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Disclaimer
This report has been prepared by the Commonwealth of Australia represented by the Australian
Trade and Investment Commission (Austrade). The report is a general overview and is not
intended to provide exhaustive coverage of the topic. The information is made available on the
understanding that the Commonwealth of Australia is not providing professional advice.
While care has been taken to ensure the information in this report is accurate, the Commonwealth
does not accept any liability for any loss arising from reliance on the information, or from any error
or omission, in the report.
Any person relying on this information does so at their own risk. The Commonwealth recommends
the person exercise their own skill and care, including obtaining professional advice, in relation to
their use of the information for their purposes.
The Commonwealth does not endorse any company or activity referred to in the report, and does
not accept responsibility for any losses suffered in connection with any company or its activities.
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Executive Summary

Accessing the Ecommerce Markets in Kenya, Nigeria and South Africa
The purpose of this guide is to profile the ecommerce landscape in Kenya, Nigeria and South Africa, with a
particular focus on the business to consumer (B2C) medium for products.
There has been increased interest in the ecommerce sector across all three markets with potential for
continued growth. This is evident in the fact that all three nations are within the top seven African countries
in the United Nations Conference on Trade and Development (UNCTAD) B2C ecommerce index 2018 which
measures an economy’s preparedness to support online shopping and that these three countries composed
more than half of Africa’s online shoppers in 2017.1
This guide is not a comparison of the countries. Rather it is a overview of criteria relevant for Australian
businesses across the markets, including drivers of growth; major ecommerce platforms; profile of consumers;
and key market entry points.
Recent estimates have suggested that ecommerce sales in these three markets have grown considerably off a
relatively low base and are expected to be worth over US$7bn in 2019.2 While the percentage of ecommerce
sales is relatively low by international standards within total retail sales, growth in the near future is expected to
increase greatly.3

While each market is unique, as shown by the figures in Tables 1, 2, and 3, common factors that have
contributed to the growth of ecommerce exist across most markets. These include a growing young
population, an increased internet penetration, greater smartphone usage, increased investment in large
ecommerce marketplaces, and the evolution of logistics and payment platforms.
The continued growth and importance of ecommerce to retail sales in these markets presents an opportunity
for Australian organisations. This guide will help Australian exporters better understand the ecommerce
environment, and assist future planning and engagement.

1 United Nations Conference on Trade and Development (UNCTAD), UNCTAD B2C Ecommerce Index 2018 Focus on Africa, UNCTAD Technical Notes on
ICT for Development N12, 2018 https://unctad.org/en/PublicationsLibrary/tn_unctad_ict4d12_en.pdf This index measured 44 African countries.
2 Statista, Country Profiles 2019; https://www.statista.com/outlook/243/247/ecommerce/kenya; https://www.statista.com/outlook/243/160/
ecommerce/nigeria; https://www.statista.com/outlook/243/112/ecommerce/south-africa – all accessed on 24 August 2019
3 Bearing Point, Sub-Saharan Africa Shows Western Retailers how to Leapfrog to the Future of Retail By
leveraging a Sense of Community https://www.bearingpoint.com/en/our-success/thought-leadership/
sub-saharan-africa-shows-western-retailers-how-to-leapfrog-to-the-future-of-retail-by-leveraging-a-sense-of-community/
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Table - 1

Table 1 Value of GDP (GDP measured in $USbn, current prices)

Table - 2

Table 2 Value of GDP per capita (GDP per capita measured in $US, current prices)

Table - 3

Table 3 Population (millions)

Source: International Monetary Fund, World Economic Outlook Database, April 2019
Figures for: Kenya - 2018 onwards IMF Staff estimates

|

Nigeria - 2019 onwards IMF Staff estimates

|

South Africa - 2018 onwards IMF Staff estimates

Ecommerce in Kenya, Nigeria And South Africa: A guide for Australian business | 5

6 | Ecommerce in Kenya, Nigeria And South Africa: A guide for Australian business

Drivers of growth
Recent estimates of ecommerce revenue in Kenya, Nigeria and South Africa for 2019 and for 2023 are
provided below in Table 4.

