website, significantly influences
the purchasing attitude of consumers. This
was proved by Pejman and Mansoor (2016)
who indicated that luxury watch shoppers
read the comment of previous customers
before making the purchase. This finding
showed that different factors influence
customers decision to patronize online or in-
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store purchase is majorly centered on the
product types, location, socioeconomic class,
and availability of close substitutes.

IIL Research Methodology

This research is holistically designed to
unearth deep insight and core variables that
influence the purchasing preference of
consumers in Nigeria. Due to the nature of
the study and what is prevalent in the
literature, a quantitative research
methodology was employed so as to provide
deep insight into the objectives of the study.
Quantitative research methodology
facilitates the collection of information in
numerical facts for clear presentation of
ideas and findings of the study unlike other
research mythologies.

A. Sampling and sample size

Random sampling is believed to give each
eligible respondent equal chance of being
interviewed. Therefore, random sampling
was employed in the course of selecting the
respondents that participated in the study.
However, eligible respondents were
screened with the aid of structured
questionnaires that were designed for this
purpose. The population of the study
includes all adults that are beyond the legal
age in Nigeria and have purchased goods
online in the past six months in Nigeria.
Because of time and financial constraint, a
sample size of two hundred respondents was
conveniently selected for this study. .

B. Research Settings

The research setting for the study is Lagos,
the economic capital of Nigeria, and the
fastest growing metropolitan city in Africa.
With an estimated population of 27 million,
growth of the middle class, location of the
headquarters of multinational companies in
Nigeria, Lagos is truly representative of every
ethnic group in Nigeria. Jumia, Konga, Slot,
and most other ecommerce sites are
headquartered in Lagos and they have been
able to thrive despite the challenges in the
state. Most Lagosians, as citizens that reside

in Lagos are called, are perceived as early
adopters of new technologies and at the
forefront of leading innovation in Nigeria.

C. Research Instruments

The research instrument for this study was a
well-structured and standardized
questionnaire specifically designed to collect
information about respondents’ personal
demography, socioeconomic class, and key
variables of the study. The questionnaire was
designed and developed based on the
recurring theme in empirical literature and it
comprises of two sections: section A was
designed to collect personal information
from respondents while section B collects
information on the core variables of the
study. Likert Scale was used in the design of
the questionnaire in order to provide
respondents with options that they can easily
relate. The questionnaire was pre-test before
actual fieldwork in order to identify areas
that need further clarification and
amendment. The pre-test questionnaire was
administered to ten respondents to ensure
reliability of the question, and to establish
content and face validity,

D. Procedure

Two hundred questionnaires were
administered by research assistant to
different consumers’ categories in all the
local government in Lagos state. The
respondents are either students in higher
institution, University of Lagos, bachelor
degree holder, Master degree holder,
postgraduate diplomas, and other
institutions. There is paragraph information
on the purpose of the questionnaire, and the
confidentiality of respondents’ opinion as
results are mainly for research purpose only.
The instructions were clearly stated and field
workers that administered the
questionnaires are experienced and well
trained.

V. Analysis Procedure

With the service of field workers, the two
hundred questionnaires administered were
successfully returned and completed, thus
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making the return rate to be one hundred
percent. SPSS Software from IBM was used to
analyze the data and both descriptive and
inferential statistics were used in presenting

statistics, especially simple percentage
method, was used to present the socio-
demographic information of the respondents
while inferential statistics, Paired T-test, was

the information collected. Descriptive used to test the hypotheses of the study.
Table 1: Demographic information
Gender | % | Age % | Ethnicity | % Employment Marital | %
status
Status
Male 53 | 18-24 | 26 | Yoruba 43 Formal 65 | Single 38
employment
Female |47 | 25-34 |31 | Hausa 12 Self 11 | Married |53
employed
35-44 |23 |Igbos 35 Unemployed | 6 Others 9
45+ 20 | Others 10 Students 18

Source: Fieldwork/SPSS output (2016)

In order to balance the gender gap, the study
ensured that the gap between the
percentages of males (53%) that participated
in the study is minimized to the percentage
of females (47%) that participated in the
study. Respondents that fall within the age
classification of 25 to 34 have the highest
participation rate (31%) in the survey. In the
same vein, more Yorubas participated in the

study mainly because Lagos is located in the
South Western Nigeria where the dominant
ethnic group is the Yoruba. The majority of
the participants were gainfully employed
(65%) while only six percent are
unemployed and eleven percent were
students. Based on marital status, more than
half of the respondents are married while
nine thirty eighty percent are still singles.

