THE IMPACT OF E-COMMERCE ON THE EMERGING MARKET PERFORMANCE 

Abstract

The online shopping platforms in Nigeria has fast grown into a generally accepted market, faced with some challenges and prospects. The study seeks to ascertain the extent to which e- commerce, proxied by mobile penetration and internet penetration has impact on emerging market performance in Nigeria. The population of the study comprised of management science students from the university of Jos. The online shopping platform chosen for this study was Konga online store  This study describes the drivers for e- commerce adoption and investigates the barriers and benefits faced from the companies when starting the process of implementation. A qualitative research was performed. Chi square analysis was performed to  test the relationships between e- commerce and performance of Konga online store. Primary and Secondary source of data collection was adopted for the study. Three research questions and two research hypothesis was established for this research work. The study found that e- commerce has a significant impact on emerging market’s. It was recommended that trust-building actions should be paid more attention to, focusing  for example on pay-back guarantees or quality certificates, which are seen as helpful steps in increasing electronic customer retention
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CHAPTER ONE

INTRODUCTION

1.1 
Background to the study

Over the last decade the world has become more digitized and mobile. This digitization brought about by the advancement in technology has affected all sectors of the economy which online shopping platform sector is not an exception. As a result of this, business organizations world over have sought for ways of improving their business operations through improved technologies in order to serve their customers better. Consequently, the advent of Electronic commerce has assisted business organisations in achieving this desired goal. E- Commerce refers to online transactions- buying and selling of goods and/or services over electronic medium especially the internet (Yeo & Huang 2003). It consists of all commercial transactions mediated by digital technologies such as landline telephone, electronic mails, mobile-phones and internet which takes place over electronic networks.

Electronic commerce is reshaping many aspects of the business and the social life. Companies need to  adapt their strategies to  the  new realities if they  want to be competitive in the marketplace. E-commerce is a new way of conducting business and its influence is increasing every year (Chong 2008). The term “e- commerce” is described by Chaffey (2009) as all electronically mediated transactions between the company and third party. At the  same time e- commerce not only provides the companies with a huge  amount  of information, increases the speed of the transactions and decreases costs,  but also reshapes their marketing strategies and practices (Dou & Chou 2002). 

Stokes & Wilson (2006) also added that marketing difficulties of emerging online platforms like Jumia and Konga arise, either because of an inability to raise sufficient funds to properly create awareness of their platforms and products, or a lack of trust by customers due to internet fraud mishaps. 

1.2 
Statement of the Problem

Considering the constraints faced by the Nigerian emerging markets and the relevance of e- commerce services on business performance most especially in the aspect of consumer patronage, trust and performance, lots of study have been carried out on e-commerce and its implications. Donner & Donner and Escobari (2010) conducted studies majorly in African countries on e- commerce service usage, the findings from their studies revealed positive and significant relationship between e-commerce and market performance. In Nigeria, Okolo and Obidigbo (2014) examined the effect of e- commerce on the performance of companies in Nigeria and how its performance can be boosted, their study adopted survival, asset size and access to credit as a proxy to measure online company performance. Consequently, Okolo, Ani & Ofoegbu (2014) in their study made use of mobile penetration and internet penetration as their independent variable which the current study adopted but the study was conducted on economic growth. These studies have made tremendous contributions to the space of e-commerce. However to the knowledge of the researcher, little or no reference have been made to online stores. It is due to this gap in research, that this study is undertaken to investigate the impact of e-commerce on emerging online platforms in Nigeria, a case study of Konga Online stores. This study proves important as it sheds broader lights on the unique and  ever changing factors influencing the the emerging markets.

1.3 
Objectives of study

1. To Identify the influence of e- commerce in the socioeconomic development of Nigeria.

2. To identify the various ways e- Commerce affects the demand for goods.

3. To analyse how e- Commerce affect cross-border transactions?

1.4 
Research Questions

1. How does e-commerce influence socioeconomic development in Nigeria?

2. What are the various ways e- Commerce affects the demand for goods?

3. How does e- Commerce affect cross-border transactions?

1.5
Research Hypotheses

H0: E-commerce has no significant impact on emerging markets

Ha: E-commerce has significant impact on emerging market

H0: There is no significant relationship between e-commerce and emerging market

Ha2: There is a significant relationship between e-commerce and emerging market.

1.6
Scope of the Study

The research study makes use of primary and secondary source of data. It provides a conceptual and theoretical appraisal of the nature of e-commerce and the factors which determine firm’s performance.

All the data used for both the dependent and independent variables are collected during the survey. The research focuses on the emerging performance of Konga online store.

1.7
Significance of the Study

The significance of the study includes the following:

To contribute and add to the scanty literatures on effect of e- commerce on online marketing performance within the Nigerian context.
The work will be of immense contribution to Entrepreneurs, Telecom companies, banks and the Nigerian government to make friendly policies and create a safe haven for full adoption of e- commerce activities in Nigeria. This study will be of great importance to managers, business owners, as well as potential entrepreneur of small and medium scale organisations as it will enlighten them on the e- commerce services to adopt so as to improve their organisational performance.

1.8 Limitations of the Study

Financial constraint- Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).

Time constraint- The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work.
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CHAPTER TWO

LITERATURE REVIEW AND THEORITICAL FRAMEWORK

2.1 Concept of E-Commerce

E- commerce mean many things to many people: Some people conceive M-commerce as an extension of e-commerce to mobile phones. Some people think it is another new channel after the Internet. E- Commerce uses the internet for purchasing goods and services as well as sending and receiving messages using hand- held wireless devices. As reported in Ayo, Uyinomen, Fatudimu & Adebiyi, (2007), the major distinction between the electronic and mobile business transaction prefixed as “e” and “m” is that the electronic medium offers “anytime access”, while mobile medium offers “anytime and anywhere access” to business processes respectively. According to this definition, m-commerce represents a subset of all e- commerce, including both business-to-business and business to consumer.

Tiwari & Buse, (2006) argued that while an electronic transaction is limited to computer networks that are stationary, mobile transactions refer to computer networks that may support both stationary and wireless connections. Ayo, et al. (2007) and Buse (2002) opined that m- commerce has features that are listed as ubiquity, immediacy, real-time, localization (localized contents using a Global Positioning System (GPS), having pro-active functionality (through SMS), simple authentication procedure (based on a subscriber identification module (SIM) and Personal Identification Number (PIN).

However, (Davis et al., 2001) argued that there are still lots of challenges for businesses in adopting m-commerce because they are small and are challenged by lack of adequate resources and training, inadequate infrastructures, lack of push from the supply chain, lack of vision and a persistent poor security measures. In general, m-commerce refers to any transaction with a monetary value that is conducted via a mobile telecommunications network.

Bhasin (2005) explained that m-commerce was born due to new technological advances, such as, GSM networks, WAP protocols and 3G technologies. By using „innovative‟ technologies, mobile operators have promised to consumers more effective ways of communicating and transacting their business. He further opined that one of the areas of e-commerce that is rapidly growing across the globe is e- commerce (m-commerce).

Similarly, Obe & Balogun (2007) asserted that mobile phone has become an essential tool for everyday life, offering voice and data communication. They explained that the mobile handset‟s use is a universal trusted device which makes it the ideal terminal for secure and convenient financial services and benefits from wide familiarity amongst customer-base.

Also, Ondiege (2010) noted that while many people do not have access to financial services, they do have a mobile phone. Capitalizing on the phenomenal growth of mobile telecommunications in Africa, a number of service providers are already active in deploying mobile banking services to tap the demand from the large unbanked population. Guagraw, (2007) is of the view that one of the objectives of e- commerce is to improve the efficiency of microfinance by using mobile technology to make transactions faster, cheaper and more secured. It involves account transactions, balance checks and payments.

Accordingly, Mbiti& Weil (2011) noted that mobile phones technology has made it easier for businesses to conduct their financial transactions. This is because mobile phone commercial activities save time and provide a safer means of handling money transfers. In other words, mobile technology can be used to reach more customers and facilitate the exchange of information and decision making.Therefore, e- commerce provides businesses with a means through which they can reduce their operating costs as well as increase their ability to extend their business networks thus, enabling them to increase their performance.

