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ABSTRACT

Different factors determine the level of satisfaction a customer derived from buying goods online, the security of transaction, price quality and cost of delivery play significant role in determining the level of satisfaction in online shopping. Therefore, the research work was conducted to investigate the determinants of customer satisfaction in online shopping with specific references to Jumia customers among Al-Hikmah university students. Three objectives were raised and three hypotheses were formulated to guide the study. A sample of 200 student customers who buy online through Jumia online stores were conveniently. The data used for the study was generated the use of a well structured questionnaire and analyzed using both descriptive and inferential statistics; frequency counts simple percentage, and regression analysis. Findings from the study revealed that convenience has effect on customer satisfaction in online shopping, security of transactions plays a role in determing customer satisfaction in online shopping and price has significant affect customer satisfaction in online shopping. Based on the findings, it was recommend among others that online marketers should design an appropriate strategy that would promote security level in online shopping/transactions, prices attached to goods delivery online should be properly addressed to enhance customer commitments. Means of delivery should be properly addressed to ease customer convenience. 
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CHAPTER ONE
INTRODUCTION
Background to the Study
     	The use of the internet (online) has increased remarkably over the past years and it has become a mainstream tool in delivering and trading information, services and goods (Musa, Mohammad, Khalid & Zamri, 2022). Also, Internet technologies create market places for consumers to purchase products and services from the Internet sites instead of shopping in the traditional market channels such as the departmental stores. 
    	Consumers often experience uncertainty while making purchase decisions (Kulviwat, Guo & Engchaniil, 2022). Conceptually, consumer purchase decision process can be described as a series of steps progressing from problem recognition to information search, evaluation of alternatives, purchase decision and finally to implementing the purchase (Laureaus, Saarinen & Ooni, 2023).  Consumers acquire necessary information for   purchase decisions mainly through different types of information search. Consumers look for information on products in an attempt to decide what, when, where and from whom to purchase (Leingpibul, 2023). 
      	Internet is a relatively new communication media. Many businesses have developed their marketing strategies by combining the offline (conventional stores) with online trading stores (Pratiminingsh, Lipuringtyas and Rimenta, 2023). Online shopping is the process that consumers go through to purchase products or services over the Internet. It is also known as e-shopping or Internet shopping. It refers to the channel through which consumers can perform their shopping activities over the Internet. They can purchase or browse for goods and services from a seller on the Internet (Alam & Yasin, 2020). 
    	The online shopping process involves an exchange of time, effort and money for the receipt of goods and services in a virtual store. It is a transaction between online sellers and customers through the Internet. It is a psychological contract in which the trader (service providers, seller) and the buyer (consumer), without a simultaneous actual or physical presence, enter into contract for marketing purposes only in an electronic way (Uzun & Poturak, 2023). 
         The process of virtual purchasing in most cases includes the preliminary registration on the websites, the studying of offers, selection of products and putting them into baskets, the selection of the conditions for the performance and delivery and submission of the order. Upon receiving the order, the trader is obliged to send an electronic confirmation to the customer (buyer).  Most retail stores have websites that allow their customers to buy from their online stores and either ship the items to their homes or pick the items at a nearby store location. However, some sellers only sell their products through their websites and do not have a retail storefront e.g Amazon, Tiger Direct etc.      
     	There are so many factors that the choice of online shopping and the choice of online traders. These are the price, quality, discounts, delivery time and status and risks depending on the individual needs. There are risks attached to the online shopping since the conclusion of the contract is done without personal interaction and the consumer is in a more defenseless situation.

Statement of the Problem
      	The coming of the internet has introduced a new dimension to the marketing concept as market is no longer a physical location where exchange of goods and services takes place. Marketing can now take place via the Internet (online). However, with marketing activities, competition and consumer behavioural characteristics are necessities of occurrence. Surveys of online consumers continue to indicate that many consumers remain dissatisfied with their online purchasing experiences and may switch from one seller to the other (Musa, Muhammad, Khalid, 2023). This means that there are determinants which motivate the consumers in their choice of online shopping. It is as a result of this that this study is being undertaken to examine the determinants of customer satisfaction in online shopping a case study of Jumia customer among Al-Hikmah University students. 
Purpose of the Study
The main objective of the study is to investigate the determinants of customer satisfaction in online shopping. Specific objective are to: 
i. Examine the effect of convenience on customer satisfaction in online shopping
ii. Evaluate the effect of security of transactions on customer satisfaction in online shopping
iii. Investigate the effect of price on customer satisfaction in online shopping. 
Research Questions
The following research questions were raised in order to fully explore the relationship between the variables of the study. These are: 
1. Does convenience affect customer satisfaction in online shopping?
2. Does security of transactions affect customer satisfaction in online shopping?
3. Does price affect customer satisfaction in online shopping?
Research of Hypotheses
These hypotheses were formulated in order to provide reasonable answers to the research questions raised above. These are: 
HO1: Convenience does not affect customer satisfaction in online shopping. 
HO2: Security of transactions does not affect customer satisfaction in online shopping.
HO3: Prices does not affect customer satisfaction in online shopping. 
Significance of the Study
    	This study is significant in the sense that online shopping is beginning to grow in Nigeria and the experience is still limited as well as the motivating factors and benefits. Hence, this study is significant to the following stakeholders. 
    	The consumer or customer will be exposed to the prospective benefits and risks attached to online shopping and will, therefore, allow them to be cautious and evaluate the various parameters of the consumer behavior very well while undertaking online shopping. 
The online sellers will also benefit from the findings of this study as the study will make them to be aware of the exposure of the Nigerian consumers to online shopping and will therefore provide the opportunity to advertise their products online and provide for market expansion for existing online sellers.
   	The Internet regulatory authority particularly in Nigeria that controls cyber activities will be alert to regulate and prevent cyber crimes relating to online shopping. Also, the Internet and GSM service providers will also benefit as it will provide an opportunity for them to boost their businesses as people will spend time on the websites and consume browsing data while shopping online.  
Scope of the Study
      	This study examined the determinants of customer satisfaction in online shopping a case study of Jumia customers among Al-Hikmah University students. The study location is Ilorin and the respondents will be drawn among the undergraduates of Al-Hikmah University, Ilorin, Kwara State. Only three variables of the determinants of customer satisfaction were investigated- the convenience of transactions, security of transaction and the price charged. 
Operational Definition of Terms
Online shopping: Refers to activity or action of buying products or services over the Internet.
Jumia: Refers to a Pan-African technology company that is built around a marketplace, logistics service and payment service. Jumia is an online marketplace that connects buyers with sellers to buy and sell products and services online
Determinant: Refers to a factor which decisively affects the nature or outcome of something. "pure force of will was the main determinant of his success"
Customer satisfaction: Refers to the degree a customer is happy about the quality of products and services.

