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Introduction  

The investment process is primarily 
concerned with investors' decisions about 
which products or securities to invest in and 
when to make the chosen investment. 
Investors, such as banks, angel investors, or 

venture capitalists, emphasize different 
criteria when deciding on investing (Miková 
et al., 2009; Nunez et al., 2014; Simic, 2015; 
Crick and Crick, 2018), which are typical for 
every investor “but are generally based on 
three aspects, namely: profitability, risk 
level, and liquidity" (Miková et al., 2009). 

Abstract 

Putting measures in place to eliminate the spread of the COVID-19 pandemic has significantly 
contributed to the transfer of human activities to the online environment, thereby 
contributing to the increase in the use of e-commerce. The main goal of our research was to 
identify whether the field of e-commerce is a suitable object for investors in Slovakia. We 
examined the customers' behavior when shopping online and the development of this 
behavior in the future. We determined, based on our assumptions, hypotheses that were 
verified by statistical methods and coefficients suitable for measuring the relationships 
between nominal respectively dichotomous variables, namely: chi-square and Cramer V. 
Linear regression was used for variables measured by the Likert scale, and subsequently, the 
data were also evaluated by cluster analysis. The research was carried out using the 
questionnaire method on 646 randomly selected respondents older than 18 years living in 
Slovakia. The research results showed a major increase in the use of e-commerce in Slovakia 
during the COVID-19 pandemic and at the same time the estimated increased use of e-
commerce in the future, which confirms that e-commerce is a promising area for new 
investments in Slovakia. 

Keywords: investments, e-commerce, online shopping behavior, impact of COVID 
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According to Croce et al. (2014), investors 
often reject, already at the pre-review stage, 
those investment projects for which there is 
no apparent high growth potential as well as 
projects that do not contain innovation. We 
understand the term "innovation" equally, 
as is defined by the OECD „implementation 
of a new or significantly improved product 
(good or service), or process, a new 
marketing method, or a new organizational 
method in business practices “. Other 
authors such as Cumming and Zhang (2019) 
state that „investment in innovation can be 
a catalyst for economic growth worldwide “.   
 
An important part of each innovation 
system is the so-called angel investors. They 
are individual investors using their equity to 
finance small and medium-sized enterprises 
with significant growth potential. They use 
the gap between financing business from 
their resources or from family members of 
the entrepreneur and financing through 
professional venture capital funds. This 
capital plays a key role in that, in addition to 
the necessary finances, the entrepreneur 
acquires an experienced partner in his 
business - a mentor, whose advice, 
experience and contacts can be as valuable 
at the beginning of business as the money 
itself. (podnikajte.sk, 2021). Investing by 
angel investors focuses mainly on projects 

involving technological innovation. One of 
the suitable areas for investment is the e-
commerce sector, which has now become 
much more important (also because 
COVID19 pandemic). The current situation 
has supported the growth of the e-
commerce market and the transfer of 
consumers to the online world. Therefore, 
this paper examines the fact whether the 
field of e-commerce in Slovakia is a suitable 
target for investors. 
 
Literature Review 

The field of electronic commerce and 
shopping (e-commerce) has been growing 
continuously for several years. Similarly, as 
in other areas of social life, the Covid-19 
pandemic has accelerated this growth and 
brought clients even more into the online 
environment. A visually attractive website, 
e-shop, or user interface is common today, 
and in the increasing competition of 
Internet sales and online communication 
with customers, it is important to introduce 
new technological innovations. 
 
The importance of investing in the e-
commerce sector is also supported by the 
large number of published scientific and 
professional papers, from which we select: 
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Table 1: Selection from the review of the analyzed literature  

 

(Source: prepared by authors) 

 

Characteristics of e-Commerce in 

Slovakia 

The current situation in the researched 
areas (investment, e-commerce) in Slovakia 
is mapped by professional and community 
portals, from which we have selected the 
most relevant: P3 Logistic Parks, Forbes, 
Mergado, Crowdberry and Touchit. 
 