Table 4 - Ecommerce Revenue

Kenya
2019 Revenue

US 640
million

2023 Revenue

US 1,961

Table - 4

million

2019-2023
Compound annual growth rate

32.3%

Nigeria
2019 Revenue

US 3,367

South Africa
2019 Revenue

US 3,308

million
2023 Revenue

US 7,770

million
2023 Revenue

US 4,817

million

2019-2023
Compound annual growth rate

23.3%

million

2019-2023
Compound annual growth rate

9.9%

Source: Statista, Country Profiles 2019,

https://www.statista.com/outlook/243/247/ecommerce/kenya;
https://www.statista.com/outlook/243/160/ecommerce/nigeria;
https://www.statista.com/outlook/243/112/ecommerce/south-africa – all accessed on 24 August 2019

What the table above illustrates is the potential for ecommerce in all of these markets is substantial. There are
some key trends contributing to the rapid growth in ecommerce across all these markets that are expected to
continue. These are:
• Increasing young population
• High internet penetration and smartphone usage
• Increased investment in large ecommerce market places
• Improvements in logistics and payment platforms
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Growing young population
Table 3 shows that within the three markets populations are increasing with Nigeria, the most populous
country in Africa, between 2017 and 2023 predicted to increase by over 33 million people. While these
populations are increasing they are also remaining youthful as shown in Table 5. What is also noticeable from
this table is that the median age for Kenya and Nigeria in 2020 is much lower than that of developed countries
such as USA, Australia and UK, and this is expected to continue into the future.
The significance of this for Australian organsiations is that this youthful population will be looking to purchase a
wide range of products within specific categories and growingly as they enter the job market. Also growing up
in a digital, mobile generation, ecommerce will be an important medium for these purchases to be undertaken.

Table 5 - Median age of population (years)

Table - 5

Country

2020

2025

2030

2035

2040

2045

2050

Nigeria

18.1

18.5

19.1

19.9

20.7

21.5

22.4

Kenya

20.1

21.5

23.0

24.3

25.7

26.9

28.1

Ghana

21.5

22.3

23.1

24.0

25.0

26.0

26.9

South Africa

27.6

28.7

29.6

30.5

31.6

32.7

33.9

India

28.4

30.0

31.7

33.3

35.0

36.6

38.1

Indonesia

29.7

31.0

32.4

33.8

35.1

36.2

37.4

Brazil

33.5

35.6

37.6

39.6

41.6

43.4

45.1

Australia

37.9

38.9

40.0

40.8

41.3

41.5

41.8

USA

38.3

39.1

39.9

40.9

41.6

42.2

42.7

China

38.4

40.2

42.6

45.0

46.3

47.2

47.6

United Kingdom

40.5

41.4

42.4

43.3

44.1

44.5

44.5

Source: United Nations, Department of Economic and Social Affairs, Population Division (2019).
World Population Prospects 2019, Online Edition.

High internet penetration and smartphone usage
As shown below in Table 6, the three markets have a sound rate of internet penetration that still has potential
to increase much further. This potential growth is owing to the increased supply of general information online
via increased digitisation of information and services across the three countries; greater competition in the
provision of internet within the respective telecommunciations industries; and the increasing usage and
affordability of smartphones, with the latter quality being shown in Table 7.
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Internet
users

Internet users
penetration

Active mobile
internet users

Active mobile internet
users penetration

Mobile phone usage
by adult population

Smartphone use by
adult population

Kenya

43.33

84%

39.86

77%

96%

43%

Nigeria

93.89

50%

90.91

46%

98%

56%

31.18

54%

28.99

50%

95%

60%

South Africa

Table - 6

Table 6 - Internet penetration, mobile internet penetration, and smartphone use penetration

million

million

million

million

million

million

Source: Hootsuite/We Are Social, Digital Reports 2019, Kenya, Nigeria, South Africa. 2019

