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Abstract 

This paper set out to do an impact assessment of the pandemic on a popular e-commerce platform in Nigeria. The 

tentative assumption behind this study was that given the lockdown and spate of restrictions that were ushered in, in 

the wake of the pandemic from March 2020 till June in all the states of the federation, including Lagos, the 

acclaimed epicentre of the pandemic in the country, there was a high propensity for fresh and more patronage by 

customers. Two data collection tools were deployed for data collection and the target respondents were the 

customers of Jumia and a Jumia centre in Lagos. The sample was purposively selected. Descriptive and inferential 

statistics were used. Results obtained after analysis corroborated the three apriori assumptions behind the study 

which revealed that more customers including those who had not previously patronized the e-commerce platforms 

joined the online shopping train thus confirming the earlier assumption that there was a tendency for an increase in 

the volume of trade and numbers of customers occasioned by the onset and circumstances of the global pandemic, 

others said they use online platform to keep safe from crowds during the pandemic and finally some patronise the 

platform as a normal buying behaviour which they just reinforced during the pandemic. The paper concluded by 

recommending further use and encouragement of online trade and e-commerce because of its many benefits even 

after the end of the pandemic. The paper suggested a higher number of subjects, more relevant independent variables 

and more online platforms in Nigeria for further studies in order to have a better picture and more sweeping 

generalizations. 
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Introduction 

The sudden emergence of the Corona virus pandemic and its attendant crisis, has without doubt, created a very 

unpalatable business ecosystem. Businesses are confronted with novel and unforeseen challenges as international 

borders close, bricks-and-mortar businesses shut their doors, and people are told to isolate at home. Business 

Organisations, in the wake of the pandemic had to contend with closing down their operations either temporarily or 

permanently. 

Consumers on their part had to adapt their buying behaviour mode and this adaptation was very tremendous as it 

involved a large number of people. The compulsory lockdown and restrictions coupled with the isolation imposed 

by the federal government inexorably compelled many small and medium scale enterprises to close shops in order to 

comply with the safety protocols imposed by the government. Business outfits that managed to keep afloat the 

pandemic storm were mostly bothered about the best coping strategy to wade through the prevailing situation and 

the best survival approach or tactics to employ in the circumstance .The situation might not be easy coming given 

the novelty and unforeseen nature of the pandemic which seems to be running out of control even in the acclaimed 

most advanced economies in the world. Proffering a solution or evolving a strategy might not be easy as this 

situation was one of its kinds in almost a century. This situation, coupled perhaps with the need to stay and keep safe 

compelled customers to embrace e-commerce or online shopping. Expectedly, this situation affected the customers 

demand and even the supply links for the online shopping industry were negatively affected given the upsurge in 

purchases for basic household materials. 

What this means was a dramatic change in consumers’ buying behaviour as they switched from physical market to 

online market. They also show that as people are spending more time at home, brands have responded by shifting  
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from offline media to online, for instance the  major online platform  in Nigeria we are  spotlighting here have 

adapted to signs of the times by incorporating the people’s immediate need into the menu they offered.  Cooked 

foods have been added to their home deliveries. In fact a special app dedicated to food was created and called Jumia 

Foods App. This was done in collaboration with popular eateries and food vendors like Chicken Republic, Chicken 

Capitol, KFC, The Place, Bukka Hut, Sweet Sensation, Amala Connect, Mr. Biggs, Pepper Ronni, Kilimanjaro, The 

Metaphor, Craft Gourmet etc 

 

According to a recent World Bank Group Report (2020), in the fight against COVID-19, economic activities that 

require close physical contact have been severely restricted. In this context, e-commerce according to the Report 

was defined broadly as the sale of goods or services online - is emerging as a major pillar in the COVID-19 crisis. 

Embracing e-commerce implies a reduction of the numbers of new corona virus cases. People who work in relevant 

online shopping companies were able to retain their jobs. And it can enhance the acceptance by the generality of the 

people of the social distancing measures imposed by the health authorities. The crisis may have a permanent impact 

on the private sector landscape, consumer preferences, and shopping patterns. Many brick-and-mortar shops have 

been forced to move online. Customers are more willing than ever to adopt online shopping and to experiment with 

new services. Governments need to play their part and make sure that the e-commerce sector can rise to its full 

potential in this public health and economic crisis. 