Table 2: Income Level of the Respondents

Income level Literacy % Credit | % | Creditcard | %
Card type
<N50,000 39 | Secondary School 13 Yes 87 | MasterCard 54
N51,000 - 44 | Polytechnic//Universi | 58 No 13 | Visa 41
N100,000 ty Degree
N100,000+ |17 | Postgraduate 28 American 5
Express
Others Others -

Source: Fieldwork/SPSS output (2016)

The majority of the respondents (58%) are
polytechnic/university degree holders and

forty four percent of the respondents earn
between N51, 000 and N100, 000 monthly.

John Olotewo (2017), Journal of Marketing Research and Case Studies, DOI: 10.5171/2017.668316




11

Journal of Marketing Research and Case Studies

Eighty seven percent revealed they own a
credit card especially the MasterCard while

forty one percent own a visa card.

Table 3: Internet Access and Usability among respondents

Internet | % Made % | Number of % Internet | % | Mobile %
Access Online browsing a Access Phone
location Purchase in site without

the last six purchase in

month the last six

month
Home 13 Yes 68 | <10 times 63 Yes 100 | Smartphone | 64
only
Work only | 4 No 32 | 10 - 20 times | 22 No Featured 34
phone

Home and | 76 > 20 times 15 Others -
work
Others 7

Source: Fieldwork/SPSS output (2016)

Sixty four percent (64%) of the respondents
revealed they own a Smartphone while thirty
four percent (34%) own a featured phone. All
the respondents revealed they have access to
the Internet; most (76%) revealed they have
access to the Internet at home and at work

place. In the last six months, sixty eighty
(68%) of the respondents have made online
purchase. The number of browsing a site
without making a purchase in the last six
months is less or equal to ten times.

Table 4: Items purchased online (multiple codes)

Items Fashio | Electronic | Phone | Health | Computin | Hom | Other
categor | n s sand |and g eand | s
y tablets | Beaut office

y
Male 37% 26% 53% 14% 33% 18% | 23%
Female | 47% 16% 38% 48% 31% 34% | 15%

Source: Fieldwork/SPSS output (2016)

Male respondents that made an online
purchase in the last six months revealed that
they purchased more phones tablets (53%)
followed fashion (37%), and computing
respectively (33%). For the women, the top
three categories of items purchased in the

last six months are health and beauty (48%),
fashion (47%), and phones and tablet (38%).
It is explicit that items purchased are
tangible goods other than perishable goods
like vegetables.
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Table 5: Analysis of the E-commerce Platform used by the respondents

Ecommerce | Jumia Konga Dealdey | Olx Slot Fashionista | Others
site you

have used

Male 65% 63% 31% 29% 27% 45% 20%
Female 56% 48% 25% 33% 16% 39% 13%
Source: Fieldwork/SPSS output (2016)

As revealed by respondents, Jumia and Konga A. Test of Hypotheses

remain the two largest ecommerce websites
in Nigeria that have gained the trust of
buyers. Because of their reputation for timely
delivery, cash on delivery and easy return
policy, customers develop affinity for their
brand since their establishment in the year
2012.

Hypothesis one

H1: There is a significant relationship
between online customer experience
and brand social applause

Table 6 : Correlations

Online
experience Social applause

Online experience |Pearson Correlation 1 875

Sig. (2-tailed) .000

N 200 200
Social applause Pearson Correlation .875™ 1

Sig. (2-tailed) 000

N 200 200

**, Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation coefficient as shown
in the table revealed there is a positive
correlation between online customer
experience and brand social applause in
Nigeria. In other words, consumers that have
a memorable and positive experience from
online purchases associate themselves with
the brand on their social networks.
Specifically, delighted customers express
their happiness by leaving positive comment
directly on the website, the ecommerce
vendor, and also like their Facebook page,
Instagram picture, and re tweet their tweet.
This finding is in consonance with the
findings of Mohammed et al (2015); Guo and
Noor (2011) which established customer

delight as the key factor in promoting social
awareness of a brand. This in the long run
builds the image of the ecommerce vendor
and attracts more potential customers.
Therefore, we reject the null hypothesis and
accept the alternative hypothesis of a
significant and positive relationship between
online customer experience and social
applause in Nigeria.

B. Hypothesis two

H1: Perceived financial risk has a significant
impact on shoppers’ attitude toward online
shopping
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Table 7 : Paired Samples Correlations

N

Correlation

Sig.

Pair 1 Financial risk & attitude

200

-707

.003

Pair 2 attitude & Financial risk

200

-707

.003

T-statistics: 3.678, Sig (2- tailed) 0.000

The T-statistics showed that financial risk
significantly affects the attitude of customers
toward online purchase. In other words,
customers become weary when they
perceive danger as a result of activities of
hackers on credit card. The negative
correlation between attitude and financial
risk in this study collaborated with the
findings of Pejman and Mansoor (2016);
Mohammed et al (2012) that perceived
financial risk caused by activities of hawkers
deters customers from patronizing online
shopping business; while trustworthiness

encourages online shopping as well as in-
store shopping. The T-statistics of 3.678
confirm the significance of this finding at 1%
significance level leading to the acceptance of
the stated alternate hypothesis that
perceived financial risk has significant
impact on shopper’s attitude towards online
shopping.

