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Abstract

COVID-19 pandemic was a global disaster during which normal life, movement and business
have been disturbed due to lockdown and closing of shopping malls and business centers in the
city. In addressing the difficulty experienced by consumers while observing Covid-19
pandemic protocols for the purpose of protecting themselves from contracting the virus,
consumers adopted the use of online purchasing medium. The study was thus conducted using
data collected from randomly 250 school teachers to estimate consumers’ preference for online
purchasing mediums in the Covid-19 pandemic era. Findings showed that health
concern (p<0.01), product concern (p<0.05), trust concern (p<0.01)
and place concern (p<0.05) enhanced consumers’ preference for
online purchasing medium in the Covid—19 pandemic era. Consumers
will be willing to buy online in the virus era to protect themselves from the virus,
when they are sure of a good quality product, when information supplied online is secured and
when goods bought online are timely delivered. Based on the findings, online retail outlets
should ensure the website is secured and good quality products are delivered timely as a means
of reducing open market and mall population.
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INTRODUCTION

Covid-19 pandemic created what is seen as the greatest damage to the world economy ever. It
caused havoc in the business market and made the whole business community unstable.
(Queiroz et al., 2020). The pandemic, having spread through East Asia, Europe, and North
America in the early 2020, the COVID-19 global pandemic took its dramatic spread to the
countries of Africa and Latin America. It was a known fact that the pandemic would spread to
Nigeria being the country with the largest population in Africa, and evidence of long-standing
travel and trade links with the rest of the world.

On 27th February, 2020, Nigeria recorded the subcontinent’s first confirmed index case.
Thereafter, the pandemic spread across cities, towns and villages in Nigeria (NCDC, 2020).
The arrival of the pandemic resulted in chain of policy actions, which is not limited to
commerce and trade only but also include other areas of the economy such as public health
sensitization and campaigns, fiscal and monetary measures, restrictions on large sections of the
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economy, etc (Onyekwena and Amara-Mma, 2020). The continued spread of the pandemic like

wildfire imposed a lot of restrictions on commerce and Trade in Nigeria, which actually affected
buying and selling but, the influence on the decision of the buyers of consumer goods remains
unclear.

The restrictions were created through the policy of the government to curtail the spread of the
deadly virus NCDC, 2020). Importantly, some of the interventions of the government which
directly affected commerce, especially, where buying from bricks-and-mortar shops, like
Nigeria, is the popular, were closing of all schools in the country in mid-March, social
distancing, bans on public and social gatherings, among other (Ogundele, 2020; Alam, 2020).
These greatly affected buying from bricks-and-mortar stores but the influence on the
consumers’ preference for online purchasing medium is very unclear.

In Ondo State, the study area, the government imposed various restrictions that prevented
buying and selling in the bricks and mortar stores. The government imposed social distancing,
closed schools at all levels, closed worship centres, banned open markets, banned public
gatherings as well as restricted movements to specific periods of time of the day. However,
bricks-and mortar stall are mostly located in the open markets, malls and location of public
gatherings where population is high but the restriction policies have prevented consumers from
buying the way they were used to do, hence faced difficulty in buying but the influence of this
restriction policies on consumers’ preference for online purchasing medium is very unclear.

However, due to the difficulty experienced by the Covid-19 pandemic guidelines, consumers’
migration to online purchasing mediums increased. Alam (2020) posited that e-commerce is a
vigorous tool for reducing the adverse business processes caused by stay at home order,
maintenance of social distancing, protection from virus etc.

Evidence (Igenegbedion et al., 2016; Evwiekpefe and Chiemeke, 2017; Omotayo and Adeyemi,
208) reported that online purchasing is gaining strong popularity in Nigeria. This popularity is
not unconnected to the high rate of internet use in Nigeria. According to the internet statistics
usage in Nigeria, Statista (2018) reported that over 72.3 million Nigerians used the internet in
2018, while the number rose to 96.05 million in 2020. This has made Nigeria the occupier of
the leading position in internet consumption in Africa. Evwiekpaefe and Chiemeke (2017)
reported that, though Nigeria maintains its leading position in Africa in the use of the internet,
the rate of use does not directly translate to e-commerce in Nigeria.

