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CUSTOMER RELATIONSHIP MANAGEMENT AND ONLINE 
SHOPPING UNDER THE INFLUENCE OF THE COVID-19 PANDEMIC 

IN THE REPUBLIC OF CROATIA 
 
 

ABSTRACT 
 
The traditional way of doing business and communicating with consumers is changing with the 
help of digital transformation. Companies have seen the benefits of e-business such as 
increased interactivity, lower costs, and better communication with consumers, and 
increasingly offer their products and services online.  Customers can make their purchases via 
smartphone online and avoiding crowds. This research paper aims to explain the importance 
of developing relationships with consumers in digital marketing. Consequently, the term Online 
Shopping is gaining importance nowadays when facing the challenge of the COVID-19 
pandemic. Because of epidemiological measures and the reduction of risks to themselves and 
their families, people are more inclined to shop online. The primary goal of this research paper 
is to analyze consumer behavior during online shopping in the Republic of Croatia. The 
research aims to find out how often people shop online and which products, why they choose 
to buy in such a way, what they consider to be the biggest risk of online shopping, what can 
attract them to choose to buy online, and whether their online shopping increased at the time 
of the COVID-19 pandemic. 
The methodology used in this research paper consists of secondary research, analysis, and 
synthesis as well as primary quantitative research with the questionnaire survey as an 
instrument, conducted on a representative sample of 285 respondents. 
Research results show that there is still a certain level of uncertainty and mistrust when 
shopping online, which is why the consumers in Croatia still prefer the method of payment on 
delivery when picking up goods. Furthermore, the main reason for online shopping for 
consumers is the variety of offers that allow them to buy products or services that were not 
previously available. 
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1. Introduction 
 
Managing consumer relations is of utmost importance in today's business. It represents a 
business strategy focusing on the customer that has become a major factor in business success. 
It is necessary to understand and get to know consumers, their habits, desires, needs, and 
preferences, and based on information to build a database that in the modern world represents 
a relative competitive advantage. Digitalization is changing, using technologies to identify 
target consumer groups. The emergence of new bits of intelligence will significantly affect the 
lives of consumers. More and more companies turn to e-business, which achieves greater 
interactivity with consumers, flexibility, and faster and cheaper business. While consumers can 
be easily tracked online through their mobile devices, they are very demanding in their 
satisfaction with a particular product or service. This is why more and more of them use online 
capabilities to explore the best solution for their interests. An important segment of this research 
paper relates to online shopping, which is also the main research topic. Online shopping is on 
the rise, given the situation caused by the COVID-19 pandemic. 
Online sales are growing, but the COVID-19 pandemic and the closure of some stores have led 
to a much greater interest in internet sales. Although people have not trusted online sales before, 
it is growing precisely because of the inability to make physical purchases in stores. It could be 
said that the COVID-19 pandemic and the closure measures adopted by national headquarters 
have had a positive impact on online sales and caused customers to think about it. Many 
companies have just maintained their business or expanded it because of such a change in 
mindset. 
The paper aims to analyze consumer behavior when shopping online in Croatia. This research's 
main goals are to identify what motivates consumers in Croatia to buy online and what is 
considered the biggest risk. Additionally, the aim is to determine what attracts them to choose 
to buy online and the link between online shopping with the current situation caused by Covid-
19. The research's primary method is quantitative, done using a Google survey as an instrument. 
Research results are presented, and a conclusion is drawn. The results are presented through 
charts showing the respondent's responses.  
The research paper aims to highlight the importance of technology, digitalization, and consumer 
relationship management on the Internet. Globalization is achieving an increasing connection 
between society, which will grow even further in the future, so it is important to align its 
business and consumers accordingly. The conducted survey also analyzes consumers' habits in 
Croatia regarding online shopping, which is currently growing significantly due to the Covid-
19 pandemic. These data will serve as a basis for comparison for future research on the same 
or similar topic to be able to see a change in the buying habits of online consumers in Croatia 
over a period of time. Also, with future research, it is possible to expand the consumer pattern 
and analyze in more detail in which direction online shopping goes concerning Covid-19, or 
whether consumers choose foods smarter, types of products that were mostly purchased during 
the pandemic, whether the number of companies on the internet will increase, etc. 
The topic is important given that in Croatia online shopping has not yet been developed on the 
scale on which it was developed in some other Western countries. The COVID-19 pandemic 
has led to businesses turning to developing online stores, but also to increased customer interest 
in online shopping. 
 