Portal P3 Logistic Parks (2020) states that 
the current COVID19 pandemic has changed 
and continues to change many of the 
existing paradigms, both socially, 
economically, and technologically, which 
has a major impact on citizens' work and 
shopping habits. The pandemic has 
accelerated the scale and pace of e-
commerce adoption across Europe, in three 

main ways: accelerating the adoption of the 
Internet, accelerating the transition from 
physical to online shopping, and 
accelerating automation and cashless 
payments. At the same time, the interest in 
investing in startups has increased and 
investors are looking for opportunities to 
invest in growing companies. According to 
Forbes (2021), investments in areas such as 
cloud services, e-commerce, and green 
energy currently resonate. 
 
In recent years, the Slovak online market 
has created a strong place on the map of 
European e-commerce. Slovakia, as a 
smaller Central European country, is 
already competing with many large 
European countries in the growth of e-
commerce. The year 2019 brought online 
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sales turnover over € 1.3 billion and the 
strong shopping year 2020 raised it to € 
1.75 billion. (Mergado, 2020). 
 
Analysts at Crowdberry (2020) also say that 
most opportunities for growth open up in 
sectors that benefit from the dynamics of e-
commerce. In the world of alternative 
investments, the interest is concentrated on 
investments bringing innovations or 
improved customer and supply services. As 
a result of the COVID-19 pandemic, the 
transfer of customers to the online 
environment has increased several times. 
While in 2019 the e-commerce market 
share in Europe accounted for 12 percent of 
total retail sales, in 2020 it rose to 16.2 
percent. In Slovakia, the size of the e-
commerce market in 2019 was € 1,360 
million, an increase of up to 94 percent 
compared to the previous four years. The 
share of e-commerce in total sales in 
Slovakia in 2020 was only 4.6 percent, but 
in the Czech Republic it reached 12.7 
percent. For investors, therefore, 
investments in companies that run 
successful e-shops are an attractive 
segment. 
 
Since the results published on Slovak 
portals are presented in a strongly 
aggregated form, we will examine Slovakia's 
attractiveness from the point of view of 
investing in e-commerce by looking at the 
habits of customer behavior in online 
shopping, assessment of changes in this 
area due to the COVID19 pandemic, as well 
as the related estimate of the use of e-
commerce in the future. 
 
Research Framework and Methodology 

The main goal of this paper was to examine 
whether the e-commerce sector in Slovakia 
is a suitable target for investors. We 
examine the development of the customer's 
behavior habits by online shopping, with 
the focus on the identification of customer 
online shopping behavior patterns and how 
they were affected by the pandemic 
COVID19, as well as on the estimated use of 
e-commerce in the future. 
 
We have established the following 
assumptions for the research: 
 

1. Men and women have different 
approaches to online shopping. 

2. Young people are more interested 
in online shopping than elder 
people. 

3. People with primary education are 
less engaged in online shopping 
than people with higher education. 

4. The approach of university 
students to online shopping is 
different in comparison to the 
approach of other respondents. 

 
To verify the research assumptions, 4 
research hypotheses were proposed, 
formulated as null (H0) and alternative 
hypothesis (H1): 
 
1H0: The gender of respondents does not 
statistically significantly affect the approach 
to online shopping. 
 
1H1: The gender of respondents statistically 
significantly affects the approach to online 
shopping. 
 
2H0: The age of respondents does not 
statistically significantly affect the approach 
to online shopping. 
 
2H1: The age of respondents statistically 
significantly affects the approach to online 
shopping. 
 
3H0: Respondents' education does not 
statistically significantly affect the approach 
to online shopping. 
3H1: Respondents' education statistically 
significantly affects the approach to online 
shopping. 
 
4H0: The approach to online shopping of 
university students does not differ 
statistically significantly from the approach 
of other respondents. 
 
4H1: The approach to online shopping of 
university students differs statistically 
significantly from the approach of other 
respondents. 
 
