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Abstract

The COVID-19 pandemic has drastically changed the way individuals and companies
function. Several authors investigated consumer behavior after the appearance of the virus.
However, no study in Serbia examined online shopping patterns after the pandemic, i.e.,
after the official declaration of the end of the pandemic by the World Health Organization
in May 2023 (post-COVID-19). The aim of this paper is to explore whether there is a
significant association between purchasing online before and in the post-COVID-19
period, as well as between consumer age and location and purchasing behavior in the post-
COVID-19 period. The data of 298 respondents from Serbia was collected during January
2024. The Chi-square test results indicated a relationship between online shopping habits
before and after the pandemic, with 73% of previous non-online shoppers adopting e-
commerce in the post-pandemic period. However, the results also revealed no significant
association between age or location and the decision to shop online after the pandemic. The
study suggests that businesses should prioritise enhancing online shopping platforms, as
many consumers have continued or begun using them. Furthermore, it recommends that
businesses implement broader, more uniform strategies. Moreover, the study provides a
theoretical contribution by expanding knowledge on consumer behavior in the post-
pandemic period.
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INOHAIIAIBE IOTPOIIAYA MTPUJIMKOM
OHJIAJH KYITOBUHE HAKOH COVID-19 TIAHAEMUJE
Y PEIIYBJIMLIU CPBUJHU

Arncrpakr

ITannemuja Bupyca COVID-19 3Ha4ajHO je MpOMEHMIA HAaUMH Ha KOjH I0jeIUHITH
n xommanuje QyHkiponnmry. Hexonmko ayTopa je HCTpaKMBalO MOHANIAKkE MOTPO-
1aya HaKoOH 1ojaBe Bupyca, Mmehytum, y CpOuju HUje COPOBEICHO UCTPAXKUBAKE KOje
OM MCIIUTAJNO U YIOPEeIuIo oOpaciie OHJIajH KYIIOBHHE MOCIE MaHAEMH]e, Tj. y MepH-
0/ly HaKOH 3BaHMYHOT IpOTJIalietha 3aBpIIeTKa MaHIeMuje o crpaHe CBETCKe 31paB-
cTBeHe opranuzanyje y Majy 2023. romqune (moct-COVID-19). Lluss oBor pazna je aa ce
HCTPaXku /1 JIM NIOCTOj 3HaYajHa MOBE3aHOCT n3Mel)y KyNoBHHE IyTeM MHTEepHeTa Ipe
n y noct-COVID-19 nepuony, kao u uzMmeljy crapocHe T00H U JIOKAIKje TOTpoIada 1
noHamama y noct-COVID-19 mnepuony. Ilomaum o 298 wcrnmrannka u3 Cpouje mnpu-
KYIUBEHH Cy TOKOM jaHyapa 2024. roqune. Pesynratn Xu-kBaapaT TecTa Cy yKa3aid Ha
MOCTOjarke Be3e M3Mel)y HaBHKa BE3aHMX 3a OHJIAJH KYIOBHHY IIPE U HAKOH MaHIEMH]e,
npu 4eMy je 73% paHMjuX HEKOPHCHHKA OHJAjH KYHNOBHHE YCBOJUJIO €-TPIrOBHHY Y
MOCTIAHAEMHjCKOM TIeproay. MehyTum, pesynratu cy Takohe mokasand aa Hema 3Ha-
YajHe MOBE3aHOCTH M3Mehy roArHa M JIOKaldje W OJUIyKe Oa ce KyIyje OHJIajH HAKOH
nanaemuje. CTyauja npemiake aa npenyseha Tpeba na najy mpuoputeT yHampehemy
OHJIAjH IIATGOPMH 32 KYIIOBHHY, jep MHOTH TOTPOIIAYN HACTABJbajy WU CY 3al0Ye)Td
na ux kopucre. [lopen Tora, mpenopyuyje ce na npenyseha UMIUIEMEHTUPAjy IIHPE U
yaudpopMHHje crpateruje. Takole, cTymuja mpyxka TEOPUjCKU JOMPHHOC MPOIIUPUBA-
HEM 3HaHba O TIOHAIIAY HOTPOIIaya Y MOCTIaHIEMHjCKOM TIEPHOY.
Kibyune peun: mnonamatse notponiada, COVID-19, kynoBrHa, OHIajH KYTIOBHHA

(xymoBuHa IyTeM uHTepHeTa), nocT-COVID-19 nepuon.

