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Abstract

The study examines the influence of online
retail firms shopping determinants on
consumer  purchasing behaviour among
University students in Benin City. It made use
of five major determinants in examining the
influence of online retail firms shopping on
consumer purchasing behaviour: convenience
of access to online commodities, trust of a
vendor’s website, timely sourcing and delivery
of commodities, sense of online privacy and
product variety. The study made use of the
survey research design. The data were
analyzed descriptively and inferentially so as to
find the most important determinants of online
retail firms shopping on consumer purchasing
behaviour. The model was developed and
estimated using the Ordinary Least Square
(OLS) on data collected from a survey that
yielded 392 usable questionnaires given to
respondents drawn from University of Benin
students patronizing Jiji, Jumia, OLX, and
Konga online retail firms in Nigeria. The
findings demonstrated that all the online retail
firms shopping attributes have significant and
positive influence on consumer purchasing
behaviour. The result shows that convenience
of access to online commodities and trust of a
vendor’s website determinants of online retail
firms shopping demonstrate the highest
influence on consumer purchasing behaviour
and timely sourcing and delivery of
commodities shows the least influence on
consumer purchasing behaviour. The study
recommends that online vendors should
formulate policies favourable to online retail
firms shopping in Nigeria especially if they
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enhance online shopping convenience and trust
among online shoppers. We also recommend
that government should provide enabling
environment for online vendors to operate and
wipe out fake online retail firms fraudsters that
will diminish the trust of customers towards
online shopping. Lastly, government should
provide the necessary infrastructures such as
security, good roads, electricity, transportation
services, telecommunications that will enhance
the performance of services rendered by online
vendors.

Keywords: Convenience of Access to Online
Commodities, Online Product Variety, Timely
Sourcing and Delivery of Commodities, Trust
of a Vendor’s Website, and Sense of Online
Privacy.

Introduction

Globalization and the growth in new
technological developments have paved way
for a new era of e-commerce, such as online
shopping, more than ever before (Omoregbe &
Umukoro, 2011). Today, with the advent of
information and communication technologies,
consumers are able to shop through the Internet
through several different websites. The
shopping for commodities and services through
the Internet is known as online shopping.

Ozuru and Akahome (2016) stated that the
advent of Internet infrastructure  has
transformed the commercial activities of online
shopping firms especially in Nigeria as online
retail firms shopping sites like OLX, Konga,
Jumia and Jiji, etc. are using their websites to
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provide product information’s and various
customer services. Dost, lllyas and Rehman
(2015) observed that time, trust, convenience,
product variety and privacy are major factors
that influence online shopping behavior. Wang,
Gu and Aiken (2010) emphasized that the
young people are found to be much interested
in online services of the online retail firms.

Ayo, Adewoye and Oni (2011) assert that
online shoppers now prefer products that can
be acquired and consumed without them
leaving the comfort of their homes. To this end,
online shoppers do not need to contend with
the stress of long queues at retail stores, slow
and discourteous services by retail store
employees. Furthermore, online shoppers do
not need to painfully push heavy trolleys,
paying fares to convey the commodities bought
to their destination. In a bid to curb these
unpleasant experiences associated with in-store
retailing, some Nigerian consumers have
turned to online shopping for a number of
reasons. This range from convenience of access
to online commodities, trust of a vendor’s
website, timely sourcing and delivery of
commodities, sense of online privacy and
online product variety. This study tends to
examine the influence of online retail firms
shopping determinants on consumer purchasing
behavior among University of Benin students
patronizing Jiji, OLX, Jumia and Konga online
retail firms.

Statement of the Research Problem

Though there is a steady growth rate of online
marketing of commodities in  Nigeria,
observations and inferences based on the
strength of empirical substantiations show that
the intensity of Internet shopping acceptance is
still very low irrespective of the current drift in
the number of Internet users (Adeyeye, 2008;
Ayo et al, 2011). Adeyeye (2008) emphasized
that the possible factors responsible for such
behaviour includes technology fit, trust and
risk (security issues), Internet infrastructures,
etc. Ekwueme and Akagwu (2017) stressed that
some consumers still assess business websites
only to source for information yet make their
purchases traditionally. It is equally doubted

that the percentage of Internet users in Nigeria
who purchase products online is in anywhere
near the records documented in this respect in
developed countries. The challenges of people
not trusting what has been put in the websites
let alone buying something online and be
satisfied with the services is worrisome.