2.2.1 e- commerce Services

e- commerce is the delivery of electronic commerce capabilities directly into the consumer´s mobile device, anywhere, anytime via cellular and wireless networks. It consists of mobile marketing services and mobile financial services which is the focus of this study.

2.2.2 Mobile Financial Services

Mobile Financial Services is an umbrella term used to describe any financial service that is provided using a mobile device.MFS consists of m-Banking, m-Payment and m-money transfer. According to Yakub, Bello&Adenuga (2013)

Mobile Money Transfer (MMT)

A Mobile Money Transfer is the exchange of funds from one party to another, using a mobile device to either initiate and/or complete the transaction. It is a service that is used by many people and organisations, both small and large. According to Kamau, Cerstin and Mukwana (2003) efficient and affordable money transfer and payment services are important financial services most people require, including those who do not typically use financial or banking services

“Mobile money” is money that can be accessed and used via mobile phone (Jenkins, 2008). Mobile money can be used to settle a variety of transactions conveniently and it transforms the mobile phone into a mobile wallet. To access Mobile Money Transfer Services (MMTS), a customer must first register at an authorized mobile money transfer retail outlet of a mobile network operator offering MMTS. The customer is then assigned an individual electronic money account that is linked to his phone number and accessible through a SIM card-resident application on the mobile phone. Customers can deposit and withdraw cash to/from their accounts by exchanging cash for electronic value at a network of retail stores (often referred to as agents). As opined by Anurag, Tyagi and Raddi (2009), once money is on the virtual account, the phone becomes a mobile wallet. Micro enterprises view payment through MMT as an easier form of cash delivery to their suppliers and business partners, a system which is relatively affordable, personal and can be used anywhere and at any time. Mobile money transfer has turned out to be efficient and affordable and is therefore preferred by many people.

2.3 M-Banking

Yakub, Bello, and Adenuga (2013) are of the view that mobile banking is an application of m- commerce which enables customers to access bank accounts through mobile devices to conduct and complete bank-related transactions such as balancing cheques, checking account status, transferring money and selling stocks. Mobile banking in its simplest form lets a user retrieve the balance of an account, a small number of the recent transactions, and transfer funds in-between accounts that the user holds.

According to Sadana,Mugweru, Murithi,Cracknell and Wright (2011), mobile banking is service that a bank offers, as such, it requires a bank account. It makes use of a mobile telecommunications network as a platform to perform traditional banking activities such as performing balance checks, transferring money between accounts and making payments. Mobile banking is akin to Internet banking and it is often included in the package a bank might offer its clients. In the widest of senses, mobile banking is advanced enough to replace the  entire suite of  service offered  through  a bank‟s  branch  and  internet  banking  services.

Mobile  banking  is  popular  and  exciting  to  the  customers  given  the  low  infrastructure requirements and a rapidly increasing mobile phone penetration in Nigeria. Services covered by this product include account enquiry, funds transfer, phone vending, changing password, and bill payments (Siyanbola, 2013). Banks like First Bank, Ecobank, Guaranty Trust Bank, United Bank for Africa and others have begun using mobile banking to serve their customers. For example, First Bank‟s brand for mobile banking is Firstmonies. Some of the features of mobile banking are: the GSM phone number serves as the account number which is linked to the customer‟s account; it has a wallet which can be loaded just by moving cash from a bank account.

Payments

Mobile Payments are payments for which the data and instruction are initiated, transmitted or confirmed via a mobile device. This can apply to online or offline purchases of services and digital or physical goods as well as P2P payments, including transfer of funds.

Mobile payments are often divided into two main categories; proximity payments and remote payments. However, the two are converging as neither is tied to a specific technology. Mobile payments are used for the payment of products and services. This can be C2B transfer, from a customer to a business as when paying utility bills and for purchases from a business, or B2C transfer, where a business disburses funds to customers for instance, when a microfinance institution disburses loans to customers. Wanyonyi and Bwisa (2013) viewed that this transfer of funds from one business to another business is done through a verification process, which involves both parties.

2.4 E-commerce and marketing strategy

As I mentioned in the previous section, one of the most common reasons for small companies to adopt e-commerce strategies in their  businesses according to the literature is to enhance competiveness (Xu & Quaddus  2009).  At  the same time e-commerce presupposes new possibilities and difficulties as well as certain changes in the marketing strategy. But according to Stockdale and Standing (2004), electronic technologies and e-commerce  are  not  the  reason for the market to exist. The basic principles of the marketing are the  same and the technology only facilitates the businesses (Stockdale & Standing 2004).

When companies apply technologies to achieve their marketing objectives, we can use the term ”e-marketing” (Chaffey 2002).

Allen and Fjermestad (2001) suggest that the impact of e-commerce  can be better understood in the contexts of the traditional marketing mix  of the  four Ps - Product, Price, Place and Promotion. Therefore they will be described in details in order to obtain a clearer picture of the impact of e-commerce.

Product

Traditional marketing considers “product” as anything which  can be  offer  in the market for satisfying customer needs. In e-commerce, information can be regarded as equal to the product itself (Evans & Wurster 1999). Enterprises providing clear relevant information can increase the attractiveness of their products. Technology improvements give possibilities  for  decreasing  the  cost of searching, collecting, and disseminating of information from  the  company and from the customers. Buyers can access information instantly, and even virtually test the product, which in traditional  marketing  concept  would  be time consuming. E-commerce changes even the way of delivering the product (Alrawi, 2007). For example a software company can offer the  purchased product to be downloaded directly from their  website after  the payment.  Or  the physical distribution can be replaced with online distribution. This can decrease the overall costs. The possibilities for innovation are also increasing. E-commerce provides better access and  communication  with  customers, which can be used for a better understanding of customer needs and finally offering a product which fully satisfy those (Allen & Fjermestad 2001). Moreover, e-commerce gives possibilities for shortening  the  product’s  life cycle, as well as the process of testing and development. At the same time, companies can expand their product line, offering additional interactive or physical services around the core product (Chaffey et al. 2000). As value-added product characteristics influence the customer’s perceptions, and brand is dependent on these perceptions, e-commerce can be used  to  create  strong brand identity and enhance brand awareness (Chaffey 2002).

Place

Marketing channels or “the place” has changed due to  e-commerce. The effect of e-commerce is higher on the “place” than on the  other  three  elements. Why? Because e-commerce changed rapidly the marketplace and offered tremendous opportunities for expanding the customer base and increasing the market share (Allen & Fjermestad 2001). According to Chaffey (2002) digital channels gives opportunities to selling more existing products on the same markets (market penetration).

Furthermore, Internet gives premise for more a global reach and creating of larger marketplace or  market  development.  E-commerce gives  new possibilities for distribution of the product and international expansion with relatively lower costs (Allen and Fjermestad 2001). Before, companies needed to invest huge amount of money to establish local supporting structures. Now, they create virtual market space, which can complement their traditional marketing channels. Chaffey (2002) stated that this is a  big  opportunity especially for small and medium size companies. Moreover, the large variety of choices is available 24h per day and buyers can at the same time consider different offers from a variety of sellers (Alrawi 2007). Additionally, companies can shorten their supply chains and bypass some of  the  parts  of the  value chain (Allen & Fjermestad 2001).

Price

Price is the most flexible of the four elements of the marketing  mix.  At the same time it is the only element which generates revenues,  that’s  why companies should be aware of possibilities and threads exposed on (Allen & Fjermestad 2001). With the increased exchange of information, customers can easily compare different prices on a global scale and quickly make their choice. The price competition is increasing, companies are pressured to decrease the prices, and turn to other sources of competitive advantage. This can lead  to  price standardization across borders (Allen & Fjermestad, 2001).

At the same time, there are possibilities for decreasing the overall costs for storing, and also administrative costs. By better coordination of production, distribution and sales, companies can decrease the overall costs  of  their  products (Alrawi 2007). Moreover, companies selling online can offer special discounts in order to meet its objectives. The lower overhead of electronic transactions than telephone or personal sales gives possibilities for these price reductions (Chaffey 2002).