INTRODUCTION

In recent years, the world faced a pandemic which began at the end
of 2019. The coronavirus disease (COVID-19) was first identified in Wu-
han, China, and represented a new strain of coronavirus that had not pre-
viously been detected in humans (European Centre for Disease Preven-
tion and Control, n.d.). The severity of the virus is clear, as it had caused
7,031,216 deaths and registered 774,631,444 cases by February 2024
(World Health Organization - WHO, n.d.). To limit the spread of the vi-
rus between 2019 and 2023, governments worldwide implemented vari-
ous measures, including restricting movement, closing malls and bars, en-
forcing mask mandates in public spaces, and promoting social distancing
(Ivanovi¢ & Antonijevi¢, 2020). The Republic of Serbia was one of the
countries affected by the virus. As of February 29, 2024, Serbia had con-
firmed 2,473,599 cases, with 17,715 deaths (Ministry of Health of the
Republic of Serbia COVID-19, n.d.).

The COVID-19 pandemic significantly altered consumer behavior
and reshaped market dynamics. This shift was the result of a complex in-
terplay between individual choices, societal responses, and evolving pub-



Consumer Online Shopping Behaviour in the Republic of Serbia Post-COVID-19 359

lic health measures. The pandemic’s influence went beyond changing
consumer preferences and also introduced new business challenges and
opportunities. Numerous authors have examined the impact of the pan-
demic on consumer purchasing behavior (Bounie, Youssouf, & John,
2020; Kim, 2020; Hashem, 2020; Jensen, Yenerall, Chen, & Yu, 2021;
Shen, Namdarpour, & Lin, 2022). Some studies have found that the
COVID-19 pandemic has significantly impacted online shopping behav-
ior, with people preferring the safety of online purchases over the risk of
infection in physical stores (Soares et al., 2022; Szymkowiak et al.,
2021). Bhatti et al. (2020) found that global online shopping increased
due to COVID-19. Similarly, Donthu and Gustafsson (2020) examined
how consumer purchasing patterns changed across various countries, re-
vealing global trends such as a surge in online shopping, a shift in spend-
ing priorities toward essential goods, and a heightened focus on health
and hygiene products. Additionally, a global study by Cruz-Cardenas et
al. (2021) conducted a bibliometric analysis to track the effects of
COVID-19 on consumer behavior worldwide, showing how regions
adapted to digital technologies and e-commerce platforms during lock-
downs. Barrantes-Aguilar, Solis-Rivera and Villalobos (2023) reveal that
in a sample of forty countries, digital consumer behavior evolved during
the pandemic from a diverse range of characteristics to a more uniform
pattern among consumers across different nations. The findings of
Asuamah Yeboah (2023) highlight significant changes in consumer be-
havior in developing countries, including decreased spending on non-
essential items, a growing dependence on online shopping platforms, a
stronger preference for local and domestic products, and difficulties in
maintaining brand loyalty. These shifts reflect the impact of the pandemic
on consumption patterns and economic constraints. Gupta and Mukherjee
(2022) reveal that those who had a positive experience during the pan-
demic showed a stronger sustainable self-identity, which led to more sus-
tainable consumption practices and a shift towards online shopping in In-
dia. Consequently, individuals need to possess an adequate level of digital
skills to effectively use digital services (Bradi¢-Martinovi¢ & Banovié,
2018; Lazi¢, Vukmirovié¢, Banovié¢, Simovi¢, & Paunovi¢, 2023; Jevtic,
Vucekovi¢, & Tasié¢, 2023). Recognising the intricate relationship be-
tween consumer behavior and the diverse effects of COVID-19, Ivanovié¢
et al. (2020) identified significant differences in purchasing behavior be-
fore and during the COVID-19 pandemic in Serbia. The same authors al-
so explored the main motivations for online shopping, the most common-
ly purchased goods and services, and payment methods. However, there
is a lack of studies, both globally and in Serbia, that focus on consumer
behavior after the official declaration of the end of the pandemic, creating
a gap in understanding the trends in consumer habits. Bashar et al. (2023)
conducted a bibliometric analysis of 635 articles on consumer behavior
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during COVID-19, emphasising the need for future research to investi-
gate changes in purchasing behavior both before and after the pandemic.
Understanding behavioral changes can help businesses adjust their strate-
gies to better meet consumers’ needs and preferences. This analysis could
also reveal shifts in priorities, spending habits, and the adoption of digital
technologies, which are crucial especially for Serbia’s future develop-
ment. Additionally, it provides insights into market resilience and can
help predict future trends. This study focuses on the Republic of Serbia,
investigating whether consumer behavior changed following the end of
the COVID-19 pandemic. The aim is to analyse consumer behavior dur-
ing the post-declaration phase, after the World Health Organization
(WHO) ceased classifying COVID-19 as a global health emergency in
May 2023. Specifically, the authors examine whether consumer habits
shifted between the pre-pandemic period and the post-declaration phase.
Additionally, the study explores the relationship between post-COVID-19
online shopping behavior and socio-demographic variables such as age
and location. By comparing key factors like the main motivations for
online shopping, the most commonly purchased goods and services, and
payment methods before and after the pandemic, this paper addresses
gaps in previous research. The study offers a theoretical contribution by
expanding knowledge on consumer behavior, and practical implications
by providing relevant organisations with insights into individuals’ online
shopping habits.