1.1. Literature review and the development of hypotheses 

 
Previous research on online shopping conducted by other authors can be a helpful source of 
information and contribute to gathering data and showing historical data and trends in the 
consumers' attitude towards online shopping.  



81REGION, ENTREPRENEURSHIP, DEVELOPMENT

1. Introduction 
 
Managing consumer relations is of utmost importance in today's business. It represents a 
business strategy focusing on the customer that has become a major factor in business success. 
It is necessary to understand and get to know consumers, their habits, desires, needs, and 
preferences, and based on information to build a database that in the modern world represents 
a relative competitive advantage. Digitalization is changing, using technologies to identify 
target consumer groups. The emergence of new bits of intelligence will significantly affect the 
lives of consumers. More and more companies turn to e-business, which achieves greater 
interactivity with consumers, flexibility, and faster and cheaper business. While consumers can 
be easily tracked online through their mobile devices, they are very demanding in their 
satisfaction with a particular product or service. This is why more and more of them use online 
capabilities to explore the best solution for their interests. An important segment of this research 
paper relates to online shopping, which is also the main research topic. Online shopping is on 
the rise, given the situation caused by the COVID-19 pandemic. 
Online sales are growing, but the COVID-19 pandemic and the closure of some stores have led 
to a much greater interest in internet sales. Although people have not trusted online sales before, 
it is growing precisely because of the inability to make physical purchases in stores. It could be 
said that the COVID-19 pandemic and the closure measures adopted by national headquarters 
have had a positive impact on online sales and caused customers to think about it. Many 
companies have just maintained their business or expanded it because of such a change in 
mindset. 
The paper aims to analyze consumer behavior when shopping online in Croatia. This research's 
main goals are to identify what motivates consumers in Croatia to buy online and what is 
considered the biggest risk. Additionally, the aim is to determine what attracts them to choose 
to buy online and the link between online shopping with the current situation caused by Covid-
19. The research's primary method is quantitative, done using a Google survey as an instrument. 
Research results are presented, and a conclusion is drawn. The results are presented through 
charts showing the respondent's responses.  
The research paper aims to highlight the importance of technology, digitalization, and consumer 
relationship management on the Internet. Globalization is achieving an increasing connection 
between society, which will grow even further in the future, so it is important to align its 
business and consumers accordingly. The conducted survey also analyzes consumers' habits in 
Croatia regarding online shopping, which is currently growing significantly due to the Covid-
19 pandemic. These data will serve as a basis for comparison for future research on the same 
or similar topic to be able to see a change in the buying habits of online consumers in Croatia 
over a period of time. Also, with future research, it is possible to expand the consumer pattern 
and analyze in more detail in which direction online shopping goes concerning Covid-19, or 
whether consumers choose foods smarter, types of products that were mostly purchased during 
the pandemic, whether the number of companies on the internet will increase, etc. 
The topic is important given that in Croatia online shopping has not yet been developed on the 
scale on which it was developed in some other Western countries. The COVID-19 pandemic 
has led to businesses turning to developing online stores, but also to increased customer interest 
in online shopping. 
 
1.1. Literature review and the development of hypotheses 

 
Previous research on online shopping conducted by other authors can be a helpful source of 
information and contribute to gathering data and showing historical data and trends in the 
consumers' attitude towards online shopping.  

