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As a leading e-commerce platform in Africa, our mission at Jumia is to make people’s lives easier and to change

lives through technology by creating new paths for businesses to grow and job opportunities for a new

generation to thrive.

Finally, we are proud to have brought together international brands, local businesses, logistics partners, and
Fintech players to work for the success of this new digital economy.

2

E-Commerce played a vital role during the COVID-19. It offered a reliable alternative that kept our lives

moving and our families safe, ensuring business continuity through additional innovations that included

well-timed cashless payment methods that supported the digitalization of the economy. Our role during
this period included supporting informal market sellers in Uganda through Jumia Food, helping handicraft sellers
in Morocco and Egypt to access the online market. We also supported restaurants in countries like Nigeria,
Ghana, and Kenya with food delivery services. 

COVID-19 and e-commerce in Africa
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Jeremy HodaraSacha Poignonnec
Jumia Co-Founders & CEOs

The great shift to everyday products

COVID-19 has accelerated digital innovations in Africa. Consumers are now using e-commerce for their daily

needs and for a better life, which is an important shift for the industry. This shift is part of a broader
economic transformation led by the continent’s young, urban and tech-savvy population.

Internet businesses in Africa could add US$180 billion to African GDP by 2025*, placing e-commerce at the
heart of the digital economy. Both the digital economy and e-commerce play a growing role in efforts to achieve
the Sustainable Development Goals (SDGs), bringing both new opportunities and new challenges. The number of
online shoppers in Africa increased by 18% annually* as e-commerce experienced exceptional growth in Africa. 

E-Commerce has created an opportunity for millions of Small and Medium Enterprises (SMEs) to thrive,
not only in their countries but also across the continent. Soon, with the African Continental Free Trade Area
(AFCFTA), a seller in Cairo will be able to transact directly with a consumer in Lagos or Nairobi. 

Women are a key driver of inclusive economic development in Africa. Jumia is uniquely positioned to help women-
owned businesses in Africa and contribute to closing the gender gap, as more than 50% of our sellers in Nigeria
and Kenya are women

2  
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Of total connections

9%

Africa’s digital transformation is happening now,
and e-commerce is part of this trend. With the
increase in smartphone adoption, internet businesses
in Africa could add US$180 billion to the economy by
2025. Its population is young, tech-savvy, and
increasingly urbanized. At the same time, the fast
adoption of technology makes the continent a fertile
space for digital innovation. FACTS

AFRICA

3M

255M527M

4G Penetration

GDP Growth

Africa's economy is expected to grow
by  3.5% in 2022.

Job Creation & Marketplace

Around 1% vs. 12% in the U.S.A.
and 20% in China.

Population

1.3B

1%
1 shop for every 67,000 people 
vs. 1 shop for 1,000 people in USA.

Estimated to reach 690M (65%)
by 2025.

Internet users are constantly
increasing in the Continent.

E-Commerce Penetration

Smartphone AdoptionInternet Penetration

20 yrs average age
Est. 2.5B by 2050.

2020

2019 (36%)

Retail Penetration

Online marketplaces in Africa can
create about 3 million jobs by 2025.

1/67,000 

By 2025

3.3%
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2020

27%
2019 2025

5G era has started and should
reach 3% by 2025.
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logistics, skills development, legal and

regulatory frameworks, and access to

finance. UNCTAD’s eTrade readiness

assessments provide many concrete

proposals in all these areas.

The uptake of e-commerce in Africa

remained relatively low when the

pandemic broke out. In other parts of the

world, however, COVID-19 led to a

surge in the use of digital solutions,

including e-commerce. The increase

applied especially to domestic sales

rather than cross-border e-commerce.

Food delivery, essentials and

pharmaceutical goods, were among the

top performing online shopping

categories. We have also seen growing

attention towards e-commerce by

several African Governments, eager to

enable economic activities to continue

despite various restrictions due to the

pandemic.

There are many barriers to e-commerce

across the African continent, especially

with regard to cross-border movements.

UNCTAD’s B2C E-Commerce Index 2020

shows that the African needs to be

digitally transformed to gain access to

internet use, postal reliability, availability

of secure servers as well as in the extent

to which people have access to a bank or

mobile money account. For example,   

Africa’s limited postal services and capacities

remain a constraint to the further uptake of

e-commerce; Only 16% of Africans can

receive post at home and in many countries,

there is lack of a functioning address system.