LITERATURE REVIEW

Previous epidemics, such as SARS and MERS, have influenced
humans by modifying their behavior and contributed to an increase in the
number of online purchases. This stand is confirmed by Forster and Tang
(2005) through their examination of SARS in Hong Kong. The COVID-
19 pandemic significantly accelerated the shift toward online shopping
(Asuamah Yeboah, 2023; Gupta & Mukherjee, 2022). Bhatti et al. (2020)
and Donthu and Gustafsson (2020) also found a global rise in e-
commerce, with consumers prioritising essential goods like food and hy-
giene products. Cruz-Cardenas et al. (2021) highlighted how regions
adapted to digital technologies during lockdowns, further entrenching
online shopping habits. Das et al. (2022) observed increased demand for
affordable substitutes in unorganised sectors, driven by financial con-
straints. Billewar et al. (2022) and Diaz-Gutierrez, Mohammadi-Mavi,
and Ranjbari (2023) stated that the pandemic altered consumer behavior
in both online and in-store shopping environments. Shen, Lin, and
Namdarpour (2022) indicated a significant shift from in-store to online
purchasing due to the pandemic. Additionally, Nikoli¢, Perci¢, and Necak



Consumer Online Shopping Behaviour in the Republic of Serbia Post-COVID-19 361

(2022) confirmed a change in the shopping behavior of Serbian consum-
ers. Based on this, the following hypothesis is formulated:

H1 — There is a significant association between purchasing online
before COVID-19 and in the post-COVID-19 period.

According to Slaba (2020), age significantly influences consumer
behavior, a finding that was further supported by Truong and Truong
(2022). During the initial phase of the pandemic, online shopping activity
increased across all age groups in California (Young, Soza-Parra, & Cir-
cella, 2022). Furthermore, official data from Statista (2023) and Eurostat
(2022) demonstrates differences in online shopping habits among various
age groups. Additionally, Shen, Lin and Namdarpour (2022) showed that
the elderly population, who previously did not purchase online, started
online shopping after the appearance of COVID-19. Bauboniené and
Gulevicituté (2015) indicate that e-commerce is most commonly used by
individuals between the ages of 25 and 34. Other studies have also
demonstrated that aging significantly impacts consumer behavior, leading
to changes in preferences, attitudes, and decision-making processes
(Shukla, 2023). Based on these previous studies, the following hypothesis
is formulated:

H2 — There is a significant association between consumer age and
purchasing online in the post-COVID-19 period.

Numerous studies have investigated the influence of location on
shopping behavior (Widowati & Purwanto, 2014; Bell, 2014; Shobirin et
al., 2016; Ariyanti & Fachrodji, 2021). Ren and Kwan (2009) suggest that
individuals with limited access to nearby stores are more likely to shop
online. Conversely, Adibfar, Gulhare, Srinivasan, and Costin (2022)
found that the area of residence (urban/rural) does not significantly im-
pact consumers’ e-commerce behavior. Based on this, the following hy-
pothesis is defined:

H3 — There is a significant association between consumer location
and purchasing online in the post-COVID-19 period.

In the following section, the authors provide an overview of data
from the Statistical Office of the Republic of Serbia. The analysis spans
the period before, during, and after the declaration of the end of the pan-
demic (2018-2023).