Promotion

E-commerce provides a new way to communicate company’s messages to the customers. Enterprises can connect the traditional method for obtaining information, like product testing and focus groups with the information from their e-commerce website to build a unique profile for every  customer.  By doing this, they can develop more precisely advertising messages to targeted groups or individuals using such tools like e-mails, web media, blogs,  social media adds and others (Allen & Fjermestad 2001). Performed well, the  low-  cost promotion over the Internet leads to competitive advantage for the companies over these competitors who did not succeed  it.  Companies  can either create web site with the idea of communicating messages to the customers, or use external internet advertisement to attract visitors  to  their home page. Sales promotions can be established quickly, and customers can be better informed. Direct marketing, which in traditional  strategy  is  too  costly and time-consuming, now can be performed faster using direct e-mails. Of course, this cannot fully replace the “old way” but supplement the overall marketing strategy. For example, direct e-marketing  can  be  used  to  identify and establish the relationships with customers, and then face-to-face approach can be performed (Allen & Fjermestad 2001). However, there  are  some negatives of relying entirely on online promotion. For example, customers are still unwilling to share information fully, feared for their privacy because the information can be used with unclear intentions. Evans and Wurster (1999) suggest that if marketers used the information to create additional value, customers will be more willing to share the  information.  Therefore  e- commerce and internet promotion suppose more  efforts  for  satisfying customer needs and predispose the customers to share information.

Summarizing, the traditional marketing strategy is changing due to the development of the technology and e-commerce.  Companies  are  not  limited on the marketplace in which they operate, can offer more  products, communicate and receive more information. A good illustration  of  the difference between traditional business and e-commerce is given by Evans and Wurster (1999). According to them, the main points are: reach, richness and affiliation. Reach, means the access and connection with customers and  how many products can be offered to them. It is the  main  visible  difference  between e-commerce and traditional business. Richness is connected with the information which has been exchanged and  the  possibilities  for  building strong lasting relationships. Companies start using this  information  to  customize their offerings according to  the  individual  needs.  Traditional business experienced difficulties in collecting and using this information. That was too costly and time consuming. According to Evans and Wurster (1999), while traditional businesses need always to make trade-offs between reach and richness, with e-commerce this could be avoided.  With  relatively  low investments customers can get access to lots of information and receive many products. The possibilities for the company to collect information and use it  after to improve its performance are increasing. The third  element is  affiliation, or the effectiveness of the links with partners and customers (Chaffey 2009). While traditional commerce is centred on the company, e-commerce is shifting more attention to customers and the information offered is regarded as an important element for building a competitive advantage (Evans  &  Wurster 1999).

Benefits of e-commerce adoption in small companies

Research among small size companies about  the  perceived  e-commerce benefits have increased in recent years. However, due to  the  differences between the countries, the character of the companies  and  type  of business  they are into, the results are different. As illustrated in table 3, Chaffey (2009) divides the benefits from e-commerce into tangible and intangible.  While tangible are connected with increased sales, decreased cost  and  market expansion which can be measured, intangible benefits are hard to identify and access. But they obviously are connected with the tangible. For example, if the company shorten its product development lifecycle, this could lead to costs savings and better satisfying customer needs  and  finally  increased  sales (tangible benefits).

Table 1: Tangible and intangible benefits from e-commerce (Chaffey 2009)

	Tangible benefits
	Intangible benefits

	Increased sales (new customers, new markets, repeat selling, cross-selling)
	Increased brand awareness

	Marketing cost reductions (reduced time for customer service, online sales,

reduced distribution costs, reduced advertising costs)
	Better corporate image

	Supply-chain costs reduction (reduced

inventory, increased competition, shortening the process of ordering)
	Improved marketing communication

	Decreasing the administrative costs
	Improved product development process

	
	Finding new partners

	
	Improved effectiveness of market

information

	
	Feedback from customers


Digging into the problem and examining other publications gives a more  detailed picture about the problem. For example Abid et al. (2011) stated  that  the most important benefits are connected with the competitive environment rather than just cost savings. The following major benefits have been reported: increased sales and increased ability to compete. Next to them, companies highlight increased customers service and reaching large number of customers (Abid et al. 2011).

Xu & Quaddus (2009) state that the increased ability to  obtain information about customers and suppliers is one of the major  benefits  for  small companies. Moreover, they can benefit from expanding their covering beyond the regional or even national borders. With the global nature of  the technologies, companies can increase their market presence by penetrate in the global market (Xu & Quaddus 2009; Turban et al. 2008). The authors suggest that in the near future e-commerce will become a necessity for survival in ever increasing market competition.

Nevertheless, through e-commerce small businesses  can increase  their  ability to communicate with customers, suppliers and competitors to  the  same degree as many of the largest companies, leading to greater  ability  to  compete  by  being more flexible (Fillis et al. 2003). Stockdale and Standing (2004) also  support that. They suggest  that  because of the size,  the small  companies will  be more adaptable to the changing conditions and can gain from the increased speed and flexibility which e-commerce offers.

At the same time, most small companies nowadays  are  primarily  concerned with short term and tangible benefits like cost savings than the long  term  indirect benefits, like better corporate image (Duan 2011).  The explanation of the author is that even if e-commerce leads to some intangible benefits for the small business, these perceived benefits are far below the initial expectations (Duan 2011).

Cost savings are also being commonly reported as a result of e-commerce implementation. Abid et al. (2011) propose that  these  saving  are  mainly  because of the improved customer service, leading to less stuff and time to maintain the customer operation as well as decreased material expenses. Going online gives possibilities for low cost  day-to-day  operation  and  improved access to products and services from customers. For example, a purchase and payment of digital product can be made online, and the product then can be downloaded from the customers. This leads to reduced operational  costs  for  the company. Nevertheless, more efficient and  less expensive  way of looking  for suppliers or customers can be expected (Stockdale & Standing 2004).

It is being reported that e-commerce gives opportunities for small business to increase their service offerings and improve the quality.  Moreover, the benefits of the customer service and support online are big and this leads to better satisfaction, increased communication and interaction (Abid et al. 2011; Xu & Quaddus 2009).

Additionally, it is being stated that the perceived  benefits  of  e-commerce  among small companies are more than the larger, when talking about the customer service and customer relationships. According to Stockdale and Standing (2004), the ability to tailor unique customer products and services to individuals leads to better customer satisfaction  and  e-marketplace  facilitates this ability. Due to the transparency of information, companies can  easily identify where and how to differentiate their  product  from  the  other companies on the same marketplace (Stockdale & Standing 2004).

2.5 Concept of Organizational Performance

In Nigeria both the federal and state government have recognized that sustainable growth and development as well as financial empowerment of the rural areas is vital, being the repository of the predominantly economically active but poor in the society and in particular the businesses. Olaitan (2006) says that credit has been recognized as an essential tool for promoting Small and Medium Enterprises (businesses) in Nigeria.Investor-words (2011) defined performance as the results of activities of an organization or investment over a given period. Organizational goal achievement is the main yardstick of measuring the degree of SSEs performance (Owoseni&Adeyele, 2012).

Neely (1999) define performance as the action of doing things that is, using things attending  to conditions and processing, communicating and achieving results. Performance is the actual work that is done to ensuring that an organization achieves its mission. Performance encompasses input conditions, processes elements, output, consequences and feedback. This study defines performance as the systematic and scientific comparison of input and output.

Continuous improved performance is the objective of any organisation because only through performance, organisations are able to grow and progress. Zeitun and Tian (2007), explained performance as a controversial issue in the financial strategy of most corporate organisations due to its multi-dimentional meanings. The concept is used to analyse the performance of a business that possess the quality of an organisation having a legal status. To explain the concept therefore, a precise and satisfactory description of the context in which it is used should be made in order to have a sense of direction.