Table - 7

Table 7 - Average price of smartphones

2014

2016

2018

Kenya

Kenya

Kenya

US$ 186

US$ 97

US$ 86

Nigeria

Nigeria

Nigeria

US$ 216

US$ 117

US$ 95

Source: Jumia, Kenya Mobile Report 2019, https://www.jumia.co.ke/mobile-report/
Jumia, Nigeria Mobile Report 2019, https://www.jumia.com.ng/mobile-report/
The importance of smartphone ownership to allowing access to ecommerce cannot be underestimated,
especially when many of the steps leading to the final purchase and receipt of goods take place through this
one device. This includes receiving marketing via social media, undertaking research through search engines
and videos, selection of products, transfer of funds via electronic mediums, and monitoring delivery. 4

4 Bain & Company, Google, Ecommerce in MENA: Opportunity beyond the hype, 2019. https://www.bain.com/insights/
ecommerce-in-MENA-opportunity-beyond-the-hype/
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Increased investment in large ecommerce marketplaces
Major investments, acquisitions and partnerships with global players have transformed the ecommerce
landscape across Kenya, Nigeria and South Africa.
In South Africa, a leading domestic investor in technology firms, Naspers, has invested considerable funds
in South African ecommerce platform Takealot and now owns 96 per cent of the organisation. In addition,
Superbalist.com and Spree who are part of the Naspers family, also merged with Takealot to provide customers
with access to local and international fashion.5 In Nigeria and Kenya, one of the largest market places is Jumia
which has invested heavily in market place platforms, customer experience centres, and logistics.
In the instances above, these investments in major ecommerce platforms have changed the ecommerce
landscape in these three countries. They have led to increased competition for consumers with other
ecommerce sites and physical outlets which has led to pressure on prices, increased product selection and
provided the catalyst for developments in logistics and payments systems.

Improvements in logistics and payment platforms
The general transport system, including an inconsistent road network, and the lack of detailed addresses for
consumers are often mentioned as being considerable impediments for ecommerce in Kenya, Nigeria and
South Africa.6 While these logistical challenges will not disappear soon, solutions are being found through
increased investment and greater use of technology. Leading these efforts are the large platforms and
specialised service providers.
An example of this is the online marketplace Jumia, which through developing its own logistics marketplace
involves third party providers to undertake last mile deliveries.
Rapid developments in payment platforms have also made ecommerce easier. Where this is most well known is
through the development of mobile money platforms like M-Pesa which was developed in Kenya in 2007.

5 Takelot, own website. https://www.takealot.com/about/our-journey/
6 Bearing Point, Sub-Saharan Africa Shows Western Retailers how to Leapfrog to the Future of Retail By
leveraging a Sense of Community https://www.bearingpoint.com/en/our-success/thought-leadership/
sub-saharan-africa-shows-western-retailers-how-to-leapfrog-to-the-future-of-retail-by-leveraging-a-sense-of-community/
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MAJOR ECOMMERCE PLAYERS
IN KENYA, NIGERIA AND SOUTH
AFRICA
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Across Kenya, Nigeria and South Africa, there is a wide selection of ecommerce
mediums for Australian organisations to reach consumers. In particular, owing
to developments within the ecommerce sector including the expansion of major
ecommerce platforms Australian organisations can reach consumers without
having to establish their own site, and organise logistics.
Below are two of the major leading ecommerce platforms in the region.
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Kenya, Nigeria and South Africa
Jumia (Kenya and Nigeria)
Jumia was established in 2012 by a series of investors including the German internet organisation Rocket and
is one of the largest ecommerce marketplaces in Africa with significant presences in a number of countries
including Nigeria and Kenya.
The marketplace offers a large selection of products, across multiple categories including consumer electronics,
fashion, health and beauty and household goods.
Jumia’s website provides comprehensive information about selling through the platform.
Considered the Amazon of Africa, Jumia had four million active consumers on its platform by the end of 2018.
It has increased its offering into restaurant food delivery, hotel and flight bookings, classified advertising and
airtime recharge.
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Takealot
Founded in 2010 and considered to be South Africa’s largest ecommerce retailer with over 2,000 employees,
and 20 million visits per month, Takealot has two distribution centres in Johannesburg and Cape Town. Their
initial model was to buy products from merchants and sell to customers, however in 2014 the company opened
a market place where merchants could sell directly to clients.
Takealot has an extensive range of categories including electronics, homecare, fashion, beauty and toys. The
company has preferred options of fulfilment on their ecommerce platform. In the first option, Takealot will
list the products on the platform but the stock must be sent in advance or on a stock consignment model. The
second option is that the merchant may handle the product and send the product to the distribution centre once
sold. In this instance, the seller must commit products upfront.
Takealot also has a preferred payment method by buyers on the their ecommerce platform. The company accepts
various forms of payment such as EFT, cash on delivery, debit cards, and payment wallets. For the seller, Takealot
is currently signing up with a cross border company that will remit money back to the seller.
Ecommerce in Kenya, Nigeria And South Africa: A guide for Australian business | 15