Online Shopping in the Republic of Serbia (2018-2023)

Table 1 shows the frequency of online purchases by individuals in
the Republic of Serbia in the period between 2018 and 2023 in percent-
ages.
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Table 1. Frequency of online purchases of individuals (%)
in the period 2018-2023 in the Republic of Serbia

Frequency of online purchases Year

2018 2019 2020 2021 2022 2023
In the last 3 months 309 342 36.1 423 478 51.0
More than 3 months (less than 1 year) 14.6 9.7 11.8 10.6 157 13.2
More than a year 9.1 13.1 9.1 82 95 92
Never used 454 43.0 43.0 39.0 27.1 26.6

Source: Statistical Office of the Republic of Serbia (2023)

It can be observed that during the 2018-2023 period, the share of
those who have never purchased online decreased, indicating the popular-
ity of e-shopping. Table 1, which presents statistical data on the frequen-
cy of online purchases in Serbia from 2018 to 2023, aligns closely with
the results of our study. The table shows a clear increase in the percentage
of individuals who reported online purchases in the last three months at
the time of completing the survey, rising from 30.9% in 2018 to 51.0% in
2023. This trend reflects the growing adoption of e-commerce, particular-
ly during and after the COVID-19 pandemic.

Our study results are consistent with these statistics, as we ob-
served that a significant number of respondents continued to shop online
in the post-pandemic period, with 73.33% of individuals who had not
shopped online before the pandemic adopting this behavior after the pan-
demic. This reinforces the idea that the pandemic catalysed the wide-
spread acceptance of online shopping in Serbia. Additionally, our find-
ings showed that those who were already engaged in online shopping be-
fore the pandemic have maintained this habit, further contributing to the
upward trend observed in Table 1. The alignment between national statis-
tical data and our survey results enhances the validity of our conclusions,
highlighting the long-term impact of COVID-19 on consumer behavior
and the need for ongoing improvements to online shopping platforms in
Serbia.

Table 2 presents the list of goods or services purchased (ordered)
online for private use in the previous year.

Table 2. List of top five goods or services bought (ordered) online for
private use in the previous year shown in % of individuals

Goods or services 2018 Goods or services 2023
Clothes, sports goods 55.5 Clothes, shoes, accessories 69.7
Household goods 22.6  Sports equipment 28.1
Electronic equipment 18.3  Furniture, home goods 17.2
Books/magazines/newspapers 12.2  Food Delivery 17.2
Medicines 8 Other 16.6

Source: Statistical Office of the Republic of Serbia (2023a)
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It is evident that clothes were the most popular category in both
years. These statistics align with U.S. official data (Statista, 2023a), in
which clothes and shoes are the two most popular categories for online
purchases. After the appearance of COVID-19, ordering food online has
become popular among individuals, resulting in a high position of catego-
ry Food delivery (Glovo, Wolt, etc.). Table 3 shows the frequency of in-
dividuals’ online purchasing. Forster and Tang (2005) stated that besides
the increased online shopping due to the epidemic, the most bought prod-
ucts were cleaning and existential products. In the case of MERS in South
Korea, Jung et al. (2016) found that the highest share of goods purchased
online consists of grocery products.

Table 3. Frequency of online shopping in the previous three months
(2018-2021)

Frequency 2018 2019 2020 2021
1-2 times 57 53.2 51 64.1
3-5 times 27.2 30.6 35.1 30.2
6-10 times 10.2 9.4 10.2 4.4
More than 10 5.6 6.8 3.6 1.3

Note: For the years 2022 and 2023, the Statistical office did not provide
the same analytics preview, so the authors did not include data in a table.
Source: Statistical Office of the Republic of Serbia (2023)

Based on the available data from Table 3, it can be concluded that
during the period between 2019 and 2021, the percentage of those who
purchased 1-2 times in the last three months increased at the time of com-
pleting the survey, while the share of those who made online purchases
more than ten times decreased. Table 4 provides an overview of money
spent on online shopping.

Table 4. Money spent by individuals on online shopping
in the Republic of Serbia in the previous three months (% of individuals)
in the period 2018-2021

Money spent (in EUR) 2018 2019 2020 2021
Less than 50 55.4 59.7 55.6 49.5
50-100 234 24.8 22.1 28.5
100-500 17.3 12.6 18.5 15.2
500-1,000 2.1 0.9 1.8 0.7
1,000 and more 0.7 1 0.1 0.1

Note: For 2022 and 2023, the Statistical office did not provide the same analytics,
so the authors did not include data in a table.
Source: Statistical Office of the Republic of Serbia (2023a)
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Table 4 shows that most individuals bought goods (or services) for
less than 50 EUR each year of the observed period. Additionally, more
people spent between 50 and 100 EUR in 2021 (compared to 2018-2020).
The cause for that could be the financial aid provided to citizens by the
government of the Republic of Serbia to reduce the consequences of
COVID-19.