As a nation, and as individuals, people have
been victims of so many scams when
purchasing commodities online. In line with
this development, it is obvious that they would
look at any online retail firms’ activity
doubtfully. Due to the shortage of indigenous
online vendors in Nigeria, most people shop
online from foreign online vendors because
there are very few credible online vendors in
Nigeria. However, online shopping from these
foreign vendors can be discouraging due to
high shipping costs and most orders not being
processed (Ayo et al, 2011). It is on the
aforementioned premise that this study seeks to
assess the influence of online retail firms
shopping determinants on the consumer
purchasing behaviour among University of
Benin students patronizing Jiji, OLX, Jumia
and Konga online retail firms. Understanding
the attitude and behaviour of online shoppers is
a priority and necessary issue for online
marketers competing in the fast expanding
virtual market place. The need to highlight
areas that can be focused and improved on by
online vendors to make the transition of
moving from in-store retailing to online retail
shopping easier and safer for the customers to
shop online cannot be overemphasized. To
examine the consumer purchasing behavior and
changes in online shopping, the study will be
guided by the following five online retail firms
shopping determinants: convenience of access
to online commodities, trust of a vendor’s
website, timely sourcing and delivery of
commodities, sense of online privacy and
online product variety. It also looked at the
strength of the various attributes that affect or
influence online retail firms shopping
behaviour of consumers among students of
University of Benin, Benin City, Nigeria,
Understanding the factors that influence
consumers purchasing behaviour is imperative
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towards  repositioning  online

businesses for success.

marketing

Objectives of the Study

The broad objective of this study is to examine
the influence of online retail firms shopping
determinants on consumer purchasing behavior
among  University of Benin students
patronizing Jiji, OLX, Jumia, and Konga online

retail firms. Accordingly, the specific
objectives are to:
1. examine if there is significant

relationship between convenience of
access to online commodities and
consumer purchasing behavior among

University ~ of  Benin  students
patronizing online retail firms;
2. determine if there is significant

relationship between trust of a vendor’s
website and consumer purchasing
behavior among University of Benin
students patronizing online retail firms;

3. establish if there is significant
relationship between timely sourcing
and delivery of online commodities and
consumer purchasing behavior among
University of Benin students;

4. ascertain if there is significant
relationship between online product
variety and consumer purchasing
behavior among University of Benin
students patronizing online retail firms;
and

5. find out if there is significant
relationship between established sense
of online privacy and consumer
purchasing behavior among University
of Benin students patronizing online
retail firms.

Hypotheses of the Study

In order to meet the objectives of this study, the
following research hypotheses stated in the null
form were proposed and will be tested.

Hol: There is no significant relationship
between convenience of access to online
commodities and consumer  purchasing
behavior among University of Benin students
patronizing online retail firms;
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Ho2: There is no significant relationship
between trust of a vendor’s website and
consumer  purchasing  behavior  among
University of Benin students patronizing online
retail firms;

Ho3: There is no significant relationship
between timely sourcing and delivery of online
commodities and consumer  purchasing
behavior among University of Benin students
patronizing online retail firms;

Hod: There is no significant relationship
between online product variety and consumer
purchasing behavior among University of
Benin students patronizing online retail firms;
and

Ho5: There is no significant relationship
between established sense of online privacy
and consumer purchasing behavior among
University of Benin students patronizing online
retail firms.