 

Research Objectives 

 

Introduction of B2C electronic commerce is changing the online shopping dynamics of Nigeria. From prior studies it 

is apparent that very little efforts are made towards online shopping in Nigeria context. Thus the purpose of this 

research is to examine consumer behaviour towards online shopping. This research will focus on the following 

objectives: 

 

• To identify the factors or barriers that influence the behaviour of consumer towards online shopping. 

• To find out the magnitude of different factors on consumer online buying behavior 

 

Research Hypotheses 

 

H01: There is no significant relationship between keeping safe from contracting the corona virus and the practice of 

online shopping behaviour 

 

H02: There is no significant relationship between restrictions and total lockdown and the need by some customers to 

adopt and patronize e-commerce platforms.  

 

H03: There is no significant relationship between increase in sales volume of the selected e-commerce platform and 

continual patronage of regular customers. 

 

Literature Review 

This electronic trade is termed as e-commerce in which information technology is used for the purpose of 

conducting business transactions or commercial activities online over Internet. Ahmed R.R, Vveinhardt.J, 

Channar,Z.A. and  Feroz.A.   (2016) classified e-commerce into three major forms, namely: Business-to-Business 

(B2B) ecommerce, Business-to-Consumer (B2C) ecommerce and Consumer-to-Consumer (C2C) ecommerce. B2C 

E-commerce means online Business activities conducted by companies or individuals in general. B2C ecommerce is 

mostly used synonymously with online shopping which means buying goods or services on the Internet.  

 

 

In a swift reaction to the emergence of the crisis-prone and debilitating effect of the corona virus pandemic on the 

global scene and economy, the World Trade Organisation (WTO,2020) suggested that this period was  the right time 

for e-commerce to save the world economy  and prove its importance and effectiveness in the field of trade and 

online shopping . Shares of traditional trade have become volatile and in marked decline due to the spread of 

COVID-19, and this will be a strong reason for the willingness of each of these traders of these traditional markets 
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to improve on its trade via the Internet in order to preserve the rest of its shares and maintain its commercial field 

and its success in the market. 

 

Nakhate and Jain (2020) defined e-commerce as any sort of business transaction, which involves the transfer of 

information through the internet. In other words it involves doing commercial transactions (exchange of value in 

return of product or services.) via the internet. 

 

COVID-19 is already impacting buyers’ behaviour the world over.  The Drum (2020) reported on a research that 

shows that, while annual advertising growth rates in China are predicted to fall from 7% growth in 2020 to 3.9%, 

Money spent on publicizing online trading platforms is predicted to increase by 17.7% and those spent on Social 

Media by 22.2%.  This undoubtedly is a reflection of changes in Consumers’ buying behaviour as they migrate from 

offline to online shopping. The report also indicated that as more time is spent at home, brand owners have   shifted 

spending from offline to online. 

 The  Research Report  went  on to state that “e-commerce as a platform has witnessed a significant growth,  which 

saw spending through e-commerce channels in  increase  almost seven times as fast as the sector overall in 2019; a 

trend that the corona virus outbreak is likely to accelerate.” 

A similar study carried out in March 2020, suggested that online shopping is likely to increase as costumers stay 

away from physical stores. The study further reported that  74.6% of surveyed internet users in the United States 

made it clear that    they were most likely  to keep off from  shopping centres if the pandemic  outbreak in the 

worsens, and over 50% would stay away from  malls in general. 

In a recent empirical study carried out by Nakhate and Jain, (2020) whose research objective was to find out the 

effect of corona virus on e-commerce in India. They concluded that because most of the kits sold by the online 

traders in their   vicinity where the study was carried out were manufactured in China, corona virus affected all the 

shipments processes and hindered e-commerce growth of the country as a whole and the State in India where the 

study was conducted.  The study focused on the impact of the corona virus on online business of India. After their 

data analysis, it was found that online businesses in some states in India were seriously hampered due to the 

pandemic. 

 

In the same fashion, Hasanat, M. W., Hoque, A., Shikha, F. A., Anwar, M., Hamid, A. B. A., & Tat, H. H.   (2020) 

attempted in their studies to find out the impact of Covid-19 on e-commerce in Malaysia, the same conclusion was 

reached. This is because the bulk of the online stores’ stocks were shipped from China and so e-commerce was 

seriously impaired. 