METHODOLOGY

The total sample size of 298 respondents from Serbia comprised
82.55% women and 17.45% men. The structure of the sample by age cat-
egory is shown in Table 5.

Table 5. The structure of the sample by age group (%)

Age group %
18-24 25.50
25-34 44.97
35-44 14.77
45-54 10.07
55-64 3.36
Other Below 1%

Source: Authors

The respondents belong mainly to the age groups 25-34 and 18-24.
These statistics align with official Statista data (2023), indicating that In-
stagram users, one of the main survey distribution channels, are predomi-
nantly aged between 25 and 34 years (30.3%), and 18 and 24 years old
(30.8%).

The primary location of the respondents is Belgrade (77.85%),
with other cities that make up a total of 12.15%. That corresponds with
the official statistics of the Republic of Serbia (2023), which show that
Belgrade is the largest city with approximately % of the total population.

For this study, the authors used the same instrument used in the
study conducted in 2020, but with adaptations specific to this research.
The reason for using an almost identical online questionnaire is to have
consistency in analysis. The questionnaire was distributed via social net-
works: LinkedIn, WhatsApp, Viber, Facebook, and Instagram.

The questionnaire consists of six socio-demographic questions and
questions regarding shopping habits before and after the pandemic, with a
detailed examination of the behavior of online shopping users (frequency
of buying online, motives for purchase, category of goods/services, pay-
ment methods, etc.) and non-users (the reasons for not shopping online).
The estimated average time for filling out the survey is less than five
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minutes. The survey was distributed in January 2024, i.e., in the post-
COVID-19 period (after May 2023).

To examine and determine the significance of the association be-
tween the mentioned variables, we used the Chi-Square test with a signif-
icance level of 5%.

RESULTS AND DISCUSSION

The results show that most online shopping users purchased
clothes and sporting goods (Table 6). Ivanovi¢ et al. (2020) also reported
similar findings during the pandemic.

Table 6. Category of goods or services that respondents in Serbia
purchased or ordered over the Internet (e-commerce) for private use
in the post-COVID-19 period

Category of goods %

Clothes, sports goods 39.79
Books/magazines/newspapers 26.64
Tickets for events 26.27
Other 7.30

Source: Authors

The motives for online purchases in the post-COVID-19 period are
outlined in Table 7. The most common reason was the desire to save time
compared to in-store shopping, a finding consistent with the observations
of Huseynov and Yildirim (2016), and Mittal (2013), who emphasised the
significance of time-saving in the context of busy lifestyles. On the other
hand, some authors have pointed out challenges in online purchasing,
mainly due to the inability to physically interact with products, such as
feeling, smelling, or trying them out (Katawetawaraks & Wang, 2011; Al-
Debei et al., 2015). Interestingly, laziness was mentioned as a motive,
though it accounted for less than 1%.

Table 7. Motives for online purchasing in the post-COVID-19 period

(% of respondents)
Motives %
Saving time 40.92
Better conditions with online ordering ~ 32.62
Lower costs 19.69
More free time 6.15
Lazy to purchase in-store 0.62

Source: Authors
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During the pandemic, individuals in Serbia bought online because

many stores operated exclusively on the Internet. Additionally, individu-
als wanted to minimise health risks and save time (Ivanovi¢ et al., 2020).

Table 8. Payment methods

Method %

Cash on delivery 36.69
By card 33.87
M-banking 19.35
E-banking 10.08

Source: Authors

As indicated in Table 8, the predominant payment method is cash
on delivery. This finding aligns with previous studies where this method
consistently outranked e-payment options (Purwandari, et al., 2022).
Halaweh (2018) noted that cash on delivery remains a preferred method
due to concerns over online payment security. However, in contrast,
countries like the United States experienced a stronger shift toward e-
payments during the pandemic (Jensen et al., 2021), reflecting varying
levels of trust and digital infrastructure across different regions. The con-
tinued preference for this payment approach is attributed to customers’
apprehension, stemming from a perceived lack of security and trust in al-
ternative payment methods. Furthermore, a segment of unbanked individ-
uals exclusively use cash for transactions (World Bank, 2021).

The Chi-Square test results are shown in Tables 9, 10, and 11.