Authors Anić, Marković, and Vouk (2013), in their paper "Attitudes of young consumers about 
the ethics of selling of online retailers, " surveyed 405 students of the Faculty of Economics, 
Zagreb. The research is related to online shopping and young consumers' attitudes about the 
ethics of selling of online retailers. Results show that 54.8% of respondents never bought a 
single product over the Internet, while 45.2% of respondents bought at least a single product. 
The most purchased products were jewelry, watches, cosmetics, accessories, clothing and 
footwear, and mobile phones, which is expected because the higher proportion of respondents 
is female. As the main limitation of online shopping, they cited the inability to try products or 
goods and their intangibility. It can result in dissatisfaction with the purchased product. 
Respondents are also concerned about the security of payment for products and services and 
the security of information.  Ethical issues such as security, personal data protection, shipping 
accuracy, and delivery of goods are the factors that make them resistant to use online shopping. 
Authors Shanthi and Kannaiah (2015), in their paper "Consumers' Perception on Online 
Shopping," researched to determine which products are most purchased online and analyzed 
the factors that influence shoppers to shop online. The most purchased products were clothing 
and footwear, books, electronics, and eBay, and Amazon proved to be the most desirable 
websites. The study also found that product prices have the greatest impact on online shopping. 
The second most affecting factor is product safety, and the third factor affected by online 
purchases is the warranty, followed by the company's image, data privacy, and a detailed 
description of the specifications of goods and services. 
Sheehan et al. (2019), in the paper "Consumer reactions to price discounts across online 
shopping experiences," concluded that optimal discount price strategy is number one when it 
comes to online shopping. With modern machine and digital learning technology, online traders 
can easily adapt the information to which consumers are exposed and control that certain 
information reaches a particular consumer. The research concluded that discounts greatly affect 
online shopping's effectiveness and reinforce the intention to purchase a particular product or 
service. 
Sheth (2020), in the research paper "Impact of Covid-19 on consumer behavior: Will the old 
habits return or die? " analyses consumer behavior changes under the influence of Covid-19. It 
has been concluded that the so-called lockdown and social distancing in the fight against the 
Covid-19 virus have generated significant disruption to consumer behavior. All consumption is 
limited in time and is tied to the place. Since for the consumer going to the store poses some 
risk, trade and goods must reach consumers. How technology turns desires into needs has a 
significant impact on developing new habits such as online shopping that increased significantly 
at the Covid-19 pandemics. 
Santiago-Omar Caballero-Morales (2021) in his work Innovation as a recovery strategy for 
SMEs in emerging economies during the COVID-19 pandemic referred to small and medium-
sized enterprises in times of pandemic. These companies have very limited resources and some 
of them are expected to disappear from the market due to challenging business adjustments. In 
his work, he gives an overview of possible steps towards business maintenance even after the 
pandemic and ways to make better utilization of limited resources. The paper also gives an 
example of product innovation as a way out of the COVID-19 crisis. 
Eger et a. (2021) The effect of COVID-19 on consumer shopping behavior: Generational cohort 
perspective provides an overview of consumer behavior affected by the COVID-19 pandemic. The 
study was conducted on the population in the Czech Republic and on people who belong to 
baby boomers, X and Y generation. Within the research, the influence of fear for health on the 
change of behavior of these generations has been proven, especially regarding Internet 
shopping. 
Salvatore Aliano et al. (2021) conducted a study in Italy in which they studied customer 
satisfaction with online food shopping and described the same in the work Measuring 
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consumers' level of satisfaction for online food shopping during COVID-19 in Italy using 
POSETs. The research was conducted at a time when Italy was the focal point of the pandemic 
in Europe and is considered essential for the development of online sales in the future and 
adaptation for future possible pandemics. From the research, it can be concluded that customers 
have switched to an online form of shopping to comply with the rules adopted by the competent 
institutions in the fight against the pandemic. 
In India, Goswami and Chouhan (2021) conducted a study on the Impact of change in consumer 
behavior and need prioritization on the retail industry in Rajasthan during the COVID-19 
pandemic. As in other studies, this has resulted in how the COVID-19 pandemic has 
significantly affected changes in consumer behavior. Also in this study highlighted the 
importance of analyzing customer behavior by enterprises. 
For research in this paper, three hypotheses were set.  The first hypothesis refers to forms of 
payment. Namely, the assumption is that due to the extreme distrust of consumers in the online 
store and whether the product will arrive at the address and whether it will be of the appropriate 
quality, customers have a distrust of the online shopping system. In addition, the assumption is 
that customers do not trust banking transactions either, so that the online form of payment does 
not seem safe to them and they prefer payment on the spot, i.e. they prefer payment on the spot. 
when delivering the product. To analyze these assumptions, the first hypothesis was set, which 
reads: 
H1: For safety reasons, most consumers in the Republic of Croatia decide to pay on delivery 
or on pick up. 
The following assumption is that due to the frequent discounts that have recently been presented 
on different websites or through influencers, customers want a more affordable purchase and 
tend to shop online. In addition to the above, online shopping shortens their time, so due to 
today's fast-paced lifestyle, online shopping is becoming more frequent. To prove the above 
assumptions, hypothesis H2 was set. 
H2: The most common reason for online shopping for consumers in the Republic of Croatia is 
to save time and money. 
As evidenced by the review of already conducted researches in other countries, it is safe to 
assume that with the development of the COVID-19 pandemic in the Republic of Croatia, 
customers begin to shop online. In addition to giving them the security to buy products from 
their own home, online shopping is often used during lockdowns. The assumption is that with 
the start of pandemic more customers turn to online shopping than it would have been if the 
pandemic had not occurred. To prove these assumptions, the H3 hypothesis is set: 
H3: Due to the Covid-19 pandemic, consumers in the Republic of Croatia are more likely to 
shop online. 
 