CHAPTER TWO
REVIEW OF LITERATURE
This chapter contains the review of past literature works by various authors that are related to the present study. 
Conceptual Review
Meaning of Online Shopping
         	Online shopping is a form of electronic commerce which allows consumers to directly buy goods or services from a seller over the Internet using a web browser. Consumers find a product of interest by visiting the website of the retailer directly or by searching among alternative vendors using a shopping search engine, which displays the same product's availability and pricing at different e-retailers. When you buy a product or a service over the internet, instead of going to a traditional brick-and-mortar store, it is called online shopping.  Online shopping is the activity or action of buying products or services over the Internet. It means going online, landing on a seller’s website, selecting something, and arranging for its delivery. The buyer either pays for the good or service online with a credit or debit card or upon delivery.
    	Online contracts are classified as distance contracts, which means that the trader (service provider, seller) and the consumer (natural person who is acting for purposes which are outside his trade, business or profession), in lack of their simultaneous, actual and physical presence enter into contract not by meeting in person (e.g. in commercial premises, market, open-air market, via trade agent etc.), but only in an electronic way.
      	Every human consumer is engaged in shopping. This is the process which consumers go through to purchase products or services through the marketing channels. However, online shopping is different in the sense that product exchange and the exchange process does not necessarily involve the tangible market place. That is, the location of exchange is not a fixed place or shop location. It takes place via the Internet.  Hence, online shopping or e-shopping or Internet shopping refers to the channel through which consumers can do their shopping activities via the Internet.  It is also the process that consumers go through to purchase products and services over the Internet. It is also the process where customers can purchase or browse for goods and services from a distinguished seller via the Internet.  
           The Internet and Web development have been the most exciting developments in the field of information and communications technology in recent years. With increasing Internet access, the use of e-commerce services by the population is booming globally and locally especially in Nigeria.     The internet has transcended us from the traditional shopping era into a new and more efficient era called “e-commerce”. Globally, shoppers are gaining tremendous benefits from purchasing goods and services from cyberspace. The internet permits the 24/7 and 365 days availability of goods and services with little or no cost. Surplus seeking consumers and retailers are always searching for markets that are more economically efficient hence, online purchasing. There are various benefits of online shopping which encourage people to participate in online transaction. Those benefits are: the global reach of the internet, whereby consumers can buy goods and services with a wide range of categories anywhere, any time and at any location. 
Besides, online sellers deliver the goods to the buyer’s home, and customers can order as many items as they can afford, Despite the advantages of using online shopping, consumers are still reluctant to purchase from websites because of various factors such as the legitimacy of the websites, product quality, security and information privacy and also post purchase service and trust (Gommans, Krishnan, & Scheffold, 2023).  Trust is seen to be one of the critical factors in online shopping because lack of direct contact between sellers and consumers have to hand in personal information to complete the transaction, therefore purchasing online is considered risky. Lack of trust may cause consumers to avoid the e-vendors. Various researchers have examined many different factors involving the construct of loyalty such as satisfaction, trust and commitment in e-commerce.
      	The Internet is changing the way that organizations are conducting their businesses. Nowadays, commercial websites are the alternative communication channels where consumers expect to fulfill their needs at ease and comfort. As a result, offering high quality communication channels would enhance the consumer’s satisfaction and increase the competitive advantage of these organizations (Laureus, Saarienen & Oomi (2023). Organizations are increasingly having a growing concern in respect to the quality of their websites. This concern becomes of greater importance because of the absence of the human interaction offered (Leingnibul, & Thomas (2023). 
         Using technology cannot replace the significant human aspects that manifest through conventional commutation and interaction such as courtesy, friendliness, helpfulness, care, commitment, flexibility, and cleanliness (Cox & Dale, 2023). Therefore, the absence of these aspects has in a way to be replaced by offering better performance or including excellent specific web factors in order to increase the user’s satisfaction. The website quality is a very important part of companies’ image that can influence shopping behavior in a similar way to those aspects of traditional establishments. This importance can also be varied according to the cultural differences on the web, with regards to the dimensions of web site quality. therefore, the a plenty of time and money were wasted on information research, moreover, only customers themselves are able to understand the buying experience and have less impact on others (Kotler, 2018). 
     	On the stage of comparison and selection, customer become  cautious for the credit of online stores, the price of goods, and the post-purchase comments from others because  they are not liable to have a direct contact with the real products. Afterwards, the purchasing decision can be made through comparing and analyzing products, seriously deliberating the sense of trust for virtual store owners and the sense of security for payment then. During the phase of after-sale assessment, as the name implies, it is the process of online shoppers comparing the received product with the description of goods that store provided and giving the evaluation such as “Good, Medium, Bad” to the store after testing the merchandise in order to influence the reputation of online shop and provide the reference to other potential clients. 
       	E-marketing means using digital technologies to help in selling your goods or services. These technologies, like e-mail and websites, are a valuable complement to traditional marketing methods whatever the size of the company or business model. Online Marketing is defined as “the art and science of selling products and/or services over digital networks, such as Internet and cellular phone networks”.   Here the art of online marketing refers to discovering the right online marketing mix of strategies which attracts the target market for actually converting into sales. 
         	Online shopping is a form of electronic commerce which allows customers to buy the goods or services directly from the seller, over the internet using websites. During the past decade, there was an evolvement from the physical store to the online shopping stores. Online shopping means the act of purchasing products or services over internet and online shopping also has grown in popularity over the years, 
          The four common components of an online shop are the storefront, the shopping cart, the payment process, and the order fulfillment .The storefront, or online store, where customers do their shopping on the website, provides different types of information to consumers, including product types, product descriptions, instructions, demonstrations, how-to guides, safety procedures, product reviews from other consumers, contact information, and store policies. The shopping cart allows customers to select and store multiple products that they want to purchase. The customer clicks the “add to shopping cart” button and the product is stored in the digital shopping cart. The third component is the payment process. This system allows the customer to select a payment method (for example, credit card payment or Electronic Funds Transfers (EFT)) and it gathers payment information   (such as credit card information) and processes or records the payment information. The final component; namely, order fulfillment, is the process of obtaining the products the customer has ordered, shipping or delivering them, and keeping delivery tracking information. 
           	Internet or online shopping is still at the early developmental stage in Nigeria. (Musa, Mohammad, Khalid, Rahim & Zamri, 2015). Little is still known about consumers’ attitudes towards adopting this new purchasing strategy or channels and factors that influence their attitudes towards it. According to Laureus, Saarienen and  Oomi (2015), with the expansion of educational services in developing countries, many tertiary institutions are the most marked segments because of the various interests of their students.   
         	Today’s online consumers have more control and bargaining power than consumers of physical stores because the Internet offers more interacts between customers and products/ service providers as well as greater availability of information about products and services. Leingnibul, and Thomas (2023): described that it was very important that consumers were content with the products and services provided by the particular e-store as satisfied customers were likely to be loyal and made repetitive purchases which would increase profitability of that particular e-store. 


