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Abstract 

Online shopping creates opportunities for businesses to reach consumers globally 

and directly. Evidences have revealed that many consumers who search different 

online shops abandon their purchase intentions or may not continue to use the 

online shops due to one reason or the other; hence, the need to carry out a study to 

investigate the factors that influence continuance intention to use. This study 

therefore, investigated the determinants of continuance intention to use online shops 

among students of two federal universities in Nigeria. Survey design was adopted for 

the study. 593 copies of questionnaire were distributed to students who were 

selected by disproportionate stratified random sampling technique from the two 

universities, while 455 copies were retrieved and considered suitable for analysis, 
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translating to 76.7% response rate. The study found that perceived usefulness, 

perceived ease of use, subjective norms, perceived enjoyment, perceived site 

quality, convenience, prior experience, shopping habit and trust determined 

continuance intention to use online shops by the students. However, perceived 

security and gender did not determine continuance intention to use online shops. 

The study concludes that the students had the intention to continue to patronise 

online shops. Findings from this study would assist e-retailers in knowing the factors 

that determine continuance use of online shops in order to meet the expectations of 

the youths who constitute the highest proportion of online shoppers in Nigeria. 
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INTRODUCTION 

 

Electronic commerce is one of the essential characteristics in the Internet era. 

Electronic commerce, especially online shopping, is a growing phenomenon all over 

the world, particularly common in countries where highly developed ICT 

infrastructure, such as the Internet, is available for marketing activities. Online 

shopping is, however, gradually gaining prominent also in developing countries such 

as Nigeria, becoming a buzz that is permeating every marketing activity. Online 

shopping is the activities of searching, buying, selling products and providing 

services online [1]. Online shopping involves all purchasing activities on the Internet 

which range from information search to actual purchase. These processes of 

purchasing products and services through the Internet are similar to what is obtained 

in the traditional shopping activities. The proliferation of the Internet, smart mobile 

devices and mobile money have facilitated the adoption and use of online shopping 

and thereby the growth of e-commerce, providing easier access and promoting 

convenience shopping across mobile application platforms. The ease of access to 
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the Internet has actually been identified as one of the factors encouraging the 

adoption and growth of online shopping [2,3]. 

Online shopping has continued to change the way business are carried out 

ever since its evolution. Its development has brought advantages to the society, 

individuals, organizations, industries and governments. There are many benefits 

associated with this mode of shopping. To the buyers or consumers, it allows them 

place a purchase order at any time. It also helps reduce transaction costs for 

participation or exchange in the market. It gives the comfort of been able to make 24 

hours transactions without requiring the physical interaction with the business 

organization. It also allows purchases and sales to be performed from the comfort of 

homes or working places. Buyers also have the opportunity of buying or selling any 

product at any time. In addition, buyers can have quick and continuous access to 

information on different websites at the click of a button. To the seller, online 

shopping helps increase revenue, reduce operation and maintenance costs, 

reduce purchase and procurement costs, raise customer loyalty and retention, 

reduce transportation costs, develops customer and supplier relationships, 

improves speed of the process of selling, and helps develops company image 

and brand. Hence, to attract and retain consumers, e-retailers design offer 

shoppers certain benefits that cannot be offered by brick-and-mortal (physical) 

stores, such as promoting user-friendly websites, offering useful products, thereby 

ensuring consumers get values for their money. This helps attract a growing number 

of consumers to online shopping [4,5]. 

Studying online shopping behavior of consumers has been one of the most 

important research areas giving recognition in the past decades. Although, e-

commerce is at an advanced stage in the developed countries of the world, online 

shopping trend in Nigeria is not as advanced as it is in these countries. However, the 

interest in online trading in Nigeria is on the rise even as many consumers are 

adopting the method of shopping. Many retailers in Nigeria are now using online 

retailing to attract the customers, which gives consumers the opportunity of having 

various online options from which to choose and buy from. In addition, with more 

people becoming computer literate and open to adopting ICT usage, and the 
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proliferation of smart phones, e-commerce is gradually gaining popularity among 

many Nigerian. 

Several researches have been conducted to investigate various factors 

influencing adoption and use of online shops, however, few of these studies have 

investigated the factors that influence users’ continuance intention to use or 

continuous usage. It is important to note that adoption and use of a technology may 

not translate into continuous usage. Online shopping involves a number of 

activities such as information search, website browsing/navigation, ordering, 

payment, customer service interactions, delivery, post-purchase problem 

resolution, and satisfaction with purchases [6]. It is actually when a customer is 

satisfied that he/she will want to repeat a purchase. Studies have revealed that 

many consumers who search different online shops abandon their purchase 

intentions, that is, may not proceed to actual purchase [1]. Some users may also 

abandon continuous use of online shops after the first use. There is therefore the 

need to investigate the factors that make people use online shops continuously, that 

is, the factors that make buyers or consumers go back to make purchases on online 

shops over and over. This could help online business owners understand the factors 

that encourage consumers to remain loyal to them. Continuance patronage of online 

shops is important, because customers who fail to return reduce the shop’s customer 

base and its revenues, and may well require substantial expenditure to attract them 

back. Thus, this research is mainly focused on use of online shops and repurchases 

intention, which has rarely been addressed. The study identifies the determinants of 

continuance intention to use online shops among students of two Nigerian 

universities. The terms online shopping, electronic shopping and Internet shopping 

are used interchangeably in this study. The following research questions were 

answered: 

 What are the different types of online shops used by the students? 

 How frequent do students use online shops? 

 How long has students been using online shops? 

 What kind of products do students buy from online shops? 

 What are the factors that determine students’ continuance intention to use 

online shops? 
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 What are the challenges faced by students in using online shops? 

 

LITERATURE REVIEW, RESEARCH MODEL AND HYPOTHESES 

 

Nigeria has been one of the fastest growing countries in the world in terms of 

ICT with the introduction of global system for mobile communication in 2001; 

however, online shopping did not gain ground until 2012. There are a number of 

online shops operating in Nigeria, among which are Jumia, Konga, Fouani, Jiji, OLX, 

Slot, Dealdey, Kaymu, among others. Review of literature reveals many factors that 

motivate buyers to visit online shopping websites continually. These studies were 

carried out in various countries of the world with minimal focus on Nigeria. 

Bhattacherjee [7] examined intention to continue using information systems (IS) by 

customers of the online banking division of one of the largest national banks in the 

United States. The results suggested that users’ continuance intention was 

determined by their satisfaction with IS use and perceived usefulness of continued IS 

use. Bhattacherjee [8] also examined the antecedents of online brokerage users’ 

intention to continue using business-to-consumer e-commerce services. The result 

shows that consumers’ continuance intention was determined by their 

satisfaction with initial service use, their perceived usefulness of service use, and 

the interaction between perceived usefulness and loyalty incentives for service 

use. Koufaris [9] conducted a study to test customer intention to repurchase on 

online bookstores. The result shows that shopping enjoyment and perceived 

usefulness were positively significant to customers’ intention to return to visit 

online bookstore. Lee et al. [10] found that trust and low transaction costs 

increased customer loyalty towards Internet stores and these factors varied 

according to the level of involvement with the product purchased through the 

stores. 

In addition, Kim et al. [11] examined the effect of consumers’ trust on 

consumer expectations and satisfaction in Korea. The study found that both 

consumer’s trust and expectation had positive influences on consumer's 

satisfaction which also had a positive influence on the intention to repurchase. 

Chiang and Dholakia [12] found that convenience and product type were two major 
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forces driving consumers to shop on the Internet. Chung and Lee [13] examined 

the factors influencing repurchase intention in Internet shopping malls. The result 

shows that demographic factors, product perceptions, customer service, 

perceived ease of use, site image, promotion, perceived consumer risk, personal 

characteristics and Internet communications environments were positively 

related with repurchase intention. However, perceived consumer risk which had 

a negative relationship with re-purchases intention. Liang and Lai [14] also 

examined the effect of design quality on consumer choice of online bookstores 

and found that the quality of e-store design had an effect on the consumer 

purchase decision. Consumers were more likely to shop at well-designed 

websites. The results also showed that design quality is as important as product 

price to make customers visit and purchase again. Moreover, 

Atchariyachanvanich et al. [15] examined what kept Japanese online customers 

repurchase through the Internet. The result shows that both extrinsic benefits 

(savings, time and money) and intrinsic benefits (pleasure, novelty, and fashion 

involvement) had significant positive effects on customers’ intention to continue 

purchasing through the Internet. The result also shows that confirmation, 

satisfaction, perceived usefulness, perceived incentives, and customer loyalty 

were the key factors underlying the customers’ intention to continue purchasing 

items through the Internet. In Thailand, Wangpipatwong et al. [16] investigated 

the fundamental factors that influenced citizens’ continuance use of e-

government websites. The results reveal that perceived usefulness and 

perceived ease of use of e-government websites and citizen’s computer self-

efficacy directly enhanced citizen’s continuance use of e-government websites. 