However, the concept of organisational performance is very common in the academic literature, as it is one of the most widely used variable in organisational research today, yet at the same time, it remains one of the most vague and loosely defined constructs (Rogers et al. as cited in Jahanshahi, Reraei, Nawaser, Ranjbar&Pitamber, 2012). Its definition is difficult as there are many definitions of organisational performance and no two definitions agree on the precise characteristics (Abusa, 2011). According to Griffin (2003), organisational performance is described as the extent to which the organisation is able to meet the needs of its stakeholders and its own needs for survival. Organisational performance according to  Iravo (2011) is rapidly becoming more accepted as necessary to enhance the productivity and profitability of organisations and is consequently expanding. Almajalietal., (2012) viewed organisational performance as the result of an activity which has been achieved by an organisation related to its authority and responsibility in achieving the goal legally, not against the law, and conforming to the morale and ethics of the organisation.

In measuring organisational performance, different approaches may be adopted depending on the perspective of the study. Organisational performance according to Hansen and Mowen (2005) can be measured either financially or non-financially and it is important to note that the measurement of organisational performance may be affected by the objective of an organisation which in turn affects the choice of the performance measures. Financial performance measures such as profit maximization, maximizing profit on asset, and maximizing shareholders benefits are the core of firms‟ effectiveness (Chakravarthy, 1986). While non-financial performance measures such as growth in sales and growth in market share, provide a broad definition of performance which focus on the factors that ultimately lead to financial performance (Hofer & Sandberg, 1987; as cited in Zeitun&Tian, 2007).

Abusa (2011) expressed organisational performance in eight measurement variables which includes; customer satisfaction, employee morale, defects as a percentage of production volume, sales growth, profit improvement, export growth, production performance improvement, overall business performance compared with an excellent competitor in the same industry.

Heng and San (2011) identified ways of measuring organisational performance, such as productivity, profitability, growth or even customer satisfaction. Mubaraq (2005) stated that there are many measures of performance based on non-financial information as not all activities of an enterprise are capable of being expressed in monetary terms, and only financial statements are not adequate to measure all aspects of performance. According to the author, the following are non-financial measures of performance; number of customers and suppliers, staff turnover, training time per employee, number of production stoppage through staff, output per employee, adherence to quality and product, absenteeism and accidents, number of complaints received and production lead time.This study adopts the model proposed by Okolo and Obidigbo (2014) for businesses survival, businesses asset size and Bank lending to businesses to measure performance.

Determinants of Financial Performance in businesses

The performance measurement system for service industries is also called the Results and Determinants Framework. The framework consists of two types – results and determinants. The measures related to results are competitiveness and financial performance, while the measures related to determinants of those results are quality, flexibility, resource utilization and innovation. The Balanced Scorecard (BSC) emphasizes the linkage of measurement with strategy (Kaplan & Norton, 2001). The BSC has four different perspectives – financial, customer, internal business and innovation and learning. The BSC gives a holistic view of the organization by simultaneously looking at the four perspectives, thereby enabling companies to track financial results while simultaneously monitoring progress in building capabilities and acquiring the assets needed for future growth.

The main issues associated with traditional performance measurement may be summarised as: lack of alignment between performance measures and strategy; failure to include non- financial and less tangible factors such as quality, customer satisfaction and employee morale; mainly backward looking, thus poor predictors of future performance; encouraging short-termism; insular or inwards-looking measures giving misleading signals for improvement and innovation.

The discourse on contemporary approaches to performance measurement highlights how shorter term operational measures affect business performance and measures in the longer term. This debate led to the development of the notion of leading and lagging indicators where the leading indicators are the indicators that provide an early warning of what may happen in the future and the lagging indicators communicate what has actually happened in the past (Anderson &McAdam, 2004)

The notion of creating performance measures that are predictive adds an important characteristic to the thinking behind performance measurement in general. In order for any performance indicator (leading or lagging) to be predictive a single point of measure would be meaningless and that prediction would need to be based around a time series of measures indicating how performance is changing in time, thus allowing one to predict what may lie in the future. It is thought that leading and lagging indicators, when used in a time series format, brings organisations one step closer to having predictive performance measurement systems (Bourne et al., 2000; Neely et al., 1995).

Meilan (2010) agrees that there is a wholistic approach and Balanced Scorecard approach to performance evaluation for businesses. Financial performance continues to be one of the most significant challenges for the creation, survival and growth of businesses especially innovative ones.Generally, SME owners are the main decision makers in the business, this determines the probability of success or otherwise of the business as their judgments are the keys determinants of success or failure of the business. Legally, Cassar (2004) notes that incorporation may be perceived by banks and other finance suppliers as an encouraging sign of the firm‟s formality and creditability. Consequently, incorporated firms appear to be in a very favoured position in receiving external funding in comparison with unincorporated firms such as family and single ownership businesses, incorporated firms are more organised and possess accurate financial data (books of account) along with good loan proposals. For many businesses in Nigeria, access to finance and capital appear to be difficult. This comes as a consequence of weak banking institutions, lack of capital market and inefficient legal framework regarding credit and collateral assessment. Financing of businesses and access to finance plays a crucial role in the growth process and development of the enterprises (WB, 2011).

According to Fatoki and Garwe (2010), the lack of capital seems to be the primary reason for business failure and is considered to be the greatest problem facing the survival of small and medium businesses. This was supported by Shafeek (2009) who said that, from a business viewpoint without adequate financing, the business will be unable to maintain and acquire facilities, attract and retain capable staff, produce and market a product, or do any of the other things necessary to run a successful operation Stokes and Wilson (2006) also added on to say that financial difficulties of businesses arise, either because of an inability to raise sufficient funds to properly capitalise the business, or a mismanagement of the funds that do exist or a combination of both. He explained that, access to external funds may be difficult to achieve for new or young, small and micro businesses with no track record, especially for owners without personal assets to offer as security. Also, it is widely accepted that the size of an organization in terms of its assets is a proxy for financial robustness considerations. Therefore, the importance of these variables (survival, asset size and access to credit) makes it necessary to serve as proxies for the measurement of businesses performance in this study. According to Okolo and Obidigbo (2014), small and medium enterprises depend on loan for survival and performance. Therefore, they proposed the following performance measures which the study adopted. Survival of businesses was measured by the number of registered small businesses for the period under study (2003 – 2014) Asset Size of businesses was measured by startup capital of small businesses.
A good measurement of businesses performance should be able to consider the goal of the owner or a policy designed to promote the sector in the areas of some specific results such as output and profitability (Marr & Schiuma,2003). Performance can be measured in terms of its output especially when the population consists of manufacturing firms only (Adebayo, (2013),Luper, (2012),&Obokoh,2008), but to Christopher (2012): increase in branches, capital, number of employees and profit. In a study of businesses key failure factors in Nigeria by Ihua (2009), the result revealed that improper and poor planning, poor accounting and book-keeping, management inability (incompetence) and fierce market competition were key factors influencing businesses failure in Nigeria. Another study by Ayande and Laraba (2011) established high level of technical inefficiency in the areas of supply of imputs, markets, and credit facilities, which reduce the potential output levels significantly, characterize the Nigerian businesses. Other studies that established positive relationship between managerial skills and businesses performance are Agbim (2013) in Benue north central of Nigeria and Shehu,Aminu,Kamariah, Mat and Nasiru (2013) in Kano north in Northern Nigeria

Businesses Survival

Access to financing continues to be one of the most significant challenges for the creation, survival and growth of businesses especially innovative ones. Generally, SME owners are the main decision makers in the business. This increases the probability of success or otherwise of the business as their judgments is the key determinants of success or failure of the business. Legally, Cassar (2004) notes that incorporation may be perceived by banks and other finance suppliers as an encouraging sign of the firm‟s formality and creditability. Consequently, incorporated firms appear to be in a favored position in receiving external funding in comparison with unincorporated firms such as family and single ownership businesses, incorporated firms are more organized and possess accurate financial data (books of account) along with good loan proposals. Other studies (Storey, 1994) concluded that very limited number of private companies are more likely to be reliant on formal financing.

Indeed, Abor and Biekpe (2007) found that the Ghanaian firms involved in agricultural or manufacturing sectors have higher capital and asset structures than those operating in wholesale and retail sectors. Subsequently, these assets can be used as potential collateral values for banks and encourage them to issue bank loans. However, the firms using rentable assets or having low assets structures, as is the case with service businesses, are subject to low financial access due to scarcity of collateral values.