Literature Review

Underpinning Theory

The model framework for this study is based
on the technology acceptance model (TAM).
The model postulates that the use of an
information system is determined by the
behavioral intention (Pavlou, 2003). On the
other hand, the behavioral intention is
determined by the person’s attitude towards the
use of the system and also by the perception of
its utility. There are also other factors the
consumers will consider in accepting or
rejecting online retail firms. These factors are;
inability to use the Internet and inadequate
Internet connection, lack of trust, delivery of
commodities in time frame and payment
problem, etc. The model is relevant to this
study in the sense that it provides explanations
into why the Internet is adopted by users for
their online shopping activities.

Research Framework

Online retail firms shopping determinants are
conceptualized in this study as a five-
dimensional constructs. The five dimensions
are convenience of access to online
commodities, trust of a vendor’s website,
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timely sourcing and delivery of commodities,
sense of online privacy and online product
variety. Using literature supports, the expected

relationships among online retail firms
shopping  determinants and  customers’
purchasing behaviour are discussed.

Online Shopping

According to Dost et al (2015), online

shopping refers to the recent up surging trend
of being able to buy what you need while
sitting at home electronically. Varma and
Agarwal (2014) posit that online shopping is
the process of researching and purchasing
products or services over the Internet. Online
shopping provides consumers with detailed
information and multiple choices so that they
can compare products and prices. Dost et al
(2015) emphasized that online shopping
provides more satisfaction to the modern day
consumers who are seeking convenience as
well as speed to access commodities.

Trust of a Vendor’s \Website

Pavlou (2003) describes trust as the belief that
the other party will behave in a socially
responsible manner, and, by so doing, will
fulfill the trusting party’s expectations without
taking advantage of its vulnerabilities. Pavlou
(2003) however defines trust in e-commerce as
the belief that allows consumers to willingly
become vulnerable to Web retailers after
having taken the retailers’ characteristics into
consideration. McKnight and Chervany (2002)
describe trust as the willingness to depend on a
vendor to deliver on commitments; as a belief
that the vendor uses consumer data ethically; or
a perception that the Internet is technologically
secure.

According to Lee (2002), one of the most
important reasons for customers not shopping
online is the lack of trust. As online shopping
is a fairly new medium in Nigeria and people
do not have a lot of experience with it,
shopping online is a challenge for many
consumers to face. Trust, being an indicator of
the perceived risk level of customers towards
online shopping has great impact on risk
aversion, which, in turn has major impact on

online shopping behavior. In fact, perceived
risk greatly explains consumer purchasing
behavior. However, Pavlou (2003) argues that
web retailers have a significant role to play in
encouraging trust in the infrastructure by
creating safe and secure online shopping
environments. This implies that consumers’
trust in the Internet can be influenced by
perceptions of the vendors.

Convenience of Access to Online Commaodities
Convenience is one of the major positive
factors prompting consumers to shop online.
According to Li and Zhang (2002), customers
who like to purchase from online stores are less
experience oriented and more convenience
oriented. These customers regard the
convenience factor as the most important for
making purchase decisions. Most of these
people have some sort of time constraint and
do not mind purchasing products without
touching them.

Online shopping firms’ websites are open 24/7
so that even after working hours, customers are
able to get assistance or support and ask
questions. This gives online shoppers great
convenience. Service convenience is effort
saving in the sense that it minimizes the
physical, emotional and cognitive activities that
customers bear to buy goods and services
online (Li & Zhang, 2002).

Timely Sourcing and Delivery of Online
Commodities

In online shopping, one of the major issues
people are dealing with is perceived time
pressures. This perceived pressure can
originate from two distinct sources, situational
and personal. Most commonly cited reason is
situational, and it is also very easy to identify
(Lee, 2002). Online shoppers often find that
they have their hands full with too much work,
too many things that need to be done, and not
enough time to actually be able to do them. For
people suffering from situational time pressure,
online shopping being promoted as a Life saver
is a highly effective strategy, as opposed to
those suffering from personal time pressure.
Those with situational time pressure would
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welcome any way of being able to reduce their
activity level while fulfilling their demands on
time (Pavlou, 2003).