Lim et al. [17] investigated online search pattern and buying behaviour in 

Malaysia. Findings reveal that respondents who had online purchase 

experiences had higher intention to make online purchase in the future. The 

study found no gender difference in terms of the frequency online search and 

purchase made over the Internet. Al-Maghrabi et al. [18] examined the 

determinants of customer continuance of online shopping in Saudi Arabia, most 

especially the reason why many consumers who searched different online retail 

sites abandoned their purchase intentions. The study found that perceived 
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usefulness, enjoyment, and subjective norms determined e-shopping continuance 

use. Praveena and Thomas [19] attempted to find the effect of perceived 

enjoyment on the TAM model to explain the continuance use of Facebook. The 

result revealed that perceived enjoyment was a strong determinant of attitude 

towards using Facebook in the study, and that perceived enjoyment influenced 

attitude more than the original TAM variables-perceived usefulness and 

perceived ease of use. Assensoh-Kodua [20] investigated the factors that 

determine the continuance intention of people to use online social network for 

business transactions and found that perceived trust, social norm and user 

satisfaction are determinants for the continuance intention of use. 

Li [21] established a concept model and discussed how utilitarian values 

(perceived ease of use and perceived usefulness), social values (satisfaction and 

trust) and the hedonic value (perceived enjoyment) directly and indirectly influenced 

customers’ repurchase intention in the context of online shopping in China. The 

results showed that perceived usefulness, online customers’ satisfaction and 

perceived enjoyment had significantly positive impact on online customers’ 

repurchase intention. Moreover, the study established that, compared with utilitarian 

factors, the hedonic factor (perceived enjoyment) had a stronger positive impact on 

repurchase intention. Brezavšček et al. [22] investigated the main factors 

influencing the adoption and continuous utilisation of statistical software among 

university social sciences students in Slovenia. The results show that statistical 

software self-efficacy, computer attitude, statistics anxiety, statistics learning self-

efficacy and statistics learning directly influenced perceived usefulness or perceived 

ease of use. 

Reviews of the literature also reveal that many theories/models have been 

used to study the continuance use of various technologies, among which are: the 

Theory of Reasoned Action (TRA), the Theory of Planned Behaviour (TPB), 

Technology Acceptance Model (TAM), Expectation Confirmation Model (ECM), 

Unified Theory of Acceptance and Use of Technology, among others. Some 

variables were identified from these theories to understand continuance intention 

to use online shops in the Nigerian setting. The variables are perceived 

usefulness, perceived ease of use, subjective norms, perceived site quality, 
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perceived enjoyment, shopping habit, perceived security, convenience, prior 

experience/satisfaction, trust, and demographic variables (gender). The 

conceptual model is shown in Figure 1. 

 

Perceived Usefulness (PU) 

 

PU is the degree to which a person believes that using a particular system 

would enhance his or her job performance [23]. In this study, PU is defined as 

the extent to which the students believe that online shopping will enhance their 

purchase activities. A website is useful if it delivers services to a customer and 

meets customers’ delivery expectations. It is presumed that the students would 

continue using an online shop if the shop is able to meet the expectations of the 

buyer. Studies such as Al-Maghrabi et al. [1,18], Atchariyachanvanich et al. [15], 

Li [21] and Wangpipatwong et al. [16] have identified PU as a significant factor 

influencing online customers’ intention to repeat online purchases. It is therefore 

hypothesised that: 

H1: Perceived usefulness of online shops determines students’ continuance 

intention to use. 

 

Perceived Ease of Use (PEOU) 

 

PEOU is “the degree to which a person believes that using a particular 

system would be free of effort” [23]. PEOU is the perception of minimum efforts 

expected by users to deal with a given system. PEOU is considered an essential 

condition to determine user readiness to accept or adopt certain technology [23]. 

In this research, PEOU relates to the students beliefs that online shopping is 

easy to use and do not requires much effort. Hence, the more the students 

believe that online shops are not complex to use, the more likely they are going 

to use it continuously. Previous research, such as Chung and Lee [13], Priyanka 

and Ramya [24] and Wangpipatwong et al. [16] have found positive relationship 

between PEOU and the acceptance and continuous use of online shopping. 

Therefore, this study proposed that: 
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H2: Perceived ease of use of online shops determines students’ continuance 

intention to use. 

 

Subjective Norms (SN) 

 

Subjective norm is defined as an individual’s perception of whether people 

important to the individual think the behavior should be performed [25]. It is the 

perceived pressure to perform a behaviour that comes from observing what 

important others say or do [26]; a person’s perception of the social pressures that 

are put on him or her to perform a behaviour. Some studies (e.g. [27]) found no 

significance of SN on intentions, while others [28] did. Shim et al. [29] found that SN 

had marginal significant influence on e-shopping intentions. Other studies such 

as Al-Maghrabi et al. [1], Assensoh-Kodua [20] and Priyanka and Ramya [24] found 

that SN determined online shops continuance use. Another hypothesis is thus 

proposed: 

H3: Subjective norms of students determine continuance intention to use online 

shops. 

 

Figure 1: Conceptual framework. 
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Perceived Enjoyment (PE) 

 

In the context of online shopping, PE is the customer’s perception that by 

shopping online he or she will have fun. Ulaan et al. [30] mentioned that young 

people tend to get a feeling of pleasure while doing their activity through internet 

such as browsing for a product via retailers’ website, and once they get it, it will 

affect their intention to shop online. Customers can have fun searching and buying 

products online, which makes online retailers give importance to this hedonic 

factor when planning to develop their websites. Several studies [1,9,19,21,30,31] 

have found that perceived enjoyment had a significant positive effect on online 

customers’ purchase and repurchase intention. For instance, Al-Maghrabi et al. 

[18] identified enjoyment as one of the factors that explained the level of continuance 

intentions towards e-shopping in Saudi Arabia, while Li [21] found that the hedonic 

factor (perceived enjoyment) had a stronger positive impact on repurchase intention. 

Hence, hypothesis four is proposed: 

H4: Perceived enjoyment of online shops determines students’ continuance 

intention to use. 

 

Perceived Site Quality (PSQ) 

 

Online shopping web site quality refers to overall consumer perceptions of 

the excellence and effectiveness of an e-retailer's product and/or service offering 

through its virtual store [6]. Website quality is unique and unanimously seen as a 

vital factor during the initial online purchase stage. An e-vendors site with user-

friendly search and navigation functions provide users with a better sense of 

control over their online shopping experience which in turn may translate into 

positive feelings about the competence of the vendor. A well-designed and 

organised web interface can stimulate the students’ interest to further explore 

shopping sites and reduce the cost and time required when searching for 

product information. Li and Zhang [32] explained that a variety of factors related to 

website quality have been demonstrated to significantly influence consumers’ online 

shopping attitudes and behaviour. Better website quality can guide the consumer’s 
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complete transactions smoothly and attract them to revisit Internet store. In contrast, 

worse quality would hinder their online shopping moves. Liang and Lai [14] found 

that the quality of e-store design had an effect on the consumer purchase 

decision. Thus, it is hypothesised that: 

H5: Perceived site quality of online shops determines students’ continuance 

intention to use. 

 

Perceived Security (PS) 

 

Online security perception is defined as the degree to which person 

believes that the online vendor or website is secure. It is the extent to which the 

students believe that the Internet is secure for transmitting sensitive information (e.g. 

debit card or personal information). Because of a lot of security issues associated 

with the use of the Internet, online shoppers would usually prefer a secured 

platform to carry out shopping activities. Hence, security would be considered as 

a considerable issue when transferring important information like debit/credit 

card details. Salisbury et al. [33] found security as a greater influence on intent to 

purchase using the Web than ease and utility of purchasing products. Aggarwal and 

Rahul [34], Chang and Chen [35], Pilík and Juřičková [36], Yulihasri [37] identified 

security as one of the factors that motivated customers to use online shops, 

therefore, it is hypothesised that: 

H6: Perceived security of online shops determines students’ continuance intention 

to use. 

 

Convenience (CON) 

 

Convenience is considered one of the most important factors driving online 

shopping. Unlike traditional shopping, the distinct characteristic of online shopping is 

its convenience which has been found to be the major motive for consumers to shop 

electronically. Donthu and Garcia [38] found that people who shop online tend to 

seek convenience. Accordingly, Li et al. [39] found that customers who liked to 

purchase from online stores were less experience oriented and more 
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convenience oriented, and that the customers regarded convenience as the 

most important factor for making purchase decisions. Chiang and Dholakia [12], 

Asunmaa [40], Diao [41], Pham et al. [42], Meixian [43], Wang et al. [44] found that 

convenience was among the factors that influenced consumer intention to continue 

engaging in online shopping. Jarvenpaa and Todd [45] study found that convenience 

was the single most salient benefit of online shopping. Burke [46] also found that 

convenience was the most frequently cited reason for consumers to engage in online 

shopping in the United States. Another hypothesis is thus proposed: 

H7: Convenience of using online shops determines students’ continuance intention 

to use. 

 

Prior Experience/Satisfaction (PES) 

 

In online shopping, consumers evaluate shopping experience and their 

perceptions of product related information, payment conditions, delivery terms, 

the service existing, risk, security/privacy, navigation, and entertainment [47]. 

The more experienced the customers are with online shopping and the more 

satisfied they are with their shopping, the more likely to purchase again and 

again. Satisfaction enhances consumer perception towards the usefulness, ease 

of use and decrease the perceived risk related to online shopping. When a 

customer gets experienced by the Internet it will adjust his/her perception to 

shop online. Many studies [15,20,21,24,34,47,48] have found that prior 

experience or satisfaction with purchases have significant influence of 

consumers intention to repurchase. Rehman et al. [48] suggested that satisfaction 

was one of the important factors affecting repurchase intention of online customers. 