The Covid-19 pandemic restriction renewed peoples’ interest in the online buying behaviour,
positively. Tyagi and Pabalkar (2020) posited that the pandemic changed consumers’ buying
behaviour in India and recommended ICT tools for optimum performance in the retailing
industries. Alam (2020) reported that e-commerce played positive roles during the covid-19
pandemic Bangladesh and consumers demonstrated positive behaviour towards it. However,
no known studies have investigated the influence of the pandemic on the purchasing behaviours
of consumers in Nigeria and thus the influence of the pandemic on consumers preference for
online purchasing medium is not only not clear but statistically unknown, hence the study.
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Theoretical context

Long before the outbreak of Covid-19 pandemic, determinants of adoption of online purchasing
medium among consumers have been the subject of concern. The concern was more in Nigeria
as a country because the rate of adoption of the medium is far less than the rate of rise in the
use of the internet. Study on factors influencing adoption of online shopping medium or
consumers’ online purchasing behaviour is gaining increasing recognition as the availability of
the right technologies has little or no value to individual or society unless it is appropriately
applied. For example, Akm (2019) posited that it is a challenge translating internet users to
online shoppers by marketers. Experiences have shown that useful technologies are not always
adopted, even when such technologies are full of benefits (Akm, 2019).

The Covid-19 pandemic and post-Covid-19 pandemic might change the narratives. This is
because the pandemic encouraged several consumers to adopt online purchasing medium
(Alam, 2020) because there were restrictions caused by the lock down, non-room for social
gatherings and total lock of open markets for buying and selling. Consumers may prefer the use
of online purchasing medium since open markets and malls are not always open or otherwise
or otherwise owing to a variety of factors, which are considered as the determinants of
preference for online purchasing medium. It is worthy to note that, that a consumer purchases
online does not make him or her prefer online purchasing medium. This emphasises the need
for clear understanding of the condition that encourages or motivates preference for online
shopping medium among consumers (Lee et al., 2015).

Tyagi and Pabalkar (2020) and Alam (2020) posited that the pandemic changed consumers’
buying behaviour in India and recommended ICT tools for optimum performance in the
retailing industries. Their studies emphasised just consumers’ behaviour during coronavirus
disease in India and Bangladesh, respectively.

However, studies on Covid-19 induced purchasing behaviour are scarcely documented. In
addition, studies on preference of online purchasing medium in the era of Covid-19 pandemic
have not been documented in literature, hence, the study.

METHODOLOGY

The study used survey research design. The study was conducted in Ondo State, Nigeria. The
population for this study consists of internet users, teaching in public secondary schools in
Ondo State, Nigeria. Data were collected from randomly selected 250 school teachers using a
structured questionnaire. Data were collected on socio-demographic information, utilisation of
online purchasing medium, attributes of online purchasing medium, preference for the
purchasing medium, drivers of preference for the medium in the Covid-era, among other. Data
collected were estimated using mean, standard deviation and binary choice models.
Specification of model

Binary choice model was used in the study because the preference was a decision measured as
binary (dichotomous variable). Logistic regression model (Logit model) was the binary choice
model used in the study. The logit model is seen as appropriate over the conventional regression
model because conventional regression models would give biased explanations of the
independent variables due to the binary nature of the dependent variable. The logit regression
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was used to determine the drivers of preference for online purchasing medium in the Covid-19

pandemic era. Gujarati (2004) explicitly provided a clear theoretical exposition of logit model,
that it can be estimated as a probability. Logistic regression is categorised as Limited Dependent
Variable Model (LDVM) that is extensively used in social research when the dependent
variable is dichotomous (Padaria et al., 2009). The dependent variable takes the value 1 with a
probability of preference (p), or the value 0 with probability of non-preference (1 - p). This type
of variable is called a Bernoulli (or binary) variable (Padaria et al., 2009). In this study, online
purchasing medium users were grouped as those who prefer and those who do not prefer online
purchasing medium based upon whether or not they will continue to buy consumers goods
online during and after the Covid-19 pandemic era. Those who prefer online purchasing
medium were given the value of 1 while those otherwise were given the value 0.

In logit model, the independent (predictor) variables take any form of variables. This implies
that logit model makes no assumption about the distribution of the independent variables. This
is suffice to say that they take variables whether or not they are normally distributed, linearly
related or of equal variance within each group (Padaria et al., 2009). In logit model, the
predictor and response variables is not a linear function, hence, the logistic regression function
is used, which is the logit transformation of p.