The research consisted of 3 main stages 
(Fig. 1).  In the first stage, we focused on the 
study of scientific and professional 
literature with a focus on investing in e-
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commerce. In the second stage were 
formulated research assumptions and 
research hypotheses. At the same time was 
created a research model (model of 
research indicators) to verify them. Stage 3 
was a statistical verification of hypotheses 
and formulation of conclusions. 
 
Standard methods of scientific work 
(analysis and comparison) were used in the 
study of the literature. The primary method 
was a questionnaire survey, which was 

conducted in the period from March 2021 to 
April 2021 on a sample of 646 respondents 
older than 18 years living in Slovakia. The 
questionnaire was created based on a 
research model and consisted (except for 
the entry of parameters) of 2 groups of 
questions focused on 2 areas of research, 
namely the online shopping behavior and 
changes in this area caused by the COVID19 
pandemic, as well as the planned use of e-
commerce in the future. 

 
 

 
Fig 1. Research framework  

(Source: prepared by authors) 

 
Parameters of the research sample are 
presented together with the results of 
descriptive statistics in Table 2.  Note: the 
codes of the relevant indicators and their 
values are given for further use in the 
verification in the PSPP software. 
 

The research indicators were divided into 
two groups (Table 3 and 4). The first group 
consisted of indicators S1, ..., S12, for which 
the respondents could choose any number 
of several offered answer options (nominal 
values). The second group (Z1, ... Z10) 
consisted of indicators that were evaluated 
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on a 5-point Likert scale from 0 to 4, where 
0 corresponding to a minimum agreement 
and 4 - a maximum. Descriptive statistics 
methods and cross tables were used to 
evaluate the results. The hypotheses were 
verified by statistical methods and 
coefficients suitable for measuring the 
relationships between nominal, 
respectively dichotomous variables, 
namely: chi-square and Cramer´s V, and 
linear regression was used for the variables 
measured by the Likert scale (Hanák, 2016). 
Verification was performed by PSPP 
statistical software. 
 
Other methods were: 
 
• Cluster analysis (to identify similar or 

different groups of data). The cluster 
analysis was performed using the 
WEKA program (Hall et al., 2009), 
specifically the clustering method and 
the Simple K-means algorithm, which 
best corresponded to the format of the 
questionnaire variables, 

• Synthesis (to formulate conclusions and 
recommendations). 

 
Results and Discussion  

This chapter presents the results of the 
questionnaire survey, including the 
research sample, the results of the 
evaluation of individual indicators 
according to the research model and the 
results of the verification of hypotheses, and 
the results of the cluster analysis. 
 
Results of the Questionnaire Survey – 

Research Sample 

 
The research sample was characterized 
based on gender (P1), age (P2), education 
(P3), and whether the respondent is a 
university student or not (P4). The 
structure of the research sample is detailed 
in Table 2. It consisted of more women 
(almost 61%) than men (more than 39%), 
the highest proportion was in the age 
category up to 25 years (74.92%) with 
secondary education (73.68%), while more 
than half were university students. 
 

Table 2: Research sample  

 

Parameter Indicator Indicator value % Incidence 

P1  Gender 
Men 39.47 
Women 60.53 

P2  Age 

Less than 25 74.92 
26 – 40 11.92 
41 - 55 11.92 
More than 55 1.24 

P3  Education 
Primary 4.33 
Secondary 73.68 
Higher 21.98 

P4  University student 
Yes 59.29 

No 40.71 
(Source: prepared by authors) 

 

Results of the Evaluation of the Examined Indicators 

 
The approach to online shopping was 
measured by two groups of indicators. 
Through the first group S1, ..., S12, we found 
out the behavior of users on the Internet 
when they shop online, through the second 
group of indicators we found out the 
changes of behavior due to the COVID 19 

(Z1, ..., Z5) and the planned use of e-
commerce in the future (Z6, ..., Z10). 
 
The results of the evaluation of the first 
group of indicators are shown in Table 3. 
Important percentage ratings are 
highlighted in bold. 