Jarvelainen [49] found prior online shopping experience to have a very significant 

effect on the purchasing channel choice both directly as well as indirectly, and even 

more on the intention to select the Internet as the purchasing channel. Lin and 

Lekhawipat [50] investigated the effects of online shopping experience and habit on 

online repurchase intention and found that online shopping previous experience can 

be considered a key driver for customer satisfaction and repurchase intention. 

Jiradilok et al. [51] found that customer satisfaction led to online purchase intentions 
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for experienced and inexperienced online purchasers in Thailand. It is therefore 

hypothesised that: 

H8: Prior experience/satisfaction with online shops determines student’s 

continuance intention to use. 

 

Shopping Habit (SH) 

 

Shopping habit is the extent to which people perform behaviours 

automatically because of learning. Habit has been operationalised in two distinct 

ways; Kim et al. [52] viewed habit as prior behavior, while Limayem et al. [53] 

viewed habit as the extent to which an individual believes the behaviour to be 

automatic behavioural response triggered by a situational stimulus in which the 

individual is not necessarily aware of the behaviour. Individuals with the habit of 

visiting online shops (i.e., the behavioural response) instead of a physical outlet 

will, automatically without further consideration visit the shops when he/she has 

shopping needs (i.e., situational stimulus). Barnes and Guo [54] examined a kind 

of shopping behavior that consumers spend noticeable amount of money for 

shopping from the Internet. The result indicated that consumers’ habits, external and 

instinct motivators had great effect on shaping online shopping behavior. In addition, 

Pahnila and Warsta [55] found that shopping habitual behaviour had a significant 

impact on online shopping. Lin and Lekhawipat [50] found that online shopping habit 

influenced repurchase intention of online shoppers in Taiwan. Thus, another 

hypothesis is postulated: 

H9: Shopping habits of students determines continuance intention to use online 

shops. 

 

Trust (TR) 

 

The importance of trust in human interactions cannot be overemphasised. 

Trust is viewed as a set of specific beliefs dealing primarily with benevolence, 

competence and integrity of another party. Understanding consumer trust on 

social commerce is vital, as the credibility of information posted directly affect 
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consumer's purchase intentions. Consumer trust towards the seller and 

products/services offered can be influenced by the user generated contents, 

reviews and ratings. Consumer trust continues to be a key issue impeding the 

proliferation of Internet shopping [56] as some degree of trust is essential in 

environments perceived to be risky, as the case of online shopping [57]. 

McKnight and Chervany [58] stated that trust is central to interpersonal and 

commercial relationships because it is crucial wherever risk, uncertainty, or 

interdependence exist. In face-to-face transactions, customers build trust based 

on physical interactions and human mannerisms of vendors; hence, people are 

less likely to make purchases from individuals perceived to be dubious, even on 

a first-time basis. However, online customers do not enjoy such benefits of 

human interaction and can only base their perceptions on vendors’ websites. 

Research indicates that consumers often check online, reviews other consumer's 

comments before buying a product to reduce the risk involved [59]. Hence, the 

need for trust in online environments is as important (or more important) as it is 

in physical interactions. Several researchers [11,20,34,47,60-62], found 

perceived trust as a determinant of intention and continuance intention of using 

online services. It is therefore proposed: 

H10: Trust in online shops determines students’ continuance intention to use. 

 

Gender 

 

In general, gender has been the most influential factor affecting Internet 

usage observed in the recent years [63]. Since the early days of the Internet, 

gender gap has existed in using the Internet, and it is particularly evident for 

online shopping. Many studies, such as [64-66], have established that gender 

differences exist in online shopping. Ling and Yazdanifard [67] also concluded that 

gender role plays a significant role in online consumer behaviour. Bae and Lee [68] 

found a significant gender gap in consumer’s shopping behaviour which was 

related to difference in online shopping behaviour between men and women. 

Some other studies [69-71] have shown that men purchase and spend more 

money online than women. Khare and Rakesh’s [72] study shows that Indian 
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men had a more positive attitude towards online shopping compared to women. 

However, Akman and Mishra [73] found no significant difference in using the 

Internet between men and women employees in Turkish organisations. Another 

hypothesis is also proposed that: 

H11: Gender of students determines continuance intention to use online shops. 

 

Continuance Intention to Use 

 

Intentions represent desires, wishes or willingness or self-instructions to 

behave in a certain way, and capture the motivational factors that influence 

behaviour [74]. Intentions are indications of how hard people are willing to try, and of 

how much of an effort they are planning to use in order to perform the behaviour. As 

a general rule, the stronger the intention to engage in behaviour, the more likely a 

behaviour will be performed. Behavioral intention is an indication of an individual's 

readiness to perform a given behavior. It is assumed to be an immediate antecedent 

of behavior [74]. In TPB, intention is based on attitude toward the behavior, 

subjective norm, and perceived behavioral control, with each predictor weighted for 

its importance in relation to the behavior and population of interest. Many factors 

have been found to determine behavioural intention. In this study, continuance 

intention to use is measured by asking respondents to rate their intention on a scale 

of 1-4 on these four items: 

(1) “I will frequently do my shopping online”; 

(2) “I will strongly recommend others to shop online”; 

(3) “I intend to continue to buy things online”; 

(4) “I intend to continue to buy things online in the future”. 

 

MATERIALS AND METHODS 

 

The location of the study is Oyo and Kwara states, Nigeria. The population 

comprised postgraduate students (PGS) in two federal universities located in the two 

states: University of Ibadan (UI) and University of Ilorin (UNILORIN). The study 

adopted a survey research design. Disproportionate stratified sampling was used to 
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select the respondents from 19 faculties with a population of 15,712 postgraduate 

students in UI, and 13 faculties with a population of 3995 postgraduate students in 

UNILORIN, thus giving a sample size of 393 in UI and 200 in UNILORIN. In total, 

593 PGS were selected for the study. A structured questionnaire was used to collect 

data. The questionnaire was carefully designed to comprise close ended questions 

that can be easily understood and answered in order to reduce non-response rate. 

Some items in the questionnaire were developed by the researchers, while some 

were adapted from validated instruments developed Al-Maghrabi et al. [1], Gefen et 

al. [56], McKnight et al. [75), Amoroso and Gardner [76], Javadi et al. [77], and Agif 

et al. [78]. The questionnaire has two parts. Part A captured demographic 

information from the respondents, while part B collected data on the variables 

adopted for the study. A 4-point Likert scale was used to measure the response from 

“1”=Strongly Disagree (SD) “2”=Disagree (D) “3”=Agree (A) “4”=Strongly Agree (SA). 

A pilot study was conducted to test the reliability of the instrument. The overall 

Cronbach Alpha is 0.931, which indicates a strong reliability of the instrument. Table 

1 presents the Cronbach Alpha analysis of the items. 

 

Table 1: Cronbach alpha results of the constructs. 

Variable No of items Cronbach Alpha 

PU 4 0.708 

PEOU 8 0.902 

SN 4 0.677 

PE 6 0.872 

PSQ 6 0.903 

PS  4 0.635 

CON 4 0.803 

PES  3 0.789 

SH 4 0.762 

TR 4 0.559 

Continuance intention  4 0.684 

 

Data was collected primarily by the researchers with the assistance of two 
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research assistants between February and March 2018 and lasted three weeks. Five 

hundred and ninety three copies of questionnaire were distributed to the 

respondents, however, 455 (304 copies at UI, and 151 copies at UNILORIN) were 

retrieved and considered suitable for data analysis, translating to 76.7 percent return 

rate. The study followed ethical guidelines that guide the conduct of social science 

research. The respondents’ rights for confidentiality and privacy were taken into 

consideration in the process of designing the instrument and during the data 

collection processes. Respondents were also given the free will to choose whether 

or not to participate in the study. Frequency and percentage distributions were used 

for descriptive statistics while linear regression, multiple regression and Chi-Square 

analyses were performed to test the hypotheses. Regression analysis was used 

because it helps to estimate the influence or effect of a variable on another variable. 

 

RESULTS 

 

Descriptive Analysis 

 

The demographic characteristics of respondents are analysed and presented 

by frequency counts and percentages as shown in Table 2. 

 

Table 2: Profile of the respondents. 

Variable UI (n=304) UNILORIN 

(n=151) 

Total (n=455) 

Gender 

Male 138 (45.4%) 88 (58.3%) 226 (49.7%) 

Female 166 (54.6%) 63 (41.7%) 229 (50.3%) 

Total 304 (100.0%) 151 (100.0%) 455 (100.0%) 

Degrees 

Bachelor Degree 0 (0.0%) 0 (0.0%) 0 (0.0%) 

Post graduate 

Diploma 

6 (2.0%) 13 (8.6%) 19 (4.2%) 

Masters 287 (94.4%) 132 (87.4%) 419 (92.1%) 
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M.Phil. 1 (0.3%) 1 (0.7%) 2 (0.4%) 

M.Phil./Ph.D. 10 (3.3%) 5 (3.3%) 15 (3.3%) 

Total 304 (100.0%) 151 (100.0%) 455 (100.0%) 

 

The table shows that most of the respondents (50.3%) were females while 

(49.7%) were males. In UI, the females constituted the majority (54.6%), while the 

males were 45.4%. In UNILORIN, the males were more represented (58.3% males 

compared with 41.7% females). The result also shows that most of the respondents 

were Master’s students (92.1%). The background information of the respondents is 

presented in Table 3. 