However, trying to promote online shopping to
people who are suffering from personal time
pressure may not be as effective because their
inclinations and personality are completely
different. They may seek more activity and
actually want to increase their level of activity.
Thus trying to promote something that may
actually decrease their levels of activity will
not be met with a positive response (Pavlou,
2003).

Online Product Variety

There are many researchers (Liao & Cheung,
2001; Patel, 2009; Liao & Chung, 2011) who
have insisted that there can be different product
types and a diverse range when they are being
sold online. Most often, products bought online
are the same as those purchased through retail
brick-and mortar stores. Customers make the
decision of buying from either place based on
factors like who is offering the best value for
the product (Patel, 2009). Other factors include
the availability to customize the product, the
overall value and the merchandising (Liao &
Chung, 2011). Liao and Chung (2011)
emphasized that product variety is a major
factor when it comes to satisfaction in online
buying.

Established Sense of Online Privacy

According to Bélanger, Hiller and Smith
(2002), privacy in e-commerce can be defined
as the willingness to share personal information
over the Internet that allows for a transaction
regarding a purchase to be made. For easing
people’s minds about the issue of privacy,
many websites have privacy policies in place
(McKnight & Chervany, 2002). Brown and
Muchira (2004) argued that there are many
users that have apprehensions regarding the
misuse of their personal information. In the
study carried out by Ayo et al (2011), many
consumers revealed privacy as the biggest
obstacle that prevented them from shopping
online. They opine that many consumers had
lost control over the personal information they
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had given to online marketing vendors.
Beélanger et al. (2002) posited that many
consumers had refused to give their personal
information as  inappropriate  in  this
circumstance. In some cases many people
decided not to go ahead with the purchase as
opposed to letting their personal information be
collected during the transaction.

Concept of Online Consumer Purchasing
Behavior

Consumer behaviour is the dynamic interaction
of affect and cognition, behaviour, and
environmental events by which human beings
conduct the exchange aspects of their lives
(Bennett, 1989). Consumer behavior can be
described as the study of individuals, groups,
or organizations and the processes they use to
select, secure, and dispose of products,
services, experiences, or ideas to satisfy needs
and the impacts that these processes have on
the consumer and society (Solomon, Bamossy,
Askegaard & Hoggs, 2010). Every individual’s
consumer behavior varies from one another,
depending on their buying choices. These
choices are influenced by their buying habits
which are affected by psychological and social
factors which have an effect on the purchase
decision process (Dost et al, 2015).

Methodology

The study made use of the survey research
design. The population of the study consists of
student customers of the four major online
retail firms in Nigeria, namely: Jiji, OLX,
Jumia, and Konga from University of Benin,
Benin City, Nigeria. The total estimated
number of students with matriculation numbers
currently in University of Benin as at 2018 is
75,000. This constitutes the population of this
study. A total of four hundred (400) customers
of these online retail firms formed the sample
size for the study. The sample size is arrived at
by the use of number estimation formula as
suggested by Yamane (1967) as calculated
below.

1+N(e)?

Where:
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n= Sample size; N= population size; e =
percentage level of significance; and
N = 75,000

B 75,000
~ 1+ 75,000(0.05)2

n

= 397.8779; Approximately = 400.

The justification for the use of the formula is to
scientifically use an appropriate and
considerable sample of students that have done
online shopping with the different online retail
firms in University of Benin, Benin City,
Nigeria. For the purpose of arriving at a more
realistic, accurate and clear result, the sample
size of the respondents was proportionately
determined among the faculties of the
institution, namely: Faculty of Agricultural
Sciences, Faculty of Arts, Faculty of
Education, Faculty of Engineering, Faculty of
Environmental Sciences, Faculty of Law,
Faculty of Life Sciences, Faculty of
Management Sciences, Faculty of Medicine,
Faculty of Pharmacy, Faculty of Physical
Sciences, School of Dentistry, using stratified
random sampling procedure by distributing
thirty-six (36) questionnaires to each of the
faculties except Faculty of Education, Faculty
of Agricultural Sciences, Faculty of Medicine,
and Faculty of Engineering that we gave thirty-
seven (37) questionnaires each because the
results of our pilot study showed that these four
faculties have more students in University of
Benin, Benin City, Nigeria.