AryeeteyEea (1994). In terms of size, banks tend to issue more credit to larger firms as compared to smaller firms. Additionally, young ventures at start-up levels may not have the level of expertise and success history required.

Klapper Laeven, L. and Rajan, (2010) found that young firms (less than four years) rely more on internal financing than bank financing. Similarly, Woldie, et al. (2012) in Tanzania observed that firms at start-ups and less than five years depended more on informal financing sources. It is generally expensive and difficult for new firms to acquire bank financing, mainly due to the information asymmetry problem and high collateral requirements (Ngoc et al 2009). Similarly, Bougheas et al (2005) in their studies found that young businesses are generally more susceptible to a potential business failure than older firms. This increases the reluctance of banks to provide them with adequate loans. It also makes sense as older firms demonstrate more expertise, credit and success history than younger firms. Similarly, In China, Honhyan (2009) found that the investment portfolios of larger firms were more diversified, which lessen the probability of failure and makes banks more confident to issue loans based on their expertise and large assets structures.

Asset size

Large holdings of tangible assets may mean that the firm uses a stable source of return which provides more internally generated funds thereby leading firms to use less debt, under the pecking order financing theory. As a matter of fact,Klapper et al. (2002), Hall et al. (2004) and Sogorb-Mira (2005) find a negative relationship between short-term debt and the relative size of tangible assets and a positive relationship between long-term debt and the relative size of tangible assets.

It is widely accepted that the size of an organization in terms of its assets is a proxy for financial robustness considerations. Warner (1977) and Petit and Singer (1985) denote that larger firms tend to be more diversified and go bankrupt less often than smaller ones. Furthermore, information costs are lower for larger firms because of better quality (accuracy and transparency) of financial information. Psillaki and Daskalakis (2009) find a positive relationship between size and leverage for Greek, French, Italian and Portuguese businesses. Panno (2003) and Ojah andManrique (2003) also find a positive relationship between size and financial leverage for English and Spanish firms respectively.

However, Rajan andZingales (1995) note that firms size could serve as a proxy for the information to outside investors, leading to a higher preference for equity for larger firms.

E- commerce and businesses Performance

Chogi (2006) did a study to investigate the impact of internet technologies on businesses performance in Nigeria. The data for the study was collected using a self-structured questionnaire. The results of the study revealed that most businesses perceived that mobile phones had a positive impact on their revenues. Additionally, the result of the study indicated that majority of businesses perceived that mobile banking enabled them to reduce their operating costs.

Bangens & Soderberg (2008) assessed the role of mobile banking and its potential to provide basic banking services to the vast majority of people in Sub-Saharan Africa. The data for the study was collected from both the primary and secondary sources. According to their findings, mobile banking had facilitated financial transactions and remittance of funds. Additionally, the results of their study indicated that mobile banking had enhanced the operations and competitiveness of businesses. The scope of the study is too broad and so lacked specific reference as a result of geographical, political, economic and socio-cultural differences.

Huang (2008) conducted a study to determine the impact of mobile phones on businesses performance in Auckland, New Zealand. He used a questionnaire to collect primary data. The results of his study indicated that most businesses in Auckland used mobile technology to conduct their business activities. Additionally, the results of the study indicated that the use of mobile devices had enabled businesses to increase their annual turnover as a result of additional business networking  opportunities.  Although  the  study was  undertaken  to  determine  the  impact of mobile phones on the operational performance but failed to examine its adoption to financial accessibility

Wambari (2009) conducted a case study in Kenya to determine the impact of mobile banking in developing countries. He used a semi-structured questionnaire to collect data from a sample of 20 businesses. The results of his study indicated that mobile banking had a positive impact on financial transactions of businesses. Furthermore, the results of the study indicated that the adoption of mobile banking had enabled businesses to increase their sales thereby leading to improved financial performance. The study focused more on the aspect of mobile marketing than on other aspects like financial accessibility to e- commerce services.

Similarly, Donner & Escobari (2010) assessed the use of mobile phones by businesses in developing countries. They used questionnaires to collect data from fourteen research studies that had examined mobile use by businesses. According to their findings, mobile phones had helped businesses to become more productive and to improve their sales thereby improving their financial performance. The study focused on the marketing aspect of businesses and how it improves their financial performance and avoided the financial aspect on how it accesses it finances from commercial banks.

Likewise, Higgins, Kendall & Lyon (2012) conducted a study to determine mobile money usage patterns of Kenyan businesses. They used a questionnaire to collect data from 865 businesses owners. The results of their study showed that 99.5% of the businesses used mobile money. Moreover, the study results indicated that the use of mobile money enabled businesses to improve their performance. The rate of adoption of e- commerce in Kenya is relatively higher than what is obtainable in Nigeria.

Okolo, Ani and Ofoegbu (2014) assessed the implications of e- commerce on the economy of Nigeria. Ordinary least square correlation matrix test and Granger-causality test were employed to measure the extent to which telecommunication contribution impacted positively on Gross Domestic Product (GDP) of Nigeria. Mobile penetration had negative and statistically insignificant effect on gross domestic product, while mobile penetration aids e- commerce in Nigeria, it negatively affect Nigeria‟s trade balance and economic growth due to huge import of mobile phones. 

However, mobile phones could not impact significantly on economic growth in Nigeria because of its inability to produce mobile phones locally. The study made use of mobile penetration, internet penetration which is part of the independent variable adopted for the study but did not make use of survival, asset size and access to credit, also the domain of the study is the Nigerian economy and not businesses.

Okolo and Obidigbo (2014) examined the effect of e- commerce on the performance of businesses in Nigeria and how its performance can be boosted. He employed ordinary least square regression method of analysis to measure the performance of businesses which was proxied by survival, asset size and access to credit. The study revealed that mobile penetration and asset size of businesses showed an insignificant relationship while lending rates of deposit money banks significantly impacted on small and medium enterprises access to credit. However, performance would have best been measured using profitability.although this study is a replicative study of the study carried out by Okolo and Obidigbo (2014) but their work is limited in the following areas: in terms of the scope of their study which is from 1996 to 2010 which does not reflects current picture of the actual reality. Also,no sufficient tests like heteroskedasticity test, cointegration test was conducted to validate the conclusion of the study thereby making their conclusion spurious.Also the use of Ordinary least square regression as a tool of data analysis used for their study is a serious methodological gap which this study has tried to cover. In terms of theoretical underpinning Okolo and Obidigbo (2014) did not underpin their work with any theory to make logical sense of the relationship of the variables and the factors that have been deemed relevant to the problem. All this limitations and more the current study has adequately addressed.

2.6 Mobile Money Variables Attractive to businesses.
The existing variables from research conducted by other scholars include increased accessibility, low cost, convenience, security, satisfaction and support efficiency and reliability.(Mbogo, 2010). With mobile money services achieving critical mass, it is likely that non-users are being encouraged to adopt by those already in the system.

The transaction cost is considered lower than any other alternative. As outlined by Zutt (2010), the clearest direct benefits of mobile money are greater convenience, faster speed, and lower cost of transferring funds. This becomes apparent when a comparison is made with traditional methods of sending and receiving money such as; through public transport, through friends, or through Posta Pay Services. All these traditional methods outlined have far more risks compared to mobile money systems which are generally cheaper than these alternatives and both the sender and the receiver are given instant information regarding the transaction. The uptake of mobile money services benefits businesses in various ways primarily by moving toward cashless communities as outlined above (Wishart, 2006). Mobile money is particularly attractive to businesses because the services are considered far cheaper than the current alternatives such as Western Union when transferring money from one person to another (Omwansa, 2009). This benefit can be extended to the transfer of money from the buyer to the seller during routine business transactions. This can be achieved in real time since mobile money services are almost instantaneous; similar to cash transactions. Therefore, transaction time is not affected while increasing convenience of not dealing with cash and maintaining almost liquid value of cash within the mobile money service are enhanced. World Bank (2012) declares that mobile money is considered liquid enough to allow for easy, fast conversion. This is aided by convenient access to agents in various locations to aid in transactions.