 

Table 3: Background information of respondents on online shopping. 

Variable UI (n=304) UNILORIN 

(n=151) 

Total (n=455) 

Frequency of students that has purchased online 

Yes 304 (100.0%) 151 (100.0%) 455 (100.0%) 

No 0 (0.0%) 0 (0.0%) 0 (0.0%) 

Total 304 (100.0%) 151 (100.0%) 455(100.0%) 

Number of years of shopping online 

Less than a year 105 (34.5%) 61 (40.4%) 166 (36.5%) 

2-5 years 159 (52.3%) 74 (49.0%) 233 (51.2%) 

Over 5 years 40 (13.2%) 16 (10.6%) 56 (12.3%) 

Total 304 (100.0%) 151 (100.0%) 455 (100.0%) 

Number of hours of shopping online 

0-2 hours 184 (60.5%) 84 (55.6%) 268 (58.9%) 

2-4 years 87 (28.6%) 53 (35.1%) 140 (30.8%) 

4-6 hours 21 (6.9%) 11 (7.3%) 32 (7.0%) 

Above 6 hours 10 (3.3%) 1 (0.7%) 11 (2.4%) 

Missing values 2 (0.7%) 2 (1.3) 4 (0.9%) 

Total 304 (99.3%) 149 (98.7%) 451 (92.8.0%) 

Goods purchased (multiple option) 
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Phones and tablets 151 (49.7%) 225 (49.0%) 376 (82.6%) 

TVs and electronics 46 (15.1%) 14 (9.3%) 60 (13.2%) 

Fashion 128 (42.1%) 60 (39.7%) 188 (41.3%) 

Computing 36 (11.8%) 10 (6.6%) 46 (10.1%) 

Home and office 

appliances 

45 (14.8%) 13 (8.6%) 58 (12.7%) 

Groceries 11 (3.6%) 3 (2.0%) 14 (3.1%) 

Baby and kids 

accessories 

12 (3.9%) 8 (5.3%) 20 (4.4%) 

Games and 

consoles 

16 (5.3%) 10 (6.6%) 26 (6.3%) 

Automobiles 2 (0.7) 3 (2.0%) 5 (1.1%) 

Health and beauty 57 (18.8) 18 (11.9%) 75 (16.5%) 

Other categories 3 (1.0%) 1 (0.7%) 4 (0.9%) 

Online shops used 

Jumia 234 (77.0%) 99 (65.6%) 333 (73.2%) 

Konga 123 (40.5%) 59 (39.1) 182 (40%) 

Kaymu 7 (2.3%) 1 (0.7%) 8 (1.8%) 

EBay 23 (7.6%) 8 (5.3%) 31 (6.8%) 

Jiji 46 (15.1%) 19 (12.6%) 65 (14.3%) 

Aliexpress 66 (21.7%) 28 (18.5%) 94 (20.7%) 

Amazon 26 (8.6%) 9 (6.0%) 35 (7.7%) 

Dealdey 10 (3.3%) 1 (0.7%) 11 (2.4%) 

Others 9 (3.0%) 14 (9.3%) 23 (5.1%) 

Frequency of using online shops 

Daily 18 (5.9%) 8 (5.3%) 26 (5.7%) 

Weekly 69 (22.7%) 25 (16.6%) 94 (20.7%) 

Fortnightly 73 (24.0%) 32 (21.2%) 105 (23.1%) 

Monthly  136 (44.7%) 71 (47.0%) 207 (45.5%) 

Semi-annually 6 (2.0%) 12 (7.9%) 18 (4.0%) 

Yearly 2 (0.7%) 3 (2.0%) 5 (1.1%) 
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Total 304 (100.0%) 151 (100.0) 455 (100.0%) 

Note: Frequencies vary between variables and percentages may not add up 

to 100% due to missing values. 

 

All the students were using online shops. Majority (51.2%) had been shopping 

for 2-5 years, while majority (30.8%) spent average of 0-2 hours on online shops. 

The major products that have been purchased by the majority of the students 

(82.6%) are phones and tablets. In addition, most of the students (73.2%) at the two 

universities used JUMIA online shop. The students used the online shops majorly 

every month, which shows that they frequently patronised online shops. 

 

Test of Hypotheses 

 

This section presents the result of the test of the twelve hypotheses. All 

hypotheses stated were tested in null form, posing the assumption that a significant 

relationship does not exist between the independent and dependent variables. The 

hypotheses in the alternative forms assume that significant relationships exist 

between the concerned variables. The level of significance was pre-set to 5 percent; 

if p obtained <0.05, the null hypothesis was rejected, while the null hypothesis was 

not rejected if p obtained >0.05. 

H1: Perceived usefulness of online shops does not determine students’ continuance 

intention to use. 

Table 4 presents the results of the test of hypothesis 1. 

 

Table 4: Results of PU and Continuance intention to use online shops. 

Model Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

UI 

(Constant) -29.150 16.172  -1.803 0.072 

PU 0.833 0.046 0.723 18.192 0.000 

N=302; df=1; F ratio=330.943; p=0.000; R=0.723; R Square=0.523; Adj. R 

square=0.521 
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UNILORIN 

(Constant) -6.692 9.388  -.713 0.477 

PU -.003 .029 -.008 -.103 0.018 

N=149; df=1; F ratio=0.011; p=0. 018; R=0.680; R Square=0.530; Adj. R 

square=0.528 

 

Table 4 presents the results at the two universities. The results show that the 

relationship was significant at the UI (β=0.723, p=0.000), and UNILORIN (p=0.018). 

This means that PU is a determent of continuance intention to use online shops by 

the students. It was also found that PU accounted for 52.3% of the variance in UI 

students’ continuance intention to use online shops (R2=0.523), and 53.0% at 

UNILORIN (R2=0.530). 

H2: Perceived ease of use of online shops does not determine students’ 

continuance intention to use. 

Table 5 presents the results for hypothesis 2. 

 

Table 5: Results of PEOU and Continuance intention to use online shops. 

 

 

Model 

Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

UI 

(Constant) -27.883 14.540  -1.918 .056 

PEOU .481 .022 .784 21.920 .000 

N=302; df=1; F ratio=480.506; p=0.000; R=0.784; R Square=0.614; Adj. R 

square=0.612 

UNILORIN 

(Constant) 1.466 5.640  .260 .795 

PEOU .430 .026 .800 16.298 .000 

N=149; df=1; F ratio=265.639; p=0.000; R=0.800; R Square=0.641; Adj. R 

square=0.638 

 

The results show a positive and significant relationship between PEOU and 
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continuance intention to use online shops at the two universities (UI: β=0.784, 

p=0.000) and UNILORIN: β=0.800, p=0.000). Hence PEOU determined continuance 

intention to use online shops by the students. PEOU accounted for 61.4% of the 

variance in UI students’ continuance intention to use online shops (R2=0.614), and 

64.1% at UNILORIN (R2=0.641). 

H3: Subjective norms of students do not determine continuance intention to use 

online shops. 

Table 6 presents the results for hypothesis 3. 

 

Table 6: Results of SN and Continuance intention to use online shops. 

 

 

Model 

Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

UI 

(Constant) -29.636 15.396  -1.925 .055 

SN .825 .041 .753 19.893 .000 

N=302; df=1; F ratio=395.729; p=0.000; R=0.753; R Square=0.567; Adj. R 

square=0.564 

UNILORIN 

(Constant) -7.509 6.668  -1.126 .262 

SN .991 .082 .703 12.058 .000 

N=149; df=1; F ratio=395.729; p=.000; R=0.753; R Square=0.567; Adj. R 

square=0.564 

 

Table 6 reveal a positive and significant relationship between SN and 

continuance intention to use online shops at the two universities (UI: β=0.753, 

p=0.000; UNILORIN: β=0.703, p=0.000). Hence, the SNs of the students determined 

their continuance intention to use online shops. SN of the UI students accounted for 

56.7% of the variance in continuance intention to use online shops (R2=0.567), and 

also 56.7% at UNILORIN (R2=0.567). 

H4: Perceived enjoyment of online shops does not determine students’ continuance 

intention to use. 
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Table 7 presents the results for hypothesis 4. 

 

Table 7: Results of PE and Continuance intention to use online shops. 

 

 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. Error Beta 

UI 

(Constant) -35.489 14.460  -2.454 .015 

PE .651 .030 .785 22.052 .000 

N=302; df=1; F ratio=486.307; p=0.000; R=.785; R Square=0.617; Adj. R 

square=0.616 

UNILORIN 

(Constant) -5.882 6.657  -.884 .378 

PE .497 .041 .704 12.096 .000 

N=149; df=1; F ratio=146.321; p=0.000; R=0.704; R Square=0.495; Adj. R 

square=0.492 

 

The results shows a positive and significant relationship between PE and 

continuance intention to use online shops (UI: β=0.785, p=0.000; UNILORIN: 

β=0.704, p=0.000). Hence, it is stated that PE determined continuance intention to 

use online shops by the students. In addition, PE accounted for 61.7% of the 

variance in UI students’ continuance intention to use online shops (R2=0.617), and 

49.5% at UNILORIN (R2=0.495). 