Table 1: Reliability Test using Cronbach Alpha

The structured questionnaire employed a five-
point modified form of Likert type scale with 1
= strongly disagree (SD), 2 = disagree (D), 3 =
neutral (N), 4 = agree (A), 5 = strongly agree
(SA) to measure all the items. The data were
sourced between January and November, 2018.
The sample size consists of three hundred and
ninety-two (392) properly filled and retrieved
structured questionnaires out of the four
hundred (400) questionnaire items
administered to the selected respondents. This
gave a response rate of 98%. Collected data
was analyzed through descriptive and
inferential statistics. All data were coded and
the test analyses were done at 5% level of
significance using the Statistical Package for
the Social Sciences (SPSS) version 22.0.

Validity and Reliability of the Research
Instrument

To ensure validity of the questionnaire
designed, copies of the questionnaire were
given to colleagues in research area to critically
examine application of the questions. With
respect to the reliability of the research
instrument, pilot study was conducted by
testing and pre-testing the research instrument
with 34 randomly selected students of the
various faculties in University of Benin, Benin
City, Nigeria. Feedbacks were incorporated
and questions were then revised. The final
version of the questionnaire consisted of 26
closed-ended questions as presented in Table 1.
The Cronbach’s alpha as a diagnostic measure
was used to test the reliability of the research
instrument. It assesses the consistency of the
entire scale. The results of the reliability
analysis are summarized in Table 1.

S/IN | Variables Number of Cronbach’s Alpha
Items Value

1. | Consumer Purchasing Behaviour 0.860 5

2. Convenience of Online Commodities 0.728 5

3. | Timely Sourcing and Delivery of Online 0.715 5

Commodities

4 Sense of Online Privacy 0.734 4

5. Online Product Variety 0.736 3

6 Trust of a Vendor’s Website 0.759 4

S

ource: Researchers’ computation based on the field survey 2018 using SPSS 22.0
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Model Specification

The model in its econometric form to capture
the influence of online retail firms shopping
determinants on  customer  purchasing
behaviour among students of University of
Benin, Benin City, Nigeria is specified as
follows:

CPB = fo + B:CON + B, TVW + BsTDC +
B4SOP + BsOPV + E¢  ooovvveeen, (1)

Where:

CPB = consumer purchasing behaviour; CON
= convenience of access to online
commodities; TVW = trust of a vendor’s
website; TDC = timely sourcing and delivery

Discussion of Findings

of online commaodities; SOP = sense of online
privacy; OPV = online product variety; E; =
stochastic error term; Sy = intercept or the
constant; B1 f». fs. Pa, fs = coefficients of the
various independent variables displaying
degrees of explanation power about consumer
purchasing behaviour.

A-priori expectations: B1 >0, B2 >0, B3>0, B4
>0,B5>0 i (2

The linear regression model of equation 1 was
estimated using Ordinary Least Squares (OLS).
The model was developed based on technology
acceptance model (TAM).

Table 2: Pearson’s Correlation Coefficient for All VVariables

Mean CPB CON TDP SOP OoPV TVW
CPB 3.417 1.000
CON 3.763 0.655 1.000
TDP 3.215 0.443 0.573 1.000
SOP 3.338 0.523 0.654 0.662 1.000
OoPV 3.497 0.612 0.471 0.351 0.457 1.000
TVW 3.624 0.545 0.673 0.459 0.656 0.578 1.000

Source: Researchers’ computation based on the field survey 2018 using SPSS 22.0

In Table 2, all the correlation statistics values
are positive, indicating that these variables
move in the same direction as consumer
purchasing behaviour among students of
University of Benin, Benin City, Nigeria. It
shows that consumer purchasing behaviour is
significantly positively correlated with the
independent variables at 5% level of
significance. It was also observed that the
independent variables in relation to consumer
purchasing behaviour did not exhibit multi-
collinearity since none of the variables have
correlations in excess of 0.90 as suggested by
Dwivedi (2008).