2. Managing customer relationship 

 
At the time of today's globalization and high competition, it is necessary to produce high-quality 
and affordable products and products that meet each consumer's individual needs. Information 
superiority plays a significant role in this. To succeed in this, it is necessary to continuously 
collect consumer behavior information and provide them with adequate information. 
Companies that collect a large amount of information about their consumers also have a greater 
opportunity to transform their consumer into a client. "Creating competitiveness through 
information superiority to build long-term relationships with consumers is precisely the focus 
of the last development phase of marketing" (Dukić, Martinović and Dukić, 2015:50). 
That is why the beginning of the 21st century resulted in a new CRM business strategy, i.e., 
consumer relationship management. CRM includes a new marketing area. Its development 
started from the initial mass marketing through segmental marketing, niche marketing, and via 
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micro-marketing; an individual consumer is the one who plays a major role in marketing as an 
active participant in developing relationships (Dukić and Gale, 2015:584).  Many authors define 
the meaning of the term consumer relationship management. Authors Kotler and Keller 
(2008:152) define CRM as " the process of managing detailed information about each consumer 
and the process of managing point of purchase with consumers to increase their loyalty."    
Authors Muller and Srića (2005) view CRM "as a business strategy that includes the selection 
and management of customer relationships to increase their long-term value for the company. 
CRM software applications can provide the company with quality and efficient customer 
relationship management if it has leadership, strategy, and culture that is aimed at achieving 
maximum customer satisfaction." 
Furthermore, the authors, Buttle and Maklan (2015:4), consider CRM to be the main business 
strategy that integrates internal processes, functions, and external networks to create and deliver 
value to target customers within a given time frame. It is based on high-quality customer-related 
data and is enabled by information technology. CRM can also be defined as a series of tools, 
techniques, and technologies in management and interaction with customers. It represents a 
strategy in which companies operate and communicate with clients to collect and use customer 
information to increase satisfaction and loyalty (Mihajlinović,2015:162). Customer relationship 
management is an app designed for businesses to organize any data they have about their 
customers. The primary purpose of CRM is to organize, track, and manage all customers, 
information, activities, and conversations. This helps sales, marketing, and customer support 
teams better understand their customers (Lepenskhin, 2016:88). 
 
3. E-BUSINESS 
 
In modern business, companies should focus on connecting their participants in business 
processes and their consumers. The Internet has enabled businesses to have greater interactivity, 
connectivity, flexibility, and cheaper and faster business. New trends and challenges bring new 
business and dynamic business that includes suppliers, customers, partners, and all other 
participants (Ružić, Biloš, Turkalj, 2014:15). E-commerce offers many benefits to sellers. With 
the help of technologies, the trader can differentiate groups or individual consumers, 
personalize the offer concerning their special needs and desires, and advertise directly to their 
consumers (Kotler, Wong, Saunders, and Armstrong, 2006:135). "Taking the risk of 
implementing such a complex system, which profoundly changes habits in connection, 
exchange, communication, and monitoring, has a significant impact on adapting to the global 
market and trends that often and quickly occur in the digital environment" (Ružić, Biloš, 
Turkalj, 2014:441). Since clients are in direct contact with merchants, e-marketing brings more 
frequent lower costs and greater efficiency of channel functions and logistics such as order 
processing, inventory management, delivery, and trade improvement (Kotler, Wong, Saunders 
and Armstrong, 2006:135). 
Modern technology has transformed the way people behave, communicate, and shop. Big data 
has become a business reality and a reality for every consumer, who must adapt to the 
information age and develop new behavior patterns. Online consumers are easy to track, 
especially as smartphones have become the dominant medium for Internet access to consumers 
of all ages. They are increasingly using digital channels to research products or services, select 
and buy. By comparing traditional consumers who shop in physical stores, consumers take a 
different approach online regarding shopping and marketing reactions. They focus more on 
information and reject messages and ads that aim to sell.  E-marketing is directed towards 
consumers who actively choose which pages to visit, what marketing information they will 
receive about what kind of products, and under what conditions. 