H5: Perceived site quality of online shops does not determine students’ continuance 

intention to use. 

Table 8 presents the results for hypothesis 5. 

 

Table 8: Results of PSQ and Continuance intention to use online shops. 

 

 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 
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B Std. Error Beta 

UI 

(Constant) -33.531 13.616  -2.463 .014 

PSQ .670 .028 .813 24.238 .000 

N=302; df=1; F ratio=587.472; p=0.000; R=.813; R Square=0.660; Adj. R 

square=0.659 

UNILORIN 

(Constant) -4.058 9.215  -.440 .660 

Perceived Site Quality .095 .036 .210 2.627 .010 

N=149; df=1; F ratio=6.899; p=0.010; R=0.710; R Square=0.441; Adj. R 

square=0.388 

 

The results show positive and significant relationships at each of the 

universities (UI: β=0.813, p=0.000; β=0.210, p=0.010). This implies that the PSQ of 

the online shops is a determinant of continuance use of by the students. PSQ 

accounted for 66.0% of the variance in students’ continuance intention to use online 

shops at UI (R2=0.660), and less than 50% at UNILORIN (R2=0.441). 

H6: Perceived security of online shops does not determine students’ continuance 

intention to use. 

Table 9 presents the results for hypothesis 6. 

 

Table 9: Results of PS and Continuance intention to use online shops. 

 

 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. Error Beta 

UI 

(Constant) -33.021 13.110  -2.519 .012 

PS 1.021 .040 .828 25.643 .000 

N=302; df=1; F ratio=657.557; p=0.000; R=0.828; R Square=0.685; Adj. R 

square=0.684 
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UNILORIN 

(Constant) -6.629 9.372  -.707 .480 

PS -.012 .116 -.009 -.105 .916 

N=149; df=1; F ratio=.011; p=0.916; R=0. 009; R Square=0.000; Adj. R 

square=-0.007 

The Two Universities combined 

(Constant) 6.568 .071  92.312 .000 

PS -4.722E-5 .001 -.002 -.032 .975 

N=442; df=1; F ratio=.001; p=.975; R=.002; R Square=.000; Adj. R square=-

.002 

 

Table 9 shows that there is a significant relationship between PS of online 

sites and students’ continuance use of online shops at UI (β=0.828, p=0.000), but 

not at UNILORIN (p=0.916). This implies that the PS is a determining factor for 

continuance intention to use online shops by the students of UI but not but not at 

UNILORIN. Furthermore, PS accounted for 68.5% of the variance in students’ 

continuance intention to use online shops at UI (R2=0.685). The analysis was done 

for the two universities combined and it was found that the relationship is not 

significant (p=0.975). 

H7: Convenience of using online shops does not determine students’ continuance 

intention to use. 

Table 10 presents the results for hypothesis 7. 

 

Table 10: Results of CON and Continuance intention to use online shops. 

 

 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. Error Beta 

UI 

(Constant) -37.185 14.274  -2.605 .010 

CON .991 .044 .791 22.503 .000 
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N=302; df=1; F ratio=506.397; p=0.000; R=0.792; R Square=0.627; Adj. R 

square=0.625 

UNILORIN 

(Constant) -3.708 6.673  -.556 .579 

CON .496 .041 .703 12.055 .000 

N=149; df=1; F ratio=145.324; p=0.000; R=0.703; R Square=0.494; Adj. R 

square=0.490 

 

A positive and significant relationship was found between CON and 

continuance intention to use online shops by the students (UI: β=0.791, p=0.000; 

UNILORIN: β=0.791, p=0.000). Hence, CON is one of the factors that determined 

the continuance intention to use online shops by the students. CON accounted for 

62.7% of the variance in students’ continuance intention to use online shops at UI 

(R2=0.627), and 49.4% at UNILORIN (R2=0.494). 

H8: Prior experience/satisfaction with online shops does not determine students’ 

continuance intention to use. 

Table 11 presents the results for hypothesis 8. 

 

Table 11: Results of PES and Continuance intention to use online shops. 

 

 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. Error Beta 

UI 

(Constant) -36.635 14.272  -2.567 .011 

PES 1.321 .059 .792 22.513 .000 

N=302; df=1; F ratio=506.397; p=0.000; R=0.792; R Square=0.627; Adj. R 

square=0.625 

UNILORIN 

(Constant) -2.781 6.659  -.418 .677 

PES .496 .041 .705 12.118 .000 
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N=149; df=1; F ratio=146.849; p=0.000; R=0.705; R Square=0.496; Adj. R 

square=0.493 

 

The results show that PES is a determinant of continuance intention to use 

online shops at the two universities, as the relationship is positive and significant (UI: 

β=0.792, p=0.000, and UNILORIN: β=0.705, p=0.000). Moreover, PES accounted for 

62.7% of the variance in students’ continuance intention to use online shops at UI 

(R2=0.627), and a little below 50% at UNILORIN (R2=0.496). 

H9: Shopping habits of students does not determine continuance intention to use 

online shops. 

Table 12 presents the results for hypothesis 9. 

 

Table 12: Results of SH and Continuance intention to use online shops. 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. 

 B Std. Error Beta 

UI 

(Constant) -34.155 14.280  -2.392 .017 

SH .992 .044 .792 22.509 .000 

N=302; df=1; F ratio=506.662; p=0.000; R=.792; R Square=0 .627; Adj. R 

square=0.625 

UNILORIN 

(Constant) .600 7.746  .077 .938 

SH .330 .039 .570 8.474 .000 

N=149; df=1; F ratio=71.805; p=0.000; R=0.570; R Square=0.325; Adj. R 

square=0.321 

 

The result shows a positive and significant relationship between the students’ 

SH and continuance intention to use online shops (UI: β=0.792, p=0.000; UNILORIN: 

β=0.570, p=0.000). Hence the null hypothesis is rejected. This means that the 

shopping habits of the students determine their continuance intention to use online 

shops. In addition, SH accounted for 62.7% of the variance in students’ continuance 
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intention to use online shops at UI (R2=0.627). However, the contribution of SH to 

continuance intention to use online shops at UNILORIN is low, just about 33% 

(R2=0.325). 

H10: Trust in online shops does not determine students’ continuance intention to 

use. 

Table 13 presents the results for hypothesis 10. 

 

Table 13: Results of TR and Continuance intention to use online shops. 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. Error Beta 

UI 

(Constant) -21.961 15.857  -1.385 .167 

TR .695 .037 .737 18.957 .000 

N=442; df=1; F ratio=359.354; p=0.000; R=0.737; R Square=0.543; Adj. R 

square=0.542 

UNILORIN 

(Constant) .340 7.292  .047 .963 

TR .270 .027 .633 9.970 .000 

N=149; df=1; F ratio=99.391; p=0.000; R=0.633; R Square=0.400; Adj. R 

square=0.396 

 

Table 13 shows a significant relationship between TR and continuance 

intention to use online shops at the UI (β=0.737, p=0.000), and also at UNILORIN 

(β=633, p=0.000). Therefore, the null hypothesis is rejected. Hence, TR in the online 

shops is a determinant of continuance intention to use. Moreover, TR accounted for 

only 54.3% of the variance in students’ continuance intention to use online shops at 

UI (R2=0.543), and below 50% at UNILORIN (R2=0.400). 

H11: Gender of students does not determine continuance intention to use online 

shops. 
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Chi-square was used to analyse hypothesis 11. The results are presented in Table 

14. 

 

Table 14: Gender of students and continuance intention to use online shops. 

Gender The two Universities 

Combined 

UI UNILORIN 

Male 223 (50.2%) 138 88 (58.3%) 

Female 221 (49.8%) 166 63 (41.7%) 

Missing 

values 

11 (2.4%) 0 (0.0%) 0 (0.0%) 

Total 455 (100.0%) 0 (0.0%) 151 (100.0%) 

Note: Df=11; Sig=0.315; 

χ2=12.678; r=0.07 

Df=32; 

Sig=0.986; 

χ2=17.028; r=-

0.314 

Df=10; Sig=0.519; 

χ2=9.137; r=-0.805 

 

Table 14 shows no significant relationship between gender of students and 

continuance intention to use online shops at both universities and at the universities 

separately (p=0.315, 0.986, 0.519 respectively). Hence, the gender of the students 

did not determine their continuance intention to use online shops. 

H12: There is no predictive joint relationship between the independent variables and 

students’ continuance intention to use online shops. 

The results of the multiple regression for hypothesis 12 are presented in Table 15. 