 



7                                                                                                 Journal of Internet and e-Business Studies 
__________________________________________________________________________ 

 

 

___________________ 
 
Matej CERNY, Anna HAMRANOVA, Anita ROMANOVA and Aniko TOROKOVA, Journal of Internet 
and e-Business Studies, DOI: 10.5171/2022.586559 

Table 3: Results of the evaluation of the first group of indicators  

 

Code Indicator Indicator value % Incidence 

S1 
Typical behavior on the 

Internet 

I always shop online 29.10 
I choose the product on the 
Internet and buy it in a brick-
and-mortar store 

24.77 

I choose the product in a brick-
and-mortar store and buy it 
online 

16.87 

Not specified 29.26 

S2 
The benefits of shopping 

online 

Lower price 21.05 
More choices (variants, models) 40.25 

Comfortable 36.69 

Higher security 0.62 
Other 1.39 

S3 
Purchase from a foreign 

e-shop 

Yes 84.37 

No, but I'm thinking about it 8.67 
No, I don't like international 
shops 

6.97 

S4 
Purchase on e-

marketplaces 

Yes 62.38 

No 37.62 

S5 
The importance of other 

customers reviews 

Very important, I read almost all 
of them 

28.33 

Rather important, I read at least 
some 

54.80 

They are not important, 
sometimes I look at them if they 
are available 

13.16 

Not important, do not watch 
them 

3.72 

S6 
The credibility of e-shop 

functions 

Customer reviews 45.05 

Secure browsing (for example 
https) 

12.54 

Clear website design 19.66 
Clear and up-to-date content 10.37 
Simplicity contact seller 6.04 
Awards, certificates 4.18 
Other 2.17 

S7 
The untrustworthiness of 

e-shop functions 

Fill in the same information 
twice 

23.84 

Too many form fields 29.26 

Difficult navigation 17.96 
The back button does not point 
to the previous page 

15.79 

Unable to modify (change) the 
order 

10.37 

Other  2.79 

S8 Reasons to leave the website during the checkout process Yes No 
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S8A The website wanted me to create an account 46.90 53.10 

S8B Too long/complicated checkout process 46.92 53.10 

S8C 
It was not possible to see/calculate the total cost of the order in 
advance 

33.44 66.56 

S8D The website contains errors 21.05 78.95 

S8E 
Requiring sensitive information (for example credit card 
information) 

17.18 82.82 

S8F Delivery time is too long 33.59 66.41 

S8G Unsatisfactory return options 27.09 72.91 

S8H Inappropriate/limited payment methods 10.06 89.94 

S8I Unsuitable/limited delivery options 31.58 68.42 

S8J Declined credit card 26.01 73.99 

S8K Surfing without the intention of buying something 12.54 87.46 

S8L Extra costs 15.02 84.98 

S8M Other 16.87 83.13 

S9 

Comparison of similar 

products from several 

manufacturers 

Yes, always 35.29 

Yes, sometimes 59.13 

Never 5.57 

S10 
Preferred delivery 
method 

Courier, delivery directly to the 
place of residence 

66.10 

Post (personal pickup) 5.11 
Delivery point (owned by the 
seller and also by a third party) 

28.02 

Other 0.77 

S11 
Preferred payment 
method 

Payment by bank transfer in 
advance 

9.75 

Payment on delivery (cash on 
delivery) 

33.28 

Payment via banking system 
(Internet banking) 

12.23 

Card payment 37.15 

Payment through a bank 
intermediary (PayPal, Gopal ...) 