As shown in a study by the UN Economic

Commission for Africa, trading goods

across borders takes almost twice as

much time in Africa as in other developing

regions, this inhibits the ability of e-

commerce firms to satisfy consumer

speed and convenience demands. It also

costs more. COVID-19 measures have

exacerbated these challenges, hampering

the growth of cross-border e-commerce.

Governments have a major role in creating

better framework conditions for e-

commerce in Africa. The top request

expressed by e-commerce businesses

surveyed by UNCTAD in 2020 was that

governments develop clear national

strategies to enable e-commerce

expansion. This will improve inter-ministerial

and interdepartmental dialogue for effective

coordination; to foster better dialogue

between government, businesses and

business associations, consumer

representatives, and to facilitate

public/private collaboration to build

awareness and trust in e-commerce among

merchants and consumers. Given the cross-

cutting nature of e-commerce,  trade  
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WHAT IS THE IMPACT OF COVID-19
ON E-COMMERCE AND DIGITAL
TRADE IN AFRICA?

WHAT EXISTING BARRIERS TO E-
COMMERCE HAS THE PANDEMIC
REINFORCED AND HOW CAN WE
LEVERAGE THE BENEFIT OF THE
DIGITAL ECONOMY?

WHAT ROLE CAN GOVERNMENTS
AND PRIVATE SECTOR PLAY TO
ENHANCE E-COMMERCE IN AFRICA?

I N T E R V I E W

Chief of the ICT Policy Section 

TORBJÖRN 
FREDRIKSSON
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«COVID-19 has led to a surge in the use of
digital solutions, including e-commerce.»



SUPPORT
COMMUNITIES

Elsie Attafuah
UNDP Resident Representative in Uganda

«The UNDP and Jumia initiative to
connect the informal sector including
market vendors to potential
consumers through e-commerce is
bringing vulnerable groups of people
in the informal sector such as women,
youth and persons with disabilities
into the digital economy.»

Abdelouahed Rahal
Director-General of Commerce at the Moroccan
Ministry of Industry, Commerce, Green Economy
and Digital

«The Ministry works in collaboration
with institutional partners and the
private sector to promote digitization
and popularize the means likely to
boost trade via digital tools and
channels while ensuring the protection
of the interests of professionals and
consumers.»



MOROCCO

EGYPT

IVORY COAST

UGANDA

Partnership with the Moroccan Ministry of Handicraft
to bring craftsmen and cooperatives on Jumia
Maroc to reach millions of consumers countrywide.

Partnership with the Alex Bank and Sawiris Foundation
to support local SMEs and encourage Egypt's cultural
heritage, by giving them visibility to millions of
consumers on Jumia Egypt.

Jumia connects farmers in Ivory Coast to thousands of
consumers and gives them access to agriculture and
livestock products on the platform.

Partnership with the United Nations to support
informal market vendors in Kampala and connect
them with thousands of consumers through Jumia
Food Uganda to sustain livelihoods as part of the
response to the COVID-19 pandemic. 

Africa E-Commerce Index / 2021

«E-Commerce platforms like Jumia, with e-payment and last-mile delivery
capabilities, are uniquely positioned to be part of Africa’s response
strategy to COVID-19 with the support of relevant authorities.»
Sacha Poignonnec
Jumia Co-Founder & CEO

SUPPORT
COMMUNITIES
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MARKETPLACE
TRENDS

Serge Sacre
Managing Director of L’Oréal East Africa

«Maybelline in partnership with Jumia
launched the first-ever makeup virtual
try-on feature in Kenya called Modiface
- the feature allows consumers to safely
test their makeup before purchasing.»

Taoufik Ouzinet
E-Commerce Business Development Manager, 
Samsung Morocco

«Our collaboration with Jumia began
several years ago. We are partners in all
the commercial events offered by the
marketplace and we are proud to be
one of the first brands to be featured on
their platform.»



E-COMMERCE

FACTS

 30€

Best selling products

«Le COVID-19 a accéléré les innovations numériques
en Afrique. Les consommateurs utilisent désormais le
commerce électronique pour leurs besoins quotidiens
et pour une vie meilleure.»

Jeremy Hodara
Jumia Co-Founder & CEO

GMV Split by  product category

2019

Fashion
Beauty

FMCG
44%

Phones &
Electronics

56%

Fashion
Beauty

FMCG
57%

Phones &
Electronics

43%

2020

COVID-19 pandemic alongside dedicated commercial initiatives, supported consumer demand for everyday products.