Characteristics of Online Shopping
Timeliness 
   	Online shopping is a complex process involving multiple outcomes and distinct stages that are affected by many contextual factors in addition to consumer characteristics. A successful e-store is timely. Whatever your synonym, your store should always be improving on its speed. This is the first and most important criterion because it spans the most aspects of your e-store. Website Keep the website intuitive and organized, keep graphics optimized for quick load times, and keep an eye on your analytics. Order confirmation emails, Order fulfillment, Shipping options and Customer Support must be timely. 
Mobile Friendly: A lot of online shopping are conducted via the mobile devices hence an online retailer must design its website to be mobile friendly. Responsive Design will make the site look as clear, organized, and readable as it can be, no matter what size screen is viewing it. Visitors to mobile retail sites are usually “hunting” for specific information rather than “browsing,” and the search box is key to that experience Responsive websites detect the size of screen they are being displayed on, and automatically adjust all the elements - text, graphics, buttons, etc -to a size and layout that works for the screen real estate available to it. 
Good Product Photography: The first impression online customers get of your products is from the images on your website, and you might not get the opportunity to make another impression if your photos don’t match the quality of your product.
Multi-Channel Storefronts: In fact, selling on Amazon, Facebook, Pinterest, and even Twitter, all at the same time, is within the reach of any online trader. The idea behind multi-channel selling is that each of these customer-facing storefronts are all just different facets of one store. The orders, no matter where they originate, all show up in the same dashboard you’re already familiar with.
Types of Online Shopping
Travel Tickets and Flight Planning
       People can go to the airline’s website and book their ticket or go to the online equivalent of a travel agent, travel sites Travel is the most popular category for online purchases. Not surprisingly, the maximum number of online transactions in the country is made at irctc.co.in, the site of the Indian Railways, where train tickets can be purchased online. Air tickets are also a growing category in online purchases. Online shoppers can buy their flight tickets and book their flights via the online and websites of travel agencies. 
Motor Purchases: Vehicles can be purchased online by interaction between the buyer and the online shops.
Mobile Phones: Mobile phones and devices can be purchased online.
Agricultural equipments: There are avenues to purchase earth-moving equipment and agricultural equipments via the online. 
Advantages and Disadvantages of Online Shopping
        There are many advantages involved with online shopping. One of the most obvious benefits to both the consumer and the online business is that of convenience. Customers do not have to physically go to a store if the store offers e-shopping. They can simply make use of a computer or mobile phone to do their shopping in the convenience of their home or workplace. There is also the time-saving benefit which online shopping offers to customers. Shoppers do not have to take the time to travel to a store, drive through heavy traffic, or stand in long queues to pay. They also do not have to restrict their shopping to business hours since online shops are open 24 hours a day. Compared to physical shopping, browsing online can also be done much quicker. It allows customers to quickly compare similar products and prices through visiting multiple stores online (Koble, 2022). In this way, they can buy the product with the best price or quality. Because of the many competitors who offer online shopping to customers, these businesses often offer discounts and special offers to draw customers to their sites. 
         It is convenient, faster and sometimes also cheaper. For instance, rather than standing in a long queue and waiting for your turn to purchase a ticket, people are finding it simpler to log on to a website and buy it. In some instances, you may have to pay a premium for an online purchase but it is still preferred because the convenience factor is higher. 
      	The online shopping process involves an exchange of time, efforts and money for the receipts of products or services in a virtual store (Lin, 2023), It is an online contractual exchange of goods or services for money but lacks the simultaneous, actual or physical presence of both parties but only in an electronic manner. The customer in front of a screen orders the selected products by clicking on the webstores or by sending an e-mail to the seller.  The process includes a preliminary registration on the website, the studying of offers, the selection of the products and putting them into the basket, the possibility of refreshing and cancelling of orders, the selection of the conditions of the performance and delivery and delivery of the products and the submission of the order. Upon receiving the order, the trader is obliged to send an electronic confirmation to the consumer. In most cases, online shopping is cross-border.; that is, where a consumer living in any country can get into a contractual relation with a trader operating in another country of the world. Thus, a cross-border purchase is where a consumer buys goods and services from any web trader settled anywhere in the world outside his/her country of residence.   
    	Online shopping is advantageous in that the online consumer can buy the selected products rapidly by contacting the seller via the Internet. The Internet can also facilitate the shopping of consumers with reduced mobility. The choice of products is significantly broader and the delivery can be requested not only to the place of residence but other places as well. The offers can quickly be compared on the Internet and the purchase decision made on the products with the most favourable conditions of price, quality and discounts according to the individual needs.                 
         	Besides the advantages of online shopping, it is good to know that there may be risks connected to online shopping since the   conclusion of the contract is done without personal interaction   and the consumer sitting in front of a computer/screen tends not to think over or consider his/her intention of buying.  The consumer is in a defenseless situation as there is a two-fold information deficit concerning the product to be bought and the identity of the trader. The only allure of online shopping is that consumers may find and purchase the items that they need without ever needing to leave their residence. 
      	In summary, these are the advantages of online shopping:  
Easy access to market - in many ways the access to market for entrepreneurs has never been easier. Online marketplaces such as eBay and Amazon allow anyone to set up a simple online shop and sell products within minutes. 
Reduced overheads - selling online can remove the need for expensive retail premises and customer-facing staff, allowing you to invest in better marketing and customer experience on your e-commerce site. 
Potential for rapid growth - selling on the internet means traditional constraints to retail growth – e.g finding and paying for larger - are not major factors. With a good digital marketing strategy and a plan a scale up order fulfillment systems, one can respond and boost growing sales.
Widen your market / export - one major advantage over premises-based retailers is the ability expand your market beyond local customers very quickly. You may discover a strong demand for your products in other countries which you can respond to by targeted marketing, offering your website in a different language, or perhaps partnering with an overseas company.
Customer intelligence - ability to use online marketing tools to target new customers and website analysis tools to gain insight into your customers’ needs. And the following disadvantages are also experienced. These are: 
Website costs - planning, designing, creating, hosting, securing and maintaining a professional e-commerce website isn’t cheap, especially if you expect large and growing sales volumes.
Infrastructure costs - even if you aren’t paying the cost of customer-facing premises, you’ll need to think about the costs of physical space for order fulfillment, warehousing goods, dealing with returns and staffing for these tasks.
Security and fraud - the growth of online retail market has attracted the attention of sophisticated criminal elements. The reputation of your business could be fatally damaged if you don’t invest in the latest security systems to protect your website and transaction processes.
Legal issues - getting to grips with e-commerce and the law can be a challenge and you’ll need to be aware of, and plan to cope with, the additional customer rights which are attached to online sales.
Advertising costs - while online marketing can be a very efficient way of getting the right customers to your products, it demands a generous budget. This is especially true if you are competing in a crowded sector or for popular keywords.
Customer trust - it can be difficult to establish a trusted brand name, especially without a physical business with a track record and face-to-face interaction between customers and sales staff. You need to consider the costs or setting up a good customer service system as part of your online offering.