The speed and safety of mobile money services has enabled quick and easy transfer of money. This has sparked the growth of various economic activities, especially in the rural areas, through increased money circulation boosting local consumption (Zutt 2010). It is likely that reduced costs and increased efficiently and reliability of the systems have enabled more people to send money to the rural areas increasing economic activities in those places. For example, it is possible for a farmer to receive money to purchase seeds without unnecessary travel during planting season. However, current data is lacking to support such flow. Data is, however, available to confirm an increase in movement of money from the rich to the poor when schools reopen, which is an indication of money being made available for school fees (Zutt, 2010).

The extensive coverage of mobile service providers as outlined above has not only resulted to high rates of convenience, but has made the service effective and reliable as a means to send money with the interface between agents and customers functioning with minimal complaints from customers.

2.7 Theoretical Framework

The theoretical framework helps to make logical sense of the relationship of the variables and the factors that have been deemed relevant to the problem. It provides definitions of the relationship between all the variables so that the theorized relationship between them can be understood. The theoretical framework will therefore guide the research, determining what factors will be measured and what statistical relationship the research will look for.

Schumpeterian theory of Innovation

Schumpeter first provided the most tangible theory on innovation in 1934 (Schumpeter, 2008). By considering consumers as passive players in the establishment of the unusual approaches to satisfaction of needs and wants, Schumpeter indicated that innovation is the foundation of profitability and competitive advantage. The Schumpeterian Theory of Innovation essentially explains economic change and the entrepreneur is the central innovator.

According to Piore (2007), Schumpeter identified that society thrives the ability to uphold contradictions and antagonistic tendencies. The existence of these contradictions provides the impetus for instrumental thought in the process of establishing solutions to bridge the divide. As a result, the qualitative and quantitative aspects of innovation were founded on establishment of new combinations of existing resources. Although the emergence of novel resources was still possible, Schumpeter identified the inverse relationship between resistance to change and innovation (Fagerberg, 2003). The static nature of innovation propagated the clustering of innovation in specific industries, albeit for a specific period.

Task-Technology Fit Theory

This theory was postulated by Goodhue & Thompson (1995) argued that the fit between task characteristics and technology characteristics affected individual performance. e- commerce service usage is determined by both the characteristics of the technology and the needs of the users. The TTF model suggests that a better fit between technology functionalities, task requirements, and individual abilities will lead to better performance. Goodhue and Thompson (1995) propose the technology-to-performance chain model and assert that for an information technology to have a positive impact on individual performance, the technology must be utilized, and the technology must be a good fit with the tasks it supports. Goodhue (1995) further argues that task-technology fit determines the performance of using information technology, and that users can reliably evaluate the task-technology fit. The theory had helped in proposing a framework for assessing performance.

In another development, Zigurs& Buckland (1998) expanded the scope of the theory from the individual level to group level when they applied the theory to explain the effectiveness of group support systems.

For mobile technology, the major characteristics are mobility and reachability. Turban & King (2003) identify five value-added attributes:

Ubiquity: Available at any location at any time.

Convenience: Convenient for users to operate.

Instant connectivity: Easily connected to the target.

Personalization: Allows for preparation of personalized information.

Localization: Location-specific information and products.

These five attributes mentioned above addressed three major criteria: location-sensitive, time- critical, and personal. If a task's requirements meet these criteria, its fit with mobile technology would be high. If the requirements do not meet these criteria, the fit is low.

The decision to base the study on this theory was informed by the fact that e- commerce financial service usage is determined by the characteristics of the technology and the needs of the users. The independent variable which is e- commerce relates more to the characteristic of the technology which are Ubiquity, Convenience, Instant connectivity, Personalization and Localization while the needs of the users include banking, money transfers and payments which businesses in Nigeria may adopt to enhance its daily operations and in the long run, improve the overall organizational performance as it relates to the dependent variable which is organisational performance proxied by survival, asset size and access to credit is the outcome of the e- commerce service technology adopted. This theory was chosen because there is a fit between e- commerce financial services, its functionalities, task requirements and the organizational abilities that will translate to better performance. This fit in the adoption of this mobile technology emanates from the digitalization and mobility of every sector of the nation‟s economy especially in Nigeria where the Small and Medium Scale Enterprise plays a very pivotal, significant and relevant role.

Background history of Konga

Konga.com is a Nigerian e-commerce company founded in July 2012 with headquarters in Gbagada, Lagos State. It offers a third-party online marketplace, as well as first-party direct retail spanning various categories including consumer electronics, fashion, home appliances, books, children's items, computers & accessories, phones and tablets, health care and personal care products. The company also has logistics service (KXPRESS), which enables the timely shipment and delivery of packages to customers.

Konga was founded in July 2012 by Sim Shagaya, with 20 staff. Shortly after launching in 2012, Konga raised a $3.5 million seed round from Investment AB Kinnevik. The site initially functioned as a Lagos-only online retailer focused on merchandise in the Baby, Beauty, and Personal Care categories, but broadened its scope to all of Nigeria in December 2012 and gradually expanded merchandise categories through 2012 and 2013. This expansion may have been a response to Konga's major competitor, Rocket Internet backed Jumia, which launched around the same time and was functional across all categories.

In early 2013, Konga raised a $10 million Series A round from Investment AB Kinnevik and Naspers. In Q2 2013, Konga beta-tested 'Konga Mall,' opening up the Konga platform to third-party retailers and moving away from a pure first-party online retail model.Investment AB Kinnevik In late 2013, Konga finalized a $25 million Series B round from previous investors,  and Naspers, the largest single round raised by a single African startup at the time.[8] On November 29, 2013, Konga.com crashed and remained offline for 45 minutes as a result of unprecedented traffic stemming from its Black Friday promotion. Konga sold more during the first six hours of the promotion than it did in the prior month.

Konga officially launched its third-party retail platform in the first half of 2014, rebranding it as 'Marketplace' from 'Konga Mall'; by the end of 2014, Konga's Marketplace featured 8,000 merchants, beating internal targets of 1,000 merchants eight-fold. Konga received USD $3.5 million worth of orders during its 2014 Black Friday promotion, compared to USD $300,000 during the promotion in the previous year. Konga reportedly grew 2014 revenue 450% from 2013. In late 2014, Konga finalized a $40 million Series C round from Investment AB Kinnevik and Naspers, the largest single round raised by a single African startup to date.=[failed verification] Despite reports that Naspers acquired 50% of Konga in 2013, publicly traded Naspers disclosed that its stake in Konga after the October 2014 Series C investment was 40.22% Konga was reportedly valued at approximately $200 million as of the Series C.

In January 2015, Konga was ranked as the most visited website in Nigeria by Alexa Internet According to CEO Sim Shagaya, Konga "leads the field in Nigeria today [early 2015] in Gross Merchandise Value," a metric measuring the total value of merchandise sold through a particular marketplace.

Konga announced it acquired the assets and mobile money license of Zinternet Nigeria Limited in June 2015, thereby meeting the Central Bank of Nigeria's legal requirement for the provision of mobile payment services. The acquisition will support KongaPay, launched in August 2015, Konga's solution to facilitate uptake of cashless electronic payments. With over 80 million mobile internet users in Nigeria, Konga has made online payment easy with its delivery payment option embraced by its numerous users.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter deals with the methods of data collection which includes research design, area of the study, population of the study, sampling size and sampling techniques.

3.2 Research Design

This study adopted the descriptive research design of survey type. This type of design allows the researcher to use a sub set of a population as sample (Nworgu, 2006). It also, allows the use of questionnaire for collection of data from respondents (Neuman, 2007) and attempts to describe all aspects of respondents‟ perception and/or opinion (Nwanna, 1990). The choice of the above research design was therefore considered appropriate in this study because the data was collected from a sample representative of the population who are students spread over faculty of management science, University of Jos.

3.3 Area of the Study

University of Jos was founded in 1975 as a federal government owned and funded university. The university is located in Jos, Plateau state capital. The institution offers courses in various fields ranging from law to pharmacy, medicine, economics etc. This research focuses on the students in the department of marketing, faculty of management science.