84 10th INTERNATIONAL SCIENTIFIC SYMPOSIUM

In 2014, Perpetuum Mobile, in cooperation with Zrika (marketing and public relations agency), 
conducted a survey on a sample of 500 respondents related to Croatian network users. 
According to the survey results, most online shoppers in Croatia are on average between 23 and 
35 years old, with monthly income ranging from 5,600 to 7,800 Croatian kunas. The price is 
the most important motive for online shopping, with 76% of respondents expecting lower prices 
on the Internet than those in the store. Likewise, the delivery cost is one of the key factors 
perceived concerning the purchase value of the purchased products. Consumers believe that 
delivery price should be proportional to the total value of the consumer basket (67%) 
respondents, and (22%).  In terms of web store locations, 47% of respondents replied that it did 
not matter about domestic or foreign web stores. Also, 85% of respondents do not have a 
favorite web store, while Amazon, eBay, and DealeXtreme are considered the most desirable 
(Dadić, Plazibat, Petričević, 2018:349). 
 
4. Research results 
 
The survey was conducted during September and October 2020. The research was conducted 
online, using a Google form. Based on the defined objectives of the paper, three hypotheses 
were set: 
H1: For safety reasons, most consumers in the Republic of Croatia decide to pay on delivery or 
the pick up of goods. 
H2: The most common reason for online shopping for consumers in the Republic of Croatia is 
to save time and money. 
H2: Given the current situation caused by COVID-19, consumers in the Republic of Croatia 
are more likely to shop online. 
The questionnaire consisted of 10 questions, and the sample of respondents was 285. The 
sample included people of all ages. The study mostly included the female population with 
88.7%, and the male population was 11.3%. The most respondents were 39.8% between the 
ages of 18 and 25, followed by 26 to 35 years, 29.9% and 22.5% between the ages of 36 and 
50, and 3.90% of respondents were over 50 years of age. 
 

Chart 1: Have you done your online shopping so far? 
 

 
Source: Authors' creation 

 
When asked if they had made online purchases so far, 97.9% answered yes. This question 
proved that online shopping is not a mystery to consumers and that most of them have already 
done it. 
 

97,90%

2,10%

yes no
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Chart 2: How often do you shop online? 
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Looking at the frequency of online shopping, 33.3% buy several times a year, 24.9% do so 
several times a month, and the smallest number of respondents, 9.8%, said they buy once a year 
or less. This concludes that online shopping is an increasingly popular way of shopping, which 
will be even more on the rise in the future and over time, given the progress and modernization 
of technology and digitalization. 
 

Chart 3: Which products do you buy most often online? 
 

 
Source: Authors' creation 

  
A total of 68.8% of respondents buy clothes and shoes online, followed by cosmetics 10.5%, 
and electronic devices and computers with 6.7%. Given the significantly higher percentage of 
the female population filling out the questionnaire, it is easy to conclude that the answers of 
clothing, footwear, and cosmetics will take first and second place by the percentage of most 
often purchased products. 
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Chart 4: Which payment methods do you use most often? 
 

 
Source: Authors' creation 

 
Most respondents opted to use payment on delivery or when picking up goods 43.9%, 40.7% 
of them using a credit or debit card, and 11.6% said they did so through PayPal accounts. 
 

Chart 5: Why do you decide to shop online? 
 

 
Source: Authors' creation 

 
As a reason why they choose to buy online, 34.5% of respondents chose the variety of offers, 
34.2% of respondents shop online to save time and money, then 28.5% cited ease of shopping 
as the reason, and the smallest of them with 2.8% shopping online due to recommendations 
from friends or family. 
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Chart 6: What is the highest risk of online shopping? 
 