The structure of logit model is presented below (Eq 1):

(bo+b, x,+ .+bpxp+m;)

e
Pi - ((bg+by x4+ ..+ bpxp+m;))
1 4+ e\\Po+01 X3+ et OnXn+my /) Eq 1.
Where
P; = (1=preference decision and 0 = non-preference decision)
bi...... bn = parameters to be estimated or the coefficient of the predictor variables

n = number of independent or predictor variables used in the model.

i = is the ith observation (or) respondent

m; = 1is the random error

bo = constant or intercept

The empirical form of the model or the explicit form of the model is specified as follows (Eq
2):

P =by+ byxqy +byxo+ byxg+ byby+ bgxs +

The fitness of the logit model is adjudged based on the diagnostic statistics which are likelihood
ratio (denoted as -2 log likelihood), Chi-square test of significance and Nagelkerke R? value).
In logit model (and other binary choice models), reporting just the estimated parameters is not
sufficient for understanding the effect of predictor variables (independent) on the response
variables (dependent). In this study, the marginal effects approach suggested by Long (1997)
was used for the effective understanding of the effects of the independent variables on
dependent variables. The marginal effects are computed as changes or marginal probability
(MP) by taking the first partial derivative of the dependent variables with respect to the
corresponding independent variables as shown in the equation below (Eq. 3):
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MP, = % = {(e*®|1 + e*?)3b,
: Eq.

3.
The marginal change is interpreted as: for one unit change (increase or decrease) in X; from the
baseline, the probability of an event is expected to increase/ decrease by the magnitude of
marginal change, vice-versa.
RESULTS AND DISCUSSION
The summary statistics are subdivided into two (Table 1) as socio-demographic factors and
drivers of preference factors for online purchasing medium. There are more male (61%) users
of online purchasing in the study area and the mean age of the users was 47+13.2 years (Table
1). The mean year of formal education among them was 16.3+4.47 years while the mean paid
monthly income was N77,311+46,919. Analysis further showed that 58 percent of the
respondents engaged in livelihoods other than teaching. This implies they have other means of
earnings aside the teaching income. The mean year of teaching experience was 14.3+6.22 years.
This implies that the respondents are well experienced.
The preference factors identified to enhance online purchasing medium due to Covid-19
pandemic in the study area were health concern, price concern, product concern, trust concern
and place concern, respectively (also table 1). Health concerns favoured preference for online
purchasing medium during Covid-19 pandemic because respondents thought that purchasing
via the online medium protected them from virus. The health concern result showed that 92
percent of the respondents prefer online purchasing medium because of the greater assurance
that their health is protected. The implication is that the respondents might be ready to pay more
once their health is protected. This might be due to adherence to Covid-19 preventive protocols
that campaigned against large gatherings. Result on price concern preference factor showed
that the respondents preferred online purchasing medium during the pandemic because delivery
price were reasonable. The result on price concern showed that 79 percent of the respondents
prefer online purchasing medium during the global deadly pandemic because cost of delivery
is reasonable. This implied that despite the fact that prices were attached to the delivery of
consumer goods, respondents preferred online purchasing medium in the era of the deadly
pandemic. The respondents might be ready to pay more for the purpose of protecting their
health. Results on product concern showed that the good quality products delivered by retail
outlets during the pandemic attracted and held their preference for online purchasing medium
during the pandemic. Product results showed that 88 percent of the users of online purchasing
medium prefer the medium during the deadly global pandemic owing to good product quality.
This implied that since the consumers were getting the needed quality of consumer goods as
they could in bricks and mortar stores, they preferred the less stressful online purchasing
medium of buying consumer goods. Result on trust factor showed that the trust the consumers
had in the website of the retail outlets delivering consumer goods had made them prefer online
purchasing medium of purchasing. Trust results showed that 70 percent of the users of online
purchasing medium prefer the medium in the era of the global pandemic. Place concern factor
results showed that 68 percent of the users prefer the medium because goods are delivered to
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time. This implied that getting the goods needed at the right time while health is protected made

them prefer online purchasing medium in the era of the global pandemic.

Table 1: Summary statistics of variables used in the estimation of preference for online
purchasing medium during Covid-19 pandemic

Variables Description Mean | SD
Socio-demographic

Sex Sex of Respondents (1 = Male, 0 otherwise) 0.61 0.55
Age Age of respondents in years 47 13.2
Education Number of years of formal education 16.3 4.47
Income per month Monthly income (N) 77,311 | 46,919.4
Other income Other income (yes =have other income, O=otherwise) | 0.58 0.38
Experience Teaching experience (years) 14.3 6.22
Preference factors

Health concern Protect from virus 0.92 0.71
Price concern Delivery charges are reasonable 0.79 0.46
Product concern Good quality product supplied 0.88 0.66
Trust concern Trustworthy website 0.70 0.33
Place concern Get on time delivery 0.68 0.41
Dependent variable