 

Table 15: Joint effect of independent variables on dependent variable. 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients Beta 

T  Sig  

 B Std. Error    

The Two Universities combined 

(Constant) 3.482 .290  12.016 .000 

PU 7.185E-

005 

.000 .011 .263 .793 
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PEOU 001 .001 .064 1.498 .135 

SN -.001 .001 -.027 -.663 .508 

PE -.002 .001 -.049 -1.179 .239 

PSQ .001 .000 .074 1.798 .073 

PS -.001 .001 -.024 -.598 .550 

CON .204 .041 .224 4.967 .000 

PES .308 .036 .389 8.587 .000 

SH .001 .001 .056 1.3316 .189 

TR -5.995E-

005 

.000 -.008 -.198 .843 

N=443; df=10; F ratio=16.850; p=0.000; R=0.529; R Square=0.280; Adj. R 

square=0.264 

UI 

(Constant) -19.502 .11.138  -1.751 .081 

PU -.009 .078 -.008 -.118 .906 

PEOU -.195 .089 -.317 -2.190 .029 

SN .207 .070 .189 2.945 .003 

PE -.008 .190 -.010 -.042 .967 

PSQ .962 .143 1.167 6.736 .000 

PS 1.980 .190 1.605 10.439 .000 

CON -2.465 .424 -1.969 -5.814 .000 

PES 5.16 .021 1.366 .365 .715 

SH 5.276 .000 .019 .005 .996 

TR .241 .042 .255 5.784 .000 

Notes: N=303; df=8; F ratio=136.696; p=0.000; R=0.887; R Square=0.778; Adj. R 

square=0.782 

UNILORIN 

(Constant) -15.293 9.634  -1.587 .115 

PU -.001 .078 -.004 -.131 .896 

PEOU .364 .089 .679 19.345 .000 

SN .1.856 .070 1.315 1.012 .313 
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PE 1.660 .190 2.352 .946 .346 

PSQ .003 .143 .007 .208 .835 

PS .003 .190 .002 .064 .949 

CON -2.079 .424 -2.947 -1.208 .229 

PES 9.715 .079 2.948 .936 .351 

SH -.186  -.321 -5.712 .000 

TR -.004 .042 -.010 -.130 .897 

Notes: N=150; df=9; F ratio=99.750; p=0.000; R=0.930; R Square=0.864; Adj. R 

square=0.856 

 

The result in the Table 15 reveal that the joint effect of PU, PEOU, SN, PE, 

PSQ, PS, CON, PES, SH and TR on continuance intention to use online shop is 

significant (R=0.529, p=0.000<0.05). The result of the study further showed that 

28.0% of the variance in students’ continuance intention is attributed to the joint 

effect of the independent variables (R2=0.280) when the two universities were 

combined. However, when taken singly, the result of the study showed that only 

CON (β=0.224, p=0.000<0.05) and PES (β=0.389, p=0.000<0.05) have significant 

relationship with students’ continuance intention to shop online. Table 15 also shows 

a significant relationship between the joint effect of the independent variables and 

continuance intention to use online shops by UI students (R2=0.778, p=0.000>0.05), 

which shows that 77.8% of the variance in students’ continuance intention is 

attributed to the joint effect of all the variables. Individually, the result shows that 

PEOU (β=-0.317, p=0.029<0.05), SN (β=0.189, p=0.003<0.05), PSQ (β=1.167, 

p=0.000<0.05), PS (β=1.605, p=0.000<0.05), CON (β=-1.969, p=0.000<0.05) and 

TR (β=0.255, p=0.000<0.05) have significant relationships with students’ 

continuance intention to shop online. The results also show a significant relationship 

between the joint effect of the independent variables and continuance intention to 

use online shops at UNILORIN (R=0.930, p=0.000>0.05), and that the independent 

variables accounted for 86.4% of the variance in students’ continuance intention to 

use (R2=0.864). 
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DISCUSSION OF FINDINGS 

 

The study found that many of the students at the two universities were using 

online shops. Findings from the study found that PU is a determinant of continuance 

intention to use online shops by postgraduate students at the two universities. The 

construct accounted for about 50% variance in the students’ continuance intention to 

use online shops at the two universities. PU is a strong correlate of user acceptance 

of technology and should not be ignored by those attempting to design or implement 

successful systems. Many studies have proved that users are driven to adopt an 

application primarily because of the functions it performs for them, while several 

studies, for examples [1,15,16,18,21] have been able to establish the importance of 

PU in determining use and continuance use of online shops. 

PEOU has a positive and significant relationship with online shops continuous 

use at each of the universities. PEOU accounted for a relatively high variance in use 

by the students at the two universities. This finding conforms to the findings of many 

studies on technology or system use [1,13,16,18]. PEOU of a technology or system 

is considered an essential condition to determine user readiness to accept or 

adopt certain technology [23]. The easier it is to use a technology the more people 

tend to use it. Ordinarily, users are driven to adopt an application primarily because 

of its usefulness and secondarily, for how easy or hard it is to get the system to 

perform those functions. However, difficulty of use can discourage adoption of an 

otherwise useful system. The direct effect of PEOU on usage intention has 

also been observed in some research to increase over time [79]. 

The study also found that SN is a determinant of online shops continuance 

use at the two universities even though the contribution is marginal (56.7%). A 

subjective norm, which is also referred to as social pressure, is an immediate 

variable of intentions toward performing behaviour. It represents the person’s 

significant referents approval of behaviour. When people believe that most respected 

others would expect them to perform a behavior or are performing the behavior, they 

are more likely to engage in the behaviour [26,80]. Previous studies, such as [20, 81] 

found that SN determined online shops continuance use. 

PE has been found by many studies [9,19 21,47,81,82] as a key determinant 
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of using online shops as also found by this study. PE determined continuance use 

at each of the universities. Young people tend to be technology savvy because they 

get a feeling of pleasure while using technologies or surfing on the Internet, 

especially when browsing through online shops either for window shopping or actual 

shopping. This feel of enjoyment could affect their continuance intention to use the 

online shops. Ulaan et al. [30] equally found that PE had a positive influence on 

intention to shop online by students of Sam Ratulangi University, Manado. 

In addition, the finding of this study reveals that PSQ is also one of the 

determinants of continuance intention to use online shops by students at the two 

universities. This finding is in agreement with some other previous studies such as 

Sevim and Eroğlu-Hall [83] which found the design of the website to have impact on 

intention of online shopping among online shoppers in Turkey. The more the online 

sites could provide comfort in searching and obtaining products, accessibility of 

products, and the ease of comparative shopping and search for the preferred 

products, the more consumers would be pleased to continue using the sites. 

PS was found to be significant only among UI students. PS actually 

accounted for a high variance in students’ continuance intention to use online shops 

(R2=0.685) at the university. This factor may not be so significant in UNILORIN 

considering the fact that most online shops allow cash on delivery service in Nigeria. 

Shoppers pay when goods/services are delivered thereby avoiding transferring 

money through the Internet. This may have contributed to the reduction of the 

students’ worries about the security of online shopping. Some other studies [84,85] 

have also found that PS was not a significant factor influencing online purchases in 

their studies. 

Convenience is another significant factor determining continuance intention of 

online shopping. CON accounted for 62.7% of the variance in students’ continuance 

intention to use online shops at UI, but the contribution is a bit lower at UNILORIN 

(49.4%). Online shopping provides the convenience of shopping anywhere and 

anytime. Unlike traditional shopping, the distinct characteristic of online shopping is 

its convenience which has been found to be the major motive for consumers to shop 

electronically by many studies [24,45,86]. It is not surprising that this factor was 

found to be a determining factor influencing continuance intention to use online 
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shops in this study. The more online shops can provide comfort in searching and 

obtaining products, the more consumers would be pleased and hence continuous 

patronage. 

Prior experience/satisfaction could enhance consumer perception towards 

the usefulness, ease of use and decrease the perceived risk related to online 

shopping. PES with the purchase of a product from online stores could lead to 

repeat purchasing and growing usage of such products or services; hence, 

continuous use of the online shops from which the product was bought. PES has 

been found to be one of the variables influencing the intention to buy products online 

in this study as well as many previous studies [48,49]. Hence, it is imperative for 

online stores to understand customers’ needs in order to ensure a functioning and 

easy websites and useful products or services. This is needed to ensure customers 

have good experiences and are satisfied with the online sites as well as the products 

bought. 

This study also examined the influence of the students shopping habits on 

continuance use of online shops and found that the SH of the students determined 

their continuance use of online shops at the two universities. While the contribution 

of SH to continuance intention to use online shops at UI is high (62.7%), that of 

UNILORIN is low, just about 33% (R2=0.325). This conforms to the findings of Lin 

and Lekhawipat [50] and Pahnila and Warsta [55]. Individuals with the habit of 

visiting online shops, automatically without further consideration, visit the shops 

continuously when he/she has shopping needs. In Gefen [87] study, habit alone 

explained a large proportion of the variance of continued use of a website among 

experienced online shoppers at a leading business school in the Mid-Atlantic region 

of the US, and also predicted PU and PEOU among them. 

Trust is a critical factor in any relationship since the essence of trade is 

establishment of mutual trust. Even though TR accounted for only 54.3% of the 

variance in students’ continuance intention to use online shops at UI, and just 40.0% 

at UNILORIN, trust has a significant role in terms of realisation of shopping, as well 

as continuity of the relationship, as buyers and sellers implement the transactions 

without seeing each other as in the case of online shopping. Trust is actually the vital 

key to building customer loyalty and maintaining continuity in buyer-seller 
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relationships [83]. If an online vendors could do more to gain customer’s trust, then 

users would be more inclined to purchase via their websites. It is not out of place for 

this study to find that trust is one of the determinants of continuance intention to use 

online shops by the university students in Nigeria because of the importance of trust 

in e-commerce transactions. Most users of online transactions feel fairly confident to 

engage in online transactions because of the trust that the disclosure of private 

information and details of their debit/credit card would not be compromised. A 

consumer must have some element of trust in online vendors’ sites before a decision 

to purchase online is made. 