Table 9. Chi-Square test of HI

Value df Asymptotic Exact Sig. Exact Sig.
Significance (2-sided) (1-sided)

(2-sided)
Pearson Chi-Square 52.122 1 .000
Continuity Correction® 48.944 1 .000
Likelihood Ratio 49.547 1 .000
Fisher's Exact Test .000 .000
Linear-by-Linear Association 51.947 1 .000

N of Valid Cases 298
Source: Authors’ calculation

Results from Table 9 show that the p-value (p=0.000) is lower than
the alpha (¢=0.05). It means that the null hypothesis is rejected, and it can
be concluded that there is a significant association between purchasing
online before and in the post-COVID-19 period.
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Not purchased before

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

® Purchased after mNot purchased after

Figure 1. Consumer behavior before COVID-19 and
in the post-COVID-19 period

Thus, around 73% of those who had never bought before pur-
chased in the post-COVID-19 period, while 99% of those who purchased
before continued purchasing in the post-COVID-19 period (Figure 1).

The result aligns with the findings of Ivanovi¢ et al. (2020), con-
sidering they found a significant association between consumer behavior
before and during a pandemic. Diaz-Gutierrez et al. (2023) found that
customers did not fully transition to online purchasing. The study sug-
gests that, following the COVID-19 pandemic, many individuals reverted
to in-store purchasing. Kumar et al. (2024) stated that changes resulting
from COVID-19 led to a shift towards online purchasing, with more peo-
ple opting for this method over in-store shopping. Similar findings were
reported in other regions, such as the United States, where Jensen et al.
(2021) observed a substantial increase in online shopping during the pan-
demic, which persisted post-pandemic. Similarly, Bhatti et al. (2020)
documented a global rise in e-commerce during COVID-19, emphasising
that digital transformation accelerated across various sectors, reinforcing
our results which show a strong continuation of online shopping. Addi-
tionally, respondents who did not shop online after the pandemic (4.4% of
the total sample) most commonly cited the following reasons for avoiding
online shopping: a preference for seeing products in person (76.9%), un-
certainty about product quality (38.5%), and long delivery times (30.8%).
These findings are in line with Daroch, Nagrath, and Gupta (2021),
Karthikeyan (2016), and Alam and Elaasi (2016).

The results presented in Table 10 show that the p-value is higher
than the alpha, indicating a non-significant association between consumer
age and online purchasing behavior in the post-COVID-19 period. Ullah
et al. (2019) similarly found no significant relationship between consum-
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ers’ age and purchasing decisions. Although younger demographics are
increasingly using the internet and online platforms for shopping (Statis-
ta, 2023), older individuals also continue to use these platforms, either as
a habit developed during the pandemic or as a more efficient method of
shopping. In contrast, Vasudeva (2022) and Slaba (2019) found different
results. Vasudeva (2022) observed that age influences consumer behavior
in the socio-digital era, while Slaba (2019) concluded that age significant-
ly affects consumer behavior.

Table 10. Chi-Square test of H2

Value df Asymptotic Exact Sig. Exact Sig.
Significance (2-sided) (1-sided)

(2-sided)
Pearson Chi-Square 3111 577
Continuity Correctionb 105 1 746
Likelihood Ratio 302 1 .583
Fisher's Exact Test .641 .363
Linear-by-Linear Association 310 1 578

N of Valid Cases 298
Source: Authors

As indicated in Table 11, the p-value surpasses the alpha level
(0=0.05), implying no significant association between consumer location
and online purchasing in the post-COVID-19 period. This finding aligns
with the results of Singhdong and Setyawan (2016), who concluded that
customers’ location does not influence purchase decisions, while Brata et
al. (2017) and Rizal et al. (2017) reported the opposite results. Further-
more, Ren and Kwan (2009) suggested that geographical location, partic-
ularly access to physical stores, plays a crucial role in consumers’ shop-
ping decisions. Thus, individuals may prefer purchasing online when the
store is not so nearby.

Table 11. Chi-Square test of H3

Value df Asymptotic Exact Sig. Exact Sig.
Significance (2-sided) (1-sided)

(2-sided)
Pearson Chi-Square 1.228 1 268
Continuity Correction® 741 1 .389
Likelihood Ratio 1.143 1 285
Fisher's Exact Test 321 192
Linear-by-Linear Association 1.224 1 269

N of Valid Cases 298
Source: Authors
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CONCLUSION

The COVID-19 pandemic significantly reshaped consumer behav-
ior, altering market dynamics through a complex interplay of individual
choices, societal responses, and evolving public health measures. This
study examines online shopping habits before and after COVID-19 and
explores the relationship between consumer demographics, such as age
and location, and post-COVID-19 purchasing behavior. The findings of
this research provide a solid foundation for future studies, as the post-
COVID-19 effects on consumer behavior remain underexplored, particu-
larly in the Republic of Serbia.