 

Pandey and Parmar (2019) carried out a study to examine the factors affecting consumer’s online shopping 

behaviour. The study results suggest that consumers’ online shopping behaviour is being affected by several factors 

like demographic factors, social factors, consumer online shopping experience, knowledge of using internet and 

computer, website design, social media, situational factors, facilitating conditions, product characteristics, sales 

promotional scheme, payment option, delivery of goods and after sales services plays an important role in online 

shopping. 
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Figure 1: Global E-commerce Transaction Volume Growth by Month 

Source: https://www.businessinsider.com/pandemic-ecommerce-habits-setting-in-2020-7?IR=T 

Conceptual Framework 

The conceptual model given below is derived after building an in-depth understanding from previous researches. 

The basic aim of this model is to investigate the relationship between behaviour of people towards online shopping 

and various factors influencing it. The relevant independent variables here are: the need to keep safe from 

contracting the spreading virus, restrictions and total lockdown and maintaining or sustaining normal or regular 

buying behaviour patterns. 

 

Independent Variables  

                                                                                                                  Dependent Variables 

 

 

 

 

 

 

 

 

 

Figure 2: Research Model  

Source: Model generated by the researcher, August 2020. 
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https://i.insider.com/5f104f415af6cc19d74e2355
https://www.businessinsider.com/pandemic-ecommerce-habits-setting-in-2020-7?IR=T
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Methodology 

 

 Population and Sample 

The study subjects were divided into two categories, namely the online retailer and their customers. Needed 

information was obtained from the chosen e-commerce platform through a structured interview administered on top 

notch officers from a pick-up centre of the e-commerce platform. The target population for this study range from the 

averagely educated to the very educated and this similarly included those respondents with moderately high income 

(NGN 500,000 and above per annum,) who are likely to patronize online retailers.. In order to collect the primary 

data a sample of 85 individuals were collected out of which 80 were finally picked as final sample to be used for the 

study. The sample was chosen through purposive sampling technique.  

 

Data Collection  
 

To obtain the required data, both primary and secondary data were utilized. Primary data were collected through 

both structured questionnaires administered on the purposively selected customers and  the selected e-commerce 

operator in Lagos Nigeria (Jumia ) Secondary data used in this study include published materials and mostly  

internet sources.  The electronic and usual printed formats of the questionnaire were issued to the subjects who were 

identified to patronize online shopping platforms. From the issued questionnaire, 20 printed format questionnaires 

and 80 electronic format questionnaires were received from the respondents. 

 

Table 1: 

 

Results and Findings  

 

Descriptive Statistics 

 
N Minimu

m 

Maximu

m 

Mean Std. 

Deviation 

Significant upsurge in 

shopping during the 

Restrictions and 

Lockdown 

20 4.00 5.00 4.6500 .48936 

Items Purchased during 

the lockdown were 

mostly household 

consumables and 

groceries 

20 5.00 5.00 5.0000 .00000 

Sales turnover 

significantly Increased 

compared to pre-covid19 

era 

20 3.00 5.00 4.5000 .68825 

Sales Increase During the 

Period 

20 2.00 4.00 2.5000 .60698 

More new customers 

registered on our platform 

20 4.00 5.00 4.8000 .41039 

Valid N (list wise) 20 
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Source: Data Analysis computed from SPSS V.21, August 2020. 

 

From the sample descriptive statistics used to explain the response of Jumia e-commerce platform, it could be seen 

that when the online shop was asked to indicate whether there was a significant increase in shopping during the 

lockdown quarter (April, May and June) compared to the first quarter of the year, the response was affirmative with 

a mean score of 4.65/5.00 and a standard deviation of .489. Further, response to the question on item of purchase 

during the lockdown revealed as earlier surmised that, they were mostly household consumables and groceries. The 

response has a perfect mean score of 5.00 and 0.00 as standard deviation.  

 

Questions on increase in sales and sales turnover yielded a mean score of 4.5/5.00 and standard deviation of .688 

and 2.50 and .606 respectively. On whether there were new customers who registered during the pandemic on the 

trading platform the response returned with a mean score of 4.8 and standard deviation of .410  

 

Table 2: Group Statistics 

 

Group Statistics 

 
Sex of the Respondents N Mean Std. 