6.81 

Other 0.77 

S12 Categories of products purchased over the Internet Yes No 

S12A Food/beverages 10.37 89.63 

S12B Medicines and medical supplies 21.05 78.95 

S12C Hygiene 34.83 65.17 

S12D Pet care 12.38 87.62 

S12E Cultural products and services 10.53 89.47 

S12F IT/high tech 56.81 43.19 

S12G Clothing 76.63 23.37 

S12H Sport 50.93 49.07 

S12I Books 45.36 54.64 

S12J Gardening 12.54 87.46 
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S12K Furnishing and interior decoration 23.84 76.16 

S12L Travel 30.50 69.50 

S12M Education and online courses 15.17 84.83 

S12N Fashion accessories and jewelry 32.66 67.34 

S12O Entertainment 29.41 70.59 

(Source: prepared by authors) 

 
Based on the evaluation of the respondents' 
answers, we can characterize the 
respondent's behavior as follows: As their 
typical behavior, less than 30% of 
respondents stated exclusive shopping on 
the Internet. Most combine online shopping 
with shopping in brick-and-mortar stores 
(S1). At the same time, approximately 30% 
of respondents did not report the S1 
indicator. Respondents consider the 
greatest advantage of online shopping to 
have more choices and comfortability (S2). 
Most of them - up to 84% shop in foreign e-
shops (S3), approximately 62% in e-
marketplaces (S4). 
 
Respondents also assessed the quality of the 
website itself and the operation of the e-
shop (S5, ..., S11). For most of them, the 
reviews of other customers are important 
(S5, S6). The importance of "clear and up-to-
date content" mentioned only 10% of 
respondents, but "clear website design" 
about 10% more. 
 
Respondents marked the filling in the same 
information twice and too many form fields 
(more than 50%) among the most 
untrustworthy elements of the website. The 
most common reasons for leaving the 
website were mandatory account creation 

(47%) and too long/complicated checkout 
process (47%). However, more than 50% of 
respondents did not leave the site during 
the checkout process for these reasons. The 
preferred delivery method is by courier, 
directly to the place of residence (66%), and 
the preferred payment method is card 
payment. The first 5 most purchased online 
product categories are: clothing, IT/high 
tech, sport, books and hygiene. 
 
The results of the evaluation of the second 
group of indicators are in Table 4, where the 
respondents' opinions on changes in online 
shopping caused by the COVID19 pandemic 
are summarized. The variables Z1, Z3, and 
Z2 got the highest score; respondents spend 
more time on the Internet, especially on 
entertainment websites, and more often 
shop online and watch online health 
information than before. It is interesting to 
compare the evaluation of indicators Z1 and 
Z10, which both relate to the use of websites 
with entertaining content. While the current 
situation in this area was assessed by the 
respondents with the highest positive 
opinion (Z1, average 2.82), the expected use 
of these web pages is much lower (Z10, 
average 1.74). 
 

 
Table 4: Descriptive statistics of the second group of researched indicators 

 

Code  Indicator 
Evaluation of respondents (%) 

MEAN STDEV 
0 1 2 3 4 

Z1 
I surf more and spend more 
time on entertainment 
websites. 

2.48 11.30 19.81 34.21 32.20 2.82 1.08 

Z2 
I follow online health 
information more often. 

2.32 10.99 30.34 41.18 15.17 2.56 0.95 

Z3 
I shop online more often than 
before. 

4.80 8.51 18.58 38.08 30.03 2.80 1.10 

Z4 
I spend more time reading 
electronic magazines or 
newspapers. 

10.37 23.37 29.10 25.70 11.46 2.04 1.17 
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Z5 
In my online purchases, I focus 
on basic needs such as food, 
drugstore, ... 

14.40 36.22 28.02 15.17 6.19 1.63 1.09 

Z6 
Next summer I will spend my 
vacation in Slovakia and I will 
not travel abroad. 

9.29 16.41 38.24 21.21 14.86 2.16 1.15 

Z7 
I will continue to buy essential 
goods over the Internet. 

9.60 19.50 26.47 33.28 11.15 2.17 1.15 

Z8 
I will shop more online than 
before. 

5.73 22.29 32.20 31.58 8.20 2.14 1.04 

Z9 I will travel more locally. 7.28 22.91 40.87 24.15 4.80 1.96 0.98 

Z10 
I will spend more time on 
electronic services with 
entertainment content. 