C: Hypothesis three

H1: The type of product customers intend to
purchase influences the pattern and place of
purchase

Table 8: Paired Samples Correlations

N Correlation Sig.
Pair 1 Product type & pattern of purchase 200 .866 .000
Pair 2 pattern of purchase & Product type 200 .866 .000

T-statistics: 3.514, Sig (2- tailed) 0.000

The findings of this study revealed that the
type of product the customer intends to
purchase influences the pattern and place of
purchase. The significance of the T-statistics
at 1% level of significance shows that
product type significantly influences the
purchase decision, pattern, and location of
consumers. This implies that customer’s
choice to patronize online shopping or
otherwise depends on the type of product
they want to buy. This finding is equally in
line with the findings of Justin et al (2010);
Mohammed et al (2012) which affirmed that

customer’s choice of the medium of the
purchase and where to purchase is
influenced by the type of product the
customer intends to purchase. More females
were found to purchase fashion items while
males purchase more phones and tablets.

D. Hypothesis four

H1: Customer positive shopping
experience directly translates into
brand loyalty and advocacy
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Table 9: Paired Samples Correlations
N Correlation Sig.
Pair 1 Brand_ loyalty and advocacy & customer 200 766 000
experience
Pair 2 Customer experience & Brand loyalty 200 766 000
and advocacy

T-statistics: 3.731, Sig (2- tailed) 0.000

The result of the table revealed that
calculated T-statistics is greater than the
tabulated T-statistics, making us accept the
stated alternative hypothesis that customer
positive shopping experience translates into
brand loyalty and advocacy. This finding is
equally in consonance with the findings of
Syed (2014); Chuleeporn and Juin-Shen
(2014), Mlenga (2014). These studies
revealed that brand loyalty and advocacy is
hinged on customer experience. This implies
that when customers have positive shopping
experience for a particular brand to convert
its repeat customers to loyal customers, it
must continuously delight its customers by
providing them with quality products that
meet their needs and expectations. One of the
goals of business that have foresight is the
conversion of many customers to loyalty
customers that can advocate the brand
products to their friends and families.
Shopping online could as well attract brand
loyal customers depending on the experience
customers had which will equally influence
their readiness to introduce other people to
patronize online shopping or advocate for in-
store shoppers. For a brand to convert its
repeated customers to loyal customers, it
must continuously delight its customers by
providing them with quality products that
meet their needs and expectations.

V. Summary and Conclusion

This study examined the antecedents of in-
store and online purchase in Nigeria using a
sample of two hundred respondents
randomly selected across Lagos state. Four

hypotheses were tested and findings
corroborate existing studies in the subject
matter. However, one significant
contribution to the extant literature is the
evidence found between online customer
experience and social applause in Nigeria.
This study also reinforces existing studies
that identified financial risk and product type
as determining factors of in-store and online
purchase. With the growth in the investment
by international players in ecommerce giants
in Nigeria, there is optimism that ecommerce
will be the future of retail in Nigeria. More so,
as more retailers register their shop
presence on the Internet, the issues that will
emanate include logistics issues, traffic
management, cyber security, government
legislation, and competition. On the
foregoing, this study concluded that financial
risk and fear of credit card information loss
debar most Lagosians from making online
purchase.

For better service performance, the study
recommends the following to ecommerce
giants in Nigeria:

1. Ensure timely delivery of quality
products that is exactly the picture
on the website which meets the
specification of the customers;

2. Continually assure customers of the
security of their financial data and
also communicate with customers in
case of fraudulent activities on their
account;
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3. The government should provide
explicit legislation on ecommerce
growth in Nigeria.

References

1. Anam, L, Shahzad, A. and Rab, N. L. (2014)
Determinants of impulsive buying for clothing
in Pakistan, British Journal of Marketing
Studies, Vol.2, No.8, No0.33-44, December 2014

2. Bridget, K. B., Benjamin, L. C., Charles, R.
H., Hayk, K., Jennifer, H. D., and Chengyan, Y.
(2013) Smartphone Use and Online Search
and Purchase Behavior of North Americans:
Gardening and Non gardening Information
and Products, HORTSCIENCE 48(2):209-215.
2013.