Factors Influencing Satisfaction, Trust, and Loyalty to online shopping
         	The user interface is the channel through which consumers are in contact with the e-service provider. Mostaghel, (2021) found that the quality of the user interface affects the customer satisfaction directly, since it provides physical evidence of the service provider’s competence as well as facilitating effortless use of the service. Because of its importance to customer satisfaction, (Musa, Mohammad; Khalid, Rahim & Zamri, 2023).
           At a global level, customer loyalty (e.g. customer retention) is generally very strongly related to the profitability and long-term growth of a firm. Small increases in customer retention rates can dramatically increase profit. Loyal customers visit their favorite websites twice as often as non-loyal customers, and loyal customers spend more money. Customer loyalty has been found to be a critical asset for e-retailers. Previous research found that e-retailers experience difficulty maintaining customer loyalty despite the recent rapid growth in e-commerce. 
Although there are certain challenges shared by both traditional retailers and e-retailers, e-retailers face greater competition due to the fact that on the Internet a competitor is only a click away. Therefore, attracting and retaining the attention of online shoppers who skim virtual shelves is not an easy task, and without a strong incentive for online shoppers to visit a website and without an anchor to keep customers on it, e-retailers may struggle retaining them in an increasingly competitive e-market. However, what can logically improve customer loyalty though is maximizing customer satisfaction and trust. 
         	Customer loyalty is a deeply held commitment to re-buy or re-patronize a preferred product/service consistently in the future, thereby causing repetitive same brand or same brand set purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior. In e-commerce, loyal customers are considered extremely valuable. Today, e-retailers are seeking information on how to build customer loyalty. Loyal customers not only require more information themselves, but they serve as an information source for other customers. 
Consumer Satisfaction
Customer satisfaction refers to the degree a customer is happy about the quality of products and services. In order to increase online shopping in Malaysia, understanding customer online shopping satisfaction and factors affecting this satisfaction when shopping online should be given priority.  Satisfaction is “the summary psychological state resulting when the emotion surrounding disconfirmed expectations is coupled with a consumer’s prior feelings about the consumer experience.” From this perspective, “satisfaction may be best understood as an ongoing evaluation of the surprise inherent in a product acquisition and/or consumption experience.” E-satisfaction is defined as the contentment of the customer with respect to his or her prior purchasing experience with a given electronic commerce firm. 
        	Consumer satisfaction can be defined as the extent to which consumers’ perceptions of the online shopping experience confirm their expectations. Most consumers form expectations of the product, vendor, service, and quality of the website that they patronize before engaging in online shopping activities. These expectations influence their attitudes and intentions to shop at a certain Internet store, and consequently their decision-making processes and purchasing behavior. If expectations are met, customers achieve a high degree of satisfaction, which influences their online shopping attitudes, intentions, decisions, and purchasing activity positively. In contrast, dissatisfaction is negatively associated with these four variables.
        	The transaction-specific perspective views consumer’s satisfaction as a post-choice evaluative judgment of a specific purchase occasion. From a transactional viewpoint satisfaction would indeed depend on each   exchange. In comparison, cumulative consumer’s satisfaction is an overall evaluation based on the overall experience with the goods and services of a particular firm over time. 
Trust and Online Risk
           Trust is another important factor in consumer’s online buying behavior, and in their e-loyalty. Trust is connected with security. Consumer cannot see product in person while he is ordering it, and cannot look into salesperson‘s eyes while doing that, so it is important for companies to build trust among their consumers in order to avoid uncertainties. Loyalty and brand trust in general can assist in overcoming and beating some Internet disadvantages. He also identified that consumer‘s fear of online fraud (credit card fraud, non-delivery of product) is one of the major causes why they are not using e-commerce, frequently. 
         	Perceived risk is related to consumers’ fear of losing of some transactions which are done online. However they also relate risk as the chance of losing something while purchasing or consuming the product or service. Perceived value is positively related to consumers’ intentions to buy over the Internet, and it contributes to e-loyalty by minimizing consumers need or wants to go after some alternative providers. The risks that are associated with online shopping include financial risk, product risk, and non-delivery risk.
        	Trust is a critical success factor in successful service relationships because before conducting business with the company consumers need to trust the company. The marketing literature supports a positive relationship between trust and satisfaction since the presence of trust raises levels of performance and causes greater satisfaction. Especially online, it was pointed out that the lack of online consumer trust was the main barrier of consumer participation in e-commerce and has been found to be one of the major obstacles to the popularity of internet transaction.
    	E-trust is the degree of confidence customers have in online exchanges, or in the online exchange channel. Online trust includes consumer perception of how the website would deliver on expectation, how believable the website’s information is, and the level of confidence in site channel Rizwan. Bila, Akhtar and Bhatti (2023) identified ability, benevolence and integrity as three principal components of trust. 
Commitment
          Commitment expresses the desire for continuity manifested by the willingness to invest resources in a relationship. Relationship commitment is the belief between transaction partners that maintain their continuous relationship is important and are willing to exert their best effort to maintain it. Relationships are built on the foundation of mutual commitment and to benefit both parties in the long run. Commitment, the most important attitudinal measure, is a significant indicator of loyalty, as it represents an emotional or psychological attachment to a brand within a product class. In addition, a degree of dispositional commitment in terms of some unique values associated with the brand is part of attitudinal brand loyalty.      	
Product quality
Product quality refers to the group of features and characteristics of a saleable good which determine its desirability and which can be controlled by a manufacturer to meet certain basic requirements. Most businesses that produce goods for sale have a product quality or assurance department that monitors outgoing products for consumer acceptability. Product quality means to incorporate features that have a capacity to meet consumer needs (wants) and gives customer satisfaction by improving products (goods) and making them free of any deficiencies or defects. 
The more quality information provided by the online retailers, the better the decisions could be done satisfactorily (Rudansky-Kloppers, 2023). Customer service and a positive customer experience are critical to sales in the e-commerce marketplace. Product quality is customers’ overall evaluation of the excellence in the performance of the good or service (Tang, Tsai, Wu, 2023). 
Brand: Brand management in the twenty-first century has become almost synonymous with building and managing customer relationships (Tian, Stewart, 2022). A brand is similar to a living being: it has an identity and personality, name, culture, vision, emotion and intelligence. All these are conferred by the owner of the brand and needs to be continually looked at to keep the brand relevant to the target it intends to sell to. According to Uzun, and Poturak (2023), satisfaction occurs when the performance of a brand meets the expectations of the purchaser. Brand satisfaction refers to the evaluation summary of direct consumption experience, based on the different between prior expectation and the actual performance after receiving the product. Satisfaction occurs when the performance of a brand meets the expectations of the purchaser. 
Price: Price is an important motivation to attract consumers to make a shopping on e-stores, a below market price for a product in e-stores have reinforced and abolished effect on the consequence of leaving the online shop. 