This study found that the gender of the students is not a determinant of their 

continuance intention to use of online shops. This result is contrary to the findings of 

past research, but supports the findings of Akman and Mishra [73] which also 

found no significant difference in using the Internet between men and women 

employees in Turkish organisations. Lim et al. [17] also found no gender 

difference in terms of the frequency of online search and purchases. From 

reviews of literature [88], it can be observed that there are mixed results with respect 

to the influence of gender on technology adoption. Even though gender has been 

attributed as a significant variable in explaining technology acceptance behaviour of 

humans, however, in few contexts, gender does not play a significant role in 

determining the intention of accepting or using technology. For instance, the findings 

of Zhang and Prybutok [89] confirmed that women reached parity with men on online 

shopping. Lastly, this study found that the joint effect of the independent variables on 

continuance intention to use online shop is significant (R=0.529, p=0.000<0.05), and 

accounted for 28.0% of the variance in students’ continuance intention to use online 

shops, and that 77.8% of the variance in UI students’ continuance intention is 

attributed to the joint effect of all the variables, while 86.4% of the variance is 

observed at UNILORIN. 

 

CONCLUSION 

 

 This study concludes that the students had the intention to continue to 

patronise online shops. The study also concludes that all the variables, except 
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perceived security (even though only at one university) and gender, determined 

students’ continuance intention to use online shops at the two Nigerian universities. 

This study has been able to give a clear picture of the factors that online shops need 

to put into consideration to maximise continued patronage of their products. The 

study, therefore, recommends that online retailers should leverage on these factors 

in ensuring continuous patronage of their products and services. They should also 

ensure the consistency of providing good quality products in order to guarantee 

consumers’ satisfaction. The study identified a limitation in that the study was 

conducted among students of only two universities, hence may not be generalisable 

to all students in Nigeria. Further studies could be expanded to include other 

universities in Nigeria. Further research could also be carried out to examine other 

predicting factors affecting continuance intention to use online shops. In addition, 

other data collection methods such as focus group discussions and interview could 

be used in combination with the questionnaire to obtain a robust and more revealing 

data. 

 

REFERENCES 

 

1. Al-Maghrabi T, Dennis C, Halliday SV, BinAli A (2011) Determinants of 

customer continuance intention of online shopping. International Journal of 

Business Science and Applied Management 6: 41-65. 

2. Soopramanien DGR, Robertson A (2007) Adoption and usage of online 

shopping: An empirical analysis of the characteristics of “buyers”, “browsers” 

and “non-Internet shoppers”. Journal of Retailing and Consumer Services 14: 

73-82. 

3. Olusoji JG, Ogunkoya OA, Lasisi JO, Elumah LO (2015). Risk and trust in 

online shopping: experience from Nigeria. International Journal of African and 

Asian Studies 11: 71-77. 

4. Aminu SA (2013) Challenges militating against adoption of online shopping in 

retail industry in Nigeria. Journal of Marketing Management 1: 23-33. 



JIBC August 2018, Vol. 23, No.2 - 37 -  
 
 
 
 

5. Khan A (2016) Electronic commerce: A Study on benefits and challenges in 

an emerging economy. Global Journal of Management and Business 

Research 16: 19-22. 

6. Ha S, Stoel L (2009) Consumer e-shopping acceptance: Antecedents in a 

TAM. Journal of Business Researc 62: 565-571. 

7. Bhattacherjee A (2001a) Understanding information systems continuance: An 

expectation-confirmation model. MIS Quarterly 25: 351-70. 

8. Bhattacherjee A (2001) An empirical analysis of the antecedents of electronic 

commerce service continuance. Decision Support Systems 32: 201-214. 

9. Koufaris M (2002) Applying the technology acceptance model and flow theory 

to online consumer behavior. Information System Research 13: 205-223. 

10. Lee J, Kim J, Moon JY (2000) What makes internet users visit cyber stores 

again? Key design factors for customer loyalty. Human Factors in Computing 

Systems, pp: 305-312. 

11. Kim DJ, Ferrin DL and Rao HR (2003) A study of the effect of consumer trust 

on consumer expectations and satisfaction: the Korean experience. 

International Conference on E-Commerce, Pittsburgh, USA, pp: 310-315. 

12. Chiang K-P, Dholakia RR (2003) Factors driving consumer intention to shop 

on-line: An empirical investigation. Journal of Consumer Psychology 13: 98-

105. 

13. Chung IK, Lee MM (2003) A study of influencing factors for repurchase 

intention in internet shopping malls. International Parallel and Distributed 

Processing Symposium, France. 

14. Liang TP, Lai HJ (2002) Effect of store design in consumer purchases: An 

empirical study of on-line bookstores. Information and Management 39: 431-

444. 

15. Atchariyachanvanich K, Okada H, Sonehara N (2007). What keeps online 

customers repurchasing through the internet? ACM SIGecom Exchanges 6: 

47-57. 

16. Wangpipatwong S, Chutimaskul W, Papasratorn B (2008) Understanding 

citizen’s continuance intention to use e-government website: A composite 



JIBC August 2018, Vol. 23, No.2 - 38 -  
 
 
 
 

view of technology acceptance model and computer self-efficacy. Electronic 

Journal of e-Government 6: 55-64. 

17. Lim YM, Yap CS, Lau TC (2010) Online search and buying behaviour: 

Malaysian experience. Canadian Social Science 6: 154-166. 

18. Al-Maghrabi T, Dennis C, Halliday SV (2011) Antecedents of continuance 

intentions towards e-shopping: the case of Saudi Arabia. Journal of Enterprise 

Information Management 24: 85-111. 

19. Praveena K, Thomas S (2014). Continuance intention to use Facebook: A 

study of perceived enjoyment and TAM. Bonfring International Journal of 

Industrial Engineering and Management Science 4: 24-29. 

20. Assensoh-Kodua A (2014) Factors that determine the continuance intention of 

people to use online social networks for business transactions. Unpublished 

Master’s project. Durban University of Technology. KwaZulu Natal, South 

Africa. 

21. Li YP (2016) Empirical study of influential factors of online customers’ 

repurchase intention. iBusiness 8: 48-60. 

22. Brezavscek A, Sparl P, Znidarsic A (2016) Factors influencing the behavioural 

intention to use statistical software: The perspective of the Slovenian students 

of social sciences. EURASIA Journal of Mathematics Science and 

Technology Education 13: 953-986. 

23. Davis FD (1989) Perceived usefulness, perceived ease of use, and user 

acceptance of information technology. MIS Quarterly 13: 319-339. 

24. Priyanka GP and Ramya K (2016) Usage of online shopping among college 

students. Imperial Journal of Interdisciplinary Research 2: 574-578. 

25. Fishbein M, Ajzen I (1975) Belief, attitude, intention and behavior: An 

introduction to theory and research. Addison Wesley, Reading, MA. 

26. Ajzen I, Fishbein M (2005) The Influence of Attitudes on Behavior. In: D 

Albarracín, BT Johnson, MP Zanna (Eds), The Handbook of Attitudes, 

Erlbaum, Mahwah 173-221. 

27. Mathieson K (1991) Predicting user intentions: comparing the technology 

acceptance model with the theory of planned behavior. Information Systems 

Research 2: 173-191. 



JIBC August 2018, Vol. 23, No.2 - 39 -  
 
 
 
 

28. Taylor S, Todd PA (1995) Understanding information technology usage: A test 

of competing models. Information Systems Research 6: 144-176. 

29. Shim S, Eastlick MA, Lotz SL, Warrington P (2001) An online pre-purchase 

intentions model: the role of intention to search. Journal of Retailing 77: 397-

416. 

30. Ulaan RV, Pangemanan SS, Lambey L (2016) The effect of perceived 

enjoyment on intention to shop online. Journal EMBA 4: 1137-1146. 

31. Hsu CL, Lu HP (2004) Why do people play on-line games? An extended TAM 

with social influence and flow experience. Information and Management 41: 

853-868. 

32. Li N, Zhang P (2002) Consumer online shopping attitudes and behavior: An 

assessment of research. Proceedings of the 8th Americas Conference on 

Information Systems 508-517. 

33. Salisbury WD, Pearson RA, Pearson AW, Miller DW (2001) Perceived 

security and World Wide Web purchase intention. Industrial Management and 

Data Systems 101: 165-177. 

34. Aggarwal A, Rahul M (2018) The effect of perceived security on consumer 

purchase intensions in electronic commerce. International Journal of Public 

Sector Performance Management 4: 1-20. 

35. Chang HH, Chen SW (2008) The impact of online store environment cues on 

purchase intention: Trust and perceived risk as a mediator. Online Information 

Review 32: 818-841. 

36. Pilík M and Juřičková E (2016) Trust and security as significant factors 

influencing on-line buying behavior in the Czech Republic. Economics, 

Management Innovation 8: 31-44. 

37. Yulihasri, Islam MA, Daud KAK (2011) Factors that influence customers’ 

buying intention on shopping online. International Journal of Marketing 

Studies 3: 128-139. 

38. Donthu N, Garcia A (1999) The Internet Shopper. Journal of Advertising 

Research 39: 52- 58. 



