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Abstract: There is insufficient research in e-commerce on developing countries like Nigeria and limited
understanding of the underlying factors that affect its acceptance. Thus this study identified salient factors
influencing consumers to shop online with particular reference to Nigeria. To accomplish this, a review of the
empirical studies on the antecedents of online shopping was performed. From an extensive literature
investigated, a total of seventy (70) relevant literatures were identified. The factors that have been investigated
in these studies were classified according to their similarity and pattern of findings. Consequently, a conceptual
framework of online shopping is presented.
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INTRODUCTION Internet buyer can be transformed into an online buyer in

Consumers worldwide can shop online 24 hours a online business understands the perceptions of shoppers,
day, seven days a week, 365 days a year with online the higher the chance that they can attract and retain
shopping. The convenience of online shopping is the customers [6].
main attraction for the consumers [1]. Furthermore, Like in developed countries, an  increasing  number
consumers buy a variety of items from online stores. of retailers in Nigeria are adopting  the  Internet  as a
Peoplecan purchase just about anything from companies platform to make sales; this is known as online shopping.
that  provide   their   products   online.    Books,   clothing, The acceptance and use of the Internet (a major
household appliances, toys, hardware, software and technological platform) to facilitate socio-economic
health insurance are just some of the hundreds of activities is growing in all parts of the world and this
products consumers can buy from an online store [1]. growth is poised to continue unabated in coming years.
Infact, e-commerce has made life simple and innovative of In developed countries, the growth has been very high
individuals and groups [2]. with the Internet penetration reaching over 75 per cent of

Some market sectors, including insurance, financial the population. The growth is even more explosive in
services, computer hardware and software, travel, books, Africa but with lower penetration rate [7].
music, video, flowers and automobiles, are experiencing Electronic commerce has the potential of improving
rapid growth in online sales [3]. Also, according to [4], the the efficiency and productivity of any economy [8].
growth in online sales can be partially attributed to the However, despite the high potential of online shopping,
Internet’s advantages of providing large amounts of there is still a lack of understanding concerning the
information quickly and inexpensively and its growing subject matter and its potential impact [9]. Currently, there
accessibility [5]. Yet, to reach its full potential, business are still a limited number of studies on e-commerce
owners who use ecommerce as a distribution channel acceptance by developing countries[8]. Also, there are
need a clearer understanding of who buys online, what challenges of online shopping in the retail industry in
they buy online, why they buy online and how the non- Nigeria. Some of these challenges militating against the

order to increase online sales [4]. Again, the better an
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acceptance of online shopping in the Nigerian retail
industry include cultural barriers, infrastructure challenge,
security concern, perceived risk and inadequate
regulatory framework. These challenges have led to the
slow acceptance of online shopping in Nigeria [7].

Therefore, this study proposed a conceptual
framework for consumer acceptance of online shopping.

Methodology: The exploratory research process was used
in the study. This involved an extensive review of
literature on consumers’ online shopping behavior. The
review assisted the research in identifying key factors
influencing online shopping in the ecommerce industry.
A total of seventy (70) empirical studies were analyzed in
this study. The studies addressed aspects of online
shopping attitudes and behavior.

RESULT AND DISCUSSION 

Factors Collated from Recent Related Literature: As
earlier stated, a total of seventy (70) empirical studies were
analyzed in this study. The goal was to develop a model
representing factors/variables associated with online
shopping attitudes and behavior covered in the existing
empirical   Information   System  (IS)literature  studied.
The Table 1 shows the result of our collation as captured
in the literature.

The Taxonomy and Contributing Variables
Convenience Perception: Twenty two out of 70 studies
discuss the effect of convenience on online shopping.
This signified 31%, which was the highest influence on
online shopping. Unlike traditional shopping, the distinct
characteristic of online shopping is its convenience: this
has been found to be the major motive for consumers to
shop online [10]. Also, convenience of the internet is one
of the impacts on consumers’ willingness to buy online
[11].

Product Perception: Here we combined Product Price and
Product quality/variety to form Product Perception. Price,
product quality and product variety are the most
influential product perceptions cited in the literature ([12];
[13]).

Price Factor: Twenty out of 70 studies (29%) discuss the
influence of Price on online shopping. Price is an
important factor for choosing online shopping ([14]; [15]).
Price is the monetary chargeof the customer and is the
cost of purchasing.

Table 1: Taxonomy showing factors collated from Expanse literature on
Ecommerce online shopping

Number of Percentage (%)
S/n Factor Appearance Out of 70

1 Convenience 22 31
2 Price 20 29
3 Perceived Risk 18 27
4 Security 16 23
5 Intention to shopping 16 23
6 Product Quality/Variety 15 21
7 Attitude towards online shopping 15 21
8 Website Quality/characteristics 15 21
9 Ease of use 13 19
10 Shopping customer experience 9 13
11 Demography 9 13
12 Service Quality 9 13
13 Enjoyment /Hedonic 9 13
14 Usefulness 9 13
15 Time saving 8 11
16 Delivery/Shipment 8 11
17 Trust 7 10
18 Information searching 6 9
19 Social Network 5 7
20 Privacy 5 7
21 Satisfaction 4 6
22 Environmental regulatory 4 6

framework/laws Infrastructure
23 Decision making 2 3
24 Comparison Shopping 2 3
25 Selection 2 3
26 Brand 2 3
27 Self efficacy 1 1
28 Multi channel shopping 1 1
29 Utilitarian 1 1
30 Payment Mechanism 1 1

Product Quality and Variety Factor: Fifteen out of 70
studies (21%) discuss the influence of Product
Quality/Variety on online shopping. There is a much wider
range of products online now than there has been in the
past; people can buy a lot of products from online stores
which they cannot find in a retail store; it is also easier in
most cases to buy products from overseas via the internet
than through a retail outlet [16].