Convenience: Another benefit expected to influence the acceptance of online environments is perception of convenience as it manifests the opportunity to shop at home. Positive relationships exist among perceived usefulness, convenience and behavioral intention. This obvious benefit of online shopping which cannot be overlooked is convenience. 
Product Information: An important factor affecting the effectiveness of satisfaction using sensible thought is product information. Product information sharing is defined as the usefulness of the available information about an attribute of a product in helping a decision maker to evaluate the product. Appropriate information is the key to consumer’s consumption in e-stores and that is why a vital question for companies is the quality of how information about products and services is presented to consumers on the Internet. The quality information has a strong impact on those customers that perceives a great risk, probably because information sharing helps consumers overcome these fears and form a more favorable opinion of using e-stores. Return Policy: Consumers are concern about terms of return policies before shopping a product. Return policy is lenient in case the product does not perform as described and need to be exchanged or a refund. In return policy rebate is implemented to compensate the customers which is defined as a return of part of the original payment for some service or merchandised; partial refund. When shopping online, customers rated the functional attributes like price, ease of movement and ease of return as important. 
Perceived Risk: The risk is perceived by consumers when intending a specific consumption decision. Perceived risk is an expectation of the uncertainty about the possible outcomes of a behavior and the possible unpleasantness of these outcomes and consumer feels fear about loss or gain in that specific consumption. Perceived less risk is important in influencing customer satisfaction and decision by e-stores acceptance. Perceived risk is considered as a multi-faceted building up of physical risk, psychological risk, social risk, financial risk, product performance risk and risk of loss of time/delivery.
          	Product risk is defined as the loss incurred when a brand or product does not perform as described. A higher perceived product quality may increase the perceived value and, consequently, a customer satisfaction and re-purchase intention. Consumers shopping online do not know physically about the product, they see the product in e-stores as they search for and buy products. In e-stores, consumers may develop low trust and perceive elevated highly risk because of the lack of face-to-face communication and physically sense (looking, touching, tasting and smelling). 
Shopping experience: Nowadays, the shopping experience has become the most important differentiating factor for retail companies. Previous research has shown that when customers are satisfied with a company or service, there is high possibility that they will share their experience with other. Online shopping experience moderates the effect of the perceived usefulness of behavioral intentions. 
A shopping experience is the cognitions and feelings the consumer experiences during the use of a product or services. The customer experience may provide a new means of competition.  Satisfied customers are most likely to have the intention to repurchase if the service provider reached or exceeded their expectation. 
Perceived Usefulness: Perceived usefulness is defined as the extent to which consumers feel the online website could add value and efficacy to them when performing online shopping.  Perceived usefulness could also be defined from an individual’s point of view that by using a system would improve task performance. 
Website quality factors
Generally, quality is a characteristic of a product or service that reflects how well it meets the needs of its consumers; as such, it is associated with product or service satisfaction. In contrast to goods quality, which can be measured objectively, assessing the service quality is considered elusive and complex task. Although there has been many research carried out in the domain of consumers’ satisfaction and its impact on their intention to revisit or purchase from websites, there is no general quality evaluation method or consensus on what should be measured by such evaluation methods. The effects of the perceived web quality of service contents on e-trust (electronic trust) mediated by affective variables (enjoyment and anxiety).  
Information quality: This is known as the ability of a system to provide its users with the needed information. User information satisfaction is one evaluation mechanism used in measure the information quality. This evaluation technique is concerned with the extent to which users believe the information system that is available to them can meet their information requirements. Web quality was measured with six variables information accuracy, clarity, completeness, ease of use, navigational quality, and color combinations. 
Interaction and service quality: This is a significant dimension that has been researched in several areas such as marketing, e-commerce and IS (information systems) quality research. Interaction and service quality is dimension that significantly influences the consumer satisfaction. Therefore, organizations are rivalry trying to lock-in consumers by providing a high interaction and service quality. Interaction and service quality relatively confusing because it may be measured using different quality dimensions such as fulfillment/reliability ease of use and security/privacy (Yang, 2023).  
Time availability: The value of time is a controversial topic. Clearly, the opportunity cost of time varies from consumer to consumer. Time constraints profoundly affect the difficulty of the decision. Increased time constraints have been found to lead the decision-maker to simplify the task at hand, to accelerate the information processing, to selectively focus on information and to change the decision strategy employed.  Low time constraints will probably lead consumers to increase search effort and the size of consideration set. Thus, it is more likely that good alternatives are included in the subset of products considered as the size of the consideration set increases. Thus, low time constraints will likely lead to more satisfied outcome.
Attitudes toward Shopping
          Attitudes towards shopping are strong candidates for determining the amount of search. The construct is closely related to purchase involvement but directed towards the process of purchasing rather than the product class.  Poh–Ming (2023) propose that motivation to search is affected by shopping enthusiasm. Several studies have also demonstrated that consumers’ attitudes toward shopping continue to influence their behavior in the electronic markets as well. Summary of Literature Reviewed 
           The study by Musa, Mohammad, Khalid, Rahim and Zamin (2022) examined the factors affecting customers’ satisfaction towards online shopping in Malaysia. The study identified three factors of product quality, brand and shopping experience. The factors have a significant relationship to customer satisfaction towards online shopping among university students in Nigeria. 
     	Uzun and Poturak (2023) investigated the factors affecting online shopping behavior of consumers. The results of the study pointed out that there is a relationship between satisfaction with online service and consumers’ intention to buy in the future which generates customer loyalty. Pratiminingsih, Lipuringtyas and Rimenta (2023) examined the factors influencing customer loyalty towards online shopping and described a theoretical model for investigating the influence of satisfaction, trust and commitment on customer loyalty towards online shopping. The results revealed that satisfaction, trust and commitment have significant impact on student loyalty towards online shopping. 
         	The study by Laureus, Saarinen and Oomi (2023) also examined the factors affecting customer satisfaction to online purchase. It looked into how determinants of pre-purchase search, purchase-related uncertainty and the type of search process influence consumer’ perceived satisfaction with online purchase.  It found out that product class knowledge, time availability, attitudes towards online shopping and search efforts do not significantly affect perceived purchase satisfaction. It also found out that involvement and purchase-related uncertainties have stronger effect on satisfaction. 
         	Khan, Liang and Shahzed (2023) carried out an empirical study of perceived factors affecting customer satisfaction to re-purchase intention in online stores in China. The analysis suggests that   seven constructs –price, convenience, product information, return policy, financial risk, product risk and delivery risk –are significant with customer satisfaction to re-purchase in e-stores. The study emphasized that the importance of customer satisfaction provides more benefits and less risk to re-purchase in e-stores. 