12.23 27.71 38.39 17.65 4.02 1.74 1.02 

(Source: prepared by authors) 

 

Results of statistical verification of 

hypotheses 

 
Statistical verification of the relationships 
between the nominal variables was 
performed using the coefficients Chi-square 
and Cramer´s V. We present only 
statistically significant relationships (Table 
5 and Table 6). A total of 11 variables S1, ..., 
S11, and 10 variables Z1, ... Z10 were tested 
according to 4 parameters P1, ..., P4. 
 
Differences according to parameter P1 
(gender) were demonstrated only for 4 
indicators from the first group, and 4 
indicators from the second group, therefore 
we accept hypothesis 1H0 and reject 
hypothesis 1H1. Therefore, the gender of the 
respondents does not statistically 
significantly affect the approach to online 
shopping. 
 
According to the parameter P2 (age), 7 of 12 
relationships from the first group and 6 of 
10 relationships from the second group 
were statistically significant, therefore we 
can accept hypothesis 2H1 and reject 

hypothesis 2H0. It was proven that the age 
of the respondents statistically significantly 
affects their approach to online shopping. 
 
The difference according to parameter P3 
(education) could not be demonstrated, 
because only one relationship from the first 
group and four relationships from the 
second group of research indicators were 
statistically significant. For this reason, we 
accept hypothesis 3H0 and reject hypothesis 
3H1. It was not possible to show that the 
education of respondents statistically 
significantly affects their approach to online 
shopping. 
 
It is similar in the case of parameter P4 
(university student), where statistical 
significance was confirmed in the case of 4 
relationships from the first group and 2 
relationships from the second group of 
research indicators. We accept hypothesis 
4H0 and reject hypothesis 4H1. It has not 
been demonstrated that the fact that 
respondents are or are not university 
students significantly affects access to 
online shopping.

 

Table 5: Results of statistical verification of differences of the first group of indicators 

according to P1, P2, P3, and P4 
 

Relationship Chi-square df Cramer´s V 

S1/P1 21.28*** 3 0.18 
S3/P1 8.95* 2 0.12 
S5/P1 9.39* 3 0.12 
S6/P1 13.48* 5 0.14 

    
S2/P2 28.20* 12 0.12 
S3/P2 42.32*** 6 0.18 
S4/P2 44.84*** 3 0.26 
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S5/P2 24.14** 9 0.11 
S6/P2 26.02* 15 0.12 
S7/P2 30.62* 15 0.13 

S11/P2 36.65* 15 0.14 
    

S11/P3 22.92* 10 0.13 
    

S3/P4 9.74** 2 0.12 
S4/P4 17.18*** 1 0.16 
S5/P4 26.63*** 3 0.20 
S6/P4 27.81*** 5 0.21 

S11/P4 12.71* 5 0,14 
*p<0.05. **p<0.01. ***p<0.001 

(Source: prepared by authors) 

Table 6: Results of statistical verification of differences of the second group of indicators 

according to P1, P2, P3, and P4 
  

 

*p<0.05. **p<0.01. ***p<0.001 

(Source: prepared by authors) 

Results of cluster analysis 

 
The results of the cluster analysis are shown 
in Table 7. The highest and lowest average 

values of the indicators, as well as the 
overall averages in individual clusters, are 
highlighted in bold. 
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Table 7: The results of the cluster analysis  
 

 
(Source: prepared by authors) 

 
We used the Simple K-means algorithm by 
solving the cluster analysis (which groups 
related values into individual clusters and at 
the same time differs from other clusters). 
We gradually changed the number of 
clusters from 2 to 5 and recorded the 
resulting evaluations of indicators Z1, ..., 
Z10. The even distribution of the research 
sample was for 4 clusters, so we chose these 
results for reporting. The Full Data column 
shows the average values of the whole 
examined sample (all Clusters); the grouped 
values of individual clusters are identified 
using the SimpleKMeans algorithm in the 
other columns. 
 