Table 2 also shows the means of the five
determinants of online shopping: convenience
of access to online commodities, trust of a
vendor’s website, timely sourcing and delivery
of goods, sense of online privacy and online
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product variety. The Table reveals that students
of University of Benin, Benin City, Nigeria
emphasized more on convenience of access to
online commodities from online retailing firms
(mean = 3.763). The least emphasis was on
timely sourcing and delivery of goods in online
shopping from online retailing firms (mean
=3.215). The average score for the five
dimensions was equal to 3.4874. Given that the
scale used a 5-point scale (5=strongly agree to
1=strongly disagree), it can be concluded that
students of University of Benin, Benin City,
Nigeria patronizing Jiji, OLX, Jumia, and
Konga online retail firms is highly committed
to online shopping determinants above the
average mean. Table 2 also shows the mean of
the consumer purchasing behaviour of students
of University of Benin, Benin City, Nigeria.
The Table reveals that students of University of
Benin, Benin City, Nigeria demonstrate high




Online Retail Firms Shopping Determinants and Consumer Purchasing Behaviour among ...

level consumer purchasing behaviour with a
mean of = 3.417. Given that the scale used a 5-
point scale it can be concluded that students of
University of Benin, Benin City, Nigeria has a
high consumer purchasing behaviour above the
average mean of 3.

The results of the estimated multiple regression
model using OLS are presented in Table 3
below. The coefficient of determination (R-
squared) of 0.83 indicates that for the period
under study based on the available data,
convenience of online goods, trust of a
vendor’s website, timely sourcing and delivery
of goods, sense of online privacy and online
product variety, jointly explain 83% of the
systematic variations in consumer purchasing
behaviour among students of University of
Benin, Benin City, Nigeria with only 17
percent being explained by other variables
which were not included in the study. This
result was further supported by the R-Bar
squared value of 79 percent which is
reasonably high. This indicates a goodness of
fit for the model.

The F- Statistics of 27.001 with probability
value of 0.000 indicates that there was a
simultaneous linear relationship between the
explanatory variables combined together to
predict the dependent variable. Thus, we
therefore reject the hypothesis of a non-linear
simultaneous relationship between consumer
purchasing behaviour and the explanatory
variables combined. This suggests that the joint
effects of the included variables in the model
are significant in predicting the consumer
purchasing behaviour towards online shopping
among students of University of Benin, Benin
City, Nigeria. The Durbin Watson (D-W)
statistic values for the equation of 1.9307 is
sufficiently close to 2. It is generally acceptable
in terms of absence of autocorrelation in the
estimates. Thus, there is the absence of a first
order position autocorrelation in the model.
This means that the results from this study are
very sound for policy implementation and
recommendation.

From Table 3, comparing their calculated t-
value of 9.145, 2.027, 2.744, 2.980 and 2.752
respectively with the t-table value of 2.39 at 5
percent level, indicate that a unit increase in
CON, TDP, SOP, OPV, and TVW will lead to
an increase in CPB among students of
University of Benin, Benin City, Nigeria
towards shopping with online vendors by
8.770, 0.610, 2.557, 2.894 and 1.951 units
respectively. As online retail firms are faced
with stiff pressure of competing with brick and
mortar shopping stores, efforts should be made
as an essential capability to improve service
quality in the area of customers’ online
shopping determinants. This means that sound
placement of factors that influence customers
purchasing behaviour of online shoppers
should be encouraged. This is in line with Dash
(2012) that online shopping determinants is a
suitable means for assessing customers’
perception of services rendered by online retail
firms. Therefore, online vendors can use these
determinants to assess customers’ purchasing
behaviour. Thus, improvement in online retail
firms shopping determinants is an adjuvant
factor to sustainable differentiation and
competitiveness in online retailing industry in
Nigeria.