JIBC August 2018, Vol. 23, No.2 - 40 -  
 
 
 
 

39. Li H, Kuo C, Russell MG (1999) The impact of perceived channel utilities, 

shopping orientations, and demographics on the consumer's online buying 

behavior. Journal of Computer-Mediated Communication 5: 2. 

40. Asunmaa R (2015) Perceptions of convenience, risk and enjoyment in online 

shopping. Unpublished Master’s Thesis, University of Jyvaskyla School of 

Business and Economics 1-81. 

41. Diao Y (2015) Online shopping behavior among Chinese university students. 

International Journal of Scientific and Research Publications 5: 144-154. 

42. Pham QT, Tran XP, Misra S, Maskeliunas R, Damasevicius R (2018) 

Relationship between convenience, perceived value, and repurchase intention 

in online shopping in Vietnam. Sustainability 10: 1-14. 

43. Meixian L (2015) Convenience and online consumer shopping behavior: A 

business anthropological case study based on the contingent valuation 

method. Anthropologist 21: 8-17. 

44. Wang CL, Ye LR, Zhang Y, Nguyen DD (2005) Subscription to fee- based 

online services: What makes consumer pay for online content? Journal of 

Electronic Commerce Research 6: 301-311. 

45. Jarvenpaa SL, Todd PA (1997) Is there a future for retailing on the Internet? 

In RA Peterson (Eds), Electronic Marketing and the Consumer pp: 139-154. 

46. Burke RR (1998) Do you see what I see? The future of virtual shopping. 

Journal of the Academy of Marketing Science 25: 352-360. 

47. Monsuwe TPY, Dellaert BGC, deRuyter KD (2004) What drives consumers to 

shop online? A literature review. International Journal of Service Industry 

Management 15: 102-121. 

48. Rehman IH, Mokhtar SA, Katan H (2016) An empirical analysis of consumers' 

continuance intention towards online shopping. Mediterranean Journal of 

Social Science 7: 95-104. 

49. Jarvelainen J (2003) The impact of prior online shopping experience on future 

purchasing channel choice. ECIS 2003 Proceedings 58: 1-11. 

50. Lin C, Lekhawipat W (2014) Factors affecting online repurchase intention. 

Industrial Management and Data Systems 114: 597-611. 



JIBC August 2018, Vol. 23, No.2 - 41 -  
 
 
 
 

51. Jiradilok T, Malisuwan S, Madan N, Sivaraks J (2014) The impact of customer 

satisfaction on online purchasing: A case study analysis in Thailand. Journal 

of Economics, Business and Management 2: 5-11. 

52. Kim, SS, Malhotra NK, Narasimhan S (2005) Two competing perspectives on 

automatic use: A theoretical and empirical comparison. Information Systems 

Research 16: 418-432. 

53. Limayem M, Hirt SG, Cheung CMK (2007) How habit limits the predictive 

power of intentions: The case of IS continuance. MIS Quarterly 31:705-737. 

54. Barnes S, Guo Y (2011) Purchase behavior in virtual worlds: An empirical 

study in second life. Information and Management 48: 303-312. 

55. Pahnila S, Warsta J (2010) Online shopping viewed from a habit and value 

perspective. Behaviour and Information Technology 29: 621-632. 

56. Gefen D, Karahanna E, Straub DW (2003) Trust and TAM in online shopping: 

An integrated model. MIS Quarterly 27: 51-90. 

57. Hernandez B, Jimenez J, Martin M (2009) Adoption vs acceptance of e-

commerce: Two different decisions. European Journal of Marketing 43: 1232-

1245. 

58. McKnight D, Chervany N (2002) What trust means in e-commerce customer 

relationships: An interdisciplinary conceptual typology. International Journal of 

Electronic Commerce 6: 35-59. 

59. Cheema U, Rizwan M, Jalal R, Durrani F, Sohail N (2013) The trend of online 

shopping in 21st century: Impact of enjoyment in TAM Model. Asian Journal of 

Empirical Research 3: 131-141. 

60. Bataineh AQ, Al-Abdallah GM, Alkharabsheh AM (2015) Determinants of 

continuance intention to use social networking sites: Studying the case of 

Facebook International Journal of Marketing Studies 7: 121-135. 

61. Thakur A, Shabnam, Kaur R (2016) An empirical study on consumer trust in 

online shopping in Punjab. Indian Journal of Marketing 47: 47-59. 

62. Tuteja G, Gupta S, Garg V (2017) Consumer trust in internet shopping: An 

empirical investigation. Paradigm 20: 191-215. 



JIBC August 2018, Vol. 23, No.2 - 42 -  
 
 
 
 

63. Hwang W, Jung HS, Salvendy G (2006) Internationalisation of e-commerce: A 

comparison of online shopping preferences among Korean, Turkish and US 

population. Behaviour and Information Technology 25: 3-18. 

64. Jen-Hung H, Yi-Chun Y (2010) Gender differences in adolescents’ online 

shopping motivations. African Journal of Business Management 4: 849-857. 

65. Hasan B (2010) Exploring gender differences in online shopping attitude. 

Computers in Human Behavior 26: 597-601. 

66. Kau AK, Tang EYC, Ghose S (2015) Gender differences in online buying 

attitudes and behavior: an exploratory analysis. In: H. Spotts (eds) Creating 

and Delivering Value in Marketing. Developments in Marketing Science: 

Academy of Marketing Science, Springer. 

67. Ling LP, Yazdanifard R (2014) Does gender play a role in online consumer 

behavior? Global Journal of Management and Business Research: E 

Marketing 14: 48-56. 

68. Bae S, Lee T (2011) Gender differences in consumers’ perception of online 

consumer reviews. Electronic Commerce Research 11: 201-214. 

69. Alreck P, Settle RB (2002) Gender effects on Internet, catalogue and store 

shopping. The Journal of Database Marketing 9: 150-162. 

70. Rodgers S, Harris MA (2003) Gender and e-commerce: An exploratory study. 

Journal of Advertising Research 43: 322-329. 

71. Stafford TF, Turan A, Raisinghani MS (2004) International and cross-cultural 

influences on online shopping behavior. Journal of Global Information 

Technology Management 7: 70-87. 

72. Khare A, Rakesh S (2011) Antecedents of online shopping behavior in India: 

An examination. Journal of Internet Commerce 10: 227-244. 

73. Akman I, Mishra A (2010) Gender, age and income differences in Internet 

usage among employees in organizations. Computers in Human Behavior 26: 

482-490. 

74. Ajzen I (1991) The theory of planned behavior. Journal of Organizational 

Behavior and Human Decision Processes 50: 179-211. 



JIBC August 2018, Vol. 23, No.2 - 43 -  
 
 
 
 

75. McKnight DH, Choudhury V, Kacmar C (2002) Developing and validating trust 

measures for ecommerce: An integrative typology. Information Systems 

Research 13: 334-359. 

76. Amoroso DL, Gardner C (2004) Development of an instrument to measure the 

acceptance of Internet technology by consumers. 37th Hawaii International 

Conference on System Sciences, San Diego. 

77. Javadi MHM, Dolatabadi HR, Nourbakhsh M, Poursaeedi A, Asadollahi AR 

(2012) An analysis of factors affecting on online shopping behavior of 

consumers. International Journal of Marketing Studies 4: 81-98. 

78. Agif I, Noorhidawati A, Siti Hajar MR (2014) Investigating continuance 

intention of using e-book among higher education students. ICOLIS: 201-216. 

79. Venkatesh V, Davis FD (1996) A model of the antecedents of perceived ease 

of use: Development and test. Decision Science 27: 451-481. 

80. Ajzen I (1985) From intentions to actions: A theory of planned behaviour. In J 

Kuhl and Beckmann (eds.), Action Control: From Cognition to Behavior, 

Springer Verlag, New York pp: 11-39. 

81. Al-Maghrabi T, Dennis C (2011) Antecedents of continuance intentions 

towards e-shopping: the case of Saudi Arabia. Journal of Enterprise 

Information Management 24: 85-111. 

82. Thong JYL, Hong S-J, Tam KY (2006) The effects of post-adoption beliefs on 

the expectation-confirmation model for information technology continuance. 

International Journal of Human-Computer Studies 64: 799-810. 

83. Sevim N, Eroğlu-Hall E (2014) Consumer trust impact on online shopping 

intent. Internet Applications and Management 5: 19-28. 

84. Jun G, Jaafar NI (2011) a study on consumers’ attitude towards online 

shopping in China. International Journal of Business and Social Science 2: 

122-132. 

85. Mengli M (2011) A study on factors affecting consumers’ attitude towards 

online shopping and online shopping intention in Bangkok, Thailand. 7th 

International Conference on Innovation and Management pp: 1847-1853. 



JIBC August 2018, Vol. 23, No.2 - 44 -  
 
 
 
 

86. Agyapong HA (2018) Exploring the influential factors of online purchase 

intention in Finland. Thesis submitted at International Business, Vaasan 

Ammattikorkeakoulu (VAMK) University of Applied Sciences, Finland. 

87. Gefen D (2003) TAM or just plain habit: A look at experienced online 

shoppers. Journal of End User Computing 15: 1-13. 

88. Goswami A, Dutta S (2016) Gender differences in technology usage-A 

literature review. Open Journal of Business and Management 4: 51-59. 

89. Zhang X, Prybutok VR (2003) TAM: The moderating effect of gender on 

online shopping. Journal of International Information Management 12: 8. 