The Chi-Square test was used to evaluate the hypotheses, revealing a
significant association between pre-pandemic and post-COVID-19 be-
havior. However, neither age nor location showed a statistically significant
relationship with post-COVID-19 purchasing behavior. Notably, consum-
ers who purchased online before the pandemic continued doing so after-
ward. For those who had not previously shopped online, 73.33% changed
their behavior and began purchasing online in the post-COVID-19 period.

The study also found that the most frequently purchased items in-
cluded clothing and sports goods, household items, electronic equipment,
and books (magazines and newspapers). A shift in consumer behavior was
observed, with consumers focusing on essential goods like groceries and
medicines during the pandemic, and transitioning to non-essential, higher-
priced items such as electronics and household goods in the post-pandemic
period. The primary motives for online shopping after the pandemic were
time-saving and better conditions offered by online platforms. The most
common payment methods were cash on delivery and card payments. The-
oretically, the study contributes to the existing body of knowledge on con-
sumer behavior by providing insights into online shopping habits in Serbia,
and by offering a deep understanding of behavior patterns before and after
the pandemic. The practical implication is that businesses should prioritise
maintaining the quality of their online platforms and develop strategies to
attract individuals who do not currently shop online. Companies should
therefore adopt a more effective approach to persuade non-users by empha-
sising the numerous advantages of online shopping. Policymakers should
take appropriate steps to enhance trust among individuals, strengthen digi-
tal literacy, and increase confidence in e-payment systems, thereby address-
ing the preference for cash on delivery and encouraging the adoption of se-
cure online payment methods.

There are several limitations to this study. First, the sample size is
relatively small, which may limit the generalisability of the findings to the
broader population. Future studies should include a larger sample to im-
prove the robustness of the results. Second, women were predominant in
the sample, as they are generally more likely to participate in online sur-
veys (Becker, 2022; Smith, 2008). This gender imbalance may skew the re-
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sults, so future research should ensure a more balanced gender rep-
resentation to accurately reflect consumer behavior. Third, distributing the
questionnaire via social media platforms, while effective in reaching a large
audience, may have introduced selection bias, as social media users tend to
be younger and more digitally engaged. Future studies should incorporate a
combination of survey methods. Fourth, only two socio-demographic vari-
ables are included in the analysis (age and location). Future studies should
incorporate a wider range of socio-demographic variables such as gender,
income, education level, occupation, marital status, and digital literacy lev-
el, to provide a more comprehensive understanding of this topic. Fifth, the
study is conducted only on the Serbian population. Conversely, further re-
search should incorporate other countries to compare consumers’ purchas-
ing habits. Additionally, longitudinal studies are recommended to provide a
more detailed understanding of changes in consumer behavior over time.
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INOHAIIAIBE NIOTPOIIIAYA MPUJIMKOM
OHJIAJH KYITOBUHE HAKOH COVID-19 TIAHAEMUJE
Y PEIIYBJIMLIN CPBUJHU

‘Puna UBanosuh, Mapuja Autonujesnh
HHCTUTYT ekOHOMCKHX Hayka, beorpan, Cpbuja

Pe3ume

Tannemnja Bupyca COVID-19 3HauajHO je poMeHMIa HaulH Ha KOjH NOjeAMHIN U
KoMItaHuje ¢yHKImonunry. L{us oBe cTyauje je aa yTBpAM Ja Ju IOCTOjH 3HaYajHa Besa
m3Mel)y KyIOBHHHX HaBHKA IIpe W IOCJE TAHAEMHUje, Kao ¥ Jia JIM MOCTOjU TOBE3aHOCT
mMel)y nemorpa)cKuxX KapakTepucTHKa (CTapoCcT M MECTO NPEOMBAIHILTA UCIINTAHUKA) 1
MoHammama notpommaya y nocr-COVID-19 nepuony.