Preference 1 = preferred online medium, 0 = not preferred

N is Nigerian currency
N 1=0.0021

Logit estimates for determinants of preference for online purchasing medium during
Covid-19 pandemic
Socio-demographic variables and preference factors that are assumed to have influence on
preference for online purchasing medium in the Covid-19 pandemic era are presented in (Table
2). The Log Likelihood value was -74.132 while the chi-square vale was 108.343. The
Negelkerke R? value was 0.512 and the entire model was significant at 1 percent alpha level.
The above mentioned diagnostic parameters (Loglikelihood value, Chi-square value,
Negelkerke and the model significance level) implied that the model estimated was fit to
explain the influence of socio-demographic variables and preferences enhancing factors on
preference for online purchasing medium in the Covid-19 pandemic period. Education of
respondents and monthly paid income of respondents were positive enhancers of preference for
online purchasing medium in the Covid-19 pandemic era in the study area (Table 2). Education
was positive and significant at 1 percent alpha level. The marginal effect showed that an
increase in the level of education by a unit would raise preference probability for online
purchasing medium by 4 percent. This implied that the higher the level of education the greater
the likelihood that respondents would prefer online purchasing medium to open markets or
malls for the purpose of preserving their health. Paid income per month was significant at 5
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percent alpha level. The marginal effect showed that an increase in the paid income by a unit

would raise preference probability by 11.1 percent. This implied that the higher the monthly
income earned by respondents the greater the likelihood that respondents would prefer online
purchasing medium. The implication of this is the the higher the monthly income earned, the
greater the probability that respondents would be capable of paying extra charges for delivery
of goods and funding for accessing the internet.

Health concern, product concern, trust concern and place concern were the significant assumed
preference enhancing factors that positively determined respondents preference for online
purchasing medium in the Covid-19 pandemic era in the study area. Health concern factors that
ensure that purchasing online protects respondents from Covid-19 virus was positive and
significant at 1 percent alpha level. This implied that the fear of contacting the pandemic virus
enhances their purchasing online. The implication of this is that respondents would prefer
purchasing consumer goods online in the era of Covid-19 as a means of protecting themselves
from Covid-19 pandemic virus. The Product concern factor that ensure that purchasing online
ensure good quality product delivery was positive and significant at 5 percent alpha level. This
implied that the assurance of getting good quality product for products purchased enhances
their purchasing of consumer goods online in the Covid-19 pandemic era. The implication of
this is that respondents would prefer purchasing consumer goods online in the era of Covid-19
since quality needed are delivered even when bought online. The trust concern factor that ensure
that the website from retail outlets where consumers goods are shopped online are secure in
terms of data supplied was positive and significant at 5 percent alpha level. This implied that
the assurance of having data or information supplied online secured purchasing enhances
purchasing consumer goods online in the Covid-19 pandemic era. The implication of this is that
respondents would prefer purchasing consumer goods online in the era of Covid-19 pandemic
when there is assurance that the information supplied online during purchases are secured and
safe in the retail outlets website. The place concern factor that ensure that good bought online
from online retail outlets are delivered on time to the consumers was positive and significant at
5 percent alpha level. This implied that the assurance of having goods bought online delivered
on time enhances purchasing of consumer goods online in the Covid-19 pandemic era. The
implication of this is that respondents would prefer purchasing consumer goods online in the
era of Covid-19 pandemic when there is assurance that the goods bought online would be timey
delivered.

Table 3. Results of logit estimates for determinants of preference for online purchasing
medium during Covid-19 pandemic.

Variables Coefficient P-value MP
Socio-demographic

Sex 0.745(0.598) 1.331 0.004
Age -0.003(0.014) 0.812 0.002
Education 0.774**%(0.211) 0.000 0.040
Paid income per month 4.909*%*(2.143) 0.024 0.111
Other income 0.001(0.001) 0.0640 0.255
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Experience 0.003(0.041) 0.974 0.001
Preference factors

Health concern 0.238**%*(0.082) 0.004 0.014
Price concern 0.029(0.038) 0.760 0.001
Product concern 0.002**(0.001) 0.041 0.007
Trust concern 0.052**%(0.014) 0.000 0.010
Place concern 0.331**(0.131) 0.031 0.022
Log-likelihood -74.132

Chi-square 108.343

Nagelkerke R? 0.512

Significance level 0.001

Number of observation 250

CONCLUSION

COVID-19 pandemic was a global disaster during which normal life, movement and business
have been disturbed due to lockdown and closing of shopping malls and business centers in
towns and cities. The study was conducted to investigate consumers’ preference for online
purchasing mediums in the era of Covid-19 pandemic. Data for the study were from primary
sources and collected with the aid of structured questionnaires. The data collected were
analysed with the aid of mean, standard deviation and binary logistic regression model. The
study concluded that consumers in the area prefer online purchasing mediums in the Covid-19
pandemic era and their preferences were enhanced by the need to protect themselves from the
virus, the quality product they got from online buying, the trust they have in the retail outlets
websites and timely delivery of products bought online.
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