AVERAGE
ORDER 
VALUE

Africa E-Commerce Index / 2021

Smartphone 
Smartphone
Sugar 
TV LED 

By number of items sold

Traffic split by platform Split of number of items sold

*

* as of Dec 31, 2020

2020

By product category

Essentials are the most requested products.

48 Million items listed on Jumia provide a
diverse offering of products and services.

Smartphone 
TV LED
Electric Kettle

(2kg)

12
14

15

16

2019 2020
Power Bank
Body Wash
Sugar 
Peas 
Face Mask 
Rice 
Sugar 

(2kg)

 (400g)

(5kg)

(1kg)

8

Searches for the 'Jumia' brand (split by market)

Brand appetite for Jumia is increasing YoY in all 10 markets, with Nigeria garnering the biggest share of brand interest
followed by Kenya, Morocco, Egypt and Ivory Coast respectively.*

1

* Google Internal Data 2021- - Using a (Phrase Match) for ‘Jumia’ terms in Arabic and Latin alphabets period 2019-2021 - 10 Jumia Markets - This covers YTD data vs last year's data2

2

Web App
Mobile Site
Desktop

56%
19%
25%

75% of the consumers are using
smartphones to shop online.

3*

*3 Live product listings at Dec 31, 2020



Geoffrey Mwove
Chairman of Courier Industry Association of Kenya 

«Our overall market share in e-commerce
last-mile deliveries has significantly
increased, we now take pride in large
volumes of e-commerce shipments
handled daily across our network.»

Francis Uzorji
Cards, Business & Services, Wema Bank Nigeria

«What is important for us as a bank is a
secure last-mile delivery process and an
improved turnaround time to enable us to
achieve customer promise.»

LOGISTICS
TRENDS



FACTS
LOGISTICS

Top Cities in Africa

WAREHOUSING INBOUND DELIVERIES PICKING & PACKING LAST-MILE & PAYMENT TRACKING RETURN HANDLING

Lagos
Cairo
Nairobi
Casablanca
Abidjan
Giza
Abuja
Accra
Kampala
Rabat

Africa E-Commerce Index / 2021

By volume of orders

Delivery Timing 

Logistics Partners
300

28 Million

Pick-Up Stations
1600
Orders Placed

Orders Destinations 
Per Region 

*2020

Secondary Cities
27%

Rural Areas
22%

Primary Cities
51%

Food Delivery Services 

40 Min

Lagos and Cairo are the 
leading cities.

on average

Online deliveries are done in less than
40 min for restaurants.

22% of deliveries made are in remote areas in regions
where choices for products are currently extremely limited
for consumers and infrastructure is particularly constrained.   

Our logistics platform is now open to third-parties

*as of Dec 31, 2020

17
18

20

19

21

«Our technology and last-mile services have a wide
coverage that enhances faster turnaround time,
reliable handling of products, and transparent
reporting, all of which have contributed to the
success of Jumia, both in urban and rural areas.»

Apoorva Kumar
Jumia Senior Vice President of Logistics Services
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FINTECH
TRENDS

Nagwa El-Shenawy
Under-Secretary Informatics and Data Analytics of the
Egyptian Ministry of Communication & Information
Technology 

«Financial inclusion played a major role in
enhancing digital payments. Multiple
measures and policies were taken during
the COVID-19 period, the Central Bank
had a major role in promoting mobile
wallets through all banks to simplify
payments and purchasing products.»

Abdul Majeed Rufai
Senior Manager of Mobile Money Limited, MTN Ghana

«There are also plans to encourage
cashless payments post- COVID-19 with
continuous advocacy for cashless
payment through thought leadership
Programmes with industry players,
consumer education, and retail payment
options.»



FACTS
FINTECH

JumiaPay App Digital Services

Africa E-Commerce Index / 2021

*2020

GMV split by service category

Nairobi
Johannesburg
Lagos
Accra

Top  Fintech cities in Africa

Mobile Money Accounts

Partners
33

4 Million+

Services
200

Downloads

Countries
5

JumiaPay Penetration

548M

Non Banked Population

58%

c.

*

*Cumulative app downloads since inception.

35%
Of Jumia orders completed using JumiaPay.

In Sub-Saharan Africa

Jumia is enhancing the relevance of the JumiaPay App with a growing number of services and partners.

Nearly half a billion people subscribe to
mobile services in Sub-Saharan Africa.