CHAPTER THREE
RESEARCH METHODOLOGY
This chapter deals with methodology involved in carrying out the study. It contains research design, study population, sampling technique and sample size, research instrument, model specification, method of data collection and analysis and limitation of study
Research Design
 The research design is purely descriptive since all the variables under investigation are non-metric. The descriptive design adopts a wholly cross-sectional survey approach to know the determinants of customers’ satisfaction in online shopping. The research design is the framework for executing the study. Hence the research design, or the design of a study, is a model or   the framework for verifying the hypothesis or answering the research question. 

Population of the Study
The term research population refers to all members of the group of interest to the researcher. The population of the present research consists of the undergraduate students of Al–Hikmah University, Ilorin, who shop online. The size of this population will be difficult to determine because student online shoppers in Al-Hikmah University are widely spread and there will be no sampling frame.   
Sampling Technique and Sample Size 
A sample size of 200 respondents will conveniently selected among the among Al-Hikmah University students who shop on Jumia Convenience sampling will be adopt because the population size will be difficult to determine and for the researcher’s ease of data gathering.
Research Instrument 
           The instrument put to use for data collection is the multiple-choice questionnaire. The choice of this close-ended questionnaire is necessary because it generates higher response rate than its counterpart, the open-ended type. The instrument will be put to reliability and validity tests through a pilot study to determine its suitability for data collection. The supervisor will also correct it before the administration to the respondents. 
Method of Data Collection  
           The primary data will be use to obtain data by distributing the questionnaires to the conveniently selected sample students. The set of questionnaire has three sections. Section A consists of demographic profile of the respondents such as age, gender, educational level, etc.  Section B deals with the rating of the opinions of the respondents by using a rating scale. The Likert  rating scale had been used to examine how strongly the respondents agree or disagree with statements where each statement with 4  indicates “strongly disagree” ; while 3  signifies  “agree”; 2 signifies  disagree and 1 indicates “strongly disagree”. The attitudes and behaviour of the respondents where strongly disagree will be coded as 1 while strongly agree will be coded as 4. 
Data Analysis Techniques
The techniques use in this study is the simple percentage techniques and the ordinary regression analysis. However, rating, ranking, percentage score and averages will be use in analysis of data in this study. The analysis of the information obtained from the questionnaire will be done by summing up the finding of the variables. For investigative questions, “Yes” and “No” will be use as the data classification categories. The frequencies count of each response options were recorded in the appropriate category, compared, and translated into percentages to aid comparison.
The coding of the data will be carried out using the SPSS software package. The analysis included both descriptive statistics as well as the necessary statistical tests in order to verify the statistical value of differences in the opinion of the respondents. The hypotheses will be tested using simple regression technique with aid of SPSS Version 22 software at a 0.05 alpha level. 

CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION
This chapter presents the analysis and interpretation of data collected from the administered questionnaire and the results of the survey were presented in a descriptive format supported by presentations of tables. This study was carried out among selected students of Al-Hikmah University, who buy online through jumia students were selected.   
Data Analysis 
Table 1: Distribution of selected students 
	Sex
	Observed Frequency (No)
	Valid Percentage (%)

	Male
	120
	60.0

	Female
	80
	40.0

	Total
	200
	100


Source: Researcher’s Field Survey, 2023.
Table 1 shows that 120 respondent representing 60% of the sampled students were male while the remaining 80 representing 40% were female. This implies that more female students (60%) were involved in the study. 
Analysis Research Objectives and Test of Hypotheses 
RQ 1: Factor influencing customers satisfaction in online shopping. 

Table 2: Percentage (%) scores of responses on Factors influencing customers satisfaction on online shopping  
	
	Completely unsatisfied N(%)
	Unsatisfied
N(%)
	Neutral
N(%)
	Satisfied
N(%)
	Completely satisfiedN(%)

	Reputation of the company
	20(10.0)
	30(15.0)
	4(2.0)
	120(60.0)
	26(13.0)

	Price
	30(15.0)
	50(25.0)
	10(50.0)
	80(40.0)
	30(15.0)

	Quality
	10(5.0)
	20(10.0)
	-
	130(65.0)
	40(20.0)

	Customer services
	100(50.0)
	40(20.0)
	-
	40(20.0)
	20(10.0)

	Mode of Payment 
	80(40.0)
	60(30.0)
	-
	60(30.0)
	-

	Delivery services
	30(15.0)
	40(20.0)
	10(5.0)
	80(40.0)
	40(20.0)

	After-sale services
	100(60.0)
	50(25.0)
	6(3.0)
	20(10.0)
	24(12.0)