Hcrpaxusame je cripoBeneHo y CpOuju Ha y30pKy o 298 HCTIUTaHHKA TOKOM jaHyapa
2024. romuae. Pesynratn Xu-KBajpar TecTa MokKasyjy da MOCTOjH 3HAa4ajHa MOBE3aHOCT
m3Mel)y KynoBHHX HaBWKa Tpe W Tocie HaHmemuje. Mehytum, crapoct m Mecto
npeOMBaJMINTA HHUCYy HMajiM 3HA4YajHy IIOBE3AaHOCT Ca OHJAJH KYINOBHHOM HAaKOH
nangemuje. OTKPHUBEHO je Ja Cy MOTPOLIauK KOjH Cy paHHje KyIOBaJIM OHJIAjH HACTABUIIN
ca CBOjOM HaBMKOM M HAaKOH MaHnemuje, MoK je 73.33% OHuX KOju HMPETXOJHO HHCY
KyTIOBaJIA OHJIAjH TI0YENO J1a KyIyje Ha OBaj HauuH. JJOMHHAHTHE KaTeropuje mpou3BoIa
Koje cy Ome mpeaMeT KyIOBHHE HaKOH IMaHAeMHje YKIbydyjy ozehy, kyhne amapare u
eNIeKTPOHCKY ompeMy. OCHOBHM MOTHBH 32 OHJIajH KyIIOBHHY HAKOH IMaHAEMHje OWIN Cy
ymrena BpeMeHa U 00JbH yCIIOBH HapydHBama, a Hajuemhn metonu miahama Owim cy
TOTOBUHOM IIpH JOCTaBH U miahatbe kapTunoM. CTyauja npencTaBiba aieKBaTHy OCHOBY
3a Oynyha ucTpaxuBamba O MOHALIAWky IOTpolIada, y3uMajyhu y o03up MoryhHoct
HEOUEeKNBAHUX OKOJIHOCTH Ca KOjUMa Ce MOjeIMHIIM MOTY CYOYHTH Ha IJI00aIHOM HHUBOY.

APPENDIX — QUESTIONNAIRE

1. Gender
Female
Male

2. Age
Under 18 years
18-24
25-34
35-44
45-54
55-64
65-74
74+
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3. Place of residence
Beograd
Novi Sad
Nis
KruSevac
Cacak
Valjevo
Sombor
Pancevo
Kikinda
Subotica
Zrenjanin
Sremska Mitrovica
Uzice
Sabac
Jagodina
Kraljevo
Kragujevac
Bor
Pozarevac
ZajecCar
Leskovac
Pirot
Smederevo
Vranje
Prokuplje
Pristina
Kosovska Mitrovica
Gnjilane
Pe¢
Prizren
Novi Pazar
Loznica

4. Before the outbreak of COVID-19 (coronavirus), did you purchase/order products
or services online?
Yes
No

5. Since the end of the pandemic (May 2023), do you purchase/order products or
services online?
Yes (Proceed to question 6)
No (Proceed to question 12)

Behavior since the end of the pandemic - May 2023

6. How frequently do you purchase/order products or services online?
Daily ©J 2-5 times a week C_ Once a week 2-3 times a month © Once a month

7. What are the reasons for your online purchases?
Lower prices
Time savings
More free time
Many stores offer better conditions through online ordering
Other
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8. What do you most frequently purchase/order online?
Food and groceries
Pharmaceutical and hygiene products
Clothing and sports equipment
Household items (furniture, toys, etc.)
Books, magazines, newspapers
Accommodation (hotels, etc.)
Electronics
Tickets for cultural events
Telecommunications services
Games
Movies and music
Hardware
Other

9. Please indicate how many times you have purchased the following products:
Never Once Twice More than twice

Food and Groceries

Pharmaceutical and Hygiene Products
Clothing and Sports Equipment
Household Items (Furniture, Toys, etc.)
Books, Magazines, Newspapers
Accommodation (Hotels, etc.)
Electronics

Tickets for Cultural Events
Telecommunications Services

Games

Movies and Music

Hardware

Other

10. What is the total amount you typically spend per order for products/services
purchased online?
Up to 1,000 RSD
1,000-5,000 RSD
5,000-10,000 RSD
Over 10,000 RSD

11. How do you make payments?
Credit/Debit card
Cash on delivery
E-banking (via the bank's website)
M-banking (via mobile banking app on smartphone or tablet)
Other

12. What are the reasons you do not shop online?
The process is complicated
[ am not confident in the quality of the products
Long delivery time
High shipping costs
[ prefer to see and try the product in person
I do not trust this type of shopping (I do not feel secure)
Poor experience
Other