Quality is generally defined as overall excellence or
superiority of the products. Product quality, which also
accommodates service quality if the purchasing target is
service instead of physical product, should be
distinguished from the (supporting) service quality which
is another construct to be discussed below. These factors
are found to influence customers’ online shopping
attitudes and behavior significantly [13].
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Risk Perception: Eighteen (18) out of 70 studies Attitude Towards Online Shopping: Fifteen (15) out of 70
discussed the effect of perceived risk on online shopping. studies (21%) discuss the influence of attitude on online
This signified 27%. The concept of perceived risk was shopping. Consumers' attitude towards online shopping
first established by Bauer in 1960 and has been frequently is a prominent factor affecting actual buying behavior
used to address various issues in consumer behavior [17]. [23]. Online shopping attitude refers to consumers’
Perceived risk is an important element of consumer psychological state in terms of making purchases on the
attitude towards online shopping behavior [18, 19] internet [18].
identified the common six major types of perceived risk
that have been used in many studies. The discovered risk Consumer Satisfaction: Here consumer satisfaction
dimensions are: financial risk, performance risk, physical comprises the satisfaction factor, perceived enjoyment
risk, psychological risk, social risk and time risk. and experience.

Social Perception: Five (5) out of 70 studies (7%) Satisfaction Factor: Four (4) out of 70 studies (6%)
discussed the influence of social perception on online discuss the influence of attitude on online shopping.
shopping. Social perception is important in IS acceptance. Although consumer satisfaction is the focus of the
SomeIS models such as TAM have been criticized for investigation in only four articles, it is a very important
neglecting the social aspect of consumer behavior. factor because it involves post purchase services such as

Website Quality Perception: Website Quality Perception consumers perceptions of the online shopping experience
comprises the website Quality, Usefulness and the Ease confirm their expectations.
of use factors.

Website Quality Factor:  Fifteen (15) out of 70 studies effect of convenience on online shopping. This signified
(21%) discuss the influence of website quality factor on 14%. Enjoyment results from the fun and playfulness of
online shopping. According to[20], website quality is one the online shopping experience, rather than from
of the most important consumer reactions in online shopping task completion. The purchase of goods may be
shopping and its importance is reflected in the ability to incidental to the experience of online shopping. Thus,
intend buying in online shopping. “enjoyment” re?ects consumers’ perceptions regarding

Usefulness: Nine out of 70 studies (13%) discuss the
effect of usefulness on online shopping. Perceived Experience Factor: Nine(9) out of 70 studies (13%)
usefulness is defined as the degree to which a person discuss the influence of online shopping experience on
believes that using a particular system would increase job online shopping. As consumers become more familiar with
performance when completing a task [21]. the Internet as a sales medium, it is expected that they will

Ease of Use: Thirteen (13) out of 70 studies discuss the According to [25], previous purchasing experience via a
effect of Ease of use on online shopping. This signified certain shopping channel is negatively related to the
19%. Perceived ease of use is defined as the degree to perceived risks associated with future purchase in that
which a person believes that using a particular system channel.
would be free of effort [21].

Environment Perception: Four (4) out of seventy (70) of 70 studies (23%) discuss the influence of attitude on
studies discussed the influence of environment online shopping. Purchase intentions are defined as
perception on online shopping. External Environment decisions to act [26]. It is defined as psychological states
refers to those  contextual  factors  that  impact which represent the individual’s perception to engage in
consumers’ online shopping attitudes and behavior [18]. a particular behavior [27]. Is also referred to as “intention
The regulatory environment and governmental to purchase”. This is the most substantial step in online
institutions more generally can have a powerful effect on shopping activities, with most empirical research using
technology adoption, often via the ability of a measures of frequency (or number) of purchases and
government to “sponsor” a technology with network value of online purchases as measures of online
effects [22]. purchasing [18].

shipment. It can be defined as the extent to which

Enjoyment Factor: Nine out of 70 studies discuss the

the potential entertainment of internet shopping [24].

feel more comfortable and confident to purchase online.

Purchasing Intention /Actual Purchase: Sixteen (16) out
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Fig. 1: The proposed conceptual model for Ecommerce Online shopping

The Proposed Conceptual Model: Based on the 3. Bellman, S., G.L. Lohse and E.J. Johnson, 1999.
contributing factors, the model as shown in Figure 1 is Predictors of Online Buying Behavior.
proposed. Communications of the ACM, 42(12): 32-38.

CONCLUSION Shopping and Purchasing Behaviors. Thesis

In order to support the development of ecommerce of Oklahoma State University in partial fulfillment of
and online purchasing and attract consumers to buy the requirements for the Degree of Doctor of
online, it was imperative to understand the dynamics of Philosophy.
the adoption of online shopping. A better understanding 5. Bonn, M.A., H.L. Furr and A.M. Susskind, 1999.
of the working, usage and acceptance of online shopping Predicting a behavioral profile for pleasure travelers
will greatly benefit, promote and help the consumer in on the basis of Internet use segmentation. Journal of
particular to tap immensely from the resources of this Travel Research, 37: 333-340.
amazing electronic commerce act. In this study, a detailed 6. Changchit, C., 2006.  Consumer  Perceptions of
empirical research of online shopping was analyzed. Online Shopping. Issues in Information Systems,
Numerous essential variables that influence online 7(2): 177-181.
shopping generally were discovered. Thus a conceptual 7. Aminu, S.A., 2013. Challenges Militating against
model based on the review, was derived. Adoption of   Online   Shopping  in  Retail Industry
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