From table, the factors influencing buying decision in online shopping were analyzed, from the table, 20(10.0%) of the customer completely unsatisfied with the reputation of the company and 26(13.0%) were satisfied and completely satisfied with the classroom respectively. On the price as determine factor, 30(15.0%) were completely unsatisfied, 50(25.0%) unsatisfied 10(5.0%) were neutral, 80(40.0%) satisfied while the remaining 80(15.0%) were completely satisfied, quality of the product could influence customer satisfaction in online shopping, 10(5.0%) completely unsatisfied, 50(25%) unsatisfied, non were neutral, 130(65.0%) satisfied and the remaining 40(20.0%) completely satisfied and customer services, 100(50.0%) completely unsatisfied, 40(20.0%) completely satisfied, nil neutral, 130(65.0%) satisfied and 20(10.0%) completely satisfied. On mode of payment as a factor 80(40.0%) completely unsatisfied, 60(30.0%) were unsatisfied, nil neutral and the remaining 60(30.0%) were satisfied. Based on delivery services as a factor for customer satisfaction in online shopping, 30(15.0%) of the students were completely unsatisfied, 40(20.0%) unsatisfied, 10(5.0%) neutral, 80(40.0%) satisfied and 40(20.0%) were completely satisfied, after sale service, 100(60.0%) completely unsatisfied, after sale services, 100(60.0%) completely unsatisfied, 50(25.0%) unsatisfied 6(3.0%) neutral, 20(10.0%) satisfied while the remaining 24(12.0%) were completely satisfied.                                    
Table 3: Percentage (%) scores of responses on frequency of Online shopping          
	S/N
	Length of period 
	Frequency (No)
	Percentage (%)

	1
	1 litre per month
	70
	35.0

	2
	2 litres per month
	80
	40.0

	3
	3 litres per month
	20
	10.0

	4
	4 litres per month
	20
	10.0

	5
	More than 4 litres 
	10
	5.0

	
	Total 
	200
	100.0



From the table above 70 respondents representing 35.0% of the sampled respondents agree that they shop online 1 time per month 80(40.0%), 2 times per months 20 (10.0%), 3 times per months, 20(10.0%), 4 times per month while 10(5.0%) shop more than 4 times in a month.
Table 4: Percentage (%) scores of responses on reason for online shopping          
	S/N
	Category of responses  
	Frequency 
	Percentage 

	1
	Cheaper price 
	3.42
	1.10

	2
	Saving time and distance 
	2.72
	1.20

	3
	Wide range of product to choose 
	2.51
	1.38

	4
	Need to try new things 
	2.88
	1.33

	5
	Satisfaction of transaction 
	2.50
	1.36

	6
	Other reasons 
	2.60
	5.0

	
	Total
	200
	100.0



From the table above, 70 responses representing 35.0% of the sampled respondents agree that they shop online 1 time per month 80(40.0%) 2 time per month, 20(10.0%) 3 times per month, 20(10.0%) 4 times per month while 10(5.0%) shop more than 4 times in a month.     
Testing of Research Hypotheses 
	Three null hypotheses were formulated to guide the conduct of this research work. The three hypotheses were tested here at 0.05 level of significance through the use of regression analysis.
HO1: Convenience does not affect customer satisfaction in online shopping. 
Table 5: Model Summary of Regression Analysis showing the effect of Convenience on customer satisfaction in online shopping.   
	Model
	DI 
	IV
	Beta(β)
	R
	R2
	Adjusted R2  
	Std error of the estimate 
	Sig 

	
	
	
	
	
	
	
	
	

	1
	SHP
	CONV
	0.814
	0.594
	0.353 
	0.350
	0.5910
	P≤0.001


a. Predators (constant), online shopping (CONV) Independent Variable, convenience (Online Shopping) - Dependent Variable.
Source: Researcher’s Computation, 2023
Table above shows the regression analysis of effect of convenience on online shopping with the value of adjusted R2 (R square) indicate that about 35.0% of the variation in online shopping can be explained by the level of customer convenience in shopping online. The standard error of the estimate shows that the results have low built in error at p≤0.001 which indicates that the overall model equation is statistically significant and helping to receive on shopping online is β= 0.814, p≤0.001), which is statically significant and explains that customer satisfaction reports 81.4% variation in shopping online. Hence, the rejection of the hypothesis (Ho1). which state that convenience does not affect customer satisfaction in online shopping. Therefore, this means that convenience has significant impact on customer satisfaction in online shopping.     
HO2: Security of transactions does not affect customer satisfaction in online shopping.
Table 6: Model Summary of Regression Analysis showing the effect of Security of transactions on customer satisfaction in online shopping.   
	Model
	DI 
	IV
	Beta(β)
	R
	R2
	Adjusted R2  
	Std error of the estimate 
	Sig 

	1 
	SHP. 
	SEC.Trn.
	0.728
	0943
	0.837
	0.835
	0.389
	p<0.001


DV–Dependent Variable =Shopping Online, 
I.D- Independent Variable =Security of transaction (Sec. Trn).
	In the regression table above, the value of adjusted R2 indicate that about 83.5% of the variation in online shopping can be explained by level of security in the transaction process. The standard error of the estimate (0.389) shows that the results have low built it error which shows that the overall model is statically significant. The regression equation is statically significant and helping to understand the relationship the regression coefficient received on online shopping (SHP) is (β= 0728, p<0.001) which statistically significant and explains that customer satisfaction in online shopping 72.8% variation in the security of transaction, this lead to the rejection of the null hypothesis (Ho2) and acceptance of the alternative hypothesis. Hence, the security of transaction has significant effect on customer satisfaction in online shopping.    