3.4 Population of the Study

The target population for this study consists of all the male and female students in the department of marketing, faculty of management science in the university of Jos, the population size is estimated at 700 students from 100 level to 400 level.
3.5 Sample Size and Sampling Technique

Purposeful sampling technique was used for the sample selection due to the type of information needed for the study, management science students were sampled out for this study in order to get adequate information for the research work. The sample was calculated using the Taro - Yamane (1967) simplified formula for finite population proportions. The sample size for the study using the Yaro Yamane formular. 

n = N/ 1+N(e)2

n = sample size 

N = population size e = acceptable sample error 95% confidence level and P = 0.05 are assumed

n=700/1+700(0.05)2

n=311  

Therefore, the sample size is 311

3.6 Research Instrument

The instrument used in collecting the data from the people is questionnaire.

3.7 Method of data collection

The undergraduate Questionnaire (UQ) instrument was administered and retrieved. Data were gotten by interview and through other secondary data source like journals etc.

3.8 Method of Data Analysis

The researcher employed different statistical tools in analysing the data obtained for this study. The bio data obtained were analysed using Simple percentages and frequency table. While the research questions were analysed using:  statistical mean and standard deviation.

A code book will be designed to facilitate transfer of the survey data into a summary form in the code sheet, this code sheet will be analyzed. The data will be analyzed and interpreted using simple percentage for variables analysed and chi-square for Bivaria analysis, percentage will also be used because it is a statistical measured tool used for descriptive purpose.

3.9 Validation of Research Instrument

To ascertain the face and content validity of the instrument, the test item was submitted to the Project supervisor, department of marketing, for critique. After making the necessary correction, the instrument was submitted to the supervisor for further scrutiny. The comments and observation of the supervisors was taken care of and then the final draft was submitted.

Questionnaire distribution

	Number distributed
	311
	100%

	Number returned
	284
	91.3%

	Number not returned
	27
	8.7%
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CHAPTER FOUR

DATA ANALYSIS AND PRESENTATION

4.0 Introduction

This chapter focuses on the analysis of the data collected for the study. The results are presented in three sections. The first section focuses on the analysis of demographic data, second section answers research questions and test hypotheses. The last section discusses research findings.

4.1 Socio-demographic data of respondents

The demographic data obtained in the study from the students is analysed using frequency and percentage. This is presented as follows.

Table 4.1: Distribution of Respondents by Gender

	Gender
	Frequency
	Per cent

	Male
	151
	53.2

	Female
	133
	46.8

	Total
	284
	100.0


Table 4.1 shows the distribution of the respondents by their gender. Out of the total number of students being questioned, 151 or 53.2% were male while 131 or 46.8% were female. In the distribution male respondents outnumbered their female counterparts.

Table 4.2 Distribution of Respondents by Age

	Age Range
	Frequency
	Percent

	15-18
	42
	14.8

	19-21
	119
	41.9

	22-24
	123
	43.3

	Total
	284
	100.0


Table 4.2 shows the distribution of respondents by their age ranges. Of the total number of 284 Unijos students being questioned, 42 or 14.8% were between 15 and 18 years while 119 or 41.9% were between 19 and 21 years and 123 or 43.3% were between 22 and 24 years.

Table 4.3 student’s knowledge of online stores

	Response 
	Frequency 
	Percentage % 

	Yes 
	257 
	90.5

	No 
	 27
	9.5

	Total  
	284 
	100 


The results in the table above show that 257 respondents representing a 90.5%, know about online stores. 

The remaining 27, representing a 9.5%, indicate that they have no knowledge of online stores. This implies that the a good number of students in the faculty of management science, University of Jos know about online stores.

Table 4.4 Respondent’s patronage of online stores
	Response 
	Frequency 
	Percentage % 

	Yes 
	95
	33.5 

	No 
	189
	66.5 

	Total  
	284
	100 


The results in the table above show that 95 respondents representing a 33.5%, have patronized an online shopping platform. The remaining 189, representing a 66.5%, indicate that they have not done any business with any online shopping platform. This implies that a lot of students know about online shopping platforms but for some reasons don’t patronize them. 

4.2 Research Questions

Research question 1: How does e-commerce influence socioeconomic development in Nigeria?

Table 4.5 Percentage Responses on how e- commerce influence socioeconomic development 

	Items 
	SA
	A 
	D 
	SD 
	Total 

	Creates employment for online staffs and delivery
	50 
	22 
	10 
	18 
	100 

	 Promotes sales
	42 
	32 
	12 
	16 
	100 

	Creates flexibility in business
	40 
	30 
	10 
	20 
	100 

	Encourages digital banking services
	48 
	32 
	12 
	8 
	100 

	Average 
	45 
	29 
	11 
	15 
	100 


Source: Research Survey 

Table 4.5, reveals that an average of 45% strongly agreed that e- commerce influences socio-economic growth by creating employment for both their online and delivery staffs, promotes sales better than conventional stores, creates flexibility in business and encourages banking. 29% respondents agreed while 11% disagreed and 15% strongly disagreed. From the indication, majority of the respondents believe that e- commerce, positively influences socio-economic development through the aforementioned ways.

Research Question 2:  What are the various ways e- Commerce affects the demand for goods?

Table 4:6

	Items 
	SA 
	A 
	D 
	SD 
	Total 

	Quick\easy purchase
	70 
	14 
	9 
	7 
	100 

	 Easy access to goods
	60 
	30 
	15 
	5 
	100 

	Creating awareness for new products
	50 
	32 
	12 
	6 
	100 

	 Facilitates the sales of goods
	47 
	23 
	15 
	15 
	100 

	Average 
	56.8 
	25.8 
	10.3 
	7.1 
	100 


Source: Research Survey 

According to the table above, an average of 56.8% strongly agreed that e- commerce affects the demand for goods through creating quick and easy purchase of goods, making easy access to goods and services, creating broader awareness for new products and facilitates the sales of goods, 25.8% agreed and 10.3% disagreed to ways e-commerce affects demand while 7.1% respondents strongly disagreed to the ways mentioned.   

Research Question 3: How does e- Commerce affect cross-border transactions 

Table 4:7  

	Items 
	SA
	A 
	D 
	SD
	Total 

	Breaks geographical barriers
	58 
	12 
	8 
	22 
	100 

	Reduces delivery cost due to planned shipping
	42 
	30 
	12 
	18 
	100 

	Easy payment for goods
	48 
	31 
	12 
	7 
	100 

	Average 
	47 
	24.3 
	10.2 
	18.5 
	100 


Source: Research Survey 

Table 4.7, reveals that an average of 47% strongly agree that e- commerce affects cross border transactions through; breaking geographical barriers between countries, reducing delivery cost by redistributing shipping cost and making payment for goods easier, while 24.3% agreed and 10.2% disagreed with the above points, while 18.5% respondents agreed. 

4.3 Test of Hypotheses 

The hypotheses stated earlier in this research will now be empirically tested using the responses from the tables in this chapter.  

Hypothesis One 

H0: E-commerce has no significant impact on emerging markets

H1: E-commerce has significant impact on emerging market

Table 4.12    Summary of Chi-Square for e- commerce and emerging markets 

	Source 
	Degree of Freedom 
	X Cal 
	X Table 
	Decision 

	e- commerce and emerging markets 
	3 
	36.32 
	7.815 
	Significant 


Source:  Research Survey 

From the table above, the calculated chi-square is 36.32 

Degree of freedom 

To determine the tabulated chi-square (x2tab) the degree of freedom for a table containing “r” row and “c” column will be (r – 1)   (c – 1)  degree of freedom 

Here “r”   = 4 and c = 2 

Therefore degree of freedom  

= (4 – 1) (2 – 1)   =   3 x 1  = 3 

Furthermore, to increase reliability, a 95% confidence level has been assumed. This means a critical value of 0.05 and 3 degree of freedom, the chi-square tabulated is therefore 7.815. 

From the computation above x2 calculated is greater than x2 tabulated (i.e. 7.815 is less than 36.32) based on the decision rule, the researcher therefore rejects the null hypothesis. 