A majority of the Sub-Saharan
population do not have an account at
a financial institution or mobile money
provider.

Kenya, South Africa and Nigeria are the
leading fintech ecosystems in Africa.

22
23

24

25

26

«COVID-19 accelerated shift towards online payments,
with a continuously decreasing share of cash on
delivery payments. Many of our customers used
JumiaPay for the first time during the pandemic, mainly
for safety reasons.»

Sami Louali
Jumia Executive Vice President for Financial Services

12

*as of Dec 31, 2020



Mastercard promotes and encourages

the move to a cashless economy, by

highlighting the benefits that exist for all

stakeholders in a strong digital economy.

As a payments technology enabler, we

provide secure and more convenient

digital payments solutions for consumers

and enable e-commerce players to offer

a variety of payments methods. Through

our partnerships with leading online and

mobile platforms like Nairametrics,

Showmax, and Jumia, we bring exclusive

offers to consumers who shop online,

building confidence and wider adoption

of cashless transactions among

consumers.  Mastercard’s e-commerce

research has revealed the rapid growth

of online shopping, with nearly 73% of

consumers in the region shopping more

online than they did before the

pandemic. Mastercard believes that

20-30% of the COVID-19-related shift

to e-commerce spending will become

a permanent feature going forward.

Africa E-Commerce Index / 2021I N T E R V I E W

Senior Vice President Digital Partnerships, 
Middle East and Africa, Mastercard

NGOZI MEGWA

HOW IS MASTERCARD PROMOTING
A CASHLESS ECONOMY WITH E-
COMMERCE PLAYERS?

contactless transactions, and digital

payments. Consumers are increasingly

shifting their spending habits to embrace

contactless tap-and-go payments, online

shopping, and are exploring the potential

of new ways to pay. The adoption of

new payment technologies is rising,

and consumer appetite for new, fast

and flexible digital experiences

continues to grow. The Mastercard New

Payments Index shows 95% of African

consumers in countries like Nigeria, Kenya

and South Africa will consider using at

least one emerging payment method,

such as cryptocurrency, biometrics,

contactless, or QR code, in the next year.

According to the World Bank’s latest

Global Findex database figures, 42% of

adults in Sub-Saharan Africa have an

account at a financial institution or

mobile money provider, which means

a majority is still unbanked.

Mastercard has pledged to connect 1

billion people globally to the digital

economy by 2025, including 50 million

micro and small businesses, with a direct

focus on 25 million female entrepreneurs. 

WHAT ROLE HAS TECHNOLOGY PLAYED
IN ENHANCING FINANCIAL INCLUSION IN
AFRICA (MOBILE BANKING, AFFORDABLE
SMARTPHONES, ETC)?

WHICH ARE THE EMERGING PAYMENT
TRENDS FOR CONSUMERS IN AFRICA?

The pandemic has exposed how ‘illiquid’

cash and the power of digital payments

continuous to enable retail and

commercial transactions. Trends that are

impacting payments ecosystem players

include the surge in touchless experiences,

HOW MANY CONSUMERS ARE
TRADITIONALY BANKED/UNBANKED IN
AFRICA?

particularly has been instrumental in this

digital transformation journey, driven by

increasing smartphone adoption and

internet penetration. Mobile money has

unlocked financial access for millions

of unbanked and low-income people,

enabling them to electronically send

and receive money. Africa now has over

half a billion registered mobile money

accounts, according to GSMA.

Mastercard works closely with several

mobile network operators in Africa to

keep this momentum and move the

needle on financial inclusion. 

Technology has played a major role in

financial inclusion in Africa. Mobile money

WHAT FUTURE CONSUMER TREND DO
YOU PREDICT IN A POST-PANDEMIC?

Sustainability is growing in importance.

Personal attitudes towards the

environment have evolved as a result of

the COVID-19 pandemic, and

Mastercard’s research reveals a marked

increase in consumer passion for the

environment. In the Africa region, 9 in 10

people stated they’re willing to take

personal action to combat environmental

and sustainability issues – higher than the

global average.  More than 50% are

planning to give more value to brands

that act in a responsible, transparent and

honest way. Buying less impulsively by

being more aware of purchases is the

top change people will make as a

result from COVID-19.

«The adoption of new payment technologies
is rising, and consumer appetite for new, fast
and flexible digital experiences continues to
grow.»
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ENSURING ACCESS TO 
FINTECH SOLUTIONS

ACCELERATING 
GROWTH

EMPOWERING

IVORY
COAST

PROVIDING
TRAINING

«As a result of the loans received from

the Jumia lending program, my business

has grown bigger with time.»