Profile of Consumers
Although the ecommerce market in Kenya, Nigeria and South Africa is increasing
rapidly, it is crucial for Australian businesses looking to enter the market to ensure
they are across trends and metrics in consumer behaviour before committing
resources to list their products online.
Below are some relevant categories to assist with this research.

Average spend

Table - 8

Table 8 - Average Revenue Per Person in $US

Kenya

Nigeria

South Africa

Average Spend

Average Spend

Average Spend

US$ 42.15

US$ 43.98

US$ 108.63

Source: Statista, Country Profiles 2019,

https://www.statista.com/outlook/243/247/ecommerce/kenya; https://www.statista.com/outlook/243/160/ecommerce/nigeria;
https://www.statista.com/outlook/243/112/ecommerce/south-africa – all accessed on 24 August 2019

The numbers above reflect that consumers are spending significant amounts of money in their ecommerce
purchases, but there is greater potential to spend more. By way of comparison the figure for Australia is US$1,040,
which amongst other things illustrates what has been said earlier that there is potential for ecommerce sales to
increase particularly as ecommerce takes up a greater percentage of total retail spending.7

Popular categories of products
Across Kenya, Nigeria and South Africa, there are similarities with categories that are popular, being fashion,
electronics, beauty/personal care and household appliances. Within these categories the value purchased via
ecommerce is mentioned in Table 9.

7 Statista Market Forecast, Ecommerce – Australia, accessed 26 May 2019,
https://www.statista.com/outlook/243/107/ecommerce/australia
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Table 9 - Popular categories and expected sales through Ecommerce ($US)
South Africa
Category

Revenue 2019

Revenue 2023

Household Appliance

$US 342 mn

$US 592 mn

Personal Care

$US 180 mn

$US 260 mn

Consumer Electronics

$US 764 mn

$US 1.03 bn

Fashion

$US 641 mn

$US 1.12 bn

Source: Statista, Country Profile 2019,
https://www.statista.com/outlook/243/112/ecommerce/south-africa - accessed on 24 August 2019

Nigeria
Category

Revenue 2019

Revenue 2023

Household Appliance

$US 239 mn

$US 503 mn

Personal Care

$US 215 mn

$US 550 mn

Consumer Electronics

$US 788 mn

$US 1.67 bn

Fashion

$US 1.21 bn

$US 2.92 bn

Source: Statista, Country Profile 2019,
https://www.statista.com/outlook/243/160/ecommerce/nigeria - accessed on 24 August 2019