This means that E-commerce has significant impact on emerging market

Hypothesis Two 

H0: There is no significant relationship between e-commerce and emerging market

H2: There is a significant relationship between e-commerce and emerging market.

In testing this hypothesis, the Pearson’s product movement correlation coefficient was performed and it is thus summarized in table 4.14 

 Summary of relationship between e- commerce and emerging market

	Source of Variation 
	Degree of Freedom 
	r – Cal 
	r - Tab 
	Decision 

	e- commerce and emerging market 
	98 
	-0.915 
	0.185 
	Non 

Significant 


Source: Research Survey 

Non significant 0.05 level 

Since the result of the correlation – co-efficient shown above is negative, we therefore reject null hypothesis. 

That is, there is a significant relationship between e- commerce and emerging market

4.4 Discussion of findings
The finding indicates e- commerce is a widely known concept among students and youth at large in Nigeria. But the level of patronage of businesses that market and sell online, specifically Konga is relatively low compared with the level of awareness. 

The findings indicated that based on the analysis,  e-commerce influence socio-economic development in Nigeria, by Creating employment for online staffs, customer care representatives and delivery personnels, Promoting goods sales; its easier and cheaper to advertise goods online through social media, Creating flexibility in business and encourages digital banking services whereby customers would have a funded bank account in order to purchase through digital banking.

From the analysis of the second research question, the various ways e- Commerce affects the demand for goods include; Quick and easy purchase of products by customers through a few clicks on their mobile phones, this helps making purchases anywhere and anytime possible and smooth, this in turn increases aggregate demand. Easy access to goods; products are advertised on the internet for buyers to make few clicks and purchase them, without huddles and extra costs.

Product advertisements made on Konga, and pop up ads randomly seen on the internet creates a broader awareness of the product in question and increases aggregate demand for it. It facilitates the sales of goods from  the buyers perspective.

From the third question analysed; how e- Commerce affects cross-border transactions through; Breaking geographical barriers by allowing purchases of any legal items across countries and reduces delivery cost due to redistributing cost in shipping, Konga also enables easy payment for goods with various payment systems.

The analysis of hypothesis shows that E-commerce has significant impact on Konga, these impacts are positive and enables marketing, purchasing and delivery. There is a significant relationship between e-commerce and emerging market.

CHAPTER FIVE

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

5.1 Summary of findings

The study investigates the impact of e- commerce on performance of  Konga in Nigeria. Specifically, the study analysed three research questions and two hypothesis. The first hypothesis states that E-commerce has no significant impact on emerging markets. The second hypothesis states that there is a significant relationship between e-commerce and emerging market

The population of the study comprises of the students in management science faculty, university of Jos. The research used chi square to test the hypothesis. 

5.2 Conclusion

This study shows that the increased information exchanges are the main benefits from e-commerce for Konga. By increased information exchange Konga is able to  cover much larger customer area and attract many students.  Being  more  informed for the characteristics of the products, customers are more satisfied and more willing to make orders. This study highlights that companies are shifting to  a  new way of finding customers which allows decreasing of their expenses for advertisement. At the same time companies experience  cost  saving  by improved day-to-day operations.

The most important barriers for Konga is the  lack  of  trust among in customers due to frequent fraudulent activities over the internet. Even if some companies still consider the cost factor as most important this is because of insufficient understanding for e-commerce and the positive effect of it. Other important barrier is the lack of customers demand. Further, the study shows  that  many  of  the  small companies will not gain substantial benefits from  these improvements because of the character of their businesses or market which does not encourage the process of innovation.

 E- commerce, which  resulted from the blossoming Internet technology, obviously has many benefits for the financial system. Unfortunately, Konga cannot immediately reap the digital dividend because of poor telecommunications infrastructure.

Since e -commerce is targeted, in most cases, at the public by way of mass marketing, users must have access to cheap, fast and easy telecommunication tools. The poor in Nigeria are financially forbidden from participating. The roll-out of GSM cannot solve telecommunications problem given the high cost of tariff.

The study also reveals that online shopping platforms nowadays, because of competitive nature of their service they come up with fantastic and effective marketing strategies that will position them at an advantage over other businesses. In a bid to operationalize all these marketing strategies, the marketing department in Konga have been highly solidified by making use of the core marketer in the department and employing other field marketer through outsourcing arrangement.

Today, e- commerce means developing new relationships with customers, regulatory authorities, suppliers, and business partners with digital age tools. For example, it requires an understanding that customer/company relationships will be more personalized, resulting in novel modes of transaction processing and service delivery. This in turn calls for substantial investment in IT platforms by Konga.

This study has revealed that e-transaction has an overwhelming impact on the banking system. In fact, it is quite important that banks should transcend from the most popular quick teller and focus more on strengthening other digital banking services like transfer of funds, payment of bills and other services, which shall in the near future be a critical success factor for their continued existence and success. Apart from committing more resources in upgrading those services there is also an attendant need for banks to invest in creating customer awareness on the existence of other value added digital services for their utilization.

5.3 Recommendations

Trust and overall satisfaction can be seen as major antecedents of e-loyalty. I would therefore recommend that trust-building actions are paid more attention to, focusing  for example on pay-back guarantees or quality certificates, which are seen as helpful steps in increasing electronic customer retention. It seems obvious that the results of many surveys suggest incorporating trust-building measures into online customer relationships. As far as this research is concerned, the pre-eminent importance of trust  can be explained by both the core products in e- commerce, which can be seen as the transmission and processing of highly confidential information, and trust in the medium as such, which again stands for Konga’s capability to securely deliver goods payed for on timely basis. Unless customers establish personal contacts with Konga, users of e -commerce in many cases do not have well-known contact persons and must rely completely upon the capability and trustworthiness of Konga. Therefore, Konga must build a strong brand in order to signal competence to its customers.

Finally, government through the instrumentality of the Central Bank of Nigeria should capitalize on the success story of mobile and internet penetration surge, make friendly monetary and regulatory policies so as to create a secure haven for Konga and other online platforms and e- commerce support providers, that is, telecoms and commercial banks to transact on a fair playing ground and to check some excesses of individuals or corporate bodies from using e- commerce services to perpetrate corrupt practices.
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RESEARCH QUESTIONAIRE

Faculty of management science

University of Jos

Dear Sir/Madam,  

I am an undergraduate Student of the faculty of management science, University of Jos. I am conducting a research on “the impact of e commerce on the emerging market performance a case study of Konga online store”. The objective of this study is to examine the significant impact of e- commerce on Konga. 

  I shall therefore be very grateful if you would kindly answer the following questions as comprehensively as possible. 

  
Thanks for your co-operation in anticipation. 

  
Yours sincerely, 

……………….

PART A: PERSONAL DATA 

Gender

Male [    ]      Female [    ]

AGE

15-18 [  ]     19-21 [  ]    22-24 [  ]

Have you ever bought gods online?

Yes [  ]

No [  ]

Have you ever bought goods from Konga online stores?
Yes [  ]

No [  ]

PART B: Impact of e- commerce on emerging market

Please rate the following statements according to your level of acceptance or rejection.

Strongly Agree 
(SA)
Agree 


(A)
Disagree 

(D)
Strongly Disagree 
(SD)
	Statements
	SA
	A 
	D 
	SD 

	E-commerce creates employment for online staffs and delivery.
	
	
	
	

	 E-commerce Promotes sales
	
	
	
	

	E-commerce creates flexibility in business
	
	
	
	

	The invasion of E-commerce encourages digital banking services
	
	
	
	


	statements
	SA 
	A
	D
	SD

	E-commerce enhances Quick\easy purchase
	
	
	
	

	 E-commerce provides Easy access to goods
	
	
	
	

	E-commerce creates awareness for new products
	
	
	
	

	 E-commerce facilitates the sales of goods
	
	
	
	


	statements
	SA
	A
	D 
	SD

	E-commerce Breaks geographical barriers
	
	
	
	

	E-commerce reduces delivery cost due to planned shipping.
	
	
	
	

	E-commerce allows for easy payment for goods
	
	
	
	