 
Source: Authors' creation 

 
Majority of respondents, 62.8% of the highest risk of purchase online cited dissatisfaction with 
the purchased product, followed by misuse of personal data with 20% and damage to goods 
when delivering 14.7%, and the fewest cited high unforeseen costs 2.5% which are most 
common when shopping is done through foreign websites. According to the above, it can be 
concluded that the inability to tangible and try the goods is a characteristic of online shopping 
that can greatly affect dissatisfaction with the purchased product. This is one reason why 
consumers will still prefer the traditional way to shop where they can physically feel and try a 
particular product that interests them.  
 

Chart 7: What can attract you to choose to shop through a specific online site? 
 

 
Source: Authors' creation 

 
When asked what may attract them to choose to buy through a certain online site, most of them 
answered that the site has the possibility of return when dissatisfaction with the product 42.8%, 
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in second place is free shipping 31.6%, followed by benefits of vouchers and discounts 11.6%, 
that the site has certain guarantees indicated 10.2% of respondents and with 3.9% there is a 
loyalty program. The last question concerned the link between online shopping and the current 
situation, namely the COVID-19 pandemic. Since going to the store yourself poses a risk to our 
family and us, the results will show whether consumers are more likely to shop online to protect 
themselves in some way.  
 
Chart 8: Due to the Covid-19 pandemic, online shopping poses less risk to my family and me 

than the traditional way to shop 
 

 
Source: Authors' creation 

 
Given this claim, 96 respondents stated that they agreed, 121 respondents neither agreed nor 
disagreed, and 68 respondents stated that they disagreed with the above or did not consider that 
online shopping posed less risk than the traditional way of shopping. 
 

Chart 9: Due to the Covid-19 pandemic, I have learned more about online shopping 
 

 
Source: Authors' creation 

 
The majority of 116 respondents who say they are more inclined to shop online because of the 
COVID-19 pandemic agreed that they are more inclined to shop online because of the Covid-
19 pandemic, 73 of them neither agree nor agree, and 96 respondents said they were not more 
inclined to shop online given the current situation. 
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Chart 10: I believe that the purchase process due to the Covid-19 pandemic has changed 
significantly 

 

 
Source: Authors' creation 

 
With the claim that they believe that the purchase process due to the Covid-19pandemic has 
changed significantly, 140 consumers agreed, 90 respondents neither agree nor agree, while 54 
disagree with the stated claim. 
 