WOMEN

HOW E-COMMERCE IS HELPING WOMEN SUCCEED IN A DIGITAL ECONOMY

«The training I got from Jumia has really

helped me on how to process my orders,

how to ship my orders, and how to deliver

to the last-mile hubs.»

Owner of the Olami Store
Bukola Olajumoke 

«I started selling on Jumia in 2015 for two

reasons: to reach more consumers

outside of my physical shop and to

increase my revenue.»

Jumia Seller
Adedoyin Adeigbe

Founder of the online store Deeski.com
Jumoke Akinsanya

Women are active sellers in e-commerce,
with the following percentage of business
ownership on the Jumia platform: 

NIGERIA
51%

KENYA
51%

31%

SUPPORTING WOMEN-OWNED BUSINESSES IN AFRICA, A
KEY DRIVER OF E-COMMERCE GROWTH IN THE CONTINENT

Supporting women entrepreneurs has taken on renewed urgency since the
outbreak of COVID-19. In 2020, women-owned businesses in the three countries
studied in the report experienced a 7% drop in sales, while male owned businesses
recorded a 7% rise in sales. Targeted support initiatives towards women are key to
addressing this inequality and ensuring inclusive economic recovery.

Read the full IFC Report - Women and E-Commerce in Africa HERE

*3

Stephanie von Friedeburg
Senior Vice President, Operations, IFC

«E-Commerce in Africa is thriving. The number of online shoppers across the
continent has increased by an average of 18 percent every year since 2014,
with similar growth anticipated over the next decade. This growth could be
even higher if we invest in women entrepreneurs on e-commerce platforms.»

14



For many of us, we only see inflection points when things change dramatically overnight so to speak. The reality though is

that often things have been changing unnoticed by many people and then an event or series of events blasts its way into

everyone’s consciousness all at once.

This is how COVID-19 a pandemic event, created an inflection point for the digital economy in Africa. When you look

closely though you realize that the signs have been there for many years and that is why Jumia has been at the forefront

of developing the e-commerce landscape in the last nine years. The fact that 255 million Africans have smartphones but

only have one formal retail outlet per 60,000 people has been a non-obvious message that African consumers want to

shop, pay bills, connect with people, browse content, transfer money and improve their daily lives using one infrastructure

they have: their smartphone. This is why our mission is to use the power of the internet to improve everyday lives in Africa

as it is critical and important.

When we narrow it down to women, in particular, we find that despite being traditionally late adopters of new

technologies, women have already adopted e-commerce. 50% of Jumia sellers in Nigeria and Kenya for example are

women.

This drives home a compelling message; internet+ smartphones + digital platforms can catalyze African economic

development and do it in an inclusive and sustainable manner.

The fundamental question today is where do we go from here? What do we do with this inflection point? If harnessed

properly we have a great opportunity for exponential growth for our continent. The focus should now be accelerating the

use of digital platforms like Jumia and allowing Africans to do more, be more and live more, making smartphones

universally affordable to reach more Africans, increasing internet penetration, and enabling all these with a supportive

regulatory landscape.  

The first decade of e-commerce driven primarily by the private sector in Africa is drawing to a close. The next decade

demands close and positive collaboration between public and private sector partners working together to shape the

African digital economy and unlock its full potential for the people.

At Jumia, for nine years, we have been preparing for this moment, we are very excited about the future and we are

ready.

Juliet Anammah
Chairwoman of Jumia Nigeria and Group Chief Sustainability Officer 

In one of my all-time favorite books, Only the Paranoid Survive the author Andy
Grove introduced the concept of inflection points. From his observation and
description, an inflection point is a time in the life of a business (I would add industry
or continent) when its fundamentals are about to change.

Africa E-Commerce Index / 2021

WHAT'S
NEXT?

15
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Our mission is to improve the quality of everyday life in Africa by leveraging technology to deliver innovative, convenient, and affordable
online services to consumers, while helping businesses grow as they use our platform to reach and serve consumers.

Jumia is the leading pan-African e-commerce platform active in six regions in Africa, which consist of 11 countries. Our platform consists of
our marketplace, which connects sellers with consumers, our logistics service, which enables the shipment and delivery of packages from
sellers to consumers, and our payment service, which facilitates transactions among participants active on our platform in selected markets.

About Jumia
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