Table - 9

Kenya
Category

Revenue 2019

Revenue 2023

Household Appliance

$US 38 mn

$US 104 mn

Personal Care

$US 27 mn

$US 92 mn

Consumer Electronics

$US 237 mn

$US 690 mn

Fashion

$US 188 mn

$US 635 mn

Source: Statista, Country Profile 2019,
https://www.statista.com/outlook/243/247/ecommerce/kenya - accessed on 24 August 2019
Africans are very brand conscious and there is an affiliation with being associated with leading brands, with it
being reported that many consumers see their image as being judged by the brands they associate with. In the
process there is an appreciation of quality and a mindset that is willing to pay more for quality products. How this
plays across different categories is displayed in Table 10, which shows the willingness to pay more for a better
quality product.
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Table - 10

Table 10 - Willingness to pay more for a better quality product within a category

Baby Products

Beauty Care

Clothing & Accessories

Footwear

Hair Care

Home Appliances

Kenya

14%

37%

71%

71%

38%

24%

Nigeria

19%

41%

78%

75%

49%

53%

South Africa

10%

24%

39%

40%

19%

32%

Source: Boston Consulting Group, African Consumer Sentiment 2019: Optimism and an Eagerness to Spend,
5 March 2019.
https://www.bcg.com/publications/2019/african-consumer-sentiment-optimism-eagerness-to-spend.aspx

Payment habits
With regards to the payment process, the preference for customers to pay cash on delivery is often mentioned
as an impediment for ecommerce development owing to the additional resources and risks that entails on the
seller and deliverer. While there still exists a mindset for cash on delivery in Kenya, Nigeria and South Africa,
ecommerce platforms are increasingly partnering with relevant third parties to offer alternatives to cash and
provide a simpler and more efficient way to shop online.
This is coinciding with indications that consumers who have in the past paid by cash, are becoming more receptive
to alternative forms of payment owing to a number of reasons including greater familiarity with ecommerce
platforms, more avenues to pay for goods such as through mobile money, and increased acceptance of online
transactions once connected to the internet. This is particularly so in Kenya, which is a leader in mobile money
owing to the influence on M-Pesa. Table 11 provides a vivid example of the significance of mobile money in Kenya
and its effect on ecommerce
Even with this change in attitude towards alternative forms of payment, all the major ecommerce platforms
have in place measures to accept cash on delivery. The ability of these platforms to undertake this is an important
factor for Australian organisations to consider when deciding how to enter markets.

Table - 11

Table 11 - Rates of financial inclusion
Country

Kenya

Nigeria

South Africa

Has an account with a financial institution (%)

82%

40%

69%

Has a credit card (%)

5.7%

2.6%

8.9%

Has a mobile money account (%)

73%

5.6%

19%

Makes online purchases and/or pay bills online (%)

26%

6.3%

14%

Source: Hootsuite/We Are Social, Digital reports 2019, Kenya, Nigeria, South Africa. 2019
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Reasons for shopping online
The main motivations given for consumers in the markets of Kenya, Nigeria and South Africa to shop online are

Greater
product choice

Price

Convenience

With regards to greater product choice, in Kenya and Nigeria, a challenge consumers have faced in retail shopping
is the lack of large physical retail outlets which precludes being exposed to a diverse range of goods. Unlike
more developed economies where ecommerce is seen to be disrupting these mediums, in Nigeria for example
ecommerce can be considered to be overcoming these deficencies and offering the consumer a selection of
choice they had not experienced previously.
The lack of disruption caused by ecommerce in Kenya and Nigeria is much less so in South Africa which has
arguably the most developed retail sector in Sub-Saharan Africa, including large shopping centres catering
for a diverse range of physical outlets.8 The fact that products purchased via ecommerce can also be delivered
directly to the consumer also overcomes poor transport infrastructure facing the consumer if they want to travel
some distance to purchase an item. Although the poor transport infrastructure still exists and as mentioned
previously, presents an impediment to ecommerce platforms on a number of fronts, it shifts the responsibility
to overcome this challenge from the consumer to the platform which results in an additional benefit to the
consumer in the purchasing process.

