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ABSTRACT 

Electronic retailing has facilitated the emergence of new marketing strategy and 

business philosophy in recent years. The study adopted descriptive survey method and 

it is aimed to examine the impact of E-retailing on customer satisfaction. The study 

population is 305 consumers who were selected simple random sampling method. Taro 

Yamane formula was used to arrive at the sample size of 173 respondents. Structured 

questionnaires were administered to the sample whereas only 150 were filled and 

returned.  Chu-square (X2) was used for hypotheses with Statistical Package for Social 

Sciences (SPSS). Findings showed that buying commodities on online gives contentment 

due to its convenience and time saving but many also asserted that concerns is always 

about security of their accounts. It is therefore concluded that E-retailing is a veritable 

platform firms can use to reach prospects without incurring more cost but its adoption 

is not widespread due to apprehension of insecurity. The study therefore recommends 

that issue of cybersecurity should be taken seriously and hands must be on deck by 

security operatives to for safety of the internet if e-retailing business is to thrive in 

Nigeria. 
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Introduction 

Electronic retailing also known as e-retailing has facilitated the emergence of new 

marketing strategies and business models in several industries in developing countries, 

Nigeria inclusive. Significant changes are happening in product retailing with the 

introduction of online shopping, especially in terms of channel development and 

coordination, business scope redefinition, the development of fulfillment center model 

and core processes, new ways of customer value creation, online partnerships and 

general customer satisfaction. In fact, the role of online marketing itself has undergone 

some significant changes in the last few years in Nigeria (Irene 2004). The electronic 

segment of the retail market has witnessed tremendous growth in terms of participation 

in the Nigerian economy in the past few years.  
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A customer is said to be satisfied when products and/or services meet the expectation 

of the customer. Trust which is a belief that one can rely upon a promise made by another 

(Pavlov, 2018), is an important factor in customer satisfaction. It is very important that 

customers are content with the products and services provided by the particular internet 

shop as satisfied customers are likely to be loyal and make repeat purchases which will 

increase profitability of that particular e-retailing company. In this study, the concept of 

satisfaction will be referred in terms of outcome by comparing the prior expectation and 

the perceived performance for each antecedent factor in order to measure the attitude 

of the respondents for each of those factors. Many studies have been carried out to 

investigate the various degrees of influence that e-retailing has on business development 

in Nigeria using different sectors of the economy but there seems a dearth of research 

that has specifically studied the relationship between e-retailing usage and customer 

satisfaction with focus on online retail businesses. Based on the aforementioned gap, this 

study takes a will examine the relationship between E-retailing and customer 

satisfaction as well as the impact that e-retailing has on customer satisfaction of 

consumer products (Pavlov, 2018). 

 

Statement of the Problem 

Despite the growth of internet users in Nigeria, much research work has not been done 
in accessing the Business to Customer (B2C) e-retailing relationship. Presently, many 
online shopping sites are thriving in Nigeria, servicing thousands of searchers every 
week. Some of them are: www.234 world., Xtaples.net, www.booksng.com, 
www.orderbay.com., Jiji.com, Jumia.com and OLX.com. Some of these sites make the 
transaction process so easy that buyers forget about the open market. A site like Jiji.com 
allows buyer to pay to a designated bank account after making online purchases. The 
items purchased are then shipped to the buyer at the speed of light. Most online retail 
platforms allow individuals to receive goods online and thereafter pay for purchases 
made or they pay on order and have their goods delivered to them at the specified time 
and place. Considering all these, it is expected that the number of people engaging in e-
retailing activity will increase. E-retailing has however not been widely tapped into in 
Nigeria. Many Nigerians, especially the semi-literate class, still treat e-retailing with deep 
skepticism. They do not believe that e-retailing transactions could be successfully 
conducted given the porosity of internet all over the world. Therefore, there is need for 
consumers to understand online retail business and explore it to satisfy their ever-
changing needs. Online marketing businesses in Nigeria also need to understand what 
satisfies individual consumers and organizational customers. Based on this, the writer 
will explore the relationship between E-retailing and customer satisfaction as well as the 
impact that e-retailing has on customer satisfaction of consumer products (Ayo; 
Adewoye and Oni, 2011). 
  

Objectives of the Study  

This study will pursue the following objectives: 

1. To examine the relationship between E-retailing and customer satisfaction with 

consumer products 
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2. To know the impact that e-retailing has on customer satisfaction of consumer 

products 

 

Research Questions 

In exploring e-retailing and the impact it has on customer satisfaction of consumer 

goods, the following questions are pertinent: 

1. Does any relationship exist between e-retailing and customer satisfaction with 

consumer products? 

2. What is the impact of e-retailing on customer satisfaction of consumer products? 

 

Research Hypotheses 

H1: There is no relationship between e-retailing and customer satisfaction with 

consumer products 

H2 There is no relationship between the impact of e-retailing and customer satisfaction 

of consumer products 

 

Literature Review 

Concept of Customer Satisfaction 

Customer satisfaction occurs when customers compare their current experience in using 

a product or service (actual performance) with their expectations (target performance). 