The overall average results of the cluster 
analysis correspond to the results obtained 
by the previous methods, but some 
interesting findings were identified when 
comparing the individual clusters. 
Cluster 0 represents 30% of women under 
the age of 25 with secondary education who 
are university students. Respondents from 
this cluster rated indicator Z1 - I surf more 
and spend more time on entertainment 
websites and Z3 - I shop online more often 
than before the highest and at least the 
indicator Z9 - I will travel more locally. All 
indicators were rated above average, as 
evidenced by the highest average (2.64). 
 
Cluster 1 groups 19% of college educated 
women between the ages of 41 and 55, who 
rated the Z6 indicator - Next summer I will 

spend my vacation in Slovakia and I will not 
travel abroad the highest and lowest Z10 
indicator - I will spend more time on 
electronic services with entertainment 
content. These assessments reflect the 
priorities of women of this age group, 
especially in relation to online 
entertainment. 
 
Cluster 2 consists of 27% of women under 
the age of 25 with a secondary education 
who are not university students. 
Respondents in this cluster achieved the 
lowest average when evaluating their 
behavior on the Internet due to the COVID 
19 pandemic. The Z3 indicator - I shop 
online more often than before was rated the 
highest, lowest the Z5 indicator - In my 
online purchases, I focus on basic needs 
such as food, drugstore, ... Overall, we can 
say that the respondents grouped in cluster 
2 do not attach much importance to online 
shopping activities. 
 
Cluster 3 makes up 24% of high school-
educated men under the age of 25 who have 
the highest score of Z1 indicator – I surf 
more and spend more time on 
entertainment websites and lowest the Z5 
indicator - In my online purchases, I focus 
on basic needs such as food, drugstore, ... 
 
Cluster analysis confirms that 54% of young 
people with secondary education rated the 
highest online shopping behavior indicators 
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(cluster 0 and cluster 3). This fact creates a 
good precondition for the further 
development of electronic commerce in 
Slovakia and also that e-commerce can be a 
proper object for investment. 
 
Conclusion 

The main goal of this paper was to examine 
whether the e-commerce sector in Slovakia 
is a suitable target for investors. We focused 
on the identification of customer behavior 
patterns during online shopping, to assess 
whether something has changed due to the 
pandemic COVID19 in this area, as well as 
on the related estimated use of e-commerce 
in the future. These findings should serve as 
a predictor of future development in the 
field of online shopping, which directly 
affects the attractiveness of e-commerce 
companies. 
 
Customer behavior in Slovakia is 
accommodating to the use of e-commerce. 
Most respondents, up to 75% of young 
people under the age of 25, either shop 
online or combine online shopping with 
brick-and-mortar shopping and they are 
aware of the benefits of online shopping. 
 
Respondents who participated in the 
research consider the other customers’ 
reviews to be very important when deciding 
on the choice of e-shop or specific goods. 
Customers evaluate the quality of e-shop 
websites based on the credibility and 
untrustworthiness of their functions, 
appreciate the clear design of the website, 
clear and up-to-date content, intuitive 
navigation, and layout of controls. They are 
most bothered by filling in information 
multiple times and too many form fields. 
They are especially critical of those 
elements of e-shops that make shopping 
comfort uncomfortable. As many as 29.1% 
of respondents state that they shop 
exclusively on the Internet. 
 
Due to the COVID19 pandemic, which 
restricted the free movement of citizens, 
respondents spent more time online.  Most 
often they were engaged in surfing on the 
Internet, online entertainment through 
websites, online shopping and searching 
and tracking health information. At the 

same time, most of them plan to increase 
their online activities in the future. 
 
These facts are promising for investing in e-
commerce in Slovakia and they are in line 
with global trends. The limiting factor of our 
research was the research sample, which 
consisted mainly of respondents under 25 
years of age. It would be appropriate to 
carry out such research with respondents 
evenly distributed across age groups. In 
terms of e-commerce, attractiveness is very 
positive, that the younger generation is 
more inclined to online purchases than 
brick-and-mortar purchases. 
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