Considering the strength to which the
independent variables affect the dependent
variable, the coefficient results showed that
convenience of access to online commodities
of the online shopping determinants has the
most significant effect on customer purchasing
behaviour (B1=8.770, p<0.05), and timely
sourcing and delivery of online commodities
has the least significant effect on customer
purchasing behaviour (,=0.610, p<0.05). This
indicates that timely sourcing and delivery of
goods of the online shopping determinants is
not a strong indicator of customer purchasing
behaviour among students of University of
Benin, Benin City, Nigeria compared to
convenience of access to online commodities
of the online shopping determinants. Hence,
convenience of access to online commodities
of the online shopping determinants is the
strongest significant predictor of customer
purchasing behaviour among students of
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University of Benin, Benin City, Nigeria. This
is in support with the findings of Ekwueme and
Akagwu (2017) that consumers perceived
online shopping as being more convenient for
purposes of access and search convenience.

Table 3: Multiple Regression Result

This goes to show that in this study, online
shoppers see convenience of access to online
commodities as major motivation for online
shopping.

Variable Coefficient Std. Error t- Statistics P-value
CPB 5.638 0.271 20.804 0.0000
CON 8.770 0.959 9.145 0.0000
TDP 0.610 0.301 2.027 0.0003
SOP 2.557 0.932 2.744 0.0068
OPV 2.894 0.971 2.980 0.0000
TVW 1.951 0.709 2.752 0.0032

R“= 0.83, R model = 0.79, F- Stat (Prob.) = 27.00[0.000] Durbin Watson = 1.9307

Source: Author’s Computation (2018) Using SPSS 22.0

Table 4: One-Sample Test

Test Value =3
t df | Sig Mean 95% Confidence
(2- Difference | Interval
Variables tailed) of the Difference
Lower | Upper
Consumer purchasing behavior 14.342 | 391 | 0.000 | 0.325 0.2023 | 0.4218
Convenience of access to online 28.345| 391 | 0.000 |0.241 0.1306 | 0.3493
commodities 12.011 | 391 | 0.000 | 0.602 0.5065 | 0.6928
Trust of a vendor’s website 2.279 | 391 | 0.000 | 0.441 0.3557 | 0.5264
Timely sourcing and delivery of online 6.972 | 391 | 0.000 | 0.420 0.3091 | 0.5372
commodities 7.230 | 391 | 0.002 | 0.132 0.0620 | 0.2135
Sense of online privacy
Online product variety

Table 4 shows the level at which consumer
purchasing behavior towards online shopping
among students of University of Benin, Benin
City, Nigeria is affected by the different
independent variables. All of these independent
variables were tested at the value of 3 in one-
sample t-test. The result of the t-value of
consumer purchasing behavior is 14.342 with
significance of 0.000 showing that the students
of University of Benin, Benin City, Nigeria
agree with the fact that the independent
variables that affect their purchasing behavior
towards online shopping have a very
significant effect in their process of decision
making. The t-value of convenience of access
to online commodities turned out to be the
highest among the independent variables with
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28.345 with significance 0.000. It shows that
convenience of getting choice commodities is a
substantial and visible significant determinant
affecting online purchasing behavior among
students of the University of Benin. The
students would prefer to stay in their hostels
and shop as supposed to going out and moving
through brick and mortar retailing stores. This
find support with the study of Dost et al (2015)
that convenience is a significant factor
affecting the online buying behavior of
students of the Punjab University. The t-value
of trust of a vendor’s website is 12.011 with
significance of 0.000. It illustrates the fact that
online purchasing behavior among students is
considerably affected by how much confidence
they put into a website. The students feel they
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were prone to buy more from the online
website of a vendor that they feel they trust.
Also, the t-value of timely sourcing and
delivery of online commodities is 2.279 with
significance of 0.000. This demonstrates that
though consumer purchasing behavior is
significantly affected by the perception of
timely sourcing and delivery of online
commodities students have towards online
shopping, it has the lowest effect on consumer
purchasing behaviour compare to other online
shopping determinants. It shows that the timely
sourcing and delivery of online commodities
has a moderate effect on consumer purchasing
behavior towards online shopping. The t-value
of sense of online privacy is 6.972 with
significance of 0.000. This demonstrates that
sense of online privacy of the students towards
online shopping is high. The students seem to
be worried about giving their personal data
such as addresses online. Lastly, the t-value of
online product variety is 7.230 with
significance of 0.002. This portrays that online
product variety has a significant and
discernible effect on the consumer purchasing
behavior towards online shopping. The
students see the display and availability of
more commodities as one of the major reasons
to purchase online.