Deviation 

Std. Error 

Mean 

Compelled by Restrictions 

and Lockdown to use e-

commerce platforms 

Male 29 4.69 .604 .112 

Female 51 4.67 .653 .091 

I patronise digital trading 

platforms during the peak 

of covid-19 to keep safe 

Male 29 4.83 .384 .071 

Female 51 4.71 .460 .064 

 Reinforcing normal 

shopping behavioural 

pattern 

Male 29 2.28 1.623 .301 

Female 51 1.92 1.495 .209 

Source: Data computed from SPSS V.21. 

Data from table 2 above depicting the group statistics reveal that responses from 80 respondents were analysed. The 

breakdown shows 29(36.25%) male  and 51(63.75%) female respondents The mean of each responses per gender for  

H01=(4.69;4.67), H02= (4.83,4.71and H03= (2.28,1.98) as well as the corresponding SD H01=(.604,.653),Ho2=( 

.384,.460) and H03 =(1.623,1.495) respectively. 
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Table 3: 

Independent Samples t-test  

 Levene’s Test 

for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t Df Sig. 

(2-

tailed) 

Mean 

Differ

ence 

Std. 

Error 

Differ

ence 

95% 

Confidence 

Interval of the 

Difference 

Lower Upper 

Compelled by 

Restrictions and 

Lockdown to use e-

commerce platforms 

Equal 

variances 

assumed 

.184 .669 .15

5 

78 .877 .023 .148 -.271 .317 

Equal 

variances not 

assumed 

  .15

9 

62.

236 

.874 .023 .145 -.266 .312 

 Reinforcing normal 

shopping behavioural 

pattern 

Equal 

variances 

assumed 

.767 .384 .98

8 

78 .326 .354 .359 -.360 1.068 

Equal 

variances not 

assumed 

  .96

5 

54.

415 

.339 .354 .367 -.381 1.090 

I patronize digital 

trading platforms during 

the peak of covid-19 to 

keep safe 

Equal 

variances 

assumed 

6.808 .011 1.2

04 

78 .232 .122 .101 -.079 .323 

Equal 

variances not 

assumed 

  1.2

66 

67.

225 

.210 .122 .096 -.070 .314 
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Source: Data obtained from SPSS V.21 computation. 

 From the preceding Table 3, testing the first hypothesis that says there is no significant relationship between 

keeping safe from contracting the corona virus and online shopping behaviour, an independent t-test was 

conducted. We defined the parameters as H0; µK.S=µ C.19 and H1; µK.S≠µC.19. When Alpha (ά) is 0.05and degree 

of freedom df=78( from the statistical tables) , a critical value of 3.435 is obtained. Decision Rule is if the t-test 

value is less than ˂ -3.345 or greater than ˃3.345, the null hypothesis H0; µK.S=µ C.19 should be rejected and the 

alternative H1; µK.S≠µC.19 or research hypothesis should be accepted.  From the first hypothesis t-test value =1.55 

and the critical value @ ά=0.05 is 3.345, therefore because the T-test value 1.55 is greater than critical value 3.345 

the null hypothesis was rejected and the alternative hypothesis that says “There is a significant relationship between 

keeping safe from contracting the corona virus and the patronage of online shops or e-commerce”, was accepted. 

 The second hypothesis says “There is no significant relationship between restrictions and total lockdown and the 

need by some customers to adopt and patronize e-commerce platforms’’. Going by our decision rule, the t-test is 

.988 while the critical value @ Alpha (ά)=0.05 is 3.345. The t-test value as could be observed from the independent 

samples table is 0.988 and is lesser than the critical value of 3.345. Therefore we reject the null hypothesis and 

accept the alternative hypothesis which surmised the restrictions and total lockdown necessitated the need for some 

customers to turn to and embrace the e-commerce trade.  