4.1. Discussion 
 
After the collected data and their analysis of the defined and set hypothesis, it is necessary to 
accept or reject. 
The problem of online ethics continues to stem from consumer distrust and uncertainty. Misuse 
of personal data, identity theft, and financial fraud can lead to consumers not feeling safe and 
protected when shopping online. This is evidenced by the data collected on the most common 
methods of paying consumers when shopping online. According to these data, (43.9%) declared 
that it prefers to pay on delivery when picking up goods while (40.7%) paid by credit or debit 
card and (11.6%) selects PayPal. It can be concluded that the defined and set hypothesis has 
been accepted. However, with the advancement of technology and digitalization, consumer law, 
and various guarantees and free refund services in case of websites dissatisfaction, they can 
represent some certainty for the consumer in online shopping, thus increasing their trust. 
Hypothesis H1 is accepted. 
Saving time and money is certainly one of the advantages of online shopping. It allows you to 
buy from your own home and via smartphone to avoid crowds and save time, especially 
nowadays of constant hecticness. By analyzing the collected data, the most common reason for 
online shopping for consumers in the Republic of Croatia with (34.5%) diversity of offers, while 
saving time and money ranked second with (34.2%), i.e., the difference between the above 
percentages is in one respondent. It can be concluded that these two reasons are critical to 
consumers. The variety of offers allows consumers to buy certain products that were not 
available to them before, and the reason is that online stores do not have to "refresh" their 
shelves and assortment but can have a large number of products in their warehouses that they 
offer to consumers. Given the above, the hypothesis is partially accepted. For online companies 
to save consumers even more time, certain innovations can be introduced, such as reducing the 
time needed to deliver the product to their home address, improving customer support in case 
of return of goods, simplifying overall purchases through the website, etc. 
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Hypothesis H2 is accepted. 
With the advent of Covid-19, there was also a change in consumer behavior when shopping. 
Epidemiological measures, hand sanitizer, the mandatory wearing of masks, queues when going 
to the store, and keeping distance to reduce the risk to themselves and their family have 
encouraged consumers to opt for online shopping. In this way, consumers can make purchases 
of everything they need from their home, avoiding contact with other people. The data results 
can also confirm this according to which 119 respondents agreed that due to the current situation 
caused by Covid-19, they are more likely to shop online, and 73 respondents neither agree nor 
agree with the above claim, while 96 respondents disagree with the above. It can be concluded 
that the Covid-19 pandemic has changed consumers' shopping habits. Most of them have 
increased their online shopping, demand for certain products online has increased, and 
therefore, companies online should take advantage of the current situation through creative 
change and supply to attract consumers to opt for them. 
Hypothesis H3 is accepted. This hypothesis can also be compared with previous studies in 
which the authors also proved that during the Covid-19 pandemic they are more inclined to buy 
online. It can be said that customers in the Republic of Croatia, as in other countries, turned 
more to online shopping than at the time when the pandemic was not there. 
By comparing the research presented so far, it can be concluded that most consumers are 
familiar with online shopping and have done the same. Furthermore, the products that are most 
purchased are certainly clothing and footwear, and electronic devices. Although in previous 
studies the price has been highlighted as the main reason for online shopping, the diversity of 
the offer that was conducted by the survey is the number one reason for online shopping can 
also be cited as an important factor. Equally, by comparing research, one can conclude that 
certain ethical problems rule the Internet world, which consumers are well aware of. Security, 
data protection, and trust are important factors that companies should work on to ensure a 
greater trust level for consumers to opt into online shopping. Looking at the Covid-19 
pandemic, it can be seen that there is certainly an increase in online shopping. However, the 
current topic will surely be explored in the coming years when more precise and accurate 
conclusions can be drawn. Recommendations for further research are to conduct a time-lapse 
study with a retesting of the H2 and H3 hypotheses. It would be important to see if the share of 
customers using online shopping will increase over time, whether the number of customers who 
are inclined to shop online even after the end of the pandemic will remain the same or change, 
and whether over time customers will start paying more with credit cards rather than on 
delivery. There were few shortcomings in the research methodology. Firstly, there was a short 
time to collect data, and secondly, the survey was conducted online, mostly through social 
networks, while physically due to the pandemic, it was not possible to conduct it physically.  
Such a restriction reduced the number of respondents, which would otherwise have been 
certainly higher. 
 
5. Conclusion 
 
Technology and digitalization play a significant role in managing consumer relations and doing 
business today. More and more companies are "moving" their business to an electronic 
platform, seeing the benefits of such a way of selling their products and services. Consumers 
on the Internet are spending more and more time researching certain information about the 
products and services they are interested in. The increase in online shopping is the reason for 
writing this research paper whose main subject was to analyze consumer behavior during online 
shopping in the Republic of Croatia through research and analyze how the Covid-19 pandemic 
affected consumers and their shopping habits. 
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The major conclusion of the research shows that most consumers in Croatia used online 
shopping, several times a year during the pandemic. The collected data shows that there is still 
a certain level of uncertainty and mistrust when shopping online, which is why the consumers 
in Croatia still prefer the method of payment on delivery or when picking up goods. 
Furthermore, the main reason for online shopping for consumers is the variety of offers that 
allow them to buy products or services that were not previously available. Based on the 
research, the connection between online shopping and the current situation of the Covid-19 
pandemic was also examined. With the advent of Covid-19, consumption habits have changed 
significantly, i.e., research data shows that consumers are more prone to online shopping to 
avoid possible crowds and contacts with other people and thereby reduce the risk to themselves 
and their family. 
The Covid-19 pandemic has contributed to the rise of online shopping both worldwide and in 
Croatia. For many consumers, when shopping, the first thing they will do is inform themselves 
online about a particular product or service that helps them make their purchasing decisions. 
Online shopping is becoming increasingly popular, and it is thought that it will only grow in 
the future. With the development of technology, consumer protection, and security, online 
users' trust to opt for this way of shopping increases, bringing certain advantages such as saving 
time and money. 
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