Social media
Social media in these markets has a strong influence on consumer behaviour especially through influencers
which are an important marketing conduit for leading brands. This increased prevalence of social media in
influencing consumer behaviour has coincided with the decline in importance of the traditional media, such as
newspapers and radio, and with increased internet usage via mobile devices and a growing youth population, it
is highly likely that social media will have a stronger effect on consumer decisions.
Table 12 shows the engagement of the markets with social media, and also how rapidly the take up of social
media is occurring especially through mobile devices.

Table - 12

Table 12 – Social media uptake as percentage of total population
Country

Kenya

Nigeria

South Africa

Active social media users as percentage of total population (%)

16%

12%

40%

Annual increase of active social media users as percentage of total
population (%)

6.5%

26%

28%

Mobile social media users as percentage of total population (%)

15%

12%

38%

Annual increase of mobile social media users as percentage of total
population (%)

10%

35%

38%

Source:Hootsuite/We Are Social, Digital reports 2019, Kenya, Nigeria, South Africa. 2019
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Table 13 provides an indication of what social media channels are relevant in the individual markets. It is obvious
from the figures below the increasing importance played by video, via mediums like Youtube but also how
important Whatsapp is for communication, in particular for communication where feedback is expected quickly.
The significance of social media in influencing consumer behaviour and the prevalence of mediums like Whatsapp
for customer engagement is an important consideration for Australian organisations looking to develop a
strategy to enter the ecommerce market in Kenya, Nigeria, and South Africa. Digital is becoming the default form
in which information is disseminated and consumed, and it is being accessed via mobile.

Table 13 – Percentage of internet users who use various social media platforms (%)

Whatsapp

Facebook

Instagram

Kenya

82%

Kenya

80%

Kenya

48%

Nigeria

85%

Nigeria

78%

Nigeria

57%

South Africa

90%

South Africa

82%

South Africa

54%

Twitter

Youtube

Facebook
messenger

Kenya

33%

Kenya

61%

Kenya

41%

Nigeria

30%

Nigeria

53%

Nigeria

54%

South Africa

42%

South Africa

84%

South Africa

57%

Source: Hootsuite/We Are Social, Digital reports 2019, Kenya, Nigeria, South Africa. 2019

8 Bearing Point, Sub-Saharan Africa Shows Western Retailers how to Leapfrog to the Future of Retail By leveraging a Sense of Community
https://www.bearingpoint.com/en/our-success/thought-leadership/sub-saharan-africa-shows-western-retailers-how-to-leapfrog-to-the-futureof-retail-by-leveraging-a-sense-of-community/
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Entry Points For
Australian Businesses

It is possible for Australian organisations to take advantage of the ecommerce industry within Kenya, Nigeria and
South Africa, although access does vary depending upon the market, product, and whether relationships exist
with local firms in these markets. Companies with distributors or operations already in-market should strongly
consider using local contacts.
For organisations that do not presently have any commercial relationships or presence in these markets, a few
access points exist, but individual entry into these market remains difficult and it is advisable to seek expertise
from relevant service providers.
Almost all ecommerce companies, including major ecommerce platforms presently rely on organisations’ goods
to be inside the relevant market prior to listing. Also regulations relating to logistics such as duty-free limits and
customs charges can change, and regulations relating to product registration processes including in some cases
the need to have a local distributor, can also be burdensome.
Austrade strongly recommends that organisations seek advice from relevant service providers including freight
forwarders and logistics companies that can provide up to date advice on relevant regulations for their particular
product. Austrade can provide a list of referrals to Australian organisations upon request.

Conclusion

The ecommerce markets in Kenya, Nigeria and South Africa are rapidly developing as consumers ability to access
online sales increase, investments in major ecommerce platforms facilitating greater product selection take
place, and improvements in logistics and payment methods make the ecommerce experience more efficient,
convenient and acceptable to the consumer.
Australian organsiations looking to enter these markets should take time to research the markets and in the
process seek professional expertise on regulations and customs matters, and Austrade can provide relevant
contacts to assist with this process.
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