Conclusion

The study examined the influence of online
retail  firms shopping determinants on
consumer purchasing behavior of students of
University of Benin, Benin City, Nigeria. It
made use of online shopping determinants as
exogenous variables: convenience of access to
online commodities, trust of a wvendor’s
website, timely sourcing and delivery of goods,
sense of online privacy and online product
variety. From the research carried out, it has
been revealed that all the exogenous variables
positively and significantly influence consumer
purchasing behavior among students of
University of Benin, Benin City, Nigeria. We
also established that online retail firms must
continually adapt to its competitive
environment by providing the right quality of
service to its online shoppers. To remain
successful and competitive, online retail firms

should  aggressively  implement  online
shopping determinants as a business strategy.

The achievements of online retail firms through
proactive implementation of online shopping
determinants have been evaluated. Critical
online shopping determinants success factors
have been identified in form of policy
recommendations for enhancing the patronage
of online retail firms. From this research study,
it has been established that online shopping
determinants play vital role in making online
retail firms have competitive edge over brick
and mortar shopping firms in the industry if the
attributes are well implemented.

Policy Recommendations

Based on the study, the

recommendations are proposed:

1. Online retail firms should be registered and
licensed before operating in the country.
This will go a long way in building trust in
a vendor’s website by customers. Hence,
the enforcement of codes and standards
would need to be pursued with all vigour
by government and ensuring that the
excessive of online fraudsters are
minimized to the barest minimum.

2. Online retail firms should provide a
platform for timely delivery of products.
This will go a long way to increase online
shoppers’ willingness to depend on a
vendor to deliver on commitments.

3. Online retail firms should create a website
that will make it easy to interact and timely
for online shoppers to source for
commodities. The ease of identifying
products from online retail marketer’s
website will encourage customers to shop
online.

4. Online retail firms should build a sense of
online privacy of information in customers
by putting in place privacy policies in their
online retail websites. The inability of
online marketing firms to keep to promise
in privacy of information is an obstacle that
prevents customers from shopping online.

5. Personal and financial information of
online shoppers should be kept intact,
protected and not to be made available to

following
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unauthorized people. This will encourage
customers to provide their information
online.

6. Online retail firms should create an easy
platform where customers can conveniently
source for goods. The ease of online
shopping at any time of the day as
compared to traditional (brick and mortal)
shops is a major encouragement for online
shoppers.

7. Online retail firms should create a platform
where availability of variety of products
can easily be showcased to online shoppers.
This will give room for online shoppers to
compare and evaluate several alternatives
in terms of products features, prices, etc.
and their desire and needs for a commodity
will be highly satisfied.

8. Websites shopping environment should be
designed attractively and with ease to
locate commodities. The websites that offer
an interactive user interface and help to do
in-depth product comparisons have a more
favorable and popular effect on the
efficiency as well as the quality of the
purchase decision of online shoppers.

9. Online retail firms have a significant role to
play in encouraging trust in the
infrastructure by creating safe and secure
online shopping environments. The trust in
the authenticity of products displayed on
the vendors’ websites and the delivery of
the right commodity will encourage
customers to shop online.

10. Association of online retail vendors should
be formed and registered in the country to
fight fraudulent online retail vendors that
do not behave in a dependable, ethical, and
socially appropriate manner.

11. Government should provide the necessary
infrastructures such as good roads,
electricity, transportation services,
telecommunications that will enhance the
performance of services rendered by online
vendors.
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