If actual performance corresponds with the target performance, the result is a 

confirmation of expectations. This can lead to satisfaction among customers. If actual 

performance exceeds the target performance (positive disconfirmation), it can lead to a 

particularly large degree of satisfaction among customers (enthusiasm). The opposite 

case, when actual performance is beneath the target performance, is known as negative 

is confirmation (Ho and Wu, 2019). Customer satisfaction is defined as a measurement 

that determines how happy customers are with   a company’s products, services, and 

capabilities. Customer satisfaction information, including surveys and ratings, can help 

a company determine how to best improve or changes its products and services. An 

organization’s main focus must be to satisfy its customers. This applies to industrial 

firms, retail and wholesale businesses, government bodies, service companies, nonprofit 

organizations, and every subgroup within an organization (Gefen, 2019). 

 

The Concept of E-Retailing  

In this study E-retailing is defined as the use of computer networks, principally the 

internet, for sharing of business information; maintaining of business relationship, and 

conducting of business transactions e-retailing commonly involves integration of the 

internet and related ICTs into the business organization and has two chains. One is the 

integration of the supply chain so that production and delivery becomes a seamless 

process. The other is the creation of new business models based on an open system of 

communication between customers’ suppliers and partners. Where the integration of 
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the supply chain provides increased efficiency and significant cost advantages through 

waste minimization, the development of new products and services are facilitated by 

new ways of conducting business based on internet working between organizations and 

individuals (Windrum and De Berraner, 2018). It is possible to trace a number of stages 

through which firms are passing as they progress towards e-retailing. Each stage is 

associated with a higher degree of internetworking and sophistication in communication 

modes, progression from traditional retailing to e-retailing business models which 

requires more radical restructuring of the internal structures. In order to acquire a 

holistic view of the electronic retailing adoption phenomenon, the academic and 

research community has focused its research attention on the analysis of the electronic 

retailing adoption process. Within this framework, a great amount of effort has been 

placed on the examination of the electronic retailing adoption process as well as on the 

investigation of the significant factors that affect the specific process (Windrum and De-

Barranger, 2018). 

 

Achieving Customer Satisfaction in Nigeria 

A business runs as long as it has customers and it becomes successful when its customers 

repeatedly come back. Companies seek to increase their revenue by managing the 

customer asset and so they recognize the long-term value of both potential and current 

customers. 

Once customers are acquired, regardless of the product or service the companies sell to 

them, the customers will not stay loyal unless they are treated properly before, during 

and after a sale. As it can be seen, businesses have to permanently aim for optimum 

customer satisfaction in order to ensure long-run relationships. Statistics show that 

businesses which offer their clients quality service better then they expect, have a much 

better chance to secure a stable position in the industry they operate in. In fact, they can 

become the leader of those industries. Customer satisfaction look around, and any top 

brand that you see, will have an amazing customer service process in place. As every 

customer is unique, sometimes it can become difficult to satisfy all of them (Hoffman and 

Bateson, 2019). 

 

Methodology 

This study adopted descriptive survey method that entails the collection of data from 

respondents through close-ended structured questionnaires. The study population 

comprise of 305 customers from which 173 was selected through simple random 

sampling method after determining the size with the Taro Yamane formula. Data were 

collected from primary and secondary sources. The questionnaires administered were 

from the primary source while journals and books were from secondary source. Only 

150 questionnaires were duly filled and returned leaving the sample size for the study 

at 150 online retailers. The returned questionnaires were collated and analysed with 
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SPSS and hypotheses were tested with Chi-square. Tables and simple percentage were 

used to interpret the data for easy comprehension. 

 

Findings 

As earlier stated in the specific objective of this study which is to explore the relationship 

between e-retailing and customer satisfaction and the impact that e-retailing has on 

customer satisfaction of consumer products, a positive relationship between e-retailing 

and customer satisfaction with consumer products was hypothesized from the literature 

which revealed that majority of the respondents opined that buying commodities on 

online gives contentment due to its convenience and time saving but many also asserted 

that concern is always about security of their account as they have to reveal details of 

their account in registration to any online retail platform. 

Again, it was gathered that shopping online makes transaction process so easy that 

buyers sometimes forget about open market thereby bringing about repeat purchases. 

The time taken for ordered goods to arrive at the buyer’s destination is a matter of worry 

to many e-retailers and most times, buying online costs far more than purchasing goods 

in open markets and it also gives opportunity for immediate feedback from the seller. 

 

Conclusion 

From the findings, it is concluded that some e-retailing users consider the time it takes 

for ordered goods to arrive as compared to buying from open markets which is often 

spontaneous. 

E-retailing is a veritable platform that firms can explore to reach out to prospects 

without incurring so much cost on calls and travels but its adoption is not widespread 

due to apprehension of insecurity. To use online platform for purchases, there is need to 

reveal certain bank account details which some respondents do not find comfortable. 

Also, the usage of e-retailing is subject to a moderate level of literacy which means that 

only the moderately educated people will be able to use the platform 

Finally, although e-retailing platform has revolutionized the mode of conducting 

business transactions around the world by providing consumers with the ability to 

explore the net to search for preferred brands, purchase them, cyber security issue is a 

major bane of e-retailing in Nigeria as hackers are constantly devising ways to defraud 

innocent people who want to genuinely do business online. 

 

Recommendations 

Based on the findings above, the following recommendations are made: 

E-retailing organizations should work out ways to secure their platforms from 

fraudsters and hackers to allay the fears of many e-retailers and prospective e-retailers 

who prefer online purchases to open market purchases. 
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Again, there is need for online shops to do a lot to improve on the time to deliver goods 

ordered so as to increase patronage and increase the confidence level of users and 

customers. 

The issue of cybersecurity should be taken seriously and all hands must be on deck by 

all security operatives to ensure safety of the internet if e-retailing business is to thrive 

in Nigeria. 
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