Finally the third hypothesis says “There is no significant relationship between increase in sales volume of the 

selected e-commerce platform and continual patronage of regular customers”. The t-test result for this hypothesis is 

1.204 and a degree of freedom of 78 gives us a critical value of 3.345. The t-test as seen from the Independent 

samples table shows 1.204 which despite the fact that it is higher in value than the previous t-test values is still far 

below the critical value of ά=0.05 significant level which is 3.345. Since the t-test value (1.204) ˂ critical value 

(3.345) we reject the null hypothesis and accept the alternative hypothesis which states that: Unwavering and 

continual patronage by regular customers of the selected e-commerce platform, especially during the pandemic, 

positively rubs on their sales volume and by extension profitability levels. 

 

The main purpose of this study is to examine the Impact of Covid-19 pandemic on the patronage of an e-commerce 

platform in Lagos, Nigeria. The assumption behind the study is that given the circumstances surrounding the onset 

of the pandemic, an average middle class consumer in Lagos Nigeria had little choice except to embrace digital 

marketing to meet their basic needs. All the three hypotheses formulated for the study were supported by the 

findings and analysis. These findings are in consonance with an earlier study (Abiad, Arao, & Dagli, 2020) which 

concluded that the covid-19 pandemic has significant impact on e-commerce of the world and in some cases 

negative impact but overall e-commerce is growing rapidly because of the virus. In another conclusion, Andrienko 

(2020) was of the view that corona virus compelled  most customers to use the internet and make it a habit in their 

daily routine .Overall sale on e-commerce  platforms increases because of the virus; people avoiding going out, 

keeping social distance and buying from home 

Conclusion and Recommendation 

In this paper, we have attempted to examine some salient factors that are assumed to positively correlate with a high 

or an upsurge in patronage of e-commerce platforms during the peak of the covid-19 pandemic in Lagos. The 

findings revealed how e-commerce provided an alternative shopping avenue to people to meet their basic household 

needs especially the new digital market patrons and the existing ones. It was indeed a veritable alternative especially 

during the thick and thin of the restrictions and lockdown for customers to meet their basic household needs. The 

thrust of the study is the positive contribution of the digital economy during the covid-19 pandemic. 

 

As a result of the modest achievement of e-commerce platforms during the covid-19 pandemic in Nigeria it is 

recommended that owners of Micro, Small and Medium scale Enterprises (MSMEs) in the country should key into 
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the opportunity provided by the various e-commerce platforms like jumia, Konga, VConnect,Eroya, Kara,Payporte, 

JiJi, Shopify, OLX Nigeria and Prinvito stores to mention the few popular ones. While it is not being sounded here 

that e-commerce should takeover or wrap up the retail sector of the Nigerian economy for  obvious demographic 

constraints, it is recommended that for sellers whose products and customer base could migrate to the platform with 

little or no hindrance should avail themselves of the benefits of the digital marketing. 

 

 The consciousness of the threat of covid-19 pandemic made customers to opt for ecommerce platforms which 

afford them opportunity of doing their shopping from the comforts of their homes or from wherever they are. It goes 

without argument that covid-19 and the restrictions order will engender a new business order and customer 

behaviour which will be driven by the digital process. It is concluded that the realities imposed on world economic 

scene by the covid-19 pandemic makes e-commerce a veritable channel to boost businesses. Therefore, government 

and other stakeholders should create an enabling environment for this to thrive. 

 

This study is not without its limitations which forms the basis for our suggestions for further studies. A bigger 

sample size covering more geographical area is advised in future studies as this would give a better picture and more 

generalizable findings and permit more sophisticated statistical testing and conclusions 

Another major setback which could be improved upon in future research is adoption of more than one e-commerce 

platform. Recall that this study utilised only the Jumia shopping platform amidst over twenty similar platforms in 

Nigeria. Future researchers are encouraged to use at least five online shopping platforms for more representative 

results. Some popular local e-commerce platforms that could form part of future research samples include Konga, 

Eroya, JiJi, VConnect, OLX, Kara, Shoppify, Payporte, Ajebo market etc.    

 

The relevant independent variables to be studied should be increased to include income level of respondents, 

educational levels of respondents, social status of respondents etc. In the current study gender is the only 

demographic factor correlated with the dependent variables under study. Even though the data of all these other 

variables were collected only the gender of the respondents were used in analysis. The selected respondents (sample 

size) was only 80  using purposive sampling method. Therefore a self-selection bias might have influenced the 

findings of this research and it may also limit the generalizability of the findings. There are more rooms to improve 

the generalizability of the research findings. 
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