Test of Hypothesis HO3: Prices does not affect customer satisfaction in online shopping. 
Table 7: Model Summary of Regression Analysis showing the effect of prices on customer satisfaction in online shopping.    
	Model
	DI 
	IV
	Beta(β)
	R
	R2
	Adjusted R2  
	Std error of the estimate 
	Sig 

	
	 
	
	
	
	
	
	
	

	1 
	SHP. 
	Price 
	0.682
	0.602
	0.533
	0.530
	0.622
	p<0.001


DV–Dependent Variable =Online Shopping (SHP), 
I.D- Independent Variable =Prices (Pri).
	In the regression table above, the value of adjusted R2 indicate that about 53.3% of the variation in online shopping can be explained by the prices of the goods. The standard error of the estimate (0.622) shows that the results have low built it error which shows that the overall model is statically significant. The regression equation is statically significant and helping to understand the effect the regression coefficient received on online shopping (SHP) as a result of prices is (β= 0682, p<0.001) which statistically significant and explains that customer satisfaction in online shopping 68.2% variation in the prices of the goods and items to shop online, this lead to the rejection of the null hypothesis (Ho3) and acceptance of the alternative hypothesis. Hence, the price of goods or items has significant effect on customer satisfaction in online shopping.    
Discussion of Findings  
Most of the sample respondents use the Internet for more than 6 hours per day (58%) for different age groups. The most popular activities for which the respondents use the Internet (based on percentage of responses) are: Browsing, Shopping, Banking, Chatting, Social Networking. A large percentage of the respondents (85%) use the Internet for information search prior to making purchase decisions. The products that the respondents often purchase online (based on percentage of responses) are Train / Flight Tickets, Movie / Event Tickets, Books / CDs. Features of shopping portals that the respondents consider most important (based on percentage of responses) are: Payment Options, Product Variety / Availability, Speed & Quality of Delivery, Security and User Friendly Presentation. 
Most preferred payment options of the respondents are Cash on Delivery and Internet Banking. Factors that annoy customers the most (based on percentage of responses) while shopping online are failed transactions and insecure payment options. Most frequented shopping portals in Nigeria (based on percentage of responses) are; cloth, shoes, bags traveling ticket and jewelries. Almost all the respondents (90%) agree that online shopping helps save time and is convenient. Majority of the respondents agree that it is easier to search for and compare products online. 41% of the respondents believe that online shopping will supersede traditional shopping eventually. Frequency of shopping online is independent of respondents’ gender. 60% of the respondents expect discounts and better deals while shopping online when compared to what is offered at traditional stores. 43% of the respondents hesitate to give out debit / credit card information due to privacy and security issues. 


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
This chapter provides the summary of the findings, conclusion and recommendations and suggestions for future research of the study based on the objectives of the study as well as suggestions for further studies.
Summary 
The study is a survey work on determinant of customer satisfaction in online shopping with specific references to jumia customer among Al-Hikmah University students, three objective guided the study. specifically the study examine the effect of convenience, security of transaction and price on customer satisfaction in online shopping. The research made use of a well structured questionnaire to elicit relevant data from the sampled two hundred (200) jumia customers randomly selected among Al-Hikmah University students.     
The data collected through the administered questionnaire was subjected to both descriptive and inferential statistics, frequency count, simple percentage and regression analysis was used to test the hypothesis formulated at 0.05 level of significance. The findings and results reflect the perceptions, preferences and factors influencing satisfaction of online shopping in Ilorin west local government area with specific references to jumia customers.
Findings from the analyzed data revealed that;  
· Convenience has significant effect on customer satisfaction in online shopping. 
· Security of transactions has significant affect on customer satisfaction in online shopping.
· Prices has significant effect on customer satisfaction in online shopping. 

Conclusion 
Online shopping has increased tremendously in the last few years, but Nigeria seems to lag behind most other countries where this type of shopping is concerned. Therefore, the purpose of this research was to investigate the factors which influence customer online shopping satisfaction in Nigeria. 
The researcher thus developed a model which encompasses factors that could influence customer online buying satisfaction and investigated whether the factors in the model do, in fact, influence the online shopping satisfaction of shoppers in the Nigeria. This model consists of four groups of factors; namely, technology, shopping, product, and logistic factors. It was found that convenience, delivery, and saves time were viewed by customers as the most important reasons for buying online, while well-known brands was viewed as the least important. 
The factors identified in the model were subsequently subjected to an exploratory factor analysis and the results identified five important factors or groups of factors which influence online shopping satisfaction; namely, security, logistics, convenience, price experience, and product variety. 
In order to close the gap between online shopping in Nigeria and online shopping in the rest of the world, Nigeria retailers should pay attention to the factors identified in the model. They could use these factors in the design of their websites and advertisements, product descriptions, pricing policies, and delivery methods, resulting in increased online sales, online buying, and online customer satisfaction. 
Recommendations 
Based on the findings and conclusion drawn from this research work, the following recommendations were made;
i. Businesses venturing into or expanding into the online market need to reduce the customer perceived risks by making shopping portals easier to navigate, providing secure payment options as per norms, ensuring speed and quality of delivery to gain and maintain customer trust, better presentation and categorization to make up for the missing touch and feel experience etc. 
ii. Online marketers should design an appropriate strategy that would promote security level in online shopping/transactions.
iii. Prices attached to goods delivery online should be properly addressed to enhance customer commitments. Means of delivery should be properly addressed to ease customer convenience.    

Suggestions for Further Studies 
There are numerous opportunities for future research in this area. Comparison studies could be conducted to compare online buying among student in tertiary institutions in Nigeria and African Countries. Research could also be conducted to determine the profiles of consumers in online shopping based on different socio economic status in Nigeria universities.
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APPENDIX
Department of Business Education (Marketing Option)
				Kwara State College of Education, Ilorin  
Dear Respondent,
	 I am NCE student of the above-named Institution, by name MUSTAPHA AJARA ENIOLA. I write to request your help in filling out this questionnaire, which is a data collection instrument for the research work on the topic: Determinants of Customer Satisfaction in Online Shopping. It is for academic research in partial fulfilment of the requirement for the award of National Certificate in Education.
I do hope that you will kindly oblige me this request.
Thanks.
							Yours sincerely, 
							MUSTAPHA AJARA ENIOLA 
Section A: Personal profile and general information of Respondent
1. Sex: a) Male [   ] b) Female [   ] 
2. Age:  a) 18-25 [ ]	 b) 26-30 [   ]	c) 31-35 [   ]	d) 36-40 [   ]	e) 41 and above [    ]
3. Marital Status:	a) Single [   ]	b) Married [   ] 	
4. Which of the following is your online shopping website?
a. Jumia.com	b. OLX.com	c. Both.	d. Others	e. None 

Section B: Investigation of online shopping in Nigeria
5. 	How often do you shop online per month?
a) 1time per month (b) 2 times per month (c)3 times per month   (d)	4 times per month	(e )  More than 4 times per month
6. 	Please tell us the reasons why you chose to purchase online instead of the traditional shopping physical stores? (a)	Cheaper price Better quality	
(b) Saving time and distances (c)Wide range of products to choose (d)I like to try new things (e) I enjoy shopping online (f)I cannot buy it in the physical stores Follow the trend (g)Other reasons
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