3. Chayapa, K. and Cheng, L. W. (2011)
Online Shopper Behavior: Influences of Online
Shopping Decision, Asian Journal of Business
Research, Volume 1, No 2

4. Chuleeporn, C., Robert, C., and Tzong-Ru,
L. (2014) Shopping Preference: A Comparative

Study of American and Taiwanese
Perceptions, Shopping Preference: A
Comparative Study

5. Guo, J. and Noor, L. J. (2011) A Study on
Consumers’ Attitude towards Online Shopping
in China, International Journal of Business and
Social Science, Vol. 2 No. 22; December 2011

6. Jenyo, G. K. and Soyoye, K. M. (2015)
Online marketing and consumer purchase
behaviour: a study of Nigerian firms, British
Journal of Marketing Studies, Vol.3, No.7, pp.1-
14, September 2015

7. Justin, B., Marie-Kristin. S., & Wei Du
(2010) Beyond Price - An Exploration into the
Factors That Drive Young Adults to Purchase
Online, International Journal of Marketing
Studies Vol. 2, No. 2; November 2010

8. Mahbubur R. (2014) On-line Shopping
Trends, Patterns and Preferences of

University Undergraduate Students: A Survey
Study on Sylhet Region, Global Disclosure of
Economics and Business, Volume 3, No 2
(2014)

9. Mlenga, G. ], Babatunde, A. A. and
Albertina, J. (2014) Exploring Factors that
Influence Store Patronage amongst Low-
Income Consumers in Cape Town, South
Africa, Mediterranean Journal of Social
Sciences, Vol 5 No 20

10. Mohammad, H. M., Hossein, R. D., Mojtaba,
N., Amir, P., & Ahmad, R. A. (2012) An Analysis
of Factors Affecting on Online Shopping
Behavior of Consumers, International Journal
of Marketing Studies; Vol. 4, No. 5; 2012

11. Muhammad, K. B., Muhammad, I, and
Chaudhary, A. R (2015) Online shopping
trends and its effects on consumer buying
behavior: a case study of young generation of
Pakistan, NG-Journal of Social Development,
VOL. 5, No. 1, October 2015

12. Nahla K. (2014) Factors affecting the
consumer’s attitudes on online shopping in
Saudi Arabia, International Journal of
Scientific and Research Publications, Volume
4, Issue 11, November 2014

13. Naimat, P. F. (2014) The Impact of Trust
Antecedents in Acceptance of Internet
Banking in Nigeria, International Journal of
Economic and Business Management, Vol.
2(2), pp- 19-24,

14. Ndeh, P. A. & Reuben, K. N. (2015) An
analysis of in store environment ambience
factor influence on consumer behaviour,
international Journal of Sales, Retailing and
Marketing Vol. 4 No.6

15. Pejman, K. and Mansoor, A. (2016) A
comparison of consumer behavior toward
luxury goods: online vs In-store, international
business management 10(6): 1072 - 1078

16. Prafulla, A. P., Dipali, S., and Umesh, R. R.
(2016) In-store sampling and impulsive

John Olotewo (2017), Journal of Marketing Research and Case Studies, DOI: 10.5171/2017. 668316



Journal of Marketing Research and Case Studies

16

buying behavior: An empirical approach,
International Journal of Applied Research
2016; 2(4): 304-307

17. PWC, (2015) Total Retail: Retailers and
the age of disruption, PwC’s Annual Global
Total Retail Consumer Survey

18. Raja, I. S, Ahmad, S., and Muhammad, S.
(2015) Determinants of Impulsive buying for
clothing: A case of Sahiwal shopping malls,
Global Journal of Research in Business &
Management, Vol. 1, No. 1, May 02, 2015

19. Sanjeev, K. and Savita, M. (2014) Status
and scope of online shopping, An interactive
analysis through literature review,
international journal of Advance research in
computer science and management studies,
volume 2, Issue 12, December 2014

20. Sarit, P. D, and Shatabdi, S. D. (2015)
Impact of Visual Merchandising on
Consumer’s Impulse Buying Behavior, The
International Journal of Business
&Management

21. Sharon, R. K. (2015) Investigating Factors
Influencing  Customer  Online  Buying
Satisfaction In Gauteng, South Africa,
International Business & Economics Research
Journal - September/October 2014 Volume 13,
Number 5

22. Sri, A. P., Christina, L., and Tetty R. (2013)
Factors Influencing Customer Loyalty Toward
Online Shopping, International Journal of
Trade, Economics and Finance, Vol 4, No. 3,
June 2013

23. Syed, D. Z., Bilal, J. Gl., Anum, Y., and
Muhammad, R. (2014) Antecedents of Online
Shopping Intention: A Study held in Pakistan,
Journal of Sociological Research, Vol. 5, No. 1

24. Zuroni, M. ]. and Goh, H. L. (2012) Factors
influencing consumers’ attitude towards e-
commerce  purchases  through  online
shopping, International Journal of Humanities
and  Social Science Vol 2 No. 4

John Olotewo (2017), Journal of Marketing Research and Case Studies, DOI: 10